‘THE MOST ADMIRED COMPANIES OF TURKEY’ RESEARCH: HOW THEY USE SOCIAL MEDIA? AN ANALYSIS OF THEIR SOCIAL MEDIA STRATEGY
ABSTRACT

Serra Gorpe and Korhan Mavnacioglu

Istanbul University

School of Communication

Public Relations and Advertising Department
‘The Most Admired Companies Research’ is an annual research was implemented first in 1999 by a business magazine, Capital. Its research methodology has been modified in 2001 and has been going on since then with small modifications. The current research carried out examined how social media has been used and implemented by the ‘Most Admired Companies of Turkey’ of eight years from 2001 to 2008. An analysis has been done with a  total of 39 holdings/companies whose ranking fell in the Top 20 list between the years 2001- 2008. For this study, the classification of social media that has been discussed by Wright and Hinson (2009) was applied with small modifications. Blogs, forums or message boards, photo sharing, podcasts/vodcasts, RSS (really simple syndication), search engine marketing, social bookmarking, social networking sites, micro-blogging sites, video sharing, Wikis, microsites, virtual world and social networking sites were the parameters that were examined. The analysis shows that the corporations are not active on many elements of the social media. In some elements, such as forum or message board, photo sharing, social network sites, video sharing or wikis, they are non-existent. The corporations are active in Facebook and Twitter mostly. Moreover, through an online survey with the person in charge of the communication function within each company, the researchers wanted to look at more in depth how and where (which projects) social media has been employed and the opportunities and challenges related with it. The questionnaire form that consisted of 12 questions tried to explore their strategy, the future of social media and it consisted of other related questions such as social media and reputation, social media and evaluation. That part of the study is still ongoing because the rate of return to the questionnaire was not satisfactory to make an analysis.
INTRODUCTION

About the Most Admired Companies Research of  Turkey

Capital monthly magazine conducted the first ‘Most Admired Companies’ research in 1999. This study is the adaption of the researches done by Fortune in USA and Financial Times and the respondents are top level managers 

(http://www.capital.com.tr/haber.aspx?HBR_KOD=2901). 
There are not many regular corporate reputation studies that have been conducted in Turkey. However, Capital magazine’s survey ‘The Most Admired Companies’ Research (1999) has been going on  regularly  and is considered an important annual research  related with measuring the reputation of  Turkish companies. In 2001, its methodology/content developed. Also, the research has been revised throughout the years in terms of criteria, content and the industries included. For example, the first study (1999) had 10 criteria (attributes) for rating the companies and 23 different sectors were included. 

(http://arsiv.hurriyetim.com.tr/hur/turk/99/12/03/ekonomi/02eko.htm)

The respondents of the annual survey are top level managers including general managers, CEOs, Presidents, partners, managers and the online survey has been administered every year in December. The online survey consists of seven questions of which one of them, for example asks the respondents to evaluate the companies on 18 attributes, which are ‘attributes of admiration.’ Moreover, the most admired company of different sectors (industries) are also part of the study.  Although the study has its own limitations as most of the annual researches of that kind, the most admired companies research is used by researchers for various academic purposes.

The 2008 study was based on 18 criteria that can potentially generate admiration for a company over a scale of ten. These are: 1) information and technology investments, 2) quality of service or product, 3) financial reliability, 4) new product development, innovation, 5) quality of management 6) social benefits and rights of employees 7) payment policy and wage ranges, 8) improvement of employee qualifications, 9) marketing and sales strategies 10) communications and public relations 11) employee qualifications, 12) ethics in competitive behavior,  13) employee satisfaction, 14) customer satisfaction, 15) management and company transparency, 16) creating value for the investor 17) social responsibility 18) integration into international markets (Capital, December 2008:88-92)

In ‘The Most Admired Companies of Turkey’ study, corporations and brands have been treated under the same research. For example, Arcelik is a brand, but it is one of the brands of Koc Holding. Of the 39 companies, 13 of them are holding companies. Koc Holding has 4, Sabanci Holding and BSH Profilo Holding has 2 and the rest of the holdings have 1 company.

Table 1 shows the list of holdings and their companies.
	Holding
	Company

	Koc Holding
	Arcelik

	 
	Yapı Kredi

	 
	Beko

	 
	Ford Otosan

	Sabanci Holding
	Akbank

	 
	Brisa

	Zorlu Holding
	Vestel

	Dogus Holding
	Garanti Bank

	Anadolu Holding
	Efes Pilsen

	BSH Profilo Holding
	Bosch 

	 
	Siemens 


Table 1: List of Holdings and their Companies in the Most Admired Companies Research 2001-2008
Table 2 is a list of all the holdings that are mentioned in the study between the years 2001-2008.
	Koc Holding

	Sabanci Holding

	Zorlu Holding

	Dogus Holding

	Anadolu Holding

	BSH Profilo Holding

	Boyner Holding

	Borusan Holding

	Alarko Holding

	Eczacıbaşı Holding

	Ulker

	Unilever

	P&G


Table 2: Holdings of the Most Admired Companies Research between the years 2001-2008 
Table 3 is a list of all companies mentioned in the study

	Company
	Sector

	Arcelik
	White goods and electronics

	Yapı Kredi
	Banking

	Akbank
	Banking

	Beko
	White goods and electronics

	Ford Otosan
	Automative

	Brisa
	Tire Manufacturer

	Vestel
	White goods and electronics

	Garanti Bankasi
	Banking

	Efes Pilsen
	Alcoholic drinks

	Bosch
	White goods

	Siemens
	Telecommunication and white goods

	Beymen
	Retail

	Turkcell 
	Tele communications

	Coca Cola
	Soft drinks

	Microsoft Turkiye
	IT

	Turkiye Is Bankasi 
	Banking

	Pfizer
	Pharmaceutical

	Vodafone
	Tele communications

	IBM Turk
	IT

	Arthur Anderson
	Consulting

	Turk Telekom
	Tele communications

	Philip Morris
	Tobacco

	Migros              
	Retail 

	Petrol Ofis
	Oil

	Mavi Jeans
	Retail

	Toyota
	Automative


Capital magazine’s study is an important study. The perception of the companies by professionals make them the most admired companies of the year and there is a consistency both in years and sectors about the winners. Sometimes some years, some companies might have more important progresses which may carry them to the top. How much of this is related with advertising, public relations, social responsibility or other things? These things should be explored more. (Gorpe, 2009, p: 55-79).

The current study is a descriptive study in which it aims to look at how these companies use social media. Since social media is at accelerating trend, it is important to examine this using the Most Admired Companies of Turkey research data. 
What is Social Media and Its Importance on the Public Relations Profession
Social media allows people to interact. It is one of the major sources of social interaction. It delivers web-based information created by people. This facilitates communication and people easily share stories and experiences with one another (Wright and Hinson, 2009, p: 10).

Ruth Avidar states that in the past decade, the Internet and the World Wide Web have provided the field of public relations with growth. The new technologies enabled public relations practitioners to implement a more open, direct and dialogic communication with their different publics.  Public relations theory gradually changed from the Functional approach, which emphasized the functional role that public relations fulfills in an organization, to the Co-creational approach , which put organizational public relationship at the center (Botan & Taylor, 2004). Blogs, wikis, forums, and social networks, enabled information-sharing and discussions among publics and within organizations through the integration of technology, telecommunications and social interactions. These new elements resulted in diversity, individuality and freedom of expression (Avidar, 2009). 

Social media had a huge impact on the practice of public relations since the first weblogs appeared more than a dozen years ago. Later social media has developed into different forms including text, images, audio and video (Wright and Hinson, 2009, p: 2).  Social media have been classified into Internet forums, weblogs, social blogs, wikis, podcasts, pictures and video. Regarding categorization of the social media, there are different thoughts because this is still considered as a young and emerging set of technologies (Wright and Hinson, 2009, p: 11).

According to Paine (2007, p: 119) the Internet has brought a revolution in marketing even the most forward-thinking people cannot have imagined.  Scott (2007, p: 5) reports that before the web, organizations had two important choices to attract attention. One was to buy advertising or get ‘third-party ink’ from the media. The Web has altered those rules and the organizations who understand the new rules of marketing and public relations  develop relationships directly with consumers. According to him, the reliance of public relations almost exclusively on media has changed with the Internet. Different forms of web content such as blogs, online news releases let organizations communicate directly with buyers (Scott, 2007, p:11). Paine states that ‘if you care about what your stakeholders are saying, thinking, or doing, you should be paying attention to social media’ (Paine 2007, p: 121). According to her, one major reason to pay attention to social media is that most journalists rely on blogs for their stories and story ideas. Secondly consumers may be discussing your products or may go online before buying and it is important that you learn what the customers see and read about you.  According to Paine, also a quick poll of your audience can tell you how influential is the blogsphere (Paine 2007, p: 121).
Christophe Ginisty states that traditional media will not disappear, but they will have to adapt themselves and even re-invent themselves. Societies become conversations, information becomes competition and attention becomes diversified with web.2.0. There are challenges along with it. Where is the truth? Who tells the truth? Can audience stand information and what is important are some of the challenges. His suggestion to communication/public relations professionals is to be aware of those, be trained, be transparent, be connected, reactive and also accountable (Ginesty,  2009).
In an interview, Steve Wilson, the senior director of global web communication for McDonald’s said that the Internet has changed the role of information for global brands and to get credibility and trust, there has to be participation in the blogging community. …‘we can’t just jump into a blog storm without having built a dialog first’ he says. (Scott, 2007, p: 58). Paine states that companies do not blog, people do. A blog is neither a corporate website nor just a marketing tool, but it is a dialog. ‘It is a way to establish social networks that may help sell products or may not. But direct selling is not the point of a blog’ (Paine, 2007, p: 122).
Wright and Hinson (July 2009) through their research on new media and its impact on public relations that has been carried out since 2005 have found that blogging and other aspects of social media have the potential to bring dramatic changes to the field. The development of new technologies has empowered many strategic publics. It has given them dynamic ways to communicate with many external and internal audiences. Their studies based on samples of public relations practitioners from different parts of the world. Some of the findings of their comprehensive study are: in year 2008, 61% of the people surveyed said that blogs and social media have changed the way they communicate. This is 73% in 2009. 72% of the respondents think that social media have enhanced public relations practice (66% in 2008). Also impact is seen more prominent in external than internal public relations. 61% of the respondents believe that emergence of blogs and social media have changed the way organizations communicate.  
Utilization of Social Media

Corporations and other organizations are utilizing social media more and more. McCordindale (2009) reports that more than two-thirds of the current Fortune 2000 companies are using social network sites. Ruh and Magallon (2009) report that the U.S. military is involved in studying the potential of using social media for some of its internal communication campaigns (Wright and Hinson, 2009, p: 5).
In addition to this development, some professional societies are active in social media. For example, the Turkish Public Relations Association (TUHID) which has been founded in 1972 has established its association website and yahoo e-group with 1,500 participants almost 12 years ago. It is on Facebook for three years and its annual public relations awards titled ‘Golden Compass Public Relations Awards’ is also on the Facebook and has its own website for one and half years.  Since 2009, TUHID is on Twitter and Friend Feed.  (phone interview with TUHID President Fugen Toksu, 20 February 2009):  
Many organizations are trying to measure the effectiveness of their communication efforts and that also includes social media as well. The results of public relations efforts are categorized around three concepts which are outputs, outtakes and outcomes. To remember quickly, outputs are physical results such as clippings or brochures. Outtakes are how people think as a result of experiencing the outputs and outcomes are how people behave as a result of the outputs such as buying or recommending a product. (Paine, 2007, p: 3). In measuring typical online relationships, outputs are total opportunities to see, share of positive  total opportunities to see, total number of OTS key messages and share of favorable positioning. Percentage change in awareness, percent change in preference and percent change in talking about key messages are called ‘outtakes.’ Outcomes are measured as percent change in downloads, percent change in sales and percent change in requests for information (Paine, 2007, p: 121)
A survey conducted by Council of Public Relations Firms (2009), most people (79%) believe social media will be included more in public relations campaigns. More than half (59%) think that technology is not used enough in public relations campaigns. (Maul 2009 in Wright and Hinson, 2009, p: 6).
A study done in cooperation of TUHID (Turkish Public Relations Association) with  IDA/ICCO Turkey (Communication Consultancy Companies Association) yielded comprehensive findings on the perception of public relations/communication services in Turkey. The survey is done with in-house communication directors CEOs/general managers, communication consultancy agencies including the top level and its staff, the media people and academics. Regarding online communications, in-house communication directors, consultancy people and academics rate online communication as the top communication service that will be important in two years time.  When compared with the results of the 2006 survey, in-house-communication directors think that online communication is an area that they should be more expert of. Of the seven important communication services which help ‘to reach to business objectives,’ online communication is rated as number five by CEOs/general managers and in-house communication directors. Of the communication services that are outsourced, online communication has increased when compared with 2006 results. 56.9% of the in-house communication directors claim to take this service from outside sources (Era Research and Consultancy, February 2009) 

A study conducted in 2004 with the members of Public Relations Association in Turkey tried to look at how the public relations practitioners analyze the new communication technologies. The question of how the new communication technologies will affect the development and progress of public relations grouped in the following way in the study
Conditions (conditions of use)

· ethics and effective communication,

· to use new technologies in an accurate way,

· new technologies should not be used only in public relations, has to be in every facet of life.
Characteristics

· to use new technologies is a way of showing respect to the corporation, to its clients and to the target audiences,

· message is conveyed without noise 

· fast

· easy

· permanent

· interesting

· personal

· the data could be presented with visuals

· psychological barriers that is in face to face communication does not exist here

· information is kept and retrieved whenever needed

· accuracy and the measurement of the results

Expectations

· beyond marketing, including political, economical,  societal and military areas and transformation

· to satisfy the needs of the target audience

· to reach to new target audience

· customer satisfaction 

· public relations is a management function and it has to have power and be a leader

Insufficiencies

· lacks human component

· breaks the communication with the target audience

· is not credible

· some target audience cannot be reached by the new technologies

· difficulty in generating affect and excitement

· cannot direct the masses

· does not allow the measurement of the first reaction

· limited message  (Gorpe and Kurtoglu, 2004, pp: 22-27)
At the end of 2005, it is believed there were 34 million blogs according to Pew Internet and American Life Project. Weber (2007) claims that the number of blogs were 100 million by 2007. He adds that more than 100, 000 new blogs are created everyday and says that 1.3 million posts are added to existing blogs each day. Technorati (2008) claims that in 2008 in the US only, there were 23 million bloggers and 94 blog readers (Wright and Hinson, 2009, p: 8). According to Technorati  (2008) the number of blogs worldwide are 184 million and 26 million are in the US. 346 million people read blogs  worldwide and 60 million in the US. Also according the research done by Universal McCann, 77 percent of active Internet users read blogs (Wright and Hinson, 2009, p: 9).
With the advance of technological developments among the youth, the increase of personal computers and access to Internet, the penetration of Internet in Turkey has increased at a great level. According to  TUIK,  30% of the Turkish households have access to Internet  and the most common Internet connection is ADSL by 85.6%.
(http://www.tuik.gov.tr/PreHaberBultenleri.do?id=4104).bağlantı 

According to Comscore resarch company, the sites that are visited the most in Turkey are: (http://www.comscore.com/Press_Events/Press_Releases/2009/5/Turkey_has_Seventh_Largest_Online_Audience_in_Europe)

	Property 
	Total Unique Visitors (000) 
	% Reach 

	Total Internet Audience: Turkey 
	17,762 
	100% 

	Google Sites 
	16,003 
	90% 

	Microsoft Sites 
	15,516 
	87% 

	Facebook.com 
	12,770 
	72% 

	DOL 
	10,055 
	57% 

	Milliyet.com.tr 
	8,579 
	48% 

	Blogcu.com 
	8,285 
	47% 

	Mynet A.S. 
	7,852 
	44% 

	AOL LLC 
	7,577 
	43% 

	Hurriyet 
	6,835 
	38% 

	Yahoo! Sites 
	6,549 
	37% 

	Wikimedia Foundation Sites 
	6,516 
	37% 

	Izlesene.com 
	5,431 
	31% 

	FRMTR.COM 
	4,413 
	25% 

	Gittigidiyor.com 
	4,346 
	24% 

	RapidShare AG 
	4,334 
	24% 


Table 4: Sites visited the most in Turkey
As seen from  Table 4, Turkish Internet users are using social media sites to a great extent. The same source also reports that Turkey is listed number one in Europe regarding hours that are spent on Internet.

	Country 
	Total Unique Visitors (000)
	Average Hours per Visitor
	Average Pages per Visitor

	Germany 
	40,000
	22
	2,601

	United Kingdom 
	36,820
	29
	2,482

	France 
	36,348
	28
	2,971

	Russia 
	31,303
	15
	2,228

	Italy 
	21,230
	19
	1,790

	Spain 
	18,636
	25
	2,398

	Turkey 
	17,762
	32
	3,044

	Netherlands 
	12,009
	25
	2,712

	Sweden 
	5,671
	25
	2,712

	Belgium 
	5,470
	19
	2,032

	Switzerland 
	4,439
	20
	2,011

	Austria 
	4,403
	14
	1,562

	Portugal 
	3,774
	19
	1,725

	Denmark 
	3,429
	18
	1,890

	Finland 
	3,174
	26
	2,777

	Norway 
	3,007
	21
	1,921

	Ireland 
	1,749
	17
	1,641


Table 5: Time Sent on Internet
http://www.comscore.com/Press_Events/Press_Releases/2009/5/Turkey_has_Seventh_Largest_Online_Audience_in_Europe)

As there is increase in Internet usage, there is also increase in social networks. Turkey is among the top in the world with usage of Facebook.  
There are three uses of blogs for marketing and public relations. These are 1) to easily monitor what is being said about you 2) to participate in the conversations by commenting on other people’s blogs 3) to create and shape conversations by creating and writing your own blog (Scott, 2007, p: 50). 

Scoble and Israel point out that culture and availability of technology encourage blogging in some countries and does the opposite in some others. They say that blogging is on high increase in countries such as USA, France and Japan, but grows slowly in Germany, Russia and China (Wright and Hinson, 2009, p: 8). 

Anderson and the Wired Magazine said only 20 Fortune 500 companies were blogging late in the 2005. This figure has increased, but still is small. According to the Socialtext Fortune 500 Business Blogging Wiki, only 12% (60 companies) of these corporations were active in blogging as of February 11,  2009. (Wright and Hinson, 2009, p: 9). 
The study ‘Social Media Use by Fortune 100 Companies’ examined Fortune 100’s current use of key social media tools. The analysis looked at what percentage of the Fortune 100 is using social media tools such as Twitter, Facebook, Fanpages and Blogs. Some of the key findings of the study are that many companies have avoided maintaining a blog and instead gone to Twitter. All companies that have at least one blog that remains active and post consistently. Industries that are least active in the blogsphere are healthcare and food. Food companies are active at the brand level. Media companies tend not to have a corporate blog, but their subsidiaries maintain many blogs. Many companies often link to or try to incorporate external individual blogs from stakeholders and encourage them to share their own experiences with the company’s products (http://www.slideshare.net/guest338fbe/b-m-social-media-fortune-100).
METHOD
In the study, two types of research have been applied. One is online survey and the other one is content analysis of the corporations’ websites and search them on google blog search engine, Facebook, Twitter and Friend Feed.  However, the data regarding the online survey has not been collected yet.  That is still going on. The reason for the administration of an online survey with the corporate communication directors of these companies was to have more in-depth information about their use of social media, its elements and the opportunities and challenges related with it.   

Social media tools that have been used by the holdings and companies that have been in the TOP 20 list for 8 years in ‘The Most Admired Companies Research of Turkey’ were examined. For this study, the classification of social media that has been done by Wright and Hinson (2009) has been applied with slight modifications. Blogs, forums or message boards, photo sharing, podcasts, RSS, search engine marketing, social bookmarking, social networking sites, micro-blogging sites, video sharing and Wikis were the parameters that were the elements that have been looked at in the content analysis. Search engine marketing has not been included in the analysis since some of the researches say that it is not part of social media. Under micro blogging, friend feed and twitter have been examined. In addition to this analysis, virtual worlds, e-newsletter and microsites have been examined.  Vodcasting is also taken into consideration along with podcasts as well. Also under social networks, Facebook has been examined related with the corporations studied. The data collection was done in February 2010 and until 22nd  February.
R1: What social media tools  ‘The Most admired Companies of Turkey of 8 Years (2001-2008)  use? 

was one of the research questions and in the study that question was answered by examining 39 corporations in the List.
The online survey with the Turkish corporate communication directors of ‘The Most Admired Companies of Turkey’ was conducted during February 2010 as well. Their email addresses have been found on the corporations’ web sites. A total of 39 survey forms have been sent. In order to increase participation, two time telephone calls have been made. Also when their public relations agency was known, their public relations agency was also contacted to assist in accelerating the response from the in-house communication directors. The data is still being gathered and this part of the study is an ongoing study in which the results cannot be shared at this moment
The survey form contained various types of questions. Of the 12 questions some were closed-ended, some were open- ended and there were also five point Likert type scale questions. Of the 12 questions, 7 were closed-ended. The closed- ended questions were about whether they use social media or not, if  not, if they plan to use in the future, which elements of social media they use, how they realize social media applications (e.g.digital agency support or other), who is responsible for social media decisions, (eg. public relations agency, advertising agency, etc), under what conditions (which elements of social media) the support comes from agencies and if they evaluate social media.  

The 4 open-ended questions were on why they do not use social media, for which projects they use social media mostly, the advantages and disadvantages of social media and the problems/challenges they are faced with social media usage. 
The 16 Likert statements (five-point Likert-type scales, 1=strongly disagree and 5=strongly agree) were on the reasons for usage of social media tools, its impact on the public relations profession, its influence on transparency and reputation and satisfaction with it.
The research questions related with the survey were:
R2: How do corporate communication directors of ‘The Most Admired Companies of Turkey’ perceive social media and its elements?
R3: How do do corporate communication directors of  ‘The Most Admired Companies of Turkey’see the future of social media?

RESULTS
Regarding the social media tools that have been used by the companies; forum or message boards, photo sharing, social network sites, video sharing and Wikis did not exist. The rest are as follows:

When taken into consideration micro blogging and Friend Feed and Twitter, the results are as follows: 
Friend Feed

	
	
	

	Yes
	6
	15,0

	No
	33
	85,0

	Total
	39
	100,0


[image: image1.emf]FRIEND FEED

Yes

15%

No

85%


Friend Feed compared to Facebook and Twitter, is less popular among the companies that have been examined. Of the 39 companies, only 6 of them have Friend Feed.  These companies are Garanti Bank, Borusan Holding, Ulker, Microsoft, Efes Pilsen and Mavi Jeans. Microsoft is working on in for a special internship program. Borusan is promoting its arts and culture activities. Mavi Jeans is supporting its corporate blog. The news on its corporate blog is existing in a short version in Friend Feed and has a link to their blog.. Garanti Bank and Ulker have created content to promote their own products and services. Efes Pilsen is supporting the perception of its brand related with a campaign.
Twitter

	
	
	

	Yes
	15
	38,5

	No
	24
	61,5

	Total
	39
	100,0
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One of  the popular micro blogging of Internet which is Twitter has been used by 38.5% of the corporations analyzed. In Turkey, the users of Twitter are increasing every day. 

Blogs

	
	
	

	Yes
	7
	18,0

	No
	32
	82,0

	Total
	39
	100,0
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Blogs in the study have been analyzed in four different ways. Corporate blogs, CEO blogs, employee blogs and product/brand blogs. Some companies do not have any blog under any category, but some do have more than one type of blog. Only 7 companies have blogs. It has been noticed that although the corporations in the study had a strong corporate structure, budget, technical opportunities and websites with rich contents, only 7 of them had blogs. Maybe we can attribute that weakness to some of these factors: in Turkey, still the social media concept is not developing for corporations as fast as this is the case for individuals (however, corporations are attributing more importance to social media every day), suspicion about blogs, thinking that Internet site is sufficient in the online world, B2B model does not demand employees, suppliers, distributors and agents to have a need for blogs, the corporations’ not employing social media experts in their institutions or they do not get support/consultancy from digital agencies, the managers in Turkey are not familiar with the social media and interested in learning it, the CEO blogs are not opening because of their work load and employees are not motivated to write on blogs. In the study, the companies that have corporate blogs are: BSH Profilo, Mavi Jeans, Vodafone, Efes Pilsen and Microsoft Turkiye. The corporations that have employee blogs are Turkcell and Microsoft Turkiye.  Turkcell is using the blog that is created by its employees as the official corporate blog. Microsoft Turkiye has 9 employee blogs. The employees write about their areas of expertise on these blogs and share their experiences with one another. Ulker and Microsoft Turkiye has CEO blogs. General Manager of Microsoft Turkiye and Board Member of Ulker, Ali Ulker, writes on blogs. The corporations that have product/brand blogs are Microsoft Turkiye and Efes Pilsen. Microsoft Turkiye has seven product blogs on which it gives information about their products, services and provides technical information.
e-newsletter

	
	
	

	Yes
	16
	41,0

	No
	23
	59,0

	Total
	39
	100,0
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Of the 39 companies that have been analyzed, 16 of them have e-newsletter and 23 of them do not have. We consider this percentage as a low percentage (41%) when considering that application of e-newsletters is easy to apply technically and less costly. 
Virtual Worlds

	
	
	

	Yes
	2
	5,0

	No
	37
	95,0

	Total
	39
	100,0
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Virtual world is multi-dimensional and costly, but has been applied by two corporations which are Vestel ve Bosch. These firms are competitors to one another in the white goods/durables. In the virtual world, the users learn about the products/services of the corporations more in details and experience it. Vestel is part of the Second Life platform which is very popular in the world. It is the first Turkish firm that has taken part in the Second Life. 

(http://www.turk.internet.com/portal/yazigoster.php?yaziid=18429 )

After Vestel, other Turkish firms are also on  Second Life.  Bosch has also applied a digital life platform carrying its name, called Bosh World. In that users use Bosch products in their virtual homes. As they use, they gather points and these points can be used for purchasing Bosch products (www.boschworld.com).

RSS

	
	
	

	Yes
	10
	26,0

	No
	29
	74,0

	Total
	39
	100,0
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RSS that allows announcements and news from corporations to be followed easily is being used by 10 corporations. They are:  Koc Holding , Turkcell, Sabanci Holding, Garanti Bank, Microsoft Turkiye, Is Bank, Akbank,  Toyota, Borusan and Siemens.
Microsites

	
	
	

	Yes
	12
	31,0

	No
	27
	69,0

	Total
	39
	100,0
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31% of the corporations examined have microsites that have been designed separate from their corporate websites and related with their campaigns and launches. 12 corporations have microsites. One important point to make here is that microsites are temporary because they are periodical and related with campaigns. The corporations are utilizing it from time to time and that percentage is valid for the period of February 2010 in which the analysis has been made. 
Podcasting and Vodcasting

	
	
	

	Yes
	1
	2,5

	No
	38
	97,5

	Total
	39
	100,0



[image: image8]
Almost all the corporations analyzed do not use podcasting and vodcasting at all. Only one corporation, Microsoft Turkiye uses these applications when promoting its products. 

Social Bookmarking

	
	
	

	Yes
	3
	8,0

	No
	36
	92,0

	Total
	39
	100,0
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Only 3 corporations use social bookmarking and they are: Ulker, Bosch and IBM Turk.
Facebook

	
	
	

	Yes
	21
	54,0

	No
	18
	46,0

	Total
	39
	100,0
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Turkish people are using Facebook quite actively and the same picture is also observed at corporations’ use of  Facebook. The highest social media element that has been used by the corporations is Facebook. Corporations are trying to reach the stakeholders via digital platform. In this platform, campaigns targeting consumers are used. Ulker corporation is one of those firms. During the time the analysis has been made, people who follow Ulker’s Facebook are 31.947 individual users. Some of the corporations’ Facebook content is open to everyone, but in some corporations, this is limited to its employees and thus only the corporations’ employees see the content.
CONCLUSION

The corporations that have been examined in the study are the most admired corporations of Turkey.  Among those corporations, there are many multinational corporations as well. Since the stakeholder of those corporations are various and since at the same time, they are concerned with  providing high standards of quality to them, their existence on the Internet should also include high communication standards. Moreover, these corporations do not run into problems on the Internet medium easily because they have very good technical infrastructures. When those are taken into consideration, we can say that they have to have high visibility on the social media and be able to address to their stakeholders from there. The stakeholders also may want to reach them through Internet and social media.

When we analyze the findings of the study, we see the opposite. In general, the performance/existence of ‘The Most Admired Companies of Turkey’ regarding social media is poorer than their other communication efforts. There had been several social media tools that these corporations have been analyzed on and it has been found out that they do not exist in many of them. There is not even one corporation that meets all of the parameters regarding social media. It will not be wrong to say that although multinational companies (17 in the list of  39) are strong on social media, their presence in Turkey are similar to the other Turkish firms, meaning that they are also low in social media.  It is suggested that these corporations should establish social media strategies for themselves and they should get digital agency support with respect to this or employ social media experts. 
The online survey with the corporate communication directors may help us to clarify some other aspects that are left out in this analysis. As stated earlier, ‘The Most Admired Companies of Turkey’ study include most admired sector leaders as well in the study.  Sector/industry analysis regarding their use of social media can be a further step of the current study. 
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