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Message from the Editors

Hello from TOJCAM
TOJCAM welcomes you.

We are very pleased to publish volume 1 issue 4 in 2015. As an editor-in-chief of The Online
Journal of Communication and Media (TOJCAM), this issue is the success of the reviewers,
editorial board and the researchers. In this respect, I would like to thank to all reviewers, researchers
and the editorial road.

The Online Journal of Communication and Media (TOJCAM) editorial team will be pleased to
share various researches with this issue as it is the miracle of our journal. All authors can submit
their manuscripts to tojcam.editor@gmail.com for the next issues.

TOJCAM, TASET, Governor State University, Vienna University of Technology & Sakarya
University will organize ITICAM-2016 International Communication and Media Conference
(www.iticam.net) between February 04-06, 2016 in Dubai, UAE. This conference is now a well-
known communication and media event. It promotes the development and dissemination of
theoretical knowledge, conceptual research, and professional knowledge through conference
activities. Its focus is to create and disseminate knowledge about communication and media.
ITICAM-2014 conference book has been published at http://www.iticam.net/iticampubs

Call for Papers
TOJCAM invites you article contributions. Submitted articles should be about all aspects of
communication and media. The articles should be original, unpublished, and not in consideration

for publication elsewhere at the time of submission to TOJCAM. Manuscripts must be submitted in
English.

TOJCAM is guided by it’s editors, guest editors and advisory boards. If you are interested in
contributing to TOJCAM as an author, guest editor or reviewer, please send your cv to
tojcam.editor@gmail.com.

October 01, 2015

Editor in Chief

Prof. Dr. Aytekin ISMAN
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READER’S EYE MOVEMENT TOWARD VISUAL ELEMENT OF
NEWSPAPER: EYE TRAKING EXPERIMENT OF THREE KOREAN
NEWSPAPERS

Mahnwoo Kwon, Jiyoun Jung

School of Digital Media, Kyungsung University, Korea
E-mail: mahnoo@kyungsung.ac.kr, jiyoun@ks.ac.kr

Abstract: Measuring and evaluation of reader’s visual attention are important process for
scientific production of newspaper. Newspaper has its apparent rules and practices regarding
reporting and production of news. This study tried to suggest which element affects reader’s eye
attention between various visual elements like graphic, photo and headline. Especially this
experiment tested research questions about reading gravity whether it starts from the upper left
corner of the newspaper ends at the lower right corner. 18 subjects participated in the test and
different stimuli that have different visual element used. And they were forced to read first pages
of Chosun, Donga and Joongang daily newspaper each in front of eye tracker machine. We found
that attention of the reader starts from center picture or the larger picture then moves to headlines.
After that their attentions turn to other visual elements and they selectively read news articles. In
other words readers do not focus on part which does not have visual elements.

Keywords: Eye-tracking, Newspaper readership, Visual Cognition

INTRODUCTION

The aesthetical composition of print media has long been considered so-called the sixth sense area depending on
editor's decisions off the cuff. This intuitive method is still used for most artistic genres of newspaper and
magazine production. But industrial needs forced the composition method to be more scientific and objective.
That is, visual content industry needs to know the logical principles of how layout visual elements scientifically
to attract reader’s attention.

This study attempted to reveal a scientific relation of visual stimuli and reader's perception limited to the
visual elements of newspaper. It can be said that visual elements has a kind of visual gravity when readers meet
them. The visual gravity working on reader's visual perception are important clues for understanding the visual
information processing. The aim of this research is to find out how the gravity of visual elements works on the
reader's eye attention, so that to propose how to compose newspaper screens using gravity effectively.

BACKGROUND
2.1 Visual gravity on newspaper

In general, gravity is regarded as physical or mathematical objects that have force and direction. As often
represented graphically as arrows, visual gravity is related with the cognition of spatial forces. The concept of
visual gravity is one of the most important elements in that abstract relations can be visualized such as physical
processes and geometrical properties. Similalily, some cognitive linguistic researches have tried to figure out
processes in the mental space using conceptual tools of geometry (Fauconnier, 1994, 1997; Lakoff & Johnson,
1980, 1999; Chilton, 2005).

Paul Chilton (2005) has also developed this research trend to propose a Discourse Space Theory (DST) which
describes linguistic and discourse phenomena as the semantics of discursive space using vectors. He suggests the
DST model consisting of an abstract three-dimensional space in which geometric vectors are used to represent
spatial locations, movements, and semantic configurations (79-80).

www.tojcam.net Copyright © The Online Journal of Communication and Media 1
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In media studies, the concept of vector is adopted as aesthetic or visual vector, one of the principles for
composition of screens by Herbert Zettl. He defines the visual vector as the force of direction which move our
sight from one point to another which is the most powerful force working in screens(2001; 165).

Regarding screens, not only the vectors by physical movements but the vectors by implied vectors such as
arrows, objects in array and sight lines of people as well. Then, the screen becomes a vector field where physical
vectors, psychological vectors, and visual vectors are working together.

There are three vector types: graphic vector, index vector, and motion vector (Zettl, 2001; 165-167). Graphic
vector is made of an array of dots of lines which draw viewer’s attention with such a static composing elements.
Index vector is formed with people pointing to a specific direction or looking at a specific object. Motion vector
depends on moving objects or objects perceived as moving.

Screens are full of various visual stimuli, so the readers must face a task to draw pertinent meanings from those
visual stimuli. This interaction between screens and readers are kind of psychological experience operating
through visual center of the readers. In terms of this nature of visual perception, visual gravity of screens is
important elements which induce reader’s attention and make the screen sensible.

2.2 Eye tracking method and visual attention

As the studies on psychology or phenomenology of perception have shown, the processes of perceiving and
making meaning of objects are quite subjective related with the organs of perception and nerve. The scientific
knowledge on the path of human perception is always in concern both for theory and performance. Eye tracking
method is effective research tool which can answer the question that how people actually view objects and draw
meanings from visual stimuli with evidences of their eye movements.

Eye-track system is more used in the studies on education and human engineering such as a study on visual
verification on the existence and disappearance of object(Lecuger et al., 2004), and on the strategies in the
process of text reading(Rayner & Well, 1996). In media studies, eye-tracking is usually used in the studies on the
information search process of readers of newspapers, advertisements, or web pages (The Poynter Institute for
Media Studies, 1991; Stanford-Poynter Project, 2000). In these studies, the focuses are usually upon the
important object among various information that reader's eye movement locations, and the orders that reader's
eye travels. The results of these researches are to be used in the array of information to draw reader's visual
attention easily.

The idea of this study is on the importance of the relations of visual stimuli -not only visual stimuli themselves
such as size or location- on the screen as represented as direction which operate as powerful force leading
viewer's visual attention. The visual gravity is one of principles of screen composition, and this study attempts to
show how they work by tracking the eye movements of readers.

RESEARCH METHOD

There were 18 participants, of whom 9 were male and 9 were female. They were undergraduate students of
Kyungsung University in Busan. Based on literature review, eye tracking was employed for the experiment.
Three major daily newspapers of Korea (Chosun, Donga, and Joongang) were used as stimuli.

A short questionnaire to ask participants’demographic information and media habits was provided before the
experiment. For the how well participants could retrieve the news and an interview was followed to supplement
the questionnaire.

www.tojcam.net Copyright © The Online Journal of Communication and Media 2
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RESULT AND CONCLUSION
4.1 Visual gravity flows

Generally, the reading gravity theory explains that it starts from the upper left corner of the newspaper ends at
the lower right corner. But as portrayed in <Figure 1>, <Figure 2> and <Figure 3>, the order of reader’s eye
movement starts from color or picture elements then move to headline or typo elements.

Figurel. Flow of Chosun Daily
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4.2 Eye movement flow by size and position of photo

It was explored if size and position of photo can influence on audience’s eye movement flows. Participants could
view more of photo elements from the news when the photo located below news article not upper.

Figure4. Flow of Chosun FigureS. Flow of Donga
“Fhi3 2F ofoF

bl LR | Al
LR DR L B L - -

"B, 19 RO

Figure4. Flow of Joongang
FHREIR G o £ & B=0

BBC "2 @aloliolAl el olg} § ¥4~ 24 "Al9ic Uk 21 ANE 2°

CONCLUSION

Through measuring and evaluating audience’s visual attention using eye movement tracker, we revealed that
visual gravity of screen exists between objects in visual content. Especially this experiment found that there are
different findings about current theories of visual gravity. This research has a practical implication to the
strategies about visual elements layout of print media’s content format. This research can provide scientific
methodology for verifying that how we set up the layout visual objects, how we allocate the portion of visual
objects, and how much lead room do we need in screen.
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RELATIONSHIP BETWEEN NEW ONLINE-SOCIALIZED WORLD
AND ORGANIZATION BASED SELF ESTEEM

Y. Galip Genger
Yalova University, 2013
yggencer@yalova.edu.tr

Abstract: The emergence of Internet-based social media has made it possible for people to
communicate online, and this new world changed rules of old-style offline socialization.
Socialization is an integrated situation in new world conditions which should not be interrupted
by the usage prohibitions in work-time. Besides, Organization-based self-esteem (OBSE) reflects
the perception, individuals have of themselves as important, meaningful, effective, and
worthwhile within their organization. (Mayer & McNary, 2007) Regulation varieties about
internet usage known as Employee Internet Management strategies are negatively affecting
OBSE. This paper also focuses on a new era, and new media, also informs about different
statistics about social media usage, which is required to understand the importance of social
networking. Facebook and Twitter are selected as important references for the new form of
socialization and examined in details to understand why people as workers need to use social
media. The implications for organizations and employees are discussed.

Keywords: Communication, Socialization, OBSE, Internet, Employee, Social Media, Facebook,
Twitter

1. INTRODUCTION

This paper examines the relationship between new forms of socialization, and the reflections of this new era on
work-life. Employee Internet Management strategies, specifically e-management and enforcement are studied in
details. Organization based self esteem (OBSE) is defined accordingly with the literature which reflects the
perception individuals have of themselves as important, meaningful, effective, and worthwhile within their
organization. Examples of Employee Internet Management and prohibition strategies are examined and as a
result it is stated that different levels of prohibition negatively effects OBSE. Lastly, a new world is observed at
the base of social media, by the examples of Facebook and Twitter.

2. USE OF SOCIAL MEDIA

Social media encompasses a wide range of online, word-of-mouth forums including blogs, company sponsored

discussion boards and chat rooms, consumer-to-consumer e-mail, consumer product or service ratings websites

and forums, Internet discussion boards and forums, moblogs (sites containing digital audio, images, movies, or

photographs), and social networking websites, to name a few. As illustrated by Table 1, social media outlets are
numerous and varied. Mangold & Faulds (2009) categorize examples of social media as follows:

www.tojcam.net Copyright © The Online Journal of Communication and Media 6
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Table 1. Social Media Categories

Examples

_ Social networking sites (MySpace, Facebook, Faceparty)
_ Creativity works sharing sites:
_ Video sharing sites (YouTube)
_ Photo sharing sites (Flickr)
_ Music sharing sites (Jamendo.com)
_ Content sharing combined with assistance(Piezo.com)
_ General intellectual property sharing sites (Creative Commons)
_ User-sponsored blogs (The Unofficial AppleWeblog, Cnet.com)
_ Company-sponsored websites/blogs (Apple.com, P&G’s Vocalpoint)
_ Company-sponsored cause/help sites (Dove’s Campaign for Real Beauty)
_ Invitation-only social networks (ASmallWorld.net)
_ Business networking sites (LinkedIn)
_ Collaborative websites (Wikipedia)
_ Virtual worlds (Second L.ife)
_ Commerce communities (eBay, Amazon.com)
_ News delivery sites (Current TV)
_ Educational materials sharing (MIT, MERLOT)
_ Open Source Software communities (Linux.org)
_ Social bookmarking sites to recommend music, videos, etc. (Digg, del.icio.us)

3. SOCIALIZATION

The emergence of Internet-based social media have made it possible for one person to communicate with
hundreds or even thousands of other people at the same time about products and the companies that provide
them. Mangold & Faulds (2009) argue that social media is a hybrid element of the promotion mix because in a
traditional sense it enables companies to talk to their customers, while in a nontraditional sense it enables
customers and also workers of a company to talk directly to one another.

The content, timing, and frequency of the social media-based conversations occurring between consumers and
employees of a company are outside managers’ direct control. Therefore, Mangold & Faulds (2009) argue that
managers must learn to shape consumer discussions in a manner that is consistent with the organization’s
mission and performance goals. On the other hand, today’s online world also requires control of the employees’
social media behavior. This control which remains as the focus of this paper may demotivate the employees, so
the balance of the control here is very critical.

Socialization is examined in different perspectives in the literature. Ward (1974) defined consumer socialization
as “processes by which young people acquire skills, knowledge, and attitudes relevant to their functioning as
consumers in the marketplace” (Ward 1974, p. 2). This definition gave focus to a new generation of researchers
and an emerging field of study pertaining to children as consumers. Twenty-five years later, an impressive body
of research has accumulated on the topic of consumer socialization.

Researchers have explored a wide range of topics reflecting children’s growing sophistication as consumers,
including their knowledge of products, brands, advertising, shopping, pricing, decision-making strategies, and
parental influence and negotiation approaches. Today, an update is required for such studies, because as
tomorrow’s employees are getting used to socialize online from very early years of their life. For companies,
controlling or prohibiting social media usage at work-time is getting more problematic.

Also examined have been the social aspects of the consumer role, exploring the development of consumption
symbolism, social motives for consumption, and materialism. The most well-known framework for
characterizing shifts in basic cognitive abilities is Piaget’s theory of cognitive development, which proposes four
main stages of cognitive development: sensorimotor (birth to two years), preoperational (two to seven years),

www.tojcam.net Copyright © The Online Journal of Communication and Media 7
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concrete operational (seven to eleven years), and formal operational (eleven through adulthood; Ginsburg and
Opper, 1988).We have to note here that, this stages are affected mainly by internet and social media, in today’s
world. Children, as the awaiting consumers and workers of the companies for the future are growing with social
media and they will need to use these channels in their life.

4. INTERNET USAGE

An electronic Webpage survey was used to collect the data required for examining the motivation to use the
internet. A total of 1370 usable responses was obtained. Results indicated that local Internet users used the
Internet mainly because they perceived the Internet to be more useful for their job tasks and secondarily, because
it is enjoyable and easy to use. The findings demonstrated that while perceived usefulness had consistently
strong effects on all usage dimensions (frequency of Internet usage, daily Internet usage and diversity of Internet
usage), perceived ease of use and perceived enjoyment affected each specific usage dimension differently. This
study may also show the tendency to use social media, as online socialization conditions. Perceived usefulness is
defined as the prospective user's subjective belief that using a specific application system will increase his or her
job performance within an organizational context. A system high in perceived usefulness, therefore, is one which
the user believes in the existence of a positive use-performance relationship. In other words, the user believes
that the use of such a system would yield positive benefits for task performance. (Teo, et al, 1999) For today’s
online world, it will be logic to argue that social media usage will benefit employees in terms of increasing their
task performance, which is taken into account as a motivator of organization based self esteem.

To understand better, perceived ease of use refers to the degree to which the prospective user expects the use of
the target system to be free of effort. Radner and Rothschild (1975) stated that the effort is a finite resource that a
person may allocate to the various activities for which he or she is responsible. Hence, Davis (1992) purported
that all else being equal, an application perceived to be easier to use than another is more likely to be accepted by
users.

As the 21st century progresses, the Internet is showing no signs of slowing in growth. International
Telecommunications Union, for example, reports that there are more than 2,7 billion Internet users worldwide.
This represents a 175% increase from the estimated number of Internet users in 2005. Further evidence of the
explosive growth can be found in the increase of worldwide broadband subscriptions. International
Telecommunications Union forecasts a 1000% increase through 2005 in the mobile broadband subscription for
2013.

As seen in Table 2, world population is expected to be 7.1 billion in 2013, and the ratio of internet users among
all populations will increase to 39%, which will be 30% more than 2012 figures. This change is felt deeper in the
developing countries by nearly %50 increase, from %21 to %31. The percentage change in developed countries
is again %10, but this is a smaller increase because the base value is more than three times of the percentage of
the developing world. When we examine the breakdown across regions, we see in Table 3 that the highest rates
are in Europe and America, which is followed by the Arab States, and Asia Pacific regions.

www.tojcam.net Copyright © The Online Journal of Communication and Media 8
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Table 2. Worldwide Internet Users Table 3. Internet Users by Region
2005 2010 2013? 2005° 2010° 2013ab

World 6.5 6.9 7.1 billion Africa 29 10% 16%
population [ billion | billion
Not using the 84% 70% 61% Americas 36% 49%, 61%
Internet

. Arab States 8% 26% 38%
Using the 16% 30% 39%
Internet Asia and 9% | 23% | 32%

. Pacific

Users in the 8% 21% 31%
developing Europe 46% | 67% | 75%
world

a Estimate. P Per 100 inhabitants.
Source: International
Telecommunications Union

Users in the 51% 67% 77%
developed
world

a Estimate.
Source: International Telecommunications
Union

5. ORGANIZATION BASED SELF-ESTEEM (OBSE)

OBSE is defined as “the degree to which organizational members believe they can satisfy their needs by
participating in roles within the context of an organization” (Pierce et al., 1989, p. 625). Social media's
abandonment directly affects employees’ perception about the company they are working for, and this will
negatively affect their organization based self-esteem. Such a prohibition signals employees that the company
does not trust to its employees and so tries to control their internet use.

On the other hand, OBSE reflects the perception individuals have of themselves as important, meaningful,
effective, and worthwhile within their organization. If my company respects my internet usage, then I work more
motivated, says one of my friends, who is a union leader in a multinational company. Employees with high
OBSE participate in activities valued by their organization and in other organization-related behaviors that will
benefit the organization to display organizational citizenship behavior (OCB). (Mayer et al., 2007)

6. EMPLOYEE INTERNET MANAGEMENT

Internet usage is growing, but let’s examine the reflection to the organizations. How can organizations protect
their work performance from this increase. According to a Websense, Inc. A survey of human resource directors,
approximately 70% of companies provide Internet access to more than half of their employees. A critical aspect
of usage for organizations is productivity. Users should be utilizing the Internet to increase productivity and not
for nonproductive uses. Dysfunctional uses include chat room participation, downloading or viewing
pornography, stock watching, cybersex, and so on. The organizations have to eliminate these dysfunctional uses
and at the same time they have to preserve the organization based self esteem of their employees in high levels.

In a study to examine intrinsic and extrinsic motivations in the workplace, Davis et al. (1992) found that people's
intentions to use computers are influenced mainly by their perceptions of how useful the computers are for
improving their job performance, and less so, by the degree of enjoyment they experience in using the computers
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per se. Similar findings have also been reported by Igbaria et al.'s (1994) study on the respective roles of
perceived usefulness and perceived fun in the acceptance of technology. Therefore, it is logical to deduce that in
a single day, perceived usefulness and perceived enjoyment will be stronger motivators encouraging greater
daily usage as compared to perceived ease of use. This is a signal that prohibition of social media usage will
decrease the usage of the internet and ultimately harm the motivation of the employee.

Prior research in the area of Employee Internet Management has generally been manifested in the form of
industry-driven surveys. Studies have primarily examined monitoring, Internet use policies, and Internet
behavior. The following surveys provide examples of prior research. According to a 2001 American
Management Association (AMA) survey of 1,627 managers, nearly 50% of companies monitor electronic mail,
63% monitor Internet use, and 89% monitor their employees in one way or another. The AMA notes that 74% of
corporations use monitoring software.

An Information Week research survey of 250 information technology and business professionals found 62% of
companies monitor its employees’ website use. Approximately 60% monitor phone use, 54% monitor electronic
mail, and less than 20% monitor productivity of home-office workers. A Websense, Inc. study examined policies
and behavior. The survey of 224 human resource management directors found that 83% of the companies
indicated they have Internet access policies (IAP). Even though IAPs exist, 64% of the companies have
disciplined employees and more than 30% have terminated employees for inappropriate use of the Internet.
Approximately 50% of companies are not concerned about the problem and/or have done little to enforce the
IAPs. Sixty percent of the companies use self or managerial oversight, and only 38% use filtering software(Case
& Young, 2002). However, prior research has been limited to primarily industry-driven surveys. The research
appears fragmented with inconclusive results and variables such as employee training, screening, and
rehabilitation are not explored. For further studies such variables would be useful in improving employee
Internet management.

Here, we have to talk as a roadmap about Internet E-management framework, which was developed by Case and
Young. This is the most important study about understanding employee behaviour in work-life, which is directly
related with this paper, studying the relationship between social media usage and organization based self-esteem.
The Internet E-Management Framework utilizes four constructs. These constructs are identified as e-
management, enforcement, job necessity, and e-behavior. Each construct is hypothesized to impact productivity.
E-management and enforcement are organization-level or macro constructs, which will be studied and used in
this paper. Accordingly with the prior research, we argue that E-management of the organizations harm the
organization based self esteem of the employees.

Hypothesis 1:

“’E-management implementation in the organizations negatively effects employees’ organization based
self-esteem.*’

E-management is the organization’s culture relating to their tendency of being proactive to Internet misuse.
Possible proactive practices include policy implementation, screening, training, monitoring, or no measures.
Enforcement can be stated as the organization’s tolerance or re-action to employee Internet misuse. Possible
reactions include discipline, dismissal, or rehabilitation. Here, enforcement strategies are perceived by
employees as a restriction which is considered as a deviant behavior and demotivates them, ultimately decrease
their organization based self esteem.

Hypothesis 2:

“’Enforcement strategies in the organizations negatively effects employees’ organization based self-
esteem.*’

Job necessity and predominant e-behavior are employee-level or micro constructs. Job necessity relates to the
percentage of time that the Internet is necessary to perform individual job functions relative to the individual’s
total work time. Predominant e-behavior includes dysfunctional behavior such as electronic mail misuse,
involvement in non—work related newsgroups, chat room participation, slacking, cybersex, pornography,
gambling, and security threats. (Case & Young, 2002)
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7. NEW ERA

New Era is a concept that has recently entered academic and media discourse, although widely used, has several
meanings with differing implications for the online world, well-being of the economy, individual and social
welfare. The development of the Internet, in particular, is said to have profound implications for the organization
of economic activity and for increasing productivity (Castells, 2001). Other analysis focus more circumspectly,
on the changing character of work associated with technological change, deregulation and globalization (Beck,
2000; Carnoy, 2000; Sennett, 1998) and the new social inequalities that seem to be accompanying these
processes. Ulrich Beck (2000) argues that work at all levels is characterized by insecurity and increasing
inequality. These social inequalities are achieved in the workplace by different internet usage regulations.
Workers at different levels face different prohibition levels of the internet which again harms the organization
based self esteem of the workers.

Hypothesis 3:

“’Difference in internet prohibition for different levels in the organizations negatively effects
employees’ organization based self-esteem.*’

The 21st century is witnessing an explosion of Internet-based messages transmitted through online media. In the
new era, online communication has become a major factor in influencing various aspects of consumer behavior
including awareness, information acquisition, opinions, attitudes, purchase behavior, and post-purchase
evaluation. Besides, new working patterns have eroded the boundaries and collective rhythms of working life
and the concept and reality of a fixed working day have declined for many people. (Doyle and Reeves, 2001;
Fagan, 2001; Hochschild,1997; McDowell, 1997)

Furthermore, the tools and strategies for communicating with customers have changed significantly with the
emergence of the phenomenon known as social media, also referred to as consumer-generated media. This form
of media ‘‘describes a variety of new sources of online information that are created, initiated, circulated and used
by consumers' intention educating each other about products, brands, services, personalities, and issues’’
(Blackshaw &Nazzaro, 2004, p. 2). In the new era the employees interact with other people online (with social
media), and it is obvious that social media usage in the workplace is needed to form these ties in today’s world.

8. SOCIAL NETWORK

A social network is a group of individuals or entities that are connected through various factors such as common
topics of interest, similar demographics, friendships, purposes of knowledge or commercial exchange, online
self-presence, and a sense of belonging. These phenomena have been studied under different names such as
virtual communities (Rheingold, 1993), virtual communities of consumption (Kozinets, 1999), online
communities, electronic tribes (Cova, 1997; Kozinets, 1999; Cova, 2002; Adam and Smith, 2010), etc. In
addition to building or using these platforms, it is crucial for today’s firms to understand how to retain their
network members within this emerging media. (Toker&Seraj, 2012)

In terms of loyalty, commitment or re-use intentions of social networks, there have been a few studies focusing
on theoretical models and their empirical tests. Preece (2001) has discussed the success factors for online
communities through the concepts of sociability and usability. The sociability aspect was described by purpose,
policy, and people items which were the main ingredients to build an online community; whereas usability which
included dialogue and social support, information design, navigation and access, pointed at the abilities and
characteristics of an online platform to provide means to the people involved in it. (Toker&Seraj, 2012) Apart
from the usability and sociability model, where functional and social benefits were taken as end results,
Langerak et al. (2007) proposed and showed that the user participation in online networks was a matter of
membership satisfaction with member-member interactions, member-organizer relationship, and community site.
Facebook and Twitter are the most popular examples of social media usage in today’s world.

8.1 Facebook
Online social networking platforms have become indispensable for our lives today. They facilitate us to
socialize, exchange knowledge, share experiences, find commercial or professional opportunities, and have fun.
The 20 sites with the highest traffic (Alexa Top 500 Global Sites) are either social networking sites or search
engines. Among these, Facebook has the second highest ranking after google.com and it has created a different
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“internet” of its own with more than 30% of the Internet users all over the world as Facebook members. (Cova,
1997; Kozinets, 1999; Cova and Cova, 2002). Given the growth of social networking sites, it is perhaps
unsurprising that their use has garnered media attention, including the seemingly now obligatory scare stories
involving identity theft, workplace usage levels and even addiction. (Joinson, 2008)

Online social networking sites like Facebook may also serve a number of other purposes which prove their need
in the workplace. Lampe et al. (2006) draw a distinction between the use of Facebook, a survey of over 2,000
students, found evidence that the primary use of Facebook was for ‘social searching’ — that is, using Facebook to
find out more about people who they have met offline. The use of Facebook for ‘social browsing’, for instance,
to meet someone via the site with the intention of a later offline meeting, or to attend an event organized online,
scored relatively low amongst their sample. On the other hand, the main use reported by the sample studied by
Lampe et al. (2006) was to, “keep in touch with an old friend or someone I knew from high school”,which also
suggests a similar function for Facebook. In support of this view, Lampe et. al. (2007) report that user's
completion of profile fields that share a common referent (e.g. class, office, sector or hometown) is positively
associated with more friends, perhaps because such information encourages the development of ties based on
shared experiences. (Jionson, 2008) These studies prove the need for these social networking sites in the
workplace.

8.2 Twitter

Users derive a variety of uses and gratifications from social networking sites, including the traditional content
gratification alongside building social capital, communication, surveillance and social networking surfing. (Java
et al, 2007) Twitter, a popular microblogging tool has seen a lot of growth since it launched in October, 2006.
Microblogging is a new form of communication in which users can describe their current status in short posts
distributed by instant messages, mobile phones, email on the Web. On Twitter, updates or posts are made by
succinctly describing one’s current status within a limit of 140 characters. Topics range from daily life to current
events, news stories, and other interests. With the recent popularity of Twitter and similar microblogging
systems, it is important to understand why and how people use these tools. Understanding this will help us to
explain why people need to use Twitter in the workplace.

These are all new forms of socialization and in today’s world workers also require to satisfy such needs in the
workplace. Facebook and Twitter as the important examples of online socialization tools are now important tools
for social integration. Workers in an organization either working computer-integrated or not evaluate the
freedom of social media as one of the crucial working condition. Prohibition of these social media usage
negatively effects the perception individuals have of themselves as important, meaningful, effectual, and
worthwhile within their organization.

Hypothesis 4:

“’The use of social media within organizations is positively associated with organization based
self-esteem.*’

CONCLUSION

The aim of this paper is to examine the relationship between new online world on the base of worklife conditions
and organization based self-esteem of employees. First, the concept of socialization is defined in details, and
information about the internet usage is provided which proves the importance of the online world and social
media usage. Then, organization based self esteem concept by various perspectives from literature is examined.
Afterwards, internet and social media usage at work-time is evaluated and examples of controlling or prohibition
strategies are explained. Some empirical studies of literature are also provided to understand the importance of
the subject better.

Accordingly with prior studies two hypotheses are presented including the relationship of e-management and
enforcement strategies by organization based self-esteem. These two concepts, which are explained in related
parts of this paper are taken from the literature. Another important concept here is the degree of the control on
employee internet usage. The need of online socialization for employees is a must in the new era. There are
several employee internet management strategies examples from empirical studies, which the employees are
directly affected by. Here, the justice of the system is very crucial, because a prohibition which bases on the
positions of the workforce negatively affects the organization based self-esteem of the employees.
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In the last part of the paper, the social network concept is detailly examined. Definitons from literature are
included and the motivators to use social network sites are explained. Understanding of commitment and loyalty
concepts are required for betterly perceive the importance of social media channels in today’s daily life. The
requirement of social media in the workplace is explained. Ultimately, the most popular two social media
channels, Facebook and Twitter are studied in a detailed form.
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Abstract: By understanding how new media influences policies with reference to the Nigerian
political landscape, scholars can now begin to understand how much social media has evolved in
Nigeria and with the knowledge, form the basis for further studies into other similar countries. This
work shall act as bedrock for further studies into social change, diplomacy and government legislation
as influenced by social media. Two important incidents that took place in Nigeria in the past 3 years
shall be studied through relevant news articles, online content analysis and professional journals, to
find out the role social media played during these situations. Based on the findings of the research, the
role of social media and how it influenced government decisions were briefly highlighted in this
work. From the findings, it is clear that social networking was a major driving force in determining
the outcome of the events under study.

INTRODUCTION

This piece aims to look at the role social media plays in shaping government policies and influencing such
policies in developing countries with particular reference to Nigeria.

Nigeria as a nation has been mostly ruled by the military for the most part of the last 53 years and as such the
government has always been in firm control of the media. In 1992 the Nigerian Broadcasting Commission was
established and it immediately put an end to government monopoly. This only led to something different but
definitely not a free press; political partisanship became the order of the day with newspapers and other media
outfits that sprung up in the 90s. For instance Tribune and Daily sketch (two privately owned newspaper outfits)
were basically used to advance the interest of Obafemi Awolowo while the Concord group (another privately
owned paper) was used to advance the political interest of its founder; Chief MKO Abiola. Today there are over
100 privately owned media houses in Nigeria, but a large chunk of these are owned or managed by friends of
those in power and as such cannot truly be categorised as a free press.

This situation is not unique to Africa or Nigeria, it should be recalled that Woodrow Wilson shortly after he was
elected president of America in 1916 for the second time, successfully used the media to promote the idea of
going to war, “turning a pacifist population into a hysterical, war-mongering population which wanted to destroy
everything German (Chomsky, 1997). Gadhafi also tried to use the media to propagate a happy Libya even
during the crisis that would lead to his demise, he filmed and promoted those parts of Libya that were least
affected by the war and tried to deceive the world into believing Libya was at peace (Simon Cottle, 2011).

Noam Chomsky (1997), in his book titled media control explained that they are two concepts of democracy, the
first one considers democracy as a situation whereby the people have a say in how their affairs are run and have
a means to participate meaningfully where information is open and free. The second concept of democracy is
that the government is in full control and the public must be barred from the management and running of their
own affairs; here information is rigidly controlled. This work relates more with the first concept of democracy
and is hereby trying to study how the public through the use of social media has influenced government
decisions and policies. This work shall draw inspiration from the work of Thorstein Veblen on Technological
determinism; he explains that a society’s technology drives the development of its social structure and cultural
values. This paper shall also seek to determine if this true to Nigeria.

With the emergence of internet in Nigeria and later the popularization of blackberry in the early 2000s, Nigerians
suddenly had access to news from all over the world, so it came has no surprise that people in the country started
demanding for accountability from their leaders and reporting government excesses on numerous blogs and
websites that naturally sprung up with the emergence of internet access in the country. In fact it was access to
popular services like twitter, blackberry messenger (BBM), Facebook amongst others that would set the stage for
some of the most popular uprisings against government policies and other social injustices in Nigeria. Due to
time and space constraints, this paper takes a look at two events that rocked Nigeria in the past 3 years and how
social media played a role in facilitating the protest and influencing government decisions. The main objective of
this paper is to identify the roles social media played in influencing government decisions as regards the events
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under review. It is the hope of the researcher that at the end of this paper the question of whether or not social
media has any influence on government decision would have been properly answered.

METHODOLOGY

This research is a summary of relevant conclusions from different journals and newspaper articles on the subject.
The research shall look at two issues that ravaged Nigeria in recent times, namely: The 2011 general elections
and ALUU4 lynching. These cases were chosen based on their media popularity and the fact that the whole
nation was affected in some way by the situation. The researcher shall examine relevant literature, news articles,
press releases and other media that covered the events stated above. Also content analysis shall be conducted; the
analysis shall be based on the comment sections of YouTube videos for the ALUU4, while Twitter and
Facebook entries shall be analysed for the elections. The responses of the public to these issues would be
collated and critically analysed. By doing so, it is the hope of this research to answer the following questions:

1. Did the suggestions of the people on social networks and blogs, correlate with the final decision of the
government or party concerned?
2. Can social networking be used as a tool for social change?

CASE STUDY 1: THE ELECTIONS OF 2011

In 2011, Nigeria was ready for its 4" democratic general elections. The elections would fill up Local, State and
federal Level positions in the country. Because of the well-known corrupt practices of those in power and the
fact that Nigeria ranked high among the most corrupt countries in the world, there was a general atmosphere of
apprehension and a sense of powerlessness during the times leading to the elections of 2011. However the
popularity of social networking and BBM services in the country at the time gave Nigerians an avenue to air
their grievances and act as some sort of watchdog during the election. The incumbent president acknowledged
the influence and power of the social media that he first made his intention to run for president known on his
Facebook page, making him the first Nigerian president to do so. Social media played such a major role in
monitoring and campaigning that the 2011 elections have been dubbed “Facebook election”.

Table 1: Candidate’s use of Social Networks (during 2011 elections)

FACEBOOK
Candidate  [URL No. of FansjAve ~ commentsAve likesParty |Office
per post per post sought
Goodluck www.facebook.com/jo[521,129 2,295 2,076 IPDP IPresident
Jonathan nathangoodluck
Nuhu Ribadu |[www.facebook.com/ri (173,103 170 215 IACN  |President
badu
Tunde Fashola www.facebook.comba|119,631 40 102 CAN  |Governor
batundefashola
TWITTER
Candidate Twitter 1D No. offFollowing  [Followers [Party [Office
Tweets sought
Dele Momodu IDeleMomodu2011 1792 4145 129 INCP  [President
Tunde Fashola TundeFashola 1,504 41 20497 CAN  |Governor
Muhammed Buhari [Buhariforchange 644 1137 10 CPC  |President

Data Source: author’s research and assessment

It is noteworthy that most of the politicians listed above just started using social networking at the start of the
election campaign of 2011 and their online presence has dramatically increased over time. For instance Dele
Momodu, who had less than 200 followers on twitter at the start of campaign had over a 100,000 followers by
the end of 2011.

The elections marked the first time that social media and other forms of connectivity have given Nigerians an
opportunity to act as some sort of citizen observers during the elections (www.movements.org, 2011). During
this election a lot of organisations harnessed the power of social media to ensure a free and credible election.
ReclaimNaija.net, Enough is Enough and SaharaReporters.com are some of the Organizations that created a
platform for Nigerians to interact and report any unseemly behaviour during the elections. According to
movement.org, the use of social media during the elections of 2011 proved to be particularly helpful in the larger
cities of Nigeria; Lagos and Abuja and less effective in the more rural areas due to access. In Lagos and Abuja,
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the writer attributes the relatively freer and fairer elections to the use of social media as watchdogs and observers
of the voting process. It can be said that because of the ease of accessing this new media and the fact that it is
readily available in Nigeria now, social media is revolutionizing election administration and coverage. One
analyst stated that “the widespread use of these real-time media severely limited electoral malpractices ...”
(Omokri 2011). This was also supported by Jega; the chairman of the Independent National Electoral
Commission (INEC) of Nigeria by saying that the use of social media during the elections of 2011 made it more
transparent and made the INEC more accountable to the people. (Cited in Social Media and the 2011 elections in
Nigeria).

The sheer availability of new media is changing the electoral environment, where previous elections were often
manipulated behind the scenes with results altered by politicians and the electoral commission itself (Asuni &
Farris, 2011). It means even untrained citizens and illiterates could give their unbiased opinion on the electoral
process on a safe and reliable platform.

The 2011 elections in Nigeria, gives us a unique opportunity to understand the role social media played in
shaping societal expectations and behaviour which in itself informs government policies.

CASE 2: THE ALUU 4 CASE

On the 5% of October, 2012 four (4) university of Port Harcourt students were stripped naked, beaten and later
burnt to death on suspicion of armed robbery (this case was popularly known as the UNIPORT4 or ALUU4
killings), And it was all caught on camera. The media frenzy this killing generated is unprecedented and never
been experienced in a country were “Jungle Justice” is the order of the day. No newspaper, TV or Radio media
outlet covered these killings, but it was not until different blogs started covering it and Broadcast messages
started surfacing on BBM and international networks like the BBC and Aljazeera became interested that some
Nigerian media houses thought it news worthy. In fact one news reporter with the National Mirror in their first
coverage of the ALUU 4 case on October 24, 2012 stated that, “Interestingly, since the story and the video
became viral several conflicting reports have emerged including the complicity of the Nigeria Police in the
killing of these young men. This has generated both local and international attention in the last two weeks”.
Another observer noted that “There have been lots of cases involving jungle justice all over Nigeria especially
the streets of Lagos. One guesses the reason for the uproar over this is because it is closer to home by the
existence of social media which one is grateful for” (Ynaija news; November, 2012).

In conclusion, Fidelis Duker (2012) in his column on the national Mirror stated that “To me, one of the lessons
from the killing of the ALUU four is the power of social media, which was able to expose this grave atrocity and
help in apprehending some of the perpetrators of the dastardly act”. According to Channels TV (one of the most
reputable news stations in Nigeria) “the Nigerian senate passed a resolution asking the police and security
agencies to fish out the perpetrators of the crime including the spectators captured in the video making the
rounds (on YouTube and Blackberry) and try them for murder”. The Senate President, David Mark, thanked
social networking sites for helping get the news across during the senate plenary session on Aluu 4, he said
“With the help of social media, the faces of the killers of the boys were identified” (Cited on Bella Naija, 2012).
This shows how powerful the social media has become. For the first time in recent history, the Nigerian
government was forced to make a decision to apprehend perpetrators of jungle justice in Nigeria.

Below is a table showing the public’s response to the crisis based on YouTube comments

Table 2: YouTube Video on ALUU4 lynching comments Analysis

\Variable Frequency %Frequency
Call for arrest 15 4.4

Outrage at Jungle justice 53 15.3

Support lynching 10 2.9

|Asking for change 14 4.1
Condemning 252 73.3

Total 344 100

Source: Author’s research and analysis

With 304,070 views on one YouTube Video out of the over 6,000 videos with each of them having not less than
1000 views and most having more than 20,000 views. There were a total of 1368 comments but only 344 were
used in this analysis, because most were either written in a language indecipherable to the researcher or where
unrelated to the video (spam).

www.tojcam.net Copyright © The Online Journal of Communication and Media 17




T =JCAM The Online Journal of Communication and Media — October 2015 Volume 1, Issue 4

From the table it is clear that about 73% of the total respondents out rightly condemned the act, while 15%
showed outrage by cursing the perpetrators, asking that they be massacred etc., while only about 2.9% supported
the act on the grounds that they felt the boys were armed robbers and as such must have caused similar pains to
other people.

The outrage and pouring out of emotions against the murder of the young students forced the Nigerian
government into arresting some members of the community that were involved in the murder. This is the first
time such a step has been taken in the case of Jungle Justice in Nigeria.

ROLE OF SOCIAL MEDIA
From the foregoing it is clear that social media such as Facebook, twitter and blackberry messengers played a
significant role in bringing the attention of the government to the problems stated above and instigated mass
protest in some cases. Here is a highlight of some of the roles social media played:

1. Social media helped in documenting some of the activities such as seen in the 2011 general elections

and all major activities in the country since that time. The ALUU 4 killings, the fuel subsidy protest
were well documented on you tube, blogs and other websites, that would make it possible for future
generations to access them.

2. Coordinating activities: this was clearly seen during the Fuel Subsidy removal protest, the 2011
elections and the change of name of University of Lagos. Social media were employed to organise the
protest, from mobilising individuals to mapping out venues for the protest and organising rallies.
Facebook, BBM and twitter helped a lot in making all these possible.

3. Creating a more objective avenue for people to air their opinions that would otherwise have not been
heard at all. Social networking sites created a forum or a platform for people to vent and make their
voices heard.

4. Create an avenue for the masses to talk to the government: Social media have created a way for people
to talk to the government directly as most political office holders including the president has a
Facebook page. This was previously not possible as the best people could do was relate their problems
through organised labour groups.

5. Create an avenue for government to check the pulse of the people before making certain decisions, this
can also be seen from the Fuel Subsidy removal protest, as one of the major reasons people were
offended was that the government did not inform them beforehand before such an important decision
was made.

6. Create an alternate medium for people to source for news and information.
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HOW DOES THIS INFLUENCE GOVERNMENT POLICIES?

In the case of the general elections of 2011, it is very clear that social media changed the landscape of Nigeria’s
electoral process and balloting. The government was forced to set up a committee and an independent observer
to monitor the use of social media during the electoral process. Several bodies such as the reclaim Nigeria and
Enough is Enough came up and provided a platform for people to send in the observations and report any
incidents during the electoral process. The Independent National Electoral Commission (INEC) experienced over
25 Million hits on its website in just three days during the presidential elections. The chairman of the
commission, Prof. Jega noted that the internet and particularly social media has made the electoral process more
transparent and provided documentation on the electoral proceedings in the country which would help future
elections.

Also based on the findings of a coalition of different interest groups that formed the Social Media tracking
Centre, a report was submitted to INEC and other stakeholders on how they can further make use of social media
to foster more transparent elections in the future. These recommendations if followed and implemented would
further improve Nigeria’s electoral process and encourage citizen participation.

The ALUUA4 killings; the Nigerian Police Force (NPF) initially insisted that since it was a mob action, there was
simply no way of knowing who the perpetrators where and arrest them. They insisted that it was impossible for
the police to track down the killers, as it would amount to raiding a whole community. This however did not stop
the protest going on social networking sites and blackberry, immediately people started extracting images from
the YouTube video, and were calling on the police force to arrest the people clearly visible on the video. These
pictures became viral on the internet and BBM.

By making these pictures viral, the public further proved the police wrong and showed them how to at least
identify some of the perpetrators by watching the video and picking out their faces one at a time. This eventually
led to the arrest of 13 ALUU community people including their traditional ruler. The case is currently still in
court.

The ALUU case is a prime example of where social media has helped ensure justice was carried out. The images
going viral online and call for justice put the government in a situation where it had act or be seen as
irresponsible and insensitive.

Since the ALUU 4 incident, the police force has been making efforts to ensure the incidences of jungle justices
in the country is reduced, and has promised to arrest and prosecute anyone involved in such.

CONCLUSION

The internet and social networks have opened up opportunities for Nigerians and changed our political landscape
forever. It has given Nigerians a voice to air their grievances and to make their stance known. As far as elections
and other social policies go, it is clear that Nigerians would no longer be spoon-fed untrue information as they
now have the power to source for the news when and how they like. The social network and internet have given
Nigerians and the world in general an avenue to meet and discuss life changing/threatening issues and proffer
solutions to them. The internet shall forever play a major role in Nigeria’s electoral process and in all
government policies, as the internet would only get better and more accessible to Nigerians if current trend is to
be taken seriously.

As one brilliant scholar in a video commentary said, technology and the electronic environment it creates is not
going away, they will only continue to advance, they are the new media through which writers will now share
their voice.
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Abstract: Public relations is an important tool for marketing of products. its the cheapest
and most practical way of marketing a product and informing the target about that product.
Social media brings new challenges for public relations to all markets. Sport and Football is
one of them. Football which is a mass communication product and takes the interest of
millions is also using social media in marketing and public relations. With social media the
communication of the football teams had changed. The supporters of the football teams can
reach and communicate more easily with their teams and can have a two side
communication with feedback. This paper made a research about how the three most
popular football teams use Twitter as a public relation tool. The research used the method
of observation of three Turkish most popular football teams Galatasaray, Fenerbahge and
Besiktas and three popular football teams of EU Countries. These football teams were the
teams who had collected the biggest points according to UEFA in 2012-2013 session.
Barcelona (Spain), Bayern Munchen (Germany), and Real Madrid (Spain). The Twitter
accounts of these six football teams were followed between 01-31 of October 2013 and
there is an examination an evaluation in accordance the frequency of using Twitter and its
characteristics. In the research there is a determination of how the Turkish football teams
use Twitter as a public relation tool and what their difference is from the EU countries
football teams. A comparison is be done on the use of Twitter of Turkish and other three
European teams.

Key Words: Social Media, Public Relations, Twitter, Football

1. CONCEPT OF SOCIAL MEDIA

Social media which has come up as a new trend with the internet-based application as a necessity of our period
had provided considerable popular environment and interaction between the users and the people who they
inform about the users satisfaction. Social media which shows diversity consisting of complex formations
intended for photograph, video, text and media is a human communication figure that the debate and sharing are
basis without making limitation of time and place. (Vural, Bat, 2010:3351). Technology of internet and social
interaction underlie of the social media. Social media is a common term for online tools and web sites which
create mutual interaction with allowing to users for the sharing of knowledge, thought, interest and information.
Via social media, people can share their ideas, opinions and relationships by way of internet (Yagmurlu, 2011,p.
5-6).

Social media is a channel where individuals satisfy their loneliness, they say ‘count me in’ with making
difference and they can become popular. Communication in social media is provided with words, visuals, sound
files and so on. Social media has a frame that people share their stories and experiences. Content in social media
is constituted by the users completely and the users get in contact with themselves above these contents
(Aydogan and Akyiiz, 2010, p.36). Social media is a chain of internet applications which based on sharing and
debate without making limitation of time and place. Users webify their contents which they produced in both
internet and mobile environment quite easily. Users follow the contents and comments of other users. User is in
the position that is both following and followed in social media applications. When contents are examined
detailed, it is seen that they are informal and they can be transform to gossip chain between users in time
(Mavnacioglu, 2009, p.64).

In generally, dialogs and sharings that users make with one another on the internet constitute the social media.
Therefore, it is possible to say that there is an interaction in social media. Social Networks and corporate groups
exist in social media. Via social media, companies can make their corporate promotions, individuals can make
friends. Since social media is an interactive environment, it is a place where the highest level of sharing happens
and give a chance as s new product of online media and it is one of the newest idea and pioneer. The features of
the social media are (Vural, Bat, 2010, p.3351):
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e Participants: Social media is a channel that encourage the participants and get all kinds of feedback
from them.

e Preciseness: The most apparentness service to feedbacks is social media services. Voting, comment and
information sharing is on the forefront in these services.

e  Speaking: While traditional media based on content transfer and information to the listener, briefly
based on broadcasting, in social media individuals can speak via interaction way, can make comment
and have a vote.

e  Society: Social media can give a permission to communities on short notice for fast and effective
formation.

e Correlativity: It is possible to carry out related process in social media. Users are able to supply
spreading on short notice with sharing the links of the contents which they like.

Social media can be stated simply as collaborator and online content which made by user. Via social media,
individuals can affect other individuals and groups easily. There are many dynamics which are efficient on the
social media’s today’s status which is one of the most often-heard notion nowadays.

The channel which commonly used within the context of social media is social networks. In our day mankind’s
living in a kind of network society which organizational knowledge, personnel creativeness and learning
capacity are seen as a source of value; new communication technologies which comprise this network society
and the people’s going into the effort of a new kind of communication brought about social networks. Social
networks are web based service that based on the creating a compulsory profile in a system to link up with the
audience and sharing of this profile, and which provide to see each other who are in the system and added of
participants who share a link and other users lists’ to each other. Social networks are an environment which
based on being in contact that based on the working and information exchange of a range of people or
corporation and interacting to success desirable results via sharing way (Vural and Bat, 2010, p.3355). The most
salient social networks nowadays are Facebook, Twitter, Myspace, You tube and Wikipedia. Twitter which is
one of the social media network that most rapidly - developing of the world is a micro blog site which enables
the users write short blogs which composes of maximum 140 characters. Despite of its simple system, twitter can
share the user informations with their followers and can give informations about their situations. Abundances of
famous people who use twitter and converse with the famous people who they are admire of people via twitter
are the factors which make twitter favorite.

2. PUBLIC RELATIONS AND SOCIAL MEDIA

Public relations are one of the basic factor which affecting the corporate image and prestige. In our day, for
getting a positive image of any corporation, individuals or country, it is need to be perceived correctly in public
opinion. Public relations are one of the important tool to be perceived in public opinion correct and clear. Public
relations directors of companies are like a corporate director of photography in fact. Directors provide becoming
integrated one to one with the audience via public relation way. They are corporate voice and corporate scene
tools which reflected to public opinion. In public relations platforms, activities of public relation means one to
one representative of the corporation. Every activity is a representative image which composes the image of the
corporation and goes to corporate prestige in the end. Public relations events establish a common sharing area
which enables of acceptance, understanding, collaboration, trust between public opinion and corporation in the
way which recumbent corporation image and this common sharing area is the liveliest communication platform
which establish with the audience in the sense of public relations (Gtiltekin, 2006, p.1).

Public relations is a strategy which operates with audience, it is premised on institution purposes, and its order of
importance is sometimes consumers and sometimes employers. Public relations which is extremely
comprehensive activity has not had only one definition. But when existing definitions are evaluated, it is possible
to see that public relations is set of activities need expertise which is a management function that directly
depends on senior management. It provides communication with organization and its environment. It takes
notice of all desire and hopes of audience, and reflects them to communication programs (Bozkurt,2006,p.182)
Public relations is more believable information source than prepaid, biased and partial activities. Public relations
which is an institution’s conception is a communication science that has a purpose to concept, impress with
thought to behaviors and make a choice. Institutions which need to express their powerful sides provides to
transport influentially their messages to different audience with public relations. Public relations means
determining when and how we communicate with audience. It is aimed to have a deterministic and directive
affective on human beings behavior, approaches and conception with determinate strategy. Practicing
successfully public relations has a huge importance for all companies like local, national, international
companies (Aydede,2007,p.13-14).
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Public relations are that legal or illegal entity; association, private institution or public enterprise make an effort
to improve themselves or work with the other groups. This effort needs use some various techniques and take
some various tacks even if someone makes an effort himself or somebody who works for him makes effort.
Technology and communication technology provide people to inform not only the events among their
environments but also all world news via the source and time which they choice, when considered from this
point of view. Providing to get information at will in an appropriate time helps to get beyond the local political,
economic and social limits. So public relation experts have worked for communication with their audience in
virtual environment (Ozgen, 2010, p.88).Public relation which call us private institution , public enterprise’s
communication way have two functions: Recognition and Promotion. Function of Promotion includes one-way
communication activities. The purpose is to promote organizational service and goods to public. And the second
function, recognition includes that organization knows its audience and understand their desire and needs. These
activities provide feedback to communication and communication happens two-way thanks to these activities.
The fact is that internet is a good helper for the recognition and promotion functions of public relations. It
improves practices of public relation, because social media’s structure is especially appropriate for dialogue.
Social media is important for public relations. Because (Yagmurlu,2011, p.7-8):

e [t shows innovation and sincere

e  For special and public organization, it makes definition activities.

e It comes out thoughts. Because social media has been popular recently.

We can understand what people think about someone, something or organization

e It makes dialogue between people and organization.
Because of the internet which is the biggest invention of our century, the problems like impressing idea and
behaviors, supporting market communication and getting over media which are the basic tasks of public
relations, are solved. So, it is inevitable to use social media as a public relation tools. There are some advantages
of this situation. These are (Onat, and Ali Kilig¢ 2007,p.1125):

e We can communicate with a lot of people in a short time

e We can learn in a short time whether the audience have satisfaction or dissatisfaction about the product,
service or corporation

e  We can learn about any use of product or service, it shows new improvements to audience.

e Social media helps businesses to communicate directly with their audience and provides them to get the
right target.

e Because on the social media, especially social networks have a lot of huge opportunities about online
advertisement, brands and their advises

e Business have an opportunity to spread their social responsibility projects to more huge audience.

e Applications which are made for social media users help companies to have their own products and
services and by having their own networks they market their own products and services

e Social networks provide the opportunity of measure for the businesses

e  Social networks provide marketing for the businesses

Networks come out as communication channels which are practiced and measured. When social networks
spread, they take more apart in public relations. Nowadays it is impossible that we think that a public relations
campaign is not separated from Facebook and Twitter. When campaigns decide to take part in social media, first
step is to have a Facebook and Twitter accounts and then communicate with social media users on this page
thanks to internet, people are not effected anymore. They become impressed so public relations experts and
marketing experts are supposed to use social media for their new activities on the social media which has less
irregular than traditional media, public relations activities cause positive results about becoming different. On
social media, public relations practices cause to come out new aspects about ideas which are related with public.
During this time, a lot of topics about public relations are made argument again, how social media affects these
topics becomes important because these ideas directly impress public relations activities (Ozgen, 2010, p.82-83).

3. FOOTBALL AND SOCIAL MEDIA

Football industry which is the one of the improving fast industries is impressed by technology. Football adopts
every new technology. Because of the discovery of radio, football news and match become auditory. Football
start to be visual with the discovery of TV. Because of computer technology, football takes part in computer

www.tojcam.net Copyright © The Online Journal of Communication and Media 23




T=JCAM The Online Journal of Communication and Media — October 2015 Volume 1, Issue 4

monitor and games. Because of the discovery of internet football is on mobile phones. Because of web 2.0
technology discovery, social media help people who are interested in football to meet faster. Because of the
social media, football moves people mobile phone and computer from stadium. Social media impresses football
institution actors differently. Social media helps football clubs to communicate with fanatics directly, less
expensive and easier. Estava Cladza who had been the major of FC Barcelona Club’s marketing group for 5
years, explains social media advantages and disadvantages on football on table 1:

Social Media Platform Advantages Disadvantages

YouTube Andience Content of third person
Low expense No adwvertising outcome
Directly communication One-way

Facebook | Directly cormumumication Content of third person
Interactivity No advertising outcome
Low expense Imitations
Open messages

Twatter | Directly communication Content of third person
Interactivity No adwertising outcome
Low expense Limited with 140 characters
Open messages Imitations

Table 1. The effect of the social media on the football industry as a public relation tool (Calzada:2013):

According to Akin (2010); fanatic groups who use the discoveries of internet successfully and fast use social
media like Facebook, Twitter, You tube, so this means that they create their own media. This process is seemed
as an independent and subjective sport media by fanatics on football media. Fanatics have a chance to create
their own individual media except for media. Football media helps fanatics to have a different idea opposite to
their clubs’ official ideas (Akin: 2010, p.198). Social media gives a chance footballer to communicate with their
fans fast and easily. Thanks to social media fans learn about footballers’ private life changes, whispers of
transfer or their disabled facilities and footballers have a star image (Talimciler, 2013, p.39)

HTC, legal sponsor of UEFA Champions league and Europe league made a research to determine interaction
between social media and football institution in 2013. It is called as social media on Football. In the research,
sharing about match is made by fanatics who watch the football at the stadium. According to research they write
more tweets than fanatics who watch the football on TV. Sharings which are made during the match are
supported with videos or photographs (Marketing Tiirkiye:2013, p.74). Fanatics make their news about the
match by themselves and every fanatic behaves like football journalist. All these sharings create a football media
for football institution thanks to twitter which causes to come out more critical media gives opportunities to
show themselves to their fans football teams start to improve public relations strategies to communicate with
their fans directly.

4. THE AIM AND METOD OF RESEARCH In this research, content analyze was made about Twitter use
styles of 6 football teams which are the most popular teams in Turkey and Europe. The purpose of the research is
to determine how much Turkish and Europe teams use twitter as a public relations tool. The chosen football
teams are Fenerbahge, Besiktag and Galatasaray which are the most successful football teams in Turkey. In
Europe, during 2012-2013 seasons, the teams which were the most successful teams for UEFA are chosen. They
are Barcelona FC, Bayern Munchen and Real Madrid (http://www.macadogru.com/5923/Uefa-acikladi-en-iyi-
50-takim-listede-2-turk-takimi-var/3/). In the research, these 6 football teams’ Twitter accounts are researched
during 01-31-october, 2013 and twits which are observed in every day are recorded grouped and data are
analyzed by SPSS 21.0 software.
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4.1 Findings
GALATASARAY SPORTS CLUB FENERBAHCE SPORTS CLUB BESIKTAS FOOTBALL CLUB
DATE
NUMBER | NUMBER OF NUMBER | NUMBER OF NUMBER  OF | NUMBER OF
OF TWEET | FOLLOWERS | FOLLOWED | OF TWEET | FOLLOWERS | FOLLOWED | TWEET FOLLOWERS | FOLLOWED
1ST WEEK | 1-6.10.2013 | 27.914 3.164.483 4 13.974 2.436.281 16 10.184 330045 8
IND WEFK | 7-13.10.2013 | 28.005 3.182.957 4 14.083 2.448.719 38 10.269 352.813 g
IRD WEEK | 14-20.10.2013 | 28.117 3.200.498 4 14.232 2461975 39 10.320 333892 8
4TH WEFK | 21-27.10.2013 | 28.332 3.221.821 4 14.415 1.476.839 39 10418 338679 8
STH WEEK | 28-31.10.2013 | 28.397 3.231.217 4 14.432 2.483.840 39 10463 360231 8
FC BARCELONA REAL MADRID FC FC BAYERN
DATE
NUMBER | NUMBER OF NUMBER | NUMBER OF NUMBER  OF | NUMBER OF
OF TWEET | FOLLOWERS | FOLLOWED | OF TWEET | FOLLOWERS | FOLLOWED | TWEET FOLLOWERS | FOLLOWED
15T WEFK | 1-6.10.2013 | 32.363 5.339.647 35 36.370 9.038.397 31 7.363 673.221 18
IND WEFK | 7-13.10.2013 | 32661 5.401.582 36 36.403 9.095.975 31 7.402 680.283 19
IRD WEEK | 14-20.10.2013 | 32811 5.506.846 36 36.498 9.162.421 31 7.506 695.608 19
4TH WEFK | 21-17.10.2013 | 33.106 5550117 6 16 642 9244 584 31 7663 702.735 71
STH WEEK | 28-31.10.2013 | 33.220 5.588.125 36 36.733 9.297.458 31 7.695 710.130 21

Table 2. Twitter usage in football teams which joined the study

Monthly Change (%) | TWEET (%) [ FOLLOWERS (%) | FOLLOWED (%)
Galatasaray 2,50 2,58

Fenerbahce 401 244 833

Besiktas 339 228

Turkish Teams 308 2,30 6,25

FC Barcelona 240 5,86 12,50

Real Madnd CF 1.20 296 6.90

FC Bayem Munchen 5338 3,03 16,67

European Teams 211 4,12 11309

Table 3. Monthly twitter usage of the football teams which joined the study

At the end of this research, the findings about the use of Twitter of football teams. At the beginning of the
research, the twits of Galatasaray’s official Twitter were 27.705. At the end of the research, these were 28.397.
There was a 2.5 % increase at the beginning of the research. There were 3.149.997 followers at the beginning of
the research. At the end of the research, this was 3.231.217 with a 2.58 % increase. The tweets of the
Fenerbahcge’s official twitter were 13.876. At the end of the research, this was 14.432. There was a 4.1 %
increase. There was 2.424.719 at the beginning of the research. At the end, this was 2.483.840 with a 2.44 %
increase. At the beginning, the tweets of Besiktas’s official twitter were 10.122. At the end, this was 10.465 with
a 3.39 % increase. There were 547.736 followers at the beginning. At the end, this was 560.232 with a 2.28 %
increase. When we looked at this data, at the beginning of the research, 51.703 tweets were in all national teams’
twitter. At the end, this was 53.294 with a 3.08 % increase. There were 6.122.452 followers at the beginning. At
the end, this was 6.275.289 with a 2.5 % increase.

At the beginning of the research, the tweets of Barcelona’s official twitter were 32.442. At the end, this was
33.220 with a 2.4 % increase. There were 5.278.556 followers at the beginning. At the end, this was 5.588.125
with a 5.86 % increase. At the beginning, the tweets of Real Madrid CF’s official twitter were 36.298. At the
end, this was 36.733 with a 1.2 % increase. There were 9.024.882 followers at the beginning but at the end, this
was 9.292.458 with a %2.96 increase. At the beginning, the tweets of FC Bayern’s official twitter were 7302. At
the end, it has raised to 7695 with a 5.38 % increase. There were 670.372 followers at the beginning. At the end,
it has raised to 710.130 with a 5.93 % increase. At the beginning, 76.042 tweets were in all national teams’
twitter. At the end, it has raised to 77.648 with a 2.11 % increase. There were 14.973.810 followers at the
beginning but at the end, it was 15.590.713 with a 4.12 % increase.
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RETWEET HASHTAG
GALATASARAY 4 75
FENERBAHCE 87 257
BESIKTAS 1 2
Turkish Teams Total 02 334
BARCELONA 22 349
REAL MADRID 19 586
BAYERN MUNIH 34 549
Furopean Total 75 1484
General Total 167 1818

Table 4. Retweet and Hashtag Usage in Football Teams

In the football teams, Besiktas SK in Turkey and Bayern Munchen in Europe have had retweet. Hashtag is used
very much by Fenerbahg¢e SK in Turkey and Real Madrid in Europe. It is seemed that Europe Clubs used retweet
and hashtag much more.

In the research, the recorded tweets were grouped according to their content and at the end, the tweet analyze
was made. The results of analyze on Table 5.

Content (Group) GALATASARAY | FENERBAHCE BESIKTAS Turkish Teams Total
EXPLANATION 57 51 20 128
TRAINING PHOTOS 36 22 31 89
BASKETBALL NEWS 130 189 102 421
OTHER. BRANCH OF SPORTS 13 44 27 84
ACTIVITY NEWS 12 37 13 62
FOOTBALL NEWS 158 86 60 304
CLUB NEWS 28 82 29 139
MATCH PHOTOS 10 4 2 16
MATCH SCORE 40 12 11 63
SELLING NEWS 72 73 36 183
VOLLEYBALL NEWS 47 78 10 135
TOTAL 603 630 341 1624

BARCELONA REAL MADRID | BAYERN MUNCHEN | European Teams TOTAL
EXPLANATION 165 65 68 298
TRAINING PHOTOS 49 21 36 106
BASKETBALL NEWS 0 2 1 3
OTHER BRANCH OF SPORTS 19 9 10 38
ACTIVITY NEWS 0 0 16 34
FOOTBALL NEWS 302 219 154 675
CLUB NEWS 76 22 16 114
MATCH PHOTOS 26 8 20 54
MATCH SCORE 116 12 78 266
SELLING NEWS 34 21 7 62
VOLLEYBALL NEWS 0 0 0 0
TOTAL 796 448 406 1650
CENFRAL TOTAL 1399 1128 747 3274

Table 5. Content analysis of the tweets which football teams shared
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When tweets which were written during the research are analyzed, it is seemed that both of Turkish and
European teams share basketball news. In the research, Fenerbahge is more active in twitter than Real Madrid
and Bayern Munchen and it is the most active football team on Twitter in Turkey. European teams share more
photographs or video on Twitter than Turkish teams during the games. Turkish teams share online sell news
more than foreign teams. Turkish football teams share news for selling uniforms and other merchandising
products.

Fenerbahge SK shares news about all sports. Generally, the news have link of the official website of sport club.
Galatasaray SK often shares football, volleyball, basketball news and it does not share something about the other
sports. Real Madrid shares football news much more than the others and it uses hashtag in almost every sharing.
Bayern Munchen shares news about its footballer. It is important for it. Barcelona, like Fenerbahge, shares news
and links to their own website via twitter. Another conspicuous point about using Twitter in Turkey and foreign
clubs in Europe is sharing more training photographs than Turkish clubs. When we look at the research results,
European sport clubs use Twitter continuously and share tweets regularly. Using twitter for Turkey and Europe
teams increases on match days, this increase is much more in Turkish teams.

5. CONCLUSION

Public relations which is made with different style in traditional media wins a different dimension with social
media. Feedback and individuality have increased with social media and it helps a new media to come out.
Everyone creates his own media thanks to social media and sends the messages directly. This function of social
media impresses football industry like all industries. Football clubs understand that they need to use social media
more actively to communicate with their fans whom football clubs seem them as customers. Public relations
have had an importance role in football industry which is one of the most improving industries in the world when
social media increases its popularity. Football clubs start to communicate with their fans who are everywhere in
the world and they start to use actively social media platforms like Twitter, Facebook and YouTube. Esteve
Cladza who had managed marketing of Barcelona that is one of the biggest clubs in the world for 5 years says
that football clubs have special relationships with their fans via social media. Cladza advises football clubs to get
more messages and activities via social media. ‘Directly communication with fans function of Twitter that is the
most improving social media platform in the world provides use as a public relations tool. In the scope, in this
research conducted for this paper, it is seemed that football clubs use social media as a public relations tool. The
clubs that are interested in volleyball, basketball share their activities via Twitter. It is seemed that the tweets of
Real Madrid, Barcelona, Bayern Munchen which have the biggest economy in UEFA, Galatasaray, Fenerbahge,
Besiktas that have had big success in Turkey share news about goods, tickets sell, training information and
videos. Football clubs communicate with their fans directly thanks to this information shared on Twitter. They
get feedbacks and examine these via Twitter. They have learned what public and fans think. Football clubs have
two important strategies thanks to Twitter. There are two directly advantages for football teams use of Twitter
and social media. One of them is promotion via twitter without spending money. The other is that sport clubs
create their own media. Football teams have created their own media where they share news directly thanks to
Twitter. Although football clubs share the news on TV, radio, newspaper in traditional media, Twitter in social
media stands out because it is more objective, faster. It threats traditional media. As a public relations tool, social
media and twitter are very important for football clubs because of their advantages and Twitter makes public
relations activities more effective because it has a directly connection between customer (fans) and internet.
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Thai Netspeak :
The Register of New Generation Thai for Internet Communication

Karnrawee Chomchoei
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Abstract: This research is aimed at the study of Thai netspeak in the age of
globalization during 2012-2013. Thai netspeak is examined utilizing examples
presented in the mass medium language and in teenager love stories (novels). The study
utilized the social linguistics research method and stylistics analysis

The central conclusion of this research suggests that Thai netspeak is a new variety or
version of the Thai language that does not share the same features of traditional speech
and writing, but is rather a register of the new generation Thai for Internet
communication where communication is primarily by typing and where the text is
shown on a computer or Smartphone screen. The research found 6 distinctive features of
Thai netspeak 1) Spelling Variation 2) Special Typing 3) Using Emoticons 4) Creations
of the noew words 5) Using Symbols 6) English and Thai words Mixed in one phrase or
one sentence.

Thai netspeak used as a Mass Medium language is used to primarily satirize, to create a
parody or to enhance the visual attractiveness of traditional written communication. For
example, in teenager love stories (novels) when the last of characters are repeated this is
used to show the character’s emotional voice and enhance the general tone of the story.
Emoticons are used to show the character’s emotions.

Keywords : Thai netspeak, the register, new generation Thai, Internet communication

1.INTRODUCTION

In Thailand, there are two schools of thought concerning emergence of Thai netspeak. The first, is
concerned that the new generation Thai wasting too much time chatting on the internet and that they will
eventually use Thai netspeak in writing and speaking, which will cause of the evolution of Thai written language
and Thai speech. The second school of thought does not worry about that. Some of them are certain the new

waay

generation Thai will use Thai netspeak only for a short time. It is pop-culture of the moment (“%5” Ti31ia
mmnimdiadues, 2553) But when I considered the Thai netspeak research, I found that it began around 1997 and Thai
netspeak is still used in the Internet by new generation Thai. Thai netspeak is not used in Internet exclusively but
can also be found in mass medium and the teenager love stories also.

There are, also, two differing opinions about netspeak in linguistics study. The first opinion is that
netspeak is new form of human communication. It is more than aggregate of spoken and written features. It is
neither “spoken writing” nor “written speech”, it is something fundamentally different from both writing and
speech, it is a fourth medium (David Crystal,2001 : 238) The contrasting opinion of netspeak in linguistics is
that it is the result of merging speech and writing language; essentially, it is speaking by writing (Davis &
Brewer, 1997)

It is interesting to study the features of thai netspeak during 2012-2013 for understanding it as a fourth
medium or the result of contact between speech and written language. In addition, I introduce Thai netspeak in
teenage love stories and in Mass medium language, where it is used for special meaning.

2.RESEARCH METHODS

This research surveyed and gathered Thai netspeak from the primary forums of new Thai generation.
These include these popular Thai websites ; www.yentad.com, www.dek-d.com, www.panthip.com and
www.facebook.com. The research found words that were different from standard Thai language and always used
in those forums. Specifically, Thai netspeak was found in mass medium news headlines, Thai song’s title, Thai
movie’s title and in teenager love stories published in 2012-2013.

Two research methods were used in this study. 1) Sociolinguistics Research. It is the study of the the
relationship between language and society. 2) Stylistics Analysis. It is a part of several linguistics methods. It
used for critical analysis of language style in order to understand the aim/intent of the text sender and the
result/effect on the text receiver (such as the feeling, meaning understanding).

The important concepts in this research are from linguistics; the nature of language and language
variety
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The nature of Language: The language is a medium for communication of the humans. It has the
features similar to the culture. It relays from a generation to a generation. It is systematic and humans come to
use it by learning not by instinct. Further, language is changeable. It changes according to changes in lifestyle or
society. This concept is helpful for understanding Thai netspeak as a medium for communication. When the
society changed and created Internet communication, there was limited space for each message, there was a need
for fast typing, there was no face to face interaction where one can see countenance and where one can hear tone,
inflection or rhythm. Thus a new form of communication was created in order to enhance understanding and
emotion with in the context of the Internet. Specifically, Thai Netspeak allows for an emotional face and
emotional voice through a special language.

Language Variety A variety of language which is a system of linguistics expression where its use is
governed by situational factors. In its broadest sense, this notion includes speech and writing, regional and class
dialects, occupational genres (such as legal and scientific language), creative linguistic expression (as in
literature) (David Crystal, 2001 : 6-7)

3.FINDINGS
Thai netspeak features in the age of globalization during 2012-2013 recognized 6 main types.

3.1. Spelling Variation: this variation means the language forms are modified but only partially modified from
the orginal word. (change some part, not change all)
1) General spelling variation for example of - og, 31 - 71, 10§ - Wi§, hly -vinfe, 1o - 38, las — e

2) Pronunciation spelling variation for example +34-31, 1a3v ~iita, w31 - 1idh, nssu - M, w350 - dugan, 3 - 9y, oe -

3) Impact to speech spelling variation for example e - 158, uds -u¥, 1 - oh, 1h - vh, fAz/nz - asr/ah
4) Spelling variation at the last alphabet of the word/phrase for example axiu - azfa, 1y - da, fu - fa

3.2. Special Typing: Variations and changes in typing in order to show emotion or special meaning.

1) Alphabet Special Typing: There is the case where the last letter is repeated or a special symbol is repeated
such as ?(question mark) , ! (exclamation mark) and < (Mai ya mok in Thai language) for present the tone of the
voice. For example n3annannan Tie1932 fnannnn #1111 or for present the frequency and quantity for example
dufienqq (it means to clap many times) in1wguuingaqq (it means to be very happy) or for the meaning emphasize
for example w1u11781u4199931 (to emphasize the meaning of the word “41”) Audqqqqq9n1u (to emphasize the
meaning of the word “fAud”

2) Space Character for present seriously tone: for example 1 v a @ 14 o u (Lucky, my friend) v o 1w a

u z (I apologize)

3.3. Use of Emoticons: The use of emoticons in order to display emotions or countenance. Emoticons were
created for solving the problem in internet communication; the communicants can not see each other and can not
hear each other voice
3.3.1) single emoticons for example
A nsavenudy Tl A uz

B: T T
3.3.2) Emoticons with text It is used to display the text sender’s emotions and action for example
wauniven ® " gavealiiae (smile)
duzadh MV (smile and show V sign)
lildreoeee!! Y/ (smile and show hand up)

4. CREATING NEW WORDS:
1) Laughing Words: There are several newly created words which display “laugh” meaning. There are
different laughing acts and different feelings. For example: onomatopoeia words 555 @19 snnann , The word

represents the laugh sound such as 53 a3a3 i uy
2) Interjection Words: They have several feeling interjection words. For example ue3vss! e%wee! dod! #z! 1fa!

$e/dz 1! d!
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3) The ending of Sentence Words: — in Affirmative sentence. For example ez/82, 3 as the sentence awoz
Somesr Gz wiided — in question sentence For example ¢1 ez/dy iz § as the sentence wh'luisins 1iling
el lufusauuoudngz T lwurd

4) “Nod” action words: Some words are used to display a “nod” action for reply the affirmative sentence.
For example 8u ez enh/ozuz I Jo/ien

Such as A : oriiails nduthuuu...

B: du..

5) other words: such as ww. mw means God. It means someone who has special talent or is very clever about
doing something. For example, in an online game the player can raise his skill level by doing many quests. If he
has a high level he will acquire a special skill, such as can flying, driving under water or having a pet etc. Such
as wdevumn (handsome same God) flifeszdumm (clever same God)

5. USING SYMBOLS:

1) ? (question mark) Thai language does not use question mark but in Thai netspeak the use of question
mark symbol is used in the question sentences. I assume the text sender wants to make sense so fast to text
receiver. They use it for receiver can notice it is question, not affirmative sentence. For examples
woau fsnuedwgdae s lea??  iitesdieenii? e ?

2) ! (exclamation mark) It used for attract to the text receiver. For examples ufvuugu..saminlfuz nds fuvadz!!
oo s idoeaaounninaeduRea!!!

3) ... (Ellipsis mark) It used for continue meaning. It is English influences. Such as udmenednuvy audags...de

s ; D p
idude. . fatands waeae, Tanugunng $15%e... 0900, Tuaesedan

6. ENGLISH AND THAI WORDS MIXED IN ONE PHRASE OR SENTENCE: In Thai netspeak I found
English words that always used in speech also. For example Ok $1 'limo Fake Thanks $1 nszilu Like

From this result, we see Thai netspeak is used for solving the problem in internet communication. The
communicants can not contact by face to face, can not see each other emotions or action, can not hear each other
voices and need to type fast for robust communication. Therefore, new generation Thai created Thai netspeak
language for enhancing communication via the internet. Emoticons are used to show the emotions and action, the
last of characters are repeated to show the tone of voice or emotion voice and spelling is changed with some
words for faster typing. Furthermore, they created new words from always wrong typing. Such as mw. It always
type wrong to ww (because the alphabet u and » are closed at keyboard), after that ww becomes to new word in
same meaning of mn. The word a5y type wrong to ajw always, after that ajs becomes to new word in same
meaning of afu. The new words used for “nod” action in affirmative sentence. Such as 8o &u % and they
created the words to show the character. Such as there are many words has sub-meaning about cute or childhood
character. For examples #i fdnga quue 88. All of this supports the opinion about netspeak “It is neither ‘spoken

written” nor ‘written speech’, it is something fundamentally different from both writing and speech, it is fourth
medium” (David Crystal,2001 : 238)

Thai Netspeak Used as a Mass Medium Language

Thai netspeak is a variant from standard Thai language. Many Thai netspeak words display funny,
childhood character and intimately meaning. So Thai netspeak used as mass medium language is primarily to
satirize, to create a parody or to enhance the visual attractiveness. For example the headline in M2F newspaper
on July 10th 2013 “syeisSedeiisssue smsf Tneudalon gnenim” They use “saedesvds #isssum”  instead
“shennesen lisssuan” This headline presents the meaning to satirize a monk, his name is “Kam”, he is wealthy from

money laundering.

The headline in political news, Komchadluek online on August 8" 2013 “gaumsafiljiagae!!
wyndaeaniir” by Kan Salika. This headline used Thai netspeak word “quue” instead standard Thai word “Suas” for
satirize the red shirt protesters who come to Bangkok and show red star symbol for present they come for
revolution Thai politic to complete democracy. But Kan says red shirt protesters not do for democracy but do for
a wealthy capitalist who is the back up of them.

Thai netspeak used in the parody movie’s title for enhance the visual attractiveness and present funny
substance. For example, the movie “faedad’” by Ped choenyim, which is a story about 3 men who are best
friends. Each has a wife but they flirt with other woman. Their wives follow them and discover what they do, so

there are many funny happenings in this story. The word “dadr” means the happiness deal with independence or
free from wife or work. This meaning contrast to their real status, they have wife and not free. Other example the
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aa

movie“voudmanunindi” by Poj Anon is horror comedy movie. Thai netspeak word “%i” used for present the funny

story of this movie.
Furthermore, Thai netspeak is used in a song’s title to enhance the visual attractiveness as well as useful

wanasy

for the marketing. For example “%ii”’song use Thai netspeak words “%fi, yuue, 1o, {3, fage, azwe, 11uus, =i, da'la” to
display the singer’s childhood and intimate character. For example, some lyrics from that song:

4 ) o v 1w an aa y & g v a an aa E ' o A a o a o A A a
“ﬁlﬁﬂﬁi\iﬁﬂﬂ‘ltﬂﬂ WIERUUITN FU YU Lm’lﬁﬁﬂlﬂiﬂi’ﬂﬂﬁ Lﬁﬂﬂﬂﬂﬁ\li £ 2V 2V] N?u@ﬂﬂﬂﬁﬁﬂqmﬂ AUUNVATANY QAR NUVUUSITD NUVUUSITD AN

o & o a < P A A4 s A A vy 2 A 1o 91 9 2 a 99
sintuuinzuNen MWNEUNNTIDIN éumﬁlmim"lmz li'ﬂﬂlaﬂ'ﬁi’ﬂﬁﬂﬁ‘lﬁﬂtj DMFOUNADIVDNUT LW@’Nﬂlﬁwgﬂﬁlﬁ] Glﬂul’ﬂﬁ‘lﬂ ﬂxmﬂﬂwmsmw. oo

Thai netspeak in teenager love stories (novels)

Thai netspeak is used in teenager love stories. For example, the teenager love stories of Jamsai
Publishing and Z-girl publishing. I found spelling variation, emoticons use and the last of character repeated
such as the story [7’s] X-Sensation gassngase Usnnirlowemadues by Stampberry
doiuimdilidusd  ddswhouhidide  WidmdwoudaihmilinlanhguasTuded. . Suliv i ldhe Iegnszeuidmenumen TAT
s velidEa g finey @ordundnzusuda
fi3n~ wo lunaualszgiueSonaziladh i) ogaq Alilelasdnaundudeiionud WueiuazdGuiunduuosm iy
igen -0-

“wiad 1)”
ay amd!!!

. g ,
wweuamumseiily isanaaan > < (uaauiliued, vl : 26)

o A q 9 Y = (=t ' 9. A v 99 < A = o
ﬂuI‘l.lﬂll'f]ch!sUHla’JTUaQﬂWﬂiﬂ ﬂ'I’J‘LW]ﬂ’JWIJWﬁI"Jﬂ55LLVIﬂﬁl"l]i]$L"U11JHJ'I'ﬂ3a187’1'J'IiJTﬂiﬁLﬂﬂQiuiﬂﬂuiﬁﬁﬁWﬂlﬂuﬂﬂW@ a9 [GEREDN]

wwerudmhees > < (uaaudhues, w.alw @ 35)

T

Another example from a teenager love story from Z-girl publishing “nleisn” (my love Mafia) by Noo pak
boong

et

« & ] Yy a9
ADUUNNBYNNIVANAIYALAIY

AN JuRug Ynod1eIlaIdasandy ~~~

11789 29

fsnuaInuL

“O O”

18 “>.<"idu

a2 @ I A ]

fillwiauasuudan Ju !!

0.0 winnnannnnannnnnnnannnnnAnnANARNNARARNAANN
o o 42 s o a 9 =2 |

anleoniidsdes ilwiqusy narsawwiiudie nsa!

y ' a4y 1o Y 1w

lnudneseii ilinuudineofuleny

442 o

.
> < gy duldinlduile aswusaniiiung

5

fiflei309934 11A030993999939 B9 B9 B9 Basaasa (fimfs, 2549 : 1hiseq)

o :
= 9 ¥

N 3he] v A > < @ o|lwdl £ o A A anl < dao’q‘wtl )
nig il VY LUNLAUH TDIUY - 010, .. lunuauaeuuull  aedulionuszuauanly LR DA UNUINNUNGANTD LUAB UL OY

do...30 (Urnis, 2549 : 47)

The emoticons such as > < TAT 0.0 >.< are used to display the character’s feeling and countenance.
The last of character repeating such as risaaan isoaana show the character’s emotional voice and general tone in
the story. The spelling variation is used for fun narration. The teenager love stories do not need the beauty
phrase. The writer wants to quickly describe the action so the reader can easily understand. I believe the teenager
love story authors publish their stories in web blog first, then publish it as book. The editor did not take out the
Thai netspeak words from the story, it means they pretend to use Thai netspeak in teenager love story. The
stylistics language in teenager love story is created from the effect of Thai netspeak.

Summary and Discussion
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Thai netspeak during 2012-1013 has 6 distinctive features 1) Spelling Variation 2) Special Typing 3)
Using Emoticons 4) Creation of New Words 5) Using Symbols 6) English and Thai word Mixed in one phrase
or one sentence. It accords the research hypothesis. The new finding in this research is Thai netspeak is new
register of Thai language, it is the effect from internet communication. Thai netspeak is neither spoken written
nor written speech, but it is something fundamentally different from both writing and speech, it is fourth
medium. Thai netspeak is used as the mass medium language in headline, movie’s title and song’s title to display
the parody meaning and enhance the visual attractiveness. Thai netspeak used in teenager love stories such as
spelling variation (for fun substance), use of Emoticons (for present character’s emotions and countenance) and
the last of character repeating (for show the character’s voice and the general tone in the happenings in the
story). The language stylistics in teenager love stories created from the effect of Thai netspeak.

This research uses linguistics method to study. The concept “The nature of language” and “Language

variety” are useful and help us understand Thai netspeak as a new medium for communication of human in
globalization. Moreover, Thai netspeak was created as a result of the communication problem with the internet.
Namely, the communicants can not see each other and can not hear each other. Thai netspeak signify the human
intelligent, we can create new communication technology, while we can create the language for use in that
communication also.
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“Our individualism’s being appearent through the traces over our faces, is our weakest side that
delated us, because our faces are observed and their expressions are believed more than our words.”
Francis Bacon.

Abstract: Man’s being a social entity, is the result of his living together with others. In this way, we
tend to recognize the world out of us as well as ourselves, by establishing relationships with them. By
the help of this relationship, a communication medium becomes true. While the communication
individual realized with the ones out of himself is called “interpersonal communication”, mentioned
communication’s being sustainable depends on the effectiveness of the communication. And to assure
an effective communication medium, communication abilities must be effective, too. An effective
communication is undeniably important especially in interpersonal communication. In this context, it
is known that bodylanguage was effective in communications being effective and healthy. In this
way, it is possible to say that body language had a serious contribution on making the messages sent
and taken between source and taker more clear, and on their becoming more understandable and
significant in interpersonal communication. Moving through this thoughts, importance of body
language in an effective interpersonal communication had been supported with informations gained
through literature review, and it had been explained by examples how important body language was
in an effective communication and which way it contributed communication, in this study.

Key Words: Effective communication, interpersonal communication, body language.

INTRODUCTION

Interpersonal communication is a communication type executed for the aims like providing needs on various
subjects, expressing the wishes, expressing ourselves to the others, establishing and sustaining relationships with
the others. In this context, effectiveness ability of interpersonal communication whose source and target were
formed by people, is bringing together the use of body language in communication. Body language is an
effective way used in every kind of interpersonal communication. Thanks to the use of body language, as
communication is getting richer, it becomes more healthy, and continuance of communication is supplied.
Because many body moves which couldn’t be explained by words or put into words play vital role for
communication. For instance, in a situation that words said were unsatisfactory for cheering up one who was
crying because he was so sad, to go and hug him and share his grief can be more precious than many words that
could be said. This situation, too, can lead communication strengthen, be precious and meaningful between
individuals. Also, utilizing body language in interpersonal communication for improving emotions and thoughts
positively is precious in terms of its laying the ground for effective communication. Our body language is the
most effective thing in people’s having an opinion about us at first sight. Even if we don’t talk, we unconsciously
implement interpersonal communication, because our bodies talk. Because of this, we must analyze and
understand the body language well and make our bodies talk due to this for an effective communication to
become successful in communication. As a matter of fact, effective use of body language is so important for
interpersonal communication to be successful.

It is a known thruth that personalities lived in our history signed many successes both in interpersonal
communication and social area by using body language effective. For instance, Conqueror Sultan Mehmet’s thin
eyebrows indicates that he had a meticulous and detail caring personality. Also his eyes’ steadily looking at far
horizons is perceived as the sign of his being after huge targets. Alternatively, Atatlick who was one of the
leaders of our recent history bowed over the one he was listening to, and while this gives the impression that he
approached serious to the one in front of him, it shows that he was a critical listener at the same time, and seems
important in terms of reflecting the discretions of body language in a successful interpersonal communication.

In this study prepared by applying scanning model in order to be able to determine in which way body language
makes contribution in an effective interpersonal communication, informations about the subject ahd been
reached in literature, and study had been supported with examples and pictures.
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A GENERAL VIEW TO LITERATURE

While communication is defined as transfer or receive of the message wished to be conducted by oral, audial,
visual (or all together) using emotion and thought in order to make it clear to everyone; interpersonal
communication is expressed as th process individuals transfer emotion and thought they cosciously or
unconsciously wanted to transmit to each other, production and transmission of information/symbol by the
people who were at the source and the target, their interpreting this transmission, and as a result of that a
situation in which effective communication was provided to become sustainable (MEGEP, 2008: 7).

In Turkish Dictionary of Turkish Linguistic Society (2015), communication is defined as transmitting emotions,
thoughts and informations to the others through the instruments like telephone, telegraph, television, radio. For
communication that numerous definition made of, Zillioglu, too (1993: 5), saying “If there is communication
then there is interaction, and if there is interaction then there is communication.”, actually had underlined
interpersonal communication also. Solomon and Theiss (2013) who stated that symbols were used in offering
and sharing ideas in interpersonal communication, had pointed to the said symbols to be the talk sor the body
moves used during interpersonal communication. On the other hand, emphasizing that nonverbal
communication, in other words body language had an important place in interpersonal communication, authors
declared that our body’s conscious or unconscious moves transmitted a message in the origin of communication,
and these transmitted messages had different meanings from culture to culture.

Being a social entity, human needs a communication medium to overlevelse. Thanks to this communication
medium, human has the oppurtunity to tell himself to the one in front of him, to transmit his emotions and
thoughts, to express what his demands, needs and aims were, and to learn what were the thoughts of the ones in
front of him about that matter. In this manner, a ground for an interpersonal communication is seen to be created.
Emphasizing that the mentioned communication medium was the place where individuals make each other
happy and have satisfaction, or setle on after quarrelling, Ozsaker (2013: 4) states that individual had opportunity
to understand his self esteem in consequence of positive or negative responses the ones in front of him gave.

Habermas (1997), is pointing that there were a few points in the basis of healthy performing of communication.
According to this, subjects like every human’s being one and only, having the same rights with the one in front
of him while establishing communication, and having right to decide, and there be voluntary basis in the
relationship that would be established, and to show respect to the special life form the foundation of
communication process’being effective and sustainable. Also Armagan (2014: 32) is telling that there was the
thought to accept that the one in the opposite side was precious and special in constituting the basis of effective
communication and preparing the ground to start a trustworthy relationship. If this is done with regarding the
points like transferring emotions of thoughts without ruffling the opposite one’s feelings and with behaving
inside the borders of respect, presenting natural behaviours, starting to talk with a smooth voice tone, being
attentive to indicators except voice (gesture, mimic, body language), making it possible fort he others to
participate communication, purifying from bias by being far from judgimental and accusatory expressions, and
empathizing with, he states that both quality of communication would increase and it would lead individual to
improve himself.

Body language has an effective duty in sending messages and understanding them in interpersonal
communication. Emphasizing that body language was the first dealing tool of the people, Baltas and Baltas
(2000: 111) had told that the states like emotion, thought, desire, need etc. Were transmitted to the other people
by body language. While Selguk (2000: 130) is declaring that body language which was characterized as
nonverbal communication, Molcho (2000: 14) had drown attention that body language wasn’t unsteady like
words, was hard to control, and at the same time was effective.

Studies implemented in national and international areas had emphasized the importance of body language. As
communication, especially interpersonal communication was the subject, it had been understood that the
importance of body language was hidden in reflecting the things left as secret, emotions, thoughts and
expressions that wasn’t or couldn’t be put in words. A good reader can reach a precious treasure by solving these
hidden secrets of body language. It is possible to say that an effective interpersonal communication occured by
the help of body language, as this stage was reached.

We couldn’t reach any applied research directly measuring body language’s effectiveness in interpersonal
communication during literature review, but it had been determined that generally education scale of the matter
was dwelled upon in the studies on this subject. According to this, in Habaci et al.’s (2013) study named
“Effects of Body Language on Education”, what reflections of teacher’s body language in classroom and
perceptions of students on this matter wolld be is told. It had been understood that the study emphasizing
teacher’s making students feel himself by using body language, establishing an effective communication with his
environment, being cheerful, affectionate, patient and tolerant while doing these, had been done as literature
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review. Also Caliskan and Yesil’s (2015) study titled “Teacher’s Body Language On Education Process” is
seen to be implemented similiar to the studies of Habaci et al. In mentioned study, emphasizing taht teacher was
one of the architects of the society, it had been expressed that society had a certain effect on the change of
society’s cultural structure. It is narrated that body language of the teacher who is ahead of the society and a
pathfinder for it was effective on students especially during teaching-learning process and was important on
behalf of laying ground for providing a positive communication medium.

Studies about interpersonal communication is showing that verbal communication was effective in the rate of
30% but nonverbal communication 70%, and meaning in communication constituted face to face was understood
10 % from the words, 30 % from voice tone and 60 % from mimics (izgoren, 2000: 6). Facial expressions, body
movements and voice tone had been always effective in making verbal communication meaningful in
interpersonal communication. Thus, nonverbal communication had supported and reinforced verbal
communication while giving important and trustworthy hints in giving the meaning and interpreting verbal
context. Along with that, nonverbal communication can have more than one meaning because it reflects
emotions. For instance, as silence can be understood as indicator of a certain esteem, it can also mean tiredness,
anger, incuriousness and embarrassment. In situations like this, using verbal and nonverbal communication
together to make meaning more understandable will be effective. Accordingly, Ciiceloglu’s (1992) expressions
on nonverbal communication that it indicates emotions, it is an effective type of communication, it is
meaningfull and so can be uncertain, draws attention.

Communication types are tried to be briefly explained in Figure.1 for ruly epitomising the informations gathered
as a result of literature review implemented, and showing the flow in communication implemented as verbal and
nonverbal communication.

Communication Types

Verbal Communication Nonverbal Communication

hﬁi i

Figure 1: Communication Types

Body Moves and Their Meanings
Head'’s Position:

Position the head takes is very important in interpersonal communication. While Schober (1994) states that even
an ordinary pose of head largely affects interpersonal relation, Erdem (2009), emphasizes that if head position of
the one was leaned in the one opposite to him during interpersonal communication, it meaned that the one having
this head move took the one opposite to him seriously.
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Eye Contact:

With George Herbert’s words, “The language the eyes talked is the same everywhere.”, it is understood that one
of the unchanging meanings of body language was eye contact in interpersonal communication. With our looks,
our spiritual states like if we are interested in the subjects talked, and if we are angry or cheerful are emerged,
too.

One of the basic terms of establishing a more effective communication with the opposite one in interpersonal
communication is to establish eye contact. On condition not to disturb the opposite one but on behalf of making
him feel that you listened to him, establishing short term eye contacts is important (Caliskan and Karadag, 2010).
This state gives hints to both that the opposite one was valued and taken seriously, amd a healthy communication
was established.

Our emotions and thoughts we verbally expressed become more meaningful by integrating with our body
movements and contribute interpersonal communication to be more effective with that. Those kind of
expressions relating to body language is important in terms of their being helpfull to reachen interpersonal
communication and to increase the effect of communication.

Facial Expressions:

There are six main points in facial expressions which was one of the expression styles of our emotions. It is
possible to order them as happiness, fear, anger, astonishment, sadness and repulsion. In Figure.1 it is possible to
see the image that these emotions were transmitted.

Figure 1: Facial expressions. Source: Saunders (2012).

Hand and Arm Positions:

One of the most effective body organ humans use to express themselves are hands. Hand movements’ supporting
the words told is important in terms of increasing the power of communication. Positions of the hands may be
different in meaning. Accordingly, hands’ being overlapped represents obliqueness. While hand’s holding other
hand’s wrist on front part of body is meaning respect and retrain from, doing the same on back part is perceived
as sign of eligibility. On the other side, hands’ standing open to the one on the opposite is meaning that there was
nothing to hide (Kasik¢1, 2004).

When it comes to interpersonal communication, individual’s taking himself a keying position to the outer world
by crossing his arms can mean bonding a wall against communication. Because people tend to cross arms when
they want to feel themselves safe (Caligkan and Karadag, 2010). Accordingly, in the arm positions shown in
Figure.2, it is possible to see reflections of the expressions like feeling self under duress — stressed, having
something to say, self-assured, and being half open to communicate.
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Figure 2: Hand and arm positions.
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Figure 3: Body language graphics and their meanings.

Source:https://tok2014.wordpress.com/2013/03/22/nonverbal-communication-and-body-language/comment-

page-1/
Gesture and Mimic Actions:

Use of facial moves is defined as mimic; moves emerged from the use of the other parts of the body like hand,
arm, leg is defined as gesture (Altintas and Camur, 2005). Each movement of the mentioned regions is loaded

with a different meaning and message.

Meanings of Generally Affirmed Body Moves:

Body movements that we tried to explain the meanings of, are a kind of nonverbal communication and are called
as physical movements helping to transfer message to the opposite one without talking. Goldberg and Rosenfeld
(2014) who expressed that related movements could reach their common meanings in consequence of reviewing
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the body movements, are talking about a classification. Accordingly, while defensive body movements are
shown as crossing arms and legs, bending eyebrows downwards, less eye contacts, and standing strong;
situations bending head sideways, touching cheek or chin, craning forward are matters of subject in evaluation
movements. While movements squinting lips and eyes, swinging, clearing throat, playing with an object like
pencil, jewel etc., and tipping fingers are indicating nervousness, regularly controlling the watch is the indicator
of impatience, and smile, open eyes and hands, and a strong voice tone are showing that individual was earnest
for the job that will be done. Also Saunders (2012) explained the meanings of body movements as “Walking
erect means confidence; rubbing hands, discomfort; uniting hands over chest, self-defence, discomfort, less
attention; rubbing eyes, doubt and insecurity, tiredness; uniting hands at the back, anger, bending hands over
cheeks, evaluating and thinking; eating nails, nervousness; touching slowly the nose, lying, being under
pressure; playing with ear, dubiousness.”

In this sense, in the light of informations obtained from literature, it is possible to summarize briefly which
movement means what about body movements like that: Hiding hand: Hiding left hand means person is hiding
something about his personal feelings or life. Hiding right hand means to hide something about vocational life.
Hiding thumbs:Means anxiety, doubt, feeling under threat, and emotional discomfort. Scratching head: Points
at whirl, trying to understand. Rubbing ear’s back: Means missing the point, whirl, anxiety. Playing with
forehead: Represents states like hesitation, worry, doubt, trying to decide. Touching between eyebrows: Means
focusing, concentrating, trying to remember. Playing with lower jaw: Means wish to express self, preparing self
to talk. Holding chin: Means feeling self mistrustful and wish to be stronger, competition, power wish. Hiding
the mouth: If it is done while listening; it indicates evaluating what was told and thinking, not believing the one
on the opposite side, but if done while talking; it shows the reflecttion of situations like telling lies, shame and
getting bored, and nervousness. Pulling lips: Means greed, self-focusing. Touching lips: Means wish to talk,
having doubt about the thing told, hiding something. Rubbing back of the neck: represents negative behaviour
and critical stand, but if it had been done during a mistake moment, it means positive, openness and optimism.
Crossing arms: Means uneasiness, closeness, self-protection, less attention. Arms at back: Indicates hiding
something and wish to establish authority.

As can be seen, numerous messages can be sent to the opposite ones without talking with body movements. This
state that was tried to be explained with examples is noteworthy in terms of its showing again how important
body language was in interpersonal communication. Alternatively, it is possible to say that some of the body
movements that made communication this important and understandable can prevent someone’s interpersonal
communication. To be careful about body movements used play an important role for communication to be
sustainable, because while caring the use of body movements tried to be explained above in interpersonal
communication makes communication more moving and understandable, it can also suddenly inhibit
communication

Alternatively, some existing ranges while establishing communication with the opposite ones in interpersonal
communication are drawing attention. Mentioned ranges are important in terms of showing familiarity relation
between us and the ones we established communication with. What the mentioned ranges are and the meanings
of them are briefly explained downwards.

Regions Around Us:

There are regional ranges in relationships person established in interpersonal communication. First of them is
special region and it involves the area about 50 cm. far from the person himself. Actually we all have worlds
surrounded with fences and take the ones we want inside these fences. Special region is the last point from hese
fences that we can take anyone near us. Another region is personal region and it involves a range of 120 cm. For
instance, it is the region two friends keep while talking. We permit our associates, people we love and superiors
to enter personal region. Another region is social region ant its range is 360 cm. It is the area we stand with
people we don’t know or have little familiarity in social activities like parties, meetings, sports contests. Last
region can be amed as common region and involves a limitless area. It is the area people who don’t know each
other try to keep as soon as possible. For instance, it is the range we share while speaking to a crowded group.
Figure.4, shows what kind of regions there are around us in the society we live (Reca, 2010; Acil, 2005; Pease,
1981).
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REGIONS AROUND US
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Figure 4: Regions around us.

CONCLUSION

If it is needed to make an extraordinary explanation of communication, especially interpersonal communication,
imagination must be worked a Ittle. Accordingly, you think a huge flower batch. Imagine that there were may
flowers from rose to carnation, from daffodil to wallflower, from popp to daisy, from tulip to orchid inside that
bench. As it can be understood, it is possible to see that there were flowers completing each other with their
different scents and tones as well as the colour festivity enchanting people with its visuality in a colourful bech.
There, actually communication is exactly the same with this. There is a bound established between different
people and transfer of expressions like emotion, thought, wish is exactly the same as it was in mentioned flower
bench. Becoming a whole as it changes, interpersonal communication is a medium in with enrichment of
communication is provided through creating awareness. Exactly as it was in that flower bench. In a medium
formed through gathering together of the people totally different from each other, relations’ being arranged, their
being sustainable are possible with interpersonal communication which is the basic terms for different people to
be able to live together like the flowers of different colour, scent and tone coming together.

There is a common point making it easy for people almost one by one different in every matters to understand
each other. This fact named body language contributes interpersonal communication to be implemented in a
healthy way, and helps the mentioned communication to be enriched, to become more meaningful and
understandable. Contribute of body language to interpersonal communication is so precious, because it made
way for generally the formation of a common language between the ones living in the same culture despite there
are differences from culture to culture time to time, and made communication meanigful through supporting
verbal expressions with behaviours. In order to show how important and precious body language was in
interpersonal communication, it is possible to give the example that a single look was more effective than a
description made full of pages. In other words, this example shows us that the announcement wanted to be
expressed, the message wanted to be given is more effective than a writing formed with pages of words. In terms
of communication’s renewing itself, having action in it, being meaningful and understandable, making easy and
enriching transfer of messages which can’t be verbally expressed, but at the same time wished to be transferred,
body language has an important place in interpersonal communication.

Being one of the most talked topics, effect of body language on communication had been noticed by Hungarian
who was a choreographer and dance teacher in the year 1926. Hungarian had pointed importance and alue of
body language in being understandable in communication by saying “...we can forget the words said before and
after; but we don't forget the moments involving voices, signs and physical movements.” He had said that human
could implement many movements through his body and each of these would have different meanings and
improve, enrich communication and make it meaningful and would make it easier to be understood
(http://www.pdf-archive.com).

It will be appropriate to finish this study contribute of body language to an effective interpersonal
communication was tried to be explained with Charlie Chaplin’s words “If I talk only the ones who know English
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will understand me, but everyone can understand a silent movie and world doesn’t consist in America!” Chaplin
spotlights in this saying of his the importance of body language’s use in interpersonal communication as an
element enriching and increasng communication. We are expressing our pleasure, sadness, excitement and many
more spiritual states through our body language and use this to simplify and make more active our
communication. As a matter of fact, the most effective thing in understanding each other of the people who don’t
know each other, even know the languages of each other is the body language they used. In this way, when
interpersonal communication is regarded, body language draws us a road map in order to understand what the
opposite one felt. In this context, while we are communicating, we can predict what kind of a step we had to take
and we can make decisions to adapt ourselves to the situation we were in. Briefly, use of body language in
interpersonal communication is an important situation in terms of its simplifying clarity in communication as
well as providing the duration of an healthy communication.
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