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ABSTRACT

ANALYSIS OF EMOTIONS IN POLITICS:
ELECTORAL CAMPAIGNS OF THE INCUMBENT PARTY IN TURKEY
FROM 2002 TO 2019

BEDIR, Nurdan Selay
Ph.D., The Department of Political Science and Public Administration
Supervisor: Assoc. Prof. Dr. Basak Zeynep ALPAN

February 2025, 316 pages

The study of emotions has become a prominent area of research, reflecting
the significant increase in attention to this topic over the past decades. The prevailing
view among contemporary scholars is that emotions constitute a fundamental aspect
of human experience and that their influence cannot be ignored. While the impact of
emotions has been the subject of considerable scrutiny, the strategic deployment of
emotions has also been the focus of investigation from various perspectives. In light
of this understanding, this research posits that the place, role and use of emotions can
be well taken as objects of study in the context of the AKP — thereby contributing to
the understanding of Turkish politics in the contemporary period. This study employs
qualitative content analysis to illuminate the deployment and manipulation of
appealing emotions as a distinctive communication strategy in election campaigns. It
utilises a software programme (MAXQDA) as an analytical instrument with the
assistance of a well-structured codebook. In light of the findings from the analysis,
this dissertation argues that emotions, as a pivotal component of its mode of
governance, constitute a salient instrument employed by the AKP to galvanise its
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mass base. It further argues that the management of emotions reflecting the AKP’s
political strategy has made Turkey a notable example of an emotional regime under
the AKP rule.

Keywords: AKP, electoral campaigning, emotional appeals, politics of emotion,

qualitative content analysis
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SIYASETTE DUYGULARIN ANALIZI: 2002°DEN 2019°’A TURKIYE’DE
IKTIDAR PARTISININ SECIM KAMPANYALARI

BEDIR, Nurdan Selay
Doktora, Siyaset Bilimi ve Kamu Y6netimi Bolumu
Tez Yoneticisi: Dog. Dr. Bagak Zeynep ALPAN

Subat 2025, 316 sayfa

Duygularin incelenmesi, son yillarda bu konuya olan ilgideki kayda deger
artis1 yansitan onemli bir arastirma alani haline gelmistir. Cagdas akademisyenler
arasinda hakim olan goriis, duygularin insan deneyiminin temel bir yoniini
olusturdugu ve etkilerinin goz ardi edilemeyecegi yoniindedir. Duygularin etkisi
onemli Olglide inceleme konusu olurken, duygularin stratejik kullanimi da ¢esitli
perspektiflerden aragtirmalarin odagi haline gelmistir. Bu anlayis 1s1ginda, bu
aragtirma, duygularin yeri, rolii ve kullaniminin AKP baglaminda iyi bir ¢aligma
nesnesi olarak ele alinabilecegini ve bdylece ¢agdas donemde Tiirk siyasetinin
anlasilmasina katkida bulunabilecegini One siirmektedir. Bu ¢alisma, se¢im
kampanyalarinda ayirt edici bir iletisim stratejisi olarak, duygularin g¢ekicilikler
yoluyla kullanimini ve manipiilasyonunu aydimnlatmak icin nitel bir igerik analizi
kullanmaktadir. lyi yapilandirilmis bir kod kitab1 yardimiyla bir yazilim
programimdan (MAXQDA) analitik bir ara¢ olarak faydalanmaktadir. Analizden elde
edilen bulgular 1s18inda bu tez, yonetim bi¢iminin 6nemli bir bileseni olarak,
duygularin AKP tarafindan kitle tabanin1 harekete gecirmek icin kullanilan belirgin
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bir ara¢ oldugunu savunmaktadir. Ayrica, AKP’nin siyasal stratejisini yansitan
duygu yonetiminin, Tiirkiye’yi, AKP yonetimindeki duygusal rejimin dikkate deger

bir 6rnegi haline getirdigini iddia etmektedir.

Anahtar Kelimeler: AKP, duygu siyaseti, duygusal gekicilikler, nitel igerik

analizi, secim kampanyalar1
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CHAPTER 1

INTRODUCTION

99 ¢Cs

As Demirer conveys, “in our country, where the ratio of “experts,” “innocents,”
“victims,” and “morals” per square kilometre is at the highest levels, the place of
political psychology research is important in the context of political decision-making
and social consensus” (A. Bora & Dede, 2018, p. 12). He emphasises that political
psychology research, as an “interdisciplinary scientific field of inquiry concerned with
the study of political processes from a psychological perspective” (Hizli Sayar et al.,
2020, p. 2), allows looking at contemporary political problems from a different
perspective, not only through actors and institutions but also through specific
dynamics between them (A. Bora & Dede, 2018, p. 10). Relatedly, the field of
emotions in politics has been the subject of reputable research and studies, mainly
related to elections and campaigns in the global academy. However, there is also a
relatively new academic interest in this field in Turkey. Within the framework of
emotions, many studies in and about Turkey focus on elections, political campaigns,
political communication strategies, media and framing, propaganda, political
advertising, social media strategies in politics, gender studies, public opinion, social
movements, symbolic politics, and sociology of emotions. As a candidate dissertation
for one of these studies, this research brings together emotions and elections through
campaigns in contemporary Turkey. Accordingly, this dissertation claims to re-read
Turkish politics from a perspective that includes emotions. Therefore, it will contribute
to the literature on Turkish politics and to the burgeoning research on the political
relevance of emotions through a detailed analysis of election campaigns that “embody”
emotions based on the fact that what is told can tell something new — which makes it
a unique and original study.

As Giirpmar (2020) argues, politics is not only about positioning oneself

according to rational choices but also (perhaps more importantly) about satisfying the
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mechanisms of emotional self-satisfaction and self-fulfilment based on a moral
framework. People (or “flesh and blood citizens” in Giirpinar’s words) exist in the
public sphere not only with their minds but also with their emotions, and what they
expect is the satisfaction of both their material and spiritual needs — feelings and value
chains. In a similar vein, Barbalet (2006a, p. 51) stresses that emotions are necessary
for any human behaviour, including acting with a sense of commitment, being
committed or convinced, having a goal or direction, and being able to make decisions.
With this in mind, I argue that politics is necessary to form an aggregation, to live in a
society; thus, not implicitly but explicitly, politics is not free from the aforementioned
“ability,” i.e., from emotions. Put simply, “emotions are part of a social regulation
process” (Plutchik, 2001, p. 348) — in parallel with the social-constructivist approach
to emotions that 1 will mention in the following chapters. When thinking about
everyday politics, anyone encounters numerous “expressions of emotions/emotional
expressions” that have become familiar and not found bizarre, in a way becoming
buzzwords, such as “municipalism of the heart* and “Istanbul, first love™ (Pektas,
2019). Or Ekrem Imamoglu’s race in the 2019 Istanbul local elections cannot be
interpreted without paying attention to his enthusiasm (“Gengligimiz var, heyecanimiz
yiiksek®) and its reflection on the voters. As these examples are obvious, there is a
need to focus more on the lack of understanding politics as a domain that is only
involved with the mind/reason and determined by motivations such as interest and rent
(Uzun Avci, 2020, p. 108).

The emotional-political context created by the Adalet ve Kalkinma Partisi (AKP
— Justice and Development Party) during its incumbency is not a fixed but a dynamic
process of social relations — i.e., the accumulation of emotional capital. Given the lack
of satisfactory explanations for the complex dynamics of the AKP’s two-decade
incumbency in existing studies, i.e., the factors behind its electoral successes, the
exploration of overlooked or under-analysed factors could provide deeper insights.
Based on the understanding that emotions function as an essential part of the AKP’s

mode of governance (Uzun Avci, 2020, p. 107), this dissertation, therefore, opts for

! Goniil belediyeciligi.
2 {1k ask, Istanbul.
% His famous statement is, “We are young; our excitement is high.”
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electoral campaign videos as the research material and emotions as the phenomena to
be explained.

The main research question is, among others, “How has the AKP shaped,
materialised, and translated emotions in its electoral campaigns on its way to
consolidate its power?” Thus, this thesis focuses on how emotions are captured and
materialised in the AKP’s election campaigns.

In the same vein, this dissertation questions how political parties capture and
valorise emotional relations for the sake of power relations and how, on the one hand,
they direct and provoke constituents’ feelings associated with publicness, sociality and
politics and, on the other hand; generate, circulate, aggregate, and commodify these
intensities (feelings and emotions) and transform them into measurable quantities —
namely, ballot box records. At the same time, an attempt is made to determine whether
the AKP’s approach to the materialisation of emotions in election campaigns has
evolved over time. In line with these interrogations, the objectives of this dissertation
are to identify how emotions are captured and targeted as campaign tactics for desired
electoral ends, to demonstrate the materialisation of emotions in politics through
electoral campaigns in Turkey, to find out the change and cycle of emotional
references by the AKP for more than 20 years, to uncover the AKP’s approaches to
voters in terms of touching, reviving, encouraging, manipulating, triggering,
provoking, and demoralising their feelings and emotions, and to find out whether there
are analogies or contradictions in the AKP’s approach and methods over time.
Accordingly, it attempts to map out the socially and culturally constructed emotions
as a part of the AKP’s political communication toolkit. Thus, this dissertation posits
that understanding the role of emotions can enhance the understanding of politics. In
simple terms, It, therefore, focuses on how emotions are materialised in the AKP’s
campaigns.

The study of emotions encompasses not only the observation of their outward
manifestations but also an investigation into their underlying mechanisms and the
ways in which they are shaped, directed, or influenced. The study of emotion from a
physiological perspective, akin to that of a physiologist, and the examination of
emotional expression and its absence, akin to that of a psychologist, are both beyond
the scope of my academic expertise. Accordingly, | will concentrate on the

management and manipulation of emotions within the political sphere, which is a
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worthwhile area of investigation and analysis, given the difficulty and complexity of
incorporating the other themes into my dissertation. | begin with the assumption that
politics can be understood “as a struggle for happiness, joy, compassion, and
sincerity” rather than as a conflict between “good and evil” (Ozgitak, 2019). | argue
that focusing on the role of emotions in politics, from this perspective, has the potential
to not only render the subject matter more accessible but also to enhance our
comprehension of the underlying processes. | posit that focusing on emotions as an
attempt to interpret and comprehend the genesis of the social and the political is
contingent upon the premise that emotion/affect is intrinsic to the formation of the
social, in conjunction with the individual (Gulnay et al., 2017, p. 119). | concur with
Gunay and her colleagues (2017, p. 120) that one can only pursue the domain of
emotion/affect, where it is not feasible to ascertain its essence, as a method of analysis
in terms of its effects and consequences.

The literature notes that the experience of emotions such as fear, anxiety,
enthusiasm, and anger is primarily studied in terms of voters’ motivations to engage
in politics through increased information-seeking, consideration of forms of political
participation, and engagement in voting, protesting, and donating to political parties
or candidates (Burge, 2020). Burge (2020) contends that the scholarly focus has
generally been on how people experience emotions, namely how emotions influence
voter behaviour. However, the operationalisation of such emotions by political
campaigns is also essential for understanding the impact of emotions on and for
politics. As Szabd (2020, p. 5) conveys, there has also been a growing scholarly
interest in emotions and political discourse, with a focus on the institutional and
strategic ways in which emotions are used and communicated in politics. Accordingly,
one can assess the links between emotions and strategies in electoral campaigns by
examining the emotional-political messages of campaigns, i.e., by observing their
expressions, communications, and evaluations. As noted in Ridout and Searles’ (2011,
p. 442) contributions to the field, the lack of a laboratory setting in the real world of
campaigns leads to shortcomings in understanding when and under what
circumstances emotional appeals are made, and the public does not experience
emotional campaign messages in a controlled environment. For this reason, studying
when, why, and how the campaigns evoke emotions would be a notable contribution
to the field.



Based on these approaches, electoral campaigns as a setting of politics in which
emotions occupy an enormous space provide a valuable basis for research on the other
side of emotions — I mean not from the point of view of those who feel, but from the
point of view of the objects and phenomena that cause feelings and emotions, as |
argued above, embracing emotions as an intrinsic component of the formation of the
social as well as the individual. Thus, the primary purpose of this research is to find
out the long-term cycle of emotions in the election campaigns of Turkey’s incumbent
party, the AKP. In fact, the aim is to re-read Turkish politics under the AKP rule from
a perspective that includes emotions. In order to understand the politics of Turkey in
the last decades under the AKP rule, emotions and their place in politics can be treated
as objects of research. | do not claim to explain the electoral successes or the place of
emotions in Turkish politics in a one-sided way, i.e., from a single perspective;
however, this research effort can help to understand the underlying factors that have
contributed to the AKP’s long-term existence in office. It is obvious that the AKP —
more than ever — has injected emotions into the political arena, i.e., victimhood over
piety or expressions of emotions such as “municipalism of the heart” or “beautiful-
hearted Turkey.” It engages in highly intensive campaigns during each electoral
period, irrespective of whether the campaigns are emotional or rational in nature. In
recent years, it has become evident that emotional baggage has been brought into play
in almost all political issues. For example, the politics of emotions can immediately
appear in a foreign policy move that opens up to war, or harsh political debates on
electoral strategies can rely on specific emotions such as loyalty and resentment (Can,
2019). Thus, one can claim that emotions are one of the tools contributing to the AKP’s
long-term political existence and its consolidation of power through electoral success.

For this dissertation, the primary sources — the backbone of the analysis — are
the election campaign advertisements (only videos as visual materials) of the AKP. |
have focused only on campaign videos and not on the other channels of campaign
advertising, such as printed or auditorial political communication (leaflets, flyers,
radio spots, and so on). This is because the video advertisements contain the
combination of text-audio-visual, which facilitates the occurrence of emotionality.
These videos constitute the dataset for this research and are described in detail in the

methodology chapter. The secondary sources on which the research is based are



mainly various academic books and articles, newspaper reports and online columns,
blog posts and opinion records, and documentary videos.

This dissertation is structured as follows: The opening chapter, Exploring
Emotions: A Comprehensive Review of Emotions in Politics and Electoral Campaigns,
provides a compact literature review of emotions in politics and electoral campaigns.
It has two broad headings: “Emotion in Politics” and “Electoral Campaigns and
Emotions.” The former includes six subtitles, including the definition of “emotion” as
the fundamental concept of the study, a brief glimpse at approaches to classifying
emotions, the debates on the dualism between reason and emotion, the place of
emotions in political thought texts, the social constructivist approach of emotions and
its psychological link, and the emphasis of “turn” in political sociology. The latter
consists of a general overview of emotional appeals in electoral campaigns, emotional
campaigning as part of populist politics in which emotions are an important source of
populism, and finally, the background of the Turkish case in terms of intense emotional
campaigning.

For the purpose of creating a relation between emotional politics and the AKP
context, the third chapter, entitled The Emotional-Political Panorama of Turkey
during the AKP Rule and Elections of the AKP, gives information about the social and
political developments that Turkey has gone through. It contours the framework
according to the election periods. The subtitle “Public Conscience: 2002 and 2004~
introduces the socio-political atmosphere after the twin crises of 2000 and 2001 in the
country and the effort to portray the AKP’s ideology of “conservative democracy.”
The second part, entitled “e-Memorandum: 2007,” draws attention to the perennial
labels of conservative vs secular, ordinary vs elite, and civilian vs military when the
fuse was lit again for the debates on social cleavages, the establishment and military
tutelage in Turkey. The sections “One Minute: 2009” and “After the Judicial Reform:
2011 show the political picture of the country under the debates of tutelage and in the
shadow of the Ergenekon, Balyoz, and KCK cases. The section “Point of Departure
for Power Consolidation: 2014” represents the path to the elections by covering the
previous turning points in Turkish social and political life, the Gezi Park Resistance
and the corruption scandals of 17-25 December 2013. The next part, entitled “Double
General Election Year: 2015,” covers two separate elections in 2015 under the shadow

of fear and anxiety of so-called “instability” in the country. Later, the section titled
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“The First Election of the “New Turkey”: 2018 gives place to the period of the
shift/transition to the presidential system in line with the constituent developments of
the failed coup on 15 July 2016 and the Turkish constitutional referendum of 2017.
Finally, this chapter deals with the AKP’s relative electoral failure under the title “Loss
of Metropoles: 2019.”

The Method and Methodology chapter, the fourth section of the study, is
intended to show how to find answers to the political manipulation of emotions. This
chapter has four subheadings that explain the scientific approach of the dissertation,
the research method and the analytical framework, as well as the dataset construction
and coding processes. In terms of the analytical framework, | adopt Brader’s typology
of how emotional appeals work in political advertising. Brader (2006, pp. 18, 148)
sought to test the role of emotion through a systematic examination of contemporary
advertising campaigns on television, where emotional appeals are most prominent.
Based on this systematic analysis, | intend to adapt it to the case of the AKP in Turkey
to examine the role of emotion in the political campaigns of the party, which is a
complementary factor for its long-term existence both in politics and in power for more
than 20 years in Turkish politics.

The following chapter presents the results of the analysis and discussion after
examining the campaign videos as analytical materials under the title Decoding
Emotions: Unravelling AKP’s Electoral Campaign Videos through Content Analysis.
The subtitles of this chapter focus on the presence or absence of specific emotions in
the AKP’s campaign videos, scrutinise them in accordance with the ascribed emotional
appeals, and discuss and link the insights gained from the content to the AKP’s
electoral strategies. Finally, the dissertation claims that emotions, as a pivotal
component of its mode of governance, constitute a salient instrument employed by the
AKP to galvanise its mass base. It further argues that the management of emotions
reflecting the AKP’s political strategy has made Turkey a notable example of an
emotional regime under the AKP rule. Thus, it concludes by arguing that emotions
could provide deeper insights for satisfactory explanations alongside the existing
research objects, such as economic, political and socio-cultural dynamics and drivers

for understanding contemporary Turkish politics.



CHAPTER 2

EXPLORING EMOTIONS: A COMPREHENSIVE REVIEW OF
EMOTIONS IN POLITICS AND ELECTORAL CAMPAIGNS

In recent years, the intersection of emotions and politics has received
increasing scholarly attention. While the discipline of political science, and especially
research on political participation and voting behaviour, has for many years conducted
analyses under the assumption of “rational choice theory” borrowed from economics,
studies in political philosophy have mixed emotion and reason (E. Erdogan & Uyan-
Semerci, 2019a, p. 53). Brader (2006, pp. 48-49) notes that people are seen as hot-
hearted or cold-hearted citizens, respectively, as children of the behavioural school
(rooted in social psychology) and of political psychology and rational choice theory,
and in both traditions, emotion is seen “as an idiosyncratic facet of life that is best
excluded from efforts at systematic explanation.” Today, however, recent studies
provide political science with a basis for rethinking the role of emotion (Yates, 2016,
p. 7). Given the framework that makes sense of political decisions, choices, behaviours
and movements, my aim in this chapter is to present the existing approaches and
debates on the relationship between emotions and politics and their reflection in the
election campaigns as one of the most substantial parts of political communication.

This chapter has been split into two parts in order to provide an overview of
the existing literature on the role and place of emotions in political science: Emotions
in Politics and Electoral Campaigns and Emotions. The first section includes the
definition of “emotion”, the categorisation of emotions, references to the dichotomy
between emotion and reason, how the texts of political thought capture emotions, the
constructivist approach and links to psychology, and the emotional turn perspective of
political sociology. The second section focuses on election campaigns, one of the
inherent parts of political communication for political parties to make propaganda, and
its relationship with emotional politics. It includes subtitles on emotional appeals in
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campaign advertisements, emotional campaigning in populist politics, and the case of
Turkey in terms of political campaigning through emotions.

2.1. Emotions in Politics

World politics shows that without raw emotions, passionate struggles,
suffering, hopeful rhetoric (i.e., Martin Luther King Jr.’s “I Have a Dream” speech)
and courageous imaginations, etc., it would not have been possible to abolish slavery,
win suffrage, defeat the apartheid regime in South Africa or fight against colonisation
(Jenkins, 2018, p. 8 - emphasis added). It also proves the role, place, and importance
of emotions (hopeful expressions or agonising struggles) in galvanising politics that
are not safe from everyday life (Jenkins, 2018, p. 8). In line with this connection, it is
plausible from a simplistic perspective to emphasise that “marketing professionals
usually try to associate their brands with positive emotions; however, when it comes
to politics, the tricky use of negative emotions becomes highly significant” (Ozgitak,
2019). Ozgitak (2019) claims that it is possible to see that the use of the emotions of
fear and anger is one of the most important tools for designating “us,” — which can be
commented on as part of a political party’s electoral strategy or populist repertoire.
When considering persuasion, one of the characteristics of any political party, the
importance of emotions is evident, as emotions become more than tools or tricks and
are fundamental to people’s thoughts, beliefs, ideas, and actions (Mercer, 2010, p. 19).
As Pektas (2019) highlights, emotions in politics are a form in which emotions are
more important than ideas, how they are said is more important than what is said, and
attitudes and positions are more important than facts (post-truth). For this reason, | pay
attention to the works of literature that refer to emotions because my dissertation aims
to draw a more nuanced picture with broad dimensions to understand the place of

emotions in politics.

2.1.1. Definition of the key term: what is “emotion”?

The concept of emotion has hundreds of different definitions. It is derived from
“emovere,” and the literal meaning in Latin corresponds to movement, action,
mobilisation and being in a place in the moving world (Ceper, 2021). The literature
shows that behaviours, feelings, speech, cognitive components, linguistic rules, etc.,
contribute to the definition of emotions (Engelken-Jorge et al., 2011, p. 11). As Ceper
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(2021) conveys, the Encyclopaedia Britannica defines emotion as “a roughly
subjective, behavioural and physiological reaction that occurs suddenly when a
person encounters a situation of great importance to her/him.” On the other hand,
beyond the behavioural psychology (the Freudian and Jamesian approach), which
treats emotions as subjective feelings and spontaneous reflexes in the typical approach,
the literature shows that emotions correspond to sociality and culture and that even
immediate reflexes and behaviours are based on history, some learned behavioural
patterns and experiences (Ceper, 2021). Similarly, Thamm (2006, p. 16) underlines
that “‘from a sociological perspective, emotion concerns the way the body responds to
environmental conditions.” Plutchik (2001, p. 347) emphasises that emotions are
feedback processes rather than linear events, and he also acknowledges that they are
reactions to situations, such as a change in a social relationship.

By all means, it is plausible and necessary to look at the definitions in the
literature to understand why emotions have a remarkable place in politics. Turner
(2009, p. 341) points out that the definitions of emotions vary according to researchers’
aspects. Namely, constitutive elements of emotions that Turner and Stets (2005, pp.
9-10) focus on, such as “the biological activation of key body systems,” “the overt
expression of emotions through facial, vocal, and paralinguistic moves,” and “the
application of linguistic labels to internal sensations,” etc., interact in complex ways.
Nevertheless, none of them has an exclusive place in defining emotions (Engelken-
Jorge et al., 2011, p. 11).

It is, of course, well known that emotions are biological states related to
neurophysiological changes in the nervous system. Emotions are associated with
feelings, thoughts, behaviours, and pleasure/displeasure. Cabanac (2002, p. 69)
defines emotions as “any mental experience with high intensity and high hedonic
content (pleasure/displeasure).” Accordingly, the common understanding of emotions
underlines bodily feelings and sensations such as fear, anger, joy, love, etc. This joint
approach leads to a view of emotions as involuntary and disruptive processes in which
people are confused and alienated from their proper and moral concerns and activities
—here, the emphasis is on reason (Barbalet, 2006a, p. 51). Barbalet (2002, p. 1) defines
the concept of emotion as an experience of involvement which is “not the subject’s
thoughts about their experience, or the language of self-explanation arising from the
experience, but that immediate contact with the world the self has through
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involvement.” He emphasises that all human action requires emotions, such as acting
in accordance with a sense of involvement, having commitment or conviction, having
purpose or direction, and having the ability to choose between alternatives. Hence,
emotions are implicated in all human action rather than being optional extras as
opposed to rational action (Barbalet, 2006a, p. 51). In other words, emotions are
inextricably linked to action and are central to how people think, reason, and act
(Crigler & Hevron, 2014, p. 664).

Among the scholars contributing to the literature on the definition of
emotion(s), Arteta suggests that only three aspects of emotions are sufficient for
political analysis (Engelken-Jorge, 2011, p. 11). These aspects include the positivity-
negativity of emotions, their motivational strength and their cognitive components. On
the other hand, Nussbaum proposes a more complex concept of emotion, claiming that
it is not necessary to consider bodily processes when defining emotions, as there would
be no difference (Engelken-Jorge, 2011, p. 11). She asks, “Are there any bodily states
or processes that are constantly correlated with our experiences of emotion, in such a
way that we will want to put that particular bodily state into the definition of a given
emotion-fype?” (Nussbaum, 2001, p. 58). To illustrate with the example of crying,
one can cry by feeling sadness, anger, fear or happiness/joy. Brader (2006, p. 51), on
the other hand, clarifies several terms related to the role of emotions. He regards
emotions as “specific sets of physiological and mental dispositions” and highlights the
distinction between emotions, feelings — which “are the subjective awareness and
experience of emotions”, moods — which “are diffuse positive and negative states”,
and affect — which “is an umbrella term referring to an entire class of phenomena”
(Brader, 2006, pp. 50-51).

Here, 1 would like to draw particular attention to my interchangeable usage” of
the terms of emotion, affect, sentiment, feeling, mood, etc., in my dissertation. | use
them as synonyms both to avoid the relative “structural” neglect of the affective
dimension of politics and to be able to refer to the “reality” of ‘the personal is political’
(Walby, 1990), namely, the belief that the political, which belongs to and is constituted

by human beings, cannot be independent of its subject and its components — i.e.,

4 Crigler and Hevron (2014, p. 681) footnotes that “Affect and emotion are often used interchangeably
in the political communication literature.”
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emotions. In Maiz’s words (2011, p. 52), “politics is a personal experience that is
guided by emotional perceptions.”” Echoing the premise of my work, Nussbaum (2001,
p. 133) acknowledges that it is not easy to distinguish between emotions and moods.
She asserts that emotions always have an object — vague or not — that is endowed with
value, i.e., a hope for a sound/good event or a fear of perceived danger, etc.; on the
other hand, moods (gloom, irritation, equanimity, etc.) lack such Kkind of
characteristics. For instance, “one may have highly general joy about how one’s life is
going, or how the world is, and that will be an emotion with a very general object; on
the other hand, joy may be moodlike and truly objectless, a kind of euphoria that
doesn’t focus on anything” (Nussbaum, 2001, pp. 132-133). Because of this
vagueness, | prefer not to make a clear distinction between the concepts.

Similarly, scholars such as Verhulst and Lizotte (2011, p. 74) underline the
interchangeable use of such terms, defining “affect” as an all-encompassing umbrella
term but also recommending not to overemphasise the differences between emotions
and moods — even if the former is intense and the latter is diffuse — as they share some
key features, namely the implications for information processing, i.e., for certain
political situations such as an election. Thus, as Engelken-Jorge (2011, p. 11) points
out, what | need for my work is a definition of emotion that is useful for political
analysis rather than a representation of emotion per se, and | aim to specify and refer
to the elements of emotions that are relevant for political analysis in the context of my
dissertation. In fact, the codebook of the study, as the analytical tool of the research,
depends on this point.

2.1.2. Categorising emotions

As the study of emotions has gained prominence in the social sciences in recent
decades, the categorisation of emotions as a unit of analysis has also become a
significant issue in this field of study. In political science research, there are three
broad approaches: discrete emotions, dimensional models, and affective intelligence
theory. Erisen (2018, pp. 51-54) observes these approaches as appraisal theories,
valence approach, and neural process theories. Basically, the first perspective is the
classification effort that emotions exist in discrete categories such as happiness, anger
and sadness and are identified as basic emotions (e.g., Ekman, 1999; Ekman &
Cordaro, 2011; Russell, 2003; Russell & Feldman Barrett, 1999) (S. Demir, 2022a, p.

12



6). Researchers often adopt the discrete emotion approach in studies of the emotions
that trigger and influence political attitudes and behaviours. For example, Valentino et
al. (2009, p. 311) find that anger is often associated with mobilising political action
and increasing participation because it reduces perceptions of risk and promotes a
sense of urgency. On the other hand, Brader (2006, pp. 58-59) conveys the
implications of empirical studies on fear-arousing communication that fear can lead
people to follow recommended actions to avoid the risk and danger under discussion;
moreover, people are more likely to resort to defensive behaviours such as denial or
avoidance when they experience intense fear and do not perceive themselves as
capable of effectively facing and responding to the threat. Another example from the
communication discipline is the work of Nabi (2003, p. 224), who finds that the
discrete emotion perspective is important in persuasive contexts and that emotions
such as fear and anger can significantly influence policy preferences, information
seeking, and information access, although they are likely to be context-dependent.

The second classification effort is the belief in a variation of emotions
according to some dimensions, referring to the classification of emotions in the context
of valence and arousal (S. Demir, 20223, p. 6). This dimensional model categorises
emotions along continuous scales, typically focusing on valence (positive-negative)
and arousal (high-low), just as Russell’s (1980, p. 1161) framework of the circumplex
model of affect in the discipline of psychology provides different combinations of
emotions by claiming that affect dimensions are interrelated rather than varying
independently of each other. In terms of methodological considerations, the valence
model provides political communication research with a strong analytical foundation
that has a high degree of reproducibility and comparability, which means using the
positive-negative categorisation offers direct expressions to be easily recognised
(Szabo, 2020, pp. 9-10).

The final approach, Affective Intelligence Theory® (AIT), also posits that
emotions play a critical role in guiding political behaviour through dual emotional
systems. What this approach theorise is that “emotions complement reason by

signalling to the brain when to rely on heuristic processes and when to expend greater

S Affective Intelligence Theory (AIT) was set forth by George E. Marcus, W. Russell Neuman and
Michael MacKuen (2000).
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cognitive effort” (Groenendyk, 2011, p. 456). This is a two-dimensional approach used
in several areas, such as political campaigns, interest in learning, and attention to
politicians (Hizli Sayar et al., 2020, p. 11). Essentially focusing on the consequences
of emotions rather than their antecedents, the AIT categorises emotional responses into
the dispositional system and the surveillance system; the former is associated with
enthusiasm and habitual behaviour, while the latter is aroused by anxiety and fear
(Crigler & Hevron, 2014, p. 671; Ridout & Searles, 2011, p. 442). Put another way,
whereas the dispositional system is associated with routine, habitual responses driven
by positive emotions such as contentment/satisfaction and enthusiasm, leading to
support for familiar policies and candidates, the surveillance system is activated when
individuals encounter novel and threatening information, triggering emotions such as
fear and anxiety that cause individuals to reassess their political preferences and
become more open to new information. Furthermore, the dual processing system of
the AIT argues that emotions have significant indirect effects, e.g., anxiety triggers
learning, enthusiasm triggers participation, and aversion triggers avoidance (Marcus
etal., 2011, p. 331).

Apart from these three perspectives, emotions have traditionally been
classified in the literature as negative and positive valences by classical authors such
as Hobbes and Spinoza (Engelken-Jorge, 2011, p. 14). Other scholars, however, focus
on more specific and differentiated (sets of) emotions. For example, one approach
prefers to identify and focus only on “political emotions” such as anger, fear, anxiety,
etc. (Engelken-Jorge, 2011, p. 14). As Ben-Ze’ev (2001, pp. 49-78) notes, emotion
has four components, which are cognitive, evaluative, motivational, and feeling
components; the last two of these components have a crucial position in indicating the
character of emotions as positive or negative in terms of the nature of the emotion by
contributing the classification of emotions (Ben-Ze’ev, 2001, p. 68).

Furthermore, within the constructivist approach, the debate on whether
emotions are natural or socially constructed leads to the controversy/question of the
classification of emotions. For example, the cultural variation of emotions leads some
scholars to divide emotions into primary and secondary or higher-order emotions
(Engelken-Jorge, 2011, p. 16). At this point, one of the controversial issues about
emotions in political analysis is how to classify emotions. Thamm (2006, p. 11) quotes
two scholars to show the tendencies in the literature:
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“As Kemper (1978:24) has pointed out, ‘we have no general
statements concerning either a full range of emotions or a full range
of interaction conditions that might produce emotions.’
Optimistically, de Rivera (1977:98) postulated that ‘it should be
possible to specify relations between various emotions and to create a
language for emotional life much the same way chemistry reveals
necessary relations between atoms and elements...’”

Consequently, the literature on emotions in politics outlines some particular
points, namely: (1) the cognitive dimension of emotions due to the rational difference
between emotion and knowledge, (2) the invalidity of the mind-body dichotomy since
both reason and emotion are interconnected, (3) the non-independence of reason from
emotion, due to its dependence on memory and prior learning, in which the latter plays
a crucial role in the processes, and due to the role of emotion in determining problems
that should be solved by reason, (4) the construction and transmission of emotions
through cultural and socio-structural factors and emotional socialisation processes,
which explains that the cognitive dimension of emotions is conditioned not only by
bodily/genetic factors but also — at least partially - by social construction (Maiz, 2011,
p. 46). In this direction, it is reasonable to define emotions as relatively short-term or
longer-term characteristics of individuals, consisting of physiological/neurological,
cognitive or evaluative, expressive, enduring and behavioural components (Crigler &
Hevron, 2014, p. 666).

As it is seen, the categorisation of emaotions is the best strategy for integrating
emotions into the analysis. It is about recognising and identifying how many emotions
would be relevant to political analysis. In terms of this dissertation, the issue of
classifying emotions has come to the fore in order to create a codebook for robust
analysis. It is precisely for this reason that, inspired by Ben-Ze’ev (2001), | prepared
the codebook on the positivity-negativity attributions of the emotions — which I utilise
in the analysis chapter of this research, alongside the adoption of Brader’s (2006, pp.
147-176) typology on how emotional appeals work in political advertising. | should
point out, however, that the core of the codebook consists of the basic
emotions/affections, pleasure and pain, and their derivatives or variations, put forward
by Spinoza (2020, pp. 129-196), which I mention in the following pages and in the
methodology chapter.
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2.1.3. What the literature says: the dualism of reason-emotion?

Regarding the place of emotions in the literature — especially in the social
sciences — emotions are an integral part of politics, from ancient political philosophy
to interdisciplinary research between neuroscience, psychology, sociology, and
political science (Crigler & Hevron, 2014, p. 664). Hogget and Thompson (2012, p. 1)
draw attention to this point by saying: “It seems odd that, while acceptance of the role
of the emotions in public and political life was once commonplace, it is only now being
rediscovered after decades of neglect.” It is more than possible to encounter the
classical texts’ emphasis on emotions in social and political life. Tokdogan (2018, pp.
25-26) emphasises that when looking back at the classical texts of political
philosophy, it is surprising to see how emotions have an explicit place in the works of
Plato, Aristotle, Machiavelli, Hobbes, Locke, Hume, and Rousseau, even though
emotions in politics have been neglected in political science studies, especially in the
modern period (Hoggett & Thompson, 2012, p. 1). This disposition is conceptualised
as “emotion-proof,” depending on various assumptions and presuppositions.

The debates in the literature have been shaped around the question of whether
emotions are intrinsic to human beings as a part of human existence or whether they
are socially constructed and learned patterns of behaviour (Tokdogan, 2018, p. 26) —
to which I will return to discuss and explain my philosophical position on social
constructivism with regard to emotions. On the other hand, the debates in the political
science literature are mainly based on reason/emotion duality. As Groenendyk (2011,
p. 455) highlights, political science has frequently seen passion as the adversary of
reason, and while theorists, like Habermas (1979, 1984) and Rawls (1971), has often
sparked the idea that emotion taints democratic deliberation, positive political
theorists, such as Downs (1957), have mostly shied away from talking about emotion
in favour of concentrating on “cold” voter calculus.

It is not within the scope of this dissertation that | have already adopted the
approach of debunking the antagonism between reason and emotion, but it is plausible
to make room for the discussion in order to clarify the hinge of the dissertation. It is
not surprising that emotions were neglected as a unit of analysis where modernity
created binary oppositions such as male-female, agent-structure, individual-society,

civilised-uncivilised, soul-body, and culture-nature (Tokdogan, 2020, p. 389). On the
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other hand, Pektas (2019) comments that what is called “the politics of emotions” is
not a phenomenon that can be understood with modernist political concepts and their
rigid dualities such as reason-emotion, enlightenment-illiteracy, science-superstition,
public-private.

The dichotomy between reason and emotion as an untenable approach is
generally dominant in the fields of political science and political theory, which are
concerned with the bios politikos and the vita activa. However, there is awareness of
the presence of emotional appeals in political campaigns and the relevance of
emotional elements in voting behaviour (Maiz, 2011, p. 31). Furthermore, it has been
psychologically and neurologically proven that emotions underlie rational actions,
alongside irrational and non-rational actions, which refer respectively to actions that
are meaningful to the end, reflect self-destructive behaviour and gratuitous cruelty,
etc. and are related to erotic and aesthetic concerns (Barbalet, 2006a, p. 51). This
scientific reality renders it plausible to mention the conventional understanding of the
opposition between emotion and reason.

It is clear that the Western tradition pays considerable attention to emotion
(Marcus, 2000, p. 221). However, for over a thousand years, the dominant
understanding of the opposition between emotion and rationality in Western thought
depended on the rejection of emotion as an appropriate category of analysis. This
dichotomisation of emotion and rationality was “based fundamentally upon Cartesian
mind-body dualism, and largely unquestioned since the Scottish Enlightenment” (Prior
& Van Hoef, 2018, p. 49). This position ignored that all actions and reason itself
require the engagement of appropriate emotions (Barbalet, 2002, p. 1, 2006a, p. 51).
Massumi (2015, p. 86) also gives way to the assumption of the individuality of emotion
in the literature. He stresses that emotion is simply irrational, the opposite of rational.
This approach contains a very traditional, even a duly “bourgeois,” assumption, which
argues that acting in accordance with one’s interests (self-interests) means acting
rationally. The primary motivating force for everyone is self-interest. However, this
perspective pushes rationality into a pragmatic, interest-dependent framework and
causes blindness to emotions, affective states, and relationships. In short, the
reason/emotion dichotomy is derived from the (mis)interpretation of Enlightenment
thought, but reason and emotion are concepts that have mutually constructed each
other (Erdogan & Uyan-Semerci, 2019, pp. 233-234; Maiz, 2011, pp. 29-30).
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The origin of this dichotomy/opposition goes back to Plato, who suggests that
emotion is separate from thought or knowledge but still related to pleasure or pain,
which means it belongs to the body. Later, Aristotle developed this account by going
beyond physical sensation to show that emotion contains a cognitive element
(Barbalet, 20064, p. 51). Research confirms that emotions influence explanations, as
in Aristotle’s intuition (Mercer, 2010, p. 9). Crigler and Hevron (2014, p. 664) quote
from Aristotle’s Rhetoric, stating that emotions are the feelings that influence and
change people’s judgments, and note that there is also a plenitude of examples in
current political events and developments, such as Obama’s campaign relying on the
discrete emotion of hope, or Clinton’s “Love and Kindness” ads, which demonstrate
how emotions are utilised as political tools during the 2016 US election process
(Hoggett & Thompson, 2012, p. 2; Prior & Van Hoef, 2018, p. 49).

Moreover, Maiz (2011, p. 30), who defines emotions as “the other” of the
political mind (Erdogan & Uyan-Semerci, 2019, p. 233), emphasises that while
classical readings have been viewed through blue glasses (emotional blindness in a
sense) in order to set reason against emotion through a reductive approach, some
theoretical resources such as those of Spinoza, Fergusson, Tocqueville, and Hume
have been misread or rejected. As a result, politics has been theoretically placed in the
realm of rationality as an achievement of reason rather than taking into account
emotions. Relatedly, while reason is seen as the only possible solution, emotion is
always conceptualised as a problem, depending on the assumption that emotion is
unpredictable, partial, subjective, debilitative, and dependent and should be kept out
of the public sphere and confined to the private sphere (Maiz, 2011, p. 36). Namely,
emotions have been depicted pejoratively in this dichotomy as irrational, uncontrolled,
substandard, inferior, and feminine (Malewska-Szatygin, 2020, p. 62).

In other respects, Maiz (2011, p. 45) conveys de Sousa’s (1987) argument that
emotion complements reason by making up for its deficiencies/shortcomings. In fact,
he proposes the idea of an “adequate emotional response,” which depends on the fact
that the complex intentionality of emotions allows them to play a crucial role in
rationality — at least by complementing the formal rules that are often considered as
critical to the practice of rationality; therefore, the absence of such a response not only
weakens the rationality of decisions but also hinders decision-making itself (Maiz,
2011, p. 45). Jenkins (2018, pp. 1, 5, 8, 18) acknowledges that citizens’ emotions and
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their orientation towards politics are significant for political thinking and engagement
because people are not automatons “persuaded by the most rational political
arguments and principles” and “it is the combination of thought and emotion, which
provides much political direction and motivation,” rather than just understanding how
citizens think but feel about politics. This means that emotions are part of
rationalisation. Hall (2007, p. 82) is another scholar who researches and writes on the
dichotomy between reason and emotion, placing emotions at the centre of reasoning
while breaking down deliberation as a process of passion and reason.

As the debates in the literature show, the social and the political are not immune
from emotional engagements and stacked into rationalisation. As such, emotions are
not the distinct other of the reason, as [ will indicate by depending on Spinoza’s holistic
account in the next section. Overall, the ground of this research relies on the refutation
of the reason/emotion dichotomy and the need to refer to emotion as an appropriate

category of analysis.
2.1.4. Emotions in political thought texts

When discussing the place of emotions in the literature of political thought, it
is as certain as death and taxes® to focus on Spinoza, who thought and wrote profoundly
about emotions both as a concept and as a social phenomenon. In the 17" century,
Spinoza put forward ideas that can be seen as the starting point of the school based on
relational, social, and political facets of emotions (Tokdogan, 2018, p. 30). Ethica
(1677), his masterpiece, contains his ideas on the origin, nature, and power of
emotions, and for Spinoza, since mind and body share the same essence, they are
identical. Spinoza states that emotions are the different states of the body or opinions
about these states — which increase or decrease its potency and support or hinder this
potential power (Spinoza, 2020, p. 131; Tokdogan, 2018, p. 30). According to Spinoza,
the idea of anything that increases or decreases the action capacity (potentia agendi)
of the body, or the idea of anything that reveals or hinders this potential, also increases
or decreases the thinking capacity of the mind; consequently, the body and mind or
emotion and reason are not mutually contradictory concepts (Kisner, 2018, p. xxvi;
Tokdogan, 2018, p. 30).

61t is an idiom commonly referencing a famous quotation by Benjamin Franklin.
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It is the most classical point, namely Spinoza’s monism, that body and mind
(mens) are the same. The mind is both the power of understanding and the modus,
including all the effervescent components, enthusiasms, experiences, memories, and
thus emotions (Baker, 2014, pp. 103-104). Hardt (2007, p. x) also accentuates that
Spinoza maintains the argument of the autonomy and development of mind and body.
More clearly, body and mind are presented as a representation of a single reality, of
the same entity understood in two different ways, not as a unity of two different
degrees of the same entity (Atmaca, 2021a). “Spinoza rejected any clear-cut
distinctions between knowledge and passion, between soul and body and altruism and
self-interest” (Maiz, 2011, p. 59).

In the philosophy of Spinoza, affect/emotion is understood to correspond to an
increase or decrease in the power of existence and action, which he terms potentia
agendi. Nadler (2006, pp. 200-201, 2021, p. 288) states that “he [Spinoza] defines
affect as ‘the modifications of the body whereby the active power of the said body is
increased or diminished, aided or constrained, and also the ideas of such
modification’ (Spinoza, 130).” He identifies cupiditas (desire), tristitiae (pain/sorrow)
and laetitiae (pleasure/joy) as fundamental emotions, derives others from them, and
exposes pain-based and pleasure-based emotions in Ethica (Ethics) (Kalayci, 2014, p.
22). All emotions are variations of three fundamental emotions: The first of these is
cupiditas, a wish/desire that is a person’s understanding of their existence. It is not
necessary for the individual to be aware of it; it is sufficient that it exists. The second
emotion is pleasure/joy, which occurs when the lifeline is raised. It is the emotion
experienced in situations that help one’s conatus or effort to survive. The third emotion
is the opposite of the second, pain/sadness. It occurs when the lifeline is lowered. It is
the emotion experienced in situations that hinder and separate one from one’s effort to
continue one’s existence. These are not discrete entities; instead, they are part of a
unified emotional flood/fluctuation. All other emotions can be considered proportions
of these three primary emotions or their amalgamations (Baker, 2014, pp. 97; 199;
Spinoza, 2020, p. 140). The term “derivatives” is perhaps the most appropriate way to
describe this relationship. In other words, the primary emotions that serve to reduce
and increase the agency (or acting power) of the body and the mind are pain/sadness
and pleasure/joy. Spinoza claims that all emotions derived from these primary
emotions, such as hope, trust, anger and hatred, which are assumed to occur
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spontaneously, have specific underlying causes and only become perceptible through
these causes (Robinson & Kutner, 2019, p. 115; Tokdogan, 2018, p. 30). For example,
the notion that love is a pleasure is evident in Spinoza’s philosophy, as when
individuals love, their power or force of existence would increase physically, mentally,
and spiritually. Conversely, hate would limit or decrease one’s power of action
(potentia agendi) (Baker, 2014, p. 97). Baker (2014, p. 99) stresses that according to
Spinoza, love is not something valuable in itself; love or hate is always a by-product
of another affective state, of another strategy.

For this reason, emotions such as hope and fear are derived from the emotions
mentioned above. Atmaca (2021b) remarks that it is noteworthy that hope and fear are
essential for political powers to govern their subjects, contrary to the common
understanding of hope and fear as negative emotions. Here, for Spinoza, these
emotions feed each other; any political power makes its subjects governable by making
them unbalanced, indecisive, and uncertain between these two emotions (Atmaca,
2021b). Spinoza builds his political philosophy on the passive emotion, which is
passion, like fear; even the state systems are the formations that demand passive
emotions and prefer to produce and process them; accordingly, he knows that no state
can be maintained by mere fear (Baker, 2014, p. 171). In this respect, this description
of Spinoza’s conceptualising power proposes an emotionally/affectively manipulative
power (Atmaca, 2021b). From this point of view, | argue that the political parties that
seek to govern a state by competing for electoral victory — through their campaigns,
which | have chosen as the research objects for this dissertation — can be presumed to
be means, instruments or tools of this manipulative power.

Going back in time, it is inevitable to find that Machiavelli’s The Prince (1532)
emphasises emotions such as being feared, loved, and hated; on the contrary, coming
back to the recent past, the context of Gramsci’s The Modern Prince is what castles,
cannons, artillery and rifles are not enough, the heart of the population/people has to
be conquered (N. Erdogan, 2018; Hoare & Smith, 1971; Machiavelli, 2014). Referring
to the need for fear in the relationship between ruler and ruled, Machiavelli (2014, p.
101) says: “Since people are attached to themselves when they love and to the prince
when they fear, what a wise prince should do is to create a structure that depends on
himself and not on others.” Over again, to Gramsci, the importance of feeling is

obvious: “The popular element “feels” but does not always know or understand; the
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intellectual element “knows” but does not always understand and in particular does
not always feel” (Hoare & Smith, 1971, p. 418).

Moreover, the 20"-century philosophers also seriously discussed affective
action. For example, one of Weber’s ideal types of social action is emotional or
affective action. He assigns a marginal place to affective action, which means that
emotion has an irrational and pre-modern role (Barbalet, 2006b, p. 53). On the other
hand, some philosophers did not regard emotions as an irrelevant unit of analysis, as |
noted in the previous section. Tokdogan (2018, p. 31) points out that even if it is
assumed that the discipline of political science focused on emotions and discovered
them as an appropriate unit of analysis for understanding the social and the political in
the second half of the 20" century, it is possible and plausible to interpret this process
as a “re-discovery.” Barbalet (2006a, p. 53) quotes Mills (1951), whose remarks on
emotions are worth highlighting here: “White-collar people get jobs, they sell not only
their time and energy but their personalities, ... their smiles, and their kindly gestures,
and they must practice the prompt repression of resentment and aggression.” It is not
nonsense to articulate Marx and Engels’ structural theory of the alienation of labour,
which is particularly emotionally relevant in relation to inequalities in the distribution
of rewards (lllouz, 2007, p. 6; Thamm, 2006, p. 29). Marx is not content to say that
the capitalist identifies with the capitalist social structure and that the worker is
emotionally attached to this structure; he also emphasises the personification of the
capitalist relation by both actors (Massumi, 2015, p. 89).

Furthermore, the fascist atmosphere of the post-war period in the 20™" century
also led thinkers to work on the emotional aspects of the political, leading to an
increase in the questioning of Enlightenment rationality and debates about the end of
reason, along with anti-positivist approaches. For example, Adorno, the leading figure
of the Frankfurt School of critical theory, et al. (2019) conducted The Authoritarian
Personality (1950) to wunderstand the individual’s support for authoritarian
leaders/regimes (Erdogan & Uyan-Semerci, 2019, pp. 7-8). Indeed, it is not surprising
to refer to emotions in the 20" century, defined as the “Age of Anxiety” (Auden &
Jacobs, 2011; Salecl, 2004), which was filled with two world wars, the Cold War,
numerous proxy wars, various religious conflicts, economic depressions, and so on.

The classical texts of political thought demonstrate that it is theoretically
impossible to determine what people think and feel. In practice, however, it is likely
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to influence, dictate, limit, manipulate, trigger, provoke, or even punish what people
think and feel. Nevertheless, all the powers at each level and the ideological claims of
the resources of these powers aspire to exert control over people’s emotional and
cognitive realms (Can, 2019). Ideas and thoughts are generated in response to and in
conjunction with emotions, with each thought or idea inherently linked to an emotional
response. Given that people’s ideas and thoughts, and indeed images, have the capacity
to evoke a range of emotional responses, it follows that each idea or thought would
also correspond to an emotion (Baker, 2014, p. 124). Baker (2014, p. 167) proposes
that, according to Spinoza, an emotion is determined by ideas, and any object or
concept about which an individual does not possess an opinion, image, or idea would
be incapable of eliciting either pleasure/joy or pain/sorrow. From this perspective,
human beings cannot form ideas or thoughts or experience emotions or feelings about
anything without interacting with their environment, namely the social context. In
other words, any explanation, interpretation or assessment inevitably incorporates the
beliefs of the addresser, the addressee or third parties. It would be erroneous to assume
that beliefs are devoid of emotional content. Accordingly, even when individuals have
access to the same data, their inferences may differ according to their beliefs or
disbeliefs or their emotions or feelings (Mercer, 2010, p. 16). This is particularly
evident in what some have termed the “emotional atmosphere” or zeitgeist. In light of
the aforementioned considerations regarding the contextual nature of interpretive
research, the subsequent chapter of this dissertation will concentrate on the emotional
capital accumulated by the AKP in Turkey during its tenure, the emotional habitus and
emotional-political context it has established — which, of course, is not a fixed/static
but a dynamic/flowing process of social relations.

All in all, emotions occupy a considerable place in research, even though
emotions are a unit of analysis that has been rediscovered in modern times in various
disciplines of the social sciences. However, there are disciplinary differences in
approaches to the study of emotions. Since | accept that emotions are socially
constructed, the following section mentions the constructivist approach to emotions,

which draws its foundations from the sociology of emotion.

23



2.1.5. Constructivist approach and links with psychology

While | problematise the use of emotions as appeals in the AKP’s campaign
advertisements, depending on how they materialise emotions in ad videos — | also take
emotions as the phenomena to be explained and ad videos as the research material — |
adopt social constructivism in understanding the social and the political, and the
position that takes emotions as socially constructed. Here, | try to present analytical
positions by referring from time to time to the interactions between the relevant
disciplines.

Although the disciplines of psychoanalysis and psychology have long ascribed
a causal role to emotions such as anger, fear, shame, and pride in individual and
collective human behaviour, it is notable that the most extensive research on emotion
began in the 1970s within the field of sociology (Celik etal., 2017, p. 9; Stets & Turner,
2006, p. 1). The concept of “sociology of emotion” was developed based on the work
of Cooley. This field of study examines a range of emotions, including shame and
pride, love and hate, fear and curiosity, boredom and melancholy. It also considers the
ways in which these emotions are culturally shaped, experienced, acquired, transformed,
transferred to everyday life, and legitimised through narratives (Ceper, 2021).

The common models of analysis in the sociology of emotions include a. the
interactionist position — which interprets emotions as a function of the interaction
between the body and the environment, as Thamm (2006, p. 16) points out; b. the
organismic approach — which views individuals as dynamic wholes interconnected
with physical, cognitive, emotional and social aspects — regarding emotions as arising
within human beings, experienced in the body and then interpreted; and finally c. the
constructivist position — which claims that emotions are socially constructed, not seen
in the inner states of individuals, and reflect the cultural meanings attributed to
emotions — sometimes with very different meanings (Ceper, 2021).

In fact, Durkheim already addressed this issue by asking, “We do not develop
most of our ideas and tendencies ourselves, they come to us from outside. How can
they become a part of us without imposing themselves on us?” and thus, for him,
emotion is not what comes from the individual body, but what unites and holds
together the social body. The socio-cultural structure has an impact on human

perception, body and preferences, and that’s why emotion is not subjective (Ceper,
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2021). Based on this, emotions are not only about individual experiences because
social context and political environment continually shape people’s perceptions,
experiences, prejudices, learning opportunities, moral standards and comparisons and
determine social relations and power structures (Celik et al., 2017, p. 9). Similarly,
McCarthy (1994, pp. 276-277) emphasises that emotions are “neither strictly personal
features of individuals nor universal natural objects” but are “pre-eminently cultural;”
thus, they are “subject to social and political forces that render them natural.”

As Celik et al. (2017, p. 9) highlight, the social sciences, in general, have
seriously considered how important emotions can be for participation in political
processes. In a similar vein, Demertzis (2013, p. 2) stresses that it is not possible to
maintain “emotion-proof” research and underlines the need and necessity to develop a
political sociology of emotions, while the sociology of emotions has already grown as
a generic discipline. He presents the political sociology of emotions and political
psychology as two different perspectives on the politics-emotions nexus. While the
former uses conceptualisations from history, culture, and social psychology and bases
its findings mainly on the macro level, the latter — together with political neuroscience
— suggests a micro-analytical and individual-level investigation, such as voting
behaviour and public opinion (Demertzis, 2013, p. 3). When considering the place of
my dissertation, it is plausible to place it within the field of political sociology of
emotions, as this research does not focus on what individuals feel but on the
materialisation of emotions during election campaigns.

In addition to approaches which can be broadly categorised as premodern and
modern, which | have attempted to address above, there is a growing body of
knowledge concerning the physical structures and processes associated with emotions.
Barbalet (20063, pp. 51-52) acknowledges this point and cites Damasio’s Descartes’s
Error (1994) and LeDoux’s The Emotional Brain (1998) as key sources in this field.
Moreover, there has been a notable advancement in the comprehension of the cognitive
and cultural facets of emotions over the past centuries. As | have stated above, the
argument of ‘“social constructivism regarding emotions” forms the basis of my
dissertation. It is noteworthy that the field of sociology demonstrates that emotions are
embodied in culture and possess institutional and cultural manifestations in addition
to being individually experienced phenomena (Hoggett & Thompson, 2012, p. 2). The
existing literature on the subject presents a number of opposing views on the
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reductionist approaches that attribute the origin of emotions to biology and individual
phenomena. Conversely, the argument posits that emotions are learned behavioural
patterns acquired through socialisation in the culture in which humans are born
(Tokdogan, 2018, p. 27, 2020, p. 389).

The constructivist theory sees emotions as culturally constructed and claims
that the basis of emotional experiences is values, norms, belief patterns, and linguistic
practices (Barbalet, 2006a, p. 52). McCarthy (1994, p. 269) reports that a number of
constructionist approaches oppose or reject emotions as physiological and natural
objects, but alternatively, they view emotions or emotional processes, including
experiences, meanings of experiences, expressions, etc., as acts or types of symbolic
acts and as social performances or cultural performances which involve both cognitive
and physical (bodily) processes. In other words, they see “emotions as inextricably
social or cultural, precisely because they are emergent properties of social relations
and sociocultural processes” (McCarthy, 1994, p. 269).

Ahmed (2014, p. 8), who views and studies emotions within a social-
constructivist framework, also states that emotions are relational, essentially social and
cultural practices. For Ahmed (2004, pp. 13-20, 2014, pp. 5-8), emotions are not
intrinsic to the individual but rather manifest on the surfaces and around the boundaries
of the objects to which the individual is attracted with their bodies. Rather than
focusing on the nature of emotions or their belonging to particular individuals, they
should be analysed with the question of their function and impact (Ahmed, 2014, p. 4;
Tokdogan, 2018, p. 32, 2020, p. 391). She employs the metaphor of an “atmosphere”
to illustrate the notion of emotional sharing in a social context. This metaphorical
representation suggests that emotions circulate through social interactions, becoming
attached or saturated within the social environment (Ahmed, 2014, p. 10).

Williams (1992, p. 132) is another scholar who states that the structures of
emotions are the phenomena through the historically and socially constructed
meanings and values, emphasising that the structures of emotions are embedded in
social relationships even if they are not actually recognised as social (Hoggett &
Thompson, 2012, p. 4; Tokdogan, 2018, pp. 32-33). Illouz (2007, p. 7) also argues
that emotions are undoubtedly a psychological concept, but they are also more cultural

meanings and social relations where there is a compact compression between them
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(Ozdemir, 2014, p. 14). Thus, these approaches refer to the social constructivism of
emotions.

Similarly, LeDoux (2015) establishes a significant connection between
psychological perspectives that reduce emotions to physical responses and
sociological perspectives that emphasise the constructed nature of emotions (E.
Erdogan & Uyan-Semerci, 2019a, pp. 59-60). Feldman Barrett and Russell (2017;
2015; 2003; 1999) provide a justification for the psychological construction of
emotions. Their approach is similar to that of Spinoza, who noted the existence of a
“core affect,” which can be defined as the mental representation of the physical
changes in the body that range from pleasure to displeasure. The object of change in
the core affect allows for the conceptualisation, categorisation and naming of feelings.
This process of meaning-making is not independent of the social (E. Erdogan & Uyan-
Semerci, 2019a, p. 60). In conclusion, emotions are socially aroused. It is, therefore,
evident that the context and circumstances are of paramount importance in
understanding emotions. For example, individuals may experience happiness at
weddings but sadness at funerals. Indeed, the culturally defined requirements of a
given situation determine the emotions experienced (Barbalet, 2006a, p. 52).

In another respect, Barbalet (2006a, p. 52) emphasises that emotions — for
example, those arising from being subject to the power of others or having power over
others — are always socio-structural. Here, it is important to stress that it is possible to
encounter the presence of emotions at all stages of politics, i.e., decision-making
processes, political judgment, political choice, elections, campaigns, etc. Accordingly,
it is possible to claim that emotions are involved in reasoning. Thanks to the advances
in the literature, it has been demonstrated that “Auman action is triggered by processes
of decision-making in which both emotion/sentiment and reason concur” (Maiz, 2011,
p. 43). This approach is also supported by Damasio (2004), who focuses on
physiological structures and processes of emotions: decision-making is not possible
without emotions (Erdogan & Uyan-Semerci, 2019, p. 58). Consequently, in addition
to being biological states with psychological and neurological dimensions, emotions
are socially, culturally, and even politically constructed, just like the construction of
rationality through a dynamic process of message and meaning construction (Crigler
& Hevron, 2014, p. 665).
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2.1.6. The emphasis of “emotional and/or affective turn” in political

sociology

It is accepted in the literature that there has been a cultural turn in political
sociology, also known as the postmodern turn — which has paved the way for political
sociology to be understood along two lines: classical and contemporary political
sociology. For the latter, scholars and theorists have coined or referred to many
concepts such as post-industrialism, post-structuralism, post-modernism, hyper-
modernity, disorganised capitalism, late-capitalism, post-capitalism, post-materialism,
risk society, trans-politics, micropolitics, micropower, and so on, to identify and
understand issues in politics. Together with the cultural turn, the studies presented
have shown that the struggles over cultural codes, identities and ways of life are crucial
factors in understanding society, alongside the political and economic power relations
(Goodwin & Jasper, 2006, p. 616). In other words, young activism and the
proliferation of protest movements in the late 1960s led to an academic focus on
informal political participation, which resulted in the traditional approach of emotion-
rationality dichotomy being increasingly problematised; however, the recent decades
have witnessed the scholarly interest and emphasis on issues such as civic engagement,
postmaterialist values, and issue politics (Prior & Van Hoef, 2018, p. 49). Thus,
emotions have been studied as an inevitable unit of analysis, particularly in social
movements literature and collective action studies (Tokdogan, 2018, p. 29, 2020, p.
390). However, this has created the risk of stigmatising “movements as less rational
than formal politics. ... official (‘normal’) politics understandable in the language of
interests and rationality, versus movement (‘abnormal’) politics where emotions
remain key ” (Ost, 2004, p. 236) — the basis of this labelling can be found in Le Bon’s
work The Crowd: A Study of the Popular Mind (Le Bon, 2002 - initially published in
1895).

Barbalet (2006b, p. 32) underlines that the emotionality of politics has typically
been considered only as a segment of the political masses, even though politics always
own an emotional element. Indeed, rationality is attributed to the enthusiasm of the
political elite, while emotional enthusiasm is associated with the political masses.
Miller (2011, p. 575) states that scholars and commentators regard emotion as a

potentially harmful force that has the power to influence “the unsophisticated masses
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towards undesirable end.” For example, political decision-making theories, like
deliberation subtly oppose reason and emotion, portraying emotion as a less desirable
and useful component of political conduct (Szabo, 2020, p. 6). Emotions are, therefore,
considered unnecessary for serious political analysis (Barbalet, 2006b, pp. 31-32).
Nevertheless, Wahl-Jorgensen (2019a, pp. 167, 172) claims that since the “unspoken
presence” of emotions can be found anywhere, even in politics itself, its omnipresence
is adequate to be treated “as an integral part of any explanation of what it means to be
engaged by, participate in and make decisions about politics,” and she implies a clear
departure from the deliberative democracy idea, which holds that the decisions are
always made rationally and never take emotional dimension into account. In this
direction, Ost (2004, pp. 230, 237) argues that emotions are central to the pursuit,
exercise and sustainability of power in both democratic and authoritarian regimes
because power survives by causing the mobilisation of the masses through production,
suppression, or provocation of certain emotions in the electorate, as well as the
portrayal of power as manipulative — a point that fits very well with one of the research
questions of my dissertation: “How are emotional and affective relations captured and
valorised by the political parties for the sake of power relations?”, or as Massumi’s
definition of power as the calculable part of emotions (Massumi, 2019, p. 34).

Since the issues addressed in the literature are related to ideology and ideology
critique, the role and place of emotion/affect are also discussed within the framework
of ideology. While it is emphasised that the cultural turn appeared together with the
loss of reputation of the concept of ideology (N. Erdogan, 2018), Massumi (2015, p.
32) overrefines that the direct modulation of emotion replaces the old-style ideology.
He emphasises that the concept of ideology does not set aside the concept of emotion;
on the contrary, the former stimulates the latter in a particular way (Massumi, 2015, p.
85). In this regard, he discusses that “what was once mass affect has now entered into
the micropolitical realm, where it proliferates” (Massumi, 2015, pp. 33, 47-82). From
my point of view, these theoretical discussions bring the debates on the “emotional
turn” that occupy space in the literature, especially in the 1990s (Sangar & Clément,
2018, p. 7). As Moss et al. (2020, p. 838) put forward, since at least the early 2000s,
an “affective turn” in political science has been occurring in which political scientists,

used to compare affective cues, feelings, to cognitive cues, or thoughts, has been
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recently paid attention to the interplay between feelings and thoughts to comprehend
how affective mood influences individuals’ judgements.

Clough (2008, pp. 1, 15) notes that when cultural and critical theorists
discussed the limits of post-structuralism and deconstructionism alongside discussions
of culture, identity, bodies and subjectivity, they were invited to turn to affect and
emotion in the early mid-1990s. On the other hand, the literature emphasises that the
discipline of political science has gradually challenged the dichotomy between the
“rational” public sphere and the “emotional” private sphere by coining and referring
to broader concepts of politics. Therefore, the “emotional turn” has increasingly
received scholarly attention within the social sciences (Prior & Van Hoef, 2018, p. 48;
Wahl-Jorgensen, 2019b, p. 2). Furthermore, the robust focus on the role that emotions
play in the creation, processing, and reception of political information feeds the
research in political discourse, political communication and political participation in
terms of emotional turn (Szabo, 2020, p. 5).

Tokdogan (2018, pp. 29-30) claims that Clough conceptualises the “affective
turn” as the product of intellectual efforts. Clough (2007, p. 1) sees critical theory’s
analytic studies on and of war, terrorism, counter-terrorism, massacre, etc., as
coinciding with a significant increase in the importance of affect/emotion as a unit and
focus of analysis in both disciplinary and interdisciplinary fields. In this respect, she
argues that the affective turn points the way to a transdisciplinary approach to scholarly
and critical analysis and to identifying changes in the world in the political, economic,
cultural, and even social spheres — as Massumi pinpoints (Clough, 2007, pp. 1-3). On
the other hand, there are accounts/interpretations in the literature which claim that the
“affective turn” is misleadingly referred to in social sciences and that the concepts of
emotion and affect should be distinguished, even if they are not mutually exclusive
but overlapping (Hoggett & Thompson, 2012, p. 2). However, it is widely accepted
that a “turn,” whatever it is called: discursive, cultural, post-modern, emotional or
affective, has occurred along with curiosity and attention to meaning, language and
discourse in the 1980s and beyond — after the theoretical and methodological winds of
the post-World War 1l period, when positivism and behavioralism were dominant
(Hoggett & Thompson, 2012, p. 1).

To put it simply, Massumi (2019, p. 47) states that the tendency of the post-

cultural turn (I understand it as the ‘emotional turn’) shows that emotions are more
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important than concepts such as ideology for understanding power, even state power.
To clarify, Massumi (2015, p. 84) explains the basic assumptions of ideology that
society is a structure in which the mechanisms of power defend and reproduce, and
the structure consists of the whole, whose general interests are served, which creates a
certain form of rationality; however, the specific interests of subordinated working
groups (classes) do not correspond to the “general interest,” because it is a “dominant
interest.” He asks why the subordinate groups do not see the euphemism of the
interests of the dominant class, which derive from the rationality embodied in the
structure. He also advocates the inclusion of emotions in the analysis (Massumi, 2015,
p. 85). According to Massumi (2015, p. 85),

“The reigning rationality must be transmitted, but occulted, hidden,
distorted. To do this, it must pass through another medium: it must be
translated onto an affective register. The dominated classes must be
induced to mistake their own interests for the mirage of the ‘general’
interest — and do so with passion. They must be duped into affectively
investing in the mechanisms of power that oppress them, without ever
noticing the contradiction. They must become the willing instruments
of their own domination. This is most efficiently done by weaving
ways of feeling and acting that are in consonance with the power
structure of society into the habitual fabric of everyday life, where
they go on working unexamined. ldeology works best when its
structure of ideas is lived — acted out in the everyday, without being
thought out (as in Bourdieu’s ‘habitus’).”

Nussbaum (2001, pp. 152-153) is another scholar who focuses on the cultural
aspect of emotions, emphasising “inter-societal differences in emotional life” when
talking about the factors that influence the behavioural manifestations of emotions.
Her constructivist conception of emotions proposes that emotions are determined by
cultural elements, language, social norms and social structure (Maiz, 2011, p. 61).
Engelken-Jorge (2011, p. 16) conveys that Calhoun acknowledges Nussbaum’s
emphasis on inter-societal variation in emotions but also recognises intra-societal
variations through the idea of an “emotional habitus.” Calhoun (2001, p. 53) himself
states that this notion, introduced by Kane (2001, p. 254) (by borrowing from Elias,
Bourdieu and de Sousa), can help to understand that people have different ways of
relating emotions to each other and to cognition and perception — namely that “the
way emotions are displayed in a society varies over time and there are also differences
among individuals” (Engelken-Jorge, 2011, p. 16; Henderson, 2008, p. 31).
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Furthermore, Calhoun (2001, p. 53) emphasises sociology’s instruction on social
relations, where he contextualises emotions with the concept of habitus; namely, both
habitus and emotions are produced in interpersonal relations. Likewise, habitus
indicates a process that is repeatedly constructed through the use of various emotional,
cognitive, and symbolic elements (Tokdogan, 2018, p. 45).

In fact, for Bourdieu, the concept of “habitus” can be defined as “knowledge
without consciousness” (N. Erdogan, 2018). Bourdieu mentions that each social class
has/creates its own habitus while considering the social classes and the positions they
occupy in social life; in this regard, “class habitus” refers to the schemes of thinking
directed towards the relationship that each social class establishes with the material
conditions of existence (N. Erdogan, 2018). In Bourdieu’s view, social classes are
formed in a hierarchical-unequal field, where the discussions of “habitus” and “class
culture” take place in relation to the positions taken in the cultural field and how these
positions are perceived. In considering class habitus, he mentions the dualities within
the cultural field, which he highlights as “high culture” vs mediocrity. In this regard,
he passes judgment on the fact that the lower classes embrace the so-called “cultural
power” that excludes them — similar to Massumi’s questioning of the unquestioning of
dominant groups’ euphemism by the subordinate classes (Bourdieu, 2002, p. 454; N.
Erdogan, 2018).

Bourdieu’s notion of the “symbolic capital,” which connotates cultural capital,
is economic capital in disguise, allowing profit-based relations to appear as non-profit
occupations. Namely, it legitimises power relations through symbolic politics in which
dominant groups gather trust for legitimacy (Tokdogan Kartal, 2018, pp. 20-21). The
so-called cultural power of dominant classes not only has the task of disguising the
oppressive facet of capital but also embraces “emotional capital” while manifesting
itself as symbolic capital, which is not in the form of power. In this respect, emotional
capital is a form of embodied cultural capital (Cottingham, 2016, p. 452 - emphasis
added). As Cottingham (2016, pp. 451-452) conveys, the literature has already
conceptualised emotions as embodied cultural capital, highlighting the unequal and
uneven distribution of emotional capital in society, just like economic capital. In this
context, considering the definitions/descriptions of emotion above, “emotion in its
embodied and symbolic forms influences and reflects the interests of individuals within
everyday interaction while, at the same time, (re)producing the broader structural and
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cultural conditions in which such interactions occur” (Erickson & Stacey, 2013, p.
179).

From the perspective of the term “habitus,” Virkki (2007, p. 278) conveys that
“emotional capital exists in the form of long-lasting dispositions of both mind and body
— in other words, in the form of habitus, and it is as much unconscious as conscious.”
Cottingham (2016, p. 452) emphasises the concept of an individual’s “habitus” as “the
product and productive force of social relations.” This underscores the idea that
emotional capital is conceptualised as part of this habitus, including its accumulation,
embodiment, and activation. As Virkki (2007, p. 275) explains, Bourdieu states that
the possession of capital by some necessitates the deprivation of others, as capital
formation hinges on social exclusion. In consequence, the distribution of emotional
capital is contingent upon the stratification of social classes, which denote distinctions,
power hierarchies, and social boundaries within society (Cottingham, 2016, pp. 453,
465; Erickson & Stacey, 2013, p. 179). In light of these perspectives, one can
conceptualise emotional capital with its inherent feature towards unequal distribution
within a societal context, wherein emotional habitus emerges as a product of intra-
societal variations and interpersonal relations. To elucidate further, emotional habitus
influences the manner in which one’s emotions are expressed physically and verbally
and are subsequently employed in the course of social interactions (Illouz, 2008, p.
214). Tokdogan (2018, p. 45) employs the term “national habitus”, while her
contribution to the field is an analysis of the AKP’s Neo-Ottomanism’ as a foreign
policy that is characterised by conquest and utopianism. This is a vision, but it is also
an element of symbolic politics that has a counterpart in everyday life and aims to
become a national habitus that influences the aesthetics, rituals, desires and

architecture of cities (Uzun Avci, 2020, p. 108). In this context, | endeavour to stretch

" As a political ideology that can be found in literature, Neo-Ottomanism could be described as an
irredentist and imperialist political perspective that supports greater political engagement between the
Republic of Turkey and regions that were once ruled by the Ottoman Empire, the former state that
included the territory of modern Turkey. See for further debates: Yavuz, M.H. (1998). Turkish identity
and foreign policy in flux: The rise of Neo-Ottomanism. Critique: Critical Middle Eastern Studies,
7(12), 19-41.; Wastnidge, E. (2019). Imperial Grandeur and Selective Memory: Re-assessing Neo-
Ottomanism in Turkish Foreign and Domestic Politics. Middle East Critique, 28(1), 7-28.; Uzer, U.
(2020). Conservative Narrative: Contemporary Neo-Ottomanist Approaches in Turkish Politics. Middle
East Critique, 29(3), 275-290.; Ahmad, T. (2020). Erdogan’s neo-Ottomanism a risky approach for
Turkey. Arab News.; Yavuz, M. H. (2022). The motives behind the AKP’s foreign policy: Neo-
Ottomanism and strategic autonomy. Turkish Studies, 23(5), 659-680.; Meakem, A. (2024). Turkey’s
Year of Living Dangerously. Foreign Policy.
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the concept of habitus to the domain of emotion. Based on Bourdieu’s understanding
of political sociology, which focuses on political practice, I concentrate on election
campaigns, which are political practices in which emotions constructed within social
culture are reflected as political material.

“Emotional regime” is another concept explored in Lemmings and Brooks’
(2014) edited volume within the context of the emotional turn, examining the
intersection of emotions and social change, historically and in contemporary contexts.
Reddy (2001, p. 129) coins the term, defining it as the collection of normative
emotions and the formal rituals, practices, and expressions that convey and instil them
— an essential foundation for any stable political regime. He conceptualises a
framework that highlights the importance of emotional management, distinct from
emotional construction, and argues that this framework facilitates the political
differentiation of various management styles based on the notion of “emotional
liberty,” and enables the articulation of notable historical transformations in these
management styles (Reddy, 1999, p. 266). According to Reddy (2001), the
management of emotions in societies is inherently related to power and politics, and
transformation occurs when individuals and groups challenge and attempt to alter
prevailing emotional regimes that restrict their emotional freedom (Lemmings &
Brooks, 2014, p. 5). Emotional regimes refer to the system of emotional norms,
expectations and rules that dominate a society during specific historical periods
(Reddy, 2001, pp. 323-324). In other words, they represent structures of norms and
values that dictate how individuals should experience, express or suppress emotions
in a given social, political or cultural context (Moss et al., 2020, pp. 841-842). This
concept thus underscores the significance of emotions in historical and political
processes.

In a political context, an emotional regime can often function as a system where
the state or power structures determine the emotions that its citizens are expected to
feel and express (Reddy, 2001, pp. 126-128). For example, a regime may promote
emotions like fear, pride, anger, or enthusiasm in support of a particular ideology. In
authoritarian regimes, emotions such as fear, loyalty and gratitude are often
encouraged and emphasised, while emotions like anger and discontent, which may
inspire demands for freedom, are suppressed. Consequently, the manipulation of
society’s collective memory and individual behaviour can shape political attitudes
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(e.g., Duffy & Yell, 2014). In this context, the control and direction of emotions in
politics become essential tools for maintaining power and preserving social order.
Moreover, various mechanisms, including propaganda, media and popular culture,
facilitate the reproduction of emotional regimes (Boler & Davis, 2018, p. 81;
Mazzoleni, 2014, p. 49). This reproduction spans a wide range of domains, from the
emotional bonding techniques employed by leaders to the efforts aimed at influencing
the public’s emotional disposition in line with specific ideological objectives, as seen
in the case of Trump’s emotional appeal through populist discourse (Hidalgo-Tenorio
& Benitez-Castro, 2022, pp. 87, 89; Reddy, 1999, p. 271, 2001, p. 121; van Stokkom,
2012, p. 55). Emotional regimes, therefore, constitute an important component of
power relations and social structures (Lemmings & Brooks, 2014, p. 5). Understanding
the emotional norms that govern a society in a given period facilitates the analysis of
the political climate and social dynamics of that period, as illustrated by the various
chapters in Lemmings and Brooks’ edited volume (Lemmings & Brooks, 2014, p. 9)).

As has been previously stated, the study of emotions is experiencing a
resurgence in interest within the field of political science, despite having been a subject
of study for a considerable period of time. Political scientists have increasingly
acknowledged the role of emotions in political life. However, they often regard them
as stable signifiers of instantly identifiable experiences (Moss et al., 2020, p. 838). For
example, while some studies on emotion employ experimental analyses to examine
the influence of emotion on micro-level political behaviour, as Huddy et al. (2015),
Erisen (2013, 2016), or Neyazi and Kuru (2024) do, others depend on extensive public
opinion surveys to compile and explain the relationship between emotions and
personal attitudes. For example, Miller (2011) conducts a study in this vein, or Lipsitz
(2018), by combining content analysis and surveys, investigates moral political
rhetoric as a form of emotional appeal to voters. From an anthropological perspective,
Malewska-Szatygin (2020, pp. 61, 63) employs ethnographic methods, including in-
depth interviews and participant observation, to examine the manner in which political
matters emerge and evolve within the context of everyday conversations in a rural
district in southern Poland. The study focuses on the influence of emotions and civility
on the content and conduct of political conversations. It examines the personal
experiences, opinions, and emotional expressions of participants in such

conversations. This research is an example of a study in which the subjects (and their
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emotions, in a sense, the manner in which they express their feelings through
languages and bodily gestures) are the central unit of analysis.

Furthermore, the practice of analysing individuals’ emotional experiences as
the primary unit of analysis is evident in political sociological studies. For instance,
Kleres and Wettergren’s (2017) article examines specific emotions like fear, hope,
anger, and guilt as key motivators and mobilising strategies for climate activists.
Manning and Holmes (2014) also highlight the concept and role of affinity in shaping
individuals’ engagement with politics, political parties, and politicians. Conversely,
however, as the preceding section illustrates, there are studies on the history of
emotions, philosophy and social theory of emotions, including those by Ahmed (2004,
2014), Barbalet (2006a), Hogget and Thompson (2012), Illouz (2007), McCarthy
(1994), Nussbaum (2013), Stets and Turner (2006; 2005), and Williams (1992), as
well as psychological ideas such as those put forth by Feldman Barrett (2017),
Feldman Barrett and Russell (2015), and LeDoux (2015) adopt a socially constructed
and culturally contingent approach to emotions, which extends beyond the
understanding of emotions as a fixed biological and cognitive processes which views
emotions as measurable independent variables (Moss et al., 2020, pp. 839, 841). In
light of this distinction, this research effort, which is a political supply-side analysis of
the role and place of emotions in politics, does not seek to establish general
conclusions from the research material investigated in this dissertation regarding how
receivers/audiences (namely, individuals) receive and perceive emotional cues, and
are affected by them in relation to their political position, ideological stance, or voting
decision during the elections. In other words, it does not measure people’s emotions
and examine how they internalise emotional norms and values through communicated
appeals, while accepting that emotions in public and political life are culturally,
historically, and ideologically constructed.

Overall, the study of emotions has become a prominent area of research in
recent decades, with a significant increase in attention from scholars (Searles &
Ridout, 2017). As Erisen (2013, p. 117) points out, “the overall message from the
current literature on emotions is that we cannot deny the strength of emotions.”
Although the impact of emotions has been the focus, by and large, the strategic use of
emotions by political actors and campaigns has also been studied through different
country-specific examples and from different perspectives (e.g., Brader et al., 2008;
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de Castella et al., 2009; Kaid & Johnston, 2001). In light of this, Heaney (2019, p. 18)
posits that the strategic deployment of emotional capital can be conceptualised as an
emotional practice in the pursuit of power. This suggests that emotion can be regarded
as a form of power functioning within the political sphere. Consequently, emotional
competence, as embodied in the habitus of professional politicians, becomes an
increasingly significant factor. | must now turn to the literature on political campaigns
before demonstrating the materialisation of emotions in politics through an authentic
case study from Turkey. In the following part, I will present the studies and literature

on election campaigns and their extent on emotions.
2.2.  Electoral Campaigns and Emotions

As | previously stated, election campaigns represent a valuable domain for
examining the emotional dimensions of politics. Election campaigns and their
associated phenomenon, political advertising, are intrinsic to the realm of politics and
political communication. The statement that “politicians’ efforts to come to power are
realised through communication” reveals that communication has become an
indispensable element in the political process (Topbas, 2018, p. 90). Furthermore, the
political campaign process can be viewed as an extension of the political
communication process, particularly during election periods. This is because the
periods in which the media are most watched and read with political focus are election
periods (Oztay, 2022, pp. 102, 105). Political parties benefit from or resort to political
campaigns with the objective of winning elections or strengthening their organisations
and positions. This is related to the preparation and publication of messages developed
by political parties or candidates for the purpose of influencing the attitudes,
behaviours, and opinions of voters by purchasing space and time in the media and
disseminating the messages to the public through the media (Vodinali & Akinci1 Cotok,
2015, p. 503). The primary objectives of a political campaign are to increase voter
turnout, enhance the profile of the party, develop its identity, inform the electorate and
influence their voting intentions. Campaign advertising plays a pivotal role in
achieving the aforementioned objectives within the context of political
communication. It is of the utmost importance for political parties to acknowledge that
political campaigns have the potential to manipulate people through emotionally
charged advertising. The existing literature demonstrates that negative (attack) and
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positive advertisements, replete with rational and emotional appeals, are pervasively
utilised across the world, as illustrated in the following section.

2.2.1. Appeals in electoral campaign ads: emotions

The most prominent part of a political campaign is the political advertising that
captivates advertising agencies (Vallance, 2016). As Brader (2006, pp. 4, 10, 30) puts
it, campaign advertising is produced not only to convey a message but also to provoke
voters emotionally on an individual level. For example, whenever campaign
advertising and emotions are discussed together, the classic and now infamous “Daisy
Girl” advertisement comes to mind, which was aired during Lydon Johnson’s political
campaign in 1964 and showed images of a nuclear explosion with the intention of
increasing voter anxiety and voting for Johnson (Barry, 1997, pp. 287-288; Brader,
2006, pp. 6, 8; Searles & Ridout, 2017, p. 1; Weber, 2013, p. 414). Another definitive
advertisement from British politics, “Labour Isn’t Working,” brought Thatcher victory
by raising fear (Vallance, 2016). Ronald Reagan’s “Morning in America” is another
example of positive advertising that was part of his 1984 campaign. Reagan’s
campaign ads imply that the president successfully revived American optimism by
restoring the economy after a prolonged period of high inflation and unemployment,
with the scenes of productivity and suburban life touching on positive and naive
sentiments (Brader, 2006, p. 5; Green, 2016; NBC News, 2016). As these illustrations
suggest, messages are often loaded with emotions and/or emotional appeals that
occupy an important place in election campaigns (Crigler & Hevron, 2014, p. 668).
Brader (2006, p. 69) defines emotional appeals as “any communication that is intended
to elicit an emotional response from some or all who receive it.” In addition, Lipsitz
(2018, pp. 61-62) mentions about other forms that emotional appeals can take, for
example, words and short phrases with symbolic meanings can act as emotional cues,
triggering various associations in the brain and serving as emotional cues. This means
that substantive and emotional messages are important for perceptions of the methods,
strategies, tactics, and effects of campaign advertising (Ridout & Searles, 2011, p.
440).

Advertising is seen as the bridge of communication between those who want
to say something and those who want to be told something, and a set of messages that
carry hopes and expectations, desires or fears (Elden & Bakir, 2021, p. 18). Many
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elements in an advertisement convey messages related to the content of the
advertisement. Elements such as a photo, a location, a colour or symbol, the text of the
ad, and the title of the ad can convey information and emotions to the target audience
in a positive or negative way (Elden & Bakir, 2021, p. 20). In addition to designating
political advertisements as positive or negative, as the examples above show, they are
also evaluated in terms of the type of appeals used in the content of the advertisements.
Appeals function as a message base, a persuasion tool that appeals to the physical,
psychological and social needs of the receiver; draws attention to the advertised
product, service or even the ad itself; creates interest; enables the receiver’s
attitudes/behaviours to be influenced; and follows rational and/or emotional
persuasion processes (Elden & Bakir, 2021, p. 7). In that sense, they refer to the
elements that make up the essence of an advertising message, that appeal to the mind
and/or heart of the consumer, and that attempt to meet their emotional and rational
needs in the context of persuasive communication (Elden & Bakir, 2021, p. 75).

Calapkulu and Bozdemir (2019, pp. 1712-1714), in their study in which they
conducted a semiotic analysis of the prominent television advertisements of political
parties in Turkey for the 2018 general election within the framework of persuasion,
convey that the concept of appeal belongs to persuasive communication in which
Aristotle first classified the modes of persuasion as ethos, pathos, and logos, referring
to different types of messages that appeal to the mind or the emotions. According to
Aristotle, it is necessary to be able to present convincing, logical reasons on the subject
(logos), to show a personal character that makes them convincing (ethos), and to evoke
the audience’s solid feelings or enthusiasm (pathos) (Elden & Bakir, 2021).
Accordingly, as Calapkulu & Bozdemir (2019, p. 1713) render, appeals are classified as
rational and emotional according to their qualities. While rational appeals specify those
appeals that target the personal interests of the audience by presenting evidence-based
persuasive messages and claiming that the party or candidate will bring particular
benefits in the political sense, emotional appeals indicate those appeals that aim to arouse
emotions such as happiness, goodwill, patriotism, anger, etc. in the target audience
(Bekiroglu & Bal, 2014, p. 154). In other words, rational appeals do not only target the
mind but also include analytical and pragmatic features and rational reasoning, while
emotional appeals aim to reveal the positive and negative emotions of the audience
through specific images and music (Calapkulu & Bozdemir, 2019, p. 1713).
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Research also supports the fact that emotions and/or emotional appeals in
political advertising stimulate attention, political learning and information processing,
facilitate persuasion, activate existing loyalties, increase interest, and motivate
participation in politics, which is considered desirable for the democratic process
(Brader, 2005, pp. 388, 394; Marcus & MacKuen, 1993, pp. 672, 681, 683). Crigler
and Hevron (2014, p. 667) also note that “emotionally expressive content in political
communications fundamentally affects how people pay attention to politics, how they
appraise people and issues, and how they behave.” In short, political campaigns, and
especially election campaigns, appeal to the emotions of voters in societies —
democratic or authoritarian — where emotions are central, as Ost (2004, p. 230) points
out.

Weber (2013, p. 414) argues that political advertisers evoke many emotions,
but academic research has rarely focused on the specific emotions elicited in political
campaigns. Most studies have relied on two main approaches in the campaign
advertising literature to study emotional appeals, namely the effects of emotional
valence: (i) positive and negative ads, and (ii) ads that evoke two dimensions of affect,
which are anxiety and enthusiasm (Ridout & Searles, 2011, p. 440; Weber, 2013, pp.
415-416). On the other hand, Ridout and Searles (2011, p. 440) also state that recent
studies cover other distinct emotions, such as anger, fear, hope, etc. and build
approaches that view campaigns as purposeful manipulation mechanisms of emotions.

Campaign strategies appeal to emotions as part of their widely accepted
practices to generate support for a candidate or opposition to a challenger (Brader,
2006, pp. 15, 166, 175, 184). Campaigns embody both positive and negative emotions
in order to influence the party grassroots. For instance, they get in touch with hope and
enthusiasm in order to trigger political participation by voters in support of a particular
part. At the same time, they evoke fear and anxiety about the dissenting parties (Marcus
et al., 2000). Searles and Ridout (2017, p. 5) emphasise that “campaign professionals
recognise the importance of speaking to potential voters at an emotional level.” They
convey author Shenkman’s opinion on Donald Trump’s 2016 presidential campaign,
highlighting Trump’s ability to drill into the sensitive nerves of American voters, adding
that this situation is not only valid/accurate for Trump; all politicians do the same
(Searles & Ridout, 2017). Namely, as Shenkman says, “they are all pushing emotional
buttons in the hope of drawing a strong response” (Searles & Ridout, 2017, p. 5).
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Regarding the affective components of political advertising, Crigler and
Hevron (2014, p. 673) highlight many scholarly debates by Ansolabehere et al. (1994),
Ansolabehere and lyengar (1997), Goldstein and Ridout (2004), Krupnikov (2011),
and so on. The studies by these scholars show, depending on the experiments and
survey data, that some concluded that negative advertising makes people less likely to
vote, but others found that negative advertising is associated with higher voter turnout
on the one hand, and studies using the AIT show that appeals to enthusiasm in ads
increase people’s interest and involvement in voting on the other. They rightfully point
out that more precise conceptions of emotion and negativity could be used to reconcile
these conflicting findings (Crigler & Hevron, 2014, p. 673). Their warning is crucial
not only for political practitioners (parties, leaders, and campaign professionals) who
seek to shape public opinion but also for academic concerns.

In terms of methodological approaches, when studying the emotional aspects
of political campaigns, it is found that content analysis is the most studied facet of
campaign advertising in political communication (Neuendorf & Kumar, 2016, p. 7).
For instance, in his book, Brader (2006) conducted a comprehensive content analysis
of 1,425 political advertisements, evaluating negative appeals, informational appeals
and visual/nonverbal elements that indicate emotional tone. Another notable
contribution is the study by Kaid and Johnston (2001), which focuses on the analysis
of political advertisements for US presidential campaigns, namely contrasting the
components and logical, ethical and emotional methods of the videos between the
runners of the campaigns — i.e. the winners and losers of the elections. In this sense,
inspired by the existing literature, and as the fourth chapter will show and discuss in
detail, this dissertation adopts qualitative content analysis to carry out an in-depth
analysis.

As the field of emotions in politics (political communication, in particular)
continues to expand, new and contemporary research, studies, surveys, and
experiments gradually contribute to the field with each passing day. It is evident that
each study has concentrated on disparate aspects of the subject matter from an
idiosyncratic perspective. The following studies serve as illustrative examples.
Grining and Schubert (2022, pp. 1, 5) conducted an experimental study of eight videos
that they showed to participants to examine the emotional side of political advertising
and to test the fact that political ads influence voting turnout but are less effective in
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changing people’s preferences. Griining and Schubert (2022, p. 5) also state that they
preferred to stay in the same political and cultural sphere that Seibt et al. (2018)
conducted their research in order to be able to provide the validity of replication. The
study of Seibt et al. (2018, p. 197) is another example that focuses on the emotional
content of political advertisements, and they show that some contemporary political
advertisements used in the 2016 US election evoked strong emotional responses by
moving voters to tears and that this response is able to increase their support for
candidates and voting intentions.

Chou and Lien (2010, 2011) lean over the effects of negative political
advertising in their two pieces. They conducted an experimental study to investigate
whether candidates who are ahead in the polls can use negative political ads more
effectively and the effects of these ads on voters’ cognitive responses (Chou & Lien,
2010, p. 815). They also examine the effects of negative political ads across the
dimensions of appeal content, appeal importance, and evidence presentation. They
found that unimportant claims in ads that do not provide evidence are more beneficial
to the ad sponsor, while ads that do provide evidence lead to complex interactions
between appeal content and appeal importance (Chou & Lien, 2011, p. 281).

Although quantitative content analysis method remains dominant on the one
hand, and experimental research has been progressively expanded in political
communication studies on the other, qualitative content analyses among other
approaches of linguistic and discourse analyses are also prevalent in researching
electoral campaign communication — especially for studies that focus on emotional
contexts, contents, and appeals. For instance, Kascian and Denisenko’s (2020) study
employs qualitative content analysis to explore the emotional context of political
messages in Lithuania during the 2019 European Parliament (EP) campaign. Firstly,
the authors examine the emotional patterns conveyed in electoral slogans and
promises, with the aim of understanding the linkage between the messages and their
impact on voters. Secondly, they analyse personal factors, charisma, and expressivity,
focusing on the personification of political strategies. The objective is to identify the
strategies employed by representatives of political groups to ascertain the relationship
between the personalities of the message senders (politicians) and the impact of
emotionally charged messages (Kascian & Denisenko, 2020, pp. 48, 51). Although
this research is limited to the context of the EP elections as analysed level of the
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political system compared to that of Lithuanian domestic politics, it is nevertheless
important in terms of demonstrating the role of emotions in the context of electoral
campaigns. It also sheds light on the involvement of personalities (politicians and
political groups) in the strategic use of emotionally charged messages to attract and
gain support from voters.

In the context of the European Parliament election in 2019, Tirksoy (2020)
assesses the Cyprus case and investigates the strategic use of both emotional and
rational appeals in political advertisements. This is achieved through the utilisation of
a multi-method approach, which incorporates qualitative content analysis and visual
analyses (Turksoy, 2020, p. 27). By focusing on the political advertising campaign of
a single political party, the left-wing Progressive Party of Working People and its
candidate Niyazi Kizilyiirek for the EP representation, Turksoy (2020, p. 22) provides
valuable insights into the targeting of both the hearts and minds of the electorate and
the combination of emotional and rational appeals used to craft persuasive messages
and influence voters. While this study does not seek to examine the impact of the
campaign on voters and their voting preferences, in line with its stated objective of
filling a gap in literature, it is nevertheless significant in terms of attempting to
question the nature of political ads, namely the information that political parties and
figures aim to communicate to voters, in contrast to the common tendency in
quantitative studies on emotional appeals through experiments and surveys — as stated
in the previous section (Turksoy, 2020, p. 27). Together with the resemblance of this
study to my dissertation’s approach towards campaign advertising from a political
supply-side perspective, its election-specific time frame, the quality of the election in
terms of level of the political system (a supranational one different from focusing on
domestic politics — either national or local), and incorporation of rational appeals to
the analysis differ from what | intent and focus in my research study.

This overview of current research in the field of political advertising
demonstrates the increasing significance of the examination of emotions within the
context of political communication. Moreover, a number of studies have been
conducted from a variety of perspectives, including the incorporation of political
parties that utilise populist rhetoric in their political communication or are populist, in

essence, into the analysis. For this reason, the following section will examine the role
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of emotional campaigning as part of populist politics, with a particular focus on the

importance of emotions as a source of populism.
2.2.2. Emotional campaigning and populist politics

Even though the purpose of this study is not to detect and identify the populist
nature of the AKP through its campaign ads, which is beyond the scope of this
research, it is plausible to give some space to the cross-cutting relationality between
populism and electoral practices over emotions. This is so much so that Canovan
(1999, p. 2) indicates that populists see themselves as the true representatives of the
people by voicing their grievances. Muller (2016) points out that the reality of
populism emerged as a manifestation of the confrontation between the elites and the
people and the suppressed feelings of the people (Sarikaya, 2022, p. 213).

For emotions are a significant source for populist politics, and so the political
practices associated with campaigning during election periods are fertile ground for
populism. As cited in Caiani and Di Cocco (2023, p. 351) and in Ergetin and Erdogan
(2023, p. 4), emotions and populism have a unique relationship (Nguyen, 2019);
populist parties and leaders incorporate an additional emotional ingredient into their
political communication strategies (Canovan, 1999, p. 6). For example, populism
studies address the harmful effects of negative emotional expressions in politics
becoming more visible, i.e., the deep source of negativity appears with the conflictual
logic of populism of “friends vs foes” where emotions play key role in increasing
outgroup hostility, or this literature bears that populists may take advantage of victim
mentality, nostalgia, and anxious times through deliberately expressing their anger
which may heighten the emotional response to policy issues (Mudde, 2004, p. 544;
Nguyen, 2019; Szabo, 2020, p. 7; Wahl-Jorgensen, 2018, p. 771).

Likewise, political communication conveys to electorates that if they vote for
the party in question, they will be happy; however, if they vote for the other party, they
will feel regret. As such, Wirz (Wirz, 2018, pp. 1114, 1118, 1131) characterises this
specific type of political communication as “emotion-eliciting appeals rather than
rational argument” due to its generally more persuasive feature (Caiani & Di Cocco,
2023, p. 352). Moreover, populist political parties mobilise emotions through
traumatic events experienced by the masses, i.e., economic crises, and make them part
of their communication (Celik et al., 2017, p. 10). Thus, political advertisements,
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propaganda and public service announcements try to influence the masses and change
their attitudes and behaviours via emotionally charged messages (S. Demir, 2022b, p.
571).

The vast literature on populism deals with populist communication in news
media coverage, press releases, party publications and manifestos, and social media
networks, as well as the increasing digital presence of political parties, among many
other research topics and approaches. It also embodies the studies on the nexus of
emotion and populism in relation to electoral campaigning. To illustrate, Shyu (2008,
p. 130), following Canovan’s conceptualisation of populism, presents that populist
grievances embodied in emotion-laden campaign issues, i.e., popularised and
polarised by the populist appeals, were the most effective means of winning votes in
Taiwan. “These appeals”, according to Shyu (2008, p. 132), “are those hot, soft and
valence issues in electoral studies that are easy, emotion-laden and overwhelming
appeals by which politicians can quickly, efficiently and directly mobilise their
supporters.” As another example, Oliver and Rahn (2016, p. 189) look at Donald
Trump’s 2016 campaign speeches, which they see as distinctive in their populist
appeal, where Trump utilised simplistic, anti-elitist and collectivist populist rhetoric
and his supporters had a unique combination of nationalist, anti-elitist and anti-
expertise feelings (such as anger measured on a five-point scale).

In her thesis study, Triantafyllou (2018, p. i), who focuses on populist political
communication, presents an example of a Hungarian context by analysing political
campaign materials of ten political parties for the 2018 national elections. Despite not
focusing exclusively on the emotional aspects, Triantafyllou (2018, pp. 19-20)
provides valuable insights into the fact that populists employ specific rhetorical and
emotional communication strategies, i.e., the triggering of negative emotions. She
links the approaches outlined in the literature to the populist elements in the materials
of the Fidesz’s campaign. This is achieved by referencing Wodak’s (2015, p. 1)
assertion that “right wing populist parties successfully construct fear® and the
statement made by Boukala and Dimitrakopoulou (2017, p. 40) that populists seek to

instil fear in people through by developing their rhetoric “on the basis of a politics of

& According to Wodak (2015), populists construct group-based boundaries and divide “victims” from
“threatening evils” in articulating a “politics of fear”(cited in Ercetin & Erdogan, 2023, pp. 4-5).

45



fear and a politics of hope” (Triantafyllou, 2018, p. 54). Triantafyllou (2018, p. 76)
ultimately asserts that the Fidesz campaign was driven by fear and hatred.

From a different angle, in a study published in 2019, Blassnig et al. (2019)
address the use of informal fallacies in press releases and print media coverage by
right-wing populist politicians in Western Europe during election campaigns. They
take the Swiss People’s Party and the United Kingdom Independence Party as
comparative cases for the 2015 elections and conduct a quantitative content analysis
(Blassnig et al., 2019, p. 109). The study reveals that populist politicians can
strategically use fallacies to appeal to their target audience, including their emotions
(Blassnig et al., 2019, pp. 119, 130).

Gerstlé and Nai (2019, p. 410) examine comparatively negative campaigning,
emotional campaigning and populist rhetoric driving the media coverage in a
comprehensive study covering 43 elections worldwide. They also scrutinise the 2017
French presidential election as a case study to highlight the importance of these three
dimensions (negativity, emotionality, and populism) in campaigning. Their analysis
shows that while both enthusiasm and fear appeals work to attract attention and
increase the chances of electoral success, more positive campaigns and the use of
enthusiasm appeals increase media attention, but personal attacks and fear appeals
have the potential to steer media coverage to the condition of lower competing
candidates. Furthermore, they reveal that populist rhetoric or communication,
accompanied by negative and offensive content, does not work as effectively as
negativity and emotionality in terms of attracting media attention and influencing
election outcomes (Gerstlé & Nai, 2019, pp. 416, 419, 423, 431).

By the same token, Bonansinga (2020, pp. 83-84, 100), in her multi-level
analysis of relationship between emotion and populism, draws attention to the progress
of systemic evidence on the concerted functioning of emotion and cognition in the
disciplines, debunking the century-old idea of “rationality vs emotionality,” and
explores the intersection of populist appeals, the mobilisation of emotions and political
narratives, unpacking the importance of emotion for the emergence, spread and
success of populism by drawing on subjective, structural and communicative
dimensions.

From the perspective of unpacking the mobilisation of emotions in the political
discourse, Caiani and Di Cocco (2023, p. 352) focus on political parties, whether
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populist or not, and if so, of different populist types, in order to detect an empirical
connection between populism and emotions and to investigate whether the use of
emotional appeals by populists in their political communication is similar in the case
of Italian parties. Their findings figure that there is a growing trend in the use of
(predominantly negative) emotional appeals in Italian politics, that populist parties
tend to employ more and a more comprehensive range of emotional appeals compared
to non-populist parties, and that while right-wing populism relies mainly on negative
emotional appeals, left-wing or hybrid populism emphasises positive emotions,
although emotional appeals vary depending on the communication context (Caiani &
Di Cocco, 2023, pp. 362—-363).

More recently, Cruz et al. (2024, p. 4), in their working paper for which they
conducted a field experiment during the 2019 Philippine elections, show that while
positive emotional appeals led to an increase in voter engagement in the campaign in
the short-run, the appeals that provided direct information about proposed policies
were more effective in terms of knowledge about the party, its quality and policies
through the learning and persuasion channels.

As the existing literature shows, populist rhetoric is intrinsic to election
campaigns. In the context of this dissertation, in Turkish politics, for example, the
leader of the Geng Parti® (GP), whom | mention in the following section, preferred to
design and conduct his campaign through the distinction between “us and them” when
he defined his party as “us,” who were anti-IMF policies, and the mainstream political
elements as “them,” who were pro-IMF (Sarikaya, 2022, pp. 227, 228; Tas¢ioglu,
2007, p. 146). While the leader Cem Uzan'°® used nationalist and populist language in
his speeches, the GP built its advertising discourse on the distinction between “friend
and foe.” They ran an emotional campaign by instilling hope in people who were in

economic and social crisis by prioritising mainly future-oriented projects that were

® Young Party.

10 He is the eldest son of the Uzan Family, one of Turkey’s wealthiest families. From a peasant
background, the Uzan family made its fortune in the construction business, notably by winning several
licences for dam construction in the 1980s. In 1991, Uzan created the first commercial television
channel: The Magic Box. He became one of the richest families in the country, with a business network
ranging from media and banking to energy and telecommunication company. Uzan also has a history
of disputes with minority shareholders, business partners and government regulators and has been the
subject of hundreds of lawsuits. He has been living in France since his request for political asylum was
recognised (Akin, 2011, p. 107).
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attractive and irresponsible populist promises, such as the delivery of 200 square
metres of state-owned land to each family and cheap loans for families to be repaid in
30 years (Akin, 2011, p. 107; Engin, 2006, p. 93; Sarikaya, 2022, pp. 225, 226). This
populist campaign was not safe from other emotions as well. For instance, while Uzan
made promises without offering any evidence to substantiate them, he initially
predicated on the exploitation of fears surrounding the IMF, Europe, and the West
(Tunaligil, 2005, p. 225).

A comparable instance from Turkish politics is presented subsequently, and
this time from the research universe of my dissertation. Din¢ (2008, pp. 9-10), who
conducted field research for her study analysing the 2007 general election in Turkey,
points out that the AKP’s discourse of being “close to the people” — a hallmark of
populist parties — was reflected in its activities and close contacts with voters in
provincial districts, both during the election campaign and after the election, which
became a constant mode of campaigning for the party. She emphasises that the
interaction between party officials and their rank-and-file also shows a populist
connection through the language of ordinary people, who embrace the party leaders as
“beloved sons,” showing their love and emotional attachment to the party (Ding, 2008,
p. 10). In addition, the constant and recurrent emphasis by the party leader, Erdogan,
on the issues of “the people” and “national will,” claiming to be the voice of the nation
by the “language of love” within the framework of Islamic tradition, appears as a
populist characteristic in nature (Ding, 2008, pp. 13, 14). Similarly, Y1lmaz (2021, p.
10) presents Erdogan’s transformed populism as a shift from a victimised political
figure to an authoritarian populist one, which has been further developed into an
Islamist populist style by appealing to the grievances, resentfulness and hopes of the
conservative Turkish Sunni masses.

Tirk (2018, p. 307) also highlights one of the defining features of Erdogan’s
populism as not being predicated on a populist platform of promises. He minimises
this form of politics based on promises as populism, becoming more visible at election
times, and he calls the nation to be vigilant against those who “scatter promises
around.” However, he does not refrain from utilising all rhetorical techniques
associated with populism, given his passionate love for the nation. Ercetin and
Erdogan’s (2023, pp. 2, 16) article exemplifies the use of populist discourse and the
reproduction of emotion and fear in this study, in the AKP’s campaign speeches of the
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2015, 2017, and 2018 elections and/or referendum. They focus on two framings of
victimisation and blame blended with perceptions of threat and insecurity, which
appeal to fear and thus reinforce an “us vs them” distinction. The analysis reveals that
the AKP employs a combination of constant fear-based narratives and adaptable
threats, in line with the political climate of the time, exploiting people’s fears and
threat perceptions to maintain support while keeping the distinction of “blameless us”
against “evil them” as a primary frame (Er¢etin & Erdogan, 2023, pp. 2, 16-18).

In a more recent contribution to the literature on the connection between
populism and emotions in Turkey, a polarised country, Erisen (2024, pp. 1, 10) adopts
a supply-side perspective and focuses on the individual level of analysis through face-
to-face interviews. The study scrutinises the interactions of two emotional appraisals,
anger and enthusiasm, with right-wing and left-wing political ideologies (Erisen, 2024,
pp. 6, 9). The findings reveal a substantial correlation between emotions and adherence
to populist attitudes. The paper uncovers how anger and enthusiasm affect populist
preferences, demonstrating that anger is positively associated with populist attitudes,
while enthusiasm is weakly associated (Erisen, 2024, pp. 11-12,18). Furthermore, it
highlights an ideological asymmetry whereby anger exerts a greater influence on the
political right than enthusiasm (Erisen, 2024, p. 19).

As can be observed, the studies focusing on the nexus between populism and
emotions adopt a variety of perspectives and employ diverse methodologies. The case
of Turkey, with its politics and political parties that exhibit populist characteristics, is
also a prominent subject of investigation in these studies. In other respects, Turkey
represents a valuable case study for research on election campaigning, including the
use of emotional appeals. For this reason, the following section presents a brief
overview of the context of campaigning in Turkey before introducing the contextual

framework for the AKP case in the subsequent chapter (Chapter 3).
2.2.3. The case of Turkey: campaigning over emotions

Turkey has not lagged behind in the active use of advertising in election

campaigns. Although Topuz stated that political advertising started in Turkey in 1977

1 In the 1977 general election, for the first time, an advertising agency (Cenajans) took part in the
election campaign of a party (AP). Again, although it was not legal, for the first time, political
advertising was used in the printed media (Tasgioglu, 2007; Topbas, 2018, pp. 93-94).
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with the initiative of the Adalet Partisi*? (AP), and before that, political parties carried
out their promotional and advertising activities with a practice of passive communication
(cited in Balc1, 2006, p. 142), political advertising has been legally®® used in election
campaigns in Turkey with newspaper political advertisements since the 1983 general
election. In addition to newspaper political advertisements, a similar practice was
started in television political advertisements to be presented to the voters in the 1987
general election (Tokgdz, 1991, pp. 13—-14). Obviously, Turgut Ozal,'* as a leader who
knew the importance of the concept of “marketing” in the words of Ozkdk (cited in
Turk, 2018, p. 127), paved the way for the trend of the mediatisation of politics by
resorting to the professional and mediatised advertising techniques for the first time
used in ANAP’s™ election propaganda since the 1980s. In Turkey, this party was a
pioneer for other political parties in conducting political advertising activities in a
professional manner (Tokgoéz, 1991, p. 14; Uzun, 2008, pp. 1-2, 153).

Along with the 1983, 1987, and 1991 general elections, the collaboration
between political parties and advertising agencies was a significant contributing factor
in the evolution of campaign strategies and techniques in Turkey. The process of
professionalisation commenced with the ANAP’s contractual agreement with
Manajans and Birikim Agency for the 1983 and 1987 elections, respectively. This
marked the inaugural instance of these agencies employing the American-style
political campaign for Ozal in the elections (Balci, 2006, p. 144; Basdemir, 1996, pp.
viii, xii; Tas¢ioglu, 2007, p. 220; Tokgdz, 1991, pp. 18, 20). Tokgdz (1991, p. 22)
observes that the ANAP’s 1987 campaign advertisements targeted and promised a
diverse demographic, including “safe youth, happy children, peaceful and healthy
people, workers, farmers” (emphasis added). Additionally, for the 1991 elections, the

party, under the leadership of Mesut Yilmaz, collaborated with a political campaign

12 Justice Party.

13 The National Security Council (MGK) adopted the principle that “political parties may place
advertisements in the press in order to promote their programmes and statutes and to explain their
activities” with its decision published in the Official Gazette on 7 July 1983. This decision legalised the
practice of political advertising initiated by the AP in Hurriyet Newspaper during the 1977 general
election (Tokgoz, 1991, p. 14).

14 Turgut Ozal was the 26™ prime minister and 8™ president of Turkey.

15 Motherland Party.
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professional from abroad, Jacques Séguéla, for the first time. Séguéla had previously
campaigned for the then-French President Frangois Mitterand, and one of his ten
golden advice/tips was that people vote for hope, not for a programme (Balct1, 2006, p.
145; Basdemir, 1996, p. xiv; Engin, 2006, pp. 73—74; Tas¢ioglu, 2007, pp. 130-1,221;
Topuz, 1991, p. 44). It seems that the use of emotional appeals has been a consistent
feature of campaigning.

During and after the lost decade of the 1990s — not only in economic but also
in political terms — Ozal’s communication strategies and tradition continued in Turkish
political life. After the highly volatile and unstable political scene of the 1990s°, the
first election of the new millennium in Turkey welcomed not only the AKP as a newly-
born political party but also the Gen¢ Parti, founded by prominent businessman Cem
Uzan just five months before the 2002 general election (Turk, 2024, p. 54). The
conventional wisdom is that Uzan was the leader who effectively implemented a new
style of political campaigning after Ozal (Engin, 2006, p. 89). Tunaligil (2005, p. 222)
evaluates that the emergence of the “Cem Uzan Phenomenon” led a significant turning
point in the history of political campaign communication in Turkey. Tasgioglu (2007,
p. 137), who claims that electoral campaigns in Turkey have become “Americanised”,
argues that the 2002 general election was an election in which elements of
“Americanisation” became increasingly visible.

Although the GP lacked political arguments and was ideologically superficial,
it obtained 7.5% of the votes, a higher percentage than several long-established and
organised political parties in the country (Akin, 2011, p. 107; Sarikaya, 2022, pp. 224,
225; Turk, 2024, p. 54). Its campaign included many controversial methods and was
also one of the most colourful campaigns compared to the previous unexciting ones in
the past (Akin, 2011, p. 107). The party’s remarkably sophisticated campaign blended
with “eclectic ultra-nationalism” or “pop ultra-nationalism,” according to the literature
(T. Bora, 2002, pp. 53-60), with harsh rhetoric motivated mainly by anger towards the
IMF, the World Bank, or the EU (Akin, 2011, p. 107; Bacik, 2004, p. 825). In other
words, Uzan aimed to attract disadvantaged people by effectively using a nationalist

discourse and channelling voters’ anger through a diffuse communication strategy that

16 Tiirk (2024, p. 13) conveys that coalition governments marked this decade with eleven different
governments and their average duration of terms in power was one year, two months and eight days.
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relied on a one-way flow of information with constant repetitions, simple and direct
emotional messages despite having no solid political base or arguments (Akin, 2011,
pp. 108, 109; Bacik, 2004, p. 825; T. Bora, 2002, p. 55; Tascioglu, 2007, p. 140). The
GP’s campaign often emphasised a happy and hopeful future awaiting the people in
political advertisements that included promises and targeted the unhappy and hopeless
people in line with Séguéla’s golden tip of voting for hope (Tascioglu, 2007, p. 144).
As the GP’s share of the vote dropped to 3% in the subsequent 2007 general election
and its existence and activities disappeared, its effectiveness in communication
methods — even if only for a single election — left its mark on politics (Akin, 2011, p.
109). Akin (2011, p. 109) stresses that its emergence was not accidental, as its
predecessors in the 1980s laid the foundations for the image-based diffuse
communication methods, and variants of such approaches are still common practice in
the Turkish political scene.

As will be discussed in detail in the following chapter, the AKP worked with a
professional advertising agency in the 2002 election, which marked the beginning of its
long-lasting incumbency. It is no exaggeration to say that the AKP —while building a field
of politics of emotions through its political manoeuvres in the field of governance and
legislation, creating an endless wave of anxiety and fear (Tiirk, 2024, p. 19; Z. Yilmaz,
2022, p. 18) — has become the flag bearer in the field of political advertising, which was
introduced to the Turkish political scene during the ANAP period. Even today, Koru, a
Turkish journalist and columnist, recalls the ANAP’s 1989 local election campaign in the
context of the AKP’s campaign for the 2024 local elections and criticises the campaign’s
main slogan, which implies that the central government and the local administrations
should work hand in hand, as not original and plagiarised from the ANAP’s campaign, in
which the ANAP cadres had received ideas from foreign advisers (Koru, 2024).

As mentioned earlier in this chapter, many studies in this area measure the
impact of political advertising on voter behaviour. In addition to these, there are also
many studies that examine issues such as what the parties conducting political
campaigns emphasise in their advertisements, the issues they bring to the forefront,
the areas where the advertisements are aired, and the frequency with which they are
aired. With this in mind, my main aim in this study is to focus on how the AKP as a
political party uses emotions (which are found in the literature in the context of

emotional appeals) through political (audio-visual) advertising.
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As the exemplary studies cited above from both the Turkish and international
academies show, even if research is contextual or geographically bound, studies are
adaptable to each other in terms of their methods and/or theories adopted. While the
characteristic of a study to be context-bound means having coexistence and harmony
with its context, what makes research an academic study requires cohesion and
coherence within itself and other standards of textuality (intentionality and
acceptability, informativity, situationality, and finally, intertextuality). However, since
research is context-bound, which I will also touch upon and try to justify in the fourth
chapter below, I need to outline the emotional-political context of Turkey under the
AKP’s incumbency before referring to how this research is conducted and how the
answers are arrived at, shaped by the questions that problematise the authentic case in
Turkey, and before presenting the details of the method and the methodological
rationale of this dissertation. Therefore, the following chapter presents Turkey’s social
and political developments and the emotional atmosphere that they created according

to the election periods of the last two decades.
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CHAPTER 3

THE EMOTIONAL-POLITICAL PANORAMA OF TURKEY DURING
THE AKP RULE AND ELECTIONS OF THE AKP

The last two decades in Turkey have been passed in an environment filled with
devastating political and social turmoil. As one of the essential components of
qualitative content analysis is the contextualisation of data and findings (Erisen et al.,
2013, p. 25), this chapter presents the emotional-political atmosphere of Turkey during
the AKP rule in order to complement the content analysis data with information about
the electoral processes and the emotional-political context in which the campaign
advertisements were aired (Brader, 2006, p. 164).

In fact, as Yilmaz (2022, p. 20) rightly points out, the structures and
relationships that deepen and broaden the political, social and economic psychology
of the country have a long history, i.e., it goes back to the 1980 coup d’état in the sense
of anxiety. However, due to the scope and limitations of this dissertation, this chapter
will only focus on the AKP period for the purpose of relating between emotional
politics and the AKP context. Since its establishment on 14 August 2001, the AKP has
taken part in seven parliamentary and five local elections — except for the three
referendums and Erdogan’s personal participation as the party leader in three
presidential elections. With 49.8% of the vote, the party is one of the five parties’ in
Turkish political history to win more than 40 per cent of the vote (Kayaalp, 2021).
This electoral success has made the party remain in power “through elections” for the
longest period in Turkish political life, 21 years (Ekiz & Cimen, 2023). In other
respects, the rise of the AKP is not just a political movement or a religious uprising

but a cultural story (Kozanoglu & Cabas, 2018, p. 222). This phenomenon, as might

7 The others are the Democratic Party (DP) (57.6), the Justice Party (AP) (52.9), the Motherland Party
(ANAP) (45.1) and the Republican People’s Party (CHP) (41.4) (Kayaalp, 2021).
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be expected, makes the party the case of research in several studies. As | stated in the
previous chapter, since | want to conduct a study on the nexus of emotions and politics
by taking emotions as the phenomena to be explained for research, I chose the AKP as
the case of this dissertation due to both this “electoral success” perspective of the party
and its very intensive election campaigns. However, since this dissertation is not
intended to be an in-depth study of the AKP and its position within the Turkish
political spectrum, I will only briefly look at developments that indicate the emotional-
political landscape of Turkey before, during, and after the party’s election campaigns.
According to Tirk (2024, p. 19), what helped the AKP to build a field of emotional
politics that the party overemphasised was the psychology of the country’s population,
which was brought back from the 1990s. In addition, this chapter includes the
positioning of opposition parties, with a particular focus on the CHP, the main
competitor of the AKP. This is done in order to gain insight into the prevailing
emotional climate (“regime” in a sense) in the country.

This chapter proceeds with eight subtitles according to the list of elections
(Table 1) below. First, | have presented the atmospheres of the 2002 general and 2004
local elections, when the AKP came to power as a newly established party after the
twin crises that hit Turkish society hard. The “conservative democracy” was the key
term that characterised the first years. The second subtitle presents the social and
political cleavages in Turkey and refers to the tensions in line with the e-memorandum
and the deepening of narratives of victimhood on piety before the 2007 general
elections. In the third and fourth subtitles, | draw the emotional-political picture of the
country on the way to the 2009 local election and the 2011 parliamentary election,
under the debates of tutelage (both military and judicial) and in the shadow of the
Ergenekon, Balyoz, and KCK cases. In the fifth and sixth subtitles, | convey the
turning points in Turkish social and political life between 2013 and 2017, as postulated
in the literature and defined as the point of departure for the consolidation of power.
The former section touches on the Gezi Park Resistance and the corruption scandals

of 2013 before the local elections of 2014. The latter covers two separate general
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elections in 2015 when Turkish society witnessed several bombing attacks,'® and

passed through an age of anxiety in between and after.

Table 1. List of Elections

Election Election Type Voting Rate!?
3 November 2002 General 34.28%
28 March 2004 Local 41.67%
22 July 2007 General 46.58%
21 October 2007 Referendum 68.95%
29 March 2009 Local 38.80%
12 September 2010 Referendum 57.88%
12 June 2011 General 49.83%
30 March 2014 Local 43.14%
10 August 2014 Presidency 51.79%
7 June 2015 General 40.87%
1 November 2015 General 49.50%
16 April 2017 Referendum 51.41%
24 June 2018 General and Presidency | 42.56% and 52.59%
31 March 2019 Local 44.33%
General and Presidency 35.62% and 1d5t roun(-j:
14/28 May 2023 % rode] 49.52% / 2" round:
52.18%
31 March 2024 Local 35.48%

Seventh, | give space to the change in the system of government and the
increasing emphasis on “New Turkey” after the 2017 constitutional referendum and

the echoes of the failed coup attempt of 15 July. This subtitle essentially covers the

18 20 July 2015 Surug, 10 October 2015 Ankara, 12 January 2016 Istanbul-Sultanahmet, 17 February
2016 Ankara-Cankaya, 13 March 2016 Ankara-Kizilay Giivenpark, 19 March 2016 Istanbul-Beyoglu,
12 May 2016 Diyarbakir, 7 June 2016 istanbul-Vezneciler, 28 June 2016 Istanbul-Atatiirk Airport, 21
August 2016 Gaziantep, 9 October 2016 Hakkari, 10 December 2016 Istanbul-Besiktas, 17 December
2016 Kayseri, and 19 December 2016 Istanbul-Besiktas (E. Erdogan, 2019, p. 78; Koker, 2016).

19 Sources: https://ysk.gov.tr/tr/secim-arsivi/2612, https://acikveri.ysk.gov.tr/secim-sonuc-
istatistik/secim-sonuc, https://www.aa.com.tr/tr/politika/ak-partinin-secim-karnesi/2897999,
https://secim.hurriyet.com.tr/
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AKP’s victory in the 2018 general elections, which were held for both the
presidential election and parliamentary elections. Finally, 1 mention the AKP’s
relative failure in 2019, when it lost the mayorships of Ankara and Istanbul, which
have always been seen as the party’s reservoir of votes and backbone of economic

support.
3.1. Public Conscience: 2002 and 2004

Turkey went to the polls in November 2002 after the twin economic crises of
2000 and 2001 (Bedirhanoglu & Yalman, 2013, p. 116; Berument et al., 2009, p. 23;
Yalman & Goksel, 2017, p. 26). The electoral environment was full of allegations of
siphoning off funds in the banking sector, restrictions on freedoms (especially
religious freedoms), and grievances of people experiencing poverty due to the
economic crisis. In addition, the 1999 earthquake caught Turkey unprepared
immediately after the 1999 elections, and there were massive human and material
losses that revealed the weakness of the political power of the time (Bostan Unsal,
2023; Turk, 2024, p. 53). Economic woes were blended with social and political
misery, and the public’s trust in the political power and existing politicians was eroded.
The world press reports that Turkish voters are angry and undecided due to the
deterioration in economic, political, and social realms (BBC - BBC News Turkge,
2018).

The debates on religious reactionism and the 28 February process?® — one of
the few founding moments that led to the birth of the AKP (Turk, 2024, p. 23) —also
left their mark on the politics. The closure of the RP (Welfare Party) following the

20 Also known as postmodern coup. For more detailed analyses, see: Cizre-Sakallioglu, U., & Cinar, M.
(2003). Turkey 2002: Kemalism, Islamism, and Politics in the Light of the February 28 Process. The
South Atlantic Quarterly 102(2), 309-332; Yavuz, M. H. (2003). Islamic political identity in Turkey.
Oxford University Press; Cakir, R. (2005). Milli Goriis Hareketi. In Y. Aktay (Ed.), Modern Tiirkiye de
Siyasi Diisiince, Cilt: 6—Islamcilik (2. bask, pp. 544-575). lletisim; Cindoglu, D., & Zencirci, G.
(2008). The Headscarf in Turkey in the Public and State Spheres. Middle Eastern Studies, 44(5), 791—
806; Grigoriadis, I. N. (2009). Islam and democratization in Turkey: secularism and trust in a divided
society. Democratization, 16(6), 1194-1213; Giimiiscii, S., & Sert, D. (2009). The Power of the Devout
Bourgeoisie: The Case of the Justice and Development Party in Turkey. Middle Eastern Studies, 45(6),
953-968. Taskin, Y., & Cop, B. (2019). The Justice and Development Party (AKP). In E. Ozyiirek, G.
Ozpmnar, & E. Altindis (Eds.), Authoritarianism and Resistance in Turkey (pp. 75-80). Springer
International Publishing.
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process in which the Milli Goriis Hareketi (National Vision Movement- NVM)?t was
deemed politically objectionable, the establishment of the FP (Virtue Party), the
disintegration within the party between reformists and traditionalists on the one
hand, and the emergence of the AKP as ‘not a separate party but a new party,’ as
party leader Erdogan put it, on the other, are the nuances that sum up the political
outlook of the period for the AKP (Aras, 2022; Dag1, 2023; Tombus, 2013, pp. 6—7;
Turk, 2024, p. 54).

In addition to the 28 February process, the founding process of the AKP was
prepared both by Erdogan’s ban for reciting a poem that he read during his time as
mayor of Istanbul and that was considered offensive and by the split in the FP between
the reformists (including Recep Tayyip Erdogan and Abdullah Giil, who would later
found the AKP) and the traditionalists (Recai Kutan as the formal leader and
Necmettin Erbakan as the natural leader — because of his political ban, who would later
establish the SP) (32. Giin, 2020b; Alpan, 2010, p. 253; Aydin & Taskin, 2014, p. 468;
Baykan, 2018, p. 94; Bostan Unsal, 2023; Dagi, 2005, p. 29; Y. Taskin, 2008, pp. 58—
59; Yesilada, 2016, pp. 20-21; 1. Yilmaz, 2021, pp. 7, 8). The AKP was founded on
14 August 2001 by the reformists who severed their ties with the tradition of the
national vision. Referring to the secular-religious cleavage? in Turkey, Aras (2022)
frames that during the founding of this new party, while the religious conservatives
were hopeful, excited and cheerful, the secularists were afraid of Erdogan’s every
move. She points out that Erdogan, who was ousted from his post as mayor of Istanbul
and who was religious and not considered elite enough, became the hope of the
oppressed and humiliated people not only of Istanbul but also of Turkey (Aras, 2022;
Yavuz, 2003, p. 248). These people remembered the injustices done to them whenever

Erdogan was tried to be crushed, and they drew an analogy between their own fate and

2 The MNP, the MSP, the RP, the FP, the SP and the YRP have been the political face of the NVM
respectively. For details, see: Cakir, R. (2005). Milli Goriis Hareketi. In Y. Aktay (Ed.), Modern
Tiirkiye 'de Siyasi Diisiince, Cilt: 6—Islamcilik (2. bask1, pp. 544-575). letisim, and pages 279, 282 and
283 in Baykan, T. S. (2018). The justice and development party in Turkey: Populism, personalism,
organization. Cambridge University Press.

22 Mainstream literature analyses Turkish politics over social cleavages of centre-periphery and
secularism-Islamism; Kurdish-Turkish and Alevi-Sunni cleavages are accepted as secondary. For
detailed analyses, see: Ozbudun, E. (2013). Party Politics and Social Cleavages in Turkey. Boulder,
USA: Lynne Rienner Publishers.; Mardin, $. (1973). Center-Periphery Relations: A Key to Turkish
Politics? Daedalus, 102(1), 169-190.
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the victimisation?® of this man, who was humiliated like all religiously conservative
segments of the country (Aras, 2022).

Indeed, the psychological turning point for conservative Muslims was Erbakan’s
prime ministry in June 1996, which marked the end of their exclusion from the public
sphere and the recognition of their identity by the state. However, it was interrupted by
the 28 February process that would lead to the resignation of Erbakan’s government and
this time, they placed their hopes in this newly formed political party — which, in a way,
was a continuation of the same tradition, but in a way broke with it by claiming to take
off the shirt of national vision and not to be an Islamist party (Aras, 2022; Bacik, 2004,
pp. 823-824; Bostan Unsal, 2023; Tombus, 2013, p. 7; Yavuz, 2003, pp. 241, 243-244).
For the AKP, political power meant having the power to do what the NVM had not been
able to do in the 1990s, and whatever had to be done to obtain and maintain this power
had to be done (Tirk, 2024, p. 10). The party’s primary position, as expressed by Dag1
(2023), was that the condition for doing politics in the current secular constitutional
order was to move closer to the centre, which had become empty, to reach out to all
segments of society and to march to power instead of being a small party and appearing
marginal by receiving only the votes of the religious. In this regard, Aydin and Taskin
(2014, p. 471) posit that the AKP’s assertion of being a pivotal choice that exemplifies
its objective as a partner of the centre-right tradition, which originated with the DP in
Turkish political history, is a reasonable assumption.

Erdogan, with his popularity and youthful charisma, rose to prominence by

appearing at party rallies despite his political ban and singing the famous song “We

2 Here, I would like to add as an annotation that Erdogan was also successful about reflecting ‘what
happened to him’, his victimisation and grievances to the people via various propaganda tools. Tiirk
(2018, pp. 291-293) provides an excellent illustration of this concept, as follows: ... In this regard, one
of the functional aspects of Erdogan’s perception of the enemy is that it serves to reinforce the rhetoric
of victimhood and persecution that Erdogan frequently employs. Erdogan consistently seeks to
consolidate his and his party ’s position of power through the utilisation of a discourse of victimisation.
The enemy serves to perpetuate the discourse of victimisation. Victimisation serves as a conduit for
legitimacy in Erdogan’s worldview. Those with opposing political views are discredited by invoking
their own history of persecution. Erdogan is perpetually engaged in a process of reiteration, whereby
he repeatedly revisits the historical experiences of both his movement and his own subjective history,
which he characterises as a series of challenges, restrictions and penalties. His justification is derived
from his status as a victim. The act of victimisation serves to foster a sense of identification between the
leader and the masses. Given his own experiences of suffering, Erdogan is arguably the most suitable
candidate to empathise with the feelings and emotions of a nation that has endured similar hardships.
The language of the oppressed is commonly used, and Erdogan’s perception of the enemy is, therefore,

23 99

also conveyed through the practice of “sacred oppression”.
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walked these roads together / We got wet together in the rain / Now in all the songs |
listen to / Everything reminds me of you”?* (Aras, 2022). This approach has already
been discussed in the literature, and Lazar (2004, p. 236) conveys from the ideas of
various scholars (Auyero, 2000; de la Torre, 1992; Durkheim, 2008) that;

“...political rallies have high entertainment value; ... reinforces
feeling of solidarity... evoke feelings... Through shouting slogans,
singing songs, listening to passionate speeches, politics becomes oral
and aural, ... feeling part of the crowds and the performance.”

Thus, these kinds of occasions represent Erdogan’s attempt to create an
emotional bond with the electorate and to become the interlocutor between the
oppressed people and politics. The following statement by Erdogan also confirms the
emotional atmosphere of the term: “We have no right to waste time by making mistakes
in the face of the outstretched arms, the hopes pinned on us and the prayers offered to
us,” with his emphasis on the emotional term of ‘hope’ (Aras, 2022).

One of the important names for the AKP was Erol Olgok.?® He was the head of
the Arter Advertising Agency,?® which played an active role in the preparation of all
political communication activities of this new party, from its logo and slogans to songs
and strategies, and planned the AKP’s campaigns until 2018 (isler & Dalp, 2021, p.
96). He was also a close friend of Erdogan and lost his life on the night of the 15 July
coup attempt. In an interview, he described the 2002 election campaign and the

emotional-political landscape in Turkey as follows;

“In 2002, we ran a campaign that appealed not to public opinion but
to public conscience. Because people were already ready to vote for
Mr Erdogan. They had been waiting for him for years. We just created
the climate for him; maybe we even designed it... We ran an emotional
campaign that appealed to the public conscience; we did not run a
rational campaign because that was necessary at that time, and the
masses were already waiting for Mr Prime Minister” (Olcok - 32. Giin,
2022).

24 Beraber yiiriidiik biz bu yollarda / Beraber 1slandik yagan yagmurda / Simdi dinledigim tiim sarkilarda
/ Bana her sey sizi hatirlatiyor.

25 Previously, he had worked for the DYP and its leader Tansu Ciller, when Erdogan was in jail as a
political detainee (Isler & Dalp, 2021, pp. 91-93).

% Advertising agency’s website: https://www.arter.com.tr/
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He always emphasised that the AKP has changed the direction of electoral
communication channels during the election campaigns and repeated this in 2015:

“When the AK Party adopted a new style of politics, it changed all
forms of communication and discourse. Since its establishment, the
AK Party has always maintained consistent, regular and effective
communication, not only in election campaigns, so the impact of our
campaigns is relatively better recognised than other parties” (Aras,
2022; Ulke TV, 2015).

As it is clear from the above, Erdogan stood out in this environment as a
popular, successful and young leader who was being victimised because he was tried
to be blocked. Moreover, he had a very disciplined, loyal and deep-rooted party
organisation that saw and felt this victimisation as its own victimisation.?” He
identified the problems of the time with proper determination and sloganised the fight
against corruption, poverty and prohibition as the “Fight against the three Ys”?®
(Bostan Unsal, 2023; Kozanoglu & Cabas, 2018, p. 275; Tiirk, 2018, p. 332).
Therefore, the election campaign was conducted under the banner of fighting against
the three Ys in order to appeal to the largest possible demographic (Saetov, 2015). On
the other hand, as mentioned by Olcok (32. Gun, 2022), as the political
communication consultant of the party’s campaigns, the first slogan of the AKP was
“open to light, closed to darkness.”?® This slogan symbolises the departure from the
NVM, so while the slogan during the protests that led to the fall of the Erbakan
government and other political crises such as Susurluk at the end of 1996 and prepared
the 28 February process was “one minute of darkness for permanent light,”*° Erdogan
indicated that he had not forgotten the people’s demand both by implying his
‘victimhood’ with this slogan and by choosing the light bulbs as the logo of the AKP
(Aras, 2022; Tirk, 2024, pp. 20-21). Therefore, it is commonly accepted that the main

reason of the AKP’s decision to include the light bulb in its logo is to signal that the

27 Aslan (2021, p. 3) claims that Erdogan’s emotional image was constructed with a degree of
intentionality and propaganda videos often include his emotional and tearful appearances.

28 The letter Y is the first letter of the Turkish words for corruption (yolsuzluk), poverty (yoksulluk) and
prohibition (yasak).

2 Aydinhga agik, karanliga kapal.

%0 Siirekli aydinlik igin bir dakika karanlik.
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party has come to meet some specific expectations and is committed to fighting
corruption, because the unidentified murders, corruption and economic crises
experienced in Turkey between 1985 and 2000 have created a climate of expectations
in society, particularly with regard to the need for justice and accountability
(Tunaligil, 2005, pp. 218-219).

At the same time, the party distinguished itself ideologically from the NVM.
The party’s ideology was defined and declared as conservative democracy or
democratic conservatism (Dagi, 2005, p. 30; Y. Taskin, 2008, p. 61; Tombus, 2013,
p. 7). As Dagi (2005, p. 30) points out, the AKP departed not only from the leadership
of the movement but also from its ideology. An attempt was made to define a new
ideology or party identity for the AKP, which is called conservative democracy.
Namely, conservative democracy was the key term that characterised the first years,
where the party’s promises included membership in the European Union (EU), the
settlement of the Cyprus dispute and comprehensive political and economic reforms
that would attract the support of liberals and conservatives (Dagi, 2005, p. 31;
Yesilada, 2016, p. 21). Akdogan became one of the ideologues and published AK
Parti ve Muhafazakar Demokrasi (2004), which was hailed by Erdogan as an attempt
to theorise the party’s claim to embrace conservative democracy despite its Islamic
origins.3! Yavuz (2003, p. 250) suggests that the party has succeeded in redefining
itself as a dynamic force that attracts centre-right voters by emphasising its liberal
and conservative Muslim-Turkish project rather than as a “splinter group” within the
NVM.

31 First of all, the AKP tried to distance itself from the anti-systemic, anti-westernisation discourse of
the political Islam, and secondly, the bad performance of centre-right parties in coalition governments
during the 1990s; thus, it adopted conservative democracy which is thought as more universal and more
neutral as the counterpart of Christian democracy in the west. For detailed debates on conservative
democracy, see: Akdogan, Y. (2004). AK Parti ve Muhafazakér Demokrasi (1. basim). Alfa; Akdogan,
Y. (2005). Adalet ve Kalkinma Partisi. In Y. Aktay (Ed.), Modern Tiirkiye’de Siyasi Diistince, Cilt: 6—
Islamcilik (2. baski, pp. 620-631). Tletisim; Yilmaz, N. (2005). Islamcilik, AKP, Siyaset. In Y. Aktay
(Ed.), Modern Tiirkiye de Siyasi Diisiince, Cilt: 6—Islamcilik (2. baski, pp. 604—619). Iletisim; Dagi, 1.
D. (2005). Transformation of Islamic political identity in Turkey: Rethinking the West and
westernization. Turkish Studies, 6(1), 21-37; Simsek, S. (2013). Conservative Democracy as a
Cosmetic Image in Turkish Politics: The Semiology of AKP’s Political Identity. Turkish Studies, 14(3),
429-446; Akca, 1. (2014). Hegemonic Projects in post-1980 Turkey and the Changing Forms of
Authoritarianism. In I. Akga, A. Bekmen, & B. A. Ozden (Eds.), Turkey Reframed: Constituting
Neoliberal Hegemony. Pluto Press; Hosgor, E. (2015). The Question of AKP Hegemony: Consent
without Consensus. In N. Balkan, E. M. Balkan, & A. F. Oncii (Eds.), The neoliberal landscape and the
rise of Islamist capital in Turkey (pp. 201-234). Berghahn Books.
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The road to the 2002 elections was paved with tensions caused by the political
crisis brought about by the decisions® of the National Security Council (MGK) and
the poor economic policies of the ANASOL-MHP government®® after the 1999
election (Bacik, 2004, pp. 821-822). The tension reached its peak when the then-
President Ahmet Necdet Sezer threw the Constitution booklet at the then-Prime
Minister Biilent Ecevit (140journos, 2018; Isler & Dalp, 2021, p. 100). After this
political tension, the markets turned upside down, daily interest rates rose to
astronomical figures,®* the stock market experienced a historic 15 per cent drop, the
Turkish lira was devalued, and corruption was rampant. This, together with Ecevit’s
deteriorating health and the dissolution of the coalition government, led to the decision
to hold elections 18 months early (Aydin & Taskin, 2014, p. 459; BBC - BBC News
Tiirkge, 2018; Bostan Unsal, 2023; isler & Dalp, 2021, p. 100). While the AKP’s
election campaign was in full swing, a closure lawsuit was filed against the AKP nine
days before the election (Aydin & Taskin, 2014, p. 47). People go to the polls under
this stress (Aras, 2022). Turk (2024, p. 12) states that, in general, “the politics of
Turkey in the 1990s is the original medium of political actors who succeeded in
enraging the voters with every step they took; therefore, the results of the 2002 election
essentially reflect this anger and boredom.”

As a one-year-old political party, the general election of 3 November 2002
was the first in which it participated. While some sections of the public, in the midst
of economic and social depression, perceived the AKP as a potential remedy for the
uncertainty and insecurity pervading the country, other sections of the public
regarded the AKP as a source of hope and voted for it to assume power in its
inaugural election. As Caliskan (2014, p. 5) observes, “the AKP represented a new
breath in Turkish politics, pushing all political parties and the Kemalist

establishment to negative politics.” The centre-left CHP, led by the nationalist Deniz

32 The 28 February process.
33 A coalition government composed of ANAP, DSP and MHP.

346200 per cent according to Bostan Unsal (2023) and 7500 per cent according to Isler and Dalp (2021,
p. 100).
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Baykal,® which would become the main competitor of the AKP from that point on,
found itself in a position close to negative politics by telling the people what the CHP
would prevent the AKP from doing, while the AKP ran a campaign focused on
increased democracy, pro-European Union politics, and economic wellbeing
(Caliskan, 2014, p. 5). The negative campaign strategy of the CHP against its rivals
included soft and hard negative political advertising. The former is exemplified by
the slogans and related visuals, such as “Don’t let ruin your family”3® and “Don’t be
left holding the bag,”®” and the latter by a pragmatic message of “No Left, No
Right”® and “Fateful Choice”®® with ideological content (Sun Ipekesen & Duman,
2015; Tunaligil, 2005, pp. 264, 269, 271, 310-311). The CHP’s strategy was
designed to convey to the public that the AKP, which was then perceived as a
competitor, might potentially mislead the public after the elections. However, by
adopting this strategy, the party eschewed making any commitments regarding the
potential actions of the party upon assuming power or presenting an optimistic
outlook on the future (Tunaligil, 2005, pp. 264, 267). In other respects, a columnist
stated that the CHP merely issued a warning to voters against the AKP; that is, with
its slogans, it acknowledged that the one in front is different, and “positioned” itself
in the second place (cited in Tunaligil, 2005, p. 282).

Meanwhile, the ANAP’s campaign employed a negative advertising strategy,
utilising the slogan “This light bulb will darken your life; vote for the ANAP, not for
darkness,*® which featured the light bulb, the symbol associated with the AKP.
During the course of the electoral campaign, the ANAP positioned the AKP as a rival
party, which was the leading party in public opinion polls, and no negative
advertisements were broadcast against any other party. The objective was to influence

undecided voters and foster a sense of scepticism towards the AKP. By utilising a

35 Former Deputy Prime Minister and Minister of Foreign Affairs in 1990s, and the leader of the main
opposition party, the CHP, as the fourth leader between 2002-2010.

% Qcaginiza incir agaci dikilmesin.
37 Kabak basiniza patlamasin.

% Sag1-Solu Yok.

39 Kader Secimi.

40 Bu ampul sizin hayatimzi karartacak; karanliga degil, ANAP’a oy verin.
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black light bulb and the phrase “this bulb will darken your life,” the ANAP sought to
associate the AKP with “darkness” and portray itself as “light” (Tunaligil, 2005, pp.
214, 242-243). Olcok asserts that the ANAP’s negative campaign strategy
significantly contributed to the promotion of the newly established AKP and its logo.

In an interview, he stated the following:

“By the time the Motherland Party entered the election, it had already
become a party with a reputation for being associated with darkness.
The question thus arises as to the extent to which it would have been
feasible to position a nascent political party in Turkey as embodying
darkness and to present itself as representing light. This strategy
proved effective for us in the following manner: we were a new party,
we were participating in the electoral process, and we had reservations
regarding the extent to which our emblem was recognisable. It is
conceivable that the Motherland Party provided us with support
through its negative campaign” (Olcok - 32. Giin, 2022).

In the election held 3 November 2002, of the eighteen political parties that
participated in the election, only two were represented in parliament, while the
remainder failed to meet the electoral threshold — which at the time was 10%. The
conservative AKP won 363 seats, thereby becoming the ruling party. The main
opposition party, the CHP, which was supported by the secularist voters, won 179 seats
(Bacik, 2004, pp. 821, 826; Cop, 2016, p. 213; Tiirk, 2024, p. 55; Yavuz, 2003, p. 256).
The AKP’s electoral success was welcomed by those who believed that a single-party
government would ensure stability in foreign and economic affairs (Bacik, 2004, p. 826).
However, Erdogan was unable to be elected to parliament due to his political ban and,
therefore, was not assigned the role of forming the new government and becoming the
prime minister. Instead, Abdullah Giil formed the 58" government of Turkey until
Erdogan’s ban was lifted with the support of the CHP (essentially, of Deniz Baykal).
Subsequently, Erdogan was elected as a deputy from Siirt, where the election was
cancelled by the Supreme Board of Elections (YSK) and renewed on 9 March 2003
(Aras, 2022, 2023a; Aydin & Taskin, 2014, p. 471; Isler & Dalp, 2021, p. 101). In the
midst of these developments, Erdogan had travelled to meetings in Europe and the USA

without any official qualifications, effectively acting as the country’s de facto ruler.*!

41 In a two-week period in 2001, Erdogan visited to twelve member states of the EU and held a meeting
at the White House with President George W. Bush (Saetov, 2015).
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The government sought to reassure the public while simultaneously challenging the
secular elites in a controlled manner. To illustrate, Biilent Aring, the speaker of the
parliament, bade farewell to the President accompanied by his wife wearing a headscarf,
something that had never been seen before. As a result of such outbursts, this 15-month-
old political movement garnered the admiration of the majority of conservative
individuals (Aras, 2022).

The first year of the government, 2003, was marked by the 1 March
Memorandum. The content of this memorandum was to authorise the government to
send the Turkish armed forces abroad and to allow the deployment of US troops on
Turkish soil for the invasion of Iraq. Erdogan, who had not yet been elected as an MP,
stressed the necessity of ratifying the memorandum on the one hand while
simultaneously monitoring the process of his election on the other. Prior to the by-
election in Siirt on 9 March and his inaugural statement as prime minister on 14 March,
the memorandum was rejected in parliament on 1 March 2003. Despite there being
more votes in favour of the memorandum (264) than against (250), the absolute
majority (267) required by the constitution was not achieved (Aras, 2023a; Glvenc,
2023). Upon assuming the role of prime minister, Erdogan promptly completed this
unfinished task. The government resolution was submitted to parliament on the night
of 19 March, passed on 20 March and published in the Official Gazette on 21 March.
Thereafter, the USA commenced military action against Irag, leading to the outbreak
of war (Aras, 2023a; Dikmen Caniklioglu, 2007, pp. 33—-34; Goztepe, 2004, pp. 94—
99; Milliyet, 2003).

Meanwhile, one of the most discussed topics of the period was the reunification
of the island of Cyprus and the plan proposed by the then-UN Secretary-General Kofi
Annan for a peace process with the objective of resolving the conflict in Cyprus.*?
Erdogan and the AKP officials consistently advocated for a solution (Eroglu, 2002, p.
788). Additionally, Erdogan endorsed the implementation of the plan despite a media
dispute with the leaders of the Turkish Republic of Northern Cyprus. The ongoing

conflict in Iraq and the evolving situation in the Cyprus dispute gave rise to concerns

42 For more details, see: Milne, (2003). One state or two? Political realism on the Cyprus Question.
Round Table, 368, 145-162; Hoffmeister, F. (2006). Legal aspects of the Cyprus problem: Annan plan
and EU accession. Martinus Nijhoff Publishers.; Attalides, M. (2014). The Cyprus Problem after the
1999 Helsinki European Council. Mediterranean Quarterly, 25(1), 22-53; Aydin & Tagkin (2014, p.
474).
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among the general public, including those who traditionally espoused conservative
views (Aras, 2023a).

Following the turbulence of 2003, the year 2004 was relatively calm, although
it was an election year for Turkey. The government and Turkish society were
preoccupied with a number of critical issues, including economic recovery, debates
about the religious character of the ruling elite, and foreign relations with the
international community, particularly the United States. Those of a conservative
disposition sought to practise their religion without being subjected to discrimination
and to maintain their existing way of life. The government, or the AKP, articulated its
policies towards disparate oppressed segments of society and minorities.*® It relied on
the idea that conservatism did not necessarily mean being religious and gave the
impression of a liberal outlook. Without abandoning its religiosity, it ruled by making
decisions with a rational mind and established relations with the West, which the NVM
had portrayed as anti-religious and ogre-like. The government allied with the US and
aligned itself with that country in its dispute with Irag, which is also a Muslim country.
In this managerial approach to governance, the vehement objections of the secularist
factions were rendered moot as economic and social prosperity grew within the
country. In essence, the AKP dilutes religion like a solution (Aras, 2023b).

The local elections were regarded as a referendum on the outcome of the 3
November 2002 elections. For the AKP, the 2004 elections represented a continuation
of service with “full power,” as evidenced by their victory in the local elections. For
the opposition parties under the electoral threshold, except for the CHP, constituted a
competitive race against the AKP with the objective of increasing their vote rates. For
instance, the MHP’s objective was to regain the confidence of the electorate by
winning 10% of the votes cast in local elections across Turkey (Erciyas & Baykal,
2018). The primary emphasis of the political parties was on the provision of services
and economy-oriented discourses; the addressed issues were infrastructure,
unemployment, resource management, and environmental pollution. The AKP was the
only party to emphasise the necessity of strengthening and restructuring local

governments. In contrast, although the CHP’s primary objective, as the main

4 These policies were about the Alevi initiative, the status of djemevis, the curriculum of religious
education, the Kurdish initiative, the state TV channel broadcasting in Kurdish language, and the mother
tongue-based education denoting the Kurdish language.
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competitor, was to win electoral victory in major urban centres, particularly istanbul,
and to enhance its vote share, it structured its campaign around the slogans such as
modernity and secularism, which would later be associated with the tutelage regime
(Erciyas & Baykal, 2018). Indeed, the CHP ran a caricaturised electoral campaign
supported by humour with the adaptation of a cartoon film (32.Giin, 2024).
Nevertheless, the focus of the criticisms was two-folded: first, the lack of the CHP’s
narrative on the promotion of the candidates for municipalities and local
administrations and their qualities; and second, its political stance about the domestic
politics and foreign relations. Such that the CHP adopted a position of opposition to
the Cyprus negotiations within the context of the prevailing agreements and articles at
the time. Concurrently, the party conveyed an ambivalence towards the EU and
demonstrated minimal engagement with EU-oriented policies (32.Gun, 2024).

The contentious issue of Cyprus remained unresolved, and a week prior to the
local elections, Turkey and Greece were scheduled to engage in negotiations regarding
this matter (32. Gun, 2023). Concurrently, the AKP initiated the implementation of
novel practices, particularly within the domain of healthcare, while simultaneously
pursuing its electoral campaign. One of the primary focal points of the campaign was
the Health Transformation Programme, which was the subject of considerable criticisms
and complaints and continues to be a topic of considerable discussion (Aras, 2023b).
The local elections were held on 28 March 2004, and the AKP demonstrated its efficacy,
securing victory in 12 of the 16 metropolitan cities and becoming the first party to attain
47.67% of the votes. The following section provides an account of subsequent

developments in the context of the country’s pathological tensions and dichotomies.
3.2.  e-Memorandum: 2007

Following the local elections of 2004, the AKP assumed control of the majority
of the municipalities, a development that generated considerable enthusiasm among
the general public, particularly among the children of conservative families. This is
because an increase in the number of municipalities under the control of the AKP
would result in an expansion of employment opportunities for individuals aligned with
its ideological stance. Additionally, it would lead to an influx of tenders from
conservative contractors and merchants seeking to conduct business with these
municipalities. These local developments had a significant impact on numerous
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households, as did the AKP’s radical economic decisions (Aras, 2023c). In the period
following the local elections, the AKP implemented a series of policies, particularly
in the economic sphere, drawing upon its privatisation policy inherited from the Ozal
(ANAP) era (Aras, 2023c).

The year 2005 commenced with the decision to remove six zeros from the
Turkish lira, resulting in the circulation of the New Turkish Lira (YTL) on 1 January
(Aras, 2023c; Aydin & Taskin, 2014, p. 49). With regard to domestic policy, the
recently enacted Turkish Penal Code, which introduces and covers regulations in a
multitude of areas, including from illegal construction to drunk driving, came into
effect on 1 June. The AKP’s foreign policy also underwent notable developments in
the year under review, particularly with regard to its aspiration to become part of the
EU. On 3 October, the EU accession negotiations commenced, which subsequently
reached a stalemate in the near future (Aras, 2023c; Aydin & Taskin, 2014, pp. 49—
50). The inauguration of the Blue Stream gas pipeline took place on 17 November with
the participation of Russian President Putin, Italian Prime Minister Berlusconi and
Prime Minister Erdogan. This event was of significant geopolitical importance, as well
as being important for the AKP to be featured in the same photograph as world leaders
in terms of reputation-building (Aras, 2023c).

In the initial month of 2007, Turkey witnessed the assassination of Hrant Dink,
the editor-in-chief of the Agos Newspaper, and a subsequent funeral attended by
thousands of individuals. The perpetrators of the murder planned to have a 17-year-
old boy held responsible for the crime. This uneducated boy was sent to prison by the
Turkish police with a flag on his back as if he had been drafted into the army, causing
public outrage (Aras, 2023d; Aydin & Taskin, 2014, pp. 51, 483).

The 2007 presidential elections represented a significant turning point in the
previous, more moderate and more liberal AKP rule** (Akca, 2014, p. 36;
Kalaycioglu, 2012, p. 2; Yesilada, 2016, pp. 23-24). From the outset of 2007, the

4 It is beyond the scope of this dissertation, but one can look at the literatures of authoritarianism of the
AKP rule and polarisation in Turkey which indicate that the 2007 and 2010 referendum processes add
fuel the flames of authoritarianism of both the AKP, Turkish-type so-called presidential system, one-
man regime of Erdogan, and democratic backsliding of the country.
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presidential elections* in Turkey began to unfold in a manner that precipitated a
crisis. The seven-year term of the then-rigidly secularist President Ahmet Necdet
Sezer was due to expire in May, and the then-Prime Minister Erdogan contributed to
the prevailing uncertainty and tension by refraining from announcing his party’s
candidate (Bacik, 2008, p. 377; Ding, 2008, p. 4). The name of the candidate was
announced to the public at the last possible moment, just 30 hours before the deadline
(Alpan, 2010, p. 189).

When the nomination of Foreign Affairs Minister Abdullah Gul as the AKP
candidate for the presidential election, the Chief of the Turkish General Staff made a
statement at a press conference on 12 April, he asserted that the new president should
demonstrate “a commitment to Atatlrkism, secularism and the fundamental principles
of the republic in substance, not in rhetoric.” Two days later, on 14 April, the inaugural
“Republic Protests™® were held by civil society organisations and opposition parties
in front of Amitkabir*’ in Ankara, two weeks prior to the presidential election in
parliament (Aras, 2023d). The primary objections to Giil’s candidacy originated from
his previous statements regarding secularism and the fact that his wife wears a
headscarf. Additionally, her presence in the presidential residence would be in
contravention of the law due to the prohibition of headscarves in public spaces (Ding,
2008, p. 5).

The first round of the presidential elections was held in parliament on 27 April
but was boycotted by the main opposition party, the CHP. The AKP’s candidate, Giil,
received 357 votes out of a total of 361. However, due to the two-thirds quorum
requirement, namely the presence of 367 deputies in parliament during the election,
the CHP appealed to the Constitutional Court (Aras, 2023d; Bacik, 2008, pp. 378, 380;
Cop, 2016, p. 213; Ding, 2008, p. 5; Hendrick, 2015, pp. 235-236; Isler & Dalp, 2021,

4 At that time, Turkey had almost centennial parliamentary system experience and the President was
elected by the Parliament, not elected by the people as it is now under the presidential executive system.

4 The impetus behind these demonstrations was the possibility of any politician with an NVM
orientation or Islamist roots running for the presidency; in other words, the idea of an AKP president
would mean the “ultimate Islamisation” of state institutions and led to anxiety in society that secular
republican values would be under threat (Alpan, 2010, p. 266; Bacik, 2008, p. 377). They were held in
major cities such as Ankara, Istanbul, izmir, Canakkale and Manisa between April and May 2007 with
the message of protecting the republic.

47 Atatiirk’s mausoleum.
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p. 114). At midnight on the same night, a statement, popularly known as an e-
memorandum, was published on the General Staff’s website. In this electronic
memorandum, the TSK (Turkish Armed Forces) declared its position on the
presidential election, asserting its commitment to secularism (depicting itself as an
absolute defender of secularism). This declaration created an atmosphere in which the
memories of the “old” Turkey and Kenan Evren*® came to people’s minds (Aras,
2023d; Ding, 2008, p. 5; Hendrick, 2015, p. 235). Subsequently, on 1 May, the
Constitutional Court cancelled the first round of the election, ruling it unconstitutional
at the request of the CHP. In summary, a profound systemic crisis emerged due to the
heightened sensitivity of secular groups to the potential for the “ultimate Islamisation”
of state institutions.

This political crisis and the failure to elect a president resulted in the AKP
calling for early elections in July 2007 — initially scheduled for November. This was
done in order to gain a parliamentary majority and pave the way for the election of Gl
as president (Bacik, 2008, p. 377; Ding, 2008, p. 4). During this period, there was a
notable increase in tensions between those who espoused secular and those who
espoused religious views. The religious people perceived and felt a renewed sense of
injustice and alienation. The seculars persisted in their efforts to safeguard the state,
which they perceived as vulnerable to shifting towards a more religious form of
governance from the conservatives. They also continued to organise the republican
protests that started on 14 April in various cities. The term of office of President Ahmet
Necdet Sezer expired on 16 May, but as a new president could not be elected, he
continued in office (Aras, 2023d; Bacik, 2008, p. 377).

As a consequence of the Constitutional Court’s decision on the presence of 367
deputies, the AKP proposed a package of constitutional amendments, which were
passed by parliament on 10 May with the support of the ANAP, which was concerned
with preventing military interference. The package included articles on a five-year
presidential term instead of seven years, popular election, re-election of the same
person as president no more than twice, reduction of the parliamentary election period

from five to four years, and abolition of the 367-majority requirement for opening

48 Military officer who led the 1980 military coup, and acted as the President both the junta regime and
between 1982-1989.
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parliamentary debates (Aras, 2023d; Aydin & Taskin, 2014, p. 480; Ding, 2008, p. 5).
However, the incumbent president, Sezer — given that no new president could be
elected — exercised his right of veto on the grounds that the proposed amendments
would create problems for the regime (Aras, 2023d; Ding, 2008, p. 5). Upon the second
approval of the package by parliament, Sezer, no longer able to veto it, decided to
submit the amendments to a referendum, which was held on 21 October 2007.
Meanwhile, both President Sezer and the main opposition party, the CHP, sought the
Constitutional Court’s intervention to annul the package. However, the court ruled in
favour of the AKP government (Aydin & Taskin, 2014, p. 480; Cop, 2016, pp. 213—
214; Ding, 2008, p. 5).

As can be seen, the agenda turned out to be the early elections, in which the
country proceeded to the polls under the emotional context of a renewed secular-
religious tension (Tuncer, 2007, p. 137). The 2007 general elections assumed
considerable significance as a consequence of the political involvement of the army,
the controversial decision of the Constitutional Court and the inability of the
parliament to elect a new president (Bacik, 2008, p. 380). In consequence, the election
campaigns of the political parties were conducted in a highly contentious political
climate in the run-up to the 2007 parliamentary elections. The AKP’s electoral strategy
during the campaign period was focused on two key issues. One was, as expected, the
“quorum of 367" issue, which was utilised as a campaign tool, and the other was the
emphasis on stability and development, which is a fundamental advertising strategy
employed by ruling parties (Bacik, 2008, p. 379; Ding, 2008, p. 13; Uztug, 2007). As
Bacik (2008, p. 379) notes, “the AKP used ‘367 shrewdly, it quickly became the
symbol of the struggle against the ‘elitist oligarchy’ with AKP managing to present
the election as a referendum on democracy.” In accordance with the aforementioned
strategy, the Minister of Foreign Affairs and presidential candidate Abdullah Giill made
appearances at all the party’s significant election rallies (Bacik, 2008, p. 379; Ding,
2008, p. 13).

The military’s response and the opposition’s reaction to the candidacy in
question enabled the AKP to portray the situation in a manner that would resonate with
its supporters. Erdogan repeatedly emphasised and expressed discontent at the rallies,
claiming that Giil’s election had been impeded and that he had been treated unjustly
by those he perceived as the defenders of the regime. In essence, Erdogan’s actions
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served to further reinforce the narrative of victimhood on piety, particularly in the
context of the presidential election crisis. The e-memorandum thus assisted the party
in framing the elections as a referendum for the general public, presenting the choice
between supporting either a military or a civilian government as a populist struggle
between the elites (connotating the main opposition party) and the people (connotating
the AKP as the representative of the people) (Ding, 2008, pp. 13-14).

In the rallies, Erdogan frequently employed emotional rhetoric drawn from
populist politics and the Islamic tradition, utilising the “language of love” to connect
with supporters and make overt religious references. He repeatedly informed the
audience that: “We love you very much, we have great love for Turkey, we do not
discriminate between regions.” Namely, he articulated sentiments of profound
affection and attachment to the Turkish people, emphasising the absence of any
discrimination. He also invoked the Sufi poet Yunus Emre, who is known for his
adoration of the entire human race: “We love the created because of the Creator”*
(Ding, 2008, p. 14). Ding (2008, p. 14) argues that “it is undeniable that the leader of
the AKP, Erdogan, has developed an affective bond with the electorate” through the
language he uses, through the utilisation of religious allusions for political gain.

As was the case in the initial years of its rule, the AKP was readily positioned
at the centre-right end of the political spectrum due to the tensions that emerged in
2007. The historical and traditional DP position was shaped by a number of
dichotomies, including those between the state and the nation, between a coup and
democracy, between the civilians and the bureaucracy, and between secularism and
religious fundamentalism (Uztug, 2007). Uztug (2007) observes that the party did
not utilise this position in its political advertising in the form of videos. This may
have been due to a lack of perceived necessity or responsibility regarding its
polarising effect, with a preference instead reflecting a more moderate stance through
film posters featuring side-by-side photographs of Menderes, Ozal and Erdogan with
the words “Stars of Democracy.” Indeed, the poster was distributed as part of the
election campaign by certain foundations with close ties to the AKP government
(Giilten, 2009; Sertoglu, 2007; Yasli, 2013). In conclusion, the AKP was able to

49 “Yaratilan1 severiz, Yaratandan &tiirii.”
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capitalise on the opportunity to consolidate its position in relation to the legacy of
the DP.

In regard to the second axis of the campaign, as Uztug (2007) elucidates, the
AKP did not neglect any issue and made the electorate observe a plethora of
advertisements on a multitude of subjects, including health, education, economy, and
transportation. This approach was deemed an optimal strategy for ruling parties, as it
involved showcasing their deeds, actions, and practices. Accordingly, the campaign
placed an emphasis on the achievements and the continuation of stability under the
AKP rule (Ding, 2008, pp. 15-16). Another significant factor that influenced the
campaign process was the series of bombings that occurred prior to the elections.
These included the bombing of a shopping centre in the capital city of Ankara in May
and several attacks in the eastern region of the country.> The funerals of the martyrs
constituted an important item on the political agenda, and debates about the practice
of making politics through funerals were intense (Uztug, 2007). Such occurrences
prompted the party to address matters pertaining to security and nationalism in its
campaign (Ding, 2008, p. 5).

The AKP campaign’s primary slogan, “No Stopping, Keep Going,”*! aligned
with these two core axes. According to the advertising agency Acrter, this slogan was
identified as one of the most impactful slogans in the global arena. Olcok, the
campaign strategist and communication consultant, who emphasises emotion in
election campaigns, films and songs, provided a first-hand account of the genesis of
the slogan:

“It was a process like this at that time: 367 was invented, and the
president could not be elected. A decision was taken to hold a
referendum. At that time, [the Ak Party] was clearly being treated
unfairly. What had to be done at that time was: ‘We will continue on
our way!’ This feeling had to be followed up. That’s why this was the
slogan of this campaign...” (Isler & Dalp, 2021, p. 114).

%0 Source: https://www.mazlumder.org/tr/main/yayinlar/yurt-ici-raporlar/3/2007-mayis-ihlal-
raporu/799

51 Durmak yok, yola devam.
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The underlying idea was that the motif of the slogan should reflect the
government’s commitment to continuing Turkey’s development without deviating
from its established trajectory (isler & Dalp, 2021, pp. 114-115).

On 22 July 2007, the AKP secured a decisive victory, winning 46.58% of the
vote and 341 parliamentary seats (Alpan, 2010, p. 269; Aras, 2023d; Bacik, 2008, p.
380; Hendrick, 2015, p. 236). The main opposition party retained its position, securing
112 seats, even though it lost its status as the sole opposition party (Erciyas & Baykal,
2018). In this election, a third party was eligible to win 71 parliamentary seats by
passing the 10% electoral threshold. This was the MHP (Aras, 2023d; Bacik, 2008, p.
380; Turk, 2024, p. 55). Despite having been eliminated in the previous election of
2002, the party appears to have capitalised on public discontent towards the AKP and
the CHP, who were embroiled in electoral tensions. Aras (2023e) claims that for those
of a conservative disposition, religion and nationality are inextricably linked, and thus,
the MHP represents a second, alternative address to which one may cast one’s vote.

Despite the high level of voter turnout, the number of AKP deputies was
insufficient for the party to elect the new president alone (Bacik, 2008, p. 380).
Following the finalisation of Gul’s candidacy on 11 August, this right-wing
opposition MHP participated in the electoral process, anticipating a political
backlash (Hendrick, 2015, p. 236). In the third round of the presidential election on
28 August 2007, Giil was elected as the 11" president with 339 votes, thus
concluding the stalemate on this issue in favour of the government. Subsequently, a
constitutional referendum was held in October 2007 with the objective of amending
the presidential election process (S6zen, 2016, p. 201). In the early hours of the day
of the referendum, an armed conflict occurred in Daglica, resulting in deaths,
injuries, or abduction of a number of soldiers. Once again, the Turkish people went
to the polls in a state of anxiety, and the proposed constitutional amendment was
approved by a majority of 68.95% of the votes cast (Aras, 2023d). These electoral
victories imbued the AKP government with a sense of security and enabled it to
cultivate self-confidence (Kalaycioglu, 2012, pp. 2-3).

The AKP’s policies between 2002 and 2007 resulted in a significant reduction
of health-related issues. This was achieved by the integration of diverse hospitals under
a unified state hospital insurance scheme, facilitating access to private healthcare
facilities, the establishment of primary care clinics and the provision of free medical
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care up to the age of 18. Furthermore, the distribution of food and coal to low-income
groups, the provision of free textbooks for primary and secondary education, and the
facilitation of homeownership for the lower and middle classes through the Mass
Housing Development Administration of Turkey (TOKI)? contributed to the AKP’s
popularity (Akca, 2014, p. 31; Erkmen, 2017, p. 917). Moreover, the government
placed significant emphasis on democratisation in line with the EU accession
negotiations (Erkmen, 2017, p. 917).

Conversely, the general public became aware of the Ergenekon trial, which
commenced in June 2007 following the discovery of explosive ammunition in a
residence in Umraniye (Aydin & Taskin, 2014, p. 475; Hosgor, 2015, p. 231). The
subsequent year was characterised by a series of high-profile trials and investigations,
including those of Ergenekon and Balyoz,®® which led to accusations of the
establishment of a secret organisation with secularist intentions and of plotting against
the Turkish government. In 2008, a significant number of retired generals, along with
active low-ranking military officials and civilians, including journalists, intellectuals
and academics, were subjected to legal proceedings in the Ergenekon and Balyoz trials
(Aydin & Taskin, 2014, p. 475; Hosgor, 2015, p. 231; Yesilada, 2016, p. 23).
Furthermore, Erdogan assumed the role of the prosecutor in the Ergenekon trials, while
Baykal, the leader of the CHP, presented himself as the defendants’ lawyer.
Kalaycioglu (2012, p. 4) characterises this dispute and the subsequent trial as a

political football.

As Aras (2023d) observes, the year 2007 saw a further intensification of
polarisation and the incorporation of the Gllen community into state institutions,
which were identified as a priority target for the removal of the secular elites. At this
juncture, when the Turkish political elites were increasingly viewing each other as
“friend and foe” engaged in a “relentless struggle”, the local elections scheduled for
March 2009 were to be held (Kalaycioglu, 2012, p. 4). This topic will be elaborated

upon in the following section.

52 Toplu Konut idaresi Bagkanlig1.

%3 Sledgehammer in English.
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3.3.  One Minute: 2009

The ongoing religious-secular conflict over the headscarf in the country
continued in 2008. In a statement released on 14 January, Prime Minister Erdogan
asserted that “even if the turban is a political symbol, it is not a crime” (Aydin &
Taskin, 2014, p. 52). The opposition, particularly the CHP — which has regarded itself
as fulfilling a mandate to safeguard secularism since its foundation once again
positioned itself as an advocate® of secular ideology when it targeted the AKP as a
party that “had become the centre of activities contrary to the principle of secularism.”
(Aydin, 2022; Tever, 2023, p. 40).

On 27 February, the opposition parties submitted an application to the
Constitutional Court requesting the annulment and suspension of the constitutional
amendment that provides for the “liberalisation of the headscarf in higher education.”
On 14 March, the chief prosecutor of the Supreme Court of Appeals filed a case for
the closure of the AKP with the Constitutional Court. However, on 30 July, the
decision was not to close the party but to cut off half of its state aid in 2008 for creating
a focus contrary to secularism. On 5 June, the Constitutional Court ruled to overturn
the amendment that permitted the free wearing of headscarves in universities. On 25
July, the Ergenekon indictment, which had been submitted on 14 July after almost a
year of preparation, was accepted, marking the official commencement of the trial
process (Aras, 2023e; Aydin & Taskin, 2014, p. 52).

The year 2009 also saw the inauguration of the state television channel TRT 6,
a 24-hour Kurdish language channel that was renamed TRT Kurdi in 2015 (Aras,
2023f; Aydin & Taskin, 2014, pp. 53, 485). In a country where it was previously
prohibited to speak Kurdish in everyday life, the broadcasting of a Kurdish television
channel, the use of Kurdish in election propaganda, addressing voters in Kurdish from

the podium, and even the establishment of Kurdish Language Departments® at

% After a while, the party’s stance on the headscarf issue changed as the party underwent a
transformation under the leadership of Kiligdaroglu. For example, the new CHP did not oppose the
headscarf in parliament in 2013; Kiligdaroglu defined the CHP as a “defender of the freedom of religion
and conscience” in 2017; and it also has members who wear headscarves (Aydin, 2022; Caliskan, 2014,

p. 7).
%5 Kurdish education at universities came to the agenda in the 2010s. Mardin Artuklu University became

the first university to admit students for the Kurdish Language and Literature undergraduate programme
in the 2011-2012 academic year (BBC News, 2011).
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universities in the following years represented tangible steps towards the government’s
Peace Process policy, which was officially known as the Kurdish initiative®® (Musluk,
2010, p. 314). In other respects, the establishment of the channel provoked unease
among nationalist and chauvinist groups. However, this initial discomfort was
necessary for the process of societal adjustment and acceptance (Aras, 2023f). Another
component of the AKP’s democratisation policy, or democratic opening process, was
the Alevi initiative,>” which commenced in 2009. The democratisation policies of the
AKP government towards minorities, such as the Alevi initiative and the Kurdish
initiative, are also evaluated in the literature as political tools of the regime’s
authoritarian nature (Akga, 2014, p. 43).

The AKP government did not act as an isolated entity on matters pertaining to
minority rights and the headscarf ban. Instead, it sought to foster alliances with liberal
and leftist groups, aiming to secure their support. One notable example is the Council
of Ministers’ decision on 10 January 2009 to reinstate Nazim Hikmet®® as a Turkish
citizen (Aras, 2023f; Aydin & Taskin, 2014, p. 53). On 29 January, the Prime Minister,

% 1t was also named after Kurdish opening. The Kurdish initiative was a part of the National Unity and
Fraternity Project, commonly known as democratic initiative which aimed respect for and improve
human rights, democracy, and freedoms was started in 2009 (Oney & Selck, 2017, p. 773). The
negotiations between the parties of the process — the PKK and the MIT, in 2009 and 2010 took place as
Oslo negotiations in the media and public opinion. These negotiations were leaked to the press. The
meeting of the undersecretary of MIT with Ocalan, who is a founding member of the PKK and political
criminal, on the island of imrali caused great repercussions, especially among nationalist groups (Aras,
2023f; Gérmiis, 2019, pp. 30-31). At the end of December 2012, AKP leader Erdogan re-launched the
so-called Peace Process, an initiative aimed at solving the Kurdish problem through democratic means
(Aydmm & Taskin, 2014, pp. 486, 490). The process included three stages: the PKK would disarm,
withdraw, and combatants would be reintegrated; there would be constitutional and legislative
amendments; and there would be political negotiations and normalisation process (Hosgér, 2015, p.
230). It was over after the Kurdish side’s announcement of ending ceasefire in 2015 (Gormiis, 2019,
pp. 50-51). For further details, see: Kayhan Pusane, O. (2014). Turkey’s Kurdish Opening: Long
Awaited Achievements and Failed Expectations. Turkish Studies, 15(1), 81-99; Alpay, N., & Tahmaz,
H. (Eds.) (2015). Baris agisini savunmak: Coziim Siireci’'nde ne oldu? (ilk basim). Metis Yayinlari;
Ozhan, T. (2015). Normallesme sancisi: A¢ilim’dan Céziim Siireci’ne Kiirt meselesi (2008-2015).
Ozgiir Yaymlari; Oney, B., & Selck, T. J. (2017). What was the ‘Kurdish opening’ all about? A
qualitative text analysis of parliamentary group speeches in Turkey. Ethnicities, 17(6), 771-791; Cicek,
C. (2018). Siire¢: Kiirt catismasit ve ¢oziim arayislari (1. baski). Tletisim Yaymlar; Gormiis, A. (2019).
Efforts to solve the Kurdish question: The standpoints of the parties and the opposition (2002-2019)
[Assessment Report]. Democratic Progress Institute.

57 This overture did not reach to nowhere because until the end of 2015, the AKP government did not
make any executive and legal stride regarding the status of djemevis, dedes, curriculum of related
religious education, equal citizenship and discrimination; therefore, this was a symbolic step (Gencg,
2016; Kalaycioglu, 2012, p. 4).

%8 Turkish poet and novelist, who was deprived of Turkish citizenship because of his leftist identity and
revolutionary ideas.
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Erdogan, participated in a meeting of the World Economic Forum in Davos entitled
“Gaza: The Case for the Middle East Peace.” He reacted strongly against the
statements made by Israeli President Shimon Peres regarding the Gaza operation,
subsequently departing from the meeting, stating, “I will never come to Davos
again,”® and he asserted that he had not been afforded sufficient opportunity to
express his views. This incident, which came to be known in public opinion as “one
minute,” occurred two months prior to the 2009 local elections (32. Gun, 2020a; Aras,
2023f; Aydin & Taskin, 2014, p. 53; E. Erdogan, 2013, pp. 43—44; World Economic
Forum, 2009). Upon his return from Davos, Erdogan was greeted by a large number
of supporters at the airport, which almost turned into a rally. In his speech, Erdogan
once again resorted to emotional rhetoric for political purposes, stating that “it is the
noble values of this noble society that have brought you here day and night, with love
and excitement.” He also touched people’s sore points by describing himself and his
party as “the voice of the voiceless masses, the person of the orphans” (Anadolu
Ajanst, 2009; E. Erdogan, 2013, p. 44; Tiirk, 2024, p. 73).

The 2009 local elections were notable for the primacy accorded to general
political considerations over and above local dynamics. In the context of the local
elections, the CHP sought to position itself as the opposition party in relation to the
AKP. The CHP adopted a discourse that emphasised unemployment and corruption. It
defined its local government vision with an emphasis on the “Contemporary and Social
Democratic Municipalism Approach.”® In contrast, the MHP attempted to retain its
voter base by pursuing a strategy predicated on the notion of a potential division of the
country, in alignment with the party’s prevailing stance at the time. In its seventh year
in power, the AKP persisted in developing its service-oriented discourse in response
to arguments from the opposition. The AKP revised its vision for local governments,
which was articulated in the 2004 local elections with the slogan “Local Development

Begins,”®! and adopted the concept of “Brand Cities” (Erciyas & Baykal, 2018). The

59 For the evaluation of the Davos crisis from a domestic policy perspective and its impact on the public
opinion, see: Erdogan, E. (2013). D1s Politikada Siyasallagma: Tiirk Kamuoyunun “Davos Krizi” ve
Etkileri Hakkindaki Degerlendirmeleri. Uluslararas: Iliskiler Dergisi, 10(37) 37-67.

80 Cagdas ve Sosyal Demokrat Belediyecilik Anlayist.

61 Yerel Kalkinma Basliyor.
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AKP’s campaign slogans were designed to reflect the party’s emphasis on “service”
alongside the values of unity and solidarity. The campaign slogans were as follows:
“We are all one, we are together, we are brothers,”® “Our work is service, our strength

is the nation,”®®

and “No stopping, continue to serve.”® The final slogan was a slight
modification of the well-known “No Stopping, Keep Going” (AK Parti Kartal Ilge
Baskanligi, 2009; Giircanli & Alp, 2009; Haber7, 2009).

While the agenda was dominated by foreign political developments and their
repercussions at home, Turkey was engaged in preparations for the local elections
scheduled to be held on 29 March. Four days prior, on 25 March, Muhsin Yazicioglu,
the leader of the BBP,% perished in a helicopter crash in a rural area (Aydin & Taskin,
2014, p. 53). The circumstances surrounding his death were controversial, with some
commentators suggesting that it was more akin to an assassination rather than an
accident. This view was based on the perception that Yazicioglu had implicitly
threatened certain individuals with his statements, indicating that he would take action
at a later point in time. Furthermore, his actions were seen to have triggered a sense of
unease and distress by mobilising public opinion (Aras, 2023f; Arpacik, 2023). His
statements prior to the elections were noteworthy: “I was handed over such images
that all hell would break loose in Turkey” (Aras, 2023f). The probability of occurrence
of political assassinations contributed to the gradual establishment of a climate of fear
within the country.

The local elections were held on 29 March 2009, with a total of nineteen
political parties participating. One salient feature of these elections was the prevailing
atmosphere of concern and rising unemployment, which had been exacerbated by the
global economic crisis since 2008. As a consequence of the economic crisis, the
Turkish economy experienced a contraction and unemployment increase for the first
time during the tenure of the AKP government. Therefore, the AKP experienced a
three-point decline in this election compared to the previous local elections in 2004,

62 Hepimiz biriz, beraberiz, kardesiz.
83 {simiz hizmet, giiciimiiz millet.

6 Durmak yok, hizmete devam.

& Buytlk Birlik Partisi.
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receiving 38.80% of the votes. However, this was not a significant decline that had a
notable psychological impact. The party lost approximately 8% of the votes cast in the
2007 general election and approximately 3% of the votes cast in the 2004 local
elections. In the 2009 local elections, the party won 10 out of 16 metropolitan
municipalities, a decline from its 2004 performance when it won 12 out of 16
metropolitan municipalities. In other words, the party lost votes for the first time,
which led to a shift in the perception of “AKP’s invincibility” (Aras, 2023f; Aydin &
Taskin, 2014, p. 483).

In the subsequent process following the local elections, 1 May was designated
as an official holiday and was named “Labour and Solidarity Day” on 22 April (Aydin
& Taskin, 2014, p. 53). To make an analogy, a prudent and benevolent authority does
not act contrary to the will of the subjects but rather guides their will towards their
own interests. It is more persuasive than punitive and attempts to elicit positive
emotions and exploit them for its own benefit (Han, 2020, p. 24). In accordance with
Han’s (2020, p. 24) observation, it can be stated that the AKP, adopting a stance that
was antithetical to its previous actions prior to the local elections, succeeded in
persuading and/or hypnotising the “intellectuals” who had previously aligned with its
political agenda. These individuals included liberals who had previously expressed
support for the lifting of the headscarf ban and those who had been identified as wise
people during the Kurdish initiative (Aras, 2023f). In other words, the AKP
government attempted to adopt a conciliatory “approach to the subject (agent) rather
than opposing it” (Han, 2020, p. 24).

The AKP government, seeking to maintain its unchallenged authority in the
wake of the local elections, introduced a new case into the ongoing Ergenekon
investigation, which was linked to allegations of involvement in a coup. In January
2010, the Balyoz case was brought to public attention when an alleged coup plot was
leaked to the press under the name “Balyoz Action Plan,” as detailed in a report
published in the Taraf Newspaper. On 19 July, the indictment was accepted, and the
trial commenced. The trial was observed with varying degrees of interest and concern
by different segments of the public. Some watched the trial with eagerness, while some
expressed concern about the veracity of the documents that had been leaked (Aras,
2023g; Aydin & Taskin, 2014, p. 494). The public was divided in opinion, and societal
polarisation began to intensify as a result of the emotional swings.
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In May 2010, a change of leadership occurred within the main opposition CHP
following the resignation of Deniz Baykal. This was prompted by the publication of
some obscene images, which were alleged to belong to him (Caliskan, 2014, p. 5).
Kemal Kiligdaroglu was elected as leader on 22 May (Aydin & Taskin, 2014, pp. 54,
291; Turk, 2024, pp. 156-157). He pledged to implement a significant transformation
int the party’s political strategy during his tenure. His primary objective was to
facilitate rapprochement between the two ideological factions of the CHP, namely the
Nationalists and the Social Democrats, with a view to achieving unity within the party.
While the Nationalists, influenced by Baykal’s legacy, pursued a negative policy
towards the AKP, the Social Democrats rallied around Kiligdaroglu’s leadership and
advocated for a more democratic party structure (Caliskan, 2014, p. 5). Despite
Kiligdaroglu’s calls for reform, which resulted in an increase in the CHP’s number of
seats in parliament in the 2011 general elections, which is the subject of the subsequent
section, the election results demonstrated that the AKP’s dominant position and
popularity remained unchanged (Caliskan, 2014; Tever, 2023, pp. 43-44).

On 31 May, the Humanitarian Relief Foundation®® (IHH) set sail with the Mavi
Marmara ship with the intention of delivering humanitarian and medical aid to Gaza,
Palestine. However, the ship was raided by the Israeli military in international waters,
with the accusation being made that the ship had violated the Israeli embargo. The
operation resulted in the loss of Turkish lives, and on 4 June, the Turkish Grand
National Assembly issued a condemnation of the attack (Aras, 2023g; Aydin &
Taskin, 2014, p. 55). Meanwhile, in the domestic politics, following the arrests in the
KCK?®7 operations, in which thousands of individuals were detained between April
2009 and October 2010, the PKK®® initiated attacks in numerous cities across the
country. On 31 May, a rocket-propelled grenade attack was organised against a naval
unit in Iskenderun; on 22 June, a military service vehicle was bombed in Istanbul; on
26 July, a police vehicle was attacked in Hatay; on 31 October, a suicide bomber

attacked a police vehicle in Istanbul’s Taksim Square (Aras, 2023g; Aydin & Taskin,

% |t is a conservative Turkish government-organised non-governmental organisation (GONGO).

7 1t is a Kurdish political organisation committed to implementing the ideology of democratic
confederalism, and characterised as an urban organisation of the PKK.

88 |t is the armed wing of the Kurdish movement (S6zen, 2019, p. 298).
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2014, p. 486). It can be argued that the climate of fear has turned out to be a constant
feature of the social and political life of the Turkish people.

During the tenure of the AKP government, discussions pertaining to judicial
reform were a recurring topic on the political agenda. The initial phase of the tutelage
debate was concluded with the referendum following the 2007 presidential election
crisis, which was instigated by the military’s intervention in politics. The second
phase, now, was the tutelage of the judiciary and the assertion that it was undermining
both the existing AKP government and the EU process of democratising politics.®® The
government was able to secure the passage of a package of constitutional amendments
in parliament despite opposition from the MHP and the boycott of the CHP and the
BDP.” However, the total number of votes cast was 336, which fell short of the
required majority of 367. Consequently, President Abdullah Gl proceeded to hold a
referendum on the matter, scheduled for 12 September 2010 (Aras, 2023g; Aydin &
Tagkin, 2014, p. 486). This date was selected as a result of Erdogan’s revanchist
attitude, with an allusion to the 1980 coup d’état. It was subsequently transformed into
a campaign of “fighting coups and juntas” (Aras, 2023g; Cosar, 2014, p. 74). The
package of amendments included a number of changes to the structure of the
Constitutional Court,” including alterations to the number of members, their term of
office and method of appointment, the voting rates of the members of the court for the
annulment of constitutional amendments and party closure cases, the introduction of
an individual petition right to the Constitutional Court, and changes to the structure of
the HSYK (Supreme Board of Judges and Prosecutors), and modifications to the

% The approach of “strong-state tradition” in the mainstream literature argues that tutelage regime stems
from the fact that appointees have always had a superior position over representatives of the people as
of the formation of the Republic. Hence, there has been a bureaucratic tutelage over civilian politics,
and this situation has continuously hindered democratic development. It also claims that excessive state
intervention is not only the main cause of the permanent instability of political and economic life in
Turkey, but also it prevents development of the Western type; a progressive bourgeoisie (Akcay, 2014).
For various opinions, see: Yarg: vesayeti sistemi kilitliyor | Giindem Haberleri. (2010). Yeni Safak;
Ilicak, N. (2012). Yarg: vesayeti. Sabah; Aytekin, E. A. (2014). Bu vesileyle kurtulmamiz gereken
kavramlar (1): ‘Vesayet’. soL.; Yalman, G. L. (2014). AKP Iktidarinda Séylem ve Siyaset: Neyin Krizi?
In S. Cosar & G. Yiicesan-Ozdemir (EdSs.), Iktidarin Siddeti: AKP’li Yillar, Neoliberalizm ve Islamct
Politikalar (pp. 23-46). Metis Yaynlari.

0 Peace and Democracy Party, established in 2008 to replace DTP (Democratic Society Party), banned
in 2009.

" The AKP believed that the court was constantly putting obstacles in front of its executive power in
the governance of the country.
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jurisdiction of the military judiciary and the opening of a judicial remedy for its
decisions (Aydin & Taskin, 2014, pp. 486-487). In essence, the amendments were
designed to transform the judiciary. However, they simultaneously expanded the
executive’s control over the judiciary while significantly undermining the
constitutional checks and balances (Kalaycioglu, 2012, p. 6; S6zen, 2016, p. 201,
2019, p. 290; Tombus, 2013, p. 11).

In the run-up to the referendum, the AKP presented this package as an
exceptionally comprehensive judicial package and characterised those who would vote
against it as supporters of the bureaucratic oligarchy. Consequently, the AKP was able
to garner the support of both liberal and nationalist factions. This period, which was
characterised by a lack of sufficient reform, saw liberals supporting the AKP
government. The “yes, but not enough”’?> campaign suggested that Turkey would
become a more democratic country. They believed that democratisation steps would
be easier to take after the referendum, while they accused the “No” camp, the left, of
being status quoist. The opposition organised significant demonstrations in Ankara
and Istanbul, as well as prominent campaigns utilising slogans such as “We accept
neither the 12 September Constitution nor the AKP Constitution” and “No to the
Gilenists™ on 12 September” (BirGiin Politika Kolektifi, 2022). The referendum
resulted in a majority in favour of the amendments, with 57.88% voting in support and
42.12% voting against them (Aras, 2023g; Aydin & Taskin, 2014, p. 487). Erdogan
was able to emerge from the referendum as the dominant figure and “triumphed in
another war,” as Aras (2023g) observes. However, subsequent developments pointed
to criticisms and rumours that the judicial structure (the HSYK, the Constitutional
Court, the Council of State, and the Supreme Court of Appeals) had been transferred
to individuals with close ties to the Giilen movement. The CHP was one of the major
actors who argued that the constitutional amendment would result in the politicisation

of judiciary, especially with reference to the changes in the structures of the HSYK

72 “Yetmez ama evet.” This slogan has gone down in history as one of the most controversial and tragic
positions of the Turkish left. The supporters claimed that the referendum should be seen as a
constructive and positive, albeit incomplete, step towards revenging the fascist 12 September coup and
its anti-democratic and authoritarian mentality (BirGun Politika Kolektifi, 2022).

3 As Giilenists refers to the supporters of the Giilen movement, the adjective of “giilen” corresponds to
“laughers” in Turkish, and those supporters are implied as contented with the developments.
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and the Constitutional Court (Anbarli Bozatay, 2011, p. 125). Besides, the common
understanding was that these changes resulted in a new form of tutelage, whereby the
cadres were merely replaced (Akgay, 2014; Aydin & Taskin, 2014, p. 487; Giircan &
Peker, 2015, p. 22; Kalaycioglu, 2012, p. 6; Yalman, 2014, p. 37). This situation would
have revealed that the tension between the judiciary and the executive during the
corruption allegations in December 2013, which are presented in the following pages,
was, in fact, between the Gillen movement and the AKP (Aydin & Taskin, 2014, p.
487).

Aydin and Taskin (2014, p. 475) argue that the demilitarisation and dilution of
the military’s political control in the context of the Ergenekon process and trials
between 2007 and 2010 precipitated significant developments and engendered
profound discussions on the civilisation of politics. The elections of 2007 and 2009,
along with the referenda of 2007 and 2010, which proposed constitutional
amendments, took place within a political context characterised by these debates and
with the assistance of the AKP’s growing influence over the media™ (Aydin & Tagkin,
2014, p. 475; Kozanoglu & Cabas, 2018, p. 464). In other words, the concentration of
power through control of the judiciary has been accompanied by a progressive
narrowing of the space for opposition, together with the government’s exemplary
control of the media, which has silenced opposition media and imprisoned or forced
journalists to resign. This has caused Turkey to regress significantly in key press
freedom rankings (Sozen, 2016, p. 201). Tirk (2024, p. 26) also illustrates this
situation as follows: whereas the RP lacked robust media support during the 28
February process, the AKP’s stance in the 27 April e-memorandum does not indicate
such a deficiency. It is, however, important to note that this was a period when the

AKP not only gained significant influence within the media but also penetrated into

™ For details on the AKP’s control expansion over the media, see: pages 291-2 of Sozen, Y. (2019).
Competition in a Populist Authoritarian Regime: The June 2018 Dual Elections in Turkey. South
European Society and Politics, 24(3), 287-315; Mavioglu, E. (2012). Cenderedeki Medya, Tenceredeki
Gazeteci (1. baski). Ithaki Yayinlari; Yesil, B. (2018.) Authoritarian Turn or Continuity? Governance
of Media through Capture and Discipline in the AKP Era. South European Society and Politics, 23(2),
239-257; Demir, V. (2021). Freedom of the Media in Turkey Under the AKP Government. In H. Aydin
& W. Langley (Eds.), Human Rights in Turkey: Assaults on Human Dignity (pp. 51-88). Springer
International Publishing. In later years, the AKP’s power over the media continued to increase, for
instance, Aydin Dogan, the boss of Dogan Holding, which owned 30% of the media sector, exited the
media sector in March 2018 following tensions with Erdogan. The magazines, newspapers and
television channels held by Aydin Dogan were sold to Demiréren Group, which is close to the
government, with a loan from a state bank (Aras, 2023p).
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the political climate (Kozanoglu & Cabas, 2018, p. 464). As Yilmaz (2022, p. 28)
notes, this was a period when individuals were aligned mainly with specific opinions
and, therefore, perceived their own views as inherently correct. This led to the
ascendance of negative emotions, such as resentment and revenge, in the political

sphere.
3.4.  After the Judicial Reform: 2011

In the wake of the 2010 referendum, the political environment shifted away
from the democratisation process, namely the consolidation of democracy. It became
an environment in which prosecutors, journalists, and even ordinary citizens were
arrested, and their right to freedom of expression was curtailed. Furthermore, the
conservative (traditional Islamic) values, norms, attitudes, and lifestyles were
embraced as the sole true ones (Sayar1 & Hasanov, 2008, p. 359; Tombus, 2013, p.
13). In alignment with these problematic “truths/rights,” there was an increase and
intensification of interventions in people’s lives, including the prohibition of alcohol
consumption, the near-verification of the killings of women, the discussions about
women’s rights and their daily lives, and condemnation of the relationship between
women and men. Ultimately, in addition to the secular communities, the liberals who
initially pinned their hope on the AKP expressed their concern, fear and anxiety about
the ongoing developments under the AKP rule (Akgay, 2014; Hosgor, 2015, p. 213;
Kalaycioglu, 2012, p. 19; Kumbaracibasi, 2016, p. 244; Tugal, 2013).

In April 2010, several amendments were made to the electoral law, including
the liberalisation of campaigning in the Kurdish language and the lowering of the age
of candidacy to 25. In the lead-up to the general elections of 12 June 2011, the general
election period was reduced from five years to four years in accordance with the 2007
constitutional amendment. During this period, numerous defendants in the Ergenekon
and Balyoz trials assumed candidacy for parliamentary seats. Concurrently, prominent
journalists such as Ahmet Sik and Nedim Sener were subjected to prosecution as part
of the Ergenekon investigation (Aras, 2023h; Aydin & Taskin, 2014, p. 55).

Accordingly, the constitutional amendment resulted in a shift in focus for
political parties, whereby the efficacy of their campaigns was measured by their
performance in elections. This situation compelled the parties to pursue votes from
segments other than their traditional base, to nominate candidates in accordance with
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this strategy, and to organise their election manifestos accordingly (Ete, 2011, p. 18).
In terms of the main opposition party, the CHP, while the party adopted a campaign
strategy aligned with the government’s, the AKP’s, position, disseminating messages
that were perceived as negative by some observers in the context of the referendum
process, an effort was made to cultivate a leader profile that was more accessible to
the general public and a party image that was more aligned with the interests of the
people during the 2011 general elections campaign (Karatas, 2019, pp. 80, 82). Indeed,
this attempt of party to realise a transition from a party dominated by its members (a
cadre party) to one with a broader base of support (a mass party) was in line with the
new set of policies that the CHP adopted following Kiligdaroglu’s election as party
leader (Karatas, 2019, p. 82).

The CHP was the first political party to commence its electoral communication
campaign in advance of the 12 June general elections. The party, contracted the Grey
Agency for its campaign, sought to leverage the advantage of initiating the campaign
at an early stage. Its election manifesto emphasised the social democratic character of
the CHP and the transformation undergone in accordance with the demands of the
contemporary era. The overarching slogans employed consistently throughout the

" and “Turkey will breathe a sigh of relief.”’

campaign were “CHP for Everyone
Therefore, the campaign was characterised by the use of positive and rational language
with the aim of espousing inclusivity and providing a sense of ease and comfort for
all. In this respect, the CHP compiled reports on a range of topics, including family,
youth, children, civil society, the eastern and south-eastern regions, new economy
program, and published brochures and booklets on diverse subjects, such as women,
tradesmen, and farmers (Béliikbasi & Macar, 2019, pp. 954, 955, 957; Sun ipekesen,
2012, p. 95).

The AKP proceeded to the polls with considerable advantages, having
surmounted the obstacles posed by civilian and military bureaucracy and begun to
observe indications of economic improvement. Prime Minister Erdogan campaigned
with the slogans “We are now entering a period of mastery” and “Our vision for 2023

is ready” (Aydin & Taskin, 2014, p. 487). The AKP reflected its power in the phrase

> Herkes icin CHP.

6 Tlrkiye rahat bir nefes alacak.
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“What we have done is the guarantee of what we will do,” and two prominent slogans
were “Turkey is Ready, Target is 2023”"" and “Dreams have come true,”’® which
evinced a positive and emotional campaign approach (Cinar, 2011, pp. 108, 111; Sun
Ipekesen, 2012, p. 90).

The AKP’s electoral strategy for the general election was to deliver “advancing
democracy.” This was an ill-defined and unsubstantiated promise, as outlined by Cinar
(2011, pp. 110, 117). It was accompanied by a populist language that monopolised the
democratisation of the country. This was achieved by presenting the party as the only
eligible and capable political force to do so. The party presented its material deliveries
and concrete improvements made during its nine-year term in office, such as better
infrastructure and public services, improvements in daily life and democratisation in
the form of civilianisation of politics. This was done both in the election manifesto and
during the campaign, under the banner of “dreams have come true,” implying that such
services and improvements were a dream during the previous unsuccessful
governments but came true thanks to the AKP (Cnar, 2011, pp. 110, 118, 123).

In a departure from its previous rhetoric, the AKP refrained from portraying
itself as a “victim” during this campaign. This was because, according to the party, all
its “enemies” had been vanquished, and no new ones had emerged (Saetov, 2015).
However, the election was characterised by a polarisation of politics and society, with
the AKP promoting the election as a struggle between its “new politics” —which would
meet the real hopes and demands of the people — and the “dirty old politics” of the
other political parties and groups — which depended on deceiving people with
exaggerated and false promises (Cinar, 2011, p. 123). Ultimately, the AKP retained its
position as the dominant political force in Turkey, securing the highest vote share in
its history at 49.83% (Aras, 2023h; Aydin & Taskin, 2014, p. 487; Cop, 2016, p. 214).
This result has been interpreted as indicative of the party’s emergence as a political
brand that evinces the qualities of a highly trustworthy and competent political party
and which is perceived as being more likely to meet the demands of the electorate than

any of its rivals (Cinar, 2011, p. 108).

" Tiirkiye Hazir Hedef 2023. The slogan of the 2023 general election was indeed determined by the
AKP (Kentel, 2023).

8 Hayaldi gercek oldu.

88



Nevertheless, the elevated political temperature remained unabated. Following
the elections, a crisis emerged in parliament concerning the oath of office, which is a
constitutional requirement for participation in the legislative process. Some opposition
deputies did not attend the oath-taking ceremony, while others, although present, did
not take the oath in protest against the non-release of arrested deputies who were
eligible to take up parliamentary seats. Additionally, they claimed that the judiciary
had violated the sanctity of the ballot box, allegedly under the strong influence of the
AKP (Aras, 2023h; Aydin & Taskin, 2014, pp. 55-56; Cinar, 2011, p. 125).

In March 2012, the number of Syrians arriving in Turkey as a result of the
Syrian civil war that began in March 2011 reached approximately 15,000 (Aras,
2023i). This migration issue, which later became known as the refugee crisis, was
added to the already-heated debate surrounding daily political discourse alongside
academic research (Turk, 2024, p. 105). The Kurdish question, one of the most
pressing political issues in the country, was again placed on the political agenda
towards the end of 2012. The initiative was relaunched under the name of the Peace
Process, with the aim of resolving the issue through democratic means (Aydin &
Taskin, 2014, p. 490). Conversely, the KCK operations persisted with the
apprehension and persecution of Kurdish politicians, attorneys, journalists, human
rights advocates, and representatives of civil society organisations. Once more, the
AKP’s governance was marked by inconsistency as the KCK trial cast a shadow of
uncertainty over the future of Kurdish politicians (Aras, 2023h).

Furthermore, in October 2011, a Constitutional Reconciliation Committee was
established by each political party with a parliamentary group that pledged to draft a
new constitution in advance of the 2011 general elections. While the aforementioned
committee was making progress in the process of drafting a new constitution, the AKP
initiated the debates on a presidential system. In fact, these discussions had
commenced much earlier, with Turgut Ozal and Siileyman Demirel”® advocating for a
stronger presidential or semi-presidential system with an emphasis on a powerful
executive during their tenure. The AKP deputies submitted their proposal for a
“Turkish Type Presidential System” to the commission in February 2012 (Arato &
Tombus, 2013, pp. 4-5; Aslan Akman & Akgali, 2017, pp. 577-578, 583-585, 586;

™ Siileyman Demirel served as the prime minister seven times and was 9™ president of Turkey.
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Aydin & Taskin, 2014, pp. 491-492; Boyunsuz, 2016, p. 68). Following a series of
political and judicial ups and downs, including the failed coup attempt in 2016 and the
constitutional amendment referendum in 2017, these discussions ultimately
culminated in a systemic transformation that the AKP, particularly Erdogan, had
anticipated and sought to achieve. | will present this transition in detail under the
following subtitles.

During this period, Turkish society witnessed a number of political, social and
judicial developments that facilitated the AKP government’s consolidation of power
and had a significant impact on an already divided society, intensifying emotional
polarisation. While Turkey’s societal and emotional fagcade was characterised by
polarisation between AKP supporters and segments of society expressing anxiety
about the government’s policies, the political landscape was, in Cosar’s (2019a)
words, in a state of constant fluctuation between authoritarian measures and
democratic proclamations. On the one hand, efforts were made to resolve the Kurdish
question through a peace process in 2013. On 21 March 2013, the leader of the PKK
sent a letter to the Newroz festival®® requesting support for the process. On the other
hand, there were bomb attacks, for example, in Reyhanli on 11 May; government
interventions in people’s lifestyles, for example, restrictions on the sale and
consumption of alcoholic beverages, the sale of which was prohibited by law after 10
p.m. on 24 May; statements about donating at least three children® to the nation on 8
August, and the repeated emphasis on abortion and Caesarean sections in the official
discourse on the family on 18 June; and aggressive urban gentrification policies, for
example, the removal of some trees in Taksim Gezi Park, which prompted public
demonstrations on 27 May (Akga, 2014, p. 45; Aydin & Taskin, 2014, p. 57; Bedir et
al., 2022, p. 135; Cosar, 2019b; Daloglu, 2013; Giircan & Peker, 2014, pp. 82-83;
TRT Haber, 2013).

8 In Kurdish culture, it is a celebration of the arrival of spring and the new year.

81 The population policy of the AKP encouraged birth rates by advising women to have at least three
children to counter the potential threat of an ageing population in the medium term. It also made an
attempt to include a ban on abortion alongside the anti-abortion discourse as an extension of its
population policy. This approach has attempted to colonise the demands of women’s rights, and anti-
feminist language has become entrenched in the field of women’s rights. Therefore, women in general
and the feminist movements in particular have reacted strongly to the neoliberal conservative policies
of the AKP government, whose purpose is to control the woman body (Akga, 2014, p. 45; Akcay, 2014;
Cosar, 2019b).
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In a nutshell, in the aftermath of the 2010 referendum and with the confidence
of a landslide victory in the 2011 elections, the AKP government moved away from
the values and principles of modern Western state systems, including the rule of law,
human rights and freedom of expression. The Gezi Park Protests, which commenced
at the end of May 2013 and continued into June 2013, represented a critical turning
point for the AKP. Social tensions reached a crescendo with the corruption
investigations of 17-25 December. This resulted in a rift between the AKP and its
leader Erdogan and the Gllen community, which proved pivotal in the context of the
failed coup attempt on 15 July 2016 (Yesilada, 2016, p. 23).

3.5.  Point of Departure for Power Consolidation: 2014

Yilmaz (2022, p. 95) identifies three main turning points in Turkey’s political
history under the AKP rule and its efforts to reorganise and mobilise its extraordinary
power. These include the Gezi Park Protests of 2013, the failed coup of 15 July, and
the constitutional referendum of 2017. The Gezi resistance began in late May 2013 in
a small green space called Gezi Park in Istanbul. This location subsequently became
the symbol of the protests, which continued with a snowball effect in June 2013.
Indeed, the impetus for the protests was the pedestrianisation project of Taksim
Square, which formed part of a larger urban transformation initiative. In 2012, the
AKP-dominated Istanbul Metropolitan Municipality initiated a pedestrianisation
project of Taksim Square, which appeared to be designed with the objective of
reserving additional space for pedestrians. As part of this urban transformation project,
the reconstruction of a mosque in Taksim Square and the revival of the Ottoman-era
artillery barracks in Gezi Park were planned, and the park was to be transformed into
a shopping mall. On 27 May 2013, a group of environmentalists, with the support of
the Union of Chambers of Turkish Engineers and Architects and the Union of
Chambers of Urban Planners, took action to halt the construction vehicles and protect
the green space (Topal, 2016, pp. 1, 15-16; Y6ruk & Yuksel, 2014, p. 104; M. Yksel
& Yorik, 2015, pp. 132-134).

Some of the environmental activists erected temporary structures, including
tents, with the intention of preventing the continuation of the demolition work. This
resulted in the formation of a campsite. Subsequently, in the initial hours of 29 May,
the police forces intervened with considerable force on the orders of the state
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authorities, which served to consolidate and intensify the wave of protest. This led to
a snowball effect, with the resistance being supported by the major cities across the
country, not only in terms of physical and spatial spread but also in terms of ideological
and political positions. The protests continued for over a month in 2013. The protests
reached their zenith on 1 June. Following the police intervention, the previous night,
the police forces withdrew from Taksim Square at noon, thereby allowing the
protesters to take control of the square. It is noteworthy that the crowds that arrived at
Taksim Square and Gezi Park had already congregated in significant numbers prior to
the withdrawal of the police. On that day, the square and the park were transformed
into a commune, thereby establishing a liberated zone in the Weberian sense (Giircan
& Peker, 2014, p. 83, 2015, pp. 78-79; Topal, 2016, pp. 1, 16; Yoriuk & Yuksel, 2014,
pp. 104-105; M. Yiksel & Yorik, 2015, pp. 132-135).

The resistance developed and spread as a result of the attitude adopted by Prime
Minister Erdogan, who insulted the demonstrators and persisted in his determination
to proceed with the reconstruction of the area, regardless of the wishes of the city’s
inhabitants. At the ground-breaking ceremony for the Yavuz Sultan Selim Bridge, the
third bridge in Istanbul, Erdogan made the following statements regarding the
construction, which has caused several discussions: “Some people come to Taksim
Square, they will demonstrate in Gezi Park, this and that. No matter what you do. We
have made the decision and we will carry it out as we have decided ” (Aras, 2023j).
Furthermore, Erdogan’s stance towards the demonstrators became increasingly
hostile, with the AKP and its affiliated intellectuals resorting to labelling them as
“looters” (g;apulcular),82 “alcoholics,” “extremists,” and “terrorists” (Aras, 2023j; E.
George, 2018; Hosgor, 2015, p. 224). The AKP’s rule was observed by both domestic
and international press and academic circles to have contributed the deepening of
societal polarisation in the country.

In mid-June 2013, the umbrella organisation Taksim Solidarity presented a
series of demands to the government. Some representatives of Taksim Solidarity

subsequently engaged in negotiations with Erdogan. However, when these initiatives

8 On 2 June, Erdogan uttered: “We will not allow a few looters to come to that square and provoke our
people by misinforming them.” (“Biz birka¢ tane Capulcunun o meydana gelip, insanimizi, halkimiz1
yanlis bilgilendirmek suretiyle tahrik etmesine, pabug birakmayiz.”) (Aras, 2023j; Kigiikaydin, 2013,
p. 23).
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proved ineffective, the police forces proceeded to clear Gezi Park on 15 June,
employing excessive force. Nevertheless, the demonstrations persisted for a period of
time across the country through the formation of people’s assemblies and
neighbourhood forums (Atvur, 2014, p. 33; Glrcan & Peker, 2014, p. 71; Topal, 2016,
pp. 16-17; Yoruk & Yiuksel, 2014, p. 105; M. Yuksel & Yorik, 2015, p. 134).

One aspect of the Gezi demonstrations was the insistence on religious values
and norms, as well as the encroachment upon people’s lives through misguided
judgments of their way of life. The state authority made a number of stigmatising
statements and suggestions or imposed restrictions on people’s daily lives. They
included abortion, the three-child policy, Caesarean section, alcohol consumption, and
public kissing, among other things. Giircan and Peker (2014, p. 83) articulate this point
that “the Islamic social interventionism of the AKP government contributed to the
further escalation of Gezi Events.” Aras (2023)) narrates that the political climate in
2013 fostered a perception of societal harassment akin to that of a submissive nation,
a scenario that the AKP governments and their supporters sought to perpetuate. In
essence, the Gezi demonstrations served to reveal the authoritarian nature of the
government in an irreversible manner (Z. Yilmaz, 2022, p. 220).

As previously stated, the calls for freedom and democracy propelled the Gezi
Park Resistance to the forefront during the Gezi period. Initially, the protests were
initiated due to environmental concerns and awareness-raising protests. However,
during this time, the authoritarian discourse and conservative lifestyle policies of the
AKP rule permeated every aspect of life (Atvur, 2014, p. 32; Aydin & Taskin, 2014,
p. 469; A. O. Yiiksel, 2019, p. 88). In other words, the Gezi Park Protests or Resistance
brought together different groups with anti-government sentiments and provided a
platform for them to legitimise their position and articulate demands that were either
directly or indirectly related to the protests. Conversely, following the Gezi
Resistance’s shift towards a macro-scale perspective encompassing a broader range of
concerns, the tone of politics and the AKP leader’s approach underwent a notable
transformation. This stands in stark contrast to the campaigns conducted by the party
in the subsequent electoral cycles (A. O. Yiksel, 2019, p. 88).

Towards the end of 2013, as previously mentioned, social tensions that have

been unearthed explicitly with the Gezi Resistance escalated with the corruption
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investigations® that took place between 17 and 25 December. The main actors in these
investigations were AKP cabinet ministers and deputies. The allegations, which were
made in tape recordings, reached Erdogan and his family (Aras, 2023j; E. George,
2018). Indeed, upon assuming power in 2002, the AKP began to challenge the secular
dominance of key government positions. In this context, the Gilen community
emerged as a natural ally, becoming the primary alternative candidates for these
positions, effectively replacing the Kemalists. However, a series of public
disagreements occurred as a result of either the AKP no longer felt requiring the
support of Gulenists or Erdogan perceiving a threat from their dual loyalty. The
presence of Gulenists in key positions, such as the judiciary, could potentially pose a
risk to the AKP’s rule (E. George, 2018).

Consequently, the Gulen community, which had for an extended period
targeted and purged opposition figures and former state cadres with the support of the
AKP, initiated action to disqualify the AKP itself, utilising the cadres of the police and
judiciary under its own control. The anti-government movement sought to harness the
energy generated during the Gezi protests for its own “cause,” disseminating the tapes
on social media, where individuals could follow the events unfolding during the Gezi
protests in real time (Aras, 2023j). On the morning of 17 December 2013, an operation
was conducted to raid the properties of over fifty AKP members and business people
with connections to the party (E. George, 2018). Thirty-seven individuals, including
the children of AKP ministers, were detained as part of an investigation into
allegations of corruption and bribery (Aydin & Tagkin, 2014, p. 58). Despite the fact
that some of the tapes were of conversations between Erdogan and his son Bilal
regarding the transfer of tens of millions of dollars, only four AKP deputies and
ministers resigned (Aras, 2023j; E. George, 2018). On 25 December, the ministers in
question (Muammer Giiler, Zafer Caglayan, Erdogan Bayraktar and Egemen Bagis)
announced their resignations, and Bayraktar also announced his resignation from his

parliamentary seat, stating that “the prime minister should also resign”® (Aydm &

8 Sources close to the AKP government define these investigations as a “Security and Judiciary Coup,”
for more details, see: Haber228. (2019). Goniil Adami Recep Tayyip Erdogan, Minute: 03:45; Ulke TV.
(2016). 17 — 25 Aralik FETO 'niin Emniyet Ve Yarg: Darbesi—Ulke TV Belgesel.

8 In February 2014, Erdogan Bayraktar announced that he took back his resignation and apologised to
the prime minister Erdogan (Aydin & Tagkin, 2014, p. 58).
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Taskin, 2014, p. 58). The government, which had become a subject of intense criticism
and hatred during the Gezi protests, was now grappling with the implications of the
corruption allegations (Aras, 2023j).

Ultimately, the corruption scandals resulted in a significant deterioration in
Erdogan’s relationship with Fetullah Gdlen, the prominent religious leader of the
Gulen movement. The Gilen movement, including thousands of police officers,
soldiers, judges, and prosecutors, was declared to constitute a parallel state structure
and accused of plotting to overthrow the AKP government (E. George, 2018; Yesilada,
2016, p. 23). In other words, following the corruption scandals connected to the Giilen
movement, it was designated a terrorist organisation,® with Giilen identified as its
leader (The Economist, 2016). Similarly, a schism has emerged within society along
antagonistic lines. While some, predominantly the AKP’s core supporters, subscribed
to the notion of infiltration by the Gullen community into the state apparatus, others
offered a contrasting perspective: “Mr Erdogan’s furious persecution of this “enemy
within” is a way of deflecting attention from the AK party’s own plans for capturing
the state” (The Economist, 2016). Consequently, those who defended the Gezi protests
and raised the accusations regarding the 17-25 December operations were labelled a
threat to the state’s survival. Prior to the 2016 coup attempt, any individual who had
expressed criticism of the government was considered a potential coup plotter (Aras,
2023j). As a result, this confrontation assumed a distinct character after 15 July 2016,
which is the subject of the following subtitle of this chapter.

The two major issues of 2013 contributed to the social, political and emotional
cleavages in the country and had an impact in the run-up to the local (March) and
presidential (August) elections of 2014 (Cop, 2016, p. 214). According to Aras
(2023k), the atmosphere created in 2013 compelled the AKP voters, who had
significant stakes in the outcome, to make a choice: either ignore the government’s
transgressions and condone the violence, or confront the transgressions and begin to
reclaim their consciousness. She claims that Erdogan, who had previously relied on
opportunities and favours for his people and attempted to silence dissenting voices
until 2014, subsequently ceased to view convincing critics as a futile exercise and

“promised” a more authoritarian approach to conservatives and a more liberal one to

8 This labelling of terrorist organisation was officially declared in June 2016 (E. George, 2018).
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pragmatists (Aras, 2023k). In consequence, the 2014 local elections were the most
affected by the general political atmosphere and the most distanced from local
dynamics of the previous local elections in 2004 and 2009. This was due to a number
of factors, including the government’s attitude during the Gezi protests, corruption
scandals, and the stance of the Gulen community resulted in anti-AKP collaboration
and positioning of opposition political parties. In contrast to previous elections, the
CHP abandoned its propaganda against the AKP, which had previously been
characterised as anti-secular, and developed a discourse based on these factors
(Erciyas & Baykal, 2018).

Furthermore, the majority of political parties that participated in the elections,
including the CHP, frequently referenced the issue of infrastructure and made
commitments to voters in this regard. The CHP’s electoral programme included a
commitment to address urban aesthetics. However, the CHP was subjected to criticism
for its electoral strategy, given that, although it encompassed unplanned urbanisation,
liveable cities, social municipalism and transparency in its manifesto, it did not
explicitly delineate its intended actions in this domain (Erciyas & Baykal, 2018).
Nevertheless, in the 2014 local elections, the promises of the parties were eclipsed by
broader political considerations on the one hand, while on the other, candidate
discussions largely shaped the election agenda. In comparison to the two preceding
local elections, the candidates assumed a more prominent role in this election. In an
effort to effect a transformation within his party, Kiligdaroglu made a pragmatic move
by nominating popular political figures who were not even party members, namely
Mustafa Sarigiil and Mansur Yavas, as candidates for the mayoralty of Istanbul and
Ankara, respectively (Caliskan, 2014, p. 7; Erciyas & Baykal, 2018; Tever, 2023, p.
44). The decision to field external candidates for the mayoral positions in istanbul and
Ankara was indicative of Kiligdaroglu’s intention to expand the party’s appeal and
cultivate a more inclusive and diverse image (Tever, 2023, p. 44). In other respects,
the MHP pursued a strategy of entering the elections with unassuming candidates in
Ankara and Istanbul through an agreement with the CHP (Erciyas & Baykal, 2018).

The sui generis character of the local elections is evident in the conduct of the
incumbent party, the AKP. Following the corruption scandals that emerged between
17 and 25 December 2013, the AKP altered the strategy and concept of its campaign
for the 2014 local elections. This resulted in the development of a new political
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communication strategy. Erdogan’s friend and political communication advisor, Erol
Olcok, also addressed this issue (Ulke TV, 2015). In fact, Erdogan was preparing for
two elections concurrently, as he was a candidate in the presidential elections
scheduled for August 2014. Unlike in previous elections, he involved the entire party
management in the campaign preparation process, working alongside Olgok. This was
because the campaign was presented as a new independence struggle, with the
intention of creating the impression that the driving force behind the Gezi Park Protests
and the corruption operations of 17-25 December were foreign powers. Moreover, the
AKP leader Erdogan started his campaign with a rally in Sivas, invoking the Sivas
Congress as a symbolic site of Turkey’s War of Independence (Aras, 2023k; TRT
Haber, 2014). Despite the local nature of the election, Erdogan was positioned at the
centre of the campaign rather than the mayoral candidates. This strategy employed the
message “you are not only making a choice for local municipalities, you are deciding
our future” to influence conservative (AKP) voters (Aras, 2023k). In consequence, the
AKP and Erdogan sought to exploit the societal schism through the populist framing
of an “us vs them” dichotomy.

The local election campaign evolved into a general election campaign,
characterised by the slogans “Always Forward,”®® “Always Nation, Always
Service,”® and “Unbowed Nation, Invincible Turkey.”® These slogans conveyed the
message that the AKP would provide an increased level of “service” if elected. During
the course of the campaign, Erdogan unveiled a series of new initiatives, including the
construction of city hospitals, the development of a new airport in Istanbul, and an
increase in pensions for people with disabilities and older people. These developments
were presented as a means of modernising and improving the quality of life in Turkey
(Aras, 2023k). The advertising agency Arter prepared and distributed the campaign
song Dombra®® with Erdogan as the central figure. This coincided with the patriotic
sentiments and nationalist discourse that the AKP had adopted at that time. However,

8 Daima Ileri.
87 Daima Millet Daima Hizmet.
8 Millet Egilmez Tiirkiye Yenilmez.

8 Arslanbek Sultanbekov is the composer of the original song which is a Nogai folk music (Aras, 2023k;
Diken, 2014; T24, 2014).
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the song was used without permission, as the composer of the original version stated
that he had not given permission for it to be used (Aras, 2023k; T24, 2014; Ulke TV,
2015).

The elections were held on 30 March 2014, with the AKP once again emerging
as the leading party, securing 43.14% of the vote and claiming victory in 18 out of 30
metropolitan municipalities. The strategies of the opposition parties were not sufficient
to prevent defeat that the CHP experienced in Istanbul and Ankara, together with the
debates on the election safety (Tever, 2023, p. 44). As Aras (2023k) notes, these results
transformed Turkey into a giant conservative house, with Erdogan’s public
endorsement. Conversely, on 13 May 2014, the most catastrophic and significant
mining disaster in Turkey’s history occurred in the town of Soma, Manisa. This
resulted in the deaths of 301 miners due to the inadequate safety precautions in place.
The disaster prompted a public outcry, and Erdogan was met with protests and
disapproval at the site of the accident (Aras, 2023k; Sancar, 2021). Thereafter,
Erdogan opted to portray the tragedy as an inevitable aspect of “fate,” drawing
parallels with similar disasters in 19™-century Britain. This was done to demonstrate
that mining disasters were a “typical” occurrence and to circumvent criticisms of the
government’s alleged negligence (Bedir et al., 2022, pp. 136-137; Sancar, 2021). This
attitude not only exacerbated the situation but also fuelled anger (Sancar, 2021). So
much so that when Erdogan was confronted with intense protests, his bodyguards
resorted to physical violence, striking demonstrators, and even one of them® kicked a
mine worker (who was also a relative of one of the miners who lost his life) with all
his might. The photograph, which rapidly gained significant online attention, depicted
the citizen who had been promised to be honoured in the recently concluded election
campaign, now being kicked on the ground and subjected to a public display of
disrespect (Aras, 2023k; Sancar, 2021).

In the context of the presidential elections that same year, Erdogan initiated his
campaign in Samsun, invoking Atatiirk’s landing in Samsun, which is widely regarded
as the de facto commencement of the War of Independence. Erdogan stated, “Today
we are embarking on a new historical journey from Samsun; we are taking the first

step of a new beginning, a great beginning from Samsun, the city of great beginnings”

% It was soon realised that it was Yusuf Yerkel, Deputy Chief of Staff of the Prime Ministry.
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(Anadolu Ajansi, 2014). The principal slogan of the campaign was “Erdogan, the Man
of the Nation®! and a logo was selected whose symbolism evoked the light at the end
of the tunnel. This logo was similar to the one used by Barack Obama during his 2008
campaign for the presidency of the US (Akkus, 2014; Anadolu Ajansi, 2014; Aras,
2023k). Additionally, the Dombra song was reposted during this campaign (BBC
News Turkge, 2014).

In the period preceding the first direct presidential elections in Turkey, the
rhetoric of a “new war of independence” against the “parallel government” — which
was attributed to the Gllen movement and its affiliated prosecutors, judges, and police
officers who had betrayed their motherland, pervaded — filled the political atmosphere
as well as the atmosphere of hatred within the country (Bardakg1, 2016; Saetov, 2015).
As human rights violations increased, including the persecution of journalists and the
imposition of censorship,®? the majority of voters adopted a nuanced position,
justifying the actions of the government by resorting to the discourse of “well, they
may steal, but they also do a good job”® and acknowledging the existence of
corruption, even if they were aware of the truth of the matter (Saetov, 2015).

In the first round of the 10 August 2014 elections, Erdogan received 51.79%
of the total vote, which equates to an absolute majority, with a turnout of 74.13%. His
rivals, Ekmeleddin Thsanoglu,®* the joint candidate of the CHP and the MHP, received
38.44% of the vote, while Selahattin Demirtas,*® the co-chair of the HDP, received
9.76%. Erdogan was elected as the 12™ president of Turkey and the first president to
be elected by direct popular vote (Aras, 2023k; Aslan Akman & Akgal1, 2017, p. 578;
Aydin & Tagkin, 2014, p. 469; Bardake1, 2016, p. 6; S6zen, 2016, p. 201).

% Milletin Adami1 Erdogan.

% In reaction to both the Gezi events and corruption operations, the AKP government tightened its
control over the police and judiciary and resorted to restrictions of public access to social media
platforms such as Twitter and YouTube (Bardakgi, 2016, p. 5).

9 “Calryorlar ama calistyorlar.”

% Professor ihsanoglu, who was politically conservative figure and the former Secretary General of the
Organisation of Islamic Cooperation (Cop, 2016, p. 214).

% A lawyer and human rights activist before entering politics, he is a left-wing, young and energetic

political figure. A former member of parliament, he has been in prison since November 2016 (Cop,
2016, p. 214).
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Aslan Akman and Akgali (2017, p. 578) highlight that the post-2014
presidential election period resulted in an unprecedented and crisis-ridden position,
indicating the coexistence of a president with stronger democratic legitimacy due to
the popular mandate and the absence of a constitutional amendment regarding the
powers of the presidential executive to define their authority. Erdogan had previously
indicated his intention to serve as a distinctive president, an executive president, and
had reintroduced the discourse surrounding the presidential system (Umit, 2015, p.
176). Consequently, Erdogan needed to replace the leadership of the AKP and sought
to identify viable avenues for transitioning from the parliamentary system to the
presidential system, in which he would serve as the sole executive actor. The political-
emotional environment has begun to shift, not only among conservative segments of
society, who continue to place their hopes in the AKP rule but also among secular and
dissident groups, who perceive and fear that Turkey is transforming into a “one-man

regime.”

3.6. Double General Election Year: 2015

Following Erdogan’s election as president, a change of leadership occurred
within the AKP. On 27 August 2014, Ahmet Davutoglu, the former minister of foreign
affairs, assumed the role of party leader (Cop, 2016, p. 214; Umit, 2015, p. 176).
During the period of the AKP rule, with Davutoglu as prime minister and Erdogan as
president, the government exhibited a notable shift towards authoritarianism. In
February, a legislative package designated the “Internal Security Package” was
proposed in parliament, giving rise to impassioned debate and ultimately passing in
March despite the opposition’s rejection and objections. The package stipulated that
the police would be able to use weapons against those who attack or attempt to attack
with explosives, Molotov bombs, flammable, incendiary or injurious weapons; that
they would be able to use water to disperse illegal demonstrations; and that participants
in such meetings and demonstrations would be sentenced to prison (for a period of 3-
5 years) if they covered and hid their faces entirely or partially in order to conceal their
identity (Aras, 2023l). Apparently, the government enacted these regulations in order
to prevent a recurrence of the events that occurred during the Gezi Park protests, while
the package prompted a public outcry on the grounds that it would result in the country

becoming a “police state.”
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Following the challenging years of 2013 and 2014, the general elections — the
inaugural election of Erdogan’s presidency and Davutoglu’s tenure as leader of the
AKP — approached amidst a climate of heightened political polarisation (Aras, 20231,
Saetov, 2015). The AKP’s election campaign once again highlighted the achievements
of the AKP government (Saetov, 2015). It is, therefore, reasonable to conclude that the
campaign was uninspiring due to the focus on achievements, deeds, and actions
presented under the slogan “They Talk Ak Party Acts.”®® In addition to advocating for
a new presidential system, the AKP’s campaign discourse centred on the concept of a
“parallel government.” Party officials levelled accusations against FETO/PDY,
claiming that it attempted to stage a coup over corruption allegations. This discourse
identified the parallel government as the cause of the rising exchange rate, fragile
economic indicators, and the atmosphere of insecurity caused by corruption (Saetov,
2015; Tirk, 2018, p. 214).

In terms of the main competitor of the government, the CHP demonstrated a
comprehensive and meticulous approach to the planning the electoral campaign
process. This campaign had a two-stage road map, including firstly, the slogan “We
applaud as a nation”® to subject the incumbent administration to significant scrutiny
and criticism, and secondly, the slogan “A Turkey to live in”% to elucidate the election
promises, particularly by blending economic issues through social projects. In this
process, the objective was to emphasise a positive campaign instilling hope, fostering
enthusiasm, and bolstering confidence (TRT Haber, 2015). In line with this purpose,
the CHP conducted the election campaign with the assistance of a professional team,
and entered into an agreement with advertising executive Ali Taran (T24, 2015a). The
election manifesto sought to delineate a four-pronged strategy, composing

“Participatory Republic, Accountability of the State, Transparency,”’® “A Turkey

% Onlar Konusur AK Parti Yapar.

97 Fethullah Giilen Terdr Orgiitii/Paralel Devlet Yapilanmasi (Fethullah Giilen Terrorist
Organisation/Parallel State Structure).

% Milletge alkisliyoruz.
% Yaganacak bir Tiirkiye.
10 Katilimer Cumhuriyet, Devletin Hesap Verebilirligi, Saydamlik.
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with a Competitive Power in the World,”'%! “Social State,”'%? and “Sustainable
Restructured State.”'% The projects corresponding to these strategies prioritise
economic considerations over political ones and engage with the electorate directly
through the medium of the economy (T. Tosun, 2015, pp. 22-23; T. Tosun & Gékmen,
2015, p. 195). Besides, Zabun (2018, p. 103), who analyses the electoral campaigns of
political parties in Turkey in the June elections, states that the CHP’s advertisements
were all economy-related and the campaign was prepared on the basis of economic
considerations and designed within a framework that offered tangible benefits to the
electorate. With these politics, the party intended to present a forward-thinking, action-
oriented endeavour. In addition, it sought to differentiate itself from the government
by avoiding the implementation of policy initiatives that mirrored the government’s
rhetoric (Karatas, 2019, p. 104). Consequently, the CHP engaged with the electorate
in a more assertive manner (T. Tosun, 2015, p. 23).

The general elections were held on 7 June 2015, in the wake of a series of
incidents, including attacks on the courthouses, police headquarters, and the HDP rally
in Diyarbakir just two days before the scheduled elections (Aras, 2023I; Kdker, 2016).
The AKP, under the leadership of Davutoglu, secured 40.87% of the votes, thereby
becoming the first party. However, the party failed to attain a majority in parliament,
and this rate did not correspond to an adequate number of parliamentary seats to form
agovernment on its own (Aras, 20231; Bardakgi, 2016, pp. 5, 8; Saetov, 2015; Tombus,
2015). This was the first occasion since 2002 on which the AKP was unable to retain
its parliamentary majority. This marked the end of the AKP’s dominance, which had
lasted since 2002. The catalyst for this outcome was the representation of Kurdish
politicians in parliament.’% The HDP, a pro-Kurdish party that succeeded the BDP,
achieved the historic milestone crossing the 10% electoral threshold for the first time
in Turkish history, receiving 13.12% of the votes (Aras, 20231; Bardakgi, 2016, p. 16;

101 Diinya ile Rekabet edebilen Turkiye.
102 Spsyal Devlet.
103 Siirdiiriilebilir Yeniden Yapilandirilmig Devlet.

104 1n the previous two general elections in 2007 and 2011, the pro-Kurdish deputies were elected as a
result of the strategy of running as independent candidates (Cop, 2016, p. 214; Stzen, 2016, p. 201).
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Evci & Kaminski, 2021, p. 483; Saetov, 2015; Senyuva, 2018, p. 3; S6zen, 2016, pp.
200-201; Tombus, 2015).

In the aftermath of the election, President Erdogan granted Davutoglu the
authority to establish a coalition government. However, despite engaging with
opposition parties, Davutoglu was unable to reach an agreement. The process
concluded with the decision to hold a snap election, in accordance with the
Constitution, which vests the authority in the president to call new elections in the case
that parliament is unable to form a new government within the prescribed period of 45
days. Davutoglu was thus entitled to form an interim election government (Aras,
20231; Bardake1, 2016, p. 12; Evei & Kaminski, 2021, p. 483; S6zen, 2016, pp. 200,
202; Tombus, 2015). The decision to hold snap elections in November constituted a
turning point in terms of the emotional atmosphere of the country, resulting in the
creation of a climate of fear in the political and social life of citizens (S6zen, 2016, p.
201). Aras (2023l) analyses this decision and the subsequent events, noting that
Erdogan once again sought to consolidate his authority by emphasising the imminent
elections by making people feel beholden to him until the renewed elections; thus, the
election campaign was written in blood. In addition, Saetov (2015) presents that the
incidents were the result of an internal conflict initiated by the AKP before another
full-scale confrontation with the PKK and highlights the role of the “bond of fear” in
shaping the dynamics of the electoral process. In brief, the increased threat of
terrorism, political and social instability, a conflict environment, and uncertainty
regarding the future were the defining characteristics of the political and social
processes that followed the June elections in the country (Erisen & Erdogan, 2019, pp.
7,15).

In the period preceding the November re-elections, a series of terrorist attacks
and armed clashes occurred. Two days following the June elections, an armed attack
was perpetrated in Diyarbakir against an association with close ties to the HUDA
PAR,% a minor fundamentalist Kurdish party (Aras, 2023I). Approximately six weeks
later, on 20 July 2015, I1SIS% organised a suicide attack in Surug, the district of

Sanliurfa. The attack resulted in the deaths of 34 individuals and injuries to a further

105 Free Cause Party.

106 The Islamic State of Iraq and Syria.
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104. The majority of the casualties were college students who, as members of the
SGDF" and the Socialist Youth Wing of the Oppressed Party,'% were holding a press
conference about the rehabilitation of Kobani'® (Aras, 20231; Bardake1, 2016, p. 12;
Sozen, 2016, p. 202). In the same month of July, there were multiple instances of
violence against security forces in various cities across the country!® (Aras, 2023l). In
response to these incidents, the TSK initiated military operations, designated the
Hendek!!! Operations,'? on 8 August 2015. These operations, which were conducted
against PKK, DHKP-C, and ISIS militants in Sirnak, Hakkari, Diyarbakir, and Mardin,
continued until 9 March 2016. In some of these areas, curfews were imposed, for
example, in Cizre on 4 September. Turkey experienced a period that bore resemblance
to the days of a coup d’état. These operations were perceived as a form of intimidation
directed towards the Kurdish electorate in the region (Aras, 20231; Tombus, 2015).
Two explosions occurred in front of the Ankara Central Railway Station on 10
October 2015 during the “Labour, Peace and Democracy” rally. This event contributed
to the prevailing climate of fear and mourning in the lead-up to the general elections
scheduled for November. The deadliest attack in Turkish history resulted in the deaths
of more than 100 people and injuries to approximately 250 individuals (Aras, 2023l;
Bardake1, 2016, p. 14; Saetov, 2015; Senyuva, 2018, p. 3; S6zen, 2016, p. 202). The
following lines also serve to illustrate the prevailing emotional climate in the country.
One of the defence lawyers in the trial of the bombings, Ilke Isik, states that “the 7
June and 1 November elections were changed by this massacre. This is the period and
day when political power won, and the climate of fear was created for the

107 Sosyalist Genglik Dernekleri Federasyonu (Socialist Youth Associations Federation).

108 ESP — Ezilenlerin Sosyalist Partisi.

109 The Syrian border town, which was besieged by ISIS in 2014.

110 Such as: on 22 July in Sanhurfa-Ceylanpinar, on 23 July in Diyarbakir-Yenisehir, on 23 July in Kilis-
Elbeyli, on 26 July in Diyarbakir-Lice, on 26 July in Istanbul-Sultanbeyli, and on 27 July in Mus-
Malazgirt.

11 Trench in English.

112 The Constitutional Court rejected the applications filed by the relatives of the deceased regarding
the operations and resulted in the deaths of more than 100 people, for details, see: Independent Turkce.

(2022). AYM: ‘Hendek Operasyonlari’nda giivenlik giiclerinin oliimciil gii¢ kullanmalarmmin mutlak
zorunlu oldugu kanaatine varilmigtir.
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establishment of power” (Aras, 2023l). In a single sentence, Saetov (2015)
encapsulates the official discourse of the AKP government at the time: “If you want
the bloodshed to stop, vote for the ruling party.” The message conveyed was that the
AKP was positioning itself as the sole source of power capable of restoring order in
the prevailing climate of unrest (S6zen, 2016, p. 202). Similarly, the continuation of
economic and political stability could only have been achieved through the
maintenance of a strong AKP government in power (Bardakg1, 2016, p. 13). In other
words, the AKP sought to persuade the public that the party’s one-party government
was the sole means of ensuring stability, deftly exploiting the political turmoil in the
country (Tombus, 2015).

Meanwhile, the AKP continued its election campaign with slogans such as
“There is no you and me, there is Turkey,”**® and “Back to work alone.”** These
slogans can be interpreted in two ways. First, they may be seen as an attempt to avoid
polarisation in the country where the party was suffering. Second, they may be seen as
an attempt to scare and manipulate the entire electorate into voting for them (Saetov,
2015). As | will demonstrate in the analysis and discussion chapter of this research,
the content of the 2015 campaigns and the AKP’s actions and discourses represent two
distinct phenomena within the context of contemporary Turkish politics.

In contrast, the CHP employed a strategy that bore notable resemblance to that
deployed in the June elections. While the party continued to place significant emphasis
on addressing economic issues and social projects, namely the daily challenges faced
by disadvantaged societal groups, it also placed an emphasis on the importance of
unity and reconciliation in its campaign. The party presented both a continuity in its
priorities and also a holistic vision of the future with its slogan “Turkey First.”!!°
Furthermore, the CHP emphasised its conciliatory approach during the negotiations
about coalition government that followed the June election. It was emphasised that the
party is capable of engaging with a diverse array of stakeholders and societal groups,
which represents a significant distinguishing feature (Altunoglu, 2015, p. 11; T. Tosun
& GoOkmen, 2015, p. 199).

113 Sen Ben Yok Turkiye Var.
114 Tek Bagina Is Bagina.

115 Once Tiirkiye.
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It is evident that the AKP government exercised considerable control over the
media for an extended period. The pro-AKP media facilitated the construction of a
narrative in which the party and Erdogan were portrayed as victims of developments
since June 2015 (Tombus, 2015). Tombus (2015) notes that the pro-AKP media did
not report on the government’s apparent negligence in the Surug attacks and the
October massacre in Ankara. However, claims by Erdogan and Davutoglu linking the
suicide bombings to both ISIS and the PKK, and obliquely to the opposition, without
any evidence, received extensive media coverage. This was an attempt to discredit the
HDP before the November elections. The security-based narratives of the AKP
targeted the HDP as the responsible agent and its negative portrayal as separatist and
destructive (Ergetin & Erdogan, 2023, p. 9). The Organisation for Security and Co-
operation in Europe (OSCE) evaluated the security environment surrounding the re-
run elections as challenging, coupled with a high number of violent incidents. This
hindered the ability of dissidents to campaign freely and led to restrictions on media
freedom through criminal investigations of journalists and the closures of social media
accounts (OSCE, 2016, p. 1). In essence, Erdogan and the AKP employed a
multifaceted strategy comprising media restrictions, political arrests, and heightened
police and mob violence, with the objective of deterring opposition and ensuring their
return to power in November elections (Tombus, 2015). In conclusion, the November
elections occurred in the context of ongoing bloodshed in the country. The atmosphere
was markedly distinct, as Senyuva (2018, p. 3) observes, with the electorate seeking
stability and security beyond change.

The AKP, under the leadership of Davutoglu, secured a majority in parliament
this time, with 49.50% of the total votes (Aras, 2023l; Saetov, 2015). The AKP’s
parliamentary seats increased as a result of the decline of the country’s nationalist
parties. The number of deputies for the Turkish nationalists’ MHP dropped from 80 to
40, while the number for the Kurdish nationalists® HDP dropped from 80 to 59. The
AKP did not cede the field of nationalism to other actors, instead employing a
nationalist discourse in its election campaign while also seeking to polarise the
political landscape in a manner that targeted the HDP (Aras, 20231; Bardakge1, 2016, p.
15; S6zen, 2016, p. 202; Tombus, 2015). This was achieved by the rhetoric exhibiting
an aggressive condemnation of external and internal “evils” perceived as a threat to

national will and unity (Ergetin & Erdogan, 2018, p. 395). Additionally, the strategy
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of targeting emotional instability through fear appeared to be effective in the two
election rounds of 2015 (Senyuva, 2018, p. 3).

As 2015 drew to a close and 2016 commenced under the leadership of the
‘new’ AKP in sole authority, the bombings, shootings and clashes persisted. In the
months of January and February 2016, Istanbul, Diyarbakir, Gaziantep, and Ankara
were the sites of attacks (Aras, 2023m). Moreover, the Academics for Peace
initiative'® published a petition in January 2016 to denounce the violations perpetrated
during curfews and military operations in the Southeast Anatolia region and to
contribute to the processes and practices of peace-building in relation to the Kurdish
issue. The petition, entitled “We will not be a party to this crime!” revealed the AKP
government’s authoritarian policies and practices. Such an attitude also symbolises
that the occasional finger-pointing at well-established educational institutions or their
members may be perceived as a form of revenge on some sections of the rank-and-file
(Kozanoglu & Cabas, 2018, p. 284). Meanwhile, the government initiated legal
proceedings against the Gulen movement, resulting in the seizure of the community’s
media outlets, including the Zaman Newspaper and Samanyolu TV, which began to
disseminate criticism of the government. Furthermore, the government assumed
control of the Bank Asya, a financial institution with ties to the Gulen movement
(Aras, 2023m). These actions reflected the intensifying rift between the AKP and the
Gulen movement, which ultimately contributed to the failed coup attempt.

In May 2016, the AKP underwent another significant transformation following
Davutoglu’s resignation. This marked the first instance in Turkey’s political history
where a prime minister vacated their post without the necessity of a no-confidence
motion, electoral defeat, or military intervention. Instead, Binali Yildirim, a close
associate of Erdogan and former minister in previous AKP governments assumed the
role of party leader and formed the new AKP government (the 65" cabinet) (Aras,
2023m, 2023n).

As Yilmaz (2022, p. 157) characterises, another significant threshold and
breaking point emerged during the summer of 2016. On 15 July, the Giilen movement,
or FETO/PDY as it is designated, endeavoured to overthrow the AKP government and

President Erdogan (E. George, 2018). In a statement released on the night of the event,

116 For more details, see: https://barisicinakademisyenler.net/node/1
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President Erdogan asserted that a minority of Giilen movement members within the
military had orchestrated the attempted coup. He then called on the Turkish people to
respond by gathering in city squares. Similarly, the General Directorate of Security,
via its official Twitter account, and the Directorate of Religious Affairs, through the
mosques, called on people to take to the streets and confront the coup plotters. In
response to the politicians’ call to action, numerous individuals proceeded towards the
Bosporus and Fatih Sultan Mehmet Bridges. Many of these individuals, including Erol
Olcok and his son, perished amidst the clashes between military forces and civilian
groups in Istanbul. In Ankara, the Turkish Grand National Assembly was the target of
a bomb attack, while the group assembled outside the AKP headquarters was fired
upon from a helicopter. While the security forces were able to neutralise the coup
plotters through a series of operations until the following morning, the Istanbul and
Ankara Chief Public Prosecutors’ Offices initiated investigations into the plotters
(Aras, 2023m).

The AKP government took prompt action within a few days, and on 20 July
2016, the parliament declared a three-month state of emergency in accordance with
the constitution (E. George, 2018). A series of operations and transactions were
initiated against those accused of involvement in the coup attempt, including
detentions, arrests, dismissals from public service, confiscation of properties and bank
accounts, and closure of newspapers, magazines, TV or radio stations (Aras, 2023m).
As was the case in history, the state of emergency and the security policy implemented
in the aftermath of the coup attempt involved the use of both legal and extra-legal
violence against those who expressed dissent. This resulted in an atmosphere of
insecurity, fear, threat, and existential anxiety for all political opponents (Z. Yilmaz,
2022, pp. 68-69, 111).

A study based on in-depth interviews conducted by the opinion research and
polling company KONDA analysed the micro-dynamics of political polarisation and
affective and normative aspects of citizenship after the failed coup attempt. The study
described the coup attempt as an event that deepened the social drift that had existed
in Turkey for some time (Celik et al., 2017, pp. 7, 69). The research indicates that the
lack of consensus regarding the interpretation of the event and the absence of a shared
emotional response among social groups resulted in feelings of uncertainty and
suspicion among dissident groups. Conversely, supporters of the AKP expressed their
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feelings of anxiety and fear regarding the potential loss of the economic and cultural
gains they had achieved, as well as concerns about “being victimised once more” and
the prospect of “instability.” However, the coup attempt subsequently became a source
of pride for some segments of society, especially for the AKP voters (Celik et al., 2017,
pp. 69, 72, 74). This was accompanied by feelings of anger directed towards the
attempt itself or the coup plotters associated with FETO/PDY (Guinay et al., 2017, p.
70).

Additionally, it is possible to discuss the emotion of fear as it relates to the
dissident groups from a different perspective. The fear experienced by these
individuals was attributable to a number of factors. Firstly, there was the fear instilled
by the violence perpetrated during the coup attempt. Secondly, there was the fear
instilled by the religious groups who chanted takbir'’ in the streets on the night of the
event and during the subsequent demonstrations, which were labelled “Democracy
Watch.” This was due to the potential violence of these groups and uncertainty as to
where their anger would be directed (Celik et al., 2017, p. 73).

Consequently, in addition to the coup attempt, Turkey experienced another
significant emotional-political transformation, characterised by a shift from a climate
of fear to a society of anxiety.'!® However, the source of these emotions was distinct,
making this situation one of the most crucial indicators of polarisation in the country
(Celik et al., 2017, pp. 69-73). Erdogan adopted a more aggressive stance, and the
AKP government was able to intensify its rhetoric against the Gulenists — and the
dissidents as a whole — and implement authoritarian policies and practices (Evci &
Kaminski, 2021, p. 483). In addition to the extension of the state of emergency for a
period of two years!’® and the issued decrees, more than one hundred and fifty
thousand individuals were detained, fifty thousand were arrested, and over one
hundred and fifty thousand public servants were dismissed from their positions.

Furthermore, two hundred and seventy students were expelled. The passports of nearly

17 «Allahu Akbar,” meaning “God is the greatest.”

118 The study carried out in 2018 by KONDA Research and Consultancy also shows that the failed coup
attempt caused a depressed mood in all segments of the society (supporters of both government and
opposition) (KONDA, 2018, p. 28).

119 It was going to last until 19 July 2018 with successive seven times extensions.
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fifty thousand individuals were confiscated, two thousand seven hundred and sixty-
one institutions and organisations were closed down, one hundred and thirty-one
media outlets were closed down, and three thousand two hundred and thirteen people
were stripped of their ranks (Aras, 2023m; Baskan et al., 2022, p. 328). In excess of
one thousand academics who had signed the declaration “We will not be a party to this
crime!” in opposition to the human rights violations occurring in the south-eastern
region of the country were included in the purges resulting from the coup attempt and
subsequently dismissed from their academic roles as part of the dismissal process
initiated for FETO/PDY (Aras, 2023m; HRFT Academy, 2019, p. 17).

In essence, the proclamation of the state of emergency and its subsequent
prolongation as government decrees — a phenomenon that the researchers of the
KONDA survey conducted in 2017 aptly characterised as a manifestation of an
“uncanny climate” (Glnay et al., 2017, p. 7) — became a pivotal instrument in the
hands of the AKP, particularly Erdogan’s authoritarian mindset. The AKP
demonstrated a pattern of selective criminalisation through its use of unstable
authoritarianism, as evinced by its actions during the Gezi Resistance and the 17-25
December corruption scandals in 2013. It is noteworthy that these instruments
facilitated the transition to a presidential system in the country.

3.7.  The First Election of the “New Turkey”: 2018

For Erdogan, as is the case with politicians who are adept at transforming
crises into opportunities, the period following the failed coup held out the prospect
of attaining certain gains. The question of Turkey’s presidential system was once
again the subject of debate. The 2007 constitutional amendment introduced the
principle of direct election of the president by the people, resulting in the
establishment of a distinctive hybrid system with a dual executive structure. This
system has been evaluated as being more closely aligned with semi-presidentialism
(Aslan Akman & Akgali, 2017, p. 578). Following the 2014 presidential elections,
in which Erdogan was directly elected as president by the people, he proceeded to
act in accordance with his stated intentions rather than serving as a mere ceremonial
figurehead within the parliamentary system. Indeed, in 2014 he had explicitly stated
that he would be active in the field (Aslan Akman & Akgali, 2017, p. 588; Coskun,
2017, p. 6; Umit, 2015, p. 10) as the head of government and de facto leader of the
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AKP during the double election year of 2015 and the politically turbulent year of
2016, despite the fact that any party affiliation of the president was constitutionally
prohibited (Bardakg1, 2016; E. George, 2018). Erdogan was adamant that the de facto
situation must be transformed into de jure status through the introduction of a new
constitution. Indeed, he utilised the campaign period preceding the 2015 general
election to advocate for presidentialism (Aslan Akman & Akgali, 2017, p. 588;
Boyunsuz, 2016, pp. 69-70).

In fact, the concept of presidentialism can be traced back to 2011, when the
Constitutional Reconciliation Committee was established with the mandate of drafting
a new constitution. Erdogan and the AKP advanced the argument for a Turkish-type
presidential system on the grounds of strengthening executive powers. They
considered the separation of powers between the executive and the legislature to be a
destabilising and weakening factor for an effective government (Aras, 2023n; Aslan
Akman & Akgali, 2017, p. 590; Boyunsuz, 2016, p. 69; Coskun, 2017, p. 5). In
summary, Erdogan and the AKP government exploited the polarised atmosphere
between the two elections in 2015 and the failed coup attempt in 2016 to facilitate the
transition to presidential rule. In essence, the conditions were established for a
referendum on a pivotal constitutional amendment to alter the system despite concerns
and objections regarding a perceived regression in democratic standards.

Although the opposition parties initially exhibited a lack of enthusiasm towards
the proposed amendment, the evolving stance of the MHP following 15 July coup
attempt paved the way for its eventual implementation (Baskan et al., 2022, p. 329;
Coskun, 2017, p. 6; Evci & Kaminski, 2021, p. 483). Subsequently, the AKP and the
MHP initiated the parliamentary approval process that was required for the proposal
to be put to a referendum in December 2016. On 20 January 2017, the proposal was
passed by parliament with 339 votes, thereby determining the referendum. Even if the
CHP caused public concern about the regularity of voting procedures in parliament, as
the secrecy of the vote was breached and the process was limited and not fully
transparent due to the absence of many HDP members, which had a negative impact
on confidence in the reform process, the YSK announce the date for 16 April 2017
(Aras, 2023n; Coskun, 2017, p. 6; OSCE, 2017, p. 4). The constitutional package,
which provided for amendments to 18 articles of the constitution, included the
abolition of the parliamentary system and its replacement with a presidential system,
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the abolition of the office of prime minister, an increase in the number of members of
parliament from 500 to 600, changes in the structure of the HSYK (later HSK), the
transfer of power to the president to appoint one or more deputies (vice presidents),
and the authority to declare a state of emergency — which would create serious gaps
and crises in the constitutional order (Aras, 2023n; Evci & Kaminski, 2021, p. 484;
Sirek, 2017).

The 2017 constitutional referendum was not conducted in a manner that
ensured fairness and equal opportunity for all participants. Despite its status as the
most significant and impactful constitutional change in the history of the republic,
the referendum did not meet the standards of a fair and just process (E. George,
2018). In the context of the state of emergency, the governors and security forces
imposed significant limitations on the fundamental rights of the opposition,
including freedom of expression and the right to protest. Additionally, the AKP
dominated the public sphere and the media while enjoying the full benefits of the
state apparatus (Esen & Gumiscii, 2017, p. 304). Conversely, those in favour of a
“No” vote faced significant challenges and disadvantages, including physical
attacks, intimidation and even detention?° since January 2017 (Aras, 2023n; Esen &
Gumdascti, 2017, p. 314; E. George, 2018). The final report on election observation
by the OSCE also outlines the lack of a level playing field during the campaign, as
well as biased media coverage (with a clear dominance of the “Yes” campaign),
unequal opportunities and undue restrictions on the freedom of campaigning of those
supporting a “No” vote (OSCE, 2017, pp. 2, 11-13, 16). In consequence, an
unparalleled level of fear and restrictions pervaded the atmosphere during the
referendum, targeting opposition groups advocating a “No” vote (I. Yilmaz &
Bashirov, 2018, p. 1817). The majority of the Turkish population viewed this vote
as a referendum on Erdogan’s authority, given the lack of access to an independent
review of the amendments (E. George, 2018).

The constitutional referendum was held on 16 April 2017. The “Yes” votes,
representing the approval of the constitutional amendment, constituted 51.41% of

the valid votes in a highly controversial plebiscite conducted under the circumstances

120 For instance, some people were detained by the police in Antalya and Istanbul-Kadikéy while
making propaganda for the “No” campaign. Also, a person hanging posters was attacked with a gun
(Aras, 2023n).
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of the state of emergency (Aras, 2023n; Aslan Akman & Akgali, 2017, pp. 593-594;
E. George, 2018; B. Taskin, 2019; I. Yilmaz & Bashirov, 2018, p. 1818). Indeed,
Erdogan and the “Yes” camp were on the verge of defeat and were only able to secure
a victory through a decision by the YSK to allow unstamped ballots to be counted
while voting was still underway. This decision, made on the day of the election,
called into question the Board’s impartiality. However, the Board justified its
decision on the grounds that the unstamped ballots were objective and did not affect
the election result!?! (E. George, 2018; Z. Yilmaz, 2022, p. 159; A. O. Yiiksel, 2019,
p. 108).

Despite the narrow margin of victory'?> over 51%, the referendum result
permitted Turkish presidents to adopt a partisan stance and facilitated Erdogan’s role
as both a member and leader of a political party, the AKP. At the extraordinary
congress of the AKP on 21 May 2017, Erdogan was re-elected as a member of the
party and assumed the role of its leader (AK Parti, 2018; S6zen, 2019, p. 293). In
order to overcome what he termed “metal fatigue” within the party organisation and
among the party’s mayors, he proceeded with his executive management and
assumed control of the local governments by asking for the resignation of six mayors
until October-November of the same year. The public was incensed by the fact that
numerous AKP members or their immediate family members were not subjected to
the purges in the state apparatus. This was particularly true given that ordinary
citizens were dismissed from public service on the grounds of having a bank account
in Bank Asya, which was known to be supported by the Glilen community (Aras,
2023n).

Meanwhile, on 25 October 2017, a new political party'?® was established on

the right wing of the political spectrum following a split from the nationalist MHP.

121 In addition to the tension about the unstamped ballots, the fact that all the votes cast in 961 ballot
boxes without a single waste were in favour of “Yes,” the identification of ballot boxes with more votes
than the number of voters, the use of block voting in Sanlurfa-Virangehir district based on the same
voter signatures on the votes cast were some of the other allegations of fraud and violations (A. O.
Yuksel, 2019, pp. 108-109).

122 The three major cities of Turkey, Istanbul, Ankara, and Izmir, as well as a significant part of the
Kurdish southeast, voted “No.” More than 60% of Turkey’s GDP is concentrated in the regions that
voted against it (E. George, 2018).

123 One of the claims is that the party was founded to fill the vacuum of centre-right parties in the country
caused by the corruption of the AKP (Aras, 2023n).
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The party was founded under the leadership of Meral Aksener.?* The name of this
newly-emergent party was identified as the IYI Party,'®® with reference to the
tamga/seal of the Kayi tribe and its logo as a sun (Aras, 2023n; Evci & Kaminski,
2021, p. 483; E. George, 2018; Sozen, 2019, p. 296; B. Taskin, 2019). While many
assumed that the sole viable avenue for challenging the AKP was to pursue a right-
wing strategy, Aksener pledged to challenge Erdogan for the presidency (E. George,
2018; Sozen, 2019, p. 299).

The inaugural elections of the new Turkish system were held amidst a climate
of oscillating sentiments within Turkish society, characterised by fluctuating between
hope and anxious ambiguity (between fleeting hope and deepening pessimism, as
articulated by Yilmaz (2022, p. 155)). This was due to the high level of unpredictability
that the new system would bring. The new Turkish presidential system requires a
minimum of 50 per cent +1 of the votes for a candidate to be elected as president. This
threshold has resulted in the formation of electoral alliances among candidates and
political parties (Adar & Seufert, 2021, p. 23; Aras, 20230; Stzen, 2019, pp. 295-296).
Furthermore, while proponents of the presidential system consistently emphasised the
enhanced stability in politics resulting from the elimination of coalition governments,
which had previously been a source of instability, particularly during the 1990s,
Erdogan was now compelled to rely on electoral coalitions to secure victory in the
presidential elections held in June 2018.

The legislative proposal put forth by the AKP and the MHP, which sought to
permit political parties to form electoral alliances, was passed by parliament on 13
March 2018. This paved the way for the advent of the apparentement system,'?8 also
known as pre-electoral alliances. The People’s Alliance and the Nation Alliance were
the first alliances to be formed (Aras, 20230; Baskan et al., 2022, p. 328; Diken,
2018; Evci & Kaminski, 2021, p. 484; S6zen, 2019, p. 294; B. Taskin, 2019, 2021,
p. 464). In the context of the double parliamentary and presidential elections, the

People’s Alliance comprised the right-wing conservative and/or (ultra-)nationalist

124 Aksener was the minister of internal affairs during the 28 February process.
125 Good Party.

126 1t explicitly permits political parties to create electoral alliances at the national level to count the
votes of alliance partners (Evci & Kaminski, 2021, p. 482).
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parties of the AKP, the MHP, and the BBP, with Erdogan as their presidential
candidate.

The Nation Alliance, on the other hand, comprised the ideologically diverse
opposition parties. These included the secularist, social-liberal (according to some
sources, a left-of-centre party) CHP, the Turkish nationalist (according to some
sources, a centre-right or new right-wing party) 1YI Party, the Islamist SP and the
liberal-conservative (according to some sources, a centre-right or Kemalist-
conservative right-wing party) DP. Despite this, each party separately nominated their
own candidate for the presidential election. These were Muharrem ince!?’ for the CHP,
Meral Aksener for the IYI Party, and Temel Karamollaoglu'?® for the SP. It is
noteworthy that both alliances excluded the pro-Kurdish socialist HDP, although the
HDP occasionally supported the Nation Alliance from outside (Baskan et al., 2022,
pp. 324, 328-329, 337; E. George, 2018; S6zen, 2019, pp. 287, 297; B. Tagkin, 2019,
2021, pp. 462, 465).

The initial and arguably most pivotal election of the “New Turkey,'%
signifying a transition in the system of governance, namely the inaugural elections for
both the parliamentary and presidential posts, was designated to occur on 24 June 2018
as an early election. However, the elections were initially scheduled to take place on 3
November 2019, at the conclusion of the legislative term. This was due to the fact that
the AKP and the MHP were driven to implement the presidential system with a robust
executive branch in order to address the persistent security concerns along the
country’s borders and the deteriorating economic conditions resulting from high
unemployment, rising inflation, and declining economic growth. These circumstances

could potentially lead to the loss of power for the AKP and/or the People’s Alliance

127 Ince had been a member of parliament for the CHP since 2002. He resigned from the CHP in 2021
and formed the Memleket Partisi (MP — Homeland Party) which he initiated as a political platform
called the Memleket Hareketi (Homeland Movement) in 2020.

128 Karamollaoglu is the chairperson of the SP, a former mayor of Sivas and a former MP from Sivas.

129 Indeed, as Bora (2016) points out, the term “New Turkey” depends on the perception of the Western
media, which refers to the heyday of the AKP government, under which the country was characterised
by democratisation reforms as part of the European Union harmonisation process and close integration
with the global market. The AKP government itself began to use the term after 2010, and especially in
the 2014 presidential campaign of Erdogan, who launched the campaign with a document entitled “On
the Road to New Turkey” and announced that he would “become the president of New Turkey.” In any
case, the AKP government has never abandoned this rhetoric of “newness,” by transforming the new
into a “excuse” for legitimacy (T. Bora, 2016).
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(Aras, 20230; Bagkan et al., 2022, pp. 324, 327; Sozen, 2019, pp. 287, 289, 296; B.
Taskin, 2021, p. 467).

The election was also conducted under the state of emergency, which was
initiated following the failed coup attempt in July 2016. During this period,
opposition parties and candidates were subjected to a series of challenges, including
restrictions on their campaign activities and the dissemination of biased media
coverage (Baskan et al., 2022, p. 338; S6zen, 2019, p. 296). The electoral campaign
was conducted on an uneven playing field, with the incumbent AKP enjoying an
unfair competitive advantage due to its control over the media and the
instrumentalisation of the judiciary (Baskan et al., 2022, p. 325; S6zen, 2019, pp.
288, 291). In one instance, several pivotal figures from the HDP, including the
party’s presidential candidate Demirtas, were incarcerated. Prior to the elections,
there was a substantial risk of criminalisation for all opposition groups that were not
already imprisoned (S6zen, 2019, p. 292).

Another illustrative example is that those who were unable to tolerate the
prospect of Islamist and centre-right candidates competing against the AKP candidate
resorted to attacking the Aksener and Karamollaoglu signature collection stands!®
(Aras, 20230). Furthermore, while the incumbent Erdogan and the AKP received
extensive coverage on Turkish official TV channels, amounting to nearly 68 hours, the
CHP and Ince had just over six hours of coverage between 14 and 30 May during the
election campaign. Conversely, the YT Party and Aksener were afforded less than
thirteen minutes of airtime, while the SP and Karamollaoglu received less than nine
minutes. The HDP and Demirtag were not afforded any coverage, while the HUDA
PAR, which supports Erdogan, received 23 minutes of airtime, surpassing all
opposition parties combined except for the CHP (Sézen, 2019, p. 298). Consequently,
due to the restricted coverage of opposition candidates in both print media and TV
channels, they were able to disseminate their message through online campaigns and
large provincial rallies, which constrained their ability to reach a broader electorate
and influence voters who might otherwise have shifted their allegiance away from the
People’s Alliance (Carkoglu & Yildirim, 2018, p. 166).

130 Since the parties which do not have a group in the parliament should collect one thousand signatures
to nominate candidates for the elections, three of the candidates — Aksener, Karamollaoglu, and
Peringek — adopted this method (Aras, 20230).
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During the electoral process, the People’s Alliance, particularly presidential
candidate Erdogan and the AKP, associated opposition actors with terrorism,
labelled them as traitors to the state and securitised the majority of political issues
by resorting to the argument of “external player and their domestic collaborators™”
conspiring against Turkey’s interests at every turn. In contrast, the opposition parties
and the Nation Alliance adopted a cooperative, competitive stance during their
campaigns (Carkoglu & Yildirim, 2018, p. 166; Soézen, 2019, pp. 295-300; B.
Taskin, 2021, p. 472). To illustrate, the social media campaign utilising the hashtag
#Tamam (translated as “enough”) proliferated, becoming a global trending topic and
adopted by all major opposition parties to mobilise a collective opposition against
Erdogan. This unified opposition campaign was initiated following Erdogan’s
statement that the AKP would step aside if the nation (people) said “enough” (E.
George, 2018; Sozen, 2019, p. 297). However, the ruling wing responded to this
campaign with accusations of terrorism, claiming that the majority of tweets under
the hashtag were “sent from countries where FETO and PKK are active” and that
they were the result of online bots (S6zen, 2019, p. 298). This approach was
consistent with the stance of the People’s Alliance, which sought to marginalise
opposition actors by portraying them as linked to terrorism and framing issues
through a nationalist-populist lens.

During the electoral campaign, Erdogan and the AKP — which commenced
collaboration with Yine Media'® in the context of the 2018 parliamentary and
presidential election campaign — employed a strategy of negative campaigning against
the main opposition candidate, Ince, portraying him as a supporter of terrorism.
However, this strategy was not limited to Ince; accusations of terrorism were also
directed at the HDP on the grounds of support for the PKK and, subsequently, the IY1
Party on the grounds of alleged collaboration with the Giilenists (OSCE, 2018, p. 14;
Sozen, 2019, p. 298). Consequently, the confrontational tone of the presidential
campaign once again reflected the broader polarisation in society, as the incumbent
frequently accused his rivals of being in favour of terrorism, while other candidates
employed emotionally charged and more positive language in their discourse with each
other (OSCE, 2018, p. 14).

181 Advertising agency’s website: https://yinemedia.com/en/
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In regard to economic matters, Erdogan was able to diminish the gravity of the
country’s economic difficulties by espousing populist rhetoric and alluding to foreign
conspiracies. Additionally, he appeared to maintain a focus on the war on terrorism,
an approach that resonated with the nationalist electorate. In framing the debate on the
economy in terms of security and external threats, Erdogan continued to focus on the
successful economic performance of his party in previous years. This discourse of
securitising economic challenges precluded the opposition from attributing
responsibility for the country’s deteriorating economy to Erdogan’s one-party
government (Carkoglu & Yildirim, 2018, p. 166). In reference to the preceding period,
Erdogan and his party’s campaign also highlighted societal grievances that had
emerged prior to his tenure, as evinced by the campaign video advertisements bearing
the hashtag #Remember,*3? which evoked sentiments of fear and anxiety among the
electorate while appealing to satisfaction and trust by glorifying its own governments’
policies. Typically, the AKP emphasised the economic and political instability that
preceded its rule, discrediting the establishment’s incompetency while legitimising its
own policies (Ergetin & Erdogan, 2023, p. 15).

In essence, the election campaign was characterised by an inclination towards
emotional fear-based framing. This posed significant challenges for the opposition
parties, which encountered obstacles including surveillance, harassment, restrictions
on media access and politicised institutions (Baskan et al., 2022, p. 325; Senyuva,
2018, p. 3). It is also noteworthy that, following the depreciation of the Turkish lira,
pro-government circles disseminated and reinforced the perception that Turkey was
facing a financial onslaught from external forces seeking to undermine the country.
Consequently, voters were encouraged to unite and cast their votes in accordance with
the leader’s guidance (Carkoglu & Yildirim, 2018, p. 166; Senyuva, 2018, p. 3; S0zen,
2019, p. 298).

In the election, the People’s Alliance received 53.66% of the total votes cast,
while the Nation Alliance garnered 33.94%. The AKP secured a parliamentary
majority with 42.56% of the votes despite a decline in its share of the electorate
compared to the previous election. The pre-electoral alliance system enabled the

smaller parties in the two electoral coalitions (the MHP, the BBP, the IYI Party, the

132 See Chapter 5, Section 2 in this dissertation.
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SP and the DP) to gain representation in parliament (Aras, 20230; Bagkan et al., 2022,
p. 339; Evci & Kaminski, 2021, p. 485; Sozen, 2019, pp. 287, 304). Erdogan, the
candidate representing the People’s Alliance, was elected for a second term as
president of the “New Turkey,” securing 52.59% of the votes (Aras, 20230; Sozen,
2019, pp. 287, 300). The individual candidates of the Nation Alliance received the
following votes: 30.64% for the CHP candidate Ince, 7.29% for the 1YI Party
candidate Aksener, and 0.89% for the SP candidate Karamollaoglu. Furthermore, the
non-alliance candidates of the HDP and the VP,'*? Selahattin Demirtas, who
campaigned as a convicted prisoner, and Dogu Peringek, received 8.40% and 0.20%
of the votes, respectively (Aras, 20230; SGzen, 2019, pp. 301-302).

As Aras (20230) rightly points out, millions of individuals who had placed their
hopes in the opposition leaders, particularly ince, experienced a sense of betrayal and
succumbed to profound despondency in the aftermath of ince’s remarks to journalist
Ismail Kiigiikkaya: “He won,” ** which will be remembered long after this election.
The Erdogan government, which the opposition voters did not want to endure any
longer, was entitled to another five years in office (Turk, 2024, p. 135). Following the
election, the office of prime minister was abolished, and Erdogan formed the first
cabinet of Turkey’s executive presidential system (Aras, 20230). The new Turkey,
with a new system of government, would proceed to hold the country’s first local

elections the following year, in 2019.
3.8.  Loss of Metropoles: 2019%°

As 2019 began, Turkey was once again engaged in electoral preparations,
marking the seventh such occurrence in the last seven years. Following the first
election held under Turkey’s new presidential system, this would be the first local
election conducted under the apparentement system, which has recently become a

prominent feature of the country’s political landscape. The pre-election alliances that

133 Vatan Partisi (Patriotic Party).
134 Adam kazand.
135 The results under this subtitle were taken from the YSK portal: https://acikveri.ysk.gov.tr/secim-

sonuc-istatistik/secim-sonuc and Hurriyet: https://secim.hurriyet.com.tr/31-mart-2019-yerel-
secimleri/secim-sonuclari/
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had been formed the previous year were maintained for the 2019 local elections.
Despite minor disagreements between alliance leaders Bahgeli and Erdogan, the
People’s Alliance remained intact, while the Nation Alliance continued with only
two parties (the CHP and the 1Y Party). Furthermore, the election campaigns were
conducted with a high level of aggressive rhetoric and tensions between the electoral
blocs, which served to fuel further societal polarisation (B. Taskin, 2021, pp. 467—
468).

The 2019 local elections were perceived as more than ordinary local elections
due to the campaign strategies employed by the political alliances. The People’s
Alliance placed significant emphasis on the phrase “a matter of survival,”*%® while
the opposition capitalised on the opportunity to challenge the AKP’s increasingly
authoritarian rule. As a result, the elections reflected a general election atmosphere,
particularly in the major urban centres (Esen & Giimiis¢ii, 2019, pp. 320, 324; Oztay,
2022, p. 108). It was observed that the People’s Alliance and the AKP leveraged
polarisation and fear by mobilising identity politics through religious and nationalist
discourses against the opposition during the campaign process and by ascribing
existential significance to the local elections. However, the AKP defined its
campaign theme and slogan as “municipalism of the heart” and “social
municipalism,” aiming to evoke an emotional response through the idea that city
management is a work of the heart (Goniil Belediyeciligi, 2018; AK Parti, 2019; Esen
& Giimiiscii, 2019, p. 324; Kavas & Tasoz Diisiindere, 2019, pp. 2-5; Oztay, 2022,
pp. 111-113).

In contrast, the opposition parties, despite their disparate ideologies, engaged
in a unified campaign against the People’s Alliance, as evinced by their actions
during the 2018 general elections. Unlike the rival alliance’s national security
discourse, they eschewed divisive rhetoric and even attempted to appeal to pro-
government voters by focusing on local issues and problems (Esen & Giimiisgii,

2019, pp. 326, 329). In essence, the CHP structured its campaign around the

136 In Turkish “beka meselesi” was one of the topics that the People’s Alliance shaped its electoral
campaign by implying the country’s national security was at stake because of the opposition parties —
as was the claims during the previous year’s general election — which were allegedly in collaboration
with the “enemies” of the nation, namely the PKK and the FETO or Giilenists. Besides, the economic
crisis started in 2018 summer with the depreciation of lira caused an obstacle for the AKP to narrate its
successful economic performances during the campaign (Esen & Glimiisgii, 2019, pp. 320-322, 324).
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assertation that “municipalities should be the solution to people’s problems,”
accompanied by the slogan “The end of March is spring”*®’ (CHP, 2019; Esen &
Gumiiscti, 2019, p. 326; Kavas & Tasoz Diistindere, 2019, pp. 5-8). In summary, the
members of the People’s Alliance placed an emphasis on national values and unity,
while the Nation Alliance highlighted the need for hope and solutions to the
challenges facing Turkish citizens (B. Taskin, 2021, p. 471).

On 31 March 2019, Turkey held local elections. The election results were
unexpected for the AKP despite the People’s Alliance securing over 51.60% of the
votes. Despite winning 15 metropolitan municipalities and 741 district
municipalities with 44.33% of the votes, the party suffered significant losses in major
cities, including the metropolitan municipalities of the capital city, Ankara and the
finance capital, istanbul, in the 2019 local elections. The National Alliance
demonstrated considerable electoral strength in major urban centres.*®® The CHP was
victorious in 11 out of the 30 metropolitan municipalities and secured 240 district
mayorships. Despite failing to secure any metropolitan mayoral positions, the Y]
Party did succeed in winning 23 district mayorships. The minor party within the
ruling alliance, the MHP, secured one metropolitan mayoralty and 233 district
mayorships, while the BPP, the minor party, won 10 district mayorships. The pro-
Kurdish HDP, which is not part of any alliance but supported the Nation Alliance by
not nominating candidates in the big cities (a tactical decision in the western
provinces), won three metropolitan mayorships and 58 district mayorships. The pro-
Islamist SP secured 21 district mayorships, while the TKP,*° a communist party,
achieved a notable victory by winning the provincial mayorship of Tunceli for the
first time in Turkish history (Aras, 2023p; Esen & Gilimiiscii, 2019, pp. 321, 329,
331; Hizli Sayar et al., 2020, p. 2; B. Taskin, 2019, 2021, pp. 468-470). In

137 Mart’1in sonu bahar.

138 The Nation Alliance this time consisted of only the CHP and IYI Party for the 2019 local election
and other parties did not act within the alliance. The SP strategically nominated candidates to reduce
AKP’s votes. The alliance took control of five of the six most populous and economically advanced
cities in the country while it continued to hold the third most populous metropolitan city, Izmir (Aras,
2023p; Esen & Glimiiscii, 2019, pp. 317, 330; B. Taskin, 2019, 2021, pp. 466, 469).

139 Tlrkiye Komdinist Partisi (Communist Party of Turkey).
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conclusion, despite the difficulties posed by migration,*° rising unemployment and
economic recession, the People’s Alliance was successful at the district level,
although it did suffer losses in key metropolitan municipalities (B. Taskin, 2021, p.
470).

Ultimately, despite the unequal campaign process and the counteraction of the
AKP’s othering and marginalising discourses, such as with the pun on the rival
alliance’s name as the “Contempt and Shame Alliance,”**! the Nation Alliance was
able to achieve considerable success in winning significant cities. (Bayaslan, 2019;
Esen & Giimiisgii, 2019, p. 324; B. Taskin, 2021, p. 467). The candidates representing
the Nation Alliance, Mansur Yavas and Ekrem Imamoglu, respectively, for Ankara
and Istanbul, were resoundingly successful. In accordance with the official results,
Imamoglu was elected mayor of istanbul with 48.8% of the votes, compared to the
People’s Alliance candidate Binali Yildirim, who received 48.55%. Consequently,
following 16 years in power, Erdogan experienced a defeat for the first time in 20109.
However, while the results were being announced, the state-owned news agency
Anadolu Agency (AA) ceased updating the results for the Istanbul Metropolitan
Municipality for over ten hours (Aras, 2023p; BBC News Tiirk¢e, 2019; Dag1, 2023;
Esen & Giimiiscii, 2019, p. 334). Neither the Anadolu Agency nor pro-AKP television
channels and newspapers reported that Imamoglu was in the lead. In response to the
allegations of false news and restricted media access, iImamoglu accused the Hirriyet
Newspaper and CNN Tiirk,**2 both part of the pro-government Demiréren group,
creating an uneven playing field (Aras, 2023p).

140 The public opinion about the economic decline has been in line with the Syrian refugees to which
the AKP government allocated resources and this caused discontent and resentment among various
segments in the society (Bardakgi, 2016, p. 10; Esen & Giimiisgii, 2019, p. 322).

141 Their Turkish equivalents are “illet and zillet” which are phonetically similar to the world “millet”
(nation).

142 |t is the affiliate of American channel CNN International.
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As a consequence of the failure of the ruling party and its nationalist partner to
accept the outcome of the istanbul elections,**® the deputy chairman of the AKP, Ali
Ihsan Yavuz, and the party’s spokesman, Omer Celik, announced their intention to
make an extraordinary appeal to the YSK. While Yavuz attempted to justify the
rationale behind the call for a repeat of the istanbul elections, he made the famous
statement: “Even if nothing happened, we say that something definitely happened.”*44
Consequently, despite the questionable rationale behind this statement, the decision
was taken to hold a repeat election in Istanbul on 6 May. The justification provided by
the YSK for this decision was that “the chairmen and members of the electoral
committees appointed for the original election were not civil servants.” This decision
was met with controversy, given that the YSK itself had appointed these committees
several months prior to the election (Aras, 2023p; BBC News Turkce, 2019; Ekiz &
Tung, 2019; Esen & Giimiiscii, 2019, p. 334; leri Haber, 2019; Kesinlikle Bir Seyler
Oldu, 2019; B. Taskin, 2021, p. 471; M. Tosun, 2019). As a continuation of the
implementation of unfair media coverage, which the ruling party had resorted to on
numerous occasions before, the majority of television channels did not broadcast
Imamoglu’s press conference subsequent to the decision to cancel and re-run the
Istanbul Metropolitan Municipality elections (Aras, 2023p).

The mayoral candidates for Istanbul resumed their electoral campaigns. The

AKP reoriented its campaign strategy by affording Yildirim greater autonomy to

143 1t is both because that Istanbul is the economic heart of Turkey thanks to its share of one third of the
country’s GDP, and that the local governments are crucially important for the AKP owing to the large
provincial and municipal budgets helping the party to provide social aid to 35% of the Turkish
population and to maintain and foster patronage and clientelism/clientelist distribution (of municipal
revenues and resources to Islamic foundations), which is accepted as one of the main source of its
popularity (Esen & Glimiisgii, 2019, pp. 319-320, 335; B. Tagkin, 2021, p. 462). According to Yoruk
(2013), the AKP augmented poverty benefits not as a consequence of an increase in poverty, but rather
as a result of an increase in the political mobilisation of the poor. In short, the AKP has instrumentalised
the social municipalism understanding through these social aid policies (Turk, 2024, pp. 75-76). These
social aid policy implementations are criticised within the context of “the state services which should
be “right” of the citizens have become “aids” through neoliberal projects, and the AKP, as a neoliberal
ruling, is responsible of making poverty sustainable rather than mitigating it. For the debates on the
“sustainable poverty” created by neoliberal populism see: Yildirnm, D. (2010). AKP ve Neoliberal
Popiilizm. In 1. Uzgel & B. Duru (Eds.), AKP kitabi: Bir doniisiimiin bilangosu (2. baski, pp. 66—107).
Phoenix Yayinevi; Culha Zabci, F. (2003). Sosyal Riski Azaltma Projesi: Yoksullugu Azaltmak mu,
Zengini Yoksuldan Korumak m1? Ankara Universitesi SBF Dergisi, 58(1), 215-239; Dogan, A. E.
(2007). Egreti kamusallik: Kayseri érneginde Islamci belediyecilik (1. baski). Tletisim Yaynlar1. Urhan,
G., & Urhan B. (2015). AKP Déneminde Sosyal Yardim. In M. Koray & A. Celik (Eds.), Himmet,
fitrat, piyasa: AKP déneminde sosyal politika (1. baski, pp. 229-258). Iletisim Yaynlar1.

144 Higbir sey olmasa bile biz diyoruz ki kesinlikle bir seyler oldu.
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pursue his own electoral strategy. Meanwhile, President Erdogan, in his capacity as
the party’s leader, had engaged in active campaigning and maintained a prominent
presence throughout the electoral process. Despite the fact that the election was local
in nature and his image was displayed on all campaign banners alongside those of
the candidates, Erdogan had emerged as the public face of the campaign (Esen &
Gumiiscti, 2019, pp. 323, 335; B. Taskin, 2021, p. 467). Subsequently, in the second
round of the contest, Erdogan withdrew from the stage, thereby enabling Yildirim to
conduct a more voter-friendly campaign that resembled imamoglu’s face-to-face
interaction strategy with the electorate (Esen & Guimiisgii, 2019, p. 335; B. Taskin,
2021, p. 471). Similarly, the junior ally, the MHP, also became less visible during
the second campaign as Yildirim needed votes from the HDP’s conservative Kurdish
constituency, and the People’s Alliance gave weight to the religious/Islamic
discourse rather than the nationalist one (Esen & Giimiisgii, 2019, p. 336; B. Taskin,
2021, p. 471). However, the AKP government persisted in discrediting imamoglu as
a religious and ethnic “other”* through the dissemination of disinformation via the
pro-government media outlets, with the objective of instilling fear among
conservative nationalist voters (Esen & Gilimiiscii, 2019, pp. 335-336; B. Taskin,
2021, p. 471).

Meanwhile, Yildirim adopted the slogan, “We did what we said, we will do
it again,”2*® while iImamoglu campaigned with the slogan “If there is imamoglu, there
is hope,”**” in addition to “Everything will be alright”%® (BBC News Tiirkce, 2019;
R. Dogan, 2019; Sabah, 2019; T24, 2019; Tiirk, 2024, p. 158). Imamoglu, who had
gained considerable support and was perceived to have been the victim of an unfair
political campaign — similar to the circumstances surrounding Erdogan’s ban from
politics when he was mayor of Istanbul — continued to organise local rallies and

maintained his initial strategy of close contact with voters in both the AKP and the

145 Due to the fact that imamoglu is from Trabzon, some AKP politicians described the CHP candidate
as “Pontus Rum” and said that “Greeks are aspiring” to Istanbul. This was interpreted by some observers
as “an attempt to play the national identity card” (Kasapoglu, 2019).

146 Ne dediysek yaptik, yine biz yapariz.

147 imamoglu varsa umut var.

148 Her sey ¢ok giizel olacak.
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CHP strongholds. Despite the government’s aggressive campaign, he was able to
mount a successful defence due to his background as a local leader and his
engagement with local issues and problems (and, on occasion, with the country’s
broader problems, such as the rule of law and democracy) (Esen & Gilimiiscii, 2019,
p. 336).

Consequently, the istanbul elections were renewed on 23 June 2019. Ekrem
Imamoglu received 54.22% of the votes, while Binali Yildirim received 45%. As a
result, Yildirim (in fact, Erdogan) was defeated on two occasions in istanbul. The
difference of 14,000 votes between the candidates in the previous election was
significantly amplified, resulting in an 800,000-vote differential in the current election.
Erdogan, who had previously asserted that “whoever takes Istanbul takes Turkey,” was
ultimately unsuccessful in his bid to retain control of the city, which he was devoted*°
and described as his “first love” (Aras, 2023p; BBC News Tiurkce, 2019; Kesinlikle
Bir Seyler Oldu, 2019; B. Taskin, 2019, 2021, p. 471). The results demonstrated that
the electorate perceived the decision of the YSK to re-run the istanbul elections as
unfair, and their distrust of political parties and state institutions tragically increased
(B. Taskin, 2019, 2021, p. 471).

The AKP government did not halt its actions after the elections; instead, it
persisted in its repressive policies by resorting to legal fraud (by bending the law) in
regions with a high Kurdish population and where the pro-Kurdish HDP had secured
mayoral positions. The government proceeded to dismiss the elected local
administrators and replace them with appointed trustees. As was the case after the 2014
local elections, the government appointed trustees (state officials) to 48 of the 65
municipalities won by the HDP (Esen & Giimiisgii, 2019, p. 318; B. Taskin, 2021, pp.
462, 470, 473). In particular, shortly after the election, the YSK annulled the mandates
of several HDP mayors on the grounds that they had been removed from public
service, and the municipalities in question were transferred to the AKP candidates who

149 1n his remarks at the 2014 Election Declaration Programme, in which he presented the election
manifesto entitled “On the Way to Great Civilisation: Human, Democracy, City,” Erdogan states, “We
worked for Istanbul with dedication and enthusiasm, and our efforts have resulted in a historical
achievement. ...The condemnation was as a result of our unshakable place in the hearts of the nation,
our shared language, direction and the fact that we walked arm in arm with the nation. ...We have
already achieved our goals in Istanbul, and we are now doing the same in 81 provinces across Turkey”
(Turk, 2018, pp. 212, 317).
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had lost the popular vote. However, it was the state institution that had previously
endorsed the candidacy of these individuals prior to the election (Esen & Glimiisgii,
2019, p. 335). In addition, the appointment of trustees in Van, Diyarbakir, and Mardin
in August 2019 resulted in the removal of elected mayors and the appointment of
provincial governors as acting mayors (Anadolu Ajansi, 2019; B. Taskin, 2021, p.
470). Furthermore, Erdogan implemented measures to restrict the authority of elected
mayors affiliated with the Nation Alliance, particularly in the capital cities of Ankara
and Istanbul. This involved the transfer of municipal powers to the central
government’s ministries responsible for transport, infrastructure, the environment and
urbanisation (Esen & Giimiisgii, 2019, p. 338). These implementations — the dismissal
of elected mayors, the appointment of trustees, and the transfer of power to the central
government — served to reaffirm the AKP’s authoritarian tendencies, erode public trust
in the popular vote, and reinforce the perception that elections in this country are unfair
and that civil liberties are systematically violated (Esen & Giimiiscii, 2016, p. 1583,
2019, p. 317; B. Taskin, 2021, p. 470).

The journey of the AKP’s governance did not conclude with the completion of
this study. Despite a decline in its vote share, the AKP and Erdogan — despite the
controversy surrounding his candidacy — were able to regain power in the 2023 dual
presidential and legislative elections, which had been a key objective since 2011. In
terms of local governments, the AKP suffered its most significant electoral defeat to
date in the 2024 local elections. The main rival, the CHP, became the first party to win
an election since 1977, with approximately 38% of the valid votes. As these elections
occurred concurrently with the research process of this dissertation, namely after the
research proposal had been accepted, they were excluded from the scope of this study.
It is notable, however, that these recent electoral developments appear to signal a shift
in the emotional mood of the country. Nevertheless, economic concerns continue to
represent a significant concern for citizens, reflecting a prevailing sense of discontent,
a source of their grievances, and hardship in Turkey.

Having presented the emotional-political landscape/atmosphere of Turkey in
which | situate my research in context, as | have already mentioned in the introduction,
this thesis questions how a political party incorporates emotions into the political scene
through election campaigns/campaign advertisements. It also considers whether the
approach taken has transformed over time. In order to identify an inconsistency
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between theory and practice (the AKP’s discourses and actions), in the following
chapter, I explain the qualitative content analysis approach | adopted as a research
method, the reasons behind my decision to adopt this approach, and the manner in
which | collected the data, utilised a computer-assisted programme, and conducted an
analysis with the assistance of a codebook, which I created depending on the existing

accounts in the literature.
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CHAPTER 4

METHOD AND METHODOLOGY

For Spinoza, there is no such thing as a miracle or a coincidence, which are
supernatural events that violate nature and its laws. This is because people who do not
have enough knowledge and understanding call certain events miracles due to their
inability to discern the intrinsic explanations underlying these events or to comprehend
them in principle. Thus, nature always obeys laws and truths that contain eternal
necessity and truth, even if it is not necessary for people to know all of these truths
(Nadler, 2006, pp. 111-112). In a similar vein, if the studies that explain the AKP’s
long-term political consolidation through elections by taking into account numerous
(economic, social, etc.) dynamics in politics were to be deemed unsatisfactory, it
would not be due to a coincidence or a miracle behind it. Such an outcome would be
difficult to explain. The examination of the dynamics (drivers) that have been
overlooked and require further analysis will facilitate the resolution of question(s) that
remain unanswered. Accordingly, this dissertation opts for emotions as the object of
explanation. The research material of this dissertation is electoral campaigns (video
ads), and the phenomena to be explained is emotions.

To this end, in this chapter, | explain “how to do this study’ and “how to arrive
at the possible answers.” | will present the backbone of my dissertation’s analysis,
namely the processes — and challenges during these processes — of collecting and
preparing data for the study and the epistemological and methodological approaches I
adopt. The method of data analysis is a qualitative content analysis. | carried out the
analysis on the selected visual materials using MAXQDA, a computer-assisted
qualitative data analysis software (CAQDAS) — the results of which are presented in
the following chapter. This chapter has four subheadings: qualitative approach,

content analysis, data collection and selection procedures, and codebook.
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4.1. Qualitative approach

Since methodological approaches (quantitative and qualitative) are not
independent of epistemological and ontological considerations, | found it necessary to
touch on interpretivism, which | adopt as a scientific position, and then interface with
qualitative content analysis. The interpretivist paradigm or approach seeks to interpret
the social world by rejecting the objectivist view because it believes that the world is
full of meanings; each component or part has its own meaning. Meaning is a
construction (Atilla, 2022). This meaning has cultural and historical foundations. It is
likely to be revealed by being interpreted through social constructions such as
consciousness, language, shared meanings, and instruments. More importantly, this
meaning can be reflected in different ways by using multiple methods (Dudovskiy,
2017; Hughes, 2003).

Unlike the scientific paradigm (positivism), the interpretive paradigm focuses
ontologically on more than one truth or reality when conducting qualitative research.
It argues that reality exists in the mental constructs. In other words, the concept of truth
is not a singular entity but rather a construct that exists within the mind. Accordingly,
the ontological position of the interpretative paradigm accepts reality as subjective and
multiple (Dudovskiy, 2017) — which leads to relativity. Everyone has their own
reality/realities, so different researchers address different realities; there are as many
realities as there are people (Creswell, 2007, pp. 16-18; Scotland, 2012, p. 11).
Therefore, from an epistemological perspective, one can deduce that reality is
constructed individually and socially.

The primary purpose of the interpretative paradigm or the interpretivist
approach is to understand the distinctive thoughts, beliefs, and perceptions of societies
accordingly, the people who shape them (Hammersley, 2012). At this point, how they
understand and interpret the world in which they live is not safe from or above their
feelings, emotions, and affections. Society is made up of the interactions of individuals
who, through their interactions between their consciousness and the world, attribute
subjective meaning to their own actions. Their attributions also include their emotions.
Accordingly, society, social relations, and social sciences cannot be “explained” from
a single perspective with clear-cut concepts and categorisations but can be interpreted

— which means that the interpretive paradigm accepts that reality is socially
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constructed, and this dissertation assumes that emotions are also socially constructed
(Goodwin et al., 2001, p. 13; van Troost et al., 2013, p. 187). For all these reasons, |
have adopted the interpretive paradigm throughout the analysis in terms of an
epistemological approach.

As Schreier (2012, p. 28) summarises, qualitative research is interpretive,
naturalistic, situational, reflexive, inductive, case-oriented, has emergent flexibility,
and emphasises validity. It is interpretive in three ways: (1) it deals with symbolic
material requiring interpretation, which requires an active effort on the part of the
researcher; (2) it focuses on exploring personal and social meaning; and (3) multiple
and different interpretations of the same data can be equally valid (attributiveness and
constructiveness of the meaning) (Schreier, 2012, pp. 20-21). It is naturalistic because
qualitative researchers take real-life contexts as research settings and remain faithful
to them. It is situational because (constructed) meaning depends on context; context is
part of meaning, and meaning is context-specific (Schreier, 2012, p. 22). It is reflexive
because researchers try to make sense of the things that happen in life, and different
responses to different people and situations make reflexivity rather than objectivity
important. This means that a qualitative researcher is concerned with how s/he co-
creates the data in line with reflexivity (Schreier, 2012, p. 23). It has emergent
flexibility because while in quantitative research, the research process is linear and
completed step by step (first data collection, then data analysis, etc.), in qualitative
research, all steps are cyclically linked, which means its adaptability is high (Schreier,
2012, p. 24). It is inductive because the data analysis is done in an inductive, data-
driven way, which means that critical concepts and codes are decided on how to go
through the material; they emerge from the data itself (Schreier, 2012, p. 25). It is case-
oriented because this type of research is holistic; it is concerned with the totality depth
of the case (Schreier, 2012, p. 25). Finally, qualitative research focuses on validity —
the criterion that refers to the overall quality of a study and the extent to which the
method and instruments are appropriate and valid for capturing/understanding the
related/questioned/researched phenomenon (Schreier, 2012, p. 27).

Before exploring the method and content analysis chosen for this dissertation
and explaining how it is well suited to the study, it is plausible to make a few
statements about the interpretivist approach to the method in question. Neuendorf and
Kumar (2016, p. 4) state — in relation to interface with qualitative content analysis —
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that “interpreting symbolic construction of social and cultural meanings and emphasis
in political messages in documents/texts” has proliferated and qualitative scholars
consider the written, verbal and visual content of texts as retrievable and storable, even
though quantitative content analysis remains the dominant method in political
communication. In support of this perspective, Krippendorff (2018, p. 21) already says
simplistically that all texts™° have a qualitative nature despite specific characteristics
of texts that can be converted into numbers. Nevertheless, qualitative content analysis
approaches propose a systematic exploration of the data (Krippendorff, 2018, p. 21).

With regard to the qualitative approaches to content analysis, Krippendorff
(2018, p. 22) notes that qualitative approaches, which have their origins in literary
theory, critical studies, and social sciences, are sometimes referred to as interpretative.
The reason for this perception is that they share common characteristics, such as a
general focus on and close reading of relatively small textual materials as data,
involving the interpretation/rearticulation of these texts into analytical, critical,
emancipatory or deconstructive accounts within intellectual communities, sometimes
with anti-positivist positions. The scholars/analysts accept to study and act in their own
socially and culturally interactive hermeneutic environment (Krippendorff, 2018, pp.
22-23).

4.2. Content analysis

It is well known that content analysis has been used as a methodology in many
disciplines, ranging from communication studies, political science, cultural studies,
and international relations to public opinion, public health, law and so on. Researchers
in the social sciences have increasingly adopted content analysis as a method of social
inquiry, for example, by focusing on the impact of communication to make sense of
social and political life (Erisen et al., 2013, p. 23). According to Erisen et al. (2013, p.
23), content analysis is a systematic and replicable method that relies on specific
coding rules to infer meaning from data. As they convey, political scientist Holsti

10T yse “texts’ in the broadest term (as a generic term) as Krippendorff (2018, p. 27) does: “texts (printed
matter, recorded speech, visual communications, works of art, websites, and cultural artifacts),” in just
the same way as many qualitative scholars mean all kinds of qualitative written, verbal, and visual
content/material which can be retrievable and stored (Neuendorf & Kumar, 2016, p. 4; Schreier, 2012,

p. 3).
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(1969, p. 14) defines it as “any technique for making inferences by objectively and
systematically identifying specified characteristics of messages” (Erisen et al., 2013,
p. 23). Similarly, Krippendorff’s (2018, p. 24) one-sentence definition of what content
analysis is: “Content analysis is a research technique for making replicable and valid
inferences from texts (or other meaningful matter) to the contexts of their use.”
Namely, it allows a researcher to infer meaning from the meaningful data/dataset.

Krippendorff’s approach is paraphrased as follows:

“What goes under the common label of content analysis is not a
single technique; rather, it is a collection of different approaches to the
analysis of texts or, more generally, of messages of any kind — from
the word counts to the simplest forms of syntactical analysis to
thematic analysis, referential analysis, and prepositional analysis”
(quoted in Franzosi, 2004, p. 186).

In the preface to the fourth edition of his work Content Analysis, Krippendorff

states that:

“Content analysis is one of the most important research techniques
in the social sciences. It acknowledges that society is enacted in talk,
texts, and other modalities of communication and that understanding
social phenomena cannot be achieved without understanding how
language operates in the social world. Content analysts inquire into
social phenomena by treating data not as physical events but as
communications that are created and disseminated to be seen, read,
interpreted, enacted, and reflected upon according to the meanings
they have for their recipients. Interpreting communications as texts in
the contexts of their social uses distinguishes content analysis from
other empirical methods of inquiry” (Krippendorff, 2018, p. xii).

My epistemological approach to this quote is as follows: My subject of study
snaps into content analysis in the sense of inquiring about the communicative
qualification of the components of the election campaigns and the understanding by
being interpreted and inferring meaning within the scope of time and place
(spatiotemporal framework). As lyengar and Simon (2000, p. 164) stresses, content
analysis helps researchers to discover characteristics of messages and their intended
meanings. Likewise, Hermann (2008, p. 151) conveys from the book of Moyser and
Wagstaffe (1987, p. 20) that content analysis is a method that is able to shed light on
the use and manipulation of appealing symbols and the meaning attributed to specific
communications. Alternatively, thanks to content analysis, it is possible to conduct an
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analysis to observe real-life emotional receptions of politics without resorting artificial
circumstances such as experiments, surveys and structured interviews (Szabo, 2020).
Correspondingly, | use qualitative content analysis to examine and interpret the use
and manipulation of emotions by political parties by seeking answers from
electoral/political campaigns.

A wide range of written, visual, and audio materials are suitable for content
analysis, such as books, articles, diaries, films, videos, speeches, interviews,
commercials, advertisements, and cartoons (Erisen et al., 2013, p. 24). These are types
of ‘texts’ (Krippendorff, 2018, p. 27), as mentioned in the previous section, and their
types to be included in the analysis depend on the research question, as Hermann
(2008) highlights. In view of this, the choice of campaign advertisements as the
material for the content analysis of this dissertation draws its strength from this
approach and the research question itself: “How has the AKP shaped, materialised,
and translated emotions in its electoral campaigns on its way to consolidate its
power?”

Although traditional content analysis, as Serafini and Reid (2023, p. 625)
explain, has employed a quantitative methodology, characterised by a system of
predetermined categories, statistical analyses of textual data, and an emphasis on the
reliability and generalisability of its findings, in terms of the formal definition of
content analysis, it has emerged that quantification is not a must (Franzosi, 2004, p.
186). On the other hand, for examining linguistic and visual content within various
social scientific research contexts, qualitative content analysis is a versatile and
flexible tool (Serafini & Reid, 2023, p. 625). Franzosi (2004, p. 187) states that the
common concern of content analysis approaches is numbers, which is the
distinguishing feature of the so-called methods, typically qualitative approaches such
as discourse, conservation, and narrative analyses.

With regard to the types of content analysis, as this dissertation does not seek
to achieve purely statistical/numerical results and relies on qualitative content analysis,
the type of analysis carried out should, by definition, be asked/questioned. There are
different approaches/techniques under the standard label of content analysis, such as
relational content analysis (underlying frequency, evaluative assertion, contingency
count), thematic, and referential. Relational content analysis is presented as a type that

focuses on relationships, contingencies, and semantic connections between texts or
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textual materials (Krippendorff, 2018, p. 411). Evaluative assertion analysis, for
example, is distinguished from the more straightforward methods of frequency
(counting words) in orientation towards the intensity and direction of meaning
(Osborne & Reimer, 1973, p. 96). The literature suggests that thematic content analysis
Is the most common approach. However, it does not have universal coding schemes,
as the same data will mean different things to different analysts/researchers. However,
it both requires and enables a broad, deep, and intimate examination of the data in
order to develop an excellent thematic analysis (Franzosi, 2004, p. 186). Franzosi
(2004, p. 186) presents referential analysis as a tool to understand the complexity of
language for inference better and is more appropriate than thematic analysis.

Krippendorff (2018, pp. 21-22) lists discourse, social constructivist, rhetorical,
ethnographic, and conversational analyses as qualitative approaches to content analysis
on the basis that “proponents of qualitative approaches to content analysis offer
alternative protocols for exploring texts systematically.” Discourse analysis is
concerned with the representation of phenomena that extend beyond the level of
individual sentences, and its primary focus is on the interrelationship between social
reality and language (Krippendorff, 2018, p. 21; Schreier, 2012, p. 45). As Wodak (2024,
p. 32) highlights, discourse is socially constitutive as well as socially conditioned,
thereby facilitating the production and reproduction of power relations and aligning with
differing ideological forms and positions (Wodak & Meyer, 2016, pp. 5-6).
Accordingly, discourse as social practice contributes to the construction of social reality
through language, rather than merely representing it (Schreier, 2012, p. 45).

Social constructivist analysts, who also focus on discourse, conduct their
analyses to understand how reality is constructed/conceptualised in social interactions
— similar to discourse analysts, and they may address conceptualisation of emotions,
construction of facts, exploration of evolving notions such as self, sexuality, etc. as
well (Krippendorff, 2018, pp. 21-22). In contrast, rhetorical analysis researchers focus
on identifying figures of speech in the texts/data under study to analyse how messages
are conveyed and with what effects, and ethnographic content analysis is used to
understand and document the communication of meaning by working with narrative
descriptions and categories. Conversely, the incentive to read texts does not mean
avoiding quantification (Altheide, 1987, p. 68; Krippendorff, 2018, p. 22). Finally,
Krippendorff (2018, p. 22) presents a conversation analysis that is marked as
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qualitative, corresponding to the analysis of recordings made in natural settings, with
the aim of collaboratively constructing conservations.

In terms of the type of qualitative content analysis, the approach was indeed
used for this dissertation due to the source materials of advertisement videos; the type
is, by definition, not any of the discourse, rhetorical or conversational analyses. It is
not an ethnographic one because it does not focus on the involvement of human
actors/speakers in the situations and settings of the AKP’s campaign video
advertisements. It is also not a conversation analysis since, as a researcher, | am neither
a receiver nor a participant but an observer who does not transcribe a recording
showing the construction of conversations (Krippendorff, 2018, p. 22). As both my
scientific standpoint as the author and the approach of the dissertation through the
force of interpretivism denote social constructivism, the social constructivist approach
to content analysis seems well suited to this research.

On the other hand, despite the different focus of discourse analysis and
qualitative content analysis, it is possible to combine the two methods, which in itself
makes sense because social constructivists include discourse in their analyses
(Krippendorff, 2018, pp. 21-22). This combination also allows for categories
(conceptualisation of categories) for analysis that do not refer to the textual content
but instead to the way/form in which the message/utterance/expression is conveyed
(Schreier, 2012, p. 50). Schreier (2012, p. 49) states that qualitative content analysis
can be carried out with a critical-interpretive attitude, which is the basis of discourse
analysis. Furthermore, this dissertation can be categorised as a thematic content
analysis due to the topic of emotions in political communication/campaigns. In any
case, as my research question indicates, | focus my analysis on selected aspects (the
use of emotions) of campaign advertisements, as required by qualitative research
analysis and as Schreier (2012, p. 8) says. Additionally, Serafini and Reid (2023, p.
628) highlight that researchers can expand their conceptualisations of the nature of the
data, for instance, by taking into consideration of multimodal entities that the data
under study may include such as visual, textual, audial, haptic, and digitally enhanced
modes of representation and communication when adopting a qualitative approach to
content analysis. In this respect, my analysis differs from other qualitative data

analysis methods.
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As Hermann (2008, p. 151) questions, the relevance of the research question
to the extraction of meaning from communication, the types of materials as data as
well as the unit of analysis and their representational or instrumental characteristics,
the contextualisation of the subject in question, the qualitative or quantitative nature
of the analysis, its replicability, reliability, and validity are important questions to
understand whether a study fits with content analysis. In my case, | can briefly mention
if and how qualitative content analysis fits my study. Firstly, due to the nature of the
leading research question of this dissertation, it seeks to extract meaning from the
communicative tools of a political party. Secondly, it is important to emphasise that
“anything that is intended to communicate a message is usable as material for content
analysis. Moreover, the material does not need to involve words. Content analysis can
also be used to examine nonverbal behaviour” (Hermann, 2008, p. 152). Since a wide
range of written or verbal textual materials is suitable for content analysis, and since
election campaigns by their nature include a great deal of visual materials and
advertisements, | focus my content analysis on the AKP’s campaign videos in Turkey.
For the videos, | built a dataset; the relevant materials, depending on my research
question, are displayed on different TV channels, online websites, and video-sharing
platforms. In my case, they are mostly available on the most popular video platform,
YouTube. For the missing ones, it was possible to access them through the official
channels of the political party itself (by contacting the AKP’s Promotion and Media
Department) and to collect them from different pages on YouTube by searching
through hashtags. As I will explain in detail in the following section on data collection
and selection processes, the dataset consists of more than 370 video advertisements on
the AKP’s official YouTube page and around 140 videos on various fan pages and
news channels pages on YouTube.

Thirdly, I have chosen to conduct a qualitative analysis, despite the possibility
of conducting a more quantitative analysis of numerical information, such as the
duration and number of views of the ads that the campaign ads provide. This is because
the focus of this dissertation, “emotions,” is a relatively sensitive/delicate topic due to
its qualification of subjectivity. In other words, it forms a thematic rather than a
syntactic analysis (quantitative counting of words or units). Schreier (2012, p. 14)
conveys from George (1959, p. 8), who preferred the term “non-frequency” rather than

“quantitative,” that “we employ the term ‘non-frequency’ to describe the type of
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nonquantitative, nonstatistical content analysis which uses the presence or absence of
a certain content characteristic or syndrome as a content indicator in an inferential
hypothesis.” In the same vein, this study is concerned with “the absence or presence
of certain characteristics of emotions” rather than “their degree”*>! (Hermann, 2008,
p. 156), and it is approached with an interpretivist approach. It is, therefore, more
plausible to carry out a more qualitative analysis, accepting the increasingly blurred
boundaries between quantitative and qualitative approaches thanks to
theoretical/methodological developments, such as CAQDAS (Franzosi, 2004, p. 189).

Fourthly, as part of campaign rallies, election campaigns are tools for political
parties on their way to winning elections, and campaign advertisements are
instrumental in making propaganda. In particular, what is not said but implied
sometimes becomes more important, and within these materials, | look for the
emotions used/shaped/manipulated/triggered/translated. For this reason, | see the data
as instrumental in understanding my research topic, the role of emotions in politics.
Fifth, in terms of unit of analysis and coding rules and procedures, | again draw on
Hermann’s (2008, p. 157) guidance that “units can range from words to phrases,
sentences, paragraphs, themes, and whole documents.” While | use campaign
advertising videos as the level of analysis, | use each campaign video’s related coded
segment as a unit to be analysed, as | code and detect the presence or absence of
emotions, their type and strength, to observe how campaign videos integrate emotions
into the video itself. | have developed a kind of scale of analysis (codebook), which is
presented at the end of this chapter, together with the coding patterns.

Sixth, I focus on the case of AKP in Turkish political history and culture by
cherry-picking the video recordings of its election campaigns to identify the use and
materialisation of emotions in terms of contextualising the study. As Krippendorff
(2018, p. 29) specifies, | construct a meaningful context to answer my research
questions because content analysis of any available data requires context, and context
represents readable data and justifiable interpretation. For this reason, in order to

describe the emotional-political atmosphere of each election, | tend to frame the

151 1t is, of course, possible to use numbers when a phenomenon is present versus absent, but it is harder
to judge the degree without the use of some quantification (Hermann, 2008, p. 156).
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political context of Turkey. For example, the previous chapter provides a
comprehensive account of the course of politics under the AKP government.

Seventhly, if there is a need to generalise and replicate the analysis, it is not so
easy to explain society thoroughly because society or unity — composed of individuals
— and every behaviour and conduct in society is full of meaning. It is not possible to
fix knowledge for society. Therefore, any generalisation is not possible without any
contextual, temporal, and spatial perspective in qualitative research. Moreover, it is
not possible to even try to generalise events or phenomena (Ozugurlu, 2012).
Accordingly, there can be no fixed or absolute knowledge about society and social
reality; it can only be understood within a context. Any social reality or socially related
phenomenon can be understood by filtering and interpreting it according to its time
and place. In other words, research is contextual. However, there are correlations and
interactions between social facts and their outcomes. Here, it is clear that qualitative
studies do not claim to formulate laws and make absolute generalisations about the
nature of society. However, although the possibility of repeatability in qualitative
studies is low — making each study unique in its own way — it is possible to replicate
the course of the study, i.e., to conduct content analysis with similar coding rules and
procedures. For example, suppose a researcher is interested in understanding the role
of emotions and their use or manipulation from the perspective of a political party. In
this case, it is possible to replicate the codebook of any study to conduct a similar
analysis, as | have done by adopting Brader’s (2006) typology.

Finally, what makes the research valid draws its strength from the type of
analysis. It is generally accepted that in quantitative studies, the focus is on reliability,
but when it comes to qualitative approaches such as ethnographic content analysis,
validity comes to the fore (Altheide, 1987, p. 67; Schreier, 2012, p. 16). As Franzosi
(2004, p. 187) acknowledges, the validity of data in research stems from the sampling
frame and sources adopted, as it indicates the basic correspondence between the
concepts assessed and the findings obtained from the analysis. Therefore, for the case
of validity of this dissertation, it can fill the bill that since the AKP’s campaign
advertisement videos as the data of this study encompass the political drivers and
manoeuvres that use emotions as part of political instruments, the emotions assessed
as concepts and the findings obtained from them demonstrate the validity of both the
data and its analysis in this dissertation. Furthermore, the categories of my analysis are

138



data-driven, which is one of the key strengths of qualitative content analysis.
Accordingly, this allows the large amount of qualitative data from my study to be
meaningfully described and classified (Schreier, 2012, p. 33).

For all these reasons in eight points, and because “qualitative content analysis
IS more about summarising what is there in the data and less about looking at the
data in new ways or creating theory” (Schreier, 2012, p. 41), | prefer to conduct a
qualitative content analysis. In order to demonstrate the reliability and validity of my
content analysis method, | place my study in the light of Krippendorff’s (2018, pp.
27-31) six characteristics of texts. Firstly, according to Krippendorff (2018, p. 27),
texts do not have objective qualities that are independent of the reader. “The
meanings of a text are always brought to it by someone” because a text means
nothing without its reader, a message that the text contains means nothing without
an interpreter, and data that the text forms means nothing without an observer
(Krippendorff, 2018, p. 28). Krippendorff (2018, pp. 27-28) implies that the text,
message, or data emerge when someone engages with them conceptually, that is,
makes sense of them. Thus, researchers who are familiar with their texts and seek to
interpret them by coding and analysing textual elements are methodologically trained
in content analysis.

Secondly, in parallel with the first feature, more than one meaning can be
found, identified, or described in a text because there are numerous perspectives from
which to read the text, and different studies can be conducted on the same data. These
inferences can be completed within poetic, psychological, sociological, or political
interpretations (Krippendorff, 2018, p. 28). In this direction, | know that my data is
open to be read differently by different ordinary readers and analysts. Therefore, the
backbone of this dissertation is the interpretivist paradigm adopted as a scientific
approach.

Thirdly, Krippendorff (2018, p. 28) draws attention to the likely stuckness of
content analysis in the mainstream communities or shared ground that sees the world
from a common perspective. He states that content analysis would be worthless and
meaningless if texts were not allowed to be read by different analysts from different
perspectives; for example, the critical school would suffocate in a stereotyped
environment where everyone thinks the same way. On the other hand, he emphasises
that content analysts should not fail to expatiate the criteria for the validity of
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research and recognise the multiplicity of uses of texts by particular readers
(Krippendorff, 2018, p. 28).

In the fourth place, texts have several functions, such as informing readers
about events at distant locations, objects that no longer exist, ideas in other people’s
minds, symbols representing things in their absence, and stories passing through
imagined worlds of listeners (Krippendorff, 2018, p. 29). For Krippendorff (2018, p.
29), this stems from distinctive features of communication: informing recipients,
appealing to emotions, or bringing about changes in behaviour. In my case, assuming
that the videos of the AKP’s campaign advertisements evoke feelings and emotions,
as a content analyst, | should focus on more than the physicality of the texts, on what
these texts, in a broader sense, say and promote perceptions and ideas of emotions.
As Krippendorff (2018, p. 29) says, meanings (contents) speak to something other
than the given texts.

Fifth, Krippendorff (2018, p. 29) stresses the importance of contexts in which
the meanings of texts differ; particular purposes, particular situations, particular
intentions and particular discourses cause meanings and messages to emerge
differently for readers or recipients. Of course, different interpretations may still
exist in a given/selected context; however, the diversity of interpretations may well
be reduced to a manageable number (Krippendorff, 2018, p. 29). As any content
analysis requires a context that is constructed in order to draw conclusions from the
texts and answer the research questions, this study also requires a context in which
campaign videos are transformed into readable texts in order to justify the findings
and interpretations as reasonable. Therefore, as a study in the discipline of political
science, this dissertation has been constructed within the political context of Turkey
under the over two-decade rule of the AKP. It is evident that the more the context of
this study is explained, the more the analysis will be replicable (Krippendorff, 2018,
p. 30).

Finally, Krippendorff (2018, p. 30) points out that researchers engaged in
content analysis seek answers to their specific research questions from their data
(textual materials), and the inferences they make are inherently more systematic,
explicitly informed, and ideally verifiable than what ordinary readers get from texts.
For this reason, content analysts need to validate their findings, which can be used
to make predictions, inform decisions, or help conceptualise realities (Krippendorff,
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2018, p. 31). Accordingly, since texts, messages, and symbols do not speak for
themselves, I intend to reveal what the visual materials speak for and operationalise
the current emotional-political atmosphere (context) in order to re-read Turkish

politics from the AKP’s campaign videos.
4.3. Data collection and selection processes

The data route followed for this dissertation was designed in two stages: data
collection and analysis. The data collection method was primarily determined as a
purposive sampling method, as the study focuses only on the AKP within a certain
time frame. The data obtained are the targeted and specific video advertisements of
the AKP’s campaigns. This collection phase was completed smoothly, and the data
was eliminated within the scope and purpose of this study. This process was built
around the AKP’s official page,'®> on the most popular and accessible video
platform, YouTube. The first step was to list the general and local elections held in
Turkey since the 2002 general elections, in which the AKP participated for the first
time and took over the incumbency until the 2019 municipal elections. As the AKP
was registered on the YouTube platform and created its official YouTube page on
28 February 2014, there was a data accessibility problem for the elections between
2002 and 2014.%% Therefore, different YouTube pages'®* were included in the data
collection process. The data were retrieved from both the official party page and the
aforementioned pages under the campaign slogans and hashtags shown in Table 2.
The reason for referencing these slogans and hashtags was to select the related
material among the 7,6 billion videos. Moreover, these slogans were widely used by
the party during the election campaigns, both in mass meetings/rallies and other

campaign channels such as billboards, brochures, and TV and radio advertisements.

152 https://www.youtube.com/@akparti

158 The videos of election campaigns covering from 2002 to 2009 do not take place on any online video-
sharing platform, and the ones from 2011 are reachable but not from the official pages, the numbers of
views are either inaccessible (N/A) or not reliable.

154 AK Parti Genel Merkez Genglik Kollar1, AK Parti Haber, AK Parti Sosyal Medya, Ak Parti Reklam,
AkTanitim Medya, Aksam TV, anadolu1001, Basbakan Davutoglu, Cihan, Dik Gazete, Erdogan Dijital
Medya, Evlad-1 Vatan, icraata Bakarim, genelsecim11, Milletin Adami, Seninleyiz Erdogan, Tiirkiye
Vakti, YAKINDA..., Yine Media, 2010demokrasi (in alphabetic order).
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Table 2. List of Slogans/Hashtags®®®

Original Translation
#belediyeisigoniilisi #MunicipalismWorksWithHeart
#bizbirliktetlrkiyeyiz #WeAreTogetherTurkey
#bizimdekorkumuzyok #WeHaveNoFearEither

#buyoldabendevarim
#cevreyeduyarlikampanya
#donmemgeri

#durmakos
#durmakyokyoladevam
#durmakyokhizmetedevam
#eliniuzat
#goniilbelediyeciligi
#gonluglzelturkiye

#hatirla

#HatirlaCocuk
#hayaldigergekoldu
#hazirztlirkiye
#hepimizbirizberaberizkardesiz
#hizkesmedendevam
#ilkglnkuaskla
#isimizhizmetgiicimiizmillet
#lafadegilicraatabakarim
#memleketisigoniilisi
#onlarkonusurakpartiyapar
#senbenyokturkiyevar
#tekbaginaisbasina
#tumkalbimleevet
#turkiyevakti
#vakitturkiyevakti
#yaparsaakpartiyapar
#yazkocaseyyah
#yeniturkiyeyolunda
#yeniturkiyeyolundadaimaileri
#ylkselentirkiye

#I’mAlsoHerelnThisJob
#EnvironmentFriendlyCampaign
#NoReturningBack
#DoNotStopAndRun
#NoStoppingKeepGoing
#NoStoppingContinueToServe
#BearYourHand
#HeartfeltMunicipalism
#BeautifulHearted Turkey

#Remember

#RememberChild
#DreamsHaveComeTrue
#ReadyTurkey
#WeAreAllOneTogetherBrothers
#ContinueWithoutStopping
#WithFirstDayLove
#OurWorklsServiceOurStrenghtlsTheNation
#lJudgeByDeedsNotWords
#HomelandWorksWithHeart
#TheyTalkAkPartyActs
#TherelsNoYouAndMeTherelsTurkey
#BackToWorkAlone
#YesWithAlIMyHeart
#TimeForTurkey

#TimelsTurkeyTime
#IfDoesltAKPartyDoeslIt
#WriteTheGreatTraveller
#OnThePathOfNewTurkey
#AlwaysForwardOnThePathOfTheNewTurkey
#RisingTurkey

However, due to the fact that YouTube was launched in 2005, subsequent to

the establishment of the AKP, and given that the utilisation of the Internet and the

dissemination of YouTube videos were initially limited, the videos of campaigns prior

155 QOriginals are in alphabetic order.
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to 2014 were not accessible via the official page.’®® | was able to overcome this
challenge by contacting the AKP’s Promotion and Media Department. The party
officials provided me with 38 videos of the 2002,>” 2007, and 2011 general elections,
as well as the 2004 and 2009 local elections.

Furthermore, | conducted a search on YouTube using the relevant hashtags.
However, | can only access data for the 2011 general election from the
aforementioned YouTube pages. Ultimately, a total of 553 videos with an average
length of 15 hours, 5 minutes, and 17 seconds were detected, encompassing the
AKP’s campaign videos for the 2002, 2007, 2011, June 2015, November 2015, and
2018 general elections, as well as the 2004, 2009, 2014, March 2019, and June 2019
(Istanbul) local elections and the 2017 referendum. Unfortunately, the videos of the
2007 and 2010 referendums could not be accessed. A total of 376 out of 553 videos
are currently accessible via the AKP’s official YouTube page. An additional 139
videos are accessible through various YouTube pages, while the remaining 38
videos'®® have been provided by the party itself. The total number of views is
approximately one hundred fifty million. The campaign videos were classified
according to the election year in which they were created. Subsequently, the data
were classified according to the type and year of elections, as well as the number of

views (at the time of data collection) of the videos, as shown in Table 3.

1%6 Indeed, this situation is interesting for the cases of 2007, 2009 and 2011, when internet usage was
relatively widespread. The AKP registered to the YouTube on February 28, 2014; and the fact that it
did not upload and keep the related videos and utilise YouTube as storage earlier can be read as a lack.

157 1t is important to note that during the elections held on 3 November 2002, the YSK prohibited
political parties from broadcasting advertisements on television and radio in accordance with its
decision no. 120, published in the Official Gazette dated 18 February 1999 (Tunaligil, 2005, pp. 255—
256). Notwithstanding the aforementioned prohibition, the AKP provided three video advertisements
for the 2002 elections, which were subsequently included in the analysis. The videos in question are of
a promotional nature and could be deployed in a variety of contexts including outdoor advertising,
political rallies and online campaigning, even in the absence of a broadcast on television.

1%8 The number of campaign video ads for the 2011 general elections provided by the party was twenty.
One of them, lasting 1 hour and 6 minutes, is a merged version of other 19 videos given as subject-by-
subject deeds. The total duration of these 19 videos is 1 hour 58 minutes and 10 seconds, and the same
narration and images were used at the beginning and end of each video. For this reason, only the 1-
hour-and-6-minute video titled “general deeds film” was included in the coding.
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Table 3. Compiled Data'*®

November 2002 HefhETEL 3 00:12:39 N/A

March 2004 Local 9 01:30:01 N/A
July 2007 General 4 00:36:31 N/A
October 2007 Referendum - N/A N/A

March 2009 Local 2 00:15:09 N/A

September
2010

June 2011 General 47 03:27:59 1.427.891

Referendum - N/A N/A

March 2014 Local 106 01:12:19 38.087.200
August 2014 Presidency - N/A N/A

June 2015 General 61 01:00:12 1.466.970
November 2015 REEIEEL 67 00:27:27 1.524.537

April 2017 Referendum 60 01:05:02 4.612.566

June 2018 Cenerlam | o 01:35:56 38.342.308
Presidency

March 2019 Local 134 03:34:09 54.624.291

June 2019 e 2 00:07:53 1.807.688
(Istanbul)

Total 553 15:05:17 141.893.451
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Secondly, the data was narrowed down according to the relevance of the
contents of the videos (as shown in Table 4). The referendums held in Turkey under

159 The dataset is also presented in Appendix A, with all details including the accession links of the
videos.
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the AKP rule were deliberately excluded for several reasons. The first and foremost
reason is the issue of data accessibility.!®® However, the rationale behind this
preference is that referendums express direct democracy differently from
representative democracy. Unlike the election of representatives, they are held on a
specific issue, a law, a proposal, or a new policy. They usually involve two camps,

29 ¢¢

such as “yes” vs “no,” “accept” vs “reject,” and “remain” vs “leave,” so they have a

different atmosphere both technically and practically.

Table 4. Analysed Data’6?

Processed Data

e
November 2002 eIl 3 00:12:39 N/A
March 2004 Local 3 00:17:23 N/A

July 2007 General 3 00:06:31 N/A
March 2009 Local 1 00:10:00 N/A
June 2011 General 27 01:26:55 1.418.084
March 2014 Local 41 00:32:04 969.562

June 2015 General 51 00:49:25 1.346.982

November 2015 NeEGEE! 22 00:13:17 16.274

June 2018 CERCEN AN | o 01:07:46  38.281.070
Presidency

March 2019 Local 25 00:31:33 25.328.738

Total 229 05:27:33 67.360.710

Source: Own collection.

160 Only the data for the 2017 referendum is accessible.

161 Appendix B includes the list of 229 videos, which were only included into the analysis, with their
release dates, names, and lengths.
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For the local elections, it is clear that a large number of advertisements cover
the videos of candidates running for the mayorship of 1391 municipalities in Turkey,
including 30 metropolises, 51 cities, and 922 districts.'®? Due to the difficulty in
reaching and extracting the data, the videos of the municipal election campaigns were
also limited to those coordinated by the AKP’s Promotion and Media Department
rather than by the party’s provincial organisation(s). Even though the videos on urban
policies and practices, such as investments in infrastructure, highways, and municipal
services in the cities, are relevant to the campaigns, they were also excluded because
of their irrelevant content in terms of emotional politics. Regarding the local elections
that were renewed in 2019 for Istanbul only, the AKP has only two videos between
the two elections in March 2019 and June 2019. These videos cover the reasons of
renewal, namely, try to explain why the elections were renewed, and they have
informative characteristics that led to their exclusion from the analysis.

Finally, the videos — such as “observer training film” and “clection training
film” — that were intended to provide training on the conduct of voting and elections
were also excluded. As Brader (2006, pp. 10-11, 154) in his research defines and
labels some advertisements as “unimpassioned ads,” which can also be described as
“neutral” or “unemotional” because of the degree or absence of emotion, | follow a
similar logic here and have excluded the videos that do not contain any emotional cues
or appeals. In other words, since some videos contain only informative content telling
electorates how to vote!®® (“do not waste your vote”®#) or only infographics,® they
were not included in the analysis.

After uploading the data to the data analysis software, the data were cleaned and

renamed to make them ready for coding. Later, the trimmed data were labelled through

162 Source: https://www.e-icisleri.gov.tr/Anasayfa/MulkildariBolumleri.aspx

163 Related video: https://www.youtube.com/watch?v=uBVw1cLLsZg

164 Related videos: https://www.youtube.com/watch?v=4zcnEmdeQTw &
https://www.youtube.com/watch?v=3pALoMZfDeE&Iist=PL400rsSEcQYJgHibw70OhBUXLpcFtGG

Mwqg&index=152

165 Related videos: https://youtu.be/5TskNNenyel?si=2K-P8FCt vG7IulO,
https://www.youtube.com/watch?v=Epy-mLE9i3s,
https://www.youtube.com/watch?v=A7LPfUFI7Vs, &
https://www.youtube.com/watch?v=LI1dW5b0aoCqg&list=PL400rsSEcQY JgHibw7OhBUXLpcFtGG
Mwg&index=264&t=4s
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MAXQDA according to a well-structured codebook designed in accordance with the
emotion categories that are the objects of explanation of this dissertation. Last but not
least, although the data were in Turkish, the analysis was conducted in English, and
the findings were presented in English. The rest of this chapter represents the

codebook, which is the analytical framework of this study.
4.4. Codebook

In order to answer the research question, | need a coding framework to serve
as a filter-like structure through which to analyse my data. A codebook (coding frame
or coding scheme) is a filter-like structure or a way of structuring the research material,
consisting of dimensions or main categories and, if necessary, several sub-categories
for specifying the relevant meanings and aspects in the dataset in the light of the
research questions (Schreier, 2012, pp. 61-63). The creation of an appropriate
structure for answering the research question allows both to limit the diversity of
interpretations within the content of the material to the distinctions determined by
these categories and to facilitate the processing of large amounts of research material
by making distinctions that are not covered in the codebook invisible (Schreier, 2012,
p. 63). Codebooks are created either deductively or inductively. The deductive strategy
refers to a concept-driven approach and is based on previous knowledge, such as
previous research or a theory. Inductively creating (sub)categories means working in
a data-driven way and is based on the research material itself (Schreier, 2012, pp. 60,
84-85, 87). More clearly,

“Inductive analysis involves discovering patterns, themes, and
categories in one’s data. Findings emerge out of the data, through the
analyst’s interactions with the data. In contrast, when engaging in
deductive analysis, the data are analysed according to an existing
framework” (Patton, 2014, p. 792).

Since coding is an inductive and iterative method, as Schreier puts it (2012, p.
41), the coding framework of this thesis with qualitative content analysis was created
in a data-driven way, which means that the codes are derived from my material, the
AKP’s election videos. The codes are also concept-driven, namely | apply a deductive
content analysis, because both what | am looking at are emotions, and each emotion is
a concept, such as hope and fear, and | adopt an already used framework for analysing
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emotional appeals in campaign advertisements by Brader (2006) by depending on the
fact that even in the psychology discipline it is not an easy task to categorise emotions,
and there is not an existing consensus on this issue. In other words, I utilised from both
a preestablished deductive strategy and additional inductive approach while
progressing with the data analysis.

Furthermore, the focus is more on the conceptual level when defining the
codes and categories and finding instances from the data in the next step (Schreier,
2012, p. 42). | provided definitions for each emotion to facilitate the recognition of
instances of the categories in the data and to assign the appropriate categories to
relevant data segments (Schreier, 2012, p. 42). The definitions of the codes should
focus on the interrelationship between my categories (of emotions) and the data
(election videos with emotional appeals); therefore, | have drawn on the psychology
literature for the basic descriptions of emotions. The definitions and attributed
meanings of the specific emotions listed in the codebook are briefly presented in
Table 6 below.1%®

In terms of exclusivity, the same segments of the data unit can be assigned
several codes at the same time; however, in qualitative content analysis, sub-
categories exclude each other, which means that only one sub-code can be assigned
to a given section of the material/unit of data in question (Schreier, 2012, p. 42). The
rationale behind this is that, for example, the existence of two separate positive and
negative emotions together is meaningless, even if the underlying reasons for a
bodily state stemming from a single emotion can be different, as in the case of crying
(one can cry by feeling sadness, anger, fear, or happiness/joy). So, there is a need for
stratification between emotions. Furthermore, coding units are also particularly
important in qualitative content analysis; dividing the data into units allows
comparison between categories by two independent coders or at two points in time

(Schreier, 2012, p. 42). Therefore, | have separate election videos from different

186 T benefited from following sources for these definitions: Cirhinlioglu, F. G. (Ed.). (2020). Duygular:
Anlamak, Nobel Akademik Yayncilik, pages: 1-2, 28, 77-78, 84; Inan, E. & Yiicel, E. (Eds.). (2022).
Psikoloji Penceresinden Duygular: Kuramdan Uygulamaya, page: 6-7, 210, 240, 269, 305, 389; Elden,
M., & Bakir, U. (2021). Reklam Cekicilikleri: Cinsellik, Mizah, Korku (2. baski). Iletisim Yayinlari,
pages: 277-8; Ekman, P. & Cordaro, D. (2011). What is Meant by Calling Emotions Basic. Emotion
Review, 3(4), pages: 365-6.
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election years as groups of analysis, and used and coded each video’s related

segments as unit of analysis.

Table 5. Codebook?¢’
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With regard to the organisation of the codebook (Table 5), I was inspired by

Spinoza’s ideas on emotions when creating it. | construct my analytical framework

(codebook) based on Spinoza’s passive affects (laetitiae and tristitiae — pleasure and

pain), which are two fundamental emotions brought about by external things and

cause changes (improvement or degeneration/deterioration) in an individual’s power
or conatus (Nadler, 2006, pp. 201-202, 2021, pp. 288-289), in order to extract a

consistent and standardised analysis. As mentioned above, Spinoza divides emotions

into two categories: active and passive emotions. He says that people who experience

any emotion are exposed to it (Nadler, 2006, p. 200). On the other hand, I focus on

how these exposed emotions are introduced in election campaigns. Simply put, the

167 Adapted from Brader (2006, pp. 147-176, 213-217).
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codebook consists of the emotions that the political parties touch, revive, encourage,
hearten, manipulate, trigger, provoke, and demoralise during their election
campaigns. Thus, | have prepared it via the positivity-negativity attributions of
emotions (Ben-Ze’ev, 2001). Moreover, | appeal to the discrete emotion approach,
as it focuses mainly on the “core,” “basic,” and “fundamental” emotions, as Kushner
Gadarian & Brader (2023, pp. 195-196) argue.

While | focus on pleasure and pain as constitutive emotions under the two
main labels of positive and negative emotions and identify others as certain
derivative emotions (Nadler, 2006, p. 205, 2021, p. 294), I adopt and adapt Brader’s
coding scheme (2006, pp. 147-152) — in which he determines the division of
positivity and negativity via emotional cues and focuses on one negative (fear) and
one positive (enthusiasm) emotion (Brader, 2006, pp. 53, 148). | use his framework
for two reasons. First, his study takes the approach of focusing on the emotion that
the ads are intended to evoke and appeal to, rather than the emotion that the ads
actually evoke, “in order to learn more about how politicians use ads to target voter
emotions” (Brader, 2006, p. 150). Since | also focus on the emotional content of
campaign ads but not on how emotions are received by the audience, | find it
plausible to adapt his coding scheme in a different political setting, Turkey. The
second reason is that the coding scheme, in addition to being an authoritative and
highly cited work in the field, not only covers the presence or absence of emotional
appeals but also focuses on colour, imagery, and music as other signifiers that are
integral components of arousing emotions. In addition, as Brader (2006, p. 171)
notes, Kern conducted a modest exploratory study of emotional appeals in 198968
but until Brader’s study and on the scale of his research, no other attempts had been
made to examine the emotionality of campaign advertising. Here, following Brader’s
study as a model for my dissertation, | have conducted a similar systematic analysis

in the context of Turkey, with some limitations explained throughout the study.

168 Kern, M. (1989). 30 Second Politics: Political Advertising in the Eighties. New York: Praege.
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Table 6. Definitions of Emotions in the Codebook

Negative emotions (PAIN) Positive emotions (PLEASURE)

An unpleasant emotion as the physical or psychological response to
a perceived threat of harm, danger, uncertainty or expectation of
pain; often leads to anxiety and desire to avoid the source of fear.
Fear (A state of unease and concern about an imminent danger, difficulty, = Enthusiasm
(Anxiety/Worry) etc., accompanied by disturbing thoughts and physical symptoms | (Hope/Joy)
such as restlessness or tension. / A disturbed state of mind causes
anxiety or unease and is usually associated with concerns about
future events or outcomes.)

A strong, admiration, eagerness or excitement in something.
(An optimistic feeling of expectation and desire for the future
or a positive consequence, often accompanied by confidence
and belief in the possibility of achieving it. / A vivid emotion
of pleasure, an extreme feeling of gladness.)

A strong desire to relieve the suffering, or empathy and
concern to provide well-being of others.

(A state of being simultaneously affected with the same
feeling as another, a feeling of pity or sorrow for someone
else’s hardship or suffering.)

A response to the loss of something or someone, causing unhappiness .
Sadness and sorrow linked to a sense of disappointment or grief. Compassion
(Disappointment) (A feeling of distress and sadness caused by unfulfilled expectations | (Sympathy)
or hopes.)

A response to an unexpected or sudden event, leading to a brief, Contentment A feeling of happiness and peace with one’s current situation
intense reaction. or circumstances.




I am also inspired by Plutchik (2001, p. 349) and turn to Plutchik’s Wheel of
Emotions to identify the combinations of emotions and associated colours for
stratification between emotions. Plutchik (2001, p. 349) refers to the parallelism
between emotions and colours drawn by a social psychologist who wrote in 1921 that
“the colour sensations present, like the emotions, an indefinitely great variety of
qualities shading into one another by imperceptible gradients.” The rationale behind
the use of colour is that “colour theory is the notion that when a person sees certain
colours, it causes them to feel specific emotions” (Press, 2020). Political campaigns
use colour to sway people, so it is plausible to include colour in the analysis, and in
this study’s codebook, each emotion is represented by a colour; for example, red is
attributed to anger (outrage/disgust), while dark blue symbolises fear (anxiety/worry),

and bright green is attributed to compassion (sympathy), while yellow to enthusiasm

(hope/joy).

PLUTCHIK'S WHEEL OF EMOTIONS

Source: Plutchik, R. (2001, p. 349). The nature of emotions: Human emotions have deep evolutionary roots, a fact
that may explain their complexity and provide tools for clinical practice; Plutchik’s Wheel of Emotions: Exploring
the Emotion Wheel. Retrieved from https://www.6seconds.org/2022/03/13/plutchik-wheel-emotions/
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Figure 1. Wheel of Emotions

Plutchik (2001, pp. 348-349) classifies emotions into eight basic categories:
joy, trust, fear, surprise, sadness, disgust, anger, and anticipation. He further organises
these eight core emotions into three distinct levels. Each of the petals on the wheel of
fortune in the figure illustrates three different tiers of emotions (Bakirci, 2018). He

clarifies as follows;

“I have found that the primary emotions can be conceptualised in a
fashion analogous to a colour wheel — placing similar emotions close
together and opposites 180 degrees apart, like complementary colours.
Other emotions are mixtures of the primary emotions, just as some
colours are primary and others made by mixing the primary colours.
... | have extended the circumplex model into a third dimension,
representing the intensity of emotions so that the total so-called
structural model of emotions is shaped like a cone” (Plutchik, 2001,

p. 349).

From this colourful point of view, and as Crigler and Hevron (2014, p. 667)
emphasise, since words, images, tone, facial expressions, sounds, music, and symbols
should be examined in the content analyses, the narration of campaign ads and
music/sound or directly the campaign songs used in the videos were included in the
coding as they are considered significant in terms of expressing emotions. In addition,
it is accepted that the human sense of sight makes the vivid images of videos an
attractive subject of study (Brader, 2006, p. 159). With this information in mind, in
the following section, | present how the coding process was completed and the points
and nuances that | took into account.

4.4.1. Coding process and instructions

As Brader (2006, pp. 149-150) explains, there are several methods for coding
the appeals (either rational or emotional) of an advertisement. For example, it is
possible to measure the actual emotion triggered or provoked by an advertisement
through experiments with people, or emotions can be studied psychologically through
facial expressions, as shown in a series edited by Ekman and Rosenberg (1997, 2005,
2020). The approach taken by Brader (2006, p. 150) in his study to understand how
politicians use advertising to target voters’ emotions is to “determine which emotion(s)

the ad and its creators were trying to evoke.” Since my aim in this research is to
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analyse how political parties capture, materialise and translate emotions in campaigns,
| accept political advertising as a propaganda tool that includes intentions to use
emotional appeals and to influence group and/or voter behaviour. Therefore, I
completed the coding process by focusing on specific emotion categories in an attempt
to identify the emotions that the campaign video ads appealed to at the time of their
broadcast. In short, |1 focused on the emotions that a particular campaign video
intended to elicit.

As Table 5 shows, | have divided the codebook for this analysis into four main
groups. It comprises five dimensions with their own set of sub-categories. The presence
of emotion in a campaign ad (either negative or positive), the type of emotion, music
and sound, and imagery (visual cues) are the main codes/categories, and the sub-
codes/sub-categories consist of the signifiers associated with each category. This feature
of the codebook corresponds to the high complexity of coding frames in Schreier’s
(2012, pp. 67, 71) gradation. As Schreier (2012, pp. 96-97) points out, the category
names provide descriptions of the characteristics of the related category and function as
instructions as to whether the data should be coded with the category in question.

For the main code, Presence of Emotion, | aimed to detect the negativity and
positivity of the emotional content of the ads. Secondly, | coded the Type of Emotion
contained in each advertisement video. Since | have already mentioned which
narration is considered significant for the expression of emotions, when coding
emotions, | took into account whether the text messages or narratives of the ads — if
any — contain connotations of, for example, fear, enthusiasm, anger, pride, etc. As non-
verbal elements also act as signifiers to evoke and appeal to emotions, | observed
visual objects and symbols such as posters with emotional words (e.g., hope) and
musical cues with lively and cheerful, sentimental or tense, frightening connotations
and/or campaign songs used in videos. Figure 2 and Figure 3 show examples from the
analysed data. Accordingly, the third and fourth main codes/categories consist of
Music and Sound and Visual Cues, respectively.

The contribution of the formal characteristics of the message is effective not
only in visual but also in auditory advertising environments (Elden & Bakir, 2021, p.
47). Therefore, music has the ability to influence mood and emotional states and is

thus a tool for eliciting emotions. For this reason, I tracked the positive and negative
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connotations of chords under the code of Music and Sound (Brader, 2006, p. 157). The
sub-categories are Uplifting/Sentimental/Patriotic, Tense/Somber/Discordant, and No
Music/Only Sound. The third sub-code is essential for identifying sound effects that
show enthusiasm and pride through applause, sadness through crying, fear through

screaming, and anxiety through the sounds of bursting guns and fighter aircraft.

Sokr 3 &
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Figure 3. Examples from Ads Containing Negative Elements!’®

Finally, I read the videos through emotionally evocative images because, other

than the informational features of images and symbols, they can also play an emotional

169 Screenshots are taken from election campaign ads of 2002, 2007, 2015, 2011, 2018, 2014
respectively (left-to-right).

170 Screenshots are taken from election campaign ads of 2004, 2018, 2018, 2019, 2018, 2015
respectively (left-to-right).
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role. Regarding the visual cues, the advertisements intend to attract the attention of the
voters by using different scenes, symbols (i.e., Turkish flag, which means pride as a
patriotic emotion), and images of people to appeal to emotions (i.e., association
between hope and images of children), | used Brader’s coding frame to name the
categories of visual elements. They are mainly divided into positively associated
imagery (Associated with Success and Good Life) and negatively associated imagery
(Associated with Death, Decay and Desolation). As can be seen from the codebook
itself (see Table 5), each of these has its own sub-codes that serve to label specific
displays and images. In addition to sub-coding, | used these secondary codes when the
advertisements included (or showed) the AKP actions, deeds, services and practices
that are associated with success and good quality of life, such as improvements and
developments in health, transport, and education services. Similarly, when the
advertisements are associated with social corruption and decay but do not correspond
to the sub-codes, for example, those of the failures of previous governments (crowds
and queues in front of the hospital), | coded them with the sub-category Associated
with Death, Decay and Desolation.

In terms of the coding process, since my personal judgments may reveal a
subjectivity problem, | used a cross-coding method in order not to report only
individual emotional responses to the data. In fact, this research required cross-coding
for consistency and inter-coder reliability. The main reason for this is that the meaning
of my material is not absolute and is open to interpretation from people of similar
cultural backgrounds. As Erigen et al. (2013, pp. 26-27) highlight, when two or more
researchers agree on how to apply coding on a large-scale basis, the internal validity
of the conclusions is ensured. Here it is necessary to mention the independent coders.
For my analysis, five other coders carried out a cross-coding process, providing an
inter-subjectivity that approximates the objectivity of the dissertation. Each coder was
assigned ten different video ads and treated as a control group. Thus, the results
obtained are not just my understanding. Schreier (2012, p. 90) draws attention to this

point as follows:

“You cannot help but read the data through the filter of your own
world view, your own preconceptions, and your own motives — and
wanting to find evidence of certain events or processes in the data can
be a compelling motive, clouding your
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perceptions, although you may not be aware of this. The various
perspectives that different people bring to the material can
complement each other, highlighting different aspects of the data.”

Secondly, the cross-coding process helped me to understand whether | needed
to go back and revise the coding frame because if the rounds of independent coding
do not differ systematically, which means that the codebook has clear definitions and
sub-categories do not overlap, several independent researchers will end up with
approximately the same results (Schreier, 2012, p. 34). The fact that coding was carried
out at two different points in time by me alone, as the principal investigator and author
of this dissertation, is another way of ensuring consistency. The coincidence of the two
separate rounds of coding shows that my coding frame is reliable.

At this point, it is important to emphasise that the emotional impact of
campaigns is highly variable from one individual to another. Each person’s emotional
response is shaped by their ideological or political stance and their cultural and social
context. As Burkitt (2014, p. 51) posits in his argument, emotions are a complex
combination of physical, social, and discursive elements experienced through living,
feeling, and speaking in historical and cultural relations in which the social practices
and communicative interactions shape emotions. While discursive elements provide a
foundation for the articulation of emotion through language, it is not always a
straightforward process. Consequently, emotions are often manifested through a range
of non-verbal means, including signs, words, and performances. In other words, the
emotions of fear, anger, hate, happiness, and love are not merely words; rather, they
are feelings that are recognised and interpreted through the observation of the
movements and gestures that accompany them. This is in accordance with the views
of Ahmed (2004, pp. 13-20, 2014, pp. 5-8), who states that these emotions are
manifested on the surfaces and around the boundaries of the objects. It is not necessary
for a text to be read with a specific emotion for that emotion to be conveyed; emotions
are constituted by signs and other elements in addition to the words denoting them.
Consequently, the cross-coders and I, as the primary coder, did not devote particular
attention to the presence of specific words, such as fear, anxiety, hope, or enthusiasm,

in the advertisement videos.
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Moreover, the study of emotional content and appeals from past campaigns has
its own idiosyncratic limitations. For example, asking people to watch past
advertisements would be experimental research on the emotions that advertising
videos evoke in individuals, and a separate study might fall within the field of
psychology. Asking people how they felt during the election campaign or when they
voted in particular elections would not be relevant to research using content analysis
as a method. Therefore, the cross-coders and I did not focus on and report how much
the campaign videos made us feel these emotions. Ultimately, what is coded or labelled
Is the quality of the video and not of the coders/viewers (Brader, 2006, p. 245). The
results and discussions of this analysis, carried out in light of all these instructions and

directions, are visualised and presented in the following chapter (Chapter 5).
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CHAPTER 5

DECODING EMOTIONS: UNRAVELLING AKP’S ELECTORAL
CAMPAIGN VIDEOS THROUGH CONTENT ANALYSIS

As | have mentioned in the section of Electoral Campaigns and Emotions
under Chapter 2, campaign advertising is one of the most significant elements of
election campaigns. The progress in political advertising and political communication
also leads to campaign ads becoming more effective in societies due to their content,
visuals and timing (Oztay, 2022, p. 113). Again, as | have touched upon in the
aforementioned section, political ads contain rational and emotional appeals to
influence the electorate. Since my subject of inquiry focuses on emotions in politics
materialised in elections campaigns, | focused on and analysed emotional appeals
within the election campaigns of my selected case of the incumbent party, AKP, from
2002 up until 2019 in line with my methodological approach qualitative content
analysis. In other words, this chapter analyses the AKP’s election campaign videos
between 2002 and 2019 and presents the results of the qualitative content analysis,
which | carried out through coding using MAXQDA, the data analysis software
program. As | stated in the methodology chapter (Chapter 4), my intention is to
identify the contribution of emotions — among many other dynamics — to the party’s
long stay in power by making visual campaign materials speak for explanation.

The chapter is divided into two sections to present the analysis and its findings
under subheadings Emotional components of the AKP’s campaign advertisements and
Nexus between the AKP’s politics and emotional appeals in its campaign ads. The aim
of these subheadings is to present the presence and absence of certain emotions in the
campaign ads by means of visual analysis and graphs, to examine their relationships
with auditory and visual content, and to place the findings in the emotional context of
Turkey under the AKP rule. I also intend to identify any evolution or transformation
in the AKP’s approach to the use of emotions over time.
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5.1. Emotional components of the AKP’s campaign advertisements

As | mentioned at the end of Chapter 2 and detailed in Chapter 3, the AKP
has been one of the most intense campaigning parties in Turkish political history. In
these campaigns, besides the fact that it has resorted to rational appeals, both the
leader and the party members and supporters have used the emphasis of “love” in
their discourses and narratives. So much so that at every opportunity, including
campaigns, mass meetings/rallies and press releases, it is stated that they are “in love
with Turkey” and “in love with service.” For example, in the 2004 local election
campaign, Erdogan enthusiastically said:}"* “We are lovers of our Turkey; we are
lovers of every citizen living in Turkey.”!2 In 2017, the then-party leader Binali

Yildirm?™®  led a  “Yes”

Cy R —= . .
Q @2 & » © # @ campaign for the Turkish
© [l Documents 4260  constitutional referendum with
* BB 2002 General 76 )
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* B 2007 General 107 ' R .
i~ = heart.” The party’s campaign
* B 2011 General 383 for the 2019 local elections was
* BB 2014 Local 494
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* BB 2015 General 2 196 b s .
the party’s leader, President
* BB 2018 General 1288 y party
* @B 2019 Local 501 Recep Tayyip Erdogan, around
» Sets 0

the election manifesto of

“Municipalism of the Heart” (AK Parti, 2019). All these examples — and many others

— prove that the AKP’s emotional baggage in politics is reflected in its election
campaigns as emotional appeals.

From this position, | looked for the existence of emotional appeals by referring

to the primary rationale of my codebook, which is the passive affects of pleasure and

71 From the seconds between 16 and 26 in the video, titled Belediyecilik ve 1 Yillik Icraat Filmi, one of
the videos that was provided by the party itself for the 2004 campaign.

172 In Turkish: “Biz Tiirkiye’'mizin sevdalistyiz! Biz Tiirkiye’de yasayan her vatan evladmin
sevdalisiy1z!” Here, | want to emphasise that the phrase of “vatan evladi” — translated as “citizen” in
the text — can be literally translated as “son of the motherland”, which signifies the masculine and
patriarchal rhetoric of Erdogan and the AKP.

173 The constitutional referendum in 2017 was the only campaign that Binali Y1ldirim conducted during

his leadership of the party. As explained in the Chapter 4, referendums are out of scope of this study
and were not included into the analysis.
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pain — corresponding to the positive and negative attributions of emotions. | have ten
document groups, each consisting of at least one campaign video. 229 out of a total of
553 video ads (equivalent to 5 hours 27 minutes and 33 seconds out of 15 hours 3
minutes and 7 seconds) were designated as the data group to be analysed. | coded these
videos twice and assigned a relevant code to 4260 segments.

From the very beginning, it is evident that the AKP’s campaign advertisements
are imbued with emotional content and/or appeals. The following graph (Figure 4)
illustrates the presence of emotional appeals in the AKP’s election campaign
advertisement videos between 2002 and 2019, classified according to their attributions

of positivity and negativity.
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Figure 4. Presence of Emotional Appeals (Positive & Negative) in Campaign Ads

This graph shows the numbers of coded segments within the category of
presence of emotion with its subcategories positive emotions (pleasure) and negative
emotions (pain), in alignment with the codebook outlined in the preceding chapter.
The distribution between negative (pain) and positive (pleasure) emotional appeals is
noteworthy because it provides an opportunity to interpret that the positive (pleasure)

components of the advertisements in the AKP’s each electoral campaign are dominant
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despite the existence of the negative (pain) components.}’® It reveals that there has
been no significant change in the AKP’s use of emotional appeals (whether more
positive or more negative) in their advertising videos.

However, when each election campaign year is considered within itself, it is
observed that there is an almost equal distribution of both the positive (pleasure) and
negative (pain) emotional appeals in the coded segments. This means that positive
emotional appeals are distributed in each campaign over 70% — as can be seen from
Table 7, except for the two election periods of 2009 and November 2015, whose
percentages are 66,66% and 53,78% respectively. Even if the segments coded with
negative in terms of emotional appeal for 2009 and November 2015 are high in
percentage than other years, this distribution is not sufficient for interpreting these

campaigns as part of negative campaigning strategy of the AKP.

Table 7. Existence of Emotional Appeals in Percentages According to Election
Campaign Years

Election Years | Positive (%) Negative (%) | Total (Number of

Coded Segments)
2002 100 0 15
2004 76,92 23,08 39
2007 100 0 5
2009 66,66 33,33 3
2011 83,15 16,85 95
2014 82,79 17,21 122
2015 53,78 46,22 251
2015-2 97,29 2,71 37
2018 73,73 26,27 217
2019 80 20 85

Nevertheless, when considered in terms of the emotional dimension in politics,

the emotional context of politics in Turkey and the narratives of politicians differ from

174 At this point, | should note that the available data for the 2009 local elections includes a single video,
as indicated in the data collection section. The unequal number of available data for each campaign
limits the scope of this dissertation, as it does not provide an opportunity to make comparisons between
election years. Therefore, | primarily focused on the distribution of positive and negative emotional
appeals within each campaign itself.

175 1 November 2015 general elections are indicated as 2015-2 in figures and tables throughout the
thesis.

162



one occasion to another, from one rally to another, depending on the prevailing agenda
and the most pressing debates of the time. For instance, when the political climate
created by the 2013 Gezi protests and corruption scandals, which made the
authoritarian face of the AKP government more visible, is contextualised (that is,
considered together with what data presents), there is considerable use of emotional
appeals in the 2014 local election campaign, but also there is a considerable difference
between negative and positive emotional appeals.

As another example, for the 2015 general elections, an interesting and
important finding can be derived from the distribution. When the June 2015 general
election campaign is taken into consideration, it exhibits a pattern of almost equal
distribution of positive and negative emotional contents, namely, it does not seem to
contain predominantly negative or positive appeals. When compared with the second
general election of November 2015, held in the same year, a considerable difference
is salient. As Table 7 demonstrates, 53,78% of coded segments for the June 2015
election campaign point to positive emotional appeals and 46,22% to negative
emotional appeals, while for November 2015, 97,29% of segments were coded with
positively related emotional contents and 2,71% with negative contents. Thus, the
closeness between positive and negative attributions in the June 2015 campaign
differentiates and decreases in the November 2015 campaign. Suffice it to say that this
result is related to the emotional climate of Turkish politics in 2015.

In other words, on the one hand, the negatively and positively related contents
of the ads for the June 2015 election, when Ahmet Davutoglu ran for the first time as
prime minister, are very close. On the other hand, there is a sharp decline in the
negatively related emotional ad contents of the November 2015 election campaign. As
Chapter 3 presents in detail, in 2015 the political atmosphere in the country was full
of uncertainties with the effect of claims on external powers targeting Turkey — i.e.,
interest rate lobbies, especially after the Gezi protests, claims on portraying the AKP
government as a target with the corruption operations, the factual situation of popularly
elected president and debates on presidential system so on and so forth. While this
emotional-political climate created anxiety for some people, it caused enthusiasm for
others, together with the renewed electoral success both in local and presidential
elections in 2014. Therefore, there is a reverse relationship between the actions of the
government and its campaigning in 2015.
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As the type of music or sound used in an advertisement is an essential
component of the advertisement’s emotional content due to its ability to influence
emotional moods and states of voters, | tracked the positive and negative connotations
of chords during the analysis, as | noted in the coding process and instructions section.
Figure 5 illustrates the use of music and sound in the videos, categorised into three
sub-codes:  uplifting/sentimental/patriotic, tense/somber/discordant, and not

present/only sound.
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Figure 5. Music and Sound

For the AKP case, an examination of the individual campaigns reveals the
prominence of the uplifting/sentimental/patriotic sub-code (65,67% of 300 coded
segments in total), in line with the abovementioned presence of positively charged
emotional content within each campaign (see Table 8 for the detailed percentages of
the use of music and sound in individual campaigns). In terms of relationality with the
positive and negative appeals, when campaigns are scrutinised one by one, again the
general election campaigns in 2015 stand out as a prominent example, in which the
use of music and sound are given in percentages in Table 8. Interestingly, the ratios
over 90% stand by the emotional-political context of the country in 2015.

Both cultural influences and innate tendencies drive people to rely heavily on

their sense of sight. Consequently, visual cues are recognised as an important element
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in political advertising, as they enable the appeal to be made to people on both a
rational and an emotional level (Brader, 2006, p. 159). The deployment of cultural and
archetypal images and symbols in advertising and propaganda illustrates the capacity
of such representations to exert a profound influence on the personal psyche,
facilitating their consolidation and amplification (Barry, 1997, p. 300). In other words,

visual cues can draw attention to or trigger certain emotion types.

Table 8. Use of Music and Sound in Percentages According to Election Campaign

Years
Election Upln_‘tlng/ Tense/ l[;lr(:[sent/ II\?IJ?TI]ber of
Ve e | Svmangan o | Ol soun. | Code
(%) Segments)
2002 33.33 66.67 0 9
2004 64.00 36.00 0 25
2007 33.33 66.67 0 3
2009 66.67 33.33 0 6
2011 47.83 52.17 0 46
2014 58.70 41.30 0 46
2015 90.91 9.09 0 55
2015-2 95.45 4.55 0 22
2018 58.06 29.03 12.9032 62
2019 65.38 11.54 23.0769 26
SUM 65.67 29.67 4.66667 300

In light of these considerations, | incorporated visual aspects of video materials
in the analysis, as specific, vivid images in the advertisements appealed to voters’
senses. | have separated positively and negatively charged images, scenes, and
symbols, as Brader (2006, pp. 159-162) has done in his typology. Thus, Figures 6 and
7 present an examination of visual cues in the AKP’s campaign ads, which can be
taken as a reflection of the existence of predominant positive emotional content in the
AKP campaigns.

Figure 6 shows the individual distributions of positively and negatively
charged images in percentages. When each campaign is evaluated individually, the
dominance of positive images is evident. The figure depicts that there is no reference

to negative imagery in the two campaigns of 2007 and 2009; however, this situation
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cannot be interpreted due to the preferences of the party to appeal only to positive
imagery, because of the data scarcity until 2011. Consequently, when the overall
distribution for these ten general and local election campaigns is read together, it can
be observed that the percentages of segments coded with the visual cues associated
with success and good life are dominant in each electoral campaign period, while those
associated with death, decay and desolation, which are related to negative emotional
appeals, have a low percentage in the total processed data. This situation again aligns
with the overall approach of the AKP in terms of using emotions in campaign

materials.
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Figure 6. Distribution of Visual Cues Associated with Success and Good Life and
Visual Cues Associated with Death, Decay, and Desolation

As can be seen in the figure above (Figure 7), the total percentage of positive
visual cues (Associated with Success and Good Life) is 89% for the entire dataset,
indicating a significant point in the overall processed data (1603 coded segments with
visual cues in 229 video materials). In contrast, negative visual cues (Associated with
Death, Decay and Desolation) have a relatively low percentage, with only 11% coded
in the whole documents. As in the case of the Music and Sound category, this
distribution of percentages is relevant in terms of the positively charged emotional

content of the data. Moreover, in consideration of the emotional-political contexts that
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pertain to each election period, the auditory and visual cues utilised in advertisements
may vary and fluctuate in intensity, namely in a context-bound manner. This situation
is exemplified by the use of the Turkish flag as an image, which is subsequently

discussed.

= Associated with Death,
Decay and Desolation

m Associated with Success
and Good Life

Figure 7. Percentages of Visual Cue Categories

When the visual cues are generally evaluated in terms of the sub-categories,
including picturesque landscapes, beautiful neighbourhoods, historical places and
references, glad people, happy families, people hard and happy at work, celebrations
of certain occasions, mass meetings/rallies; the content of the ads has positive
aspirations for the good life and tries to evoke positive emotions. On the other hand,
when the ads have negative connotations, they contain images of guns, soldiers,
defence equipment, warfare, suburbs, barren landscapes, and pollution. In this context,
it is possible to draw general conclusions such as that the positive campaign ads focus
on cueing positive emotional appeals such as enthusiasm (hope/joy), trust, compassion
(sympathy), contentment, and pride, which signal togetherness and a good/decent life.
However, even though the AKP’s campaigns are mostly positively charged, they also
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contain negative elements. In terms of negative content, the emotional appeals of fear
(anxiety/worry), anger (outrage/disgust), arrogance/contempt, and sadness

(disappointment) are characterised by death, decay, misery, and conflict.

5.2. Nexus between the AKP’s politics and emotional appeals in its campaign

adsl76

“As we are told today, ‘the ballot box is not everything,’
go, read and research, and you will find that the same was
said of the late Menderes. Just as some impudent people
say to us today, ‘Even, we cannot save you,’ you will see
that the same thing was said to the late Menderes. Those
who take their shrouds and set off do not need a saviour.
We are not looking for a saviour. Those who accuse us
should look for those who will save them.”*"’

— Recep Tayyip Erdogan, 12 September 2013

These statements by Erdogan prove how much importance the AKP attached
to the electoral processes. When this attribution is considered alongside Erdogan’s
assertion that he has connections with people through the language of love and that he
is in love with his nation, as well as being the lover of every citizen living in Turkey,
the object of this dissertation’s research emerges through the emotional meaning
attributed to the elections. In this section, | aim to trace the qualitative aspect of the
content analysis, employing an interpretivist approach to contextualise the findings.

As | have argued throughout the thesis, my aim is to question how the AKP
shapes, materialises and translates emotions in the campaign advertisements and to
uncover whether there are analogies or contradictions in the AKP’s approach over
time. In line with these questions and objectives, since | have chosen emotions as the
phenomena to be explained, it is also important to show the types of emotion appealed
to, in addition to identifying the presence of emotional appeals with their attributions

176 The active links to advertisement videos, mentioned as examples under this title, can be found in
Appendix B.

17 “Bugiin bize nasil, ‘sandik her sey degildir’ deniliyorsa, gidin okuyun, arastirin, merhum Menderes’e
de aynisini sdylediler. Bugiin bize nasil, bazi densizler ¢ikip da ‘Sizi biz bile kurtaramayiz’ diyorlarsa,
ayni seyin merhum Menderes’e de sdylendigini goreceksiniz. Kefenini alip yola ¢ikanlar i¢in kurtaracak
insana ihtiyag yoktur. Biz, kurtarici aramiyoruz. Bize bu ithami yapanlar, kendilerini kurtaracak olanlar
aray1p bulsunlar” (Turk, 2018, p. 23).
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of negativity and positivity. Therefore, in this section, | present what my analysis
means in terms of the emotion types appealed to in the AKP’s campaign videos.

The distribution of emotions for each individual electoral campaign is
presented in the section of Appendix C, and Appendix D provides the graphs of
individual emotion types according to election years. However, as it is important to
contextualise the overall assessment of the general and local elections in terms of the

distribution of emotional appeals, | give space to the corresponding graphs below.
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Figure 8. Distribution of Type of Emotion over the AKP’s Election Campaign
Ads

The graph above (Figure 8) shows the distribution of the segments which |
coded with related subcodes — such as fear (anxiety/worry), anger (outrage/disgust),
and enthusiasm (hope/joy) — under the main category of type of emotion that the AKP
appealed to in its advertisements during the election campaigns between 2002-2019.
However, what the graph displays should not be interpreted as an indication that the
AKP has used emotional appeal more frequently in recent years, as access to data from
the early years is limited. Nevertheless, it may be a significant finding in itself that

there may be a direct relation with the increase in the number of ads based on
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developments in the digital world and in line with the fact that laws regulating election
propaganda in Turkey have eased restrictions on campaigns.
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Figure 9. Distribution of Type of Emotion in Percentages in AKP’s Election
Campaign Ads

To better understand the distribution of coded segments as type of emotions in
Figure 8, it is plausible to look at Figure 9. This graph shows the intensity of type of
emotion in every election year, and that the sub-code pride is at the top of the overall
distribution, followed by enthusiasm (hope/joy) and trust (loyalty). This result can be
interpreted as the AKP’s preference to appeal to some certain positive emotions while
running in electoral races. The intensity of the sub-code pride, and enthusiasm
(hope/joy) as part of its extension with the nationalistic feelings, can be evaluated
within the framework of the AKP’s nationalist stance. For instance, the government
always resorts to historical, nationalist and religious references and reconstructs itself
whatever the political issue is on the agenda, as the common reference points of the

flag,'”® azan (call to prayer), homeland, and nation among the society displays.

178 One of Erdogan’s speeches in which he often referred to these themes is: “The flag will remain intact,
the call to prayer will persist, the country will remain unified, and the nation will not kneel. It is my
hope that this state of affairs will endure indefinitely.” In Turkish “Bu bayrak inmez. Bu ezan susmaz.
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Besides, the government seeks to instil trust (loyalty) in voters, not only during
election campaigns but also regarding broader political manoeuvres. It has been
observed that this emotion is employed in political campaigns with the objective of
fostering confidence between voters and the AKP.

A review of the data for each election campaign individually reveals a paucity
of information for the initial four campaigns, which took place in 2002, 2004, 2007,
and 2009. For these campaigns, only ten advertising videos in total have been included
in the analysis, as | explained in the section on data collection and selection processes.
Despite the limited data (3 videos) in the 2002 general election, the existing literature
and available statements of the political figures affiliated with the party provide an
opportunity to make comments on the campaign in question. Given that the AKP was
a newly established party that participated in elections for the first time in 2002, it is
not surprising that it organised its campaign to explain itself. As a result, it is more
likely that it focused on rational rather than emotional appeals in its campaigning and
advertising in the early years. However, as mentioned above, it is not possible to
determine which appeal is more dominant due to the limited data. Nevertheless, it is
possible to identify emotional content in the AKP’s first campaign if one takes into
account the emotional atmosphere of the time — the public outrage against the existing
political figures and the economic crisis and the enthusiasm of and towards the AKP’s
young cadres — that | presented in Chapter 3.

Olg¢ok’s own statements — who was the political communication consultant
playing a pivotal role in the establishment of the AKP and was a party member — that
they ran a campaign appealing to public conscience rather than public opinion, that is,
an emotional campaign rather than a rational one, as well as the song that Erdogan
sang in the rallies (We walked these roads together) confirm that the campaign aimed
to evoke the feelings of the voters. The strategy was to perform the role of interlocutor
between the victimisation of the leader and the discontented people due to corruption,
poverty, and prohibition (three Ys), which were problematised and sloganised by

Erdogan and the party as pressing problems of the country. Therefore, the party

Bu iilke béliinmez. Bu Millet diz ¢okmez. Bu devlet, insallah ilelebet payidar kalir.”
https://x.com/RTErdogan/status/1191762099980120065?lang=en
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promised to bring the country out of darkness and into the light with the slogan “open
to light, closed to darkness.”

Once again, the lack of sufficient data hinders any comprehensive analysis of
the 2004 local election campaign. The existing data is minimal, with only three out of
nine ads included in the analysis. Nevertheless, in light of the observations outlined in
the relevant literature, it can be argued that the initial local elections held in 2004
proceeded without significant incident, largely due to the effective policies and
implementation skills demonstrated by the AKP, particularly in the health sector. In
this regard, even though only 55 segments out of 186 are directly related to emotion
types, the highest proportion within the distribution is that of enthusiasm (hope/joy),
which can be associated with the AKP’s effort to reflect its novel and efficacious style
of governance positively to the electorate.

In the context of the second general election that the AKP participated in 2007,
the prevailing view was that it was a democratic and liberal party that respected the
rights of all individuals to live their lives according to their own preferences. However,
the inability to elect a president in parliament resulted in a highly contentious political
climate for the parties’ election campaigns and an opportunity for the AKP and its
leading figures to voice their discontent with the stalemate in front of the public,
thereby furthering the narrative of victimhood on piety. In his capacity as the party’s
leader, Erdogan employed rhetoric characterised by frequent religious and emotional
references. These included statements such as “We love you very much, we have a
great love for Turkey, we do not discriminate between regions,” and “We love the
created because of the Creator.”"®

In contrast, an analysis of campaign advertisements reveals that the AKP’s
campaign strategy focused on highlighting divergent issues related to health,
education, transportation, and other sectors. As a ruling party, the AKP sought to
portray its actions as achievements and to emphasise its commitment to the
continuation of stability — meaning its incumbency — as the slogan “No Stopping, Keep
Going” implies. However, despite the limited dataset which does not permit a
comprehensive analysis, the 2007 campaign materials provided by the party itself

show that only three particular types of emotion are reflected in the advertisements in

179 «yaratilani severiz, Yaratandan otiiri.”
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terms of emotional appeals. Of the four videos obtained, three were subjected to
content analysis and coded with 107 segments, with only 15 segments falling into the
category of emotion types: enthusiasm (hope/joy) (five times), compassion (sympathy)
(five times) and amusement (five times).

Although these videos do not provide sufficient information to claim that they
appealed to security-related fear or patriotic sentiments such as pride — despite the
poster’s analogy of three right-wing politicians (Menderes, Ozal, and Erdogan), which
could display the emotion of ressentiment — according to the sources reporting on the
environment at the time (Aras, 2023d; Ding, 2008; Uztug, 2007), the campaign was
also designed to touch on issues of security and nationalism. It is, therefore, the case
that the advertisement videos are observed as though they appeared isolated, not fully
reflective of the broader emotional-political context of the period.

During the 2009 local elections, the political agenda was shaped by the
everlasting religious-secular conflict over the headscarf, civil-military tensions
surrounding the Ergenekon trials, and the government’s opening policies towards
ethnic and religious minorities. Furthermore, foreign political developments and their
domestic repercussions, such as the prime minister’s outburst at the World Economic
Forum meeting, and general political considerations beyond local dynamics, such as
rising unemployment due to the effects of the 2008 global economic crisis, corruption,
and indivisibility of the country, which the opposition parties highlighted, influenced
the campaign process. In addition to these issues, the AKP continued to emphasise its
role as a “service” provider to local governments in its campaign materials (election
manifesto, pamphlets, slogans, etc.) and party discourse. In consequence, the sole
advertisement video prepared and provided by the party for the campaign attempts to
appeal to the electorate rationally, yet yields no significant results in terms of
emotional appeal. In other words, the available campaign video does not reflect the
excitement, enthusiasm, and pride generated by the AKP among voters as nationalistic
emotions after Davos, nor does it reflect other emotions that could be used to garner
support for the government’s policies (i.e., its ‘initiatives’), such as anger over existing
discrimination against minorities.

Although the AKP started to use actively and officially the YouTube platform
since 2014, its campaign advertisements can be accessed through various newspaper
pages and those of AKP supporters and rank-and-file on YouTube as of 2011. From
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this point onwards, even if the number of campaign advertisements is not distributed
evenly according to the election years, the data can provide further insight into
emotional appeals and facilitate a greater number of interpretations. The 2011
campaign occurred in an environment following the 2010 constitutional referendum,
which curtailed freedom of expression, prioritised conservative norms and values, and
prompted concerns from secular and liberal communities. In contrast, the 2011
campaign process, which Erdogan referred to as “the period of mastery,” addressed
the general public rather than a specific demographic. The messages of unity and
solidarity were exemplified in the advertisement entitled “Come on, one more time”*8°
(alternatively, “Let’s do it again™). This advertisement was publicly known as “We
have travelled the same road.”8! It features a diverse array of individuals from varying
socioeconomic backgrounds and regions, including those from affluent, impoverished,
proletarian, peasant, conservative, and secularist backgrounds. This is done to evoke
pluralistic optimism and project an image of an all-inclusive party while appealing to
emotions such as enthusiasm (hope/joy), compassion (sympathy), and amusement.
Furthermore, the prominent slogans of the campaign — “Dreams have come
true”'® and “Turkey is Ready, Target is 2023”8 — demonstrate that the party
employed a positive emotional campaign approach despite the inclusion of intended
negative connotations, such as incompetence towards previous governments. Figure 8
(also the individual graph for 2011 in Appendix C) illustrates that pride is the most
prevalent emotional appeal, occurring 67 times out of 106 segments that were coded
with emotions in 25 out of 27 videos that were included in the analysis (the total
number of coded segments is 383 for the 2011 campaign). This indicates that the party
Is expressing pride in their actions, and attempts to evoke a similar sentiment in voters
through the use of pride-inducing advertisements. The advertisements feature a diverse
range of individuals and scenarios, including citizens boarding a plane for the first
time, aunts discussing the merits of high-speed rail, truckers expressing their gratitude

for the Bolu Tunnel, investors constructing their dream milk factory with the support

180 Haydi bir daha.
181 Aym1 yoldan gegmisiz biz.
182 Hayaldi gercek oldu.

183 Tiirkiye Hazir Hedef 2023.
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of grants and initiatives from the Ministry of Agriculture and Rural Affairs, and many
others (Turk, 2018, pp. 216-217). Accordingly, the party utilises emotional appeals to
create and maintain enthusiasm (hope/joy) and satisfaction (contentment) in the
electorate that the aforementioned services and similar ones would continue, should
the party regain power. This is done in order to ensure that the public would be satisfied
(contentment) and confident (trust/loyalty) about the current AKP administration,
thereby continuing to support the party by voting for it.

While the campaign rarely evoked negative emotions (only twice evoking fear
(anxiety/worry), four times evoking anger (outrage/disgust), and eleven times evoking
sadness (disappointment)), the overall evaluation of the 2011 campaign demonstrates
that positive emotional appeals constituted a significant aspect of the campaign ads. In
light of these findings, it is noteworthy that the AKP, for the first time, did not portray
itself as a “victim” and conducted a campaign that was markedly distinct from the
emotional-political ambience that pervaded the period following the 2010 referendum.

In examining the 2014 local election campaign, the data collection process
reveals that the AKP placed particular emphasis on performance-based
advertisements, featuring deeds, services, and practices, in 81 separate provinces.
However, in addition to these purely informational and rational appeals, the AKP also
disseminated a considerable number of storified and sometimes caricatured local
election campaign ads. Therefore, the videos in question contain emotionally
expressive/evocative content. As illustrated in Figure 8, the 2014 campaign appeals
predominantly to trust (loyalty) and pride. It can be observed that this is due to the fact
that the party is proud to showcase its work and achievements, which it consistently
claims to be “in love with service.”

In terms of contextualising the campaign within the prevailing political
atmosphere, the 2014 local election campaign was conducted in a more challenging
environment for the government. This was due to the social unrest that occurred during
the Gezi process and the corruption allegations that emerged against the government
during the period between 17 and 25 December. These developments contributed to a
climate of uncertainty and mistrust within society. As defined in the literature on
Turkish politics, these turning points led the AKP government to reveal its
authoritarian and interventionist rule and to resort to a deepening polarisation (Giircan
& Peker, 2014, pp. 70, 82, 2015, p. 7; Tugal, 2013). Moreover, these occurrences
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influenced the campaign strategy and concepts in 2014, as Olcok elucidates.!8* Indeed,
as the campaign progressed, a perception of a nascent independence struggle for the
nation emerged. The electorate was informed that their votes would have a significant
impact on the future of the nation; thus, they would determine the future.

Moreover, the content of the campaign implies that it was not merely a local

election but rather represented as a general election. The slogans “Always Forward,”18

29186 5187

“Always Nation, Always Service, and “Unbowed Nation, Invisible Turkey
serve to exemplify this situation. To illustrate, it would be reasonable to suggest that
in terms of indicating patriotic feelings, the most critical advertisement is related to
the symbolic use of the Turkish flag (coded as a sub-category under visual cues). The
advertisement, entitled “The Nation is Invincible,”* was released on 18 March 2014,
coinciding with the anniversary of the Canakkale victory.

Indeed, the legislation governing elections in Turkey expressly prohibits the
utilisation of the Turkish flag emblem in campaign materials, as it is regarded as a
common symbol of the nation that cannot be appropriated by discrete political entities.
The pertinent legislation is Law No. 298 on the Basic Provisions of Elections and
Voter Registration. Article 58 of this legislation delineates the prohibitions on
propaganda as follows: “It is forbidden to use the Turkish flag and religious
expressions on leaflets and all other forms of press materials employed for the purpose
of propaganda” (Secimlerin Temel Hiikiimleri ve Se¢men Kiitiikleri Hakkinda Kanun,
1961).

Consequently, the advertisement in question was prohibited by the
aforementioned article of the law due to its association with the Turkish flag. Two
days later, on 20 March 2014, the AKP broadcast an updated version of this

advertisement. The Turkish flag was modified by the removal of the crescent and star,

184 “\When 17 and 25 December happened, we threw away the whole campaign we had prepared” (Ulke
TV, 2015).

185 Dajma fleri.
186 Daima Millet Daima Hizmet.
187 Millet Egilmez Tiirkiye Yenilmez.

188 Millet Egilmez.

176



2189 and was

and the substitution of the words “Unbowed Nation, Invincible Turkey,
kept to be broadcast. In addition, the advertisement was subsequently re-broadcast on
multiple occasions by the AKP, including in metro stations following the failed coup
attempt on 15 July 2016,'*° and via the official YouTube page of the Presidency during
the propaganda for the constitutional referendum in 2017.1%

In addition to the use of the Turkish flag as propaganda material despite its
legal prohibition, the campaign song, Dombra, which was adapted to praise and
emphasise the leadership of Erdogan, demonstrates the party’s capacity for emotional
manipulation through the evocation of patriotic sentiments among the electorate.
Given that pride can be harnessed to influence and translate nationalistic sentiments,
this appeal occupies a considerable place within the array of emotional appeals
employed in the 2014 campaign, comprising 46 segments.

Furthermore, one of the most salient slogans referenced in the advertisements
of the 2014 campaign was “I judge by deeds, not words.”*®? This slogan conveys the
notion that an individual’s assessment is based on observable actions and behaviours
rather than on verbal assertions. The advertisements, in which this slogan is used, are
intended to foster a sense of trust (loyalty) in the audience, as well as pride. Through
this emphasis on actions, the AKP’s approach to politics can be perceived as
encompassing all societal groups and addressing tangible concerns pertinent to their
lives. This outlook is designed to ensure that the party’s voice is directly heard by all
segments of the non-privileged population (Turk, 2018, pp. 216-217). To illustrate,
the advertisement entitled “The headscarf ban is lifted”’*®3 draws attention to the policy
change and its real-life application while predominantly containing positive emotional
appeals. It also indicates that AKP did not refrain from referencing the headscarf issue

to sustain conservative support, even though the election in question was a local one.

189 Related news: https://arsiv.turkiyegazetesi.com.tr/qgundem/ak-parti-reklam-filmi-neden-yasaklandi-
erdogan-ne-dedi-video-142626,  https://www.trthaber.com/haber/qundem/ak-partinin-turk-bayrakli-
reklami-yenilendi-121770.html

190 Related news: https://www.star.com.tr/quncel/bu-millet-eqilmez-haber-1126612/,
https://www.haber7.com/guncel/haber/2050684-o-reklam-filmindeki-seferberlik-gercek-oldu

191 Related re-released video: https://www.youtube.com/watch?v=yOD68FrTroY

192 Lafa degil, icraata bakarim.

193 Bagortiisii yasag kalkti.
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Rather, the appealed issues during this campaign were about the high politics of the
country, in a sense. Consequently, trust (loyalty) emerged as the most intensively
invoked emotion throughout the course of this campaign. Notably, 80 out of 195
segments were coded with this type of emotion (see Figure 8 and Appendix C).

In light of these findings, it can be inferred that the AKP pursued a positive
campaign strategy in 2014. However, in an effort to re-establish confidence in the
electorate aftermath of the Gezi protests and corruption allegations, the party also
employed negative emotional appeals. For example, the advertisement videos, entitled
“A Morning in Hakkari,”% “Children’s Voices,”** “Henna Night,” 1% and “Celikkus
Comes for Help,”*%" feature images from the Kurdish regions, specifically Hakkari-
Yiksekova, Mardin-Midyat, Bitlis-Hizan, and Sirnak. The initial tone of these
advertisements is characterised by a negative sense, conveyed through the use of
tense/somber/discordant music, as well as images/sounds of war as if there was an
armed conflict or scenes of screaming in fear and crying with pain. They are
accompanied by appeals to fear (anxiety/worry) and sadness (disappointment).
However, the tone subsequently shifts towards a more positive and optimistic
direction, employing uplifting/sentimental/patriotic music from the midway point of
the videos onwards.

It is crucial to identify the sound effects utilised in the advertisements, as they
have the ability to capture the audience’s attention and evoke a spectrum of emotions.
For example, the sounds of crying, screaming, and the firing of guns and fighter
aircraft can evoke feelings of sadness, fear, and anxiety, respectively. As a result, the
2014 local election campaign is two-dimensional. Firstly, it encompasses the intended
meanings of security concerns, namely that if the AKP had lost power in local
administrations, the anticipated emergence of grievances would have appeared
nationwide. Secondly, the AKP government sought to portray itself as the architect of
a contented society, with a narrative that was bolstered by its policies. The first

approach is inextricably linked to the exploitation of the concept of “loss” through

194 Hakkari’de Bir Sabah.
195 Cocuk Sesleri.
1% K1na Gecesi.

197 Celikkus Yardim I¢in Geliyor.
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advertisements that predominantly evoke fear, as Elden and Bakir (2021, p. 291) point
out for the cases of ruling political parties’ electoral strategies.

The year 2015 was characterised by exceptional circumstances, both in terms
of the administrative crisis that followed the June elections — which resulted in a snap
election in November — and in consideration of the prevailing emotional-political
atmosphere in the country. Thus, the 2015 campaigns were conducted within a distinct
political environment, characterised by the election of a popularly elected and
performer president, as well as the change of the AKP’s leader and cadres. A
comparative analysis of the electoral campaigns for the regular general election in June
2015 and the snap election in November 2015 reveals that the number of campaign
advertisements accessible online is almost equal. The June campaign comprises 61
videos while the November campaign consists of 67 videos in total. As outlined in
Chapter 4, when the data was refined in terms of emotional components, a total of 51
out of the 61 videos collected for the June 2015 campaign were deemed suitable for
coding. This resulted in 461 segments being coded with type of emotion out of the
1011 total segments. However, only 22 out of the 67 videos collected for the
November 2015 campaign were included in the content analysis, as they were deemed
to contain sufficient emotional content for analysis. The second campaign comprises
66 segments coded with type of emotion out of the 196 total segments.

An analysis of the June 2015 campaign indicates a notable prevalence of
positive emotional appeals. The coded segments in the videos place greater emphasis
on pride, featuring prominently in 118 coded segments, enthusiasm (hope/joy) in 62,
contentment in 57, and trust (loyalty) in 50 coded segments. In contrast, the AKP did
not refrain from utilising negative emotional appeals, as observed by the presence of
75 segments of arrogance/contempt, 31 segments of anger (outrage/disgust), 26
segments of fear (anxiety/worry), and 20 segments of sadness (disappointment) in the
coded materials. A more detailed examination of the data reveals that the use of
emotions such as fear (anxiety/worry), anger (outrage/disgust), and sadness
(disappointment) in advertisements is employed to address issues related to the
headscarf ban and security (terrorism). These emotions are used to evoke concerns

among the general public. This is exemplified by the advertisements “‘Headscarf Ban
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Lifted’ advertisement by AK Party,”'%® dated 28 April 2015, and “Only Five
Letters,”'*® dated 31 May 2015, which evokes a sense of contention and unease.

Furthermore, the June campaign demonstrates a relationship between pride and
the evocation of arrogance/contempt. The AKP and its components are always used
to proudly present their achievements in a self-congratulatory manner. It is not
uncommon for the incumbent government to take pride in its achievements during its
tenure. However, the advertisements bearing the slogan “They Talk AK Party Acts”?%
appeal to pride, but are recurrently accompanied by a sense of arrogance/contempt.
Therefore, there is a shift in perspective leading to the government displaying disdain
towards the public.

An examination of Ol¢ok’s discourses can shed light on the party’s approach
and the attitudes of its leading figures. Olcok oftentimes referred to the concept of
electoral psychology, underscoring that the electoral processes (which can be regarded
as campaign processes in the pre-election period) are primarily an exercise of
influencing voters’ emotions rather than a means of conveying information. In
addition, he employed emotional terminology, including references to “spring,”
“beauty,” and “sensation,” and notably integrated emotional elements into the
campaign strategies he devised. As a result, his statements provide insights into the
AKP’s campaign processes. In the context of the June 2015 election, Olgok placed
significant emphasis on the psychological aspects of the electoral period. He also made
reference to the existence of contingency plans for the campaign, which include
alternative approaches and concepts that could be deployed in response to changing
circumstances. This is evident in his remarks: “If other conditions arise in Turkey or
if other options emerge in the political arena, we undoubtedly have many alternatives
at our disposal.” In his own words, Olgok identified the last ten days before the
election date as a crucial period in shaping the electoral psychology of the time (Ulke
TV, 2015). It can, therefore, be stated that the timing of the broadcasting of
advertisements forms part of the AKP’s electoral campaign strategy, which is designed

to materialise and translate voter emotions.

198 AK Parti’den ‘Basortiisii Yasag1 Kalkti® reklamu.
19 «“Sadece Bes Harf” Deme.

200 Onlar Konusur AK Parti Yapar.
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In order to substantiate the abovementioned claim and to gain insight into the
emotional drivers of the campaign, | have examined the periodicity of the ad releases
in terms of emotional appeals. The periodicity represents a crucial element of political
campaigning, particularly with regard to the temporal framework within which
campaign advertisements are broadcast. It enables the identification of the specific
emotional stimuli that resonate with voters, whether positive or negative. However, it
is not possible to determine whether there is a periodicity in the release of campaign
advertisements for the 2015 campaigns. This is due to the fact that the campaign videos
for the Davutoglu term are only accessible via social media or news/newspaper pages,
rather than the official websites of the political party. Moreover, the release dates of
these videos do not provide reliable information. Notwithstanding, the aforementioned
advertisement, entitled “Only Five Letters” and available on the AKP’s official
YouTube page, employs negatively charged emotional appeals and was released a
mere week before the elections. The advertisement features five-letter Turkish words,
namely “mermi — bullet,” “bomba — bomb,” “mayin — mine,” “namlu — barrel,” “hedef
— target,” and “teror — terror,” which are combined with images of grieving people.
The timing of the advertisement suggests that Olgok was aware of the unfavourable
trend in the election results and sought to influence voter sentiment.

It is of considerable importance to evaluate the snap elections in November
2015 with consideration of the emphasis placed on the psychology of the electoral
period. The following pages present contextualisation of the November campaign
within an emotional-political atmosphere of the period, with a comparison to the June
campaign. However, regarding the research material, the November campaign
comprises 67 advertising videos. The analysis includes 22 videos, while the remaining
45 advertisements are characterised by an emphasis on electoral promises. Therefore,
the campaign can be considered to comprise mainly informational content and rational
appeals. For this election, in order to explain its commitments in the event of being
elected as the ruling party once more, the AKP constructed the campaign through the
use of repetitive advertisements.?’ The campaign places an emphasis on the pledges

and promises made to specific demographic groups, including young people, students,

201 This indicates that certain advertisements, utilising the promises accompanied by infographics, were
replicated and depicted with images of the intended audience (e.g., farmers, tradespeople, youth) of the
advertisements in question, conveyed through Davutoglu’s voice with identical wording.
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pensioners, entrepreneurs, women, tradesmen, SMEs, police officers, farmers,
subcontracted workers, newlyweds and low-income families. Nevertheless, the
campaign also employs emotional appeals, albeit to a limited extent. Moreover, the
intensity of these appeals is markedly different from that observed in the June
campaign, which took place approximately five months ago. Of the 66 segments coded
with regard to the type of emotion present in the November campaign, only two were
found to contain negative emotions that diverge from the prevailing political
atmosphere. The remaining 64 segments were found to contain positive emotional
appeals. Consequently, the campaign is distinguished by a pronounced emphasis on
positive emotional appeals, as shown by the coded segments that encompass

indications of enthusiasm (hope/joy), pride, compassion (sympathy), and trust

(loyalty).
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Figure 10. Distribution of Emotions in the Two General Election Campaign Ads
in 2015

In conjunction with the reduction in the number of videos in two campaigns
that feature emotional elements, the number of coded segments also declines. Figure
4, presented in the preceding section, illustrates a notable differentiation between the

two campaigns with regard to the presence of emotions and their positive or negative
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attributions. This is demonstrated by the observation that the proximity between the
positive and negative emotional content of the June 2015 campaign advertisements
(53,78% positive and 46,22% negative) increases in the November 2015 campaign ads
(97,29% positive and 2,71% negative).

In examining the two general election campaigns in 2015, the above chart
(Figure 10), which illustrates the distribution of emotional appeals, is worthy of
particular attention in accordance with the emotion types. It is evident that the June
campaign employed a greater proportion of emotions, with pride (26%),
arrogance/contempt (16%), enthusiasm (hope/joy) (13%), contentment (12%), and
trust (loyalty) (11%) being prevalent. In contrast, the November campaign
demonstrated a greater emphasis on trust (loyalty) (36%), enthusiasm (hope/joy)
(35%), and pride (14%) as dominant emotions. While the June campaign, the inaugural
campaign of Davutoglu’s tenure, includes each emotion included in the codebook at
least once at least once, the November election campaign does not employ the use of
contentment, arrogance/contempt, sadness (disappointment), amusement, and
surprise. In terms of the relation between pride and arrogance/contempt, it is worth
noting that the November campaign displays a notable absence of self-praise because
the advertisements do not contain any direct references to the implications of “we did
this” or “we achieved that,” in contrast to the June campaign. Moreover, the November
campaign utilised negative emotional appeals to fear (anxiety/worry) and anger
(outrage/disgust) in a single segment for each. Accordingly, it appears that the
government moved away from the perception that was previously characterised by
condescension towards the general public, particularly in light of the inability to form
a single-power government following the June elections. In conclusion, the proportion
of emotional appeals differs between the two 2015 general election campaigns.

Furthermore, while election campaign advertisements during the Davutoglu
period employed the aforementioned emotional appeals, it is evident that there is a
distinction in the degree of visual elements utilised to construct and accompany these
appeals. For example, the use of flags as visual cues is an important strategy in political
campaigns because they are symbols of independence and national sentiment in all
nation-states. Accordingly, the codebook for this research includes the image of the
Turkish flag as a sub-category under the main code of visual cues. The analysis
demonstrates that the symbolic image of the Turkish flag is employed in conjunction
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with other codes or emotions in the advertisements. In the wake of the 2014 local
election campaign, which saw the introduction of a legal prohibition on the use of flag-
themed advertisements, it is crucial to examine the AKP’s inclination to leverage the
flag as a propaganda tool. The analysis of campaign advertisements during the
Davutoglu period indicates that the Turkish flag was featured on only two occasions
in the June 2015 campaign. One example depicts the flag situated atop a flagpole
observed from a bird’s-eye view of a cityscape. The second instance occurs on a
flagpole, where the Turkish flag is visible, though the crescent and star are not, and a
red banner is displayed (see Figure 11). In contrast, the November campaign in 2015
did not make use of any images of the flag. It is questionable whether this is a
consequence of the prohibition of the advertisement, entitled “The Nation is
Invincible,” in 2014.

AK Parti — Gel Yine Beraber Bir Olalim

Yeni Tiirkiye i¢in #DurmaKos

Figure 11. Examples for Flag Usage from the June 2015 Campaign Ads

Contextualising these findings within the political landscape of Turkey in 2015
suggests that the AKP’s relative failure (the decline in the voting share) on 7 June 2015
and the subsequent competition may have prompted the party to employ a more fear-
and anxiety-charged advertising strategy, due to the prevailing climate of fear in the
country’s politics. As previously stated, observers of the political climate of 2015
characterised the November campaign as “written in blood,” “pointed to a bond of
fear,” and noted the challenging security environment. The sentiments evoked by the

political atmosphere in society were not contingent on individuals’ positions on the
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secular-conservative spectrum within the societal cleavage. It is, therefore, reasonable
to posit that the AKP government’s intimidating and anxiety-inducing political
approach, as articulated in the AKP supporters’ narratives, would be reflected in the
election campaign. To illustrate, as | previously stated in Chapter 3, the statement “If
you want the bloodshed to stop, vote for the ruling party,” was perceived as a means
of instilling fear and creating a climate of mourning in order to consolidate power.
Furthermore, President Erdogan’s rhetoric, despite not being officially and legally at
the helm of the AKP during that period (Tombus, 2015), provides an illustrative
example of the emotional-political atmosphere. His statement, “Give 400
parliamentary deputies and let this matter be resolved peacefully”’?®? (Cumhuriyet,
2015; T24, 2015b), which was perceived as threatening when he uttered it prior to the
7 June 2015 election, was reiterated again with the remark, “If 400 parliamentary seats
had been taken, the situation would be very different today?*® (Diken, 2015).

In consideration of the aforementioned factors, it seems reasonable to suggest
that the advertisements of the period were characterised by a pervasive atmosphere of
fear and anxiety. In contrast, the campaign for the November election does not
substantiate the assumption that AKP’s positioning in the political landscape, which
was underpinned by authoritarian policies and practices, would have been reflected in
the language of the campaign, in terms of the scale and linguistic style. Precisely, the
emotional-political atmosphere, which was defined by a pervasive fear and anxiety
due to a series of bombings and terror attacks in various districts across the country, is
not reflected in the content of the advertisements. Despite the government’s general
political messages to the electorate in rallies and through other communication
channels, which were characterised by a sense of urgency and implied that a lack of
support would result in chaos, there is no advertising material that reflects this
approach. This is in contrast to the examples provided above from the 2014 local and
the June 2015 general election campaigns. In consequence, the campaign is comprised
primarily of either optimistic (positively charged) or occasionally unimpassioned — or
promise-focused — advertisements. In other words, the ad videos in question are

characterised by a general tendency to make promises, and both lack emotional appeals

202 <400 milletvekilini verin ve bu is huzur iginde ¢6ziilsiin.”

203 400 milletvekili almsaydi durum bugiin ¢ok farkli olurdu.”
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and contain mainly rational appeals in terms of issues related to the promises
themselves.

In light of the observation, it seems reasonable to conclude that the AKP
government’s relative failure in the June 2015 election prompted a strategic shift,
moving towards a more positive approach, despite the party leader and officials
maintaining a harsh stance in the lead-up to the snap election in November 2015. For
instance, while the then Prime Minister Davutoglu made a reference to “White
Taurus™?%* in October prior to the 2015 re-election (BBC News Tiirkce, 2015), a series
of advertisements was concurrently broadcast under the name “There is no you and
me, there is Turkey.”?® Additionally, the campaign video featuring the song “This
Country Belongs to All of Us,”?% broadcast on 27 October 2015, also appealed to
positive emotions, including pride, compassion (sympathy), enthusiasm (hope/joy),
and trust (loyalty). This approach can be evaluated in the context of the intention of
reducing societal polarisation on the one hand. Conversely, this serves to illustrate an
inconsistency between the AKP in reality and the AKP in the fictional world of
campaigns. Consequently, while it may be feasible to follow/detect the spirit of each
period through the advertisements in which it is reflected — as Kozanoglu (2018, p.
119) states — this is not always the case in the context of election campaigns, as the
observation from the examples of 2015 November shows. Alternatively, it may be
posited that the advertisements reflect a desire for change in the spirit of the period at
the end of 2015, at least in the best-case scenario.

A noteworthy aspect of the 2015 general election campaigns, which coincide
with Ahmet Davutoglu’s tenure as prime minister, is the absence of comprehensive
coverage on the AKP’s official YouTube page. That is, not all campaign advertisement
videos can be found on the page in question. A more detailed examination reveals that
not all videos featuring Davutoglu’s voice and photograph as an element of the
advertisement during his tenure as the party’s leader are available on the page. Of the
61 videos collected for the 7 June 2015 election campaign, 18 can be accessed from

the party’s official page. Of the 18 videos, only nine contain Davutoglu’s either voice

204 Renault car model, having the connotation of 1990s political turmoil in Turkey.
205 Sen ben yok, Turkiye var.

206 Bu memleket hepimizin.

186



or image. The remaining nine videos lack both musical accompaniment and spoken
voice, and the images are limited to infographics that do not evoke any emotional
appeal.

Furthermore, the election campaign of 1 November 2015 yielded exclusively
infographic videos devoid of musical accompaniment or voiceovers. As previously
stated in both the aforementioned paragraphs and the methodology chapter, the total
number of videos collected from various YouTube pages is 67. A total of 26 out of 67
videos pertaining to the November campaign are accessible on the AKP’s official
YouTube page. Of the 26 videos, 23 consist solely of infographics, devoid of any
accompanying imagery, audio, or narration. Notably, none of these ad videos feature
Davutoglu in either a visual or auditory capacity as the leader. The period during which
the 26 videos were published ended on 9 October 2015. Following this, no further
videos were uploaded to the page until the party spokesperson’s video, dated 11
February 2016. In other words, since 9 October 2015, either no videos have been
uploaded to the AKP’s official YouTube page or those that were uploaded have been
removed. On the one hand, the atmosphere of grief and anxiety in the country
following the explosions near Ankara Central Railway Station on 10 October 2015 is
likely to reinforce the first claim. On the other hand, the availability of videos of the
campaign and Davutoglu’s rallies with references to “White Taurus” on various
YouTube pages and video-sharing websites lends support to the claim/probability that
these videos were subsequently removed from the party’s page. | interpret the
underlying intention of the party as to negate the Davutoglu term as a result of internal
challenges to the party’s historical narrative. This is because the AKP seeks to create
a divide between itself and the circumstance in question, based on its enduring
aspiration for success and its need to leverage the emphasis on success for the
continuation and consolidation of its power.

Following the 2015 elections, Turkey passed through major thresholds. The
failed coup attempt in 2016, which became the indicator of the AKP’s complete
separation from the Giilen community, the constitutional referendum in 2017, which
led to the country being transformed into a one-person regime, and the state of
emergency that covered this period and ended after the 2018 general elections, paved
the way for the AKP’s further consolidation of power. In other respects, the new

presidential system resulted in increased political polarisation within the context of
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party politics, as it gave rise to pre-election alliances, while an uneven and unfair
playing field dominated the electoral processes conducted under the state of
emergency. In such an environment, the AKP continued to employ a highly active
electoral campaign strategy, utilising a range of emotional appeals in its campaign
advertising. An analysis of the 2018 campaign, based on 53 available advertising
videos, reveals that positive emotional appeals, specifically pride and enthusiasm
(hope/joy) are the most prevalent. These are represented by 89 and 93 coded segments,
respectively, out of a total of 357 segments, as illustrated in Figure 10. With regard to
the negative emotional appeals, although they are not dominant, the prominent
emotions are fear (anxiety/worry) and anger (outrage/disgust), which are represented
in 30 and 24 coded segments, respectively, corresponding to 8% and 7% of the total
distribution in the 2018 campaign.

As Elden and Bakir (2021, p. 96) observe, advertisements frequently incorporate
elements of the surreal, effectively transporting the viewer to an alternative environment
and way of life. This may take the form of characters of those typically found in cartoons,
puppets, talking animals, angels or fairies. The prominent “Phoenix” advertisement
released during the 2018 general elections provides an illustrative example of this
phenomenon. The depicted phenomenon is presented as miraculous, originating from an
entirely distinct realm and exhibiting unconventional characteristics. Kozanoglu (2018,
p. 421) highlights the widely acknowledged understanding that the phenomenon of
fantasy manifests in two distinct socio-cultural contexts. Firstly, during periods of
reduced problems and in societies where reality becomes less problematic and therefore
less engaging, the fantastic becomes a popular refuge, promising excitement and tension.
Alternatively, during periods of significant social unrest, individuals may turn to fantasy
as a means of evading the challenges of reality.

The advertisement in question, which features a phoenix - a
mythological/fantastic character that rises from the ashes and attains immortality — can
be interpreted in this context as a representation of the enduring nature of the AKP.
The individual content analysis of this advertisement demonstrates that the visual cues,
including the icons and symbols employed, evoke historical places and references,
picturesque landscapes and the Turkish flag. Furthermore, the advertisement attempts
to elicit specific emotions, including enthusiasm (hope/joy), trust (loyalty) and pride.
On the one hand, the text evokes a sense of pride through the use of historical
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references and boasts about past achievements. Conversely, the advertisement stirs
enthusiasm (hope/joy) by portraying the beginning of Turkey’s most influential era —
the new presidential system, for the party and its supporters — and referencing the
“successes” of the AKP government, including images of the new Istanbul airport, the
Yavuz Sultan Selim Bridge (the third in Istanbul), new highways and dams. In an
environment characterised by prevailing unpredictability regarding the new
presidential system, the advertisement sought to instil excitement and hope within
society. This was achieved by portraying fantasy as a source of pride despite the
presence of dissident segments experiencing anxiety and/or deepening pessimism in
the country (Z. Yilmaz, 2022, p. 155).

While mentioning the appeals through visuals, as previously stated in the
context of the 2014 local and 2015 general elections, despite the legal restrictions on
the use of national symbols as propaganda tools in political campaigns, the analysis of
the 2018 general election campaign advertisements reveals a notable intensity in the
use of the Turkish flag (91 out of 146 coded segments, corresponding to 62%). | argue
that this transformation is a consequence of the transition to the presidential system of
government in Turkey, which has been accompanied by a consistent emphasis on the
mantra/mark “New System-New Turkey.” The developments that occurred following
the 2015 elections, the failed coup of July 2016, the constitutional referendum of April
2017, and the AKP’s sense of rule under the state of emergency resulted in a significant
transformation in the principles of the rule of law. Consequently, not only have the
electoral laws been amended, but the democratic logic on which elections are based
has also been altered. In light of these observations, the pervasive use of the flag image,
despite the legal restrictions, can be interpreted as a reflection of a one-person regime
that disregards the established laws, regulations, and prohibitions.

In other respects, the legal arrangements for campaigning in languages other
than Turkish permitted the AKP to incorporate Kurdish advertisements into its
campaign. For example, the advertisements in Kurdish, entitled “Time for Turkey,”?"
and “We are strong together! #LendAHand,”?® evoke sentiments of unity and

solidarity, employing appeals to enthusiasm (hope/joy), compassion (sympathy), and

207 Wexta Turkiye — Turkiye Vakti.
208 Biz birlikte glcliytz! #EliniUzat.
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pride. These appeals are conveyed through visual elements such as images of
children/youth, happy/glad people, and picturesque landscapes. Similarly, the
advertisements “We are off to a good start”’?%° and “Our story of unity begins again”?°
elicit similar emotional appeals through the use of similar visuals and optimistic
melodies. In addition, the conjunction of appeals to enthusiasm (hope/joy) and images
of children/youth, evident in 2018, indicates that the party attempts to appeal to
younger generations and the general public, who are concerned about the future of
their children, in a positive manner.

Conversely, as the election day on 24 June approaches, it is observed that the
AKP incorporates both positive and negative appeals into its campaign strategy. An
analysis of the periodicity of the advertisements released during the 2018 general
election campaign, which commenced on 30 April 2018, reveals that the
“Remember?!! advertisement series released on 6 and 7 June 2018 appeal to fear
(anxiety/worry). The advertisements bearing the hashtag #Remember to address a
number of issues with the intention of attacking the past governments and bureaucrats
over their perceived inability to administer effectively. The headscarf issue is once
again employed as a means of evoking emotional responses in the example entitled
“Remember the days when the faith and identity of our people were ignored.”?*? The
remaining advertisements in the series evoke fear (anxiety/worry) by invoking
memories of past experiences, including instances “when individuals without financial
resources were unable to access medical care, students lacked access to educational
materials, people endured lengthy wait times for medical care and for their salaries in
queues at the banks, and infrastructure development lagged.”?*® These recollections

are employed to highlight the collective grievances associated with the past.

209 24 Haziran’da Giizel Bir Baslangig yapmaya hazirlaniyoruz.

210 Birlik Hikayemiz yeniden baslyor.

211 Hatirla.

212 Insanimizin inancinin, kimliginin yok sayildig1 giinleri #Hatirla.

213 Parasi olmayanin tedavi olamadigi giinleri #Hatirla; Ogrencilerin kitap bulamadigi, simiflara
sigamadigi, kara tahtaya mahk(m oldugu giinleri #Hatirla; Hastanede doktor, bankada maas kuyrugu

bekledigin giinleri #Hatirla; and Daglarin kolayca asilamadigi, bitmeyen yollarin yolcusuz birakildigi
giinleri unutmadik #Hatirla.

190



As Turk (2024, p. 29) notes in the context of the TV series that evoke the past
while simultaneously reconstructing it, this reconstruction activity presents history as
an occasion for pride. This “Remember” ad series employs a similar strategy, but
rather than evoking collective nostalgia, it reconstructs the history of the AKP as a
matter of pride while simultaneously denigrating the previous governments. If the
appeal of pride is not employed in a comprehensive manner, encompassing the entire
nation, it is likely to manifest as an appeal of arrogance/contempt. A comparable
tendency is observed in the series of advertisements under discussion. However, in the
2018 campaign, while pride is present in 25% of the segments (89 in total),
arrogance/contempt is only present in 10 segments (3% of the total). Consequently, it
can be observed that the shift towards arrogance/contempt, when employing pride, is
limited to this ad series and not reflected in the overall campaign.

As a result, the 2018 campaign revolved around the tendency towards hope for
a promising beginning with the presidential system on the one hand, and fear and/or
anxiety-based framing, albeit of a relatively low intensity, on the other. However,
given the dominant rhetoric that | have attempted to render in Chapter 3 laconically,
the association of the dissident voices with terrorism, othering, and labelling them as
traitors from a nationalist-populist perspective, were at odds with the predominantly
positive tone of the campaign.

Turkey had an intense electoral calendar with a series of referendums, general
elections and local elections. In 2019, the first local elections under the new
presidential system and alliance politics were held, preceding a four-year interval
without going to the polls until the 2023 general elections. As was the case with the
2014 local elections, it was often asserted that the 2019 local elections had the
atmosphere of a general election, particularly in metropolitan cities. While the national
security discourse of the AKP and the People’s Alliance was reflected in the pre-
election climate with the “matter of survival of the state,” only 25 out of 134 campaign
advertising videos were included in the analysis when assessing the content in terms
of emotional references. This was due to the fact that the majority of the remaining
videos were about the deeds and actions in the context of municipal services, rather
than making emotional appeals.

As | previously stated, the AKP characterised the campaign for the 2019 local

elections as “Municipalism of the Heart.” In contrast to the AKP’s stance and despite
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the unequal contest with the opposition, which was insulted as the “alliance of
contempt and shame,” the central theme of its campaign was based on “municipalism
of the heart” and “social municipalism.” In terms of the concept of “municipalism of
the heart,” the discourses of the party officials were about not distinguishing between
service municipalism and heart municipalism, although they combined and mixed the
two, as the party has claimed to have done so far. For the AKP, service municipalism,
which is a tangible form of service delivery, entails the construction of infrastructure
such as roads, pavements, and the provision of essential services like garbage
collection and cleaning. However, heart municipalism, as conceptualised by the party,
entails a more emotional and empathetic approach to governance, emphasising the
importance of connecting with citizens on a personal level and demonstrating care,
i.e., touching the citizens, sharing their happiness, sorrow, and grief, and showing the
smiling face, interest, and attention (Goniil Belediyeciligi, 2018- emphasis added). In
addition to the positive emotional references made by party members in alignment
with the local election manifesto, the campaign advertisements also reinforce the sub-
codes of pride, enthusiasm (hope/joy), trust, compassion (sympathy), and contentment
under the main category of type of emotion, as illustrated in Figure 10.

An analysis of the names of advertisements and their content in the 2019 local
election campaign reveals a notable emphasis on the concept of “heart,” which aligns
with the election manifesto. In line with the party’s conceptualisation of heart-
municipalism and as asserted by the party’s then-deputy chairperson for human rights,
this campaign’s strategy is to evoke, invigorate, encourage, hearten, and stimulate
people’s emotions and share their emotional states. Such sentiments are sometimes
patriotic or nationalistic, reflecting the prevailing atmosphere of the time that the
People’s Alliance fuelled, and at other times, they are exclusively focused on
references to love. For example, the hashtag #WriteTheGreatTraveller, also known as
“Tell many more centuries about those who say we, not you and me,”?** calls for
recording the government’s achievements in the context of historiography. This
approach entails the utilisation of historical references to glorify the nation, thereby
foregrounding pride as a hegemonic emotional appeal. Furthermore, the intention of

this advertisement is to inspire enthusiasm and hope among the electorate by

214 Sen ben degil biz diyenleri, anlat daha nice asirlara. .. Tiirkiye i¢in ileri, daha ileri.
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invigorating and triggering their nationalistic sentiments and providing them with the
opportunity to draw parallels between the perceived greatness of the nation and the
incumbent party, the AKP.

Another example is the advertisement entitled “Our homeland, Our nation, Our
beloved,”?*> which employs a poem consisting of love lyrics, including the words
“love,” “lover,” “hope,” and “darling,” delivered by Erdogan. The poem is notable for
its use of emotionally charged language, which is designed to evoke a strong emotional
response from the audience. The deployment of these words and the evocation of
enthusiasm (hope/joy) in the poem serve to emphasise the appeal to voters’ emotions.
With regard to differentiation from the prevailing style of advertising, the “Choose

Your Future”?1®

advertisement portrays a young man’s decision to vote or not to vote
in two scenarios in order to attract the country’s youth demographic. The
advertisement conveys a negative message, suggesting that Turkey would face
significant challenges, including street incidents, civil unrest, fuel shortages, and
unemployment, if the character in question did not exercise his right to vote. However,
it also presents a positive scenario, indicating that if he did vote, positive developments
in the country would ensue. This indicates that the AKP, despite being the incumbent
administration, has retained its confrontational stance towards the previous grievances
of the populace in its electoral campaigns. Moreover, the AKP’s appeal to young
people as the future of the nation in this advertisement indicates that the party
continues to prioritise images of children/youth when evoking enthusiasm (hope/joy),
as was the case in the 2018 campaign. In conclusion, the 2019 local election campaign
appears to prioritise positive emotions, and a focus on addressing the broader issues
facing the country.

In general, the AKP has not pursued a course of action that differs from which
might be anticipated of a ruling political party. As previously stated at the outset of
this chapter, the policies espoused by the AKP are, in fact, incongruous with the
campaign rhetoric. This situation allows the AKP government to be interpretated as
creating an alternate reality of its own at each given election period. This is likely to

result from the AKP’s long-standing engagement in the construction of an alternate

215 Vatanimiz, milletimiz, sevgilimiz bizim.
216 Gelecegini Seg.
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reality for its constituents. This includes, for example, the creation of narratives
concerning internal and external threats to Turkey and the AKP’s rule, with the
objective of retaining and consolidating power. This can be evaluated as a process of
strategic communication as well.

As previously stated in the conclusion of Chapter 3, the journey of the AKP’s
governance did not conclude with the 2019 local elections. Two further elections were
held prior to the completion of this thesis. The first of these elections was the general
election of 2023, which, like all elections in Turkey, was unique in its context. The
election coincided with the centenary of the founding of the Turkish Republic and
marked the final occasion on which AKP leader Erdogan would be eligible to stand
for election. Since the 2007 general election campaign, the AKP had been targeting
this election, which had been shaped by a series of constitutional amendments and
legal adjustments. Furthermore, the country’s existing constitutional structure and
other legal arrangements would be subject to substantial modification in the event of
AKP leader Erdogan participating in this election. It is, therefore, likely that this would
be the last election in which Erdogan would be able to run, unless he were to identify
a new solution, such as a new constitution, amendments to electoral law, or an early
election decision by parliament, which would enable him to maintain his power. The
other election is the local elections of 2024, which have become synonymous with the
party’s most significant electoral defeat in its political history.

The campaigns of these elections — which will undoubtedly be the focus of
future studies — were not included in the analysis due to time constraints. However, as
a citizen of this country, | would like to express my observations as a witness of the
entire process, as well as a subject who is exposed to and involved in the process. In
this case, my position can be considered as that of a participatory researcher. Without
undertaking a detailed examination of the AKP’s 2023 election campaign, it is possible
to interpret the extensive use of emotional attributions by reference to the campaign
song, “For Those Who Can 't Hear.”?*” The lyrics of this song, which is imbued with
a profound emotional resonance, proceed as follows: “To those who hear and don’t
hear, to those who ask and don’t ask, I love him, I love him very much” (Isbasaran,

2023). The song was employed by the party as a strategy to appeal to voters and to

217 Duyanlara Duymayanlara.
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garner voters, with the objective of underscoring allegiance (loyalty) to the leader and
the party, urging them not to abandon Erdogan and the AKP, and simultaneously
exalting the leader and the party. It is evident that the formation or maintenance of an
emotional bond represents a key objective in this context.

As the 2024 local election campaign progressed, the vision of the Turkish
Century,?*® which was first articulated in the 2023 election campaign, remained a
central tenet. However, the emphasis on “real municipalism” suggests that the AKP
may have adopted a more rational approach to its campaign strategy. An analysis of
the distribution of vote rates and the number of municipalities won by the parties in
the local elections reveals a significant loss, particularly for the ruling party. While it
is evident that no single factor can account for the AKP’s electoral defeat, which
marked the first time the party had lost an election in its political history, it is crucial
to consider the interplay of various dynamics. While the type of the 2024 local election
campaign and its emotional elements can be addressed in a separate study, it should
be noted that this doctoral research does not claim that the success or failure in the
elections can be measured by the type of campaign (rational or emotional) and does

not aim for such a measurement.

218 Tiirkiye Yiizyil.
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CHAPTER 6

CONCLUSION

The study of emotions has become a prominent area of research, reflecting the
significant increase in attention to this topic over the past decades. The prevailing view
among contemporary scholars is that emotions constitute a fundamental aspect of
human experience and that their influence cannot be ignored. Furthermore, the
literature indicates that it is imperative to incorporate the emotional repertoire into the
social science research agenda alongside the populist characteristics of political forces.
When persuasion is considered one of the characteristics of a political party, emotions
become more than mere tools or techniques; they are fundamental to people’s
thoughts, beliefs, ideas, actions, and emotions alike. While the impact of emotions has
been the subject of considerable scrutiny, the strategic deployment of emotions has
also been the focus of investigation from a range of perspectives.

In this research, | argue that the place, role and use of emotions can be well
taken as objects of study in the context of the AKP — thereby contributing to the
understanding of Turkish politics in the contemporary period. | argue that emotions
are one of the tools that contribute to the AKP’s long-term political existence and
power consolidation, as emotions have always functioned as a crucial component of
its mode of governance. The prevailing view, substantiated by numerous academic
studies, is that the AKP gained power by appealing to revenge and resentment and
claiming victimhood and grievances on behalf of the nation because it portrayed itself
as the conservative alternative to Turkey’s secular elites and cliques. Furthermore,
throughout its tenure, the party has amassed a significant emotional capital, mainly
due to its strategic exploitation of an emotional-political context shaped by a dynamic
process of social relations. Additionally, the AKP has ensured its incumbency by
carefully cultivating a specific emotional landscape within society. This landscape is
characterised by polarisation, with the party adeptly leveraging emotions such as
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loyalty, trust, compassion, and contentment (“us”) to reinforce its position while
simultaneously stoking emotions of humiliation, anxiety, hatred, and fear (“them”).
Consequently, the example of Turkey — and the case of the AKP — demonstrates how
the neoliberal jungle has created an atmosphere in which emotions have been
instrumentalised. Furthermore, this atmosphere also mobilises what might be termed
“counter-emotions” from time to time, regardless of intentions and positions, as
evinced in the cases of Demirtas, Ince, and Imamoglu. In light of these circumstances
and the notion that factors that have been insufficiently analysed or overlooked should
be investigated in order to gain deeper insights, | have chosen to focus on electoral
campaign videos as a means of examining the role of emotions in politics, with a
particular emphasis on the materialisation of emotions in the case of the AKP.

One rationale for investigating the materialisation and translation of emotions
within the electoral campaigns is the significance that the AKP and its affiliates
attributed to the elections. The AKP regards elections as a reflection of the nation’s
collective will, which it considers to be above the representative dimension of liberal
democracies. In other words, the AKP does not regard elections as a mere procedural
aspect of representative democracy that occurs at regular intervals. Instead, for the
AKP, each election represents a pivotal moment in determining the legitimacy of its
political existence (Turk, 2024, p. 66). Consequently, it is not averse to acting in
contravention of the law in pursuit of electoral outcomes. In view of the pivotal role
assigned to electoral processes by the AKP, | have incorporated, in this study, an
examination of election campaigns as a significant and comprehensive phase of
politics. Another rationale for this decision was the AKP’s multifunctional role as an
electoral apparatus. This implies that the AKP is the subject of a continuous political
campaign, and its perspective that each post-election period represents the inaugural
phase of the subsequent election campaign has led the party to be in a constant
campaign mode (Ding, 2008; Tirk, 2024, p. 67). Furthermore, in order to streamline a
comprehensive and systematic analysis, | have focused exclusively on advertisement
videos, which cover a substantial period of time and facilitate the reflection of
emotionality through their text-audio-visual combination.

In terms of methodological aspects, my subject of study has snapped into a
content analysis approach, which is able to shed light on the use and manipulation of
appealing emotions alongside the symbols and meaning attributed to specific
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communication qualifications of the components of election campaigns. | have
employed qualitative content analysis by focusing on the combination of textual,
visual, and audial elements, contributing to the construction process of emotions in the
research material, namely, the campaign advertisements. This analysis is approached
with an interpretivist lens, adopting a social constructivist perspective on the subject
matter of emotions. Subsequently, | employed a software programme as an analytical
instrument and constructed a codebook, after which | proceeded to code and analyse
the data in accordance with the codebook and cross-checked it with a second round of
coding and cross-coders.

The rationale behind the interpretive approach lies in the understanding that
the audial and visual elements in the campaign videos, along with emotional content,
contribute to the socially constructed reality that political parties, like the AKP, present
to the audience through carefully curated emotional narratives. Moreover, through this
interpretive approach, it is possible to grasp that the emotional narratives, visuals, and
audial elements are not isolated components, but rather interconnected tools used by
political parties to craft and reinforce a collective social and emotional reality. In this
context, the emotions communicated in the campaign videos are analysed not only for
their immediate effect but for their role in constructing a long-term ideological
narrative that aligns with the party’s broader political strategy.

By employing qualitative content analysis within this interpretive framework,
I sought to reveal how the AKP, over time, has constructed its relationship with the
public through emotionally charged, nationalistic, and religious references. These
references do more than merely evoke emotions — they actively construct a shared
sense of political identity and belonging, further reinforcing the ideological ties
between the party and its constituents. Thus, while content analysis is often viewed as
a categorisation tool, in this research, it functions as a means to uncover deeper socio-
political meanings embedded within the AKP’s campaign videos. Consequently, this
methodological approach — rooted in the interpretivist paradigm and social
constructionism — demonstrates that political parties, particularly the AKP, do not
merely use emotions as communicative tools. Instead, emotions are intricately woven
into their ideological frameworks, serving as a vehicle for the social construction of

political reality. This process highlights the dual function of emotions: they serve both
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as tools for political messaging and as mechanisms that shape the electorate’s
perceptions of the party, its core values, and its broader vision for the nation.

In terms of the relevance of the concept of “emotional regime” that | touched
on in Chapter 2, to the subject of this dissertation, it is possible to relate the AKP’s
long-standing rule because it is evident that the political strategies throughout its time
in power have played a significant role in managing political dynamics and societal
emotions. As Chapter 3, which aims to contextualise this research, illustrates, the party
has succeeded in creating a robust sense of identity and belonging among a
considerable segment of the population. The party has sought to mobilise emotional
loyalties around a conservative, religion-based ideology, with recourse to nationalism
on a cyclical basis. The AKP has often employed fear-mongering tactics, invoking
external threats, coup attempts and terrorism, to create a sense of danger and/or
insecurity in society, consolidate power and present itself as the unrivalled dominant
force. Conversely, the party has cultivated feelings of gratitude and loyalty among the
population through economic prosperity and achievements in public services such as
health and infrastructure. These emotions have played a key role in sustaining political
support and fostering emotional attachment to the party. In addition, populist rhetoric
has also functioned to appeal to emotions, especially in Erdogan’s speeches, which are
in line with the emotional regime established during the AKP’s tenure. Finally, social
polarisation has both created and amplified feelings of hostility and anger, especially
between secular and conservative segments of society, further entrenching emotional
divisions during the AKP rule. These elements suggest that the management of
emotions has become a pivotal aspect of the AKP’s political strategy, making Turkey
under its rule a concrete example of an emotional regime in the contemporary political
landscape.

In addition to these general inferences, the data analysed for this dissertation
lends support to the proposition that emotions represent a contributory factor in the
perpetuation of the AKP’s incumbent status. It is obvious that the AKP actively uses
emotions as political currency and has a capacity to bridge the divide between logos
and ethos through the utilisation of pathos. In other words, the AKP is capable of
employing rhetorical devices designed to persuade, espousing moral and logical
positions (logos), presenting itself as a reliable and credible entity (ethos), and
translating feelings in a way that resonates with the public (pathos). However, the data
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reveals inconsistencies between the AKP’s approach to politics and its methods of
campaigning. While the AKP’s fear-based and intimidating narratives adapt to the
prevailing political atmosphere, its campaigns do not appear to be directly coherent
with the prevailing political context. To illustrate, if the two elections in 2015 and the
developments between them are considered, it would be anticipated that the renewed
campaign would include a greater number of negative advertisements evoking strong
emotions. However, this did not occur, which represents an intriguing finding worthy
for further investigation. The AKP can be seen to manifest as two markedly disparate
entities, as evinced by its campaigns, actions and discourse.

The data indicate that the AKP has problems in establishing an emotional
connection and maintaining contact with the general public, with the exception of its
electoral base. This implies that the AKP has accumulated an unequal emotional
capital, whereby its advertisements address issues and elicit emotions as if the country
is comprised solely of its own voters and disregards the dissidents. In addition, the
AKP has distributed an uneven emotional capital, whereby they process emotions by
denigrating and disdaining the dissidents while lauding and uplifting its own “fifty per
cent.” As mentioned earlier, this situation appertains to what Cottingham (2016, pp.
451-452) emphasises on how dominant classes disguise their oppressive facet by
embedding emotional capital in the cultural and symbolic capital of society.

Furthermore, the data demonstrate that the AKP experiences internal
challenges, including an effort to negate the Davutoglu era within the party’s historical
narrative. This approach is evidenced by the selection of campaign advertisements
included or excluded from the repository on the party’s official YouTube page. In the
event that any circumstance is perceived as a potential hindrance to the continuation
or consolidation of the AKP’s power, the party will seek to create a divide between
itself and the circumstance in question. Subsequently, the party proceeds to navigate
its own existence, transforming the negativity directed against it into a positive force
while simultaneously capitalising on positive sentiments to portray itself as the optimal
alternative. Therefore, despite the apparent inconsistency in the AKP’s approach to the
use of emotions over time, it can be argued that volatility or flexibility is a necessary
condition for expanding or maintaining electoral support, which is of primary

importance for the party and for sustaining success.
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In light of the above, it is evident that the AKP’s adept campaign strategy is a
crucial factor contributing to its capabilities in political advertisements. The party’s
highly subjective and culturally specific campaign advertising follow a value-based
approach to politics, which is beyond the impact on the rationality of voters since it
transcends individual material benefits and puts their shaped, manipulated, and
translated emotions into play. It can also be argued that as Kovéacs (2020, p. 102) states,
since “emotions are not just ‘for themselves’,” the emotional components and appeals
employed in the advertisements serve to legitimise the political engagement of the
voters. In conclusion, emotions and/or emotional appeals represent one of the current
instruments employed by the AKP to galvanise its mass base.

Overall, this research effort demonstrates that the AKP reflects its assertion of
a romanticised relationship with the nation in its election campaign advertisements.
Such portrayals of positive emotions are designed to create an image of the country
under the AKP’s governance as a utopian environment, appealing to its own electorate.
However, when it perceives any challenge to its position of power, it also effectively
conveys negative emotions, particularly fear, anxiety, anger and humiliation/contempt,
in its advertisements. In conclusion, as previously stated in Chapter 5, the AKP has
created an alternate reality of its own, which it reproduces cyclically with socially,
culturally, and politically constructed emotions in order to retain and consolidate its
power.

As with all academic studies, this dissertation is subject to certain limitations.
There are in excess of one hundred registered and active political parties in Turkey.?®
Not all of them possess the requisite competence to participate in elections. Indeed,
the numbers of parties participating in each election is subject to change. At the time
of writing, fifteen parties are represented in the Turkish Grand National Assembly.??°
Inclusion of the represented parties during the period of 2002-2019 into the analysis
would be feasible, but would require a significant investment of time and resources.
Accordingly, this dissertation focuses on a single party as a case study, on the grounds

that the AKP has retained its incumbent status for over two decades and has

219 Yargitay Cumhuriyet Bassavceilig - Faaliyette Olan Siyasi Partiler,
https://www.yargitaycb.gov.tr/kategori/37/faaliyette-olan-siyasi-partiler
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consistently engaged in intensive and active campaigning. However, the disparate
number of available data for each campaign constrains the scope of this dissertation,
as it does not allow for comparisons between election years. Consequently, this study
primarily focuses on the distribution of positive and negative emotional appeals within
each campaign.

A further limitation is inherent in the dynamism of human emotions, whereby
it is only possible to focus on subjects’ emotions through experimentation, as I stated
previously in the Chapter 4. Since this study covers a specific but a long-time frame,
asking people “what or how did they feel” for their past experiences would entail its
own limitations, or at least these experiences are invariably coloured by their present
emotional states. Since people’s emotions are so dynamic that remembering what they
felt when they were exposed to advertisements or during a specific election would not
be independent of the mood and state of mind they are in today. In parallel, in a
political climate where numerous elections have been held in recent times, as has been
the case in Turkey, the distinctive characteristics of the elections are obscured, and the
emotions associated with these disparate elections become blurred, indistinct, and
challenging to recall.

With regard to the classification and typology of emotions, there is no
consensus in the existing literature. The discipline of psychology, along with its related
fields of political psychology, the politics of emotions, and the sociology of emotions,
each have their own distinct considerations, approaches, and methods for the study
and measurement of emotions. Nevertheless, while there are differences between the
disciplines in question, it is also necessary to make certain choices in order to create a
coherent framework for academic studies. The number of emotions analysed in this
study is limited by two factors. Firstly, the extensive time span of the research and the
considerable number of research materials required a focused approach. Secondly, it
was observed that the emotions employed in political communication are, to a large
extent, similar across all country contexts. In light of the fact that not all emotions are
explicitly referenced in the campaign materials under examination, and given the
difficulty of identifying certain emotions, this can be regarded as a reasonable
decision. Furthermore, as | adopted an approach that is already widely recognised in
the literature and adapted a codebook of this research to my own study, some emotions
were not included in the scope of my thesis. Consequently, this thesis concentrates on
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emotions that have been identified as being of particular significance and/or frequently
addressed in the existing literature.

Upon examination of the studies, which employ a political supply-side analysis
of the role and place of emotions in political communication through a qualitative
content analysis, it becomes evident that there is a notable absence of visual
representation of research outputs. For this reason, this dissertation presents a novel
methodological research initiative through the utilisation of computerised analysis
tools (MaxQDA), which are currently underrepresented in the field of political
communication. This field is primarily concerned with the analysis of campaign
advertising, examining the content of communication elements through the lens of
semiotics. The use of computerised analysis tools enables the visualisation of the
results derived from the data. Furthermore, the codebook used in this study can be
replicated for application in other cases from different countries or regional contexts,
thus facilitating further research. Moreover, future research may wish to extend the
scope of the study to encompass all political parties represented in parliament, or
alternatively, to narrow the time frame and/or extend it, thus enabling comparative

analyses.
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251

Length

00:00:27
00:00:27
00:00:27
00:00:42
00:00:42
00:00:27
00:00:27
00:00:42
00:00:27
00:00:27
00:00:27
00:00:27
00:00:27
00:00:27
00:00:27
00:00:42
00:00:42
00:00:26
00:00:42
00:00:27
00:00:27
00:00:42
00:00:42
00:00:42
00:00:42
00:00:42
00:00:42
00:00:27
00:00:27

00:00:27

00:00:27
00:00:42
00:00:42
00:00:42
00:00:27
00:00:42
00:00:27
00:00:27
00:00:42
00:00:42
00:00:42
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45

Views

4613
6005
6195
6995
7506
7620
8512
9921
422
534
622
657
685
1027
1039
1102
1585
5368
5760
5931
7886
8471
8959
8941
9299
9593
13427
300
330

465

577
893
1209
5213
6372
6430
6945
6939
7108
8728
10632
1678
2602
3193
3275
3926


https://www.youtube.com/watch?v=pVeveWxR4hw
https://www.youtube.com/watch?v=jrYLURVkM9k
https://www.youtube.com/watch?v=ey0RtdsFSa0
https://www.youtube.com/watch?v=llID24Y1Gi8
https://www.youtube.com/watch?v=K-hUiu28258
https://www.youtube.com/watch?v=YITFHxppg7w
https://www.youtube.com/watch?v=nLEIhVqiPlE
https://www.youtube.com/watch?v=9oAqMOL3Qk4
https://www.youtube.com/watch?v=PgS3NgdXNAM
https://www.youtube.com/watch?v=dehFXhxhF20
https://www.youtube.com/watch?v=ZW5maS_s7pI
https://www.youtube.com/watch?v=xJXubbj6AMI
https://www.youtube.com/watch?v=dnkvNsCTGYU
https://www.youtube.com/watch?v=c9LOeU-g0Us
https://www.youtube.com/watch?v=BxUCeXROcgw
https://www.youtube.com/watch?v=F24L1hirHGE
https://www.youtube.com/watch?v=gsJSV3EXf0Q
https://www.youtube.com/watch?v=wnXn0S3JM2Q
https://www.youtube.com/watch?v=VIpuBdqnP8E
https://www.youtube.com/watch?v=Twx_hjyU0j0
https://www.youtube.com/watch?v=wk5NarUQiQk
https://www.youtube.com/watch?v=FgOp7AEZVOc
https://www.youtube.com/watch?v=RlY7wvucdzA
https://www.youtube.com/watch?v=D7Af2bWoO3w
https://www.youtube.com/watch?v=xb7d9SFPjeA
https://www.youtube.com/watch?v=ChSKEJg8eDM
https://www.youtube.com/watch?v=CIZo06rWfzA
https://www.youtube.com/watch?v=C1Dhpp54ufM
https://www.youtube.com/watch?v=XnxMJ7Memgo
https://www.youtube.com/watch?v=1DJO0Q2GtFo
https://www.youtube.com/watch?v=1DJO0Q2GtFo
https://www.youtube.com/watch?v=kgpzuTifdIk
https://www.youtube.com/watch?v=USIo2eslCnw
https://www.youtube.com/watch?v=i3_JIPDI-LA
https://www.youtube.com/watch?v=3lW3Db2H2bE
https://www.youtube.com/watch?v=T0VUMZHnuQ0
https://www.youtube.com/watch?v=AwySrqnUGK8
https://www.youtube.com/watch?v=ibgvGezxtp8
https://www.youtube.com/watch?v=-92_EvDWvIs
https://www.youtube.com/watch?v=unWQsmMObcY
https://www.youtube.com/watch?v=M8REmUhYiF0
https://www.youtube.com/watch?v=ShiO6_7VKX4
https://www.youtube.com/watch?v=pF-wFVNKILU
https://www.youtube.com/watch?v=np6uMBHSnB4
https://www.youtube.com/watch?v=dek_fjnXW78
https://www.youtube.com/watch?v=sOygviNZiuM
https://www.youtube.com/watch?v=biE2T1Lvi0A

Election

ate of
elease

0O

08.03.14
08.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
10.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14
14.03.14

15.03.14

17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14
17.03.14

18.03.14

18.03.14
20.03.14
21.03.14

Title (with embedded hyperlink)

Tarithimize Sahip Ciktik

Ayni Ben

AK ICRAAT - iSTANBUL3
AK ICRAAT - MUS

AK ICRAAT - EDIRNE

AK ICRAAT - TEKIRDAG
AK ICRAAT - ERZURUM
AK ICRAAT - SAKARYA
AK ICRAAT - BURSA

AK ICRAAT - iISTANBUL
AK ICRAAT - OSMANIYE
AK ICRAAT - iISTANBUL2
Hakkari’de Bir Sabah

Cocuk Sesleri

Sehirde yasadigimizi anladik
Efendi olduk

Ailece huzura kavustuk
Yiiksek hizli tren

IMPF’den kurtulduk

Kira éder gibi ev sahibi oldum
Kuskunkiran Tuneli acildi

Iki kita dort dakika

Simdi bir meslegim var

Ben sampiyonum

Bahane yok

Engeller kalkiyor

Basortiisii vasagi kalkti

Kina Gecesi

Yeni Nesiller Cok Sansli - Lafa
Degil, icraata Bakarim

AK ICRAATLAR -KAYSERI
AK ICRAATLAR - ANKARA
AK ICRAATLAR - ANKARA -2
AK ICRAATLAR - KASTAMONU

AK ICRAATLAR - KOCAELI
Dev Liman

Kendi Ucagimiz

Glcli Savunma Sanayi

Hedef 500 Milyar Dolar fhracat
Yerli Uydu

KKTC’nin Hayali Gercek Oldu
Halkin Adami: Recep Tayyip
Erdogan | Dombra - Ugur Isilak

Millet Egilmez

Millet Egilmez (yeni versiyon)
AK ICRAATLAR - TRABZON
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Length

00:00:45
00:00:45
00:00:42
00:00:27
00:00:27
00:00:42
00:00:42
00:00:42
00:00:42
00:00:42
00:00:27
00:00:42
00:00:43
00:00:39
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45
00:00:45

00:00:45

00:00:42
00:00:42
00:00:42
00:00:27
00:00:42
00:00:34
00:00:31
00:00:35
00:00:34
00:00:36
00:00:33

00:04:03

00:03:00
00:01:20
00:00:42

Views

8900
3385
1383
5252
5430
6134
7577
10026
13741
13508
490
998
8386
5732
1468
2252
1259
1811
3086
1688
11865
5500
3180
3300
5255
2073
14804
3107

237

1362
8993
1820
4898
7650
2456
13903
2588
2998
3583
3530

495333

36789239
317555
5940


https://www.youtube.com/watch?v=dVidCRmifJg
https://www.youtube.com/watch?v=dASQrviDe6c
https://www.youtube.com/watch?v=5fCaruKINDY
https://www.youtube.com/watch?v=oXdisGkgmhw
https://www.youtube.com/watch?v=-zvL2enDX-Q
https://www.youtube.com/watch?v=iftZVLX9Zlk
https://www.youtube.com/watch?v=i4JdLyFWV4I
https://www.youtube.com/watch?v=qyfy8owoEt8
https://www.youtube.com/watch?v=CFdvRgGh4fc
https://www.youtube.com/watch?v=SKhZ-MASIDo
https://www.youtube.com/watch?v=8nrgVhou_BA
https://www.youtube.com/watch?v=AXQQybQWWhE
https://www.youtube.com/watch?v=sT8JIorAuGk
https://www.youtube.com/watch?v=_71fUpWfFgI
https://www.youtube.com/watch?v=yfu_eOE7950
https://www.youtube.com/watch?v=Xseo8PS1cJ0
https://www.youtube.com/watch?v=7DwykTrkIVc
https://www.youtube.com/watch?v=k-RgcfPzozY
https://www.youtube.com/watch?v=jT6KwnQve8I
https://www.youtube.com/watch?v=kxUcWebqPyE
https://www.youtube.com/watch?v=0_NDKr5DUI4
https://www.youtube.com/watch?v=M-WHCqPVh54
https://www.youtube.com/watch?v=WyyRZ6T33Nc
https://www.youtube.com/watch?v=nAL2xoLUhZI
https://www.youtube.com/watch?v=_REGE1KX1pM
https://www.youtube.com/watch?v=B5tDdkcd0CE
https://www.youtube.com/watch?v=sHwNSIauBME
https://www.youtube.com/watch?v=IdMan90L3so
https://www.youtube.com/watch?v=YmhZX90kHFg
https://www.youtube.com/watch?v=YmhZX90kHFg
https://www.youtube.com/watch?v=E3yjGeQTcbg
https://www.youtube.com/watch?v=vgYRPR9-yQE
https://www.youtube.com/watch?v=kqkdwIzvLvU
https://www.youtube.com/watch?v=u409d4KUnJI
https://www.youtube.com/watch?v=LN_sfqZwrcs
https://www.youtube.com/watch?v=PtppzJDG0Q8
https://www.youtube.com/watch?v=cKgQw4velJw
https://www.youtube.com/watch?v=8KSl-CmWCt4
https://www.youtube.com/watch?v=g2wOqx3pwk8
https://www.youtube.com/watch?v=vB42dF9_ut0
https://www.youtube.com/watch?v=1PYkPPj2bG4
https://www.youtube.com/watch?v=Kz_ELUkzWPo
https://www.youtube.com/watch?v=Kz_ELUkzWPo
https://www.youtube.com/watch?v=80J0FCe69to&t=4s
https://www.youtube.com/watch?v=f_fAUNZfZ-s
https://www.youtube.com/watch?v=sQVMlFHdu2Y

[ GL.) Y= e 17s)
S 9 o ® . . : 5 =
3] IS 2o Title (with embedded hyperlink) c o
< S T @ CH S
w zZ AN -~
94 21.03.14 AKICRAATLAR - ORDU 00:00:42 8393
95 21.03.14 AKICRAATLAR - SAMSUN 00:00:42 7280
#Karabik - Son 13 yilda Yaptigimiz o
96 26.03.14 Yatinmlar | AK lcraatlar 00:00:26 1354
97 26.03.14 AKICRAATLAR - ZONGULDAK 00:00:26 521
98 26.03.14 AKICRAATLAR - DUZCE 00:00:27 540
99 28.03.14 AKICRAATLAR - KONYA 00:00:42 1156
100 04.04.14 Tesekkirler Turkiye 00:00:25 10663
Celikkus Yardim icin Geliyor Reklam Filmi AN,
101 050315 ° Yeni Tiirkiye Yolunda Daima ileri 00:00:42 680
Yavuz Sultan Selim Kdprisii Reklam Filmi - A,
102 05.03.15 Yeni Tiirkive Yolunda Daima Ileri 00:00:34 2177
Diinyanin En Biiyiik Havaliman Reklam AA.
103 05.03.15 Filmi - Yeni Tiirkiye Yolunda Daima ileri 00:00:34 2504
Izmit Korfezi’ne Koprii Reklam Filmi - Yeni .
104 05.03.15 Tiirkive Yolunda Daima ileri 00:00:33 2388
Dev Sehir Hastaneleri Reklam Filmi - Yeni .
105 05.03.15 Tiirkive Yolunda Daima leri 00:00:34 3125
106 05.03.15 Avrasya Tunell Rek]am Filmi - Yeni Turkiye 00:00:34 3434
Yolunda Daima Ileri
Total 01:12:19 38087200
Analysed 00:32:04 969562
2015
General
Kirkgecit Tuneli Reklam Filmi - Onlar A
1 25.04.15 Konusur AK Parti Yapar 00:00:45 18010
5 28.04.15 AK Parti’den ‘Basortiisii Yasag: Kalkt 00:00:41 57599
reklami
Ozgiirliiklerin Onii Acildi Reklam Filmi - AN,
3 200415 Onlar Konusur AK Parti Yapar 00:00:45 2345
#Bingol - Son 13 yilda Yaptigimiz
4 (07.05.15 Yatirimlar | AK 00:02:38 26464
[craatlar #BingoliinKarariBiiyiimeninDevami
5 07.05.15 Oy vermek artik cok kolay 00:00:35 34334
6 08.05.15 Zihniyet degisti | Onlar Konusur Ak Parti 00:00:43 293
Yapar
7 18.05.15 AK icraatlar - Nevsehir #YenidenNevsehir 00:01:44 23693
8 18.05.15 AK lcraatlar - Kirsehir #VarmisinKirsehir 00:02:21 22671
9 18.05.15 Istanbul’a 3.Kdprii 00:00:50 41968
10 19.05.15 Yeni Otoyollar 00:00:53 40874
11 19.05.15 150 Milyon Yolcu 00:00:54 32956
12 19.05.15 34 Dev Sehir Hastanesi 00:00:57 31737
13 19.05.15 Yeni Enerji Kaynaklari | Yeni Turkiye 00:00:51 29606
AK Parti 2001 Krizi Géndermeli TV .
14 20.05.15 Reklami Onlar Konusur AK Parti Yapar 00:00:46 2117
Ik Oyum Ilk Heyecan .
15 27.05.15 ~ #{lkOyumilkHeyecan 00:02:16 806773
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https://www.youtube.com/watch?v=Eq_mCvn7WiI
https://www.youtube.com/watch?v=fobasx9DJio
https://www.youtube.com/watch?v=gpMJKvWsUHQ
https://www.youtube.com/watch?v=gpMJKvWsUHQ
https://www.youtube.com/watch?v=CfKeCBypOZU
https://www.youtube.com/watch?v=-dCZMkRY8o4
https://www.youtube.com/watch?v=ai7p8sxZekM
https://www.youtube.com/watch?v=5mLWJs92iK0
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=zyr4NyDwIX4
https://www.youtube.com/watch?v=zyr4NyDwIX4
https://www.youtube.com/watch?v=2xlSLB9NNpk
https://www.youtube.com/watch?v=2xlSLB9NNpk
https://www.youtube.com/watch?v=fXHMtsFae5A
https://www.youtube.com/watch?v=fXHMtsFae5A
https://www.youtube.com/watch?v=dPcE58UBQEc
https://www.youtube.com/watch?v=dPcE58UBQEc
https://www.youtube.com/watch?v=KBcldBJ528w
https://www.youtube.com/watch?v=KBcldBJ528w
https://www.youtube.com/watch?v=KBcldBJ528w
https://www.youtube.com/watch?v=4zcnEmdeQTw
https://www.youtube.com/watch?v=IQ6g0tnS8mw
https://www.youtube.com/watch?v=IQ6g0tnS8mw
https://www.youtube.com/watch?v=P6zLWXE5s00
https://www.youtube.com/watch?v=cDv_SDDX_C0
https://www.youtube.com/watch?v=5Tg-ncgUW1A
https://www.youtube.com/watch?v=LclGqZU8KAk
https://www.youtube.com/watch?v=SShLjSKNY6Y
https://www.youtube.com/watch?v=Brxu5Qn2bq8
https://www.youtube.com/watch?v=cwDeA_0bEA4
https://www.youtube.com/watch?v=GhZOZ2VuUXY
https://www.youtube.com/watch?v=GhZOZ2VuUXY
https://www.youtube.com/watch?v=kARGFKhClBg
https://www.youtube.com/watch?v=kARGFKhClBg
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28

29
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31

32
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35

36

37

38

39

40

Date of
Release

31.05.15
31.05.15
06.06.15
06.06.15

06.06.15

06.06.15
06.06.15
06.06.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

Title (with embedded hyperlink)

Yeni Tiirkiye icin #DurmaKos
"Sadece 5 Harf" Deme

Yeni Tiirkiye Ileri Teknoloji

Yeni Tirkiye Yeni Anayasal Sistem
Yeni Tlrkiye’nin Giicii Egitimli
Nesiller

Yeni Tirkiye Blyik Ekonomi

Yeni Tiirkiye Genclerimiz Gelecegimiz
Giiclii Kadin Giiglii Tirkiye

Ulasimin Hizi Artt1 Reklam Filmi -
Onlar Konusur AK Parti Yapar
Engeller Kalkti Reklam Filmi - Onlar
Konusur AK Parti Yapar

Saglikta Devrim Reklam Filmi - Onlar
Konusur AK Parti Yapar

Baba Olacagim Reklam Filmi - Onlar
Konusur AK Parti Yapar

2 Kita 4 Dakika Reklam Filmi - Onlar
Konusur AK Parti Yapar

Konforumuz Var Reklam Filmi - Onlar
Konusur AK Parti Yapar

Her Sey Gilizellesti Reklam Filmi -
Onlar Konusur AK Parti Yapar
Turkuaz Sismik Arastirma Gemisi
Reklam Filmi - Onlar Konusur AK
Parti Yapar

Uretenin Sirt1 Yere Gelmez Reklam
Filmi - Onlar Konusur AK Parti Yapar
Hayallerimize Kavustuk Reklam Filmi
- Onlar Konusur AK Parti Yapar
Doktor Evimize Geliyor Reklam Filmi
- Onlar Konusur AK Parti Yapar
Enerjimiz Blyuyor Reklam Filmi -
Onlar Konusur AK Parti Yapar

Cine Adnan Menderes Baraji Reklam
Filmi - Onlar Konusur AK Parti Yapar
Bu Topraklara Huzur Geldi Reklam
Filmi - Onlar Konusur AK Parti Yapar
Rahatim Yerinde Bursum Cebimde
Reklam Filmi - Onlar Konusur AK
Parti Yapar

Hayatim Degisti Reklam Filmi - Onlar
Konusur AK Parti Yapar

Artik Okumak Cok Kolay Reklam
Filmi - Onlar Konusur AK Parti Yapar
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Length

Views

00:01:53 219092

00:02:06
00:00:36
00:00:36

00:00:34

00:00:36
00:00:36
00:00:31

00:00:49

00:00:49

00:00:45

00:00:44

00:00:45

00:00:45

00:00:44

00:00:45

00:00:43

00:00:45

00:00:42

00:00:39

00:00:45

00:00:45

00:00:49

00:00:45

00:00:45

29743
3428
2101

1476

2012
1994
1815

410

138

490

164

335

151

107

133

262

220

435

168

522

204

298

484

166


https://www.youtube.com/watch?v=CcCS5n9rdKs
https://www.youtube.com/watch?v=WuVyfn7CFvQ
https://www.youtube.com/watch?v=AV5DEQZ4gPU
https://www.youtube.com/watch?v=5TskNNenyeI
https://www.youtube.com/watch?v=BJ77sBS5WD0
https://www.youtube.com/watch?v=BJ77sBS5WD0
https://www.youtube.com/watch?v=DAtAsOE2d1s
https://www.youtube.com/watch?v=eKqf1CQOc5s
https://www.youtube.com/watch?v=gb9chv0xFfM
https://www.youtube.com/watch?v=mBi7pmst4W4
https://www.youtube.com/watch?v=mBi7pmst4W4
https://www.youtube.com/watch?v=JkK4J07vq2M
https://www.youtube.com/watch?v=JkK4J07vq2M
https://www.youtube.com/watch?v=oAD9vdaL_4c
https://www.youtube.com/watch?v=oAD9vdaL_4c
https://www.youtube.com/watch?v=rd3ujGP9fTo
https://www.youtube.com/watch?v=rd3ujGP9fTo
https://www.youtube.com/watch?v=Eao2qcRvs-U
https://www.youtube.com/watch?v=Eao2qcRvs-U
https://www.youtube.com/watch?v=ck-PwqOps_A
https://www.youtube.com/watch?v=ck-PwqOps_A
https://www.youtube.com/watch?v=fQa8sr3WrXo
https://www.youtube.com/watch?v=fQa8sr3WrXo
https://www.youtube.com/watch?v=BMMfvlgO7TA
https://www.youtube.com/watch?v=BMMfvlgO7TA
https://www.youtube.com/watch?v=BMMfvlgO7TA
https://www.youtube.com/watch?v=vsd5jsYhHjQ
https://www.youtube.com/watch?v=vsd5jsYhHjQ
https://www.youtube.com/watch?v=KXfV6aND4jg
https://www.youtube.com/watch?v=KXfV6aND4jg
https://www.youtube.com/watch?v=WiVkfEcOn8c
https://www.youtube.com/watch?v=WiVkfEcOn8c
https://www.youtube.com/watch?v=kJKCOJL4CDk
https://www.youtube.com/watch?v=kJKCOJL4CDk
https://www.youtube.com/watch?v=D_YLnHp9H9s
https://www.youtube.com/watch?v=D_YLnHp9H9s
https://www.youtube.com/watch?v=cAx337XdqdU
https://www.youtube.com/watch?v=cAx337XdqdU
https://www.youtube.com/watch?v=zNK3qwoc5Cg
https://www.youtube.com/watch?v=zNK3qwoc5Cg
https://www.youtube.com/watch?v=zNK3qwoc5Cg
https://www.youtube.com/watch?v=5Pg83aCkyG0
https://www.youtube.com/watch?v=5Pg83aCkyG0
https://www.youtube.com/watch?v=we_exLDyghE
https://www.youtube.com/watch?v=we_exLDyghE
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55
56

57

58

59

60

61

Date of
Release

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

07.07.15

07.07.15

07.07.15

07.07.15

07.07.15

07.07.15
07.07.15

07.07.15

07.07.15

07.07.15

07.07.15

07.07.15

Title (with embedded hyperlink)

Ucaga Binen Var M1 Reklam Filmi -
Onlar Konusur AK Parti Yapar

Kimse Tutamaz Beni Reklam Filmi -
Onlar Konusur AK Parti Yapar
Amcaoglu Reklam Filmi - Onlar
Konusur AK Parti Yapar

Gurur Duyuyorum Reklam Filmi -
Onlar Konusur AK Parti Yapar
Sehrimize Yakisan Stad Reklam Filmi
- Onlar Konusur AK Parti Yapar
Konusarak Cevreci Olunmuyor
Reklam Filmi - Onlar Konusur AK
Parti Yapar

Ozel Okul Mu Reklam Filmi - Onlar
Konusur AK Parti Yapar

Orhun Abideleri Reklam Filmi - Onlar
Konusur AK Parti Yapar

Artik Bir Evimiz Var Reklam Filmi -
Onlar Konusur AK Parti Yapar

Yerli Uydumuz Reklam Filmi - Onlar
Konusur AK Parti Yapar

Yeni Metro Hatlar1 Reklam Filmi -
Onlar Konusur AK Parti Yapar
Tirkiye’ve Yakisir Reklam Filmi -
Onlar Konusur AK Parti Yapar

Kendi Savas Ucagimiz Reklam Filmi -
Onlar Konusur AK Parti Yapar
Destek Var Bereket Var Reklam Filmi
- Onlar Konusur AK Parti Yapar

AK Parti - Millet Geliyor

AK Parti - Canim Tiurkivem

AK Parti - Gel Yine Beraber Bir
Olalim

Dogunun Bogaz Kopriisii Reklam
Filmi - Onlar Konusur AK Parti Yapar
Anadolu’nun Asiklari Reklam Filmi -
Onlar Konusur AK Parti Yapar
Memleketimize De Bu Yakisirdi
Reklam Filmi - Onlar Konusur AK
Parti Yapar

Yeni Hizli Tren Hatlar1 Reklam Filmi -
Onlar Konusur AK Parti Yapar

Total
Analysed

Length

00:00:45

00:00:41

00:00:45

00:00:49

00:00:44

00:00:43

00:00:45

00:00:45

00:00:46

00:00:55

00:00:50

00:00:57

00:00:55

00:00:54

00:03:36
00:02:21

00:01:29

00:00:59

00:01:04

00:00:46

00:00:52

Views

246

148

1296

599

150

148

707

210

184

207

791

540

1036

293

18055
774

500

718

526

233

1821

01:00:12 1466970
00:49:25 1346982
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https://www.youtube.com/watch?v=-5ji9Ojb8DI
https://www.youtube.com/watch?v=-5ji9Ojb8DI
https://www.youtube.com/watch?v=MH9Jsc2z4s0
https://www.youtube.com/watch?v=MH9Jsc2z4s0
https://www.youtube.com/watch?v=_L3yiKPl3HU
https://www.youtube.com/watch?v=_L3yiKPl3HU
https://www.youtube.com/watch?v=z0aMyJrgSmo
https://www.youtube.com/watch?v=z0aMyJrgSmo
https://www.youtube.com/watch?v=G301dhMEiHY
https://www.youtube.com/watch?v=G301dhMEiHY
https://www.youtube.com/watch?v=LR78CgDBizs
https://www.youtube.com/watch?v=LR78CgDBizs
https://www.youtube.com/watch?v=LR78CgDBizs
https://www.youtube.com/watch?v=SkOcpNlB__s
https://www.youtube.com/watch?v=SkOcpNlB__s
https://www.youtube.com/watch?v=QC_JRcZ9crQ
https://www.youtube.com/watch?v=QC_JRcZ9crQ
https://www.youtube.com/watch?v=9Fa774OjhYM
https://www.youtube.com/watch?v=9Fa774OjhYM
https://www.youtube.com/watch?v=abJOl146nm8
https://www.youtube.com/watch?v=abJOl146nm8
https://www.youtube.com/watch?v=sQAbGl4Kiyw
https://www.youtube.com/watch?v=sQAbGl4Kiyw
https://www.youtube.com/watch?v=juPpwcJanE8
https://www.youtube.com/watch?v=juPpwcJanE8
https://www.youtube.com/watch?v=ZAhQjH06hdk
https://www.youtube.com/watch?v=ZAhQjH06hdk
https://www.youtube.com/watch?v=23i8gRTrHmw
https://www.youtube.com/watch?v=23i8gRTrHmw
https://www.youtube.com/watch?v=QBhM9tMnz2Q
https://www.youtube.com/watch?v=AwmEQWqMeuU
https://www.youtube.com/watch?v=GgITPCK2v5w
https://www.youtube.com/watch?v=GgITPCK2v5w
https://www.youtube.com/watch?v=BgWlEuaOWFs
https://www.youtube.com/watch?v=BgWlEuaOWFs
https://www.youtube.com/watch?v=Js8JiIGjf0Q
https://www.youtube.com/watch?v=Js8JiIGjf0Q
https://www.youtube.com/watch?v=euWhaYtdcPk
https://www.youtube.com/watch?v=euWhaYtdcPk
https://www.youtube.com/watch?v=euWhaYtdcPk
https://www.youtube.com/watch?v=ywV6oekMLwE
https://www.youtube.com/watch?v=ywV6oekMLwE
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21

22
23

24
25
26

27
28
29
30
31

32

33

34

35

Date of
Release

04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15

04.10.15

04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15
04.10.15

04.10.15

04.10.15

04.10.15
04.10.15

04.10.15
08.10.15
17.10.15

17.10.15
17.10.15
18.10.15
18.10.15
18.10.15

19.10.15

19.10.15

19.10.15

19.10.15

Title (with embedded hyperlink)

Aile ve Cocuklara Vaatlerimiz
Aile ve Cocuklara Vaatlerimiz 2
Kadinlara Vaatlerimiz
Kadinlara Vaatlerimiz 2
Genclere Vaatlerimiz

Genclere Vaatlerimiz 2

Engelli Vatandaslara Vaatlerimiz
Emekli ve Yaslilara Vaatlerimiz
Esnaf ve Kobilere Vaatlerimiz
Ciftcilere Vaatlerimiz

Ciftcilere Vaatlerimiz 2

Yurt Disinda Yasayan Soydaslara
Vaatlerimiz

Egitim Vaatlerimiz

Egitim Vaatlerimiz 2

Kiiltiir ve Sanat Vaatlerimiz
Kltir ve Sanat Vaatlerimiz 2
Saglik Vaatlerimiz

Saglik Vaatlerimiz 2

Spor Vaatlerimiz

Calisma Havat1 ve Sosyal Giivenlik
Vaatlerimiz

Isletmelere Saglanacak Vergisel
Tesvik Vaatlerimiz

Cevre ve Sehir Vaatlerimiz
Cevre ve Sehir Vaatlerimiz 2
"Tek Sevdamiz Tirkiyve" | Ugur
Isilak

Haydi Bismillah

Bizimde Korkumuz Yok

- #BizimdeKorkumuzY ok

Sen Ben Yok Tirkiye Var |

Sen Ben Yok Tirkiye Var 11
Sen Ben Yok Tirkiye Var 111
Sen Ben Yok Tirkiye Var IV
Sen Ben Yok Tirkiye Var V
Emek Yogun Sektdrlere Tam
Destek #TekBasinalsBasina
Kadin Girisimcilere Tam
Destek #TekBasinalsBasina
Isbas1 Egitim ile Maas ve SGK
Bizden #TekBasinalsBasina
Polislerimize Ek Gosterge
Artis1 #TekBasinalsBasina
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Length

00:00:13
00:00:16
00:00:13
00:00:05
00:00:12
00:00:08
00:00:11
00:00:10
00:00:09
00:00:09
00:00:06

00:00:09

00:00:09
00:00:05
00:00:09
00:00:07
00:00:10
00:00:04
00:00:09

00:00:10

00:00:08

00:00:09
00:00:09

00:02:43
00:01:47
00:00:22

00:00:12
00:00:29
00:00:30
00:00:28
00:00:29

00:00:24

00:00:23

00:00:27

00:00:18

Views

3046
1551
3885
1921
6008
3354
2624
2294
1834
2685
1890

1785

2059
1711
1390
1268
1361
1284
1346

2541

1719

1849
2024

190011
11564
512

899
449
301
497
286

28

118

126

107


https://www.youtube.com/watch?v=2cIBWlpMDwQ
https://www.youtube.com/watch?v=5tCAZS8uYyw
https://www.youtube.com/watch?v=2cIBWlpMDwQ
https://www.youtube.com/watch?v=sthe5YhlN7M
https://www.youtube.com/watch?v=sthe5YhlN7M
https://www.youtube.com/watch?v=7xVzqu06QnY
https://www.youtube.com/watch?v=9YvURpGs834
https://www.youtube.com/watch?v=VV-nmWgwLw4
https://www.youtube.com/watch?v=0Cr_1JzxChc
https://www.youtube.com/watch?v=-nNkKQcM9h4
https://www.youtube.com/watch?v=LoacPGlh4A4
https://www.youtube.com/watch?v=dnYjQSQ_89s
https://www.youtube.com/watch?v=dnYjQSQ_89s
https://www.youtube.com/watch?v=uUzwdxzEYsg
https://www.youtube.com/watch?v=POesCXonzPc
https://www.youtube.com/watch?v=f_NtZb8SCXQ
https://www.youtube.com/watch?v=BFbE_T3YByo
https://www.youtube.com/watch?v=S9mXE3yfwuU
https://www.youtube.com/watch?v=XoNjLvwo48Q
https://www.youtube.com/watch?v=FYb5GE-yUc4
https://www.youtube.com/watch?v=0SxKTaVpSb8
https://www.youtube.com/watch?v=0SxKTaVpSb8
https://www.youtube.com/watch?v=rjeqzDsp9bY
https://www.youtube.com/watch?v=rjeqzDsp9bY
https://www.youtube.com/watch?v=8dwoanhKmCc
https://www.youtube.com/watch?v=yPji6umMf7M
https://www.youtube.com/watch?v=abgjEFCT37E
https://www.youtube.com/watch?v=abgjEFCT37E
https://www.youtube.com/watch?v=LOZtZY4iRG8
https://www.youtube.com/watch?v=xdAdRGCWOOg
https://www.youtube.com/watch?v=xdAdRGCWOOg
https://www.youtube.com/watch?v=UYmDzzcGtKU
https://www.youtube.com/watch?v=Zl-KvMU8pHE
https://www.youtube.com/watch?v=IQE316pRF8s
https://www.youtube.com/watch?v=eeXDNf-db9U
https://www.youtube.com/watch?v=fE6o1zqcAxE
https://www.youtube.com/watch?v=l5GExSs49OI
https://www.youtube.com/watch?v=l5GExSs49OI
https://www.youtube.com/watch?v=PuO6SDyFh2A
https://www.youtube.com/watch?v=PuO6SDyFh2A
https://www.youtube.com/watch?v=K14-UMHLe6M
https://www.youtube.com/watch?v=K14-UMHLe6M
https://www.youtube.com/watch?v=DH52e2wa1I8
https://www.youtube.com/watch?v=DH52e2wa1I8
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Number

38

39

40

41

42

43

44

45

46

47

48

49

50

51

52

53
54

55

56

57

58

Date of
Release

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

19.10.15

23.10.15

23.10.15

24.10.15

24.10.15

24.10.15

24.10.15

24.10.15

24.10.15

Title (with embedded hyperlink)

Taseron i§gilere
Kadro #TekBasinalsBasina

Ogrencilere THY ile Indirimli
Seyahat #TekBasinaisBasina
Annelere Dogum

Hediyesi #TekBasinalsBasina

Ilk Kez Isbas1 Yapan Genglerin Maasi 1
Y1l Bizden #TekBasinalsBasina
Glbre ve Yemde KDV i
Kaldirtyoruz #TekBasimaisBasina
Genclerimize Ucretsiz

Internet #TekBasinalsBasina
Gencler Artik Pasaport Harci
Odemiyor #TekBasinaisBasina

Is Kuran Genglerimize 100 bin TL Faizsiz
Kredi #TekBasinalsBasina

Yeni Is Kuran Genglere Gelir Vergisi
Muafiyeti #TekBasinalsBasina

OSB lerle 1 Milyon Kisiye Is

imkani1 #TekBasinaisBasina

Geng Ciftcimize 30 Bin TL Karsiliksiz
Destek #TekBasinalsBasina
Esnafimiza 30 bin TL Faizsiz

Kredi #TekBasinaisBasina
Genclerimize 50 bin TL geri 6demesiz
destek #TekBasinalsBasina

Secilme Yasin1 25 ten 18 e
Diisiiriiyoruz #TekBasinalsBasina
Asgari Ucret 1300 TL
#TekBasinaisBasina

Ciftcilere Taahhutlerimiz

1 #TekBasinaisBasina

Ciftcilere Taahhitlerimiz

2 #TekBasinalsBasina

Polislerimize Ek Gosterge

Artis1 #TekBasinaisBasina
Emeklilerimize Yilda 1200 TL Ek
Odeme #TekBasinaisBasina

Sosyal Yardim Taahhiitlerimiz

1 #TekBasinalsBasina

Sosyal Yardim Taahhiitlerimiz

2 #TekBasinaisBasina

Genclere Taahhitlerimiz

1 #TekBasinalsBasina

Genclere Taahhiitlerimiz

2 #TekBasinalsBasina

257

Length

00:00:18

00:00:19

00:00:23

00:00:18

00:00:18

00:00:16

00:00:16

00:00:18

00:00:19

00:00:23

00:00:19

00:00:19

00:00:20

00:00:17

00:00:17

00:00:24

00:00:23

00:00:23

00:00:26

00:00:23

00:00:32

00:00:24

00:00:28

Views

521

127

471

113

114

152

202

251

174

74

149

239

630

105

468

27

60

831

43

49

114

48

45


https://www.youtube.com/watch?v=vzJfvBePj_I
https://www.youtube.com/watch?v=vzJfvBePj_I
https://www.youtube.com/watch?v=0xW_sU1XUlc
https://www.youtube.com/watch?v=0xW_sU1XUlc
https://www.youtube.com/watch?v=WXVVUc3TR5I
https://www.youtube.com/watch?v=WXVVUc3TR5I
https://www.youtube.com/watch?v=q1dCI-e_yzc
https://www.youtube.com/watch?v=q1dCI-e_yzc
https://www.youtube.com/watch?v=qtIOJQ2NTP8
https://www.youtube.com/watch?v=qtIOJQ2NTP8
https://www.youtube.com/watch?v=bL2Fp9leVDE
https://www.youtube.com/watch?v=bL2Fp9leVDE
https://www.youtube.com/watch?v=BWSBz-0yvkE
https://www.youtube.com/watch?v=BWSBz-0yvkE
https://www.youtube.com/watch?v=heB64Sq_d8k
https://www.youtube.com/watch?v=heB64Sq_d8k
https://www.youtube.com/watch?v=WLFjmgcuyu8
https://www.youtube.com/watch?v=WLFjmgcuyu8
https://www.youtube.com/watch?v=8thVDyNSNs8
https://www.youtube.com/watch?v=8thVDyNSNs8
https://www.youtube.com/watch?v=iLluLKmD2a0
https://www.youtube.com/watch?v=iLluLKmD2a0
https://www.youtube.com/watch?v=k2l5mWyWyqA
https://www.youtube.com/watch?v=k2l5mWyWyqA
https://www.youtube.com/watch?v=Mn6GJcGO-G0
https://www.youtube.com/watch?v=Mn6GJcGO-G0
https://www.youtube.com/watch?v=UFvB_ue0nLY
https://www.youtube.com/watch?v=UFvB_ue0nLY
https://www.youtube.com/watch?v=TgSjdjiXcrA
https://www.youtube.com/watch?v=TgSjdjiXcrA
https://www.youtube.com/watch?v=l4G-oC4aa5s
https://www.youtube.com/watch?v=l4G-oC4aa5s
https://www.youtube.com/watch?v=h9rcTRbH5-Y
https://www.youtube.com/watch?v=h9rcTRbH5-Y
https://www.youtube.com/watch?v=T_aV1Jgv8rw
https://www.youtube.com/watch?v=T_aV1Jgv8rw
https://www.youtube.com/watch?v=0HU8pfHApSU
https://www.youtube.com/watch?v=0HU8pfHApSU
https://www.youtube.com/watch?v=ZSHchX33qbM
https://www.youtube.com/watch?v=ZSHchX33qbM
https://www.youtube.com/watch?v=EV16HJNG1dc
https://www.youtube.com/watch?v=EV16HJNG1dc
https://www.youtube.com/watch?v=Slg5LSvY-qI
https://www.youtube.com/watch?v=Slg5LSvY-qI
https://www.youtube.com/watch?v=UZe2mIjnxSw
https://www.youtube.com/watch?v=UZe2mIjnxSw
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Genclere Taahhitlerimiz AL
59 24.10.15 3 #TckBasmalsBasina 00:00:25 90
Kadinlara Taahhiitlerimiz
60 24.10.15 1 #TekBasinaisBasina 00:00:33 58
Kadinlara Taahhiitlerimiz
61 24.10.15 2 #TekBasmalsBasina 00:00:33 30
Esnaf ve Kobilere Taahhitlerimiz
62 24.10.15 1 #TekBasinaisBasina 00:00:31 48
Esnaf ve Kobilere Taahhitlerimiz
63 24.10.15 2 #TekBasnaisBasma 00:00:33 28
Asgari Ucret 1300 A
64 24.10.15 TL #TekBasmaisBasina 00:00:39 135
65 27.10.15 Bu Memleket Hepimizin 00:02:23 160
Oyunuz Bosa Gitmesin AN,
66 30.10.15 - #OyunuzBosaGitmesin 00:00:26 218
Haydi Bir Daha - AK Parti Secim L
67 03.11.15 Sarkisi 2011 00:01:19 1262436
Total 00:27:27 1524537
Analysed 00:13:17 16274
2017
Referendum
Cumbhurbaskanlig1r Hiikiimet
1 09.02.17 Sistemi Kararimiz Evet 00:06:29 11398
kitapciginin videosu
Secimden mutlaka tek basina
2 10.02.17 iktidar cikacak. Siyasi istikrar 00:00:43 923
kalic1 hale
gelecek. #KararimizEVET
Hizli ve etkili yonetim: ekonomik
3 10.02.17 biyiime, refah ve kalkinmanin 00:00:53 714
garantisi olacak. #KararimizEVET
Vesayet sistemi tamamen tasfiye
4 11.02.17 edilecek. Meclis ve hiikiimet 00:00:54 549
guclenecek. #KararimizEVET
Gicla hikimet, huzurun,
5 11.02.17 giivenligin ve 6zglrligin teminati  00:00:56 384
olacak. #KararimizEVET
Meclis asli islevi olan yasa
6 12.02.17 yapmaya odaklanacak ve hikimeti  00:00:49 383
millet adina denetleyecek
7 Cumbhurbaskani yiizde 50’nin
12.02.17 1izerinde bir oy ile secilecegi icin 00:01:03 435
siyasette birliktelik artacak
8 Guclu hikimet sistemi, tlkemizi
13.02.17 daha etkili bir konuma 00:00:56 356
yikseltecek. #KararimizEVET
9 130217 Cumhurbaskanhg Hikimet 00:01:45 2941

Sistemi #KararimizEVET
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https://www.youtube.com/watch?v=Wp_lyenxIbk
https://www.youtube.com/watch?v=Wp_lyenxIbk
https://www.youtube.com/watch?v=qiXqof4etj4
https://www.youtube.com/watch?v=qiXqof4etj4
https://www.youtube.com/watch?v=0Vzd5V8sZ6Y
https://www.youtube.com/watch?v=0Vzd5V8sZ6Y
https://www.youtube.com/watch?v=QxJ7r7gitiU
https://www.youtube.com/watch?v=QxJ7r7gitiU
https://www.youtube.com/watch?v=Zp4dAXxb9Es
https://www.youtube.com/watch?v=Zp4dAXxb9Es
https://www.youtube.com/watch?v=EmoVfQDl47w
https://www.youtube.com/watch?v=EmoVfQDl47w
https://www.youtube.com/watch?v=6PNXUxZ6Wx0
https://www.youtube.com/watch?v=3pALoMZfDeE
https://www.youtube.com/watch?v=3pALoMZfDeE
https://www.youtube.com/watch?v=W4inFsPbZuc
https://www.youtube.com/watch?v=W4inFsPbZuc
https://www.youtube.com/watch?v=UhN7W2WRil8
https://www.youtube.com/watch?v=UhN7W2WRil8
https://www.youtube.com/watch?v=UhN7W2WRil8
https://www.youtube.com/watch?v=52SNuEsmmtA
https://www.youtube.com/watch?v=52SNuEsmmtA
https://www.youtube.com/watch?v=52SNuEsmmtA
https://www.youtube.com/watch?v=52SNuEsmmtA
https://www.youtube.com/watch?v=KtrwdUh1dE4
https://www.youtube.com/watch?v=KtrwdUh1dE4
https://www.youtube.com/watch?v=KtrwdUh1dE4
https://www.youtube.com/watch?v=vjs3QyT6K3w
https://www.youtube.com/watch?v=vjs3QyT6K3w
https://www.youtube.com/watch?v=vjs3QyT6K3w
https://www.youtube.com/watch?v=iY8f5a88o8U
https://www.youtube.com/watch?v=iY8f5a88o8U
https://www.youtube.com/watch?v=iY8f5a88o8U
https://www.youtube.com/watch?v=mcHb2A3mD-w
https://www.youtube.com/watch?v=mcHb2A3mD-w
https://www.youtube.com/watch?v=mcHb2A3mD-w
https://www.youtube.com/watch?v=F03797Sicxw
https://www.youtube.com/watch?v=F03797Sicxw
https://www.youtube.com/watch?v=F03797Sicxw
https://www.youtube.com/watch?v=Kx9TtDduPo8
https://www.youtube.com/watch?v=Kx9TtDduPo8
https://www.youtube.com/watch?v=Kx9TtDduPo8
https://www.youtube.com/watch?v=aoRgKIHz-JM
https://www.youtube.com/watch?v=aoRgKIHz-JM
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19

20

21
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25

26

27

28

29
30

31
32
33

Date of
Release

25.02.17
25.02.17

25.02.17
09.03.17

18.03.17

20.03.17

20.03.17

20.03.17

20.03.17

20.03.17

23.03.17

23.03.17

23.03.17

23.03.17

23.03.17

23.03.17

23.03.17

23.03.17

23.03.17
27.03.17
27.03.17

27.03.17
27.03.17
27.03.17

Title (with embedded hyperlink)

EVET ILE GUCLU TURKIYE
MILYONLARCA EVET

GUCUMUZ MILLET KARARIMIZ
EVET

EVET DIYORUZ

Azimle, inancla, 2023 hedeflerimize
ulasmak

icin #TemelimizCanakkaleKararimizEVET
Cumhurbaskanligi ve Meclisin se¢imi 5
yilda bir aymi giin yapiliyor
Cumhurbaskani’ndan Meclis’i fesih yetkisi
alintyor

Halkimizin Meclis’te temsili glicleniyor,
Milletvekili sayis1 550°den 600’e cikiyor
Secme ve secilme yasi esitleniyor 18
oluyor

Artik yasamaya iliskin her tiirlii hak ve
yetki Meclis’te

Kararnameler, Meclis’in ve Anayasa
Mahkemesi’nin denetimine acik

oluyor #TabiikiEVET

Hikimet’in bas1i Cumhurbaskani oluyor,
sivasi sorumluluk aliyor #TabiikiEVET
Siyasi sorumluluk alan Cumhurbaskan
calisacag ekipleri hizla

belirliyor #TabiikiEVET
Cumbhurbaskanlar1 Meclis ve yargi
denetimine acik hale

geliyor #TabiikiEVET

SikiyOnetim tarih oluyor, Olaganiistii Hal
yeniden diizenleniyor #TabiikiEVET
Yargida tarafsizlik ilkesi anayasal hiikiim
haline geliyor #TabiikiEVET

Askeri yargi kaldiriliyor, sivillesen yargida
birlik saglaniyor #TabiikiEVET

Millet iradesi dogrudan Hiikiimet’e
yansiyor #TabiikiEVET
Cumbhurbaskanligi siiresi 2 donemle, 10
yilla sinirlandiriliyor #TabiikiEVET

5 yillik kesintisiz istikrar

Genclere giivenen Tlrkiye her zaman
kazanir

Hem biz kazaniyoruz, hem gelecek nesiller
kazaniyor

Yonetimdeki ¢ift baslilik sona eriyor
Hukumet hizmet ve icraat, meclis
kanunlar1 yapiyor
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Length

00:03:04
00:03:03

00:10:59
00:02:17

00:01:30

00:00:29

00:00:33

00:00:27

00:00:29

00:00:33

00:00:31

00:00:23

00:00:21

00:00:29

00:00:28

00:00:28

00:00:26

00:00:29

00:00:26
00:01:12
00:00:51

00:00:53
00:01:02
00:00:45

Views

604824
1135130

14797
61404

953

249485

76867

14684

34828

55402

6338

6799

5295

5079

5055

4540

4503

4310

4704
115238
51448

43181
26805
26022


https://www.youtube.com/watch?v=YpVkRgsuvAw
https://www.youtube.com/watch?v=CM0fcS9Yo_Q
https://www.youtube.com/watch?v=-hPsWzQ-KxI
https://www.youtube.com/watch?v=-hPsWzQ-KxI
https://www.youtube.com/watch?v=7HSmWrwzuPs
https://www.youtube.com/watch?v=YQnvBgjq3FM
https://www.youtube.com/watch?v=YQnvBgjq3FM
https://www.youtube.com/watch?v=YQnvBgjq3FM
https://www.youtube.com/watch?v=N0vW9D1idHU
https://www.youtube.com/watch?v=N0vW9D1idHU
https://www.youtube.com/watch?v=rrFK1o9YYo4
https://www.youtube.com/watch?v=rrFK1o9YYo4
https://www.youtube.com/watch?v=JLO-VWIBM5A
https://www.youtube.com/watch?v=JLO-VWIBM5A
https://www.youtube.com/watch?v=yo8wLQBxLTo
https://www.youtube.com/watch?v=yo8wLQBxLTo
https://www.youtube.com/watch?v=H_vlUI6ZhXs
https://www.youtube.com/watch?v=H_vlUI6ZhXs
https://www.youtube.com/watch?v=Qlpu4oea1To
https://www.youtube.com/watch?v=Qlpu4oea1To
https://www.youtube.com/watch?v=Qlpu4oea1To
https://www.youtube.com/watch?v=YJi2MJ63MBQ
https://www.youtube.com/watch?v=YJi2MJ63MBQ
https://www.youtube.com/watch?v=Z4IJqy9qRRY
https://www.youtube.com/watch?v=Z4IJqy9qRRY
https://www.youtube.com/watch?v=Z4IJqy9qRRY
https://www.youtube.com/watch?v=LkkuIx1bfqw
https://www.youtube.com/watch?v=LkkuIx1bfqw
https://www.youtube.com/watch?v=LkkuIx1bfqw
https://www.youtube.com/watch?v=3qnJsplcFLg
https://www.youtube.com/watch?v=3qnJsplcFLg
https://www.youtube.com/watch?v=Oxzz6EFzeok
https://www.youtube.com/watch?v=Oxzz6EFzeok
https://www.youtube.com/watch?v=LlJWxqCBaVo
https://www.youtube.com/watch?v=LlJWxqCBaVo
https://www.youtube.com/watch?v=Iivl9IL7p6Q
https://www.youtube.com/watch?v=Iivl9IL7p6Q
https://www.youtube.com/watch?v=hAcUEB1sieE
https://www.youtube.com/watch?v=hAcUEB1sieE
https://www.youtube.com/watch?v=Qo7-g2oT7sI
https://www.youtube.com/watch?v=QupUvDf6RMA
https://www.youtube.com/watch?v=QupUvDf6RMA
https://www.youtube.com/watch?v=2-QFKyqmxKY
https://www.youtube.com/watch?v=2-QFKyqmxKY
https://www.youtube.com/watch?v=UN9rhoJCfr0
https://www.youtube.com/watch?v=SDy92Pdc8xk
https://www.youtube.com/watch?v=SDy92Pdc8xk
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52
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54
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Date of
Release

27.03.17

30.03.17
30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

30.03.17

05.04.17

05.04.17

07.04.17

09.04.17
09.04.17
10.04.17
10.04.17

Title (with embedded hyperlink)

Her tiirlii giivenlik tehdidine karsi hizli
Onlem

Yargida vesayet bitiyor

Sorumlu Cumhurbaskani

Cocuklarimizin yarinlar1 daha giizel, daha

guvenli oluyor
Hem meclisi, hem hikimeti secmek icin,

torunlarim icin, millet icin, tilkem

icin #TumKalbimleEVET

Al bayragimiz icin, giiclii ekonomi, buyiik
Turkiye icin #TumKalbimleEVET
Hiikimeti denetleyen Meclis icin, blyik
Tirkiye icin #TumKalbimleEVET

2023 hedefleri icin, memleketimiz

icin #TumKalbimleEVET

Ulkem icin, kalic istikrar icin, askeri
yarginin kalkmasi

icin #TumKalbimleEVET
Genclerimizin milletvekili olmasi

icin #TuimKalbimleEVET

Tarafsiz ve bagimsiz yargi icin, giiclii ve
yetkili meclis icin, milletimiz

icin #TumKalbimleEVET

Huzurlu varinlar icin, memleket

icin #TumKalbimleEVET

Teroriin kokiinii kazimak icin, giizel ve
huzurlu varinlar icin #TUmKalbimleEVET
Cift basliligin bitmesi yonetimde istikrar
icin #TumKalbimleEVET

Darbelerin son bulmasi icin, yeniden
dirilis, veniden yikselis

icin #TumKalbimleEVET

Devletimiz icin, huzur ve giiven icin,
Tirkiye’nin giiciine giic katmak

icin #TumKalbimleEVET

Uvyum ve uzlasma icin, birlik icin, dirlik
icin #TumKalbimleEVET

Biz milletimize gliveniyoruz, Tirkiye’ye
inantyoruz. EVET MILLET YAPAR
Biz milletimize glveniyoruz, Turkiye’ye
inantyoruz. EVET MILLET YAPAR
Birlik icin, given icin, istikrar icin,
engelsiz Turkiye

icin #TumKalbimleEVET

GUVEN ICIN, ISTIKRAR iCIN EVET
BIRLIiK iCIN, HUZUR ICIN EVET
Haydi Bir Daha EVET

Haydi Bir Daha EVET
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Length

00:00:59

00:00:52
00:01:04

00:00:48

00:00:34

00:00:35

00:00:35

00:00:35

00:00:35

00:00:35

00:00:35

00:00:35

00:00:34

00:00:35

00:00:35

00:00:35

00:00:35

00:01:23

00:01:42

00:00:35

00:01:33
00:01:32
00:00:06
00:00:05

Views

24548

31459
26007

25953

163300

81157

67719

52323

51925

41638

39163

38171

35781

27747

224342

57712

45351

4081

829287

996

92635
49652
7154
7126


https://www.youtube.com/watch?v=InrJyWJZGmw
https://www.youtube.com/watch?v=InrJyWJZGmw
https://www.youtube.com/watch?v=eN8eZjs1gUw
https://www.youtube.com/watch?v=9eT3Kxzt04c
https://www.youtube.com/watch?v=MSW0R0NTYq4
https://www.youtube.com/watch?v=MSW0R0NTYq4
https://www.youtube.com/watch?v=Amy7uPqYyOk
https://www.youtube.com/watch?v=Amy7uPqYyOk
https://www.youtube.com/watch?v=Amy7uPqYyOk
https://www.youtube.com/watch?v=s-xpMQ8oA_g
https://www.youtube.com/watch?v=s-xpMQ8oA_g
https://www.youtube.com/watch?v=XlALEtxneMw
https://www.youtube.com/watch?v=XlALEtxneMw
https://www.youtube.com/watch?v=Yfls34MN1uw
https://www.youtube.com/watch?v=Yfls34MN1uw
https://www.youtube.com/watch?v=bkyvPziJWs8
https://www.youtube.com/watch?v=bkyvPziJWs8
https://www.youtube.com/watch?v=bkyvPziJWs8
https://www.youtube.com/watch?v=lMfihb04e-4
https://www.youtube.com/watch?v=lMfihb04e-4
https://www.youtube.com/watch?v=aqPV1N7onCE
https://www.youtube.com/watch?v=aqPV1N7onCE
https://www.youtube.com/watch?v=aqPV1N7onCE
https://www.youtube.com/watch?v=OgN02N3awTY
https://www.youtube.com/watch?v=OgN02N3awTY
https://www.youtube.com/watch?v=SvnxKp0HF3o
https://www.youtube.com/watch?v=SvnxKp0HF3o
https://www.youtube.com/watch?v=v2N4SgKiAcI
https://www.youtube.com/watch?v=v2N4SgKiAcI
https://www.youtube.com/watch?v=_dpVTNfA2SI
https://www.youtube.com/watch?v=_dpVTNfA2SI
https://www.youtube.com/watch?v=_dpVTNfA2SI
https://www.youtube.com/watch?v=_5n60E0dwik
https://www.youtube.com/watch?v=_5n60E0dwik
https://www.youtube.com/watch?v=_5n60E0dwik
https://www.youtube.com/watch?v=_Uih4gNcA18
https://www.youtube.com/watch?v=_Uih4gNcA18
https://www.youtube.com/watch?v=xF95hjTLnE0
https://www.youtube.com/watch?v=xF95hjTLnE0
https://www.youtube.com/watch?v=aBwtT5-rN-0
https://www.youtube.com/watch?v=aBwtT5-rN-0
https://www.youtube.com/watch?v=FlkW2zwzMRA
https://www.youtube.com/watch?v=FlkW2zwzMRA
https://www.youtube.com/watch?v=FlkW2zwzMRA
https://www.youtube.com/watch?v=b7fZdHUOumk
https://www.youtube.com/watch?v=jFAl9WxhgP4
https://www.youtube.com/watch?v=Cv24zdTMgNA
https://www.youtube.com/watch?v=ZOM0qGclpXs
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58 10.04.17 Haydi Bir Daha EVET 00:00:05 4374
59 10.04.17 Haydi Bir Daha EVET 00:00:05 3651
60 10.04.17 Haydi Bir Daha EVET 00:00:04 3540
Total 01:05:02 4612566
Analysed 00:00:00 0
2018
General
1 08.05.18 Bir Liderin Hikayesi 00:22:32 9858
2 13.05.18 Vakit, minnet vakti 00:00:44 1041
3 24.05.18 Simdi sahlanma vaktidir 00:02:09 4667
4 25.05.18 Turkiye Vakti - Amerika 00:00:58 10870
5 25.05.18 Tirkiye Vakti - Fransa 00:00:58 6142
6 25.05.18 Tiurkiye Vakti - Japonya 00:00:58 7993
7 25.05.18 Tiurkiye Vakti - Hollanda 00:00:58 11011
8 25.05.18 Tirkiye Vakti - Almanya 00:00:58 8720
9 25.05.18 Turkiye Vakti - Cin 00:00:58 7704
10 25.05.18 Tirkiye Vakti - Finlandiya 00:00:58 9045
11 25.05.18 Turkiye Vakti - Rusya 00:00:58 8193
12 25.05.18 Turkiye Vakti - Gliney Kore 00:00:58 8719
13 25.05.18 Turkiye Vakti - Ispanya 00:00:58 9310
14 31.05.18 Birlik Hikayemiz veniden basliyor 00:01:38 6936087
15 050618 22Haziran’da Giizel Bir Baslangic  5.0515 1899094
yapmava hazirlantyoruz
16 06.061g Lnsammizininancinm. kimliginin - 5.50.67 9087411
yok sayildigi giinleri #Hatirla
17 06.06.18 P.ellram _olmavamn tedavi olamadigi 00:00:57 2762308
giinleri #Hatirla
Osrencilerin kitap bulamadigi,
18 06.06.18 simniflara sigamadigi, kara tahtaya 00:00:57 2584293
mahkum oldugu giinleri #Hatirla
Turkiye bize, biz Tirkiye’ye L
19 07.06.18 emanetiz. #VakitTurkiyeVakti 00:01:18 1425
Devletin malina deniz deyip, yetimin AN,
20 07.06.18 hakkina el uzatanlar1 #Hatirla 00:00:57 1770855
Hastanede doktor, bankada maas .
21 07.06.18 kuyrugu bekledigin giinleri #Hatirla 00:00:57 2367540
Daglarin kolayca asilamadigi,
22 08.06.1g Ditmeyen yollarm yolcusuz 00:00:57 2082172
birakildig: giinleri
unutmadik #Hatirla
23 08.06.18 Biz Ancak Riikuda Egiliriz 00:00:48 15496
Cocuk! Senin sinen; Anadolu kadar
24 10.06.18 genis, Akdeniz gibi sicak, Agr1 Dagi  00:02:02 862928
kadar viicedir! #HatirlaCocuk
Yerli otomobil iizerinde calismaya
25 12.06.18 baslayan Tirkiye, artik masaya 00:01:10 987708

oturuyor. #VakitTurkiyeVakii
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https://www.youtube.com/watch?v=_op0dQsam5M
https://www.youtube.com/watch?v=EJU8nqedQWM
https://www.youtube.com/watch?v=XhuW98NIjcI
https://www.youtube.com/watch?v=xN9Gu_dR-dg&t=9s
https://www.youtube.com/watch?v=1qT2lE2BP7I
https://www.youtube.com/watch?v=43NSA8YP1a8&t=11s
https://www.youtube.com/watch?v=MMcsogpO5n8
https://www.youtube.com/watch?v=icOhGKWihOk
https://www.youtube.com/watch?v=Z-Y3th8k400
https://www.youtube.com/watch?v=P_wkZ47Eb1c
https://www.youtube.com/watch?v=zT6WxvIalZc
https://www.youtube.com/watch?v=eZ5Vf8F3eu4
https://www.youtube.com/watch?v=IkRk0Ah_I-4
https://www.youtube.com/watch?v=DR-Gco7i7Wk
https://www.youtube.com/watch?v=QY_9qMRmHHE
https://www.youtube.com/watch?v=tWLMKX7lTXw
https://www.youtube.com/watch?v=cJlst9aWpQA&t=1s
https://www.youtube.com/watch?v=N87pwgzn-OA&t=1s
https://www.youtube.com/watch?v=N87pwgzn-OA&t=1s
https://www.youtube.com/watch?v=u11CMEMplns
https://www.youtube.com/watch?v=u11CMEMplns
https://www.youtube.com/watch?v=T3aJ5FIUZkI
https://www.youtube.com/watch?v=T3aJ5FIUZkI
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=pbkNQ_bkjko
https://www.youtube.com/watch?v=pbkNQ_bkjko
https://www.youtube.com/watch?v=6cK1XBqbGWk
https://www.youtube.com/watch?v=6cK1XBqbGWk
https://www.youtube.com/watch?v=crhmDDtf7Rk
https://www.youtube.com/watch?v=crhmDDtf7Rk
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=nnijSL39GFM
https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
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32
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Date of
Release

12.06.18

12.06.18

12.06.18

12.06.18

12.06.18
12.06.18
13.06.18
15.06.18

18.06.18

18.06.18

20.06.18

20.06.18

20.06.18

20.06.18

20.06.18

20.06.18

20.06.18

21.06.18

21.06.18

21.06.18

Title (with embedded hyperlink)

Ulasim, lojistik ve tasimacilik degerleri
degisiyor. #VakitTurkiyeVakti
Atatiirk Havalimani’ndan 7 kat biiyiik,
diinyanin tek 7 pistli havalimani
olacak. #VakitTurkiyeVakti

Ozgiin iiretimlerin yerlilik orani yiizde
65’1n {izerine

cikmistir. #VakitTirkiyeVakti
Istanbul’un farkli bolgelerinde 30 tane
daha yesil alan tesis

edilecek. #VakitTlrkiyeVakti

Biz birlikte gucli, birlikte Tirkiye’yiz.
Vakit, gelecege el ele yiliriime

vakti! #Eliniuzat

Maher Zain - Hasat Vakti

Biz birlikte giicliyiz! #EliniUzat

Iyi Bayramlar Tiirkiye

Biz calistikca konusacaklar Yikilmadan
dimdik dura dura Bizim gliciimizdir
iman, dua dua

Simdi elini uzat, en giiclii devir
baslasin. #ZimridiAnka Turkiye icin
kanatlansin

Biz Ege’den Karadeniz’e, Dogu’dan
Marmara’ya, birlikte giicli, birlikte

glzeliz
En Dogru Sekilde Nasil Oy Kullanilir?

Milli Teknoloji Hamlesini baslattik. 60
adet verli IHA miz, Hiirkus ucaklarimiz
semalarda

Milli Teknoloji Hamlesini baslattik. i1k
Milli Haberlesme Uydu Projesini baslattik
Milli Teknoloji Hamlesini baslattik.
Turkiye’nin ilk seyir fiizelerini gelistirdik
AKtir bizim davamiz, ay yildiz gibi AK
Vakit Tirkiye Vakti! Haydi ayaga kalk!
Rehber tuttum yiiregimi Diistiim sevdanin
ardindan Gog eyledim gayri

durmam #D6nmemGeri senin yolundan
WEXTA TURKIYE - TURKIYE VAKTI
Milli Teknoloji Hamlesini baslattik. 150
yildir yaptirilmayan milli piyade
tifegimizi urettik

Milli Teknoloji Hamlesini baslattik. AR-
GE yatirimlarimi 110 milyar TL ye

cikardik
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Length

00:01:08

00:01:00

00:01:14

00:01:06

00:01:31
00:03:53
00:01:24
00:00:24

00:02:36

00:02:50

00:01:21

00:01:22

00:00:43

00:00:36

00:00:33

00:02:21

00:02:24

00:01:47

00:00:38

00:00:40

Views

1162553

1396821

965210

974551

406077
115145
443909

39186

179061

2881737

1274

6531

413835

340147

416241

514861

483962

8125

335786

344573


https://www.youtube.com/watch?v=zAokPVFulE0
https://www.youtube.com/watch?v=zAokPVFulE0
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=qurbZOj6KKk
https://www.youtube.com/watch?v=qurbZOj6KKk
https://www.youtube.com/watch?v=qurbZOj6KKk
https://www.youtube.com/watch?v=hx7j49W_Yzg&t=1s
https://www.youtube.com/watch?v=hx7j49W_Yzg&t=1s
https://www.youtube.com/watch?v=hx7j49W_Yzg&t=1s
https://www.youtube.com/watch?v=A0M8s0CAGhk&t=5s
https://www.youtube.com/watch?v=A0M8s0CAGhk&t=5s
https://www.youtube.com/watch?v=A0M8s0CAGhk&t=5s
https://www.youtube.com/watch?v=PT3IZw--MLY
https://www.youtube.com/watch?v=CvcsUYwtOoY&t=16s
https://www.youtube.com/watch?v=JAbNwuStSXU
https://www.youtube.com/watch?v=kI_DHSdCpkI&t=2s
https://www.youtube.com/watch?v=kI_DHSdCpkI&t=2s
https://www.youtube.com/watch?v=kI_DHSdCpkI&t=2s
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=UfAT5qT-RMM
https://www.youtube.com/watch?v=UfAT5qT-RMM
https://www.youtube.com/watch?v=UfAT5qT-RMM
https://www.youtube.com/watch?v=uBVw1cLLsZg&t=1s
https://www.youtube.com/watch?v=5O4MZtR0WQA
https://www.youtube.com/watch?v=5O4MZtR0WQA
https://www.youtube.com/watch?v=5O4MZtR0WQA
https://www.youtube.com/watch?v=SVLxMdbi8oY
https://www.youtube.com/watch?v=SVLxMdbi8oY
https://www.youtube.com/watch?v=lDRIQY-sYjU
https://www.youtube.com/watch?v=lDRIQY-sYjU
https://www.youtube.com/watch?v=TrswAPBW8f4&t=1s
https://www.youtube.com/watch?v=TrswAPBW8f4&t=1s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=BWPY0PCbpLw
https://www.youtube.com/watch?v=XAG6cnOMdvA
https://www.youtube.com/watch?v=XAG6cnOMdvA
https://www.youtube.com/watch?v=XAG6cnOMdvA
https://www.youtube.com/watch?v=U745lwnWtPc
https://www.youtube.com/watch?v=U745lwnWtPc
https://www.youtube.com/watch?v=U745lwnWtPc

S E S 3 S 2
© S 2o Title (with embedded hyperlink) g k)
e 5 B9 3 >
L Z
Milli Teknoloji Hamlesini baslattik. 110
46 21.06.18 vyeni nesil Organize Sanayi Bolgesi 00:00:39 419802
kurduk
Milli Teknoloji Hamlesini baslattik. AR,
41 21.06.18 Teknopark sayisini 5’ten 77’ ye c¢ikardik 00:00:39 369272
Milli Teknoloji Hamlesini baslattik.
48 21.06.18 Elektrikle calisan yerli otomobilimiz 00:00:34 392454
2021°de yollara ¢ikiyor
49 22.06.18 Haziriz Tirkiye! 00:04:41 1320829
Vakit ulasimda da diinya lideri olma AA.
50 22.06.18 vakti! #HazinzTurkive... 00:00:57 595
51 220618 CiZimmucadelemiz Turkiye 00:00:28 687
mucadelesi #HazirnzTiirkiye
52 22061 LDcgisimibirlikic baslattik, birlikte 00:00:56 923
surdiriyoruz #HazirizTurkive
53 22.06.18 Meclis icin Genglik Vakti 00:01:04 1015
Biz Birlikte Tirkiye’yiz - L
54 22.06.18 #\/akitKaradenizVVakti 00:01:28 2564
55 22.06.18 Haziriz Tiirkiye 00:03:08 4622
56 23.06.18 Ovyunlara karst oyunu kullan! 00:00:39 2883
57 24.06.18 Tesekkiirler Tirkiye! #TtlrkiyeKazandi 00:00:20 5802
#VakitTlrkiyeVakti Birlikte glicli bu .
58 25.06.18 iilke. Tesekkiirler Tirkive! 00:00:54 7685
Total 01:35:56 38342308
Analysed 01:07:46 38281070
2019
Local
1 Her sehir kendi sesivyle giizel. Cevreye
31.01.19 duyarh kampanyamiz baslamistir. 00:00:35 848883
2 01.02.19 Gonli giizel insanlarin iilkesidir burasi. 00:01:01 907834
3 Her sehir kendi sesivyle giizel. Cevreye
02.02.19 duyarli secim kampanyamiz baslamistir. 00:00:36 804469
4 Her sehir kendi sesiyle giizel. Cevreye
03.02.19 duyarli secim kampanyamiz baslamustir. 00:00:36 724297
5 Her sehir kendi sesiyle giizel. Cevreye
04.02.19 duyarli secim kampanyamiz baslamistir. 00:00:36 708919
6 04.02.19 AK Parti Benim 00:04:03 9668
7 04.02.19 Birlikte Turkiye Olduk 00:01:30 3598
8 04.02.19 Biz Size S6z Verdik 00:02:50 4418
9 04.02.19 Biz Yapariz Onlar Konusur 00:02:23 10706
10 04.02.19 Bu Vatana S6z Verdik 00:02:18 3632
11 04.02.19 Cani Canan 00:02:39 5236
12 04.02.19 Canimin Ici Tiirkiyem 00:01:30 6044
13 04.02.19 Cumhurun [ttifaki 00:03:01 8017
14 04.02.19 Gonilden Goniile Bir yol 00:01:34 13315
15 04.02.19 Hizmet Aski 00:02:53 14153
16 04.02.19 {leri Daha Ileri 00:03:47 2251
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https://www.youtube.com/watch?v=QTii54NWqE8
https://www.youtube.com/watch?v=QTii54NWqE8
https://www.youtube.com/watch?v=QTii54NWqE8
https://www.youtube.com/watch?v=Ar0WMEl_57I
https://www.youtube.com/watch?v=Ar0WMEl_57I
https://www.youtube.com/watch?v=ghWc_o8rnNs
https://www.youtube.com/watch?v=ghWc_o8rnNs
https://www.youtube.com/watch?v=ghWc_o8rnNs
https://www.youtube.com/watch?v=HmYAYL80Gj0&t=5s
https://www.youtube.com/watch?v=XiAd4vIDLrg
https://www.youtube.com/watch?v=XiAd4vIDLrg
https://www.youtube.com/watch?v=V1b53qeT7HI
https://www.youtube.com/watch?v=V1b53qeT7HI
https://www.youtube.com/watch?v=hzS7jdRxD_U
https://www.youtube.com/watch?v=hzS7jdRxD_U
https://www.youtube.com/watch?v=O2dz29oQTGI&t=2s
https://www.youtube.com/watch?v=kIM1CxkGquA&t=10s
https://www.youtube.com/watch?v=kIM1CxkGquA&t=10s
https://www.youtube.com/watch?v=Epy-mLE9i3s
https://www.youtube.com/watch?v=yWGrBUSkbzI
https://www.youtube.com/watch?v=oktasjkOQFE
https://www.youtube.com/watch?v=nzYuK10TBPo
https://www.youtube.com/watch?v=nzYuK10TBPo
https://www.youtube.com/watch?v=YsSs0hZW8kc
https://www.youtube.com/watch?v=YsSs0hZW8kc
https://www.youtube.com/watch?v=HwGg2wzo56M&t=1s
https://www.youtube.com/watch?v=QT_Z8p1oUkI
https://www.youtube.com/watch?v=QT_Z8p1oUkI
https://www.youtube.com/watch?v=iqS6H-7ejcI
https://www.youtube.com/watch?v=iqS6H-7ejcI
https://www.youtube.com/watch?v=Lq-gxOJrgCs
https://www.youtube.com/watch?v=Lq-gxOJrgCs
https://www.youtube.com/watch?v=IfUgwImo838
https://www.youtube.com/watch?v=_u_KrlkSaaE
https://www.youtube.com/watch?v=kxsoEi6bFqE
https://www.youtube.com/watch?v=TUrn0cGJFIc
https://www.youtube.com/watch?v=8b4QCp7yejY
https://www.youtube.com/watch?v=wb4qMYkBcew
https://www.youtube.com/watch?v=r_fYH9AvMdk
https://www.youtube.com/watch?v=vS2CUXpeOZA
https://www.youtube.com/watch?v=RFkDH5gbAN0
https://www.youtube.com/watch?v=9_PS6edKfVc
https://www.youtube.com/watch?v=GMPHS0Z7t6E
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24
25
26

27

28
29
30

31

32

33
34
35
36
37
38
39

40

4
42
43
44
45
46
47
48
49
50
51

Date of
Release

04.02.19
04.02.19
04.02.19
04.02.19
04.02.19
04.02.19

04.02.19

05.02.19
06.02.19

09.02.19

11.02.19

12.02.19
14.02.19

15.02.19

19.02.19

20.02.19
24.02.19
24.02.19
25.02.19
25.02.19
26.02.19
26.02.19
27.02.19

19.02.19
27.02.19
28.02.19
28.02.19
01.03.19
04.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19

Title (with embedded hyperlink)

Nereden Nereye
Once Millet

Plevne Marsi1

Sevdamiz Halk

Yola Devam

Zafer Bismillah

Bir isi gbniilden yaparsan, géniiller
kazanirsin.

Her sehir kendi sesiyle giizel. Cevreye

duyarli secim kampanyamiz baslamistir.

Gonli giizel insanlarin tilkesidir burasi
Bir isi g6éniilden yaparsan, géniiller
kazanirsin.

Bir isi gbniilden yaparsan, géniiller
kazanirsin.

Bir isi gbniilden yaparsan, géniiller
kazanirsin

Vatanimiz, milletimiz, sevgilimiz bizim.

Memleket sevdasiyla isini goniilden
yaparsan, gonuller kazanirsin.
Goniilden yapip goniiller kazaninca,
Sayin Baskan degil "Benim Baskanim"
olursun

Iyi giinde kotii giinde hep yaninizdayiz
ciinkii; Belediye Isi Goniil Isi

Sehir Planlari

Altyap1 ve Ulasim

Kentsel Doniisiim

BENZERSIiZ SEHIRLER

Akilli Sehirler

Cevreye Sayeili Sehirler

Sosyal Belediyecilik

Goniilden yapip goniiller kazaninca,
Sayin Baskan degil "Benim Baskanim"
olursun

Yatay Sehirlesme

Halkla Birlikte Yo6netim

Tasarruf ve Seffaflik

Deger Ureten Sehirler

Bizim isimiz gonillere koprii kurmaktir.

Izmir Icraatlan
Adana Icraatlari
Adiyaman Icraatlari

Afyon Icraatlar

Agri Icraatlar
Amasya Icraatlar
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Length

00:03:25
00:03:04
00:02:29
00:01:32
00:03:40
00:02:48

00:00:58

00:00:36
00:01:25

00:01:13

00:00:46

00:01:34
00:00:54

00:01:13

00:01:30

00:01:33
00:00:33
00:00:30
00:00:27
00:00:31
00:00:31
00:00:35
00:00:34

00:01:30
00:00:32
00:00:29
00:00:32
00:00:35
00:01:12
00:01:38
00:01:37
00:01:35
00:01:34
00:01:24
00:01:36

Views

16428
4998
79061
4557
35850
251544

1007383

601751
1013230

926236

1170344

631172
1328

1183531

2659708

14596
663
830
585
659
760
496
572

2659708
1096
493

561
5586
1801282
897947
810305
229770
366832
151591
185365


https://www.youtube.com/watch?v=EuTolP1uUog&t=65s
https://www.youtube.com/watch?v=NXJIYOqFwKY
https://www.youtube.com/watch?v=PqmwPIxCjmU
https://www.youtube.com/watch?v=QtNaRQ3XwFs
https://www.youtube.com/watch?v=1mIAnSGGSLk
https://www.youtube.com/watch?v=EO_6s2AlPf4
https://www.youtube.com/watch?v=AnU-kJSwpyw
https://www.youtube.com/watch?v=AnU-kJSwpyw
https://www.youtube.com/watch?v=kANeO5r0P0U
https://www.youtube.com/watch?v=kANeO5r0P0U
https://www.youtube.com/watch?v=k6zhhPIKimw&t=3s
https://www.youtube.com/watch?v=zTjtolds4X0&t=9s
https://www.youtube.com/watch?v=zTjtolds4X0&t=9s
https://www.youtube.com/watch?v=ic3dY5oiDYA
https://www.youtube.com/watch?v=ic3dY5oiDYA
https://www.youtube.com/watch?v=izgeBIIRGiM&t=11s
https://www.youtube.com/watch?v=izgeBIIRGiM&t=11s
https://www.youtube.com/watch?v=eyeFF1sC3hA
https://www.youtube.com/watch?v=D2rXYwqYnF8
https://www.youtube.com/watch?v=D2rXYwqYnF8
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=5S3nI281xX8&t=18s
https://www.youtube.com/watch?v=5S3nI281xX8&t=18s
https://www.youtube.com/watch?v=-4rFM0K-wBE
https://www.youtube.com/watch?v=foKUhk9xVGE
https://www.youtube.com/watch?v=A7LPfUFl7Vs
https://www.youtube.com/watch?v=_Kx70GQ1WUU
https://www.youtube.com/watch?v=F3rWxipQTZY
https://www.youtube.com/watch?v=tQd3j86zhLc
https://www.youtube.com/watch?v=s-BV2WK8FpE
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=Ns5pJ7yyMWA
https://www.youtube.com/watch?v=aZUQKUzqeF8
https://www.youtube.com/watch?v=HbccqNcUFLk
https://www.youtube.com/watch?v=Zyb5pxbWP14
https://www.youtube.com/watch?v=p4jsoLvvIHw&t=1s
https://www.youtube.com/watch?v=CKuLx-9zxM8&t=2s
https://www.youtube.com/watch?v=RF3fc2xqlgc&t=1s
https://www.youtube.com/watch?v=i73zq6OobM0&t=1s
https://www.youtube.com/watch?v=BVEcwxxcGX8&t=4s
https://www.youtube.com/watch?v=FqH67sAB4Pc&t=2s
https://www.youtube.com/watch?v=_khG-LzBLL4&t=3s
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ate of
elease

0O

05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19

Title (with embedded hyperlink)

Ankara Icraatlar
Antalya Icraatlari
Ardahan Icraatlar
Artvin Icraatlar
Aydin Icraatlar
Balikesir Icraatlari
Bartin Icraatlar
Batman Icraatlari
Bayburt Icraatlar
Bilecik Icraatlar
Bingél Icraatlari
Bitlis Icraatlar
Bolu Icraatlari
Burdur Icraatlan
Bursa craatlari
Canakkale Icraatlari
Cankiri Icraatlar
Corum Icraatlar
Denizli icraatlari
Divyarbakir icraatlari
Malatya Icraatlar
Diizce Icraatlar
Edirne Icraatlari
Elazig Icraatlari
Manisa Icraatlar
Erzincan Icraatlar
Erzurum Icraatlar
Mardin Icraatlar
Eskisehir Icraatlar
Gaziantep Icraatlart
Mersin Icraatlar
Giresun Icraatlar
Giimiishane Icraatlar
Mugla Icraatlan
Hakkari Icraatlari
Zonguldak Icraatlari

Mus Icraatlar
Hatay Icraatlari

Igdir Icraatlar
Yozgat Icraatlar

Isparta Icraatlar

Istanbul Icraatlar:
Kahramanmaras Icraatlar
Karabiik Icraatlar
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Length

00:00:41
00:01:41
00:01:38
00:01:36
00:01:33
00:01:43
00:01:42
00:01:35
00:01:29
00:01:45
00:01:42
00:01:38
00:01:39
00:01:40
00:01:43
00:01:43
00:01:42
00:01:34
00:01:47
00:01:32
00:01:35
00:01:37
00:01:43
00:01:39
00:01:34
00:01:51
00:01:41
00:01:37
00:01:39
00:01:36
00:01:37
00:01:31
00:01:30
00:01:33
00:01:43
00:01:36
00:01:44
00:01:38
00:01:43
00:01:42
00:01:36
00:01:43
00:01:44
00:01:39

Views

1040455
808809
25243
47999
597892
612880
110800
303570
38767
184093
71174
74995
237993
51459
947143
329282
94593
305081
663843
750935
473279
256844
289222
348434
626131
127240
515857
316704
681467
878863
747761
224022
50532
556112
53073
403335
64578
788846
63171
232238
339160
9121
472172
217195


https://www.youtube.com/watch?v=x6_EzHnuUmo&t=1s
https://www.youtube.com/watch?v=svJDqr5Xnhs&t=4s
https://www.youtube.com/watch?v=VWj00yoWzcY&t=1s
https://www.youtube.com/watch?v=0vvst33fzg0
https://www.youtube.com/watch?v=Doy3EvKbvKk&t=1s
https://www.youtube.com/watch?v=dRyYBUT5hVY&t=1s
https://www.youtube.com/watch?v=0fTaaniY60A&t=3s
https://www.youtube.com/watch?v=U6f9AkPb8sY
https://www.youtube.com/watch?v=XX1UOq8PKdY&ab_channel=AKParti
https://www.youtube.com/watch?v=uYXlzcJF8Cc&t=1s
https://www.youtube.com/watch?v=PgX3_HSwnHc&t=1s
https://www.youtube.com/watch?v=y0fuanR2PG8&t=3s
https://www.youtube.com/watch?v=8CrE52-UGxI&t=1s
https://www.youtube.com/watch?v=o0eSoTZ6SpE&t=1s
https://www.youtube.com/watch?v=P9NGY-XdQ8k&t=3s
https://www.youtube.com/watch?v=O-72dZbwY70
https://www.youtube.com/watch?v=XT9cFl4FvIg&t=1s
https://www.youtube.com/watch?v=xBIvvEH98bs&t=1s
https://www.youtube.com/watch?v=xes8fHmTjCc&t=1s
https://www.youtube.com/watch?v=BbkWI4YMs98&t=2s
https://www.youtube.com/watch?v=kTqrzmjND2E&t=2s
https://www.youtube.com/watch?v=tWT1Hbm2lJo&t=1s
https://www.youtube.com/watch?v=HYLK1NomqVI&t=1s
https://www.youtube.com/watch?v=aFN7JkFpWs8&t=2s
https://www.youtube.com/watch?v=45iWukDRuNo&t=1s
https://www.youtube.com/watch?v=xw_lnF1Wy1k&t=1s
https://www.youtube.com/watch?v=XpM_n_baeCA&t=1s
https://www.youtube.com/watch?v=KAp4xiDYzK4&t=1s
https://www.youtube.com/watch?v=zztd68NR-50&t=1s
https://www.youtube.com/watch?v=elgH59g2mvM&t=1s
https://www.youtube.com/watch?v=SZqUXFYSb3g&t=1s
https://www.youtube.com/watch?v=4DXhPhhWwZw&t=1s
https://www.youtube.com/watch?v=M5vFkretyNk&t=1s
https://www.youtube.com/watch?v=6OA3qyoR7Z0&t=1s
https://www.youtube.com/watch?v=AuAc8LjbUK8&t=4s
https://www.youtube.com/watch?v=ZTI0j7ccMzs
https://www.youtube.com/watch?v=SXe_zdib0WM&t=4s
https://www.youtube.com/watch?v=0eDcckYTCFU
https://www.youtube.com/watch?v=OPPAmZ6ZctM&t=1s
https://www.youtube.com/watch?v=dQ7EV4wRgVA&t=1s
https://www.youtube.com/watch?v=n6oCZIN0NvI&t=1s
https://www.youtube.com/watch?v=8otYuo6iUps&t=1s
https://www.youtube.com/watch?v=IiT4ybcGIG0
https://www.youtube.com/watch?v=io0Ho832V1s&t=1s
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129

130

131

Date of
Release

05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
05.03.19
12.03.19
14.03.19

20.03.19

22.03.19

26.03.19

27.03.19

28.03.19

Title (with embedded hyperlink)

Karaman Icraatlari

Kars icraatlari

Kastamonu Icraatlari

Kayseri Icraatlari

Kilis Icraatlari

Kurikkale Icraatlari

Kurklareli Icraatlar

Kirsehir Icraatlar

Kocaeli Icraatlari

Konya Icraatlari

Kiitahya Icraatlart

Nevsehir Icraatlar

Nigde icraatlari

Sanliurfa Icraatlar

Ordu Icraatlar

Sivas Icraatlari

Osmaniye Icraatlari

Sinop Icraatlari

Rize Icraatlari

Siirt Icraatlar

Samsun Icraatlar

Sirnak Icraatlari

Yalova Icraatlar

Van Icraatlari

Usak Icraatlari

Tunceli Icraatlar

Tekirdag icraatlar

Trabzon Icraatlar

Tokat Icraatlari

Kastamonu Icraatlari

Kayseri Icraatlar

Kilis Icraatlari

El ele, gdniil génule Yikselen Tlrkiye
Sakarya Icraatlari

Yikselen Tirkiye

icin #HizKesmedenDevam
Gonilden yaparsan, gonuller
kazanirsin. #DurmakYokYolaDevam
Sen ben degil biz diyenleri, anlat daha
nice asirlara... Tirkiye icin ileri, daha
ileri.

AK Parti’den Interaktif Yerel Secim
Kampanyasi Gelecegini Sec

Haydi Tirkiye! Bir Daha Yeniden,
Gonulden Hizmete Gonllden EVET

266

Length

00:01:36
00:01:28
00:01:31
00:01:34
00:01:38
00:01:33
00:01:55
00:01:39
00:01:42
00:01:39
00:01:31
00:01:37
00:01:33
00:01:40
00:01:36
00:01:32
00:01:34
00:01:35
00:01:39
00:01:32
00:01:37
00:01:50
00:01:44
00:01:42
00:01:27
00:01:44
00:01:41
00:01:39
00:01:33
00:01:31
00:01:34
00:01:38
00:01:41
00:01:41

00:01:35

00:01:54

00:02:14

00:00:57

00:01:07

Views

171637
76330
206102
723636
113488
215292
233896
181082
784955
827014
332572
268384
177733
627964
305099
343434
233941
77159
215339
108373
735319
164808
228397
335753
271009
35244
646093
465644
249576
206102
723636
113488
1843104
524970

1288074

739

2160754

1637

1355302


https://www.youtube.com/watch?v=KU7iVHBVNFw&t=1s
https://www.youtube.com/watch?v=hjDCG8MPRXA&t=1s
https://www.youtube.com/watch?v=68FcNE9N3UI&t=2s
https://www.youtube.com/watch?v=P_rNyDt3zpk&t=3s
https://www.youtube.com/watch?v=M59jf7I8--A&t=1s
https://www.youtube.com/watch?v=hvK2lHvIoCE&t=1s
https://www.youtube.com/watch?v=oprMy1uPL6I&t=1s
https://www.youtube.com/watch?v=tho3-0WCjqM&t=1s
https://www.youtube.com/watch?v=65qtyWQFlr0&t=1s
https://www.youtube.com/watch?v=xx9MzYL7HOQ
https://www.youtube.com/watch?v=j1SHidHeqbA&t=1s
https://www.youtube.com/watch?v=YzlhOX4NCZU&t=1s
https://www.youtube.com/watch?v=hyAMry8elEI
https://www.youtube.com/watch?v=Mx8sDqFeCtI&t=1s
https://www.youtube.com/watch?v=IJY20K8iNy8&t=1s
https://www.youtube.com/watch?v=zdiaHVRMhPQ&t=1s
https://www.youtube.com/watch?v=mo0FSRI2a2k&t=1s
https://www.youtube.com/watch?v=E1s8GOQkbvc&t=1s
https://www.youtube.com/watch?v=OhM_V1yQ3cc
https://www.youtube.com/watch?v=aQI7TzmqQHk&t=1s
https://www.youtube.com/watch?v=azpUzpc0UyY&t=1s
https://www.youtube.com/watch?v=M5Iiaf9lLkY&t=1s
https://www.youtube.com/watch?v=n8rojBrfNeY
https://www.youtube.com/watch?v=mlhfT64NPD8&t=1s
https://www.youtube.com/watch?v=jnVWUeUW8GA&t=1s
https://www.youtube.com/watch?v=52-CL1di59k&t=1s
https://www.youtube.com/watch?v=osimx9bJRzk&t=11s
https://www.youtube.com/watch?v=iWr24H-FWcU
https://www.youtube.com/watch?v=N8ocHewHx14&t=4s
https://www.youtube.com/watch?v=68FcNE9N3UI&t=2s
https://www.youtube.com/watch?v=P_rNyDt3zpk&t=3s
https://www.youtube.com/watch?v=M59jf7I8--A&t=1s
https://www.youtube.com/watch?v=94aIEdFLYXI
https://www.youtube.com/watch?v=KnlvL5lSBbo
https://www.youtube.com/watch?v=vLIk8RQaYgw
https://www.youtube.com/watch?v=vLIk8RQaYgw
https://www.youtube.com/watch?v=e8k-lEORvYg
https://www.youtube.com/watch?v=e8k-lEORvYg
https://www.youtube.com/watch?v=GClWGIqXTpI&t=3s
https://www.youtube.com/watch?v=GClWGIqXTpI&t=3s
https://www.youtube.com/watch?v=GClWGIqXTpI&t=3s
https://www.youtube.com/watch?v=moqIOMQfmsU
https://www.youtube.com/watch?v=moqIOMQfmsU
https://www.youtube.com/watch?v=uzpRzxJfyOA&t=1s
https://www.youtube.com/watch?v=uzpRzxJfyOA&t=1s

5 E S % = 2
g £ % 2 Title (with embedded hyperlink) g @
m Z oOoc - >
132 28.03.19 #ileriDahalileri 00:01:44 1331555
133 29,0319 Duginaydnhk Tirkiye icin 00:02:31 1411963
yeniden Yollara diisme giiniidir
134 01.04.19 Canmmin I¢i Turkiyem! 00:01:32 930647
Total 03:34:09 54624291
Analysed 00:31:33 25328738
2019
Renewed
Istanbul
Bir zarfta 4 pusula var neden 1’1 AL
1 08.05.19 iptal edildi de 3’1’i'iptal edilmedi? 0:01:28 1299732
2 09,0519 Lumdetaylanylalstanbul 0:06:25 507956
Secimleri neden yenileniyor?
Total 00:07:53 1807688
Analysed 00:00:00 0
Pivot table:
Election Nli/r? dbe%rSOf Length Views
2002 General 3 0:12:39 N/A
2004 Local 9 1:30:01 N/A
2007 General 4 0:36:31 N/A
2007 Referendum 0 N/A N/A
2009 Local 2 0:15:09 N/A
2010 Referendum 0 N/A N/A
2011 General 47 3:27:59 1427891
2014 Local 106 1:12:19 38087200
2014 Presidency 0 N/A N/A
2015 General 61 1:00:12 1466970

2015 Second General

2017 Referendum

2018 General

2019 Local

2019 Renewed Istanbul
Total

67 0:27:27 1524537
60 1:05:02 4612566
58 1:35:56 38342308
134 3:34:09 54624291
2 0:07:53 1807688
553  15:05:17 141893451
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https://www.youtube.com/watch?v=ROTr2hbJn0Q&t=3s
https://www.youtube.com/watch?v=5r_jP-bbz5w&t=1s
https://www.youtube.com/watch?v=5r_jP-bbz5w&t=1s
https://www.youtube.com/watch?v=HthGCXFm7z0
https://www.youtube.com/watch?v=XyoOIH5Osi8&t=12s
https://www.youtube.com/watch?v=XyoOIH5Osi8&t=12s
https://www.youtube.com/watch?v=ITixuoPPa_s&t=2s
https://www.youtube.com/watch?v=ITixuoPPa_s&t=2s

B. LIST OF ANALYSED VIDEOS

Election Number Date of Title (with embedded hyperlink) Length
Release
2002
General
1 N/A  Glveniyorum 00:07:33
2 N/A  Karar milletin 00:04:00
3 N/A  Yizaki 00:01:06
Total 00:12:39
2004
Local
1 N/A  Belediyecilik ve 1 yillik icraat filmi 00:05:43
2 N/A Istanbul Yerel Secim Starti 00:06:23
3 N/A  Safak Sékerken Lider imaj Filmi 00:05:17
Total 00:17:23
2007
General
1 N/A So6z Verdik 00:05:31
2 N/A  Turkiye’nin Lideri 00:00:30
3 N/A  Tlrkiye’nin Partisi 00:00:30
Total 00:06:31
2009
Local
1 N/A  Turkiye’nin Partisi Filmi 00:10:00
Total 00:10:00
2011
General
1 N/A  Genel icraat Filmi 01:06:16
2 16.05.11 1. Saglik Reklam Filmi - Hayaldi Gercek Oldu  00:00:45
3 16.05.11 2. Saglik Reklam Filmi - Hayaldi Gercek Oldu  00:00:44
4 16.05.11 (ljllsl,jzitim Reklam Filmi - Hayaldi Gercek 00:00:45
5 16.05.11 Ekonomi Reklam Filmi - Hayaldi Gercek Oldu 00:00:45
6 16.05.11 1. Tarim Reklam Filmi - Hayaldi Gercek Oldu  00:00:45
7 16.05.11 2. Tarim Reklam Filmi - Hayaldi Gercek Oldu  00:00:45
8 16.0511 2. Sosyal Destek Reklam Filmi - Hayaldi 00:00:45
Gercek Oldu
9 170511 1. Sosyal Destek Reklam Filmi - Hayaldi 00:00:46
Gercek Oldu
10 17.05.11 1. Hava Yollar1 Reklam Filmi - Hayaldi 00:00:45
Gercek Oldu
11 17.05.11 2. Hava Yollar1 Reklam Filmi - Hayaldi 00:00:45
Gercek Oldu
12 17.0511 Karadeniz Sahil Yolu Reklam Filmi - Hayaldi 00:00:45

Gergek Oldu
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https://www.youtube.com/watch?v=kXraZ42r2bc
https://www.youtube.com/watch?v=3XXsUpcr5rM
https://www.youtube.com/watch?v=LbWztQu3R6U
https://www.youtube.com/watch?v=LbWztQu3R6U
https://www.youtube.com/watch?v=eZBHpGEjPL0
https://www.youtube.com/watch?v=_IbpdoHchU4
https://www.youtube.com/watch?v=S0Yexk77s0s
https://www.youtube.com/watch?v=aeTBNxBKRZ8
https://www.youtube.com/watch?v=aeTBNxBKRZ8
https://www.youtube.com/watch?v=oem4lMdYFrU
https://www.youtube.com/watch?v=oem4lMdYFrU
https://www.youtube.com/watch?v=V_hyv59fYBc
https://www.youtube.com/watch?v=V_hyv59fYBc
https://www.youtube.com/watch?v=ia6ZmN_7BEU
https://www.youtube.com/watch?v=ia6ZmN_7BEU
https://www.youtube.com/watch?v=px6gS7rJPWo
https://www.youtube.com/watch?v=px6gS7rJPWo

Date of

Election Number Title (with embedded hyperlink) Length
Release
13 17.05.11 Yiksek Hizli Tren Reklam Filmi - Hayaldi 00:00:46
Gercek Oldu
14 17.05.11 TOKI Reklam Filmi - Hayaldi Gercek Oldu 00:00:47
15 17.05.11 gﬁ;ﬂ Tineli Reklam Filmi - Hayaldi Gercek 00:00:45
16 20.05.11 é|]§§mm Reklam Filmi - Hayaldi Gercek 00:00:46
17 22.05.11 3. Saglik Reklam Filmi - Hayaldi Gercek Oldu  00:00:45
18 220511 é.l](;:ljzltlm Reklam Filmi - Hayaldi Gercek 00:00:45
19 22.05.11 3. Tarim Reklam Filmi - Hayaldi Gercek Oldu  00:00:46
20 24.05.11 élgljzltlm Reklam Filmi - Hayaldi Gercek 00:00:45
21 24.05.11 Ié?éﬁ Yollar1 Reklam Filmi - Hayaldi Gercek 00:00:46
AK Parti’nin Genel Icraatlari Reklam Filmi - AA.
22 31.05.11 Hayaldi Gercek Oldu 00:00:59
1. 2023 Hedefleri Reklam Filmi - Turkiye A
23 03.06.11 Hazir Hedef 2023 00:00:45
2. 2023 Hedefleri Reklam Filmi - Tirkiye .
24 04.06.11 Hazir Hedef 2023 00:00:45
3. 2023 Hedefleri Reklam Filmi - Tirkiye A
25 06.06.11 Hazir Hedef 2023 00:00:45
Recep Tayyip Erdogan’in Ayni Sarkisini Siir AL
26 09.06.11 Olarak Okudugu AK Parti Reklam Filmi 00:01:00
AK Parti 12 Haziran 2011 genel secimleri A
27 10.06.11 | }ihi Has bahcenin giililyiiz bi daha 00:01:19
Total 01:26:55
2014
Local '
1 020314 Otel Konforunda Yurtlar - Lafa Degil, Icraata 00:00:45
Bakarim
2 02.03.14 Saglik Hizmeti - Lafa Degil, icraata Bakarim 00:00:45
3 08.03.14 Genclik ve Kultir Merkezleri 00:00:45
4 08.03.14 Ben Sagligima Bakarim 00:00:45
5 08.03.14 Annemin Riiyasi 00:00:45
6 08.03.14 Tatile Cikiyoruz 00:00:45
7 08.03.14 Bizim Tirkiilerimiz Caliyor 00:00:45
8 08.03.14 Tarihimize Sahip Ciktik 00:00:45
9 08.03.14 Ayni Ben 00:00:45
10 14.03.14 Hakkari’de Bir Sabah 00:00:43
11 14.03.14 Cocuk Sesleri 00:00:39
12 14.03.14 Sechirde yasadigimizi anladik 00:00:45
13 14.03.14 Efendi olduk 00:00:45
14 14.03.14 Ailece huzura kavustuk 00:00:45
15 14.03.14 Yiksek hizli tren 00:00:45
16 14.03.14 |IMF’den kurtulduk 00:00:45
17 14.03.14 Kira 6der gibi ev sahibi oldum 00:00:45
18 14.03.14 Kuskunkiran Tuneli acildi 00:00:45
19 14.03.14 ki kita dort dakika 00:00:45
20 14.03.14 Simdi bir meslegim var 00:00:45
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https://www.youtube.com/watch?v=FKvbLKbZ4qs
https://www.youtube.com/watch?v=FKvbLKbZ4qs
https://www.youtube.com/watch?v=azgbhVHyrq8
https://www.youtube.com/watch?v=dHHxFV66eaE
https://www.youtube.com/watch?v=dHHxFV66eaE
https://www.youtube.com/watch?v=NRiCeYhYtGY
https://www.youtube.com/watch?v=NRiCeYhYtGY
https://www.youtube.com/watch?v=lExH9oP4mQc
https://www.youtube.com/watch?v=BXHFfDrZQEE
https://www.youtube.com/watch?v=BXHFfDrZQEE
https://www.youtube.com/watch?v=Pweu1ntGOmU
https://www.youtube.com/watch?v=BmqfdEeN6eE
https://www.youtube.com/watch?v=BmqfdEeN6eE
https://www.youtube.com/watch?v=-pv_fl8fzcM
https://www.youtube.com/watch?v=-pv_fl8fzcM
https://www.youtube.com/watch?v=Apa350pJzbs
https://www.youtube.com/watch?v=Apa350pJzbs
https://www.youtube.com/watch?v=i1PEE6Y6p1g
https://www.youtube.com/watch?v=i1PEE6Y6p1g
https://www.youtube.com/watch?v=EMlwrcSu6GA
https://www.youtube.com/watch?v=EMlwrcSu6GA
https://www.youtube.com/watch?v=HCohJFtc2Zw
https://www.youtube.com/watch?v=HCohJFtc2Zw
https://www.youtube.com/watch?v=uDw2dTY636c
https://www.youtube.com/watch?v=uDw2dTY636c
https://www.youtube.com/watch?v=HwEDqIouDdo
https://www.youtube.com/watch?v=HwEDqIouDdo
https://www.youtube.com/watch?v=0usMef8We3s
https://www.youtube.com/watch?v=0usMef8We3s
https://www.youtube.com/watch?v=o2nYUXujg9E
https://www.youtube.com/watch?v=pF-wFVNKILU
https://www.youtube.com/watch?v=np6uMBHSnB4
https://www.youtube.com/watch?v=dek_fjnXW78
https://www.youtube.com/watch?v=sOygviNZiuM
https://www.youtube.com/watch?v=biE2T1Lvi0A
https://www.youtube.com/watch?v=dVidCRmifJg
https://www.youtube.com/watch?v=dASQrviDe6c
https://www.youtube.com/watch?v=sT8JIorAuGk
https://www.youtube.com/watch?v=_71fUpWfFgI
https://www.youtube.com/watch?v=yfu_eOE7950
https://www.youtube.com/watch?v=Xseo8PS1cJ0
https://www.youtube.com/watch?v=7DwykTrkIVc
https://www.youtube.com/watch?v=k-RgcfPzozY
https://www.youtube.com/watch?v=jT6KwnQve8I
https://www.youtube.com/watch?v=kxUcWebqPyE
https://www.youtube.com/watch?v=0_NDKr5DUI4
https://www.youtube.com/watch?v=M-WHCqPVh54
https://www.youtube.com/watch?v=WyyRZ6T33Nc

Date of

Election Number Release Title (with embedded hyperlink) Length
21 14.03.14 Ben sampiyonum 00:00:45
22 14.03.14 Bahane yok 00:00:45
23 14.03.14 Engeller kalkiyor 00:00:45
24 14.03.14 Basortiisu yasag kalkt 00:00:45
25 14.03.14 Kina Gecesi ‘ 00:00:45
26 15.03.14 Yeni Nesiller Cok Sansli - Lafa Degil, Icraata 00:00:45

Bakarim
27 17.03.14 Dev Liman 00:00:34
28 17.03.14 Kendi Ucagimiz 00:00:31
29 17.03.14 Giicli Savunma Sanayi 00:00:35
30 17.03.14 Hedef 500 Milyar Dolar fhracat 00:00:34
31 17.03.14 Yerli Uydu 00:00:36
32 17.03.14 KKTC’nin Hayali Gercek Oldu 00:00:33
33 18.03.14 Halkin Adanin: Recep Tayyip Erdogan | 00:04:03
Dombra - Ugur Isilak
34 20.03.14 Millet Egilmez (yeni versiyon) 00:01:20
35 04.04.14 Tesekkirler Turkiye 00:00:25
Celikkus Yardim icin Geliyor Reklam Filmi - AA.
36 05.03.15 Yeni Tiirkiye Yolunda Daima ileri 00:00:42
Yavuz Sultan Selim Kdépriisi Reklam Filmi - .
37 05.03.15 Yeni Tiirkive Yolunda Daima ileri 00:00:34
Diinyanin En Biiyiik Havalimani Reklam Filmi AA.
38 05.03.15 - Yeni Tiirkive Yolunda Daima fleri 00:00:34
[zmit Korfezi’ne Képrii Reklam Filmi - Yeni .
39 050315 Tiirkiye Yolunda Daima fleri 00:00:33
Dev Sehir Hastaneleri Reklam Filmi - Yeni AR,
40 05.03.15 Tiirkiye Yolunda Daima fleri 00:00:34
41 05.03.15 Avrasya Tunell Rek_lam Filmi - Yeni Turkiye 00:00:34
Yolunda Daima Ileri
Total 00:32:04
2015
General
Kirkgecit Tiineli Reklam Filmi - Onlar A
1 25.04.15 Konusur AK Parti Yapar 00:00:45
2 28.04.15 AK Parti’den ‘Basortusu Yasag: Kalkti 00:00:41
reklam
Ozgiirliiklerin Onii Acildi Reklam Filmi - A
3 290.04.15 Onlar Konusur AK Parti Yapar 00:00:45
4 08.0515 Zihnivyet degisti | Onlar Konusur Ak Parti 00:00:43
Yapar
5 18.05.15 Istanbul’a 3.Kdprii 00:00:50
6 19.05.15 Yeni Otoyollar 00:00:53
7 19.05.15 150 Milyon Yolcu 00:00:54
8 19.05.15 34 Dev Sehir Hastanesi 00:00:57
9 19.05.15 Yeni Enerji Kaynaklari | Yeni Tirkiye 00:00:51
AK Parti 2001 Krizi Gondermeli TV Reklami AR,
10 20.05.15 Onlar Konusur AK Parti Yapar 00:00:46
11 27.05.15 Ilk Oyum Ilk Heyecan - #ilkOyumilkHeyecan  00:02:16
12 31.05.15 Yeni Tiirkive icin #DurmaKos 00:01:53
13 31.05.15 "Sadece 5 Harf" Deme 00:02:06
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https://www.youtube.com/watch?v=nAL2xoLUhZI
https://www.youtube.com/watch?v=_REGE1KX1pM
https://www.youtube.com/watch?v=B5tDdkcd0CE
https://www.youtube.com/watch?v=sHwNSIauBME
https://www.youtube.com/watch?v=IdMan90L3so
https://www.youtube.com/watch?v=YmhZX90kHFg
https://www.youtube.com/watch?v=YmhZX90kHFg
https://www.youtube.com/watch?v=PtppzJDG0Q8
https://www.youtube.com/watch?v=cKgQw4velJw
https://www.youtube.com/watch?v=8KSl-CmWCt4
https://www.youtube.com/watch?v=g2wOqx3pwk8
https://www.youtube.com/watch?v=vB42dF9_ut0
https://www.youtube.com/watch?v=1PYkPPj2bG4
https://www.youtube.com/watch?v=Kz_ELUkzWPo
https://www.youtube.com/watch?v=Kz_ELUkzWPo
https://www.youtube.com/watch?v=f_fAUNZfZ-s
https://www.youtube.com/watch?v=5mLWJs92iK0
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=hthXLkSnRZ4
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=6BEITO9wuZg
https://www.youtube.com/watch?v=zyr4NyDwIX4
https://www.youtube.com/watch?v=zyr4NyDwIX4
https://www.youtube.com/watch?v=2xlSLB9NNpk
https://www.youtube.com/watch?v=2xlSLB9NNpk
https://www.youtube.com/watch?v=fXHMtsFae5A
https://www.youtube.com/watch?v=fXHMtsFae5A
https://www.youtube.com/watch?v=dPcE58UBQEc
https://www.youtube.com/watch?v=dPcE58UBQEc
https://www.youtube.com/watch?v=IQ6g0tnS8mw
https://www.youtube.com/watch?v=IQ6g0tnS8mw
https://www.youtube.com/watch?v=5Tg-ncgUW1A
https://www.youtube.com/watch?v=LclGqZU8KAk
https://www.youtube.com/watch?v=SShLjSKNY6Y
https://www.youtube.com/watch?v=Brxu5Qn2bq8
https://www.youtube.com/watch?v=cwDeA_0bEA4
https://www.youtube.com/watch?v=GhZOZ2VuUXY
https://www.youtube.com/watch?v=GhZOZ2VuUXY
https://www.youtube.com/watch?v=kARGFKhClBg
https://www.youtube.com/watch?v=CcCS5n9rdKs
https://www.youtube.com/watch?v=WuVyfn7CFvQ

Election Number

14

15

16

17

18

19

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

36

37

Date of
Release

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

05.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

06.07.15

Title (with embedded hyperlink)

Ulasimin Hizi Artti Reklam Filmi - Onlar
Konusur AK Parti Yapar

Engeller Kalkti Reklam Filmi - Onlar Konusur
AK Parti Yapar

Saglikta Devrim Reklam Filmi - Onlar
Konusur AK Parti Yapar

Baba Olacagim Reklam Filmi - Onlar Konusur

AK Parti Yapar
2 Kita 4 Dakika Reklam Filmi - Onlar Konusur

AK Parti Yapar

Konforumuz Var Reklam Filmi - Onlar
Konusur AK Parti Yapar

Her Sey Giizellesti Reklam Filmi - Onlar
Konusur AK Parti Yapar

Turkuaz Sismik Arastirma Gemisi Reklam
Filmi - Onlar Konusur AK Parti Yapar
Uretenin Sirt1 Yere Gelmez Reklam Filmi -
Onlar Konusur AK Parti Yapar

Hayallerimize Kavustuk Reklam Filmi - Onlar
Konusur AK Parti Yapar

Doktor Evimize Geliyor Reklam Filmi - Onlar
Konusur AK Parti Yapar

Enerjimiz Blyuyor Reklam Filmi - Onlar
Konusur AK Parti Yapar

Cine Adnan Menderes Baraji Reklam Filmi -
Onlar Konusur AK Parti Yapar

Bu Topraklara Huzur Geldi Reklam Filmi -
Onlar Konusur AK Parti Yapar

Rahatim Yerinde Bursum Cebimde Reklam
Filmi - Onlar Konusur AK Parti Yapar
Hayatim Degisti Reklam Filmi - Onlar
Konusur AK Parti Yapar

Artik Okumak Cok Kolay Reklam Filmi -
Onlar Konusur AK Parti Yapar

Ucaga Binen Var M1 Reklam Filmi - Onlar
Konusur AK Parti Yapar

Kimse Tutamaz Beni Reklam Filmi - Onlar
Konusur AK Parti Yapar

Amcaoglu Reklam Filmi - Onlar Konusur AK
Parti Yapar

Gurur Duyuyorum Reklam Filmi - Onlar
Konusur AK Parti Yapar

Sehrimize Yakisan Stad Reklam Filmi - Onlar
Konusur AK Parti Yapar

Konusarak Cevreci Olunmuyor Reklam Filmi -
Onlar Konusur AK Parti Yapar

Ozel Okul Mu Reklam Filmi - Onlar Konusur

AK Parti Yapar

271

Length

00:00:49
00:00:49
00:00:45
00:00:44
00:00:45
00:00:45
00:00:44
00:00:45
00:00:43
00:00:45
00:00:42
00:00:39
00:00:45
00:00:45
00:00:49
00:00:45
00:00:45
00:00:45
00:00:41
00:00:45
00:00:49
00:00:44
00:00:43

00:00:45


https://www.youtube.com/watch?v=mBi7pmst4W4
https://www.youtube.com/watch?v=mBi7pmst4W4
https://www.youtube.com/watch?v=JkK4J07vq2M
https://www.youtube.com/watch?v=JkK4J07vq2M
https://www.youtube.com/watch?v=oAD9vdaL_4c
https://www.youtube.com/watch?v=oAD9vdaL_4c
https://www.youtube.com/watch?v=rd3ujGP9fTo
https://www.youtube.com/watch?v=rd3ujGP9fTo
https://www.youtube.com/watch?v=Eao2qcRvs-U
https://www.youtube.com/watch?v=Eao2qcRvs-U
https://www.youtube.com/watch?v=ck-PwqOps_A
https://www.youtube.com/watch?v=ck-PwqOps_A
https://www.youtube.com/watch?v=fQa8sr3WrXo
https://www.youtube.com/watch?v=fQa8sr3WrXo
https://www.youtube.com/watch?v=BMMfvlgO7TA
https://www.youtube.com/watch?v=BMMfvlgO7TA
https://www.youtube.com/watch?v=vsd5jsYhHjQ
https://www.youtube.com/watch?v=vsd5jsYhHjQ
https://www.youtube.com/watch?v=KXfV6aND4jg
https://www.youtube.com/watch?v=KXfV6aND4jg
https://www.youtube.com/watch?v=WiVkfEcOn8c
https://www.youtube.com/watch?v=WiVkfEcOn8c
https://www.youtube.com/watch?v=kJKCOJL4CDk
https://www.youtube.com/watch?v=kJKCOJL4CDk
https://www.youtube.com/watch?v=D_YLnHp9H9s
https://www.youtube.com/watch?v=D_YLnHp9H9s
https://www.youtube.com/watch?v=cAx337XdqdU
https://www.youtube.com/watch?v=cAx337XdqdU
https://www.youtube.com/watch?v=zNK3qwoc5Cg
https://www.youtube.com/watch?v=zNK3qwoc5Cg
https://www.youtube.com/watch?v=5Pg83aCkyG0
https://www.youtube.com/watch?v=5Pg83aCkyG0
https://www.youtube.com/watch?v=we_exLDyghE
https://www.youtube.com/watch?v=we_exLDyghE
https://www.youtube.com/watch?v=-5ji9Ojb8DI
https://www.youtube.com/watch?v=-5ji9Ojb8DI
https://www.youtube.com/watch?v=MH9Jsc2z4s0
https://www.youtube.com/watch?v=MH9Jsc2z4s0
https://www.youtube.com/watch?v=_L3yiKPl3HU
https://www.youtube.com/watch?v=_L3yiKPl3HU
https://www.youtube.com/watch?v=z0aMyJrgSmo
https://www.youtube.com/watch?v=z0aMyJrgSmo
https://www.youtube.com/watch?v=G301dhMEiHY
https://www.youtube.com/watch?v=G301dhMEiHY
https://www.youtube.com/watch?v=LR78CgDBizs
https://www.youtube.com/watch?v=LR78CgDBizs
https://www.youtube.com/watch?v=SkOcpNlB__s
https://www.youtube.com/watch?v=SkOcpNlB__s

Date of

Election Number Release Title (with embedded hyperlink) Length
Orhun Abideleri Reklam Filmi - Onlar .
38 06.07.15 Konusur AK_ Parti Yapar 00:00:45
Artik Bir Evimiz Var Reklam Filmi - Onlar AN,
39 06.07.15 Konusur AK Parti Yapar 00:00:46
40 07.07.15 Yerli Uv_dumuz Reklam Filmi - Onlar Konusur 00:00:55
AK Parti Yapar
Yeni Metro Hatlar1 Reklam Filmi - Onlar AR,
41 07.07.15 Konusur AK Parti Yapar 00:00:50
Turkiye’ye Yakisir Reklam Filmi - Onlar .
42 07.07.15 Konusur AK Parti Yapar 00:00:57
Kendi Savas Ucagimiz Reklam Filmi - Onlar AN
43 07.07.15 Konusur AK_Parti Yapar 00:00:55
Destek Var Bereket Var Reklam Filmi - Onlar .
44 07.07.15 Konusur AK Parti Yapar 00:00:54
45 07.07.15 AK Parti - Millet Geliyor 00:03:36
46 07.07.15 AK Parti - Canim Turkiyem 00:02:21
47 07.07.15 AK Parti - Gel Yine Beraber Bir Olalim 00:01:29
Dogunun Bogaz Kopriisii Reklam Filmi - AA.
48 07.07.15 Onlar Konusur AK Parti Yapar 00:00:59
Anadolu’nun Asiklar1 Reklam Filmi - Onlar o
49 07.07.15 Konusur AK Parti Yapar 00:01:04
Memleketimize De Bu Yakisirdi Reklam Filmi A
50 07.07.15 - Onlar Konusur AK Parti Yapar 00:00:46
Yeni Hizli Tren Hatlar1 Reklam Filmi - Onlar AN
51 07.07.15 Konusur AK Parti Yapar 00:00:52
Total 00:48:40
2015
Second
General
1 08.10.15 Haydi Bismillah 00:01:47
Bizimde Korkumuz Yok
2 171015 C #BizimdeKorkumuzY ok 00:00:22
3 17.10.15 Sen Ben Yok Tirkiye Var | 00:00:12
4 17.10.15 Sen Ben Yok Tirkiye Var Il 00:00:29
5 18.10.15 Sen Ben Yok Tirkiye Var Il 00:00:30
6 18.10.15 Sen Ben Yok Turkiye Var IV 00:00:28
7 18.10.15 Sen Ben Yok Tirkiye Var V 00:00:29
8 23.10.15 Ciftcilere Taahhiitlerimizl #TekBasinaisBasina 00:00:24
9 23.10.15 Ciftcilere Taahhiitlerimiz2 #TekBasinaisBasina 00:00:23
Polislerimize EK Gosterge
10 24.10.15 Artis1 #TekBasinalsBasina 00:00:23
Emeklilerimize Yilda 1200 TL Ek
11 24.10.15 Odeme #TekBasinaisBasina 00:00:26
Sosyal Yardim Taahhiitlerimiz
12 24.10.15 1 #TekBasinaisBasina 00:00:23
Sosyal Yardim Taahhiitlerimiz
13 24.10.15 2 #TekBasinaisBasina 00:00:32
14 24.10.15 Genclere Taahhiitlerimizl #TekBasinalsBasina  00:00:24
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https://www.youtube.com/watch?v=QC_JRcZ9crQ
https://www.youtube.com/watch?v=QC_JRcZ9crQ
https://www.youtube.com/watch?v=9Fa774OjhYM
https://www.youtube.com/watch?v=9Fa774OjhYM
https://www.youtube.com/watch?v=abJOl146nm8
https://www.youtube.com/watch?v=abJOl146nm8
https://www.youtube.com/watch?v=sQAbGl4Kiyw
https://www.youtube.com/watch?v=sQAbGl4Kiyw
https://www.youtube.com/watch?v=juPpwcJanE8
https://www.youtube.com/watch?v=juPpwcJanE8
https://www.youtube.com/watch?v=ZAhQjH06hdk
https://www.youtube.com/watch?v=ZAhQjH06hdk
https://www.youtube.com/watch?v=23i8gRTrHmw
https://www.youtube.com/watch?v=23i8gRTrHmw
https://www.youtube.com/watch?v=QBhM9tMnz2Q
https://www.youtube.com/watch?v=AwmEQWqMeuU
https://www.youtube.com/watch?v=GgITPCK2v5w
https://www.youtube.com/watch?v=BgWlEuaOWFs
https://www.youtube.com/watch?v=BgWlEuaOWFs
https://www.youtube.com/watch?v=Js8JiIGjf0Q
https://www.youtube.com/watch?v=Js8JiIGjf0Q
https://www.youtube.com/watch?v=euWhaYtdcPk
https://www.youtube.com/watch?v=euWhaYtdcPk
https://www.youtube.com/watch?v=ywV6oekMLwE
https://www.youtube.com/watch?v=ywV6oekMLwE
https://www.youtube.com/watch?v=LOZtZY4iRG8
https://www.youtube.com/watch?v=xdAdRGCWOOg
https://www.youtube.com/watch?v=xdAdRGCWOOg
https://www.youtube.com/watch?v=UYmDzzcGtKU
https://www.youtube.com/watch?v=Zl-KvMU8pHE
https://www.youtube.com/watch?v=IQE316pRF8s
https://www.youtube.com/watch?v=eeXDNf-db9U
https://www.youtube.com/watch?v=fE6o1zqcAxE
https://www.youtube.com/watch?v=l4G-oC4aa5s
https://www.youtube.com/watch?v=h9rcTRbH5-Y
https://www.youtube.com/watch?v=T_aV1Jgv8rw
https://www.youtube.com/watch?v=T_aV1Jgv8rw
https://www.youtube.com/watch?v=0HU8pfHApSU
https://www.youtube.com/watch?v=0HU8pfHApSU
https://www.youtube.com/watch?v=ZSHchX33qbM
https://www.youtube.com/watch?v=ZSHchX33qbM
https://www.youtube.com/watch?v=EV16HJNG1dc
https://www.youtube.com/watch?v=EV16HJNG1dc
https://www.youtube.com/watch?v=Slg5LSvY-qI

Date of

Election Number Release Title (with embedded hyperlink) Length
15 24.10.15 Genclere Taahhiitlerimiz2 #TekBasinaisBasina  00:00:28
16 24.10.15 Genclere Taahhiitlerimiz3 #TekBasinalsBasina  00:00:25

Kadinlara Taahhiitlerimiz
17 24.10.15 1 #TekBasinalsBasina 00:00:33
Kadinlara Taahhiitlerimiz A
18 24.10.15 2 #TekBasmalsBasina 00:00:33
Esnaf ve Kobilere Taahhitlerimiz A
19 24.10.15 1 #TekBasmaisBasina 00:00:31
Esnaf ve Kobilere Taahhutlerimiz .
20 24.10.15 2 #TekBasmalsBasina 00:00:33
21 24.10.15 Asgari Ucret 1300 TL #TekBasinaisBasina 00:00:39
22 27.10.15 Bu Memleket Hepimizin 00:02:23
Total 00:13:17
2018
General
1 24.05.18 Simdi sahlanma vaktidir 00:02:09
2 25.05.18 Turkiye Vakti - Amerika 00:00:58
3 25.05.18 Tirkiye Vakti - Fransa 00:00:58
4 25.05.18 Tirkiye Vakti - Japonya 00:00:58
5 25.05.18 Tirkiye Vakti - Hollanda 00:00:58
6 25.05.18 Tiurkiye Vakti - Almanya 00:00:58
7 25.05.18 Tiirkiye Vakti - Cin 00:00:58
8 25.05.18 Tirkiye Vakti - Finlandiya 00:00:58
9 25.05.18 Tiurkiye Vakti - Rusya 00:00:58
10 25.05.18 Tirkiye Vakti - Gliney Kore 00:00:58
11 25.05.18 Tirkiye Vakti - ispanya 00:00:58
12 31.05.18 Birlik Hikayemiz yeniden basliyor 00:01:38
13 05.06.18 24 Haziran’da Giizel Bir Baslangic yapmaya 00:02:15
hamrlamyoruz
14 06.06.18 Irlllsann_mzln inancinin, kimliginin yok sayildigi 00:00:57
glnleri #Hatirla
15 06.06.18 P.z.‘raSl 'olmayamn tedavi olamadigi 00:00:57
glnleri #Hatirla
Osrencilerin kitap bulamadigi, siniflara
16 06.06.18 sigamadigi, kara tahtaya mahkum oldugu 00:00:57
glnleri #Hatirla
Turkiye bize, biz Turkiye’ye o
17 07.06.18 emanetiz. #VakitTurkiyeVakti 00:01:18
18 07.06.18 Devletin malina deniz deyip, yetimin hakkina 00:00:57
el uzatanlar: #Hatirla
Hastanede doktor, bankada maas kuyrugu .
19 07.06.18 bekledigin giinleri #Hatirla 00:00:57
Daglarin kolayca asilamadigi, bitmeyen
20 08.06.18 yollarin yolcusuz birakildig: giinleri 00:00:57
unutmadik #Hatirla
21 08.06.18 Biz Ancak Riikuda Egiliriz 00:00:48
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https://www.youtube.com/watch?v=UZe2mIjnxSw
https://www.youtube.com/watch?v=Wp_lyenxIbk
https://www.youtube.com/watch?v=qiXqof4etj4
https://www.youtube.com/watch?v=qiXqof4etj4
https://www.youtube.com/watch?v=0Vzd5V8sZ6Y
https://www.youtube.com/watch?v=0Vzd5V8sZ6Y
https://www.youtube.com/watch?v=QxJ7r7gitiU
https://www.youtube.com/watch?v=QxJ7r7gitiU
https://www.youtube.com/watch?v=Zp4dAXxb9Es
https://www.youtube.com/watch?v=Zp4dAXxb9Es
https://www.youtube.com/watch?v=EmoVfQDl47w
https://www.youtube.com/watch?v=6PNXUxZ6Wx0
https://www.youtube.com/watch?v=43NSA8YP1a8&t=11s
https://www.youtube.com/watch?v=MMcsogpO5n8
https://www.youtube.com/watch?v=icOhGKWihOk
https://www.youtube.com/watch?v=Z-Y3th8k400
https://www.youtube.com/watch?v=P_wkZ47Eb1c
https://www.youtube.com/watch?v=zT6WxvIalZc
https://www.youtube.com/watch?v=eZ5Vf8F3eu4
https://www.youtube.com/watch?v=IkRk0Ah_I-4
https://www.youtube.com/watch?v=DR-Gco7i7Wk
https://www.youtube.com/watch?v=QY_9qMRmHHE
https://www.youtube.com/watch?v=tWLMKX7lTXw
https://www.youtube.com/watch?v=cJlst9aWpQA&t=1s
https://www.youtube.com/watch?v=N87pwgzn-OA&t=1s
https://www.youtube.com/watch?v=N87pwgzn-OA&t=1s
https://www.youtube.com/watch?v=u11CMEMplns
https://www.youtube.com/watch?v=u11CMEMplns
https://www.youtube.com/watch?v=T3aJ5FIUZkI
https://www.youtube.com/watch?v=T3aJ5FIUZkI
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=_wJrt7qNQP4
https://www.youtube.com/watch?v=pbkNQ_bkjko
https://www.youtube.com/watch?v=pbkNQ_bkjko
https://www.youtube.com/watch?v=6cK1XBqbGWk
https://www.youtube.com/watch?v=6cK1XBqbGWk
https://www.youtube.com/watch?v=crhmDDtf7Rk
https://www.youtube.com/watch?v=crhmDDtf7Rk
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=F6VbEFLUNo0
https://www.youtube.com/watch?v=nnijSL39GFM

Election Number

22

23

24

25

26

27

28

29
30

31

32

33

34

35

36

37

38

39
40

41

42

43

44

Date of
Release

10.06.18

12.06.18

12.06.18

12.06.18

12.06.18

12.06.18

12.06.18

12.06.18
13.06.18

18.06.18

18.06.18

20.06.18

20.06.18

20.06.18

20.06.18

20.06.18

20.06.18

21.06.18
21.06.18

21.06.18

21.06.18

21.06.18

21.06.18

Title (with embedded hyperlink)

Cocuk! Senin sinen; Anadolu kadar genis,
Akdeniz gibi sicak, Agr1 Dag1 kadar

ylcedir! #HatirlaCocuk

Yerli otomobil iizerinde calismaya baslayan
Tirkiye, artik masaya

oturuyor. #VakitTurkiyeVakti

Ulasim, lojistik ve tasimacilik degerleri
degisiyor. #VakitTurkiyeVakti

Atatiirk Havalimani’ndan 7 kat biiyiik,
diinyanin tek 7 pistli havalimani

olacak. #VakitTurkiyeVakti

Ozgiin uretimlerin yerlilik orani yiizde 65’in
tizerine cikmustir. #VakitTurkiyeVakti
Istanbul’un farkli bolgelerinde 30 tane daha
yesil alan tesis edilecek. #VakitTurkiyeVakii
Biz birlikte giicli, birlikte Turkiye’yiz. Vakit,
gelecege el ele yiiriime vakti! #Eliniuzat
Mabher Zain - Hasat Vakti

Biz birlikte giicliyiz! #EliniUzat

Biz calistikca konusacaklar Yikilmadan dimdik
dura dura Bizim gucimuizdir iman, dua dua
Simdi elini uzat, en gucli devir

baslasin. #ZimrudiAnka Tirkiye icin
kanatlansin

Biz Ege’den Karadeniz’e, Dogu’dan
Marmara’ya, birlikte gucli, birlikte glzeliz
Milli Teknoloji Hamlesini baslattik. 60 adet
yerli IHA’miz, Hiirkus ucaklarimiz semalarda
Milli Teknoloji Hamlesini baslattik. Tk Milli
Haberlesme Uydu Projesini baslattik

Milli Teknoloji Hamlesini baslattik.
Turkiye’nin ilk seyir flizelerini gelistirdik
AK’tir bizim davamiz, ay yildiz gibi AK Vakit
Tiurkiye Vakti! Haydi ayaga kalk!

Rehber tuttum yiiregimi Diistiim sevdanin
ardindan Go¢ eyledim gayn

durmam #D6nmemGeri senin yolundan
WEXTA TURKIYE - TURKIYE VAKTI
Milli Teknoloji Hamlesini baslattik. 150 yildir
yaptirilmayan milli piyvade tiifegimizi Urettik
Milli Teknoloji Hamlesini baslattik. AR-GE
yatirimlarini 110 milyar TL’ ye cikardik

Milli Teknoloji Hamlesini baslattik. 110 yeni
nesil Organize Sanayi Bélgesi kurduk

Milli Teknoloji Hamlesini baslattik. Teknopark
sayisini 5’ten 77 ve cikardik

Milli Teknoloji Hamlesini baslattik. Elektrikle

¢alisan yerli otomobilimiz 2021°de yollara
cikiyor
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Length

00:02:02

00:01:10
00:01:08

00:01:00

00:01:14
00:01:06

00:01:31

00:03:53
00:01:24

00:02:36

00:02:50

00:01:21
00:00:43
00:00:36
00:00:33

00:02:21

00:02:24

00:01:47
00:00:38

00:00:40
00:00:39

00:00:39

00:00:34


https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=sM8vRdlD3Yw&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
https://www.youtube.com/watch?v=HNq4732BI4w&t=1s
https://www.youtube.com/watch?v=zAokPVFulE0
https://www.youtube.com/watch?v=zAokPVFulE0
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=TYWc2GD_ZaY&t=1s
https://www.youtube.com/watch?v=qurbZOj6KKk
https://www.youtube.com/watch?v=qurbZOj6KKk
https://www.youtube.com/watch?v=hx7j49W_Yzg&t=1s
https://www.youtube.com/watch?v=hx7j49W_Yzg&t=1s
https://www.youtube.com/watch?v=A0M8s0CAGhk&t=5s
https://www.youtube.com/watch?v=A0M8s0CAGhk&t=5s
https://www.youtube.com/watch?v=PT3IZw--MLY
https://www.youtube.com/watch?v=CvcsUYwtOoY&t=16s
https://www.youtube.com/watch?v=kI_DHSdCpkI&t=2s
https://www.youtube.com/watch?v=kI_DHSdCpkI&t=2s
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=4ea0KzGgt3E
https://www.youtube.com/watch?v=UfAT5qT-RMM
https://www.youtube.com/watch?v=UfAT5qT-RMM
https://www.youtube.com/watch?v=5O4MZtR0WQA
https://www.youtube.com/watch?v=5O4MZtR0WQA
https://www.youtube.com/watch?v=SVLxMdbi8oY
https://www.youtube.com/watch?v=SVLxMdbi8oY
https://www.youtube.com/watch?v=lDRIQY-sYjU
https://www.youtube.com/watch?v=lDRIQY-sYjU
https://www.youtube.com/watch?v=TrswAPBW8f4&t=1s
https://www.youtube.com/watch?v=TrswAPBW8f4&t=1s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=pFsuTlJmboc&t=2s
https://www.youtube.com/watch?v=BWPY0PCbpLw
https://www.youtube.com/watch?v=XAG6cnOMdvA
https://www.youtube.com/watch?v=XAG6cnOMdvA
https://www.youtube.com/watch?v=U745lwnWtPc
https://www.youtube.com/watch?v=U745lwnWtPc
https://www.youtube.com/watch?v=QTii54NWqE8
https://www.youtube.com/watch?v=QTii54NWqE8
https://www.youtube.com/watch?v=Ar0WMEl_57I
https://www.youtube.com/watch?v=Ar0WMEl_57I
https://www.youtube.com/watch?v=ghWc_o8rnNs
https://www.youtube.com/watch?v=ghWc_o8rnNs
https://www.youtube.com/watch?v=ghWc_o8rnNs

Election Number

Date of

Title (with embedded hyperlink)

Length

Release
45 22.06.18 Haziriz Turkiye! 00:04:41
Vakit ulasimda da diinya lideri olma
46 22.06.18 vakti! #HazinzTurkive... 00:00:57
Bizim micadelemiz Tirkiye
47 22.06.18 mucadelesi #HazirizTiirkiye 00:00:28
48 220618 Legisimibirlikte baslattik, birlikte 00:00:56
sirdiriyoruz #HazirizTurkiyve
49 22.06.18 Meclis icin Gengclik Vakti 00:01:04
Biz Birlikte Tirkiye’yiz- AL
50 22.06.18 #VakitKaradenizVakti 00:01:28
51 23.06.18 Ovyunlara karst oyunu kullan! 00:00:39
52 24.06.18 Tesekkiirler Tiirkive! #TurkiveKazandi 00:00:20
53 250618 #Vaklt'[urklye“\/a.ktl Birlikte gliclii bu Ulke, 00:00:54
Tesekkirler Tirkiye!
Total 01:07:46
2019
Local
1 310119 Her sehir kendi sesiyle giizel. Cevreye duyarli 00:00:35
kampanyamiz baslamustir.
2 01.02.19 Gonla guzel insanlarin tlkesidir burasi. 00:01:01
Her sehir kendi sesiyle giizel. Cevreye duyarli A
3 02.02.19 : 00:00:36
secim kampanyamiz baslamistir.
4 03.02.19 Her. sehir kendi sesiyle giizel. Cevreye duyarli 00:00:36
secim kampanyamiz baslamistir.
5 04.02.19 Her- sehir kendi sesiyle giizel. Cevreye duyarli 00:00:36
secim kampanyamiz baslamistir.
6 04.02.19 Bir isi gOniilden yaparsan, goniiller 00:00:58
kazanirsin.
7 05.02.19 Her. sehir kendi sesiyle giizel. Cevreye duyarli 00:00:36
secim kampanyamiz baslamistir.
8 06.02.19 Gonlu guzel insanlarin tlkesidir burasi 00:01:25
9 090219 Bir isi goniilden vaparsan, goniiller 00:01°13
kazanirsin.
10 11.02.19 Bir isi gOniilden yaparsan, goniller 00:00:46
kazanirsin.
11 12.02.19 Birisi g0niilden yaparsan, goniiller kazanirsin ~ 00:01:34
12 14.02.19 Vatanimiz, milletimiz, sevgilimiz bizim. 00:00:54
Memleket sevdasiyla isini géniilden yaparsan,
13 150219 gOniiller kazanirsin. 00:01:13
Goniilden yapip goniiller kazaninca, Sayin
14 19.02.19 Baskan degil "Benim Baskanim" olursun 00:01:30
Iyi giinde kotii giinde hep yaninizdayiz ciinkii;
15 20.02.19 Beledive Isi Goniil Isi 00:01:33
16 04.03.19 Bizim isimiz gonillere kopriu kurmaktir. 00:01:12
17 12.03.19 El ele, gonul gdnile Yikselen Turkiye 00:01:41
18 20.03.19 Yikselen Tirkiye icin #HizKesmedenDevam  00:01:35
Goniilden yaparsan, goniiller kazanirsin.
19 22.03.19 #DurmakYokYolaDevam 00:01:54
Sen ben degil biz diyenleri, anlat daha nice
20 26.03.19 asirlara... Turkiye icin ileri, daha ileri. 00:02:14
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https://www.youtube.com/watch?v=HmYAYL80Gj0&t=5s
https://www.youtube.com/watch?v=XiAd4vIDLrg
https://www.youtube.com/watch?v=XiAd4vIDLrg
https://www.youtube.com/watch?v=V1b53qeT7HI
https://www.youtube.com/watch?v=V1b53qeT7HI
https://www.youtube.com/watch?v=hzS7jdRxD_U
https://www.youtube.com/watch?v=hzS7jdRxD_U
https://www.youtube.com/watch?v=O2dz29oQTGI&t=2s
https://www.youtube.com/watch?v=kIM1CxkGquA&t=10s
https://www.youtube.com/watch?v=kIM1CxkGquA&t=10s
https://www.youtube.com/watch?v=yWGrBUSkbzI
https://www.youtube.com/watch?v=oktasjkOQFE
https://www.youtube.com/watch?v=nzYuK10TBPo
https://www.youtube.com/watch?v=nzYuK10TBPo
https://www.youtube.com/watch?v=YsSs0hZW8kc
https://www.youtube.com/watch?v=YsSs0hZW8kc
https://www.youtube.com/watch?v=HwGg2wzo56M&t=1s
https://www.youtube.com/watch?v=QT_Z8p1oUkI
https://www.youtube.com/watch?v=QT_Z8p1oUkI
https://www.youtube.com/watch?v=iqS6H-7ejcI
https://www.youtube.com/watch?v=iqS6H-7ejcI
https://www.youtube.com/watch?v=Lq-gxOJrgCs
https://www.youtube.com/watch?v=Lq-gxOJrgCs
https://www.youtube.com/watch?v=AnU-kJSwpyw
https://www.youtube.com/watch?v=AnU-kJSwpyw
https://www.youtube.com/watch?v=kANeO5r0P0U
https://www.youtube.com/watch?v=kANeO5r0P0U
https://www.youtube.com/watch?v=k6zhhPIKimw&t=3s
https://www.youtube.com/watch?v=zTjtolds4X0&t=9s
https://www.youtube.com/watch?v=zTjtolds4X0&t=9s
https://www.youtube.com/watch?v=ic3dY5oiDYA
https://www.youtube.com/watch?v=ic3dY5oiDYA
https://www.youtube.com/watch?v=izgeBIIRGiM&t=11s
https://www.youtube.com/watch?v=eyeFF1sC3hA
https://www.youtube.com/watch?v=D2rXYwqYnF8
https://www.youtube.com/watch?v=D2rXYwqYnF8
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=z-KJLDJZBas&t=1s
https://www.youtube.com/watch?v=5S3nI281xX8&t=18s
https://www.youtube.com/watch?v=5S3nI281xX8&t=18s
https://www.youtube.com/watch?v=p4jsoLvvIHw&t=1s
https://www.youtube.com/watch?v=94aIEdFLYXI
https://www.youtube.com/watch?v=vLIk8RQaYgw
https://www.youtube.com/watch?v=GClWGIqXTpI&t=3s
https://www.youtube.com/watch?v=GClWGIqXTpI&t=3s

AK Parti’den Interaktif Yerel Secim

21 27.03.19

Kampanyasi Gelecegini Sec 00:00:57
. Date of . . .
Election Number Release Title (with embedded hyperlink) Length
Haydi Tirkiye! Bir Daha Yeniden, Goniilden
22 28.03.19 Hizmete Goniilden EVET 00:01:07
23 28.03.19 #lleriDahalleri 00:01:44
Bugiin aydinlik Tirkive icin yeniden yollara
24 29.03.19  jiome giiniidiir 00:02:31
25 01.04.19 Canmmn ici Tiirkiyem! 00:01:32
Total 00:31:33
Pivot table:
. Number of
Election Videos Length
2002 General 3 00:12:39
2004 Local 3 00:17:23
2007 General 3 00:06:31
2009 Local 1 00:10:00
2011 General 27 01:26:55
2014 Local 41 00:32:04
2015 General 51 00:49:25
2015 Second General 22 00:13:17
2018 General 53 01:07:46
2019 Local 25 00:31:33
Total 229 05:27:33
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https://www.youtube.com/watch?v=moqIOMQfmsU
https://www.youtube.com/watch?v=moqIOMQfmsU
https://www.youtube.com/watch?v=uzpRzxJfyOA&t=1s
https://www.youtube.com/watch?v=uzpRzxJfyOA&t=1s
https://www.youtube.com/watch?v=ROTr2hbJn0Q&t=3s
https://www.youtube.com/watch?v=5r_jP-bbz5w&t=1s
https://www.youtube.com/watch?v=5r_jP-bbz5w&t=1s
https://www.youtube.com/watch?v=HthGCXFm7z0

C. DISTRIBUTIONS OF EMOTIONS ELECTION BY ELECTION

Distribution of Emotions in 2002 General Election Campaign Ads
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Distribution of Emotions in 2004 Local Election Campaign Ads

100

D N o ©
o O O o

Number of Coded Segments
N w B a1
o O o o

=
o

0 — S— e

2004
Election Years
m Fear (Anxiety/Worry) m Anger (Outrage/Disgust) Enthusiasm (Hope/Joy)

Contentment Pride Arrogance/Contempt
m Sadness (Disappointment) = Compassion (Sympathy) = Amusement
m Trust (Loyalty) m Surprise

277



Distribution of Emotions in 2007 General Election Campaign Ads
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Distribution of Emotions in 2009 Local Election Campaign Ads
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Distribution of Emotions in 2011 General Election Campaign Ads
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Distribution of Emotions in 2014 Local Election Campaign Ads
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Distribution of Emotions in June 2015 General Election Campaign Ads
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Distribution of Emotions in November 2015 General Election Campaign Ads
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Distribution of Emotions in 2018 General Election Campaign Ads
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Distribution of Emotions in 2019 Local Election Campaign Ads
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D. DISTRIBUTIONS OF INDIVIDUAL EMOTION TYPES ACCORDING TO
ELECTION YEARS

Distribution of Type of Emotion: Fear (Anxiety/Worry)
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Number of Coded Segments

Number of Coded Segments

Distribution of Type of Emotion: Enthusiasm (Hope/Joy)
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Distribution of Type of Emotion: Sadness (Disappointment)
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Distribution of Type of Emotion: Compassion (Sympathy)
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F. TURKISH SUMMARY / TURKCE OZET

SIYASETTE DUYGULARIN ANALIZIi: 2002°’DEN 2019°’A TURKIYE’DE
IKTIDAR PARTISININ SECIM KAMPANYALARI

2«6

Demirer’in aktardigi tizere, “kilometrekareye diisen “uzman,” “masum,”
“magdur” ve “ahlakli” oranmin en {ist seviyelerde oldugu tilkemizde, siyasal karar
alma ve toplumsal uzlas1 baglaminda politik psikoloji arastirmalarinin yeri 6nemlidir”
(A. Bora & Dede, 2018, s. 12). Demirer, “siyasal stireglerin psikolojik bir perspektiften
incelenmesiyle ilgilenen disiplinler arasi bir bilimsel aragtirma alan1” (Hizli Sayar vd.,
2020, s. 2) olarak siyaset psikolojisi aragtirmalarinin, giincel siyasal sorunlara yalnizca
aktorler ve kurumlar Uzerinden degil, ayni zamanda bunlar arasindaki belirli
dinamikler iizerinden de farkli bir perspektifle bakmaya olanak tanidigini
vurgulamaktadir (A. Bora & Dede, 2018, s. 10). Buna bagli olarak, siyasette duygular
alani, kiiresel akademide agirlikli olarak secimler ve kampanyalarla ilgili saygin
arastirma ve ¢alismalara konu olmustur. Ancak Tiirkiye’de bu alana yonelik akademik
ilgi gorece yenidir. Duygular c¢ercevesinde Tiirkiye’de ve Tiirkiye (zerine yapilan
birgok calisma segimler, siyasal kampanyalar, siyasal iletisim stratejileri, medya ve
cerceveleme, propaganda, siyasal reklamcilik, siyasette sosyal medya stratejileri,
toplumsal cinsiyet ¢aligmalari, kamuoyu, toplumsal hareketler, sembolik siyaset ve
duygu sosyolojisi konularina odaklanmaktadir. Bu ¢alismalardan biri olmaya aday bu
arastirma, giiniimiiz Tiirkiye’sindeki se¢imleri ve kampanyalarda kullanilan duygulari
bir araya getirmektedir. Bu dogrultuda bu tez, Tirkiye siyasetini, duygular1 da igeren
bir perspektiften yeniden okuma iddiasindadir. Dolayisiyla, duygular: “somutlastiran”
secim kampanyalarinin detayli bir analizi yoluyla, Tlrk siyaseti literatiirline ve
duygularin siyasal 6nemi iizerine gelismekte olan arastirmalara katkida bulunacaktir.

Giirpmnar’in (2020) ileri siirdiigii gibi, siyaset sadece rasyonel tercihlere gore
kendini konumlandirmak degil, ayn1 zamanda (belki de daha onemlisi) ahlaki bir

cerceveye dayanan duygusal 6z-tatmin ve kendini gergeklestirme mekanizmalarini
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tatmin etmekle ilgilidir. insanlar, kamusal alanda sadece akillariyla degil, duygulariyla
da var olurlar ve bekledikleri sey hem maddi hem de manevi ihtiyaglarinin tatmin
edilmesidir. Bu bakimdan bir topluluk olusturmak ve bu toplumda yasamak igin
gerekli olan siyaset, duygulardan bagimsiz degildir. Basit¢e ifade etmek gerekirse,
duygulara yoOnelik sosyal insaci yaklasima paralel olarak, “duygular, toplumsalin
diizenlemesi siirecinin bir pargasidir” (Plutchik, 2001, s. 348). Odagimiz1 gundelik
siyasete cevirdigimizde, “goniil belediyeciligi,” “ilk ask Istanbul” (Pektas, 2019) gibi
kaniksanan ve tuhaf bulunmayan, bir bakima moda sozciiklere doniisen ¢ok sayida
“duygu ifadesi” ile karsilasiimaktadir. Veyahut, Ekrem imamoglu’nun 2019 Istanbul
yerel secimlerindeki zaferi, coskusunu (“Gengligimiz var, heyecanimiz yiiksek™) ve
bunun se¢gmene yansimasini dikkate almadan yorumlanamayacaktir. Bu oOrnekler
ortadayken, siyasetin sadece akilla/rasyonel olanla ilgili, ¢ikar ve rant gibi
motivasyonlarla belirlenen bir alan olarak anlagilmamasi iizerinde daha fazla durmak
gerekmektedir (Uzun Avci, 2020, s. 108).

Adalet ve Kalkinma Partisi’nin (AKP) iktidar1 boyunca yarattig1 duygusal-
siyasal baglam sabit degil, dinamik bir toplumsal iliskiler siireci, yani duygusal
sermaye birikimidir. Mevcut ¢alismalarda AKP’nin yirmi yillik iktidarinin karmagik
dinamiklerine, yani se¢cim basarilarinin ardindaki faktorlere iliskin tatmin edici
aciklamalarin eksikligi goz oniine alindiginda, gdzden kagan veya yeterince analiz
edilmemis faktorlerin aragtirilmasi daha derin i¢ goriiler saglayabilir. Duygularin
AKP’nin yonetim tarzinin énemli bir parcasi oldugu anlayisindan hareketle (Uzun
Avct, 2020, s. 107), bu tezde arastirma materyali olarak se¢im kampanyasi videolari,
aciklanmasi gereken olgu olarak ise duygular se¢ilmistir.

Ana arastirma sorusu, digerlerinin yani sira, “AKP, iktidarim pekistirme
yolunda se¢im kampanyalarinda duygulart nasil sekillendirmis, somutlagtirmis ve
aktarmistir?” seklindedir. Dolayisiyla bu tez, AKP’nin se¢im kampanyalarinda
duygular1 nasil doniistiirdiigiine ve somutlastirdigina odaklanmaktadir.

Ayni sekilde bu tez, siyasal partilerin iktidar iliskileri ugruna duygusal iliskileri
nasil degerlendirdiklerini ele almaktadir. Bir yandan seg¢menlerin kamusallik,
toplumsallik ve siyasetle iliskili duygularini nasil yonlendirip manipule ettiklerini;
diger yandan da bu yogunluklar (hisleri ve duygular1) nasil iirettiklerini, dolasima
soktuklarini, bir araya getirip metalastirdiklarini ve dl¢iilebilir niceliklere, yani sandik

tutanaklarina donistiirdiiklerini sorgulamaktadir. Ayni1 zamanda, AKP’nin se¢im
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kampanyalarinda duygularin somutlagtirilmasina yonelik yaklasiminin zaman iginde
degisip degismedigi de tespit edilmeye calisilmaktadir. Bu sorgulamalar
dogrultusunda, bu tezin amaglari, duygularin nasil donistiiriildigiinii ve arzu edilen
se¢cim amaglar1 i¢in kampanya taktikleri olarak nasil hedeflendigini belirlemek;
Tiirkiye’deki se¢im kampanyalar1 araciligiyla siyasette duygularin somutlagtirilmasini
gostermek; 20 yili agkin siiredir AKP’nin duygusal referanslarinin degisimini ve
dongiisiinii ortaya ¢ikarmak; duygularima ve hislerine dokunma, canlandirma,
cesaretlendirme, manipiile etme, tetikleme, kiskirtma ve yildirma agisindan AKP’nin
secmenlere yaklagimlarini tespit etmektir. Bu dogrultuda, AKP’nin siyasal iletisim
alaninda toplumsal ve kiiltiirel olarak insa edilen duygularin bir haritasini ¢ikarmaya
calismaktadir. Dolayisiyla bu tez, duygularin roliinii anlamanin siyaseti anlamay1
gelistirebilecegini de one siirmektedir. Bu nedenle, basit bir ifadeyle, AKP’nin
kampanyalarinda duygularin nasil somutlastirildigina odaklanmaktadir.

Burge (2020), akademik odagin genellikle insanlarin duygulari nasil
deneyimledigi, yani duygularin segmen davranisini nasil etkiledigi iizerinde oldugunu
iddia etmektedir. Bununla birlikte, duygularin siyasal kampanyalar tarafindan islevsel
hale getirilmesi, duygularin siyaset izerindeki ve siyaset icin etkisini anlamak icin de
onemlidir. Bu dogrultuda, secim kampanyalarinda duygular ve stratejiler arasindaki
baglantilar, kampanyalarin duygusal-siyasal mesajlarin1 inceleyerek, yani ifade,
iletisim ve degerlendirmelerini gozlemleyerek degerlendirilebilir. Kampanyalarin
gercek diinyasinda bir laboratuvar ortamimin olmamasi, duygusal g¢ekiciliklerin ne
zaman ve hangi kosullar altinda yapildigin1 anlamada eksikliklere yol agmakta ve halk
duygusal kampanya mesajlarin1 kontrollii bir ortamda deneyimlememektedir (Ridout
& Searles, 2011, s. 442). Bu nedenle, kampanyalarin duygulart ne zaman, neden ve
nasil uyandirdiginin incelenmesi alana 6nemli bir katki saglayacaktir.

Bu yaklagimlardan hareketle, duygularin muazzam bir yer kapladigi bir siyaset
ortam1 olarak se¢im kampanyalari, duygularin 6teki yliziinii -yani hissedenlerin bakis
acisindan degil, duygular1 bireysel oldugu kadar toplumsalin olusumunun da ig¢sel bir
bileseni olarak kabul ederek, hislere ve duygulara neden olan nesnelerin ve olgularin
bakis agisindan- arastirmak i¢in degerli bir temel saglar. Dolayisiyla, bu arastirmanin
temel amaci, Tiirkiye’nin iktidar partisi AKP’nin se¢cim kampanyalarindaki uzun
vadeli duygu dongiislinli ortaya cikarmaktir. Se¢im basarilarint ya da duygularin

Tiirkiye siyasetindeki yerini tek tarafli, yani tek bir perspektiften aciklama iddiasinda
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olmamakla birlikte; bu arastirma g¢abasi, AKP’nin uzun siire iktidarda kalmasina
katkida bulunan temel faktorlerin anlagilmasina yardimci olabilecektir. Dolayisiyla,
duygular ve duygularin siyasetteki yeri arastirma nesnesi olarak ele alinabilmektedir.
AKP duygular siyasal arenaya enjekte ederken, dindarlik iizerinden magduriyeti ya
da “goniil belediyeciligi” veya “gonlii gilizel Tirkiye” gibi duygu ifadelerini
kullanmaktan ¢ekinmemektedir. Bununla birlikte, AKP, duygusal ya da rasyonel
olmasma bakilmaksizin her se¢cim doneminde olduk¢a yogun kampanyalar
yiirlitmektedir. Son yillarda neredeyse tiim siyasal meselelerde duygusal bagajini
devreye soktugu da gorillmektedir. Ornegin, duygularin siyaseti, savasa yol acan bir
dis politika hamlesinde hemen ortaya ¢ikabilmekte ya da se¢im stratejilerine iliskin
sert siyasal tartismalar sadakat ve kizginlik gibi belirli duygulara yaslanabilmektedir
(Can, 2019). Dolayisiyla, duygularin AKP’nin uzun vadeli siyasal varligina ve se¢im
basarist yoluyla iktidarini pekistirmesine katkida bulunan araglardan biri oldugu iddia
edilebilecektir.

Bu tez i¢in analizin belkemigini olusturan birincil kaynaklar, AKP’nin se¢im
kampanyasi reklamlaridir (yani, yalnizca videolardan olusan goérsel materyallerdir).
Sadece kampanya videolarina odaklanmakta ve basili ya da isitsel siyasal iletisim
(brosiirler, el ilanlari, radyo spotlari vb.) gibi diger kampanya reklam kanallarini
disarida birakmaktadir. Bunun nedeni, video reklamlarin duygusalligin ortaya
¢ikmasini kolaylastiran metinsel-isitsel-gorsel kombinasyonunu icermesidir. Bu
videolar, bu arastirmanin veri setini olusturmakta ve metodoloji boliimiinde ayrintili
olarak aciklanmaktadir. Arastirmanin dayandig ikincil kaynaklar temel olarak ¢esitli
akademik kitaplar ve makaleler, gazete haberleri ve ¢evrimici kdse yazilari, blog
yazilar1 ve kanaat raporlari, belgeseller ve ¢esitli videolardir.

Bu tez asagidaki sekilde yapilandirilmistir: Duygular: Kegfetmek: Siyasette ve
Secim Kampanyalarinda Duygularin Kapsamli Bir Incelemesi bashkli agilis boliimii,
siyasette ve se¢im kampanyalarinda duygulara iliskin kapsamli bir literatiir taramasi
sunmaktadir. Son yillarda, duygular ve siyasetin kesisimi, giderek artan bir akademik
ilgi alan1 haline gelmistir. Siyaset bilimi disiplini ve 6zellikle siyasal katilim ve oy
verme davranisi lizerine yapilan aragtirmalar, uzun yillardir ekonomiden 6diing alinan
“rasyonel tercih kurami1” varsayimi altinda analizler yUrQtirken, siyaset felsefesindeki
caligmalar duygu ve akli harmanlamistir (E. Erdogan & Uyan-Semerci, 20193, s. 53).
Brader (2006, s. 48—49), davranisg1 okul ve siyasal psikoloji geleneklerinin her
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ikisinden de arastirmacilarin, duygulari, “sistematik agiklama g¢abalarinin disinda
tutulmasi gereken, yasamin kendine 6zgu bir yonu olarak” gordiigiinii belirtmektedir.
Ancak bugiin, son ¢aligsmalar duygunun roliinii yeniden diisiinmek i¢in siyaset bilimine
bir temel saglamaktadir (Yates, 2016, s. 7). Siyasal kararlari, se¢imleri, davranislari ve
hareketleri anlamlandiran g¢ergeve gz Oniine alindiginda, bu bolimdeki amacim,
duygular ve siyaset arasindaki iliskiye ve bunlarin siyasal iletisimin en 6nemli
parcalarindan biri olarak se¢im kampanyalarina yansimasina iligkin mevcut
yaklagimlar1 ve tartigmalart sunmaktir. Bu bolim, iki genis basliga ayrilmistir:
“Siyasette Duygular” ve “Se¢im Kampanyalari ve Duygular.” 11k bdliim, ¢alismanin
temel kavrami olan “duygu”nun tanimi, duygulart smiflandirmaya yonelik
yaklagimlar, akil ve duygu arasindaki ikilik tartismalari, duygularin siyasal diisiince
metinlerindeki yeri, duygulara sosyal insac1 yaklagimi ve psikoloji ile baglantilarini ve
siyaset sosyolojisindeki duygusal “doniis” vurgusu olmak iizere alti alt basliktan
olusmaktadir. ikinci béliim, siyasal partilerin propaganda yapmak amaciyla siyasal
iletisimin dogal uzantilarindan biri olan se¢im kampanyalarma ve bunun duygu
siyaseti ile iliskisine odaklanmaktadir. Kampanya reklamlarindaki duygusal
cekicilikler, duygularin popiilizmin 6nemli bir kaynagi olmasindan hareketle popiilist
siyasetin bir pargasi olarak duygusal kampanyacilik ve son olarak Tiirkiye drneginin
arka planindan olugmaktadir.

Duygusal siyaset ile AKP baglami arasinda bir iligki kurmak amaciyla, AKP
Iktidart ve Secimleri Siirecinde Tiirkiye nin Duygusal-Siyasal Panoramasi bashkl
ticlincti boliimde, Tiirkiye’nin son yirmi yilda icinden gectigi calkantilarla dolu
toplumsal ve siyasal gelismeler hakkinda bilgi verilmektedir. Nitel icerik analizinin
temel bilesenlerinden biri, veri ve bulgularin bir baglama yerlestirilmesi oldugundan
(Erisen vd., 2013, s. 25), bu boliim, igerik analizi verilerini se¢im siiregleri ve
kampanya reklamlarinin yaymlandigi duygusal-politik baglam hakkindaki bilgilerle
tamamlamak i¢in AKP iktidar1 sirasinda Tirkiye’nin duygusal-politik atmosferini
sunmaktadir.

Yilmaz’in (2022, s. 20) belirttigi gibi, tilkenin siyasal, sosyal ve ekonomik
psikolojisini derinlestiren ve genisleten yapilarin ve iligkilerin uzun bir ge¢misi vardir.
Ancak, bu tezin kapsami ve sinirlamalar1 nedeniyle, bu boliim duygu siyaseti ile AKP
baglami arasinda iliski kurmak amaciyla yalnizca AKP donemine odaklanacaktir.

AKP, 14 Agustos 2001°de kuruldugu giinden bu yana, yedi parlamento ve bes yerel
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secime katilmigtir. Parti, %49,8 oy oraniyla, Tiirk siyasal tarihinde oylarin %40’ indan
fazlasini alan bes partiden biridir (Kayaalp, 2021). Bu se¢im basarisi, partinin Tiirk
siyasal hayatinda en uzun siire, 21 yil, “secimler yoluyla” iktidarda kalmasini
saglamistir (Ekiz & Cimen, 2023). AKP’nin yiikselisi sadece bir siyasal hareket veya
dini bir ayaklanma degil, ayn1 zamanda kiiltiirel bir hikdyedir (Kozanoglu & Cabas,
2018, s.222). Bu olgu, beklenebilecegi gibi, partiyi bir¢cok ¢calismada aragtirma konusu
haline getirmektedir. Duygular-siyaset iliskisini incelemek i¢in arastirma nesnesi
olarak duygulari; duygularin incelenebilecegi 6rnek vaka olarak ise -hem partinin bu
“secim bagaris1” perspektifi hem de ¢ok yogun se¢im kampanyalar1 nedeniyle- AKP’yi
sectim. Ancak bu tezin amact AKP’nin ve Tiirk siyasal yelpazesi igindeki konumunun
derinlemesine bir ¢aligmas1 olmadig1 i¢in, partinin se¢im kampanyalar1 6ncesi, sirast
ve sonrasinda Tirkiye nin duygusal-politik manzarasin1 gosteren gelismelere sadece
kisaca bakmaktayim. Ayrica bu bolimde, CHP basta olmak {iizere muhalefet
partilerinin konumlandirilmasina da kisaca yer vermekteyim. Bunun sebebi, ulkedeki
hakim duygusal iklimi (bir anlamda “rejimi”) biitiinliiklii sekilde kavramaktir.

S6z konusu bélimin cercevesi ise secim doénemlerine gore cizilmektedir.
“Kamu Viedani: 2002 ve 2004 alt basligi, 2000 ve 2001 yillarinda yasanan ve Turk
toplumunu sert bir sekilde vuran ikiz krizlerin ardindan iilkede olusan sosyo-politik
iklimi ve yeni kurulan bir parti olan AKP’nin iktidara geldigi 2002 genel ile 2004 yerel
secimlerinin atmosferini -ilk yillar1 karakterize eden anahtar terim olan “muhafazakar
demokrasi” ile birlikte- sunmaktadir. “e-Muhtira: 2007 bashikli ikinci boliimde ise
Tiirkiye’deki toplumsal ve siyasal yarilmalara, miiesses nizam ve e-muhtira
dogrultusundaki askeri vesayet tartismalarinin fitilinin yeniden ateslendigi
gerginliklere ve muhafazakar-laik, siradan-elit, sivil-asker gibi ezeli etiketlere dikkat
cekilmektedir. Ayrica, 2007 genel segimleri oncesinde ve sonrasindaki dindarlik
tizerinden magduriyet anlatilarinin derinlesmesine atifta bulunulmaktadir. “One
Minute: 2009” ve “Yargi Reformu Sonrasi: 2011 bolimleri ise (hem askeri hem
hukuki) vesayet tartismalar1 ve Ergenekon, Balyoz ve KCK davalarmin golgesinde
2009 yerel secimlerine ve 2011 genel secimlerine giden yolda ulkenin duygusal-
siyasal tablosunu ortaya koymaktadir. “Iktidar Konsolidasyonu icin Sapma Noktasi:
2014” bolimii ise, literatiirde varsayilan ve iktidarin konsolidasyonu ig¢in hareket
noktas1 olarak tanimlanan 2013-2017 yillar1 arasindaki Tiirkiye’nin toplumsal ve

siyasal yasamindaki doniim noktalarini, Gezi Parki Direnisi ve 17-25 Aralik yolsuzluk
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skandallarini, ele alarak 2014 yerel segimlerine giden siireci aktarmaktadir. “Cifte
Genel Se¢im Yili: 20157 baglikli bir sonraki boliimde, 2015 yilinda Turk toplumunun
bir¢ok bombali saldirtya tanik oldugu ve Ulkenin bir kaygi ¢agindan gectigi iki ayri
genel secim ele alnmaktadir. “Yeni Tiirkiye nin Ilk Segimi: 2018” baslikli béliimde ise
15 Temmuz basarisiz darbe girisiminin yankilarina ve 2017 anayasa referandumu gibi
kurucu gelismeler dogrultusunda baskanlik sistemine gegis siirecine yer verilmektedir.
Son olarak, “Biiyiiksehirlerin Kaybi: 2019” bashg altinda, AKP’nin her zaman
partinin oy deposu ve ekonomik desteginin omurgasi olarak goriilen Ankara ve
Istanbul belediye baskanhklarini kaybetmesiyle yasadigi goreceli segim
basarisizligina deginmektedir.

Calismanin dordiincii boliimii olan Yontem ve Metodoloji bolimi, arastirma
sorusuna/sorularina yanitlarin nasil bulunabilecegini gostermeyi amaglamaktadir.
Duygulart kendisine agiklama nesnesi olarak segen c¢alismanin bu bolimi, tezin
bilimsel yaklasimini (Nitel yaklasim), arastirma yontemini ve analitik cercevesini
(Icerik analizi), ayrica veri seti olusturma (Veri toplama ve se¢cme prosedirleri) ve
kodlama (Kod kitabi) stireglerini dort alt baslikta acgiklamaktadir. Bu amagla, “bu
caligmanin nasil yapilacagl’” ve “olasi cevaplara nasil ulasilacagi” bu bdliimde
aktarilmaktadir. Tezin analizinin omurgasini, yani c¢alisma i¢in veri toplama ve
hazirlama siiregleri ve bu siireclerdeki zorluklar ile benimsenen epistemolojik ve
metodolojik yaklagimlar sunulmaktadir.

Metodolojik a¢idan, calismada, secim kampanyalarinin bilesenlerinin belirli
iletisim niteliklerine atfedilen semboller ve anlamlarla birlikte duygu cekiciliklerinin
kullanimi1 ve manipiilasyonuna 151k tutabilen icerik analizi benimsenmistir. Arastirma
materyallerindeki, yani kampanya reklamlarindaki, duygularin insa siirecine katkida
bulunan metinsel, gorsel ve isitsel 6gelerin birlesimine odaklanarak nitel igerik
analizinden faydalanilmistir. Analitik ¢er¢eve agisindan, Brader’in siyasal
reklamcilikta duygusal cekiciligin nasil isledigine dair ortaya koymus oldugu tipoloji
benimsenmistir. Brader (2006, s. 18, 148), duygusal ¢ekiciliklerin en belirgin oldugu
cagdas reklam kampanyalarinin sistematik incelemesi yoluyla duygularin roliinii test
etmeye ¢alismistir. Bu sistematik analize dayanarak, Tiirk siyasetinde 20 yil1 agkin bir
stiredir AKP’nin hem iktidarda hem de siyasetteki uzun vadeli varliginin tamamlayic1
bir faktorli olarak siyasal kampanyalarinda duygularin roliiniin incelenmesi

amaglanmistir. Bu nedenle, bu tezin arastirma materyalleri se¢im kampanyalarinda
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kullanilan video reklamlariyken agiklanan olgu da duygulardan olusmaktadir.
Arastirma konusu, se¢im kampanyalarinda somutlasan duygular oldugundan,
AKP’nin 2002’den 2019’a kadar olan kampanya videolarinda yer alan duygusal
cekiciliklere odaklanilmistir.

Secim kampanyalarinda duygularin  somutlastirilmast  ve aktarilmasini
aragtirmamin bir gerekgesi, AKP ve istiraklerinin se¢imlere atfettikleri 6nemdir. AKP,
secimleri, liberal demokrasilerin temsili boyutunun Gzerinde ve ulusun kolektif
iradesinin bir yansimasi olarak gormektedir. Bagka bir deyisle, AKP, segimleri, temsili
demokrasinin diizenli araliklarla usulen gerg¢eklesen bir unsuru olarak gérmemektedir.
Bu tercihin bir diger gerekcesi de AKP’nin bir se¢im aygit1 olarak ¢ok islevli roliidiir.
Bu durum, AKP’nin siirekli bir siyasal kampanyanin 6znesi oldugu anlamina
gelmektedir. Bu nedenle, AKP’nin se¢im siireglerine atfettigi merkezi rolii goz 6niinde
bulundurarak, siyasetin dnemli ve kapsamli bir agsamasi olan se¢im kampanyalar -
metinsel-isitsel-gorsel 6gelerin bir aradaligiyla duygusalligin yansitilmasini saglayan
reklam videolari- arastirmaya dahil edilmistir. Segilen gorsel materyaller Gizerinde,
nitel veri analizi yazilimi MAXQDA’den faydalanarak analiz gergeklestirilmistir.
Once bir kod kitab1 olusturulmus, ardindan veriler kod kitabma gére kodlanip analiz
edilmis, ikinci bir kodlama siireci ve ¢apraz kodlayict yontemiyle de kontrole tabii
tutulmustur. Duygular konusunda sosyal ingac1 bir bakis agis1 benimseyerek, bu
analize yorumsamac1 bir mercekle yaklagilmistir.

Yorumsamaci yaklasimin ardindaki mantik, kampanya videolarindaki isitsel
ve gorsel unsurlarin, duygusal icerikle birlikte, AKP gibi siyasal partilerin duygusal
anlatilar araciligiyla segmenlere sundugu ve toplumsal olarak insa edilmis gerceklige
katkida bulundugu anlayisinda yatmaktadir. Dahasi, bu yorumsamact yaklasim
yoluyla, duygusal anlatilarin, gérsellerin ve isitsel unsurlarin izole bilesenler degil,
siyasal partilerin kolektif bir toplumsal ve duygusal gerceklik olusturmak ve
giiclendirmek i¢in kullandiklar1 birbirine bagli araglar oldugunu kavramak
miimkiindiir. Bu baglamda, kampanya videolarinda iletilen duygular yalnizca anlik
etkileri agisindan degil, ayn1 zamanda partinin daha genis siyasal stratejisiyle uyumlu
uzun vadeli bir ideolojik anlat1 olusturmadaki rolleri agisindan da analiz edilmektedir.

Bu yorumsamaci cerceve i¢inde nitel igerik analizinin kullanimi, AKP’nin
halkla iligkisini zaman iginde nasil duygusal olarak yiiklii, milliyet¢i ve dini referanslar

aracilifiyla insa ettigini ortaya koymayi amaclamistir. Bu referanslar yalnizca
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duygular1 uyandirmaktan daha fazlasini yapmakta, aktif olarak paylasilan bir siyasal
kimlik ve aidiyet duygusu insa edip parti ile segcmenler arasindaki ideolojik baglar
daha da giiclendirmektedir. Bu nedenle, icerik analizi genellikle bir siniflandirma araci
olarak goriilse de bu arastirmada, AKP’nin kampanya videolarina gémull daha derin
sosyopolitik anlamlar1 ortaya ¢ikarmanin bir yolu olarak islev gérmektedir. Sonug
olarak, yorumsamaci paradigmaya ve sosyal insaciliga dayanan bu metodolojik
yaklasim, siyasal partilerin, 6zellikle AKP’nin, duygular yalnizca iletisim araglari
olarak kullanmadigini gostermektedir. Bunun yerine, duygular, ince nulanslarla
ideolojilere gébmull halde siyasal gergekligin sosyal insasi i¢in bir ara¢ gorevi
gérmiistiir. Bu siire¢ duygularin ikili islevini vurgular: hem siyasal mesaj iletimi i¢in
arag olarak hem de se¢menlerin parti, partinin temel degerleri ve ulusa/iilkeye yonelik
vizyonu hakkindaki algilarini sekillendiren mekanizmalar olarak hizmet etmektedirler.

Analizden elde edilen bulgular ise Duygularin Sifresini Cozmek: AKP nin
Secim Kampanyasi Videolarim Icerik Analizi ile Coziimleme bashg altinda
sunulmaktadir. Bu bdliimiin alt basliklari, AKP’nin kampanya videolarinda belirli
duygularin varligina/yokluguna odaklanmakta, bu videolar: atfedilen duygusal
cekiciliklere ve isitsel-gorsel igerikle iliskilerine gore incelemektedir. Elde edilen
bulgular, gorsel analiz ve grafikler araciligiyla sunulmakta ve AKP iktidar1 altindaki
Tiirkiye’nin duygusal baglamima yerlestirilerek ve AKP’nin se¢im stratejileriyle
iligkilendirilerek tartigitimaktadir. Ayrica, AKP’nin duygularin kullanimma yonelik
yaklasiminda zaman igerisindeki doniisiim potansiyeli tespit edilmektedir.

Her bir se¢im kampanyasinin verileri ayr1 ayri incelendiginde, 2002, 2004,
2007 ve 2009 yillarinda gerceklesen ilk dort kampanyada veri yetersizligi ortaya
cikmaktadir. Bu kampanyalar i¢in toplamda sadece on reklam videosu analize dahil
edilmistir. Her ne kadar 2002 genel se¢imine ait veriler sinirli olsa da (3 video) mevcut
literatiir ve partiye bagli siyasal figiirlerin agiklamalar1 s6z konusu kampanya hakkinda
yorum yapma firsati sunmaktadir. Yeni kurulmus bir parti olarak AKP’nin
kampanyasimni kendisini anlatmak icin duzenlemesi ve reklamlarinda duygusal
iceriklerden ziyade rasyonel iceriklere odaklanmis olmasi daha muhtemel olsa da
sinirlt veri nedeniyle hangi ¢ekiciligin daha baskin oldugunu belirlemek miimkiin
degildir. Yine de Uglincu boélumde sunulan dénemin duygusal atmosferi g6z 6nlinde
bulunduruldugunda, AKP’nin ilk kampanyasindaki duygusal icerik tespit edilebilir.

AKP’nin siyasal iletisim danigmani ve parti liyesi Olgok’un kamuoyundan ziyade
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kamu vicdanina hitap eden, yani rasyonel olmaktan ziyade duygusal bir kampanya
yiriittiiklerine dair agiklamalar1 ve Erdogan’in mitinglerde sdyledigi sarki (Beraber
ylriduk biz bu yollarda), kampanyanin se¢gmenlerin duygularini harekete gegirmeyi
hedefledigini dogrulamaktadir. Kampanya stratejisi ise Erdogan tarafindan
sloganlastirilan yolsuzlugu, yoksullugu, yasaklari ve hosnutsuz halk ile arasindaki
muhatap roliini 6n plana ¢ikarmaktir. Bu nedenle parti “aydinliga agik, karanliga
kapali” sloganiyla tilkeyi karanliktan aydinliga ¢ikarma sézii vermektedir.

Bir kez daha, yeterli veri olmamasi 2004 yerel se¢im kampanyasinin kapsamli
bir sekilde analiz edilmesini engellemektedir. Mevcut veriler asgari dizeydedir ve
dokuz reklamin yalnizca {igli analize dahil edilmistir. Bununla birlikte, ilgili
literatirdeki gozlemler 1s1ginda, yerel segimlerin, AKP adina -ozellikle saglik
sektoriinde sergiledigi etkin politikalar ve uygulama becerileri sayesinde- bulyik
Olctde sorunsuz gegtigi sdylenebilmektedir. Bu baglamda, duygu turleriyle kodlanan
analiz birimlerinde en yogun rastlanan duygunun cosku (umut/nese) olmasi, AKP’nin
yeni ve etkin yOnetim tarzin1 se¢gmenlere olumlu bir sekilde yansitma cabasiyla
iliskilendirilebilir.

AKP’nin 2007°de katildigr ikinci genel secimlerde hakim olan goriis, tim
bireylerin kendi tercihlerine gore yasama haklarina saygi duyan demokratik ve liberal
bir parti oldugu yoniindedir. Ancak, mecliste cumhurbagkaninin secgilememesi,
partilerin se¢im kampanyalari i¢in olduk¢a ¢ekismeli bir siyasal iklim yaratmis, AKP
icin s6z konusu ¢ikmazdan duyduklari hognutsuzlugu kamuoyu 6niinde yakinma ve
magduriyet sdylemini dindarlik {izerinden derinlestirme firsatt dogurmustur. Partinin
lideri sifatiyla Erdogan, sik sik dini ve duygusal referanslarla karakterize edilen bir
retorik kullanmistir. Buna karsilik, AKP’nin kampanya stratejisinin saglik, egitim,
ulasim ve diger sektorlerle ilgili farklt konular1 vurgulamaya odaklandig:
goriilmektedir. iktidar partisi olarak AKP, icraatlarmi basar1 olarak lanse etmeye ve
istikrarin -yani iktidarmin- devamina olan baglili§1 vurgulamaya ¢alismistir. Ancak,
kapsamli bir analize olanak saglamayan smirli veri setine ragmen, partinin kendisi
tarafindan saglanan 2007 kampanya materyalleri, duygusal ¢ekicilikler agisindan
reklamlarda yalnizca li¢ olumlu duygu tiirliniin yansitildigin1 gostermektedir: cosku
(umut/nese), sefkat (sempati) ve keyif. S6z konusu videolar givenlik ile ilgili korkular
veya gurur gibi vatansever duygulara bagvuruldugunu iddia etmek icin yeterli bilgi
saglamasa bile, dénemin siyasal atmosferini aktaran kaynaklara gore (Aras, 2023d;
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Ding, 2008; Uztug, 2007), kampanya ayni1 zamanda giivenlik ve milliyetcilik
konularina da deginmek {iizere tasarlanmigtir. Ek olarak, bu kampanyadaki reklam
igeriginde olumsuz imgelere hi¢bir atifta bulunulmamis; tiimii basar1 ve iyi yasamla
iliskili olarak kodlanmistir. Bu nedenle, reklam videolarinin, donemin daha genis
duygusal-siyasal baglamini tam olarak yansitmayan, izole bir sekilde ortaya ¢ikmig
oldugunu gozlemlemek miimkiindiir.

2009 yerel secimlerinde siyasal giindemi, bagortiisii iizerinden siiregelen din-
laik ¢atigsmasi, Ergenekon davalar etrafindaki sivil-asker gerilimi ve hiikimetin etnik
ve dini azinliklara yonelik agilim politikalar1 sekillendirmistir. Ayrica, dis politikadaki
gelismeler ve bunlarin i¢ siyasetteki yansimalari ile muhalefet partilerinin 6ne
cikardig issizlik, yolsuzluk ve iilkenin boliinmezligi gibi siyasal degerlendirmeler de
kampanya siirecini etkilemistir. Bu konularin yan1 sira AKP, kampanya
materyallerinde ve parti sdyleminde yerel yonetimlere “hizmet” veren bir parti
oldugunu vurgulamaya devam etmistir. 2009 kampanyasina dair parti tarafindan
tarafima saglanan tek reklam videosu, segmenlere rasyonel bir sekilde hitap etmeye
caligsa da duygusal cekicilik agisindan kayda deger bir sonu¢ vermemektedir. Diger
bir deyisle, mevcut kampanya videosu, Davos’tan sonra AKP’nin se¢menlerde
milliyet¢i duygular olarak yarattigi heyecan, cosku ve gururu yansitmadigi gibi,
azinliklara yonelik mevcut ayrimciliga duyulan 6fke gibi hiikiimetin politikalarina
(yani “agilimlarma”) destek toplamak icin kullanilabilecek diger duygular1 da
yansitmamaktadir.

AKP, YouTube platformunu 2014 yilindan itibaren aktif ve resmi olarak
kullanmaya baglamis olsa da 2011 yilindan itibaren kampanya reklamlarina
YouTube’daki cesitli gazete ve AKP destekgilerinin sayfalarindan erisilebilmektedir.
Bu noktadan itibaren, kampanya reklamlarmin sayisi se¢im yillarina gore esit
dagilmasa bile, veriler duygusal g¢ekicilikler hakkinda daha fazla fikir verebilmekte ve
yorum yapilmasint kolaylastirabilmektedir. 2011 kampanyasi, ifade 6zgilirligiinii
kisitlayan, muhafazakar norm ve degerleri 6n plana ¢ikaran, laik ve liberal ¢evrelerin
endigelerine yol agan 2010 anayasa referandumunu takip eden bir ortamda
gerceklesmistir. Buna karsilik, Erdogan’in “ustalik donemi” olarak adlandirdigi
kampanya sureci, belirli bir demografik gruptan ziyade toplumun geneline hitap

etmistir. Cogulcu bir iyimserlik uyandirmak ve cogsku (umut/nese), sefkat (sempati) ve
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keyif gibi duygulara hitap ederken her kesimi kapsayan bir parti imaji yansitmak
amaglanmstir.

Ayrica, kampanyanin one ¢ikan sloganinin (“Hayaldi, Gergek Oldu”)
kullanildig1 reklamlar -6nceki hiikiimetlerin beceriksizligi gibi olumsuz cagrisimlar
icermesine ragmen- partinin olumlu bir duygusal kampanya yaklagimi kullandigini
gostermekte, en yaygin duygusal ¢ekicilik tlrinin gurur oldugu gozlemlenmektedir.
Reklamlarda, ilk kez uc¢aga binen vatandaslar, yiiksek hizli trenin faydalarini tartisan
teyzeler, Bolu Tiineli i¢in siikranlarini ifade eden kamyoncular, Tarim ve Orman
Bakanligi’nin hibe ve girisimlerinin destegiyle hayallerindeki siit fabrikasini insa eden
yatirimcilar gibi ¢esitli bireyler ve senaryolar yer almaktadir (Tiirk, 2018, s. 216-217).
Bu dogrultuda parti, segmenlerde benzer hizmetlerin partinin yeniden iktidara gelmesi
durumunda devam edecegine dair cosku (umut/nese) ve memnuniyet (hosnutluk)
yaratmak i¢in duygusal cekicilikleri kullanmaktadir. Bu, halkin mevcut AKP
yonetiminden memnun (hosnut) ve giivende (giiven/sadakat) olmasint ve bdylece
partiye oy vererek desteklemeye devam etmesini saglamak i¢in yapilmistir. Kampanya
nadiren olumsuz duygular kullanirken, genel bir degerlendirmeyle, olumlu duygusal
cekiciliklerin kampanya reklamlarinin 6nemli bir yoniinii olusturdugu gorilmektedir.
Bu bulgular 1s181inda, AKP’nin ilk kez kendisini “magdur” olarak sunmamasi ve 2010
referandumunu izleyen dénemdeki duygusal-siyasal atmosferden belirgin bicimde
ayrigan bir kampanya yiritmesi dikkat cekicidir.

2014 yerel se¢im kampanyasi, Gezi siirecinde yasanan toplumsal huzursuzluk
ve 17-25 Aralik siirecinde ortaya ¢ikan yolsuzluk iddialar1 nedeniyle hiikiimet
acisindan daha zorlu bir ortamda yiiritilmiistir. Bu donim noktalar, AKP
hiikiimetinin otoriter ve miidahaleci yonetimini ortaya koymasina ve derinlesen bir
kutuplagsmaya basvurmasina yol agmistir (Glircan & Peker, 2014, s. 70, 82, 2015, s. 7;
Tugal, 2013). Dahasi, bu olaylar 2014’teki kampanya stratejisi ve kavramlari izerinde
de etkili olmustur. Ol¢ok da “17-25 Aralik oldugunda hazirladigimiz tiim kampanyay1
¢cope attik” demistir. Gergekten de kampanya ilerledikge, ulus i¢in yeni baslayan bir
bagimsizlik miicadelesi algis1 ortaya c¢ikarilmaya calisilmistir. Se¢menlere iletilen
mesaj, oylarinin ulusun gelecegini belirleyecegi yoniindedir. Ayrica, kampanyanin
igerigi bunun sadece bir yerel se¢cim degil, genel bir se¢im gibi sunuldugunu da ima
etmektedir. Kampanyanin en dikkat g¢ekici ve tartismali reklami (“Millet Egilmez

Tiirkiye Yenilmez”), hukuken yasak olmasina ragmen Tiirk bayragini propaganda
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malzemesi olarak kullanmaktadir. Dombra adli kampanya sarkist da partinin
segmenler arasinda vatansever duygulart uyandirarak duygusal manipulasyona
basvurdugunu gostermektedir. Gururun, milliyet¢i duygular etkilemek ve aktarmak
i¢cin kullanilabilecegi diisiiniildiiglinde, gurur cekiciligi, 2014 kampanyasinda onemli
bir yer tutmaktadir. Ayrica, reklamlarda kullanilan en dikkat ¢ekici sloganlardan biri
olan “Ben lafa degil, icraata bakarim” ifadesi, bireyin degerlendirmesinin sozlii
iddialardan ziyade gozlemlenebilir eylem ve davraniglara dayandigr fikrini
aktarmaktadir. Ornegin, “Basortiisii yasagi kalkt1” baghkli reklamimn agirlikli olarak
olumlu duygusal ¢ekicilikler icermesi, AKP nin muhafazakar destegi stirdiirmek i¢in
basortiisii konusuna atifta bulunmaktan kaginmadigini, s6z konusu se¢im yerel bir
secim olsa da deginilen konularin bir anlamda iilkenin makro siyasetiyle ilgili
oldugunu gostermektedir. Sonucta, bu kampanya yogun sekilde giliven (sadakat) ve
gurur duygularina bagvurmaktadir.

Bu bulgular 1s18inda, AKP’nin 2014 yilinda olumlu bir kampanya stratejisi
izledigi sonucuna varilabilir. Ancak parti, secmende yeniden giiven tesis etmek
amactyla olumsuz duygusal ¢ekiciliklere de bagvurmustur ve bazi reklam filmlerinde
Kiirt bolgelerinden goriintiiler kullanilmistir. Korku (kaygi/endise) ve iiziintli (hayal
kiriklig1) duygularim igeren reklamlarin ilk tonu, gergin/kasvetli/ahenksiz miizigin
yani sira silahli bir ¢atigma varmis gibi savas goriintiileri/sesleri veya korku i¢inde
¢1glik atan ve aciyla aglama sahnelerinin kullanimiyla aktarilan olumsuz bir duyguyla
karakterize edilmektedir. Ancak, videolarin ortalarindan itibaren reklamlarin tonu,
daha olumlu ve iyimser bir yone dogru kaymakta ve canlandirici/hissi/vatansever
miizikler kullanilmaktadir. Sonug olarak, 2014 kampanyas iki boyutludur. ilk olarak,
giivenlik kaygilarinin kullanilmasiyla amaglanan imalar1 -AKP’nin yerel yonetimleri
kaybetmesi halinde ortaya ¢ikmasi beklenen magduriyetleri- kapsamaktadir. Ikinci
olarak ise AKP hiikiimeti, kendisini mireffeh bir toplumun mimari olarak géstermeye
calismaktadir.

2015 yili, hem Haziran se¢imlerinin ardindan Kasim ayinda erken se¢ime
gidilmesiyle sonuglanan idari kriz hem de Ulkede ha&kim olan duygusal-siyasal
atmosfer acisindan istisnai kosullara sahiptir. Dolayisiyla, 2015 kampanyalari, halk
tarafindan secilmis ve icraci bir cumhurbaskaninin segilmesinin yani sira AKP’nin
liderinin ve kadrolarinin degismesiyle karakterize edilen farkli bir siyasal ortamda

yiriitiilmiistiir. Haziran 2015 kampanyasinin analizi, olumlu duygusal gekiciliklerin
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kayda deger bir yayginligina isaret etmektedir. Kampanya videolarinda gurur, cosku
(umut/nese), memnuniyet ve giiven (sadakat) duygular1 daha fazla 6ne ¢ikmaktadir.
Buna karsilik AKP, kibir/kiigimseme, 6fke (kizginlik/igrenme), korku (kaygi/endise)
ve uziinti (hayal kirikligi) gibi, olumsuz duygusal ¢ekicilikleri kullanmaktan da
kacinmamustir. Veriler daha detayli incelendiginde, reklamlarda korku (kaygi/endise),
ofke (0tke/igrenme) ve iizlintii (hayal kirikligl) gibi duygularin bagortiisii yasagi ve
guvenlik ile terérizm gibi konular ele almak ve halk arasinda endise uyandirmak igin
kullanildig1 goriilmektedir. Ayrica, Haziran kampanyasi gurur ile kibir/kiiciimseme
¢ekiciligi arasinda bir iligki oldugunu da gostermektedir. AKP ve bilesenleri her zaman
basarilarin1 gururla ve kendini Gver bir sekilde sunmaya aliskindir. iktidardaki
hikumetin gorev siiresi boyunca elde ettigi basarilarla gurur duymasi alisilmadik bir
durum degildir. Ancak, “Onlar Konusur AK Parti Yapar” sloganini tagiyan reklamlar
gurur duygusuna basvurmanin yani sira strekli olarak bir kibir/ktigimseme duygusunu
da beraberinde getirmektedir. Dolayisiyla, hiikiimetin halka karsi1 kiiglimseyici bir
tavir sergilemesine yol agan bir bakis agis1 degisikligi s6z konusudur.

Olgok’un sdylemlerinin incelenmesi de partinin yaklagimina ve tutumuna 1g1k
tutabilir. Ol¢ok sik sik se¢im psikolojisi kavramina atifta bulunarak, se¢im siire¢lerinin
(se¢im Oncesi donemde kampanya siiregleri olarak degerlendirilebilir) bir bilgi
aktarma arac1 olmaktan ziyade, dncelikle segmenlerin duygularini etkilemeye yonelik
bir faaliyet oldugunun altin1 ¢izmistir. Kasim 2015°teki erken segimlerini, secim
déneminin psikolojisine yapilan bu vurgu géz 6niinde bulundurarak degerlendirmek
bliyiilk 6nem tasimaktadir. Bu se¢imde AKP, bir kez daha iktidar partisi olarak
secilmesi durumunda taahhutlerini aktarmak amaciyla kampanyay:1 tekrar eden
reklamlar {izerinden kurgulamistir. Dolayisiyla, kampanyanin agirlikli olarak
bilgilendirici igerik ve rasyonel cekiciliklerden olustugu disiiniilebilir. Bununla
birlikte, kampanyada smirl da olsa duygusal cekicilikler de kullanilmaktadir. Ustelik
bu cekiciliklerin yogunlugu, yaklasik alti bes Once gergeklesen Haziran
kampanyasindan belirgin bir sekilde farklilasmaktadir.

2015 yilindaki kampanyalara ait bulgulari Tiirkiye’nin siyasal ortamiyla
iliskilendirmek gerekirse, AKP’nin 7 Haziran’daki goreceli basarisizhigi (oy
oranindaki diisiisii) ve bunu takip eden rekabet, iilke siyasetinde hakim olan korku
iklimi nedeniyle AKP hiikiimetinin korkutucu ve kaygi uyandirici siyasal yaklagiminin

secim kampanyasina yansidigini varsaymak makuldir. Ayrica, donemin siyasal
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iklimini gozlemleyenlerin, Kasim kampanyasin1 “kanla yazilmis,” “korku bagina
isaret eden” ve zorlu giivenlik ortamimna dikkat g¢eken bir kampanya olarak
nitelendirdigi dikkate alindiginda, kampanya reklamlarinin yaygin bir korku ve endise
atmosferiyle karakterize edilebilecegini sdylemek akla yatkin gérinmektedir. Buna
karsilik, Kasim se¢imleri i¢in yiiriitiilen kampanya, AKP’nin otoriter politika ve
uygulamalarla desteklenen siyasal konumlanisinin, kampanyanin diline, dlgegine ve
tislubuna yansidig1 varsayimini dogrulamamaktadir. Hiikiimetin mitinglerde ve diger
iletisim kanallar1 araciligiyla segcmenlere verdigi, aciliyet vurgusu tasiyan ve destek
eksikliginin kaosla sonuglanacagini ima eden genel siyasal mesajlarinin aksine, bu
yaklasimini yansitan herhangi bir reklam malzemesi bulunmamaktadir. flaveten,
iilkenin cesitli bolgelerinde meydana gelen bir dizi bombalama ve terdr saldirisi
nedeniyle yaygin bir korku ve endise ile tanimlanan duygusal-siyasal atmosfer,
reklamlarin igerigine tam olarak yansimamistir. Sonu¢ olarak, kampanya agirlikli
olarak vaatlerde bulunma egilimi gostermekte ve hem duygusal cekicilikten yoksun
hem de vaatlerin kendileriyle ilgili konular agisindan genel olarak rasyonel ¢ekicilikler
icermektedir.

Bu gozlem 1s1g81nda, Kasim 2015°teki erken segim 6ncesinde parti liderinin ve
yetkililerin sert tutumunu siirdiirmesine ragmen, AKP’nin kampanya reklamlarinda
daha olumlu bir stratejik yaklasim benimsedigi sonucuna varmak makul
goriinmektedir. Bu durum da gergekteki AKP ile kurgusal kampanya diinyasindaki
AKP arasinda bir tutarsizlik oldugunu géstermektedir. Sonug olarak, Kozanoglu’nun
(2018, s. 119) belirttigi gibi, her donemin ruhunu yansitildig: reklamlar araciligiyla
takip/tespit etmek miimkiin olsa da 2015 Kasim orneklerinde gozlemlendigi iizere,
secim kampanyalar1 baglaminda bu durum her zaman gegerli degildir.

Basarisi1z 2016 darbesi, 2017 anayasa referandumu, olaganiistii hal gibi 6nemli
siyasal gelismelerin ardindan, AKP’nin 2018 kampanyas: iktidarmi pekistirmeye
odaklanmistir. Secim ittifaklarina yol agan yeni cumhurbaskanligi sistemi, artan
siyasal kutuplasma ve OHAL altinda yiiriitiilen se¢im siireci doneme hakim olmustur.
Boyle bir ortamda AKP, kampanya reklamlarinda bir dizi duygusal cekiciligi
kullandig1 bir se¢im kampanyasi stratejisi uygulamistir. Gurur ve cosku (umut/nese)
gibi olumlu duygularin hakim oldugu reklamlarda, 6zellikle altyap1 projeleri ve yeni
cumhurbagkanlig sistemi gibi basarilar vurgulanmistir. “Ziimriidii Anka” reklaminda

oldugu gibi fantastik 6ge kullanimi1 da gurur ve umut duygusu yaratarak AKP’yi,
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Tiirkiye’yi miireffeh bir gelecege tastyacak lider parti olarak konumlandirmistir. Bu
reklamla, yeni baskanlik sistemine iligskin 6ngoriillemezlige ragmen topluma heyecan
ve umut asilanmaya ¢alisilmistir. Diger yandan, Tiirk¢e disindaki dillerde kampanya
yuriitiilmesine iliskin yasal diizenlemeler, AKP’nin Kiirt¢ce reklamlarla birlik ve
beraberligi vurgulayarak cosku (umut/nese), sefkat (sempati) ve gurur duygularin
islemesine olanak saglamistir. Buna ek olarak, 2018’de go6zlemlenen cosku
(umut/nese) ve cocuk/genclik imgelerinin bir arada kullanilmasi, partinin geng
nesillere ve c¢ocuklariin geleceginden endise duyan genel kamuoyuna olumlu bir
sekilde hitap etmeye calistigin1 gostermektedir.

Buna Kkarsilik, se¢im giinii yaklastikca, AKP’nin kampanya stratejisine
olumsuz cekicilikleri de dahil ettigi goriilmektedir. Baskin olmamakla birlikte, 6ne
c¢ikan olumsuz duygular korku (kaygi/endise) ve otke (kizginlik/igrenme) olmustur.
Ornegin, gecmis hiikiimetlere ve biirokratlara etkili bir ydnetim sergileyemedikleri
imasiyla bir dizi sorun hatirlatilarak, korku ve {iziintii (hayal kiriklig1) uyandiran
“Hatirla” reklam serisi yayinlanmigtir. Sonug olarak, 2018 kampanyas1 hem bagkanlik
sistemiyle birlikte umut verici bir baglangi¢ hem de -nispeten diisiik yogunlukta da
olsa- korku ve endise temelli bir yaklagim etrafinda donmiistiir.

Yeni sistem altindaki ilk secim olan 2019 vyerel secimleri, o6zellikle
biiyiiksehirlerde bir genel se¢im havasinda gecmistir. AKP ve Cumhur Ittifaki’nin
“devletin bekas1” s6ylemi segim oncesi iklime yansirken, AKP’nin kampanyasi “goniil
belediyeciligi” ve sosyal belediyecilige odaklanarak gurur, cosku (umut/nese), gliven,
sefkat (sempati) ve memnuniyet gibi duygulara bagvurmaktadir. Bu duygular bazen
Cumbhur Ittifaki’nin koriikledigi donemin hakim atmosferini yansitan vatansever veya
milliyet¢i duygular olurken, bazen de yalmizca sevgiye yapilan atiflara
odaklanmaktadir. Ote yandan, kampanya, segimlere katilmanmn 6nemine iliskin
mesajlarla gen¢ se¢menleri de hedeflemistir. AKP’nin iilkenin gelecegi olarak
genglere seslenmesi, 2018 kampanyasinda oldugu gibi cosku (umut/nese) duygusu
uyandirirken, ¢ocuk/geng imgelerine dncelik vermeye devam ettigini gostermektedir.
Nihayetinde, 2019 yerel se¢im kampanyasinin olumlu duygulara oncelik verdigi ve
iilkenin kars1 karsiya oldugu daha genis sorunlara odaklandigi gézlemlenmektedir.

AKP’nin tim se¢im kampanyalarindaki yaklasimi degerlendirildiginde,
iktidardaki bir siyasal partiden beklenenden farkli bir hareket tarzi izlemedigi

gorulmektedir. Reklamlarinda tasvir edilen olumlu duygular, AKP yonetimi altindaki
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ulkenin Gtopik bir ortama sahip oldugu imajim yaratirken, bu strateji 6zellikle kendi
secmen Kitlesine hitap edecek sekilde tasarlanmigtir. Ancak, iktidar konumuna yonelik
herhangi bir meydan okuma algiladiginda, kampanyalarinda 6zellikle korku, endise,
otke ve asagilama/kiigiimseme gibi olumsuz duygularn da etkili bir sekilde
kullanmaktadir. Bu baglamda, AKP’nin kampanya sdylemleri ile uyguladigi
politikalar arasinda uyumsuzluk oldugu dikkat ¢ekmektedir. Bu durum, AKP
hiikiimetinin her se¢im doneminde kendine ait alternatif bir gerceklik yarattig
seklindeki bir yoruma olanak tanimaktadir. Bu, 6rnegin, iktidarimi korumak ve
pekistirmek amaciyla Tiirkiye’ye ve AKP iktidarina yonelik i¢ ve dig tehditlere iliskin
anlatilar1 sekillendirerek yaratmasimi icermektedir. Sonug olarak, daha once de
belirtildigi gibi, AKP iktidarin1 korumak ve saglamlastirmak icin sosyal, kiiltiirel ve
politik olarak insa edilmis duygularla dongiisel olarak yeniden iirettigi kendi alternatif
gercekligini yaratirken duygulart stratejik bir arag¢ olarak kullanmaktadir.

Calismada deginilen “duygusal rejim” kavramint da AKP’nin uzun siiredir
devam eden iktidar ile iligkilendirmek miimkiindiir, ¢iinkii partinin iktidarda oldugu
stire boyunca uyguladigi siyasal stratejilerin, siyasal dinamikleri ve toplumsal
duygular1 yonetmede 6nemli bir rol oynadigi agiktir. Bu arastirmayir bir baglama
yerlestirmeyi amaglayan G¢lncl bélimun de gosterdigi gibi, parti niifusun 6nemli bir
kesiminde gii¢lii bir kimlik ve aidiyet duygusu yaratmayi basarmistir. AKP,
milliyetcilige dongiisel bir temelde bagvurarak, muhafazakar ve din temelli bir ideoloji
etrafinda duygusal bagliliklar1 harekete gecirmeye ¢calismistir. AKP, toplumda tehlike
ve/veya gilivensizlik duygusu yaratmak, iktidarini saglamlastirmak ve kendisini
rakipsiz ve baskin bir gii¢ olarak sunmak icin siklikla dis tehditler, darbe girisimleri
ve terdrizm gibi korku salma taktikleri kullanmistir. Hakeza, parti, ekonomik refah ile
saghik ve altyapr gibi kamu hizmetlerindeki basarilar yoluyla halk arasinda
minnettarlik ve sadakat duygulari da gelistirmistir. Bu duygular, siyasal destegi
siirdiirmede ve partiye duygusal baglilig1 tesvik etmede onemli bir rol oynamistir. Ek
olarak, popiilist sdylem, oOzellikle Erdogan’in konusmalarinda, AKP’nin iktidari
sirasinda kurulan duygusal rejimle uyumlu olan duygulara hitap etme islevi de
gormistiir. Son olarak, toplumsal kutuplagma, 6zellikle laik ve muhafazakar toplum
kesimleri arasinda diismanlik ve 6fke duygularini hem yaratmis ve biiylitmiis hem de
AKP iktidar1 sirasinda duygusal boliinmeleri daha da derinlestirmistir. Bu unsurlar,

duygularin yonetiminin AKP’nin siyasal stratejisinin temel bir yonii haline geldigini
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ve iktidar altindaki Tiirkiye’yi somut bir duygusal rejim 6rnegi haline getirdigini
gostermektedir.

AKP’nin duygular politik para birimi olarak aktif bir sekilde kullandig1 ve
pathos’un kullanimiyla logos ve ethos arasindaki ugurumu kapatma kapasitesine sahip
oldugu da agiktir. Baska bir deyisle, AKP ikna i¢in gerekli retorik araglari kullanma,
ahlaki ve mantiksal pozisyonlar1 benimseme (10gos), kendini giivenilir ve inandirici
bir varlik olarak sunma (ethos) ve duygulari kamuoyunda yanki uyandiracak bir
sekilde tercime etme (pathos) yetenegine sahiptir. Ancak veriler, AKP’nin siyasete
yaklasimi ile kampanya yoOntemleri arasinda tutarsizliklar da ortaya koymaktadir.
AKP’nin korku temelli ve gézdagi veren anlatilar1 hakim siyasal atmosfere uyum
saglarken, kampanyalar1 hakim siyasal baglamla dogrudan tutarli goriinmemektedir.
Ornegin, 2015°teki iki segim ve aralarindaki gelismeler goz oniine alindiginda,
yenilenen kampanyanin giiclii duygular uyandiran daha fazla sayida olumsuz reklam
icermesi beklenirdi. Ancak bu ger¢eklesmemistir; bu da daha fazla aragtirmaya deger
ilging bir bulguyu temsil etmektedir. Kampanyalarindan, eylemlerinden ve
sOylemlerinden de anlasilacag: lizere, AKP’nin birbirinden belirgin bigimde farkli
tezahirlerde ortaya ¢iktig1 goriilebilmektedir.

Veriler, AKP’nin se¢men tabani haricindeki halkin kalaniyla duygusal bir bag
kurma ve temas: siirdiirme konusunda sorunlar yasadigini da gdstermektedir. Bu,
AKP’nin esitsiz bir duygusal sermaye birikimine sahip oldugu, reklamlarinda iilke
yalnizca kendi se¢menlerinden olusuyormus ve muhalifleri hige sayiryormuscasina
duygular1 harekete gecirdigi anlamina gelmektedir. Ayrica, AKP, duygusal sermaye
dagitimin1 da esitsiz bir sekilde yapmakta; boylece muhalifleri asagilayarak ve
kiiciimseyerek duygular islerken kendi tabanin1 Ovmekte ve yiceltmektedir. Daha
once de belirtildigi gibi, bu durum Cottingham’in (2016, s. 451-452) vurguladig,
egemen siniflarin duygusal sermayeyi toplumun kiiltiirel ve sembolik sermayesine
yerlestirerek baskici yonlerini nasil gizledikleri ile ilgilidir.

Ayrica, veriler, AKP’nin partinin tarihsel anlatis1 i¢inde basta Davutoglu
donemini yok sayma ¢abasi olmak iizere i¢ zorluklar yasadigini gostermektedir. Bu
yaklasim, partinin resmi YouTube sayfasindaki havuza dahil edilen veya hari¢ tutulan
kampanya reklamlarinin se¢imiyle kanitlanmaktadir. Herhangi bir durumun AKP’nin
iktidarinin devami ya da konsolidasyonu i¢in potansiyel bir engel olarak algilanmasi

durumunda, parti kendisi ile s6z konusu durum arasinda bir ayrim yaratmaya
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calisacaktir. Daha sonra parti, kendi varolusunu yonlendirmeye devam eder ve
kendisine yoneltilen olumsuzluklari olumlu bir giice doniistiiriirken ayn1 zamanda
olumlu duygulardan yararlanarak kendisini en iyi alternatif olarak tasvir etmeye
devam edecektir. Bu nedenle, AKP’nin zaman i¢inde duygularin kullanimina yonelik
yaklagimindaki goriiniir tutarsizliga ragmen, s0z konusu esnekligin, parti agisindan ve
basariy1 siirdiirmek adina segmen destegini genisletmek veya strdurmek igin gerekli
bir kosul oldugu ileri siiriilebilir.

Stiphesiz, AKP’nin iktidar yolculugu 2019 yerel se¢imleriyle sona ermemistir.
Bu tezin tamamlanmasindan 6nce iki se¢im daha yapilmistir. Bu se¢imlerden ilki,
Turkiye’deki tim secimler gibi kendi baglaminda benzersiz olan 2023 genel
secimleridir. Diger se¢im ise, AKP’nin siyasal tarihi boyunca aldig1 en biiyiik se¢im
yenilgisiyle 6zdeslesen 2024 yerel se¢imleridir. Gelecekteki calismalarin odak noktasi
olacak bu secimlerin kampanyalari, zaman kisithligi nedeniyle ¢aligmaya dahil
edilememistir. Ancak, gerek 2023 gerekse 2024 se¢imlerinin kampanyalar1 da dahil,
bu doktora c¢alismasinin, se¢imlerdeki basarinin veya basarisizligin kampanya tiiriiyle
(rasyonel veya duygusal) Olgiilebilecegini iddia etmedigini ve bdyle bir Ol¢iimii
amaclamadigini belirtmek gerekmektedir.

Buna karsilik, bu tez, gunimiz Turkiye siyasetini anlamak i¢in -ekonomik,
siyasal ve sosyokiiltiirel dinamikler ve faktorler gibi mevcut aragtirma nesnelerine ek
olarak- duygularin da tatmin edici agiklamalar saglayabilecegini iddia etmektedir. Bu
arastirmada da duygularm yerinin, roliniin ve kullanimimnin AKP baglaminda iyi bir
calisma nesnesi olarak ele alinabilecegi ve bdylece cagdas Turk siyasetinin
anlagilmasina katkida bulunulabilecegi savunulmustur. Duygularin, AKP’nin uzun
vadeli siyasal varligina ve gili¢ konsolidasyonuna katkida bulunan araglardan biri
oldugu, ¢ilinkii duygularin her zaman partinin yonetim bi¢iminin énemli bir bileseni
olarak islev gordiigii iddia edilmistir. Ayrica, gérev siiresi boyunca parti, esas olarak
dinamik bir toplumsal iliskiler siireci tarafindan sekillendirilen duygusal-siyasal
baglami stratejik olarak kullanmasi sayesinde Onemli bir duygusal sermaye
biriktirmistir. Buna ek olarak AKP, toplum i¢inde belirli bir duygusal ortami dikkatlice
gelistirerek iktidarini saglamlastirmistir. Bu manzara kutuplagsma ile karakterize
edilirken, parti kendi konumunu giiclendirmek i¢in (“biz”i kuran) sadakat, giiven,
merhamet, sefkat ve memnuniyet gibi duygulart ustalikla kullanirken, ayn1 zamanda

(“onlar”1 kuran) agagilanma, endise, nefret ve korku duygularini da koriiklemektedir.
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Sonug olarak, Tiirkiye 6rnegi -ve AKP vakasi- duygularin aragsallastirildigi bir
atmosferin nasil yaratildigini géstermektedir. Bu tez, bu kosullar 1s1ginda ve daha derin
kavrayislar elde etmek i¢in yeterince analiz edilmemis ya da gbéz ardi edilmis
faktorlerin arastirilmasi gerektigi diisiincesiyle, duygularin siyasetteki roliini
incelemek icin se¢im kampanyast videolarina odaklanmis ve Ozel olarak AKP
orneginde duygularin somutlastiriimasina vurgu yapmistir.

Tim akademik ¢alismalarda oldugu gibi, bu tez de belirli sinirlamalara tabidir.
Tirkiye’de yiiziin {izerinde kayith ve aktif siyasal parti bulunmaktadir. Hepsi
secimlere katilmak icin gereken yeterlilige sahip degildir ve her se¢cime katilan parti
say1st degismektedir. Yazim sirasinda, Tiirkiye Biiyiik Millet Meclisi’nde on bes parti
temsil edilmektedir. 2002-2019 doéneminde temsil edilen partilerin analize dahil
edilmesi mimkin olsa bile 6nemli miktarda zaman ve kaynak yatirimi gerektirecektir.
Dolayistyla, bu tez, AKP’nin yirmi y1ldan uzun siiredir iktidardaki statiisiinii korudugu
ve stirekli olarak yogun ve aktif kampanya yliriittiigii gerekg¢esiyle bir vaka calismasi
olarak tek bir partiye odaklanmistir. Ancak, her kampanya icin mevcut verilerin farkli
sayida olmasi, se¢im yillar1 arasinda karsilagtirma yapilmasina izin vermedigi i¢in bu
tezin kapsamimi kisitlamaktadir. Sonug olarak, bu c¢alisma Oncelikli olarak her
kampanya i¢indeki olumlu ve olumsuz duygusal cekiciliklerin dagilimina
odaklanmstir.

Bir diger smirlama da insan duygularmin dinamizmine ickindir. Oznelerin
duygularina yalnizca yiiz yiize/birebir etkilesim (deneyler, goriismeler, anketler gibi)
yoluyla odaklanmak mimkin olabileceginden ve bu calisma da uzun bir zaman
dilimini kapsadigindan, insanlara ge¢mis deneyimleri i¢in “ne veya nasil hissettiler”
diye sormak kendi sinirlamalarini beraberinde getirmektedir. En azindan bu
deneyimler kagiilmaz olarak i¢inde bulunduklar1 duygusal durumlari da igerecektir.
Insanlarin duygular1 o kadar dinamiktir ki, reklamlara maruz kaldiklarinda veya belirli
bir secim sirasinda ne hissettiklerini hatirlamak, mevcut ruh hallerinden ve zihin
durumlarindan bagimsiz olmayacaktir. Buna paralel olarak, Tiirkiye’de oldugu gibi
yakin gecmiste ¢ok sayida se¢imin yapildig bir siyasal iklimde, segimlerin ayirt edici
ozellikleri belirsizlesmekte ve bu farkli segimlere ve kampanyalara iliskin duygular
bulaniklasmakta, siliklesmekte ve hatirlanmasi1 zorlasmaktadir. Bu nedenle, bu tez

caligmasi talep yonlii -yani reklamlarin 6zneler iizerinde yarattigi/biraktig1 etkiye
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bakan- bir yaklasimdan ziyade arz yonli -bir diger deyisle, reklam videolariyla
yaratilmak istenen ve amaglanan etkilere bakan- bir yaklasim benimsemistir.

Duygularin smiflandirilmasi ve tipolojisi konusunda mevcut literatiirde bir
fikir birligi yoktur. Psikoloji disiplini, ilgili alanlar1 olan siyaset psikolojisi, duygu
siyaseti ve duygu sosyolojisi alanlarinin her biri duygularin incelenmesi ve dl¢iilmesi
icin kendine 0zgu farkli degerlendirmelere, yaklasimlara ve yontemlere sahiptir.
Bununla birlikte, s6z konusu disiplinler arasinda farkliliklar olsa da akademik
calismalar i¢in tutarli bir ¢cerceve olusturmak amactyla belirli tercihlerde bulunmak da
gereklidir. Bu calismada analiz edilen duygu sayist iki faktorle siirlidir. Birincisi,
arastirmanin genig zaman araligina ve Onemli sayida aragtirma materyaline
odaklanmis bir yaklasim gerektirmesidir. Ikincisi, siyasal iletisimde kullanilan
duygularin biiyiik 6l¢iide tiim iilke baglamlarinda benzer oldugunun goézlemlenmis
olmasidir. Incelenen kampanya materyallerinde tiim duygulara acikca atifta
bulunulmamasi ve belirli duygulari tanimlamanin zorlugu g6z 6niine alindiginda, bu
makul bir karar olarak kabul edilebilir. Ayrica, literatlirde zaten yaygin olarak kabul
gbren bir yaklasimi benimsedigim ve bir arastirmanin kod kitabini kendi ¢alismam
icin uyarladigim i¢in, bazi duygular tezin kapsamina dahil edilmemistir. Sonug olarak,
bu tez, mevcut literatiirde belirli bir 6neme sahip oldugu belirlenen ve/veya siklikla
ele alian duygulara yogunlagmistir.

Siyasal iletisimde duygularin rolinii ve yerini arz yonli bir yaklagim
benimseyerek, nitel icerik analiziyle ele alan ¢alismalar incelendiginde, arastirma
¢iktilarimin gorsel temsilinin belirgin bir sekilde eksik oldugu gézlemlenmektedir. Bu
nedenle, bu tez, siyasal iletisim alaninda yeterince temsil edilmeyen bilgisayarli analiz
araclarinin kullanimi yoluyla yeni bir metodolojik arastirma girisimi sunmaktadir. Bu
alan, temel olarak kampanya reklamlarinin iletisim unsurlarinin igerigini,
gostergebilim merceginden incelemektedir. Bilgisayarli analiz araglarinin kullanima,
verilerden elde edilen sonuclarin gorsellestirilmesine olanak saglamaktadir. Ayrica, bu
caligmada kullanilan kod kitab, farkli tilkelerden veya bdlgesel baglamlarindan farkli
vakalara uygulanmak iizere ¢ogaltilabilir ve boylece daha fazla arastirma yapilmasin
kolaylastirabilir. Dahasi, gelecekteki arastirmalar, ¢alismanin kapsamini parlamentoda
temsil edilen tiim siyasal partileri kapsayacak sekilde genisletmeyi veya alternatif
olarak zaman dilimini daraltmay1 ve/veya genisletmeyi ve bdylece karsilastirmali

analizlere olanak saglamayi tercih edebilir.
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