
Associate Prof.Mihalis (Michael) Kuyucu

The Social Media Report 
of the Turkish Radio Market 
in the New Digital Age



The Social Media 

Report of the Turkish 

Radio Market in the 

New Digital Age 
 

Associate Prof.Mihalis (Michael) Kuyucu 

 

 

İstinyeUniversity 

 

www.michaelkuyucu.education 

www.michaelkuyucu.com  
E-mail: michaelkuyucu@gmail.com 

 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 2 

 
 

Copyright © 2018 by iksad publishing house  
 

All rights reserved. No part of this publication may be 
reproduced, distributed, or transmitted in any form or by  
any means, including photocopying, recording, or other 

electronic or mechanical methods, without the prior written 
permission of the publisher, except in the case of  

brief quotations embodied in critical reviews and certain 
other non commercial uses permitted by copyright law. 

Institution Of Economic Development And Social  
Researches Publications®  

 
(The Licence Number of Publicator: 2014/31220)  

TURKEY TR: +90 342 606 06 75  
USA: +1 631 685 0 853  

E posta: kongreiksad@gmail.com  
www.iksad.net 
 www.iksad.org 

 www.iksadkongre.org 
 
 

 It is responsibility of the author to abide by the publishing ethics rules.  
 

Iksad Publications - 2018©  
ISBN: 978-605-7510-66-2 

Cover Design: İbrahim Kaya 
 
 
 
 
 

mailto:kongreiksad@gmail.com�
http://www.iksad.net/�
http://www.iksad.org/�
http://www.iksadkongre.org/�


The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 3 

About the Author 

Michael (Mihalis) Kuyucu is both a media professional 

and an academician in communication field. He has been 

graduated from İstanbul University English Language 

Department, then he had MBA Degree in marketing 

communication from Yeditepe University. After MBA, 

he had his PhD degree in Marmara University Media 

Economics and Administrative.  

Kuyucu, has been working in media companies in radio 

& TV and digital as a program producer and presenter for 

25 years. He has been a radio and tv host in many 

national radios and tv stations and he had developed his 

own brand in media. Michael Kuyucu, has two digital 

platforms on music and he had done his academic 

researches in media (radio- television-digital – music – 

media economics) and entertainment industry. 

This book which, he tried to explore the relation between 

traditional radio broadcasting and social media is his 15th

 

 

published book.   



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 4 

Contents 

Introduction 

6 

Radio: The Mass Communication Tool That is 
Constantly Renewed 

9 

Radio Broadcasting in Turkey 

27 

The Relationship Between Presenters and Listeners in 

Radio 

43 

The Transition from Conventional Media into the 

New Media 

47 

The Importance of Participation and Interaction in 
New Media Content   

55 

The Convergence Concept and Convergence Between 
the Media and Radio 

 61 

 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 5 

The Utilization of Radio with Social Media    

71 

The Social Media Usage of Radios in Turkish Media 
Market  

 79 

The Twitter Performance Analysis of Radio Stations  

 81 

The Facebook Performance Analysis of Radio Stations   

98 

Conclusion     

108 

References  

113 

 

 

 

 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 6 

Introduction 

 

Changes in media technology that were reflected in radio 

broadcasting reveal the concept of “the new media" with 

the process of moving analogue structure of conventional 

media to digital structure. This process served as a form 

of technology created by computer infrastructures, 

information technology, communication networks and 

the broadcasting. All kinds of information such as text, 

audio, photograph, image, etc. form the new media 

content represented by “0” and “1”.  Digital technology 

reshaped the media by using the internet, making 

communication in everyday life easier, cheaper and more 

interactive and more participatory than conventional 

media like printed media, radio and television. 

Conventional media carried its products onto this 

platform and became global, leaving its local identity 

behind. 

 

In the history of media, there has always been some kind 

of interaction or mutual communication with the 

consumer, i.e., the audience in the media. Media workers 
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such as producers, editors and journalists, comprehended 

the importance of audience involvement in productions. 

Feedback systems, such as letters sent to newspapers and 

phone calls to radios allowed them to make general 

interpretation on the perception of the media product. 

Therefore, it is important to focus on the potential of the 

new media with respect to the consumer. The new media 

technologies are more participatory than the old media 

and thus, interaction aspect is more dominant. For this 

reason, Carpentier (2009: 408-412) regards this 

interaction as a concept integrated with the active 

audience. 

 

This book is all about radio and social media. The first 

part of the book examines how did radio developed in the 

world and Turkey. In the second part of there is a deep 

analysis of the top 10 radio stations’ social media usage 

for the half of year 2018. The research contains the deep 

statistics and comparison of the radio stations in their 

Twitter and Facebook accounts.  
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The book is a hand book for the professionals and 

academicians who want to understand the integration of 

radio and social media in the Turkey radio market 
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Radio: The Mass Communication Tool That is 

Constantly Renewed  
 

Starting from the first years of the new millennium, the 

global radio sector faces many new competing audio 

technologies with respect to the management and 

operations and their effect on ownership structures that 

showed presence for a long time; the relevant 

consolidations and after shocks created by the clustering 

of thousands of radio stations (Keith 2007a). The 

competition environment of the radio sector changed 

significantly in the recent years. In addition to new radio 

transmission technologies such as satellite or the internet, 

personal digital music players also play a major role in 

changing the environment and mode of listening. 
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Current conditions surrounding the radio as a mass 

communication tool are undoubtedly related to progress 

in technology. As a result, mass media tools based on the 

technology are strongly influenced by the developments 

in technology. On the other hand, Ataman emphasizes 

that the history of mass communication is presented as 

history of development of technological products. 
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In 1890, the radio started as a point-to-point 

communication system. However, even though the slow 

development started as the conversation between two 

persons, it turned into conversation between masses with 

the emergence of broadcasting organizations (Berry 

2006: 147). As a result, initially, the radio was improved 

as a method of remote point-to-point audio transmission. 

First customers of the invention that emerged when 

Marconi mixed a series of inventions were the Navy, 

War Bureau and British Central Post Office (Mattelart 

2001: 25-26). However, world wars were a major factor 

in the transformation of the radio from a communication 

tool into a mass communication tool. The radio used for 

military communication in the first world war was used 

as a mass propaganda tool in the second world war 

(Erdoğan 2002: 313-314). In many countries around the 

world, especially in the United States, where the first 

regular broadcasts began in the 1920s, radio became a 

powerful symbol of social life. Radio, the most effective 

way of reaching the masses, became a means of giving 

direction to social life through the broadcasting of 

educational contents. 
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This powerful period of the radio is a time span that can 

be considered short. The introduction of a new 

technology, television, in our homes led to a gradual 

decline in the importance attributed to radio. Starting 

from the early years, radio reached listeners with its 

labour intensive long-running programs such as soap 

operas, dramas, comedies, competitions and live 

concerts. Unique and attractive content is the prominent 

feature of this golden age of the radio.  

 

But with television, the prominence and popularity of the 

radio was quickly overshadowed. It was even thought 
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that the radio had limited days remaining considering that 

television showed everything.  

 

 
 

TV attracted the attention of everyone and radio was 

considered as a background tool. However, with the 

arrival of television, the decline in the number of radio 

listeners forced radio broadcasters to seek new ways to 

keep the listeners. Conventional and pre-existing 

program structure undertaken by the television was 

replaced by music programs that attract and engage 

listeners (McDowell and Dick 2003: 47, Keith 2007a).  
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On the other hand, perhaps, the most important 

development that ensures the continuity of the radio was 

the transistor that is an outcome of the technological 

progress. 

 

 The radio reached a new and different point thanks to 

portability of the radio, when television took over the 

position of the radio at homes, as a showman. Discovered 
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by Bell Laboratories, transistor paved the way to mobile 

and compact structure of the radio and for the radio, it led 

to new broadcasting policies in order to resist the 

presence of TV (Keith 2007b: 9-10). 

 

 
 

Although radio, the first electronic mass communication 

tool, entered into problematic and compulsory change 

with television, the special features of the platform 

helped to preserve the significance of the radio for 

modern societies. Kaye and Poperwell who consider 

radio as a media genie, describe it as big enough to fit all 

continents in and small enough to fit in a bottle.  As a  
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flexible, fast communication tool in the context of space 

radio, is  interacting with more people thanks to its low 

cost and ease of accessibility when compared with the 

other platforms. The radio serves towards accompanying 

the daily rhythm.  Consumption of all other mass 

communication tools is related to time and space 

partitioning logic, since each of them requires a specific 

time and place (Winocur 2005: 320). But the radio moves 

with the man and adapts to the routine. In general, the 

audience views television as an activity that should not 

be done but enjoyed while doing as it is an idle and 

meaningless activity that replaced rather intellectual 

behaviours. On the other hand, listening to the radio is 

different from this tabloid act. In addition to reaching the 

nation with its own unique functioning, it also supports 

highly targeted content provision and is therefore 

considered to be a locally based content source, so it can 

be used quite successfully by communication groups who 

think democratic participation is possible through this 

tool in almost any place. It is also emphasized that 

listeners can develop more personal relationships with 

the radio compared to the television (Ross 2001: 422).  
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As consumption of television or video games is 

perceived as a part of leisure activities, consumption is 

defined as on individual and group basis. However, the 

radio can be consumed while working or during spare 

times and at different hours. Consumption can occur in 

the bedroom, at work or while driving (Winocur 2005: 

321). As a part of its nature, radio offers a sincere 

environment. Even though users rarely listen to the radio 

in groups, they can access to such broadcasts over 

portable devices in cars or buses when they are alone. It 
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is likely that it will be loved more than other media tools 

because it occupies the personal space (Berry 2006: 148. 

 

 
 

However, today, there are tougher conditions for the 

radio than the change that started with the television era. 

Digital communication technologies and media, which 

are a result of technology and are called "new", have 

caused the radio to enter a more challenging turnaround 

than ever before. The development in digital technologies 

is increasingly affecting both the audience /listeners and 

the media. From the perspective of audience/listeners, 

characteristics of using the media is affected by mobility, 

controllability, ease of access and demand for the 

content. Thus, it is possible to overcome the boundaries 

of time and space inherent in conventional media 

(Drotner 2005). However, many studies suggest that the 

increased use of new media technologies is related to the 
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addictive behaviour created by the appealing things they 

offer (Ferguson et al. 2007: 107). 

 
While some argue that digital communication 

technologies offer advantages for the development of 

limited possibilities of the radio, others think that the 

radio is shaken by the possibilities offered by digital 

communication technologies (Moreno et al. 2009, 

Priestman 2013). It is a fact that digital communication 

technologies have a variety of benefits, particularly 

including increasing the number of listeners of 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 20 

conventional radio stations, improving broadcasting 

boundaries over internet networks, opening new and 

more interactive communication channels with masses of 

listeners, improving the listening experience through 

different services, using more effective means for station 

promotion activities together with the fact that the media 

consumption is decreasing in relation to the radio content 

in today's environment, especially when media 

consumption is highly diversified 

 

This claim derives its power from the results of market 

researches. It is suggested that the quantitative intensity 

of radio broadcasting can not be provided as a quality in 

response to the question that the audience is losing 

interest in the radio. In a broadcasting environment where 

the contents are almost identical, radio broadcasters who 

want to have more share of the listener group attempt to 

employ the radio stars to attract the interest of the listener 

groups. However, transition from program content 

structure that constantly changes and requires continuity 

into a music-intensive broadcasting structure that does 

not require monitoring have led to the consequence of 
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questioning the loyalty relationship between the radio 

station and listener groups in the battle the radio fights 

against the television. Listeners are now switching 

between radio channels, listen to whatever they want and 

they prefer to stay away from advertisements. In a large 

marketplace where dozens of radio stations are recreated 

for the same target audience, listeners often find contents 

of radio stations highly similar to one another and a 

certain station can easily be preferred against another 

station. Stations adopt different marketing tactics, such as 

competitions, promotions, celebrity guests, and so on, in 

a desperate effort to develop a certain loyalty within this 

structure (McDowell and Dick 2003: 48). 
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In the change of radio content that started with the spread 

of the television, music-intensive broadcasting policy and 

strong cooperation with the music sector (Baker 2009: 2) 

appeared to have contributed radio in the short-term; 

however, many hold music-intensive broadcasting 

content responsible for the reduction of the time spared 

for consumption of the radio content in the diversified 

media environment of the present day. Radio, the main 

way of listening to music, appears to be stuck between 

the increasing dominance of audio services over the 

internet and personal music players (Albarran et al. 2007: 

97, Beer 2007, Lin 2009). In the years when the Internet 

began to spread, in 1995, the software called Real Audio 

opened the way to use the internet as a new distribution 

channel.  
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However, one of the key barriers to web radio is non-

portable nature of the technology, but at least, it came up 

with advances in network technologies such as Wi-Fi and 

3G in urban living spaces (Berry 2006: 147). As a result, 

in parallel to the use of the Internet as a broadcasting 

media, it is pointed out that music radios that were 

regarded as profitable sectors in the past, are in the 

process of re-shaping and they increasingly get out of the 

control by the terrestrial radio sector (Priestman 2013). 

 
 

 

Those who think that the development of the 

downloading of audio content in Mp3 format means that 

the Internet tools internalizing the features of cassette 

recorder or portable radio, suggest that the audience 

caused a change in the behaviour of consuming radio 

content (Albarran et al. 2007, Ferguson et al. 2007, Free 
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2005). Personal digital music players are devices that 

allow time shift in the content and control of the content 

just like a cassette player in a manner independent from 

cable and fixed tools as was the case with the transistor 

and radio at the time (Berry 2006: 147). 

 

 
 

 As a result, MP3 players that allow people to have more 

control over the media content, became an increasingly 

important part of on-demand content technology. There 

is also a debate on whether it is important for radio 

stations to offer more music to these people because the 

personal music player's users do not depend on the 

content consisting of time and flow format.  Those who 

own a personal music player can listen to their favourite 

music for hours without any presenter or advertisement 
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in a manner independent from time and location 

(Ferguson et al. 2007: 102-117). Compared to 

conventional media content that is fed by very few 

sources, technologies such as podcasting have the chance 

to act as a content producer for the listeners/ audience 

(Berry 2006: 145-147). Cridland emphasizes that, for 

young individuals, "You Tube" became the main source 

of discovering new music.   

 
In such an environment, it is useless to rely on 

automation for radio broadcasting and reach to the 

listeners with automatic playlists. You Tube, Pandora, 

Spotify and similar services offer the user the choice of 

music, ability to jump to the next song and they deprive 

the radios of the power related with the contents. At this 

point, radios should develop stronger relationships with 
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the listeners and they should seek ways to improve return 

of listeners. 

 

 
 

Often, the period of time spared by consumers is taken as 

basis for studying the relationship between the platforms. 

However, focusing on the user's satisfaction relationship 

for platforms is also a frequently used method. Market 

research tends to make comparisons in the context of 

daily and monthly consumption. 
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Radio Broadcasting in Turkey 
 

The first radio broadcastingin Turkey was made by 

twotransmitters , each with five kilowatt power, that were 

established in 1927 in Ankara and Istanbul. These radio 

stations were set up by a French company, and the 

stations were regarded as one of Europe's strongest radio 

posts according to the measurements made at that time 

(Kocabaşoğlu, 1980: 9).  

 
 

The operation of these radio stations was assigned to 

Mail, Telegram and Telephone Administration in 

accordance with article one of the Telegram and 
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Telephone Law No. 406 of 4 February 1924 (Tokgoz, 

1972:33).  

 

Established on 6 January 1926, Telsiz - Telefon Turk 

Anonim Şirketi, was granted the privilege of radio 

broadcasting on September by the government. As a 

result of this concession agreement, TTTAS (Telsiz- 

Telefon Turk Anonim Sirketi) operated the radios for a 

period of ten years (Taser, 1969:37). With this practice, 

in Turkey, radio broadcasting was transferred to a private 

company under state control.  Kocabaşoğlu stated that the 

founders of TTTAŞ were Celal Bayar on behalf of İş 

Bank, Siirt deputy Mahmut Soydan on behalf of Anadolu 

Agency and Gümüşhane Deputy Cemal Hüsnü Taray and 

merchant Nuri İleri .  
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Starting from the Republican Period in Turkey, radio 

broadcasting was made from radio stations that were 

previously founded to communicate with foreign 

countries.  It did not become possible to use the radio as a 

very effective educational tool in Turkey where the 

literacy was low. After foundation of the Republic, 

statesmen who were open to development and innovation  

pioneered in the field of radio broadcasting in addition to 

many other fields. Steps were taken such as the 

establishment of institutions in order to keep up with the 

era with the directives of Ataturk and sending talented 
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artists to foreign countries (Candemir,1995:19). These 

steps laid foundations of special efforts aimed at 

improving the radio broadcasting in Turkey that 

developed in a faster pace in Europe. 

 

Failing to show improvement with regard to contents due 

to intervention of three separate authorities such as PTT, 

Ministry of Interior Affairs and Ministry of National 

Education, the radio became subject to the idea of central 

management and stricter control with the onset of the 

Second World War. For this purpose, the Directorate of 

Public Affairs was established. Organizational structure 

and affairs of the directorate were regulated with the Law 

No. 3837 on Directorate of Public Affairs that was 

enacted on 31 May 1940. (Çakır, 2005:28).  
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This period has been a period of development for radios 

except for Ankara Radio. İzmir Radio, founded in 1949 

by İzmir Municipality, gained state radio identity in 

1953. In 60s, radio maintained its effective position in 

mass communication in Turkey (Cetinok, 2007: 54). 

 
 

In Turkey that initiated multi-party political period with 

the first single-stage election made on 21 July 1946, 

radio broadcasting practices also went into a 

transformation. The first change was introduced when the 

General Directorate of Press and Tourism was founded, 

and radio management was assigned from PTT to this 

agency in accordance with the Law No. 5392 (Serarslan, 

1993:25). 
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Pursuant to Article 121 of 1961 Constitution, it was 

stipulated that impartial radio and television broadcasts in 

Turkey should be transferred to an autonomous public 

agency and it would be necessary to adopt a new law to 

this extent. All these developments laid foundations for 

transfer of radio and television broadcasting in Turkey to 

TRT (Turkish Radio and Television Agency) as a 

“monopoly” with the Law No. 359 enacted on 1 May 

1964. 

 
 

Starting in 1964, TRT tried to increase the broadcast 

hours of radios in spite of limited possibilities and daily 

broadcast time of all radios was 128 hours in 1964 and it 

was increased to 171 in 1966; 193 in 19638 and 226 in 

1969. Radios broadcasting at certain times of the day 

started broadcasting all day long (Çankaya, 1997: 29). 
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In Turkey, a new era started in the field of Radio-TV 

with the establishment of TRT in Turkey.  In the 

following years, radio broadcasting enjoyed golden years 

in Turkey thanks to developments such as renewal of 

technical infrastructure, restructuring of radio channels, 

establishment of regional radios and connection of the 

program planning to a central system. On 9 September 

1974, Radio 1 channel started continuous 24-hour 

broadcasting with the participation of Ankara, Istanbul, 

Izmir, Diyarbakir, Antalya and Cukurova radios.  Radio 2 

and Radio 3 channels were established on 1 January 

1975. Radio 4 started services on 18 October 1987.  
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Radio broadcasting in Turkey was continued under the 

monopoly of Turkey until 1992. 1992 was the year when 

private capital radio channels started broadcasting in 

Turkey. There are different information in various 

resources about the first private radio broadcasting in 

Turkey. 

 

The first private radio channel situated in Istanbul was 

Kent FM that was owned by Mehmet Duru and started 

broadcasting from 101 FM frequency on 4 June 1992 

(Gokmen, 1993:56). One the private local radios was 
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Radyo Bodrum which was established in the touristic 

area of Turkey Bodrum. 

 

 
 

Increasing in number starting from 1992, private radios 

breached the Radio Law No. 2813, TRT Law No. 2954, 

and Article 133 of the Constitution. Article 133 of the 

Constitution was amended in 1993 and the  amendment 

took effect upon promulgation in the official gazette 

dated 10 July 1993. Article 133 of the Constitution was 

amended as follows:  “It is permitted to establish and 

operate Radio and Television stations under conditions 
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stipulated in this Law” (Cankaya, 1997:1034).  State 

monopoly over radio broadcasting was removed with this 

law. 

 

 
 

On 13 April 1994, the grand assembly adopted the law 

no. 3984 (RTUK) regulating the establishment and 

broadcasts of radios and televisions. Radio and television 

broadcasts managed by both state and private enterprises 

were subjected to legal regulations. The most important 

purpose of enacting this law was to regulate the chaos 

and disorderliness in the environment (Muftuoglu, 

1996:359).  
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Private radio companies in Turkey were founded with the 

capital invested by various individuals, institutions and 

organizations (Cankaya, 1997:110). 

 

Table 1.  Capital Properties of Private Radio 

Channels Founded in 1990s and broadcast from FM 

Band (Çankaya,1997) 

Capital Characteristics  Example  

Private radio channels 

established by newspapers 

and televisions  

Radyo D – Show Radyo 

– SüperFm – KralFm 

Private radios established 

by communities  

BurçFm- DünyaFm-

AkraFm-MesajFm-

Moral Fm 

Private radios with political 

views  

ÜsküdarFm – Marmara 

Fm – RadyoMozaik 

Radios for established by 

individuals and 

organizations for making 

profit  

Metropol Fm – İstanbul 

Fm – RadyoEnerji – 

Best Fm 
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Transition to private radio stations in Turkey was very 

troublesome. Rapid increase in the number of private 

radio channels, broadcasting by channels without any 

broadcasting experience that cannot be classified even as 

amateur, utilization of frequencies under ownership of 

the state without being bound by any rule, gaining the 

habit of broadcasting through an “auto-control” 

mechanism that is perceived differently by each person, 

in a way seizing the frequencies brought these radio 

channels in a rival position with RTUK. It took quite a 

long time for private radio channels to comply with the 

new rules of law and almost all national radio channels 

received a shutdown or warning penalty from the RTÜK 

(Aziz, 1996: 362). The idea of stopping private radio 

stations effected the public and this went on the headlines 

of the newspapers. 
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Radio channels in Turkey are classified in terms of 

broadcasting area, types of funding and mode of 

broadcasting (Competition Board Decision, 2011). 
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Frequencies of  radio channels are classified in three 

groups by broadcasting area 

 

1. National Radio Channels (R1): Radio channels 

entitled to broadcast to all regions in Turkey,   

2. Regional Radio Channels (R2): Radio channels 

broadcasting to one of the seven regions in 

Turkey,  

3. Local Radio Channels (R3): Radio channels 

broadcasting to only one province in Turkey. 
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Table 2. Distribution of Radio Channels Registered in 

RTUK by Years (Radio and Television Agency 

Statistics 1995-2011) 
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Table 3. Number of Terrestrial Analogue FM Radios 

Operated in Turkey (Source: RTÜK) 
 

National Radio (R1):  38 Radio Stations 

Regional Radio (R2):  98 Radio Stations 

Local Radio (R3):  922 Radio Stations 

Total: 1058 Radio Stations 

 

 

 

 

 

 

 

 

 

 

 
 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 43 

The Relationship Between Presenters and 
Listeners in Radio 

 

As a business, a radio consists of a mixed community 

consisting of advertisers, presenters and listeners. The 

most important element in this human community after 

program presenters is the listeners who interact with 

them. 

 

 
 

Language spoken in a radio has the same characteristics 

in the daily language that helps defining, interpreting, 

clarifying, explaining and acknowledging certain 
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concepts, situations and events.  Contents such as 

political speeches, interviews, documentaries, etc., that 

are voiced based on a text have a more formal role in the 

radio language when compared with the spoken language 

. On the contrary, ordinary style of speaking is dominant 

in a content that allows interaction between presenter and 

listeners. The non-artificial, casual conversation format 

that carries the chat form allows sharing on the public 

platform 

 

For presenters, interacting with listeners during live 

broadcasting requires considerable experience. Because, 

such broadcasts are subject to an unscripted performance 

that is not based on any text. As a matter of fact, Tolson 

(2006, 13) also notes that the performance of live 

broadcasts can not be described as a technological or 

rhetorical phenomenon, but a performance characteristic 

that can be defined as a real life interview. The 

interaction with the listener comes from the fact that the 

presenters behave more like themselves rather than as a 

player. There are many things a presenter can share with 

listeners. It is not possible to carry them to programs 
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independent from the framework and the community 

surrounding the area. Presenters talk about a national 

event or sometimes, they share things that are not on the 

agenda but considered important by the society.  In this 

interaction, it is very important to learn the listener's 

response through the phone connections during live 

broadcast 

 

 
 

The involvement of a radio listener in programs can be 

about almost all subjects from political subjects to 

everyday life issues, and on the other hand, it allows 

establishment of interpersonal communication (Barnard, 
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2000, 176-184). It is the radio program format which is 

defined as 'talk radio-chat programs’ that gives the most 

extensive opportunity for interpersonal communication. 

This program format creates a public time and 

environment in which listeners can show and present 

themselves. 

 

 
 

In interacting with the listener, the phone connections 

provide listener feedback. Telephone connections create 

the illusion that the radio is a two-way means and on the 

other hand, the listeners are provided with the 

opportunity of self-expression through public means.  



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 47 

The Transition from Conventional Media into 

the New Media 
 

The media that was used as a tool for communicating in 

the past has now become one of the main objects of 

communication. The masses are now communicating 

through the media. Mass communication deals with the 

communication of the messages by structures completing 

the institutionalization for the purpose of vast audience 

masses, and perception of these messages by the 

audience (Gündüz and Pembecioğlu, 2013: 311). 

 

At present, mass communication is not a single device, 

but rather multiple means of interchange. The 

developments in communication technologies and finally 

the emergence of the internet, the mass communication 

established through conventional media took a new 

dimension and changed them in terms of both form and 

content. Different from the conventional media, the new 

media calls for tools and channels with multiple media 

that are based on coordinated, wide scope, high speed 
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and mutual interaction between parties of the digitalized 

communication.  (Büker, 2013: 137). 

 
The new media is a concept that emerged as a result of 

the development of computer technologies that 

progressed at a dizzying pace since the 1990s. 

Computers, internet, smart phones, iPods and iPads, 

game consoles, which have become almost a part of the 

body in everyday life, appear before us as the new media.  

The spread of such digital communication technologies 

that became a part of everyday life has opened the way 

for using these tools in communication studies. 

 

Some qualitative differences between conventional media 

and the new media are also taken into consideration 
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while defining the new media. In this context, the new 

media has a very comprehensive content covering the 

production, distribution and use of the media. This 

content is also a result of the hardware and software 

changes that occur in parallel with technological 

advancements. Concepts such as digital, interactive, 

virtual, network based, and representative which are 

frequently used in everyday life since the 1980s, are the 

parts forming the entire new media (Kılınç and Kılınç, 

2014: 11).  

 

 
Manovich, who is an important contributor to the 

widespread adoption of the new media concept, stated 

that the new media has five basic properties. These 

properties can be defined as follows (Dilmen, 2007: 114): 
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 Numerical Representation: The media consists 

of codes such as mathematical symbols and 

algorithms. Thus, the data stored in the media 

become numerical and programmable data and 

they can be consistent due to their mathematical 

nature.  

 

 Modularity: The modularity, which is directly 

related to the introduction of the new media, 

allows modification of every element in the 

media. For example, a website can consist of 

images, sounds, and text. These elements create a 

website when they come together. Changing one 

or more of these elements for modifying the 

website is called modularity.  

 

 Automation: It symbolizes activities that can be 

produced without the user in the new media. For 

example, in Photoshop, achieving the desired 

photographic effects with ready algorithms is 

explained as automation.  
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 Variability: Variability that is an extension of 

numerical representation and modularity, makes it 

possible to present objects that are very strongly 

separated from each other in different forms as 

extensions of the same object.  

 

 Code Conversion: Code conversion involves the 

conversion of a digitalized data into another form.  

 

Since there is a single product in the conventional media, 

preferences of the public is given priority as the most 

interesting or desired matter in communication of news 

to masses. In addition, conventional media has the power 

to direct the preferences and choices of the general 

public. Selection of the media and news product is a 

constraint of choice in preferences of the mass and they 

become obliged to chose whatever is offered once this 

choice is defined (Çakır, 2007: 125). In the new media, 

accessibility to software is increasing with the 

communication between computer networks, thus 

increasing the ability to interact within the community. 
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This allows formation of the public platforms with the 

new media (Çambay, 2015: 241). 

 

Users of the new media are much freer than the 

conventional media users in terms of the amount of 

information received among those offered for use. Users 

of the conventional media have to be content with what 

they are offered and what they are allowed to access in 

terms of their interests.  New media users can participate 

in different discussions, as they have opportunity  to read 

news from different sources. Thus, new media users are 

much more free than conventional media users (Çambay, 

2015: 241). 

 

Conventional media require major resources in the 

transmission of information. For this reason, access to a 

limited source is always the case and it is much costlier 

than the new media. New media can address a wider 

audience compared to the conventional media. For this 

reason, all media access tools are open and individual. 

Licensing and expensive investments of conventional 

media are not needed in the new media. Conventional 
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media brings about expenses such as broadcasting and 

publishing expenses that are unlikely to pay on individual 

basis.  Therefore,  particularly the necessity of an 

institutional structure emerges as a necessity in the 

conventional media (Yurdigül andZinderen, 2012: 83). 
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The most important advantage of the new media became 

the opportunity of individuals to access different 

messages in the new media against the same messages 

sent to all individuals in the conventional media that is 

also known as non-massifying tool. In consideration of 

the radio and music, sites and applications such as 

Spotify and Karnaval that are used via smart phones 

allow individuals to listen to any music as a reflection of 

the non-massifying nature of the new media versus 

conventional radios broadcasting the same content to 

everyone. 
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The Importance of Participation and 

Interaction in New Media Content 
 

The fact that new communication technologies offer 

multi-channel communication brought about different 

communication methods and diversity of activities. 

 

New formats changed the practice of watching, reading, 

listening or writing, giving individuals ability to tell a 

story on Twitter with 140 characters, follow the newsfeed 

on small screens, save certain images, edit and publish 

them on YouTube or other platforms.  Personal blogging 

is a relatively visual performance that does not involve of 

Facebook or Twitter (Knight and Weedon 2010: 147-

149). The diversity of such activities made it possible for 

everyone to access information over the internet and 

created a structure increasing the level of participation in 

the media. Individuals are provided with an accessible 

and popular way to publish text, images, audio and video 

materials. 
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Social interaction shaped by the media created a new 

space where individual users can interact and perform 

individually. Since the role of individuals using 

conventional media was defined as consumer rather than 

producer or participant, the dominance of producing and 

distributing media content started to be questioned. Upon 

spread of the new media resources, hybrid media ecology 

emerged and more complex structures emerged with 

participants such as commercial, amateur, official, non-

profit, activist participants. Each group gained power to 

create and distribute their own contents and they assumed 

new responsibilities. In this process, a new emphasis was 
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put on social networks in which production and 

consumption take up central form by focusing on 

individual consumers. In this context, socialized media 

gained increased importance compared with the 

personalized media.  

 
YouTube, Wikipedia, Flickr, MySpace are just a few 

examples of such socialized media. These changes in the 

communication infrastructure offered opportunities such 

as democratization of the media use; telling stories about 

yourself and others to individuals, communities and 

masses; brining own discussions; watching discussions 

conducted elsewhere; sharing information and learning 

more information about the world from different 

perspectives (Jenkins and Deuze 2008:5-9). 
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Digital media gave people the opportunity to become a 

part of the whole where they can exercise self-

expression. In this context, producer and consumer 

concepts had varied meaning; professional and amateur 

productions started to take place in the same category and 

overlap with each other in the same platform. The 

digitization of media content gained meaning as a two-

way connection, and the person (or institution) on this 

connection became both a sender and a receiver. As a 

result, media producers became subject to assessment 

under the concept of a hybrid sender/ receiver rather than 

a general concept such as "one-way senders" and 

consumers or audiences as "one-way receivers” (Couldry 

2009:441). 
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In the digital era, media companies are using these 

changes and developments to grow and maintain their 

target mass. Users are learning how to keep these 

different media technologies under their control and how 

they can interact with other users or reproduce contents. 

More creative, more rewarding relationships are being 

established between media producers and consumers, 

creating competition for the new media ecology. 

Anything that is produced or converted into a program, 

rad, viewed, listened or used gain a different format due 

to the desire of consumers for becoming participants with 

respect to consumer relations and behaviours (Jenkins 

and Deuze 2008: 5-9). Digitalization remove barriers 

between the producer and viewers and offers different 

global platforms for their activities and interaction. For 

this reason, activity and interaction in the media industry 

have become key concepts in terms of audience. Sundet 

and Ytreberg (2009: 383-385) answered the question as 

to why the audience prefer active attitude by saying 

“interesting nature of  technological innovations, 

socializing and sense of sharing the same emotions”.  
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It is clear that changes and transformations the 

digitalization brings to the media can not be evaluated 

only in consideration of technical dimension. Some 

strategies are required to create and distribute content, 

reach  target audience and maintain continuity, make a 

change in the management, stay up to date and  provide 

the most important interaction. In this context, as is the 

case in other mass media, radio continues to transform 

the services offered by the digital era through the 

utilization of its own technical aspects, content 

production and distribution for radio program producers 

and listeners. 
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The Convergence Concept and Convergence 

Between the Media and Radio 
 

One of the most important aspects differentiating the new 

media from the conventional media is undoubtedly the 

concept of convergence. Convergence is the result of the 

conveniences brought about by the digitalization. The 

convergence that allows receipt of the contents and 

services communicated using various communication 

means from different means without any interruption has 

an important place in the development of today’s world 

of communication. Convergence became the common 

strategy of today's media organizations. In a sense, the 

convergence that can be described as "inability to do 

everything on your own" allowed conventional media 

organizations to partner with the new media. CNN and 

Twitter's live tweet team in the US presidential elections 

or BBC’s collaboration with Adobe to increase video 

capacity are examples of how conventional media 

organizations converge with new media (Alejandro, 

2010: 15). 
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The convergence that started as a consequence of the 

advancement in the digital technologies is seen as a 

driving force for the existence of new media services. 

Mobile media and communication tools complement 

each other with many elements such as standard 

telephone, SMS, e-mail, video camera and music player 

with the possibilities provided by convergence that 

started with technological advancement (Özel, 2011: 54). 
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The first work that studied the convergence of the new 

media is the book “Language of the New Media” by Lev 

Manovich. In the book, the new media is considered as “ 

the result of convergence between media and information 

technologies". In the book “Convergence: The Meeting 

Point of Culture, Old and New Media” by Hern Jenkins 

(2008) considers convergence as “shift of the 

conventional platforms such as newspapers, radio and 

television to new platforms such as internet and mobile 

technologies”. Inspired by these works, Terry Flew wrote 

the book “Introduction to the New Media” which covers 
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“triple convergence between the information 

technologies, communication networks and conventional 

media” (Polat, 2016: 411). 

 

According to Jenkins (2008: 18), convergence is a type 

of media concentration. Media convergence is more than 

a technological change. Convergence between the 

industry, market, and audience transforms. Convergence 

also transforms how the media industry will function and 

how audiences will process the entertainment. Therefore, 

media consumption also varies with the convergence. For 

instance, it is possible to open 4-5 windows 

simultaneously and answer an e-mail in the computer 

while dealing with a specific task. This rapid transition 

between tasks is changing the production and 

consumption of the media. 

 

Historical review of the convergence process shows that 

information technologies, media and Telecommunication 

sectors developed individually until the 20th century 

upon which they affected each other.  In the 21st century, 

platforms had a mass convergence.  The convergence that 
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started between the media and  Telecommunication 

sectors in the beginning of the 20th century caused 

emergence of the idea to extend communication to 

remote areas.  This period witnessed transition from 

printed media into radio, and video-audio communication 

thanks to TV antennas. Telecommunication networks and 

publishing  lost local identity and turned into a national 

and even continental format. In the 21st century that 

followed such developments, the process of  producing 

contents shifted to digital environments rather than 

physical and analogue environments with the utilization 

of information technologies. This process that started as 

desktop publishing in the 1970s, has been completely 

digitalized in the 2000s (Polat, 2016: 415). 

 

Driven by the convergence, this new media format is 

based on the convergence of the information processing, 

broadcasting and telecommunications sectors that 

function separately. In general, media convergence is 

addressed from three different perspectives. The 

convergence of all media technologies from transport 

networks to devices, the convergence of content from 
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program types to multimedia services, and the 

convergence of media functions and modes of use. In this 

context, theories established on the convergence of media 

are classified under the following three groups (Özel, 

2011: 61): 

 

⇒ Substitution Theory: The new media will 

substitute the conventional media and assume all 

functions of the conventional media.  

 

⇒ Theory of Media Completion: The new media 

will co-exist with the old media and it will 

complement the conventional media rather than 

substituting the conventional media.   

 

⇒ Theory of Media Merger: The new media will 

merge with all aspects of the conventional media.   

 

The convergence of media organizations also includes 

the production, distribution and marketing units within 

the institutional structure. Convergence became a 

necessity for most of the media organizations and it 
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turned into a strategic choice to survive competitive 

conditions. Digitalization of the production infrastructure 

which is called functional convergence in the 

convergence of media organizations involved three 

strategic methods that are establishment of common cross 

platforms called cross platform marketing where old 

contents are redesigned rather than using own platforms 

of conventional media and digital content production 

(Yildirim, 2010: 232). 

 

Audio, video and text communication contents can be 

accessed through the same tool with the transformation 

of the communication infrastructure. Limitation on the 

flow information and communication contents is 

eliminated through a single substructure and device with 

the full convergence of microprocessors, 

telecommunication devices and computer systems.  This 

convergence sets the stage for separating the new media 

from the conventional media in addition to carrying 

conventional media to new media environments 

(Yıldırım, 2010: 233). 
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A digital culture emerged with the increasing and 

renewed inclusion of the technology in daily life. 

Transformation of the mass media means became a 

necessity with the digitalized daily life and technological 

innovations.  The internet spread and began to take its 

place in mass media with the increase in communication 

means. Transformation began with the possibilities that 

new communication technologies offer to mass media. 

Communication technologies and the transformation that 

took place with the use of media turned individuals into 

participant audience/listeners rather than mere audience/ 

listeners (Özcan and Tugen, 2014: 260). 

 

The new media concept that emerged with the 

convergence of the Internet with the media makes 

simultaneous mass communication and interpersonal 

communication possible. The new media is used more 

extensively in almost every sphere of everyday life. The 

new media that involve all digital technologies such as 

mobile phones, computers, internet appears as a more 

effective media than the conventional media. This 
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transformation is based on six fundamental principles 

(Özcan andTugen, 2014: 261): 

 

 Coevolution and coexistence: It is about the 

production of content based on the principle of 

mutual benefit rather than the competition of 

printed news and online news. Conventional 

media may cover news on the internet or internet 

may cover news from the printed media.  

 

 Metamorphosis : The new media emerges as 

transformed and improved version of 

conventional media.  

 

 Propagation: The features of the old media are 

spread with and within the new media.  

 

 Survival: The new media and the traditional 

media fit together or disappear.  

 

 Opportunity and necessity: New technologies 

should be adopted extensively. The Internet is a 
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convenient place to get news before evening news 

or morning news.  

 

 Delayed adoption: Success of the new media 

technologies often takes longer than expected. It 

may take 20-30 years for wide-spread adoption of 

technologies.  
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The Utilization of Radio with Social Media 
 

As one of the most mysterious media of the world, the 

radio served to the individuals’ instinct of dreaming. 

Radio that is a verbal platform allowed listeners to 

developed their imaginary world. Each word is 

communicated to each listener in the same way but they 

interpret such words in a different way. Radio listeners 

visualized the verbal message from the radio in their own 

imaginary world that is formed in parallel with their 

respective psychological and social requirements. Radio 

platform each listener visualizes in a different way in 

his/her imaginary world contributed to the generation of 

thousands of visual messages based on the same verbal 

message. A listener listening to the radio imagined 

presenter of the program broadcast on the radio as he/she 

wants in his/her own imaginary world and embraced the 

presenter with the visual symbol created as such. 
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The "listener-radio" relationship always progressed in 

this direction in the period that witness evolution from 

radio receivers with transistor to big radio devices having 

a bulb and subsequent emergence of digital radio 

receivers.  Radio that is a conventional media means 

contributed to the creation of infinite visual images based 

on a single message. This aspect of the radio that 

broadcasts in conventional formats contributed to the 

transformation of a message from a single source into 

infinite number of images. This made the radio channel, 

radio program and presenter, i,e, the broadcasting 

platform, mysterious and allowed radio to function as a 
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source producing infinite number of images. A single 

message was transformed into thousands of visual 

images. Radio created a virtual identity in the eye of the 

listener and thus, radio heroes emerged. The radio 

platform pioneered this platonic love between the 

listeners and visual symbols imagined by people. 

 

 
Figure 1. Radio -Listener Relationship in 

Conventional Radio Broadcasting 

 

Increased popularity of television platform caused radios 

to lose power with the active use of visuals in creating a 

consumer community.  Appearance of virtual radio 

heroes in the television screens eliminated the symbols 

created in the eye of listeners by this platform. Many 

radio heroes started working for television channels with 

the increase in the number of commercial television 
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channels. This shift resulted with the failure of most 

presenters in achieving the same success on television 

channels. The most important reason for this is the 

elimination of the virtual identity attributed to presenters 

of radio channels. Radio presenters who have been 

involved in millions of memories with different virtual 

and visual identities, first destroyed their virtual identities 

via television, internet and social media. The 

convergence of radio technology with evolving 

technology has led to the destruction of the virtual 

identity that was created when broadcasting in 

conventional formats. In other words, the virtual world 

has revealed the real world of the radio shows. 
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Web 2.0 technologies that emerged after the widespread  

use of the Internet have created the concept of social 

media in the world. This phenomenon turned into a mass 

movement that dragged millions and caused all the 

balances in the media to be reshaped. Social media 

revealed the real form of visual images and destroyed the 

mystery built over years by the radio channels. 

 

In media marketing, radio channels that usually marketed 

their logos, corporate identities and music became 

compiled to use social media marketing more actively in 

the new world. Another important factor that causes this 

situation is the fact that social media is a faster channel 

than the radio. Radio was a relatively practical and fast 

communication platform compared to the newspapers 

and television channels; however, social media that is the 

new naughty and spoilt child of the new media allowed 

communicating in a faster and dynamic way. This new 

scene caused the radio platform to establish a partnership 

with social media. In this partnership described as 

convergence in academic language, radio became a part 

of the social media even though it appears to be merging 
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with the social media. As the radio attempted to adapt 

itself to the social media, it became slave of this platform 

and surrendered to the social media. 

 

Radio had to show its long-hidden identity because of the 

social media and this caused destruction of the mystery 

created in the conventional media. Using the social media 

while promoting the brand name and presenters, radio 

platform had to reveal the visual identity that was 

concealed behind the microphone for years. Radio 

channels started communicating with the listener through 

"interactivity" which is the most important feature in 

social media. Mystery created with the communication 

by mail that was used on the conventional media has 

been substituted by many social media platforms 

particularly including Facebook, Twitter and Instagram.  

Radio channels and presenters started to present 

themselves directly to listeners with the emphasis of the 

visual materials in the social media platforms. Photos and 

videos shared on Facebook and images shared on Twitter 

are examples of these visual materials. In 2015, Twitter 

application Periscope and radio channels broadcasting 
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live from the social media have destroyed the mystery 

they had before. 

 

 
 

Meeting of the radio and Instagram with the highest 

visual features among the social media platforms became 

one of the most evident practices of the fact that “virtual 

world the radio created in conventional media turned into 

reality with the social media”. Radio channels and radio 

program presenters published videos and photographs 

made before, during and after the programs and 

destroyed the mystery. 
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Figure 2. Meeting of Radio-Listeners in the Social 

Media 

 

The Social Media Usage of Radios in Turkish 

Media Market 
 

In the research part of the paper, there is a descriptive 

analysis for the top 10 listening radio stations’ social 

media usage. In the research there are two main parts. 

The first part examines the Twitter pages of the radios 

and the second part examines the Facebook pages of the 

most preferred radio station. The sample of the research 

was selected from the rating audience research of Nielsen 

Research company, and the top ten radios according to 

this survey were selected. According the survey of 

Nielsen, the top ten radio stations who participated to the 

search panel are: KralFm – TRT FM -  PowerTürk – Kral 

Pop - Metro Fm – Slow Türk – SüperFm – Power Fm – 
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RadyoFenomen – Best Fm (Nielsen,2018).  So, the 

research is limited for the top ten radio stations which 

had participated to Nielsen radio measurement research. 

The official Twitter and Facebook accounts of these 

radios stations were examined for seven months during 

the period of 1st of June and 31st

 

 of July 2018. The 

findings were collected in this daily based observation 

and within these findings a statistical cumulative report 

was prepared to monitor the top 10 market leaders’ 

radios’ social media performance and usage. The main 

question of the research is “How do the traditional 

terrestrial radio stations give importance to social media? 

how do they use it and is there a difference between their 

on-air terrestrial rankings and their social media 

rankings? And which radio is the most interactive in their 

social media the platforms Twitter and Facebook.  
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The Twitter Performance Analysis of Radio 

Stations 

During the seven months research period it was seen that 

Power Fm was the radio which’s Twitter account was the 

most followed. TRT had the biggest growth in followers 

and Kral Pop’s Twitter account was the most interactive 

account. 

 

Fig 4. The Number of Follower Change in the Twitter 

Accounts of The Top 10 Radios 
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The radios had lost 431 followers totally. This was 

because of the act of Twitter against the fake followers. 

Twitter had deleted millions of fake accounts in July. 

This reflected the top 10 radios accounts. İt was seen that 

these radios in general used fake followers to give the 

impact that they are preferred in social media. The most 

engaged photo of these ten radio channels was the photo 

Kral Pop’s Twitter account. 
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Fig 5. The Most Engaged Multimedia Tweets of the 

Top 10 Radios Twitter account 
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The Most Engaged Photo of the Top 10 Radios Twitter 

account was the tweet of Kral Pop describing the “hit of 

the day”. The most engaged video was Kral Pop’s video 

that was shared the 9th of May 2018. This video was a 

part of a song of Group Rubato. This video was a cut of  

a video that will be on air in the TV. The account shared 

this video and announced it as “watch it before the TV”. 

The most engaged link of tweet was shared by Power 

Fm. This tweet had 69 likes and 15 retweets. The tweet 

gave a link to the popular DjMahmutOrhan’s new remix. 

The most engaged text tweet was shared by Kral Pop. 
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This tweet was about a new video clip of popular singer 

OğuzhanKoç. The tweet was expressing that the new 

video clip will be on air during this daytime. This tweet 

received 383 likes and 74 retweet. The top 5 Twitter 

accounts according to the follower increase was as 

followed: 

 

Fig 6. The Top 5 Twitter Accounts 

These ten radios stations twitted 10.190 tweets during the 

research period. This comes to an average of 1.019 tweet 

for each account. The radio stations preferred mostly the 

share tweets with photos. The 64.7 % of the total tweets 
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were with photos, the second most popular tweets had 

video with 25,8 %.  

 

Fig 7. Content Type Overview 

The radio stations mostly preferred to tweet on 

Wednesdays. The total engagements of the tweets were 

167.768 for these ten radio channels. The 80.7% was 

“like” and 19.3% was “retweeted”. 
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Fig 8.  The Engagement Overview of The Twitter 

Accounts 

 

Fig 9. The Time Period of the Tweets 
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The radio stations tweeted mostly between the 15:00- 

16:00 time period. During this time 1.289 tweets were 

tweeted. The second time period that Twitter was used 

most was 11:00-12:00 and the third was 13:00-14:00.The 

Table 4. Below shows the rate of the Radio Stations 

According to Their Twitter Followers. 
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No: Traditional Ranking Twitter Ranking 

1 Kral Fm Power Fm 

2 TRT FM Power Türk 

3 Power Türk Kral Pop 

4 Kral Pop Best Fm 

5 Metro Fm Metro Fm 

6 Slow Türk Kral Fm 

7 Süper Fm Süper Fm 

8 Power Fm TRT FM 

9 Radyo Fenomen Slow Türk 

10 Best Fm Radyo Fenomen 

Table 5. The Ranking Difference of the Radios in 

Traditional Ratings and Twitter Followers 

 

Fig. 10. The Top 3 Most Engaged Posts of Radios 
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Fig. 11. The Top 3 Most Engaged Photo Posts of 

Radios 

 

Fig. 12. The Top 3 Most Engaged Video Posts of 

Radios 
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Fig. 13. The Top 3 Most Engaged Link Posts of 

Radios 

 

Fig. 14. The Top 3 Most Engaged Text Posts of Radios 
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Fig. 15. The Top 3 Most Liked Photos of Radios 

 

Fig. 16. The Top 3 Most Shared Photos of Radios 
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Fig. 17. The Top 3 Most Liked Videos of Radios 

 

Fig. 18. The Top 3 Most Shared Videos of Radios 
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Fig. 19. The Top 3 Most Liked Links of Radios 

 

Fig. 20. The Top 3 Most Shared Links of Radios 
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Fig. 21. The Top 3 Most Liked Texts of Radios 

 

Fig. 22. The Top 3 Most SharedTexts of Radios 
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The Facebook Performance Analysis of Radio 

Stations 

 

In the second part of the research the official Facebook 

pages of the top 10 radios according to their ratings were 

examined for seven months. In the findings it was seen 

that KralFm’s Facebook account is the account with the 

most liked- followers in Facebook. TRT FM had the 

biggest grow in new fan gathering. KralFm’s Facebook 

page was the “most talked about” Facebook page and 

TRT FM’s Facebook page is the most interactive 

Facebook page. 
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Surprisingly like Twitter, the radios had lost fans in their 

Facebook accounts too. During the research period the 

top radios lost totally 728 fans in their Facebook 

accounts.  
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Fig 23. Fan Analysis of Facebook Pages 

 

The radios stations ranking according to their fans in 

their Facebook accounts are listed in Fig.23. İts very 

interesting to see that the first four radio stations 

Facebook accounts lost fans during the research period.  
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Fig 24. The Content Type of The Facebook Messages 

 

The radio stations preferred mostly to share photos in 

their Facebook messaged. The rate of photo-oriented 

messages ae 58.1%, the second popular message type is 

the video oriented messages and the third is the link-

oriented messages. 
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Fig 25. The Total Engagement of the Messages 

 

The most popular ten radios Facebook messages had total 

593.432 engagements during the research period. The 

ratio was 65.4% “like”, 28.7% “comment” and 5.9% 

“share”. The messages of the radios mostly liked by the 

Facebook followers. 
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Fig 26. The Top 3 Engaged Posts  

 

Fig 27. The Top 3 Engaged Photo Posts  
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Fig 28. The Top 3 Engaged Video Posts  

 

Fig 29. The Top 3 Engaged Link Posts  
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Fig 30. The Top 3 Engaged Text Posts  

 

 

Fig 31. The Most Active Days and Time in Facebook 

 

The radio stations preferred mostly to write messages in 

their Facebook accounts in the afternoons. The most 

messages were written between 15:00 -16:00 o’clock. 
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The second most posts were written at 13:00 – 14:00 

during the day time. 

The Rate of the Radio Stations According to Their 

Facebook Followers are shown in table 6. 
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No: Traditional Ranking Facebook Rating 

1 Kral Fm Kral Fm 

2 TRT FM Kral Pop 

3 Power Türk Power Türk 

4 Kral Pop Radyo Fenomen 

5 Metro Fm TRT FM 

6 Slow Türk Power Fm 

7 Süper Fm Metro Fm 

8 Power Fm Best Fm 

9 Radyo Fenomen Süper Fm 

10 Best Fm Slow Türk  

 

Table 7. The Ranking Difference of the Radios in 

Traditional Ratings and Facebook Followers 
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Conclusion 
 

Radio, one of the most mysterious platforms of the 

world, went through a substantial change as a result of 

the convergence with the internet and social media. In 

1930s and 1940s, people were so curious about the voice 

that goes through the receiver that they thought there 

were people inside these boxes. A generation spend their 

childhood wondering how people fit in the radio receiver. 

Emergence of the television channels caused radio starts 

to find a platform allowing them to show physical 

appearance. Presenters that became starts with their 

voices had opportunity to show physical appearance 

before masses with the contribution of television 

channels.  

 

Program presenters that were transferred to television 

channels took the first important step towards destruction 

of radio’s mystery. Presenters that created curiosity with 

their voices deciphered their identity in television 

channels and destroyed the entire mystery they had until 

that moment. Radio presenters addressing listeners with 



The Social Media Report of the Turkish Radio Market in the New Digital Age 

 

 109 

their voice caused them to imagine their physical aspects 

in different ways. Each listener had a different image 

peered with the voice heard from the radio. This situation 

caused radio to maintain its presence with a virtual 

identity. This virtual identity created a mystery about 

visual aspects. 

 

Emergence of the internet caused radio channels to 

decipher themselves on the internet sites. Radio channels 

shared their studios, presenters and physical and visual 

aspects of these presenters with the people via the 

internet sites. This was the second important 

development that caused destruction of the mystery 

attributed to radio channels. Developments in Web 2.0 

technologies, internet speeds and increased band widths 

pioneered merger of the internet with the radio. Radio 

channels installed a web cam in their studios and shared 

things experienced in the studio, programs and presenters 

making the program with the people through the internet. 

Development of the social media had a substantial 

contribution to this individualization of the radio that is 

an individual platform. Radio channels and presenters 
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started to establish direct and fast communication with 

target groups via various social media platforms 

particularly including Facebook- Twitter and Instagram. 

Listeners communicating with the radios by telephone, 

fax and even mail before the emergence of the social 

media had direct interaction with presenters and 

destroyed such means after emergence of the social 

media.For example the meet of radio and Instagram that 

comes to the forefront with visual aspects among other 

social media platforms, became the third and last 

milestone in destruction of the radio’s virtual world. 

Radio program presenters revealed themselves with 

photographs and videos they shared via Instagram 

accounts and destroyed the entire mystery they created 

behind the microphone. Voice of the radio program 

presenter that came from a box before the internet 

allowed listeners to have various imaginations but this 

imaginaryworld has been destroyed with the Instagram. 

Radio presenters converted the virtual identity into a real 

identity through Instagram and presented themselves 

directly to the listeners.  
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This situation showed how virtual world converted a 

platform based on virtual images into a real world. 

 

 

In this research it has been examined the official Twitter 

and Facebook accounts of the top 10 radio stations. The 

radio stations preferred mostly to share photos both in 

their Twitter and Facebook messages. The time that they 

share message in Twitter and Facebook is mostly in the 

afternoons after 15:00.  TRT FM is the station which is 

more interactive in Facebook. But despite this, this radio 

station’s Facebook page is in number five in Facebook 

fan ranking. An important finding is about the traditional 

broadcast rankings and social media rankings of the radio 

stations. In both Twitter and Facebook follower the 

stations have different success. This is an important 

finding showing that the impact of traditional demand 

differs from social media demand to radios.  

 

The radio stations had lost followers in average both in 

Twitter and Facebook in seven months. This is a question 

mark for the question “do the radios stations really loose 
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followers in social media or do the use fake users and 

these fake users are deleted by Twitter and Facebook”. 

What ever the answer is, it can be said that the growth 

rate of radio stations in Twitter and Facebook based on 

follower and fans had stopped. The radio stations should 

try have a higher impact and interaction in social media 

because the future of radio is in digital media 
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