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ABSTRACT

STRATEGIC HEALTH COMMUNICATION DURING COVID-19
OUTBREAK IN TURKEY: SOCIAL MEDIA USE OF TURKISH
MINISTRY OF HEALTH

ELBULKEN, Nur Banu
MA, Yasar University Institute of Graduate School Master of Communication

Advisor: Prof. (PhD) Huriye TOKER

Covid-19, which emerged in Wuhan, China, in December 2019 and was declared to
have reached the pandemic level by the World Health Organization on March 11,
2020, has become an essential threat to the 21st century in terms of death rates, rates
of catching the disease and the damage it causes to people.

Health communication is a concept that has become increasingly important in recent
years. It has a vital role in informing the public, taking precautions, and controlling
the pandemic. Although low health literacy in societies and misinformation
spreading rapidly in the media are disadvantages for health communication, health
communicators/health institutions can control the process with various
communication policies implemented through the media. During the Covid-19
pandemic, health communication activities in Turkey were carried out under the
leadership of the Ministry of Health. The Ministry of Health delivers the messages it
prepares during the pandemic to large masses with the support of the media and
informs the public. In this study, the posts made by the Ministry of Health between
January 23, 2020, and June 1, 2020, on the official Instagram account were evaluated
with content analysis within the scope of health communication strategies in the
Covid-19 pandemic. According to research findings, the basis of health
communication strategies carried out by the Ministry of Health is “informative and

persuasive communication”.

Keywords: Covid-19, Strategic Health Communication, Ministry of Health, Media,

Instagram
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TURKIYE’DE COVID-19 SALGINI SIRASINDA STRATEJIK SAGLIK
[LETISIMI: SAGLIK BAKANLIGI’NIN SOSYAL MEDYA KULLANIMI

ELBULKEN, Nur Banu

Yiiksek Lisans Tezi, Yasar Universitesi Lisansiistii Egitim Enstitiisii iletisim Yiiksek

Lisans Programi

Danigman: Prof. Dr. Huriye TOKER

Aralik 2019'da Cin'in Wuhan kentinde ortaya ¢ikan ve 11 Mart 2020'de Diinya
Saglik Orgiitii tarafindan pandemi seviyesine ulastig1 ilan edilen Covid-19, 6liim
oranlari, hastaliga yakalanma oranlar1 ve insanlar {izerinde biraktig1 hasarlar

acisindan 21. ylizy1l i¢cin 6nemli bir tehdit haline gelmistir.

Saglik iletisimi, son yillarda onemi giderek artan bir kavramdir ve Covid-19 gibi
diinyay1 etkisi altina alan salgin durumlarinda, toplumlarda halki bilgilendirmek,
onlem almak ve salgini kontrol etmek igin énemli bir role sahiptir. Toplumlarda
saglik okuryazarligmin diistikliigli ve medyada hizla yayilan yanlis bilgiler saglik
iletisimi i¢in dezavantaj olustursa da, saglik iletisimcilerinin/saglik kurumlarinin
medya aracilifiyla uyguladig gesitli iletisim politikalariyla, siireci kontrol altina
alabilmeleri miimkiindiir. Covid-19 salgininda, Tirkiye'de saglik iletisimi
calismalari, Saglik Bakanligi Onderliginde gerceklesmektedir. Saglik Bakanligi
salgin siirecinde hazirladigi mesajlart medyanin destegini alarak genis kitlelere
ulastirmakta, halki bilgilendirmektedir. Bu ¢alismada Saglik Bakanli§i'nin 23 Ocak
2020, 1 Haziran 2020 arasinda resmi Instagram hesabindan gergeklestirdigi
paylagimlar, Covid-19 salgininda saglik iletisim stratejileri kapsaminda icerik analizi
yontemiyle incelenerek degerlendirilmistir. Arastirma bulgularma gore, Saglik
Bakanlig1 tarafindan gergeklestirilen saglik iletisimi stratejilerinin  temeli,

“bilgilendirici ve ikna edici iletigim™dir.

Anahtar Kelimeler: Covid-19, Stratejik Saglik Iletisimi, Saglik Bakanligi, Medya,

Instagram
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CHAPTER 1
INTRODUCTION AND THEORY

Covid-19 emerged in Wuhan, China, on December 12, 2019, and has affected the
whole world in a short time. The Wuhan Local Government announced that the
virus-related disease had turned into an epidemic on January 11, 2020, and the first
loss of life occurred on the same date (Bag, 2020; Simpson & Corner, 2020). The
World Health Organization declared that the virus-related disease reached the
pandemic level on March 11, 2020 (WHO, 2020b), and the first Covid-19 case
emerged in Turkey on the same date (Kurt, 2020). The first death due to the virus in
Turkey occurred on March 17, 2020 (So6zcii, 2020). As of September 10, 2021, while
the Covid-19 total cases were 6.590.384 and the total deaths were 59.170 in Turkey,
total cases were 223.318.139, and total deaths were 4.608.242 worldwide (JHU,
2021). As it threatened public health globally, measures to control and prevent the
pandemic became the main agenda of all countries, and Turkey was one of these
countries. Accordingly, health communicators, practitioners and institutions came to
the fore by questioning the management of the pandemic by the institutions with
questions concerning: “effective communication during pandemic days”, “what is
done well in pandemic management”, “what can be done better”, “the reasons for the
spread of misinformation, how to prevent it”, “how to manage risk perception”
(Vaughan & Tinker, 2009; Simpson & Corner, 2020; Bavel et al., 2020; GOARN,
IFRC, UNICEF, WHO, 2020).

Health communication, which focuses on accurate information and behavioral
changes regarding health-related issues, has been an increasingly important concept
in the recent years and has a critical role, especially during a pandemic (Utma, 2020).
In the coronavirus pandemic, which affected the whole world, health communication
actions in Turkey are carried out under the leadership of the Turkish Ministry of
Health with the support of the media. The Turkish Ministry of Health ensures that
the information flow on Covid-19 is delivered to large masses of the public through
its health communication activities. It delivers the messages to a large segment of the
public through mass media. In this context, many new applications that have not
been used before have been implemented. The first of these practices is the effective

use of the Scientific Committee and its role in the pandemic process. The Scientific



Committee was established on January 10, 2020, as part of the fight against Covid-
19 (Yalginkaya, 2020). The Ministry took necessary measures and implemented
these measures radically by forming the Scientific Committee before Covid-19
affected Turkey. In line with its cooperation with the Scientific Committee, the
Ministry informed the public about the current developments regarding the virus
through mass media immediately and timely. Establishing the Scientific Committee
undisputedly led to the pandemic process. Secondly, the Ministry released the
“Hayat Eve Sigar” [Stay at Home] application on April 10, 2020. The application
started to be used in all public institutions as of September 23, 2020 (Turkish
Ministry of Interior, 2020). The purpose of the application is to inform and guide
citizens about Covid-19, minimize the risks related to the pandemic and prevent its
spread. This application, having more than 5 million registered users (Yanik &
Giinyol, 2020), was a first for Turkey. The Ministry has also tried to diversify the
health communication it implemented through different communication channels. In
this sense, it made the call “Stay at Home” in all its visual and written social media
posts (Facebook, Instagram, Twitter), and this call has become a slogan in the
Turkish media. Upon this approach of the Ministry, the calls of health workers in the
country to “Stay at Home” were also reflected in traditional and social media. Apart
from that, “Stay at Home” calls were included in the advertising campaigns of
companies such as Vodafone, Dominos, Bambi, and Toyota. In addition, within the
scope of the Ministry's method of combatting false and biased information,
specialists were invited to television programs to talk about the current state of the
disease and what measures can be taken to prevent it. Bringing forward experts on
the subject in media channels prevents information outbreaks in the media during the
pandemic. The Scientific Committee and Hayat Eve Sigar application are at the
forefront of new applications not present in other pandemics and epidemics (Yanik &
Giinyol, 2020), and different communication channels make a significant difference.

They are among the innovative health communication implementations.

Covid-19 is the biggest pandemic in a century for the whole world (Walsh, 2020)
and a time of high uncertainty. In such periods, the public has difficulty finding real-
time and accurate information about what is going on and what needs to be done.
During these periods, information gaps occur because there are still unknown aspects

of the crisis. The information gap leads to the rapid and easy spread of rumors



and false information (Enago, 2020; Almomani & Al-Qur’an, 2020). With the digital
age, the fact that social media is increasingly ahead of the traditional media as a news
source has led to new problems in the reliability of information and news (Akyiiz,
2020). With the internet entering into all areas of life, the widespread use of social
media has increased. According to the We Are Social (2021) report, there are 65.80
million internet users in Turkey. This rate corresponds to 77.7% of the total
population of 84.6 million. The number of internet users increased by 3.7 million
compared to 2020. In addition, there are 60.00 million social media users in the
country. This rate corresponds to 70.8% of the total population (84.6 million). The
number of social media users has increased by 11% compared to 2020 (We Are
Social, 2021). The most used social media platforms in Turkey are Youtube (94.5%),
Instagram (89.5%), and WhatsApp (87.5%) (Kemp, 2021). The fact that anything
can be shared by anyone has triggered the problem of information pollution (Linden
et al., 2020). This situation poses a significant problem with the Covid-19 pandemic
today (Walsh, 2020). The Director-General of the World Health Organization
reported on February 15, 2020, that it is fighting a pandemic and information
pollution (Enago, 2020). False information about the virus is spread on the internet
sometimes deliberately and sometimes naturally. Fake news produced during the
pandemic period, which caused a significant public health crisis, spreads rapidly, just
like the virus (Enago, 2020; van der Linden et al., 2020; Cinelli et al., 2020; WHO,
2020a; Brennen et al., 2020; Ahmad & Murad, 2020).

This false news produced are called infodemic. Journalist and political scientist
David Rothkopf first used the concept of infodemic in 2003 (Tomes, 2020). In his
article in the Washington Post, Rothkopf stated that the infodemic was a second
outbreak apart from the SARS (Severe Acute Respiratory Syndrome) virus. SARS
started in Hong Kong in November 2002 (Tomes, 2020), and it had become an
outbreak of disinformation that turned into economic and social collapse (Beyoglu,
2020). Therefore, the infodemic made it challenging to control the SARS virus-
related disease (Lai et al., 2020).

Infodemic is information pollution that can spread rapidly on social networks
through the media. It contains a lot of misinformation (WHO, 2020a) and drags

society into chaos during pandemics such as Covidl9 (Anwar et al., 2020).



According to research findings, the only way to combat the infodemic is to establish
effective public health communication in the media (Thomas et al., 2020; DGC,
2020; WHO & UN & UNICEF & UNDP & UNESCO & UNAIDS & ITU & UN
Global Pulse & IFRC, 2020; Igoe, 2020; Anwar et al., 2020; Banerjee & Meena,
2021).

The media is an essential tool in health communication in informing the public and
managing the pandemic; for this reason, health communicators, practitioners, and
institutions always need the support of the media (Hyer & Covello, 2005; Schein et
al., 2010; Anwar et al., 2020; Su et al., 2021; OECD, 2020). The Covid-19 process
has shown that public health communication contributes to the control and
management of the pandemic (Porat et al., 2020; Hyland-Wood et al., 2021; WHO,
2020a; Abu-Akel et al., 2021; Gilmore et al., 2020). Despite the low level of health
literacy in Turkey (Ozdemir et al., 2010), adequate and correct health communication
strategies facilitate the management of the process; they prevent the chaos that may

occur with panic in the society (Porat et al., 2020).

Today, with the developing technology, the internet is spreading over a wide area,
and the use of social media is increasing rapidly (Vural & Bat, 2010; Caliskan &
Mencik, 2015; Kirik, 2017; Calisir, 2015; Ozkoyuncu, 2021). According to the We
Are Social (2021) report, there are 4.66 billion internet users worldwide. The same
report states that 4.2 billion people in the world use social media. While the most
used social media platforms in the world are Google (66.5 billion), Youtube (20.42
billion) and Facebook (15.5 billion), the most used social media platforms in Turkey
are Youtube (94.5%), Instagram (89.5%) and WhatsApp (87.5%) (We Are Social,
2021). Therefore, there has been an increase in the Ministry of Health's social media

shares during this period.

In this study, the posts published on the official Instagram account of the Ministry of
Health between January 23, 2020, and June 1, 2020, will be evaluated with content
analysis within the scope of health communication strategies during the Covid-19
pandemic in Turkey. Since content analysis is a systematic and an objective
approach used to analyze communication in a quantitative context and to reveal the
messages given (Kerlinger, 1986), the messages given by the Ministry will be

examined within the scope of this analysis.



The Turkish Ministry of Health made the first Instagram post about Covid-19 on
January 23, 2020. June 1, 2020, is the beginning of the first normalization period in
Turkey during the first peek of the Covid-19 outbreak. According to the We Are
Social (2021) research on social media use, Instagram is the most used social media
platform in Turkey after Youtube, with 89.5%. Therefore, the data includes
Instagram posts of the Ministry's social media account between 23rd January - 1st
June 2020. Since the platform has become an important medium for the information
exchange in Turkey, the official Instagram account of the Ministry of Health was

analyzed within the scope of health communication.

Especially in pandemic situations such as Covid-19, controlling the process is of
great importance. The main points in controlling the process are ‘“communication”
and “strategy”. In this context, “strategic communication” comes to the fore. In this
sense, it is thought that the analysis of health communication strategies implemented
by the Ministry of Health on Instagram, which is the most used social media

platform in Turkey after Youtube, will contribute to the the field to a large extent.

This study, titled Strategic Health Communication During Covid-19 Outbreak in
Turkey, consists of three parts. The first part explains the concepts of “Covid-19”,
“media”, “infodemic”. The relationship between the concepts of “Covid-197,
“infodemic”, and the media was emphasized. Then innovative health communication
practices of the Ministry of Health are explained. In the second part of the study, the
concepts of “health communication”, “social media”, and ‘“pandemic” were
discussed, and a national and international literature review was conducted. The
studies obtained in the literature are divided into categories and explained one by
one. In line with the categories, different and similar aspects of the studies were
revealed. In the third part, the purpose, importance, limitations, and research method
are stated. The data obtained through a qualitative content analysis were evaluated
within the theoretical framework. Under the headings of findings and conclusion, the
data has been discussed and analyzed, and it has been tried to be interpreted with the

light of the theoretical background.



1.1. Strategic Communication Theory

Wilson and Ogden (2008: 5) define strategy as “a well-coordinated approach to
achieving the overall goal”. Strategy is an effort by institutions to achieve the goal.
Communication, which helps to determine the attitude that institutions will follow
while reaching their general goals, is strategic (Wilson & Ogden, 2008: 5). Strategy
is a linear and rational process. Goals are defined in advance, and critical elements

are determined before executing the strategy (Steyn, 2002).

Hax and Majluf (1988) discussed the strategy with 6 dimensions. These dimensions
are:

e The strategy constitutes the purpose of the institution.

¢ The strategy defines the competitive area of the institution and the sector in which

it is located.

e The strategy can be adapted to external opportunities & threats and internal

strengths & weaknesses.

e The strategy provides a competitive advantage.

e The strategy encompasses all hierarchical levels of the organization as “corporate”,

“commercial” and “functional”.

e The strategy is a motivating force for stakeholders inside and outside the
organization.

In line with these features, the concept of strategy increases its power in the
communication processes of institutions and works for the effectiveness of the
messages given to the target audience. Strategy is the cornerstone of an
organization's values. Companies ensure success and sustainability with strategic

communication (Filiz, 2021).

Strategic communication is used to describe planned communication campaigns and
is considered as the management function of an organization (Ciarli, 2013: 5).
Strategic communication management focuses on integrating public relations,
advertising and marketing communications under a single roof (Cinarli, 2013: 5).

Today, messages conveyed to target audiences are prepared in line with specific



strategies. First of all, internal and external analyses are carried out. Messages are
created according to the analysis results and transferred to the target audience. Then
the situation after the transmitted message is evaluated (Goksel, 2013: 55). Strategic
communication is a two-way process. The first is the one who has a strategy and the
power to implement the strategy. The second is the target audience for which the
strategy is applied. Strategy implementers deliver messages when the target audience
is most vulnerable. In this direction, the target audience is powerless in the strategic

communication process (Karsan & Altuntas & Demren, 2018).

The strategic communication process has been defined in various ways. O’Hair et al.
(2011: 24) defined strategic communication as “the realization of the organization's
potential in four areas such as situational knowledge, goal setting, communication
competence and stress management” (O’Hair et al., 2011: 24). According to Paul
(2011: 4), strategic communication has 4 main elements. These elements are
“informing, influencing and persuading”, “objectives”, “coordination” and
“preventing misinformation to avoid conflict” (Paul, 2011: 4). The starting point of
the planning process in strategic communication is to identify the problem or
opportunity. Accordingly, the research phase takes place in the planning process
(Wilson & Ogden, 2008: 10). The reflective mandate of strategy requires analysis of
changing standards in society. Institutions reflect social values in the decision-
making process and organize their values accordingly. The reflective task is essential
for strategic corporate communication (Steyn, 2002: 15). As understood from the
definitions, research, planning, implementation and evaluation determine the
effectiveness of strategic communication implemented by institutions. Research is

the most critical stage because it aims to understand the target audience.

Innovations in information technologies are important developments in the field of
strategic communication because the developing new technology has affected the
structure of the target audience (Karsan & Altuntas & Demren, 2018). New media
technologies offer many options to understand the target audience's structure and to
create corporate messages. Today, institutions create online spaces in line with
strategic communication. Institutions conduct public relations campaigns in online

spaces and strengthen their relations with the target audience (Cozier & Witmer,



2007: 29). In the new world, the communication strategies of institutions continue to
exist on the internet and social media created by digitalization.

1.2. The Importance of Digitalization in Strategic Communication

With the introduction of the internet into our lives, it has become possible for
strategic communication to take place in social media created by new media
technologies. While Cozier and Witmer (2007: 27) stated that internet-based
communication changed the communication of the masses and power relations,
O'Hair, Friedrich and Dixon (2011: 24), emphasized that in order to be successful in
the digital age, institutions should integrate technology with communication skills.
Strategic communication with people from different segments makes institutions
successful in the digital age (O’Hair et al., 2011: 24).

Today, communicators/practitioners use the Web to gain knowledge that increases
their expertise (Thomsen, 1995: 105). Corporate communication managers and
practitioners reach their employees and target audiences more effectively by using
developing tools such as social media (Porter et al., 2007: 95). Social media, which is
frequently used in digital public relations in the context of strategic communication,
has changed the relationship between the company and its employees, customers,
competitors, suppliers and investors (Yang & Lim, 2009: 351). In the changing new
model, information technologies facilitate communication strategies and are based on
user interaction. In this perspective, receiving feedback from users within the scope
of interaction contributes to strategic communication research and evaluation stages
(Karsan & Altuntas & Demren, 2018).

Social media, which plays a significant role in reaching the aim and target audiences
of individuals and institutions, has become the primary tool for institutions to deliver
their activities to the target audience. With the rapid spread of new media
technologies, people's interaction with each other or institutions in societies has also
changed. Institutions can reach new and different target audiences through social
platforms such as Instagram, Twitter and Facebook (Karsan & Altuntas & Demren,

2018).



The advantage of “new and different target audience” provided by social media,
which is an interactive environment, to the field of strategic communication is
explained as follows: “Social media platforms encourage people to express
themselves. In social media, users may be more interested in representing a topic and
belonging to a community” (Rettberg, 2009: 452). It is possible to say that social
media platforms enable us to agree on a subject. Social media platforms lead to more
interaction with features such as “posting someone else's message on your own
page”, and “sending the message to someone else”. This interaction gives strategic

communication practitioners an advantage in understanding the target audience.

As seen above, institutions tend to use social media to increase interaction with the
target audience. The most important advantage that social media brings to strategic
communication is that it supports the research phase in communication campaigns
(Wilson & Ogden, 2008: 11; Steyn, 2002: 15). Social media is an essential
communication tool that allows institutions to research their target audience. Social
media, which is a two-way communication tool, attracts great attention in the context
of strategic communication in terms of “fulfilling the function of public relations”,
“providing concrete measurement metrics” and “enabling environmental scanning”
(Karsan & Altuntas & Demren, 2018). In summary, social media is an indispensable

medium for strategic communicators/practitioners.
1.3. Health Communication as a Strategic Communication

The concept of health is defined by the World Health Organization as “not merely
the absence of disease and infirmity, but a state of complete physical, mental and
social well-being” (Polan and Taylor 2007: 4). Health is the most basic human right,
and communication is most necessary in the field of health (Kogak & Bulduklu,
2010).

Health communication aims to create the desired health behavior in societies and to
improve individual and social health (Kogak & Bulduklu, 2010). The sharing of
health-related information by individuals according to the conditions of society is at
the forefront of health communication issues. Apart from that, health messages
conveyed by mass media directly impact individual and social health. Strategic

communication about health, implemented through mass media, lays the groundwork



for raising the target audience's awareness about a particular health problem or its
solution (Kogak & Bulduklu, 2010). The individual is motivated toward the desired
action thanks to the strategic health communication implemented through mass
media. Moreover, the individual’s knowledge and attitude about current positive

health behavior are reinforced.

Health communication, which creates individual and social awareness and supports
the development of health through health education, takes place at various levels.
“These levels are physician-patient communication, group communication, mass
communication, and the most common one is mass communication” (Kogak &
Bulduklu, 2010: 8). With the rapid development of technology, health
communication strategies are mostly realized on mass media. Especially the
widespread use of the internet has led to the acquisition of health information
through mass media. Today, the most common dimension of strategic
communication is interaction through mass media. According to Milio (1986), mass
media affects health behavior individually and socially. While mass media changes
individual health-related behaviors positively or negatively, it contributes to the
development of social health (Brown & Walsh-Childers, 2002: 453). Health
campaigns carried out through mass media can raise awareness in individuals
(Ratzan, 2001). Mass media is effective in forming targeted health behavior,
especially in health campaigns prepared in line with the social health risk
(MacDonald, 1998: 110).

Since health communication is an emerging discipline, consensus health
communication approaches in the literature are uncertain. Kogak and Bulduklu
(2010) stated that behavioral models of social psychology and some approaches of
the communication discipline are adapted to health communication, and these
adaptations are called health communication approaches. “These approaches are
rhetorical model, semiotic model, phenomenological model, cybernetic model, socio-
psychological model, socio-cultural model, critical approach” (Kogak & BuldukKlu,
2010: 9).

Firstly, the rhetorical model focuses on the effective use of discourse and text content
in health communication (Ratzan, 2001). The semiotic model ensures that the

content presented in health communication is conspicuously created with signs
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(Ratzan, 2001). The phenomenological model argues that the element that gives
meaning to the signs in health communication is the experiences of the individual.
According to the cybernetic model, daily close relationships (environmental
influence) constitute the source of behavior in health communication (Edwards
1992). In the socio-psychological model, individual beliefs, feelings and judgments
affect health communication. (Babrow & Mattson, 2003: 53). In the socio-cultural
model, the concept of communication refers to the society in which the individual
lives (Kogak & Bulduklu, 2010). An individual has no choice. The individual
encounters the particular definitions of health & disease in his/her own society. In the
critical approach, theorists and researchers aim to identify the dominant ideologies
and materialist practices that distort communication. According to Craig (1999),
health communication has a distinct relationship with tensions and critical approach
(Babrow & Mattson, 2003: 53).

In recent years, health communication continues to exist as a sub-discipline of
communication science, and many scientific studies are carried out in this field. In
the second part of the research, the national and international studies in the field of
health communication will be examined in depth. In general, it is possible to say that
health communication applies communication theories to health-related interactions
between individuals (Kog¢ak & Bulduklu, 2010: 6). Health communication is a
strategic communication that supports the development of individual and social
health. Strategic health communication is frequently used in societies when
informing individuals about health problems. With the changing needs in health
communication and developments in social media, the concept of infodemic has

come to the fore, and it has become a prominent health issue.
1.4. Infodemic as a Problem in Strategic Health Communication

Infodemic is a prominent health communication problem that paves the way for
societies to be dragged into chaos, and it is defined as information pollution caused
by the spread of misinformation (WHO, 2020a). The World Health Organization
(2020) announced that since March 2020, it has been fighting against the infodemic
alongside the pandemic (Tiziin et al., 2020; WHO, 2020a; Hyland-Wood et al.,
2021). Today, the emergence of many social platforms with new media technologies

increases the speed of information dissemination (Su et al., 2020). In the 21st
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century, digital media platforms, which play a significant role in informing society,
have a prominent place (Karabela, 2021; Caliskan & Mencik, 2015). These
platforms, created by new media technologies, also provide an environment for the
rapid spread of the infodemic (Caliskan & Mencik, 2015).

Infodemic which means the rapid spread of misinformation through mass media and
social media platforms poses a danger to the efforts of health
communicators/practitioners, especially during pandemic periods (Lai et al., 2020).
In critical periods such as an outbreak, infodemic harms people's physical and mental
health, worries the society and increases the rate of spread of the pandemic
(Karabela, 2021; Cinelli et al., 2020). In the pandemic, it is important to ensure that
people receive information from the right source, to form the right attitude against
the pandemic, and to highlight reliable information (Tomes, 2020; Vural & Bat,
2010).

Infodemic is a significant problem in health communication and harms the trust
factor in societies. During the pandemic, it is important to create an environment of
trust in the society and to prevent false information. Since social media channels
pave the way for the rapid spread of misinformation, health
communicators/practitioners struggle with this problem especially in social media
(Caligir, 2015). Because nowadays, where the internet environment is widespread
and fast, it is very easy and risky to access all kinds of health-related information on
social media (Ozkoyuncu, 2021). Outbreaks are periods of uncertainty, and such
periods can only be overcome with proper health communication and appropriate
interventions (Tiizlin et al., 2020). The main point of pandemic management is to
create content that appeals to people from different segments with different media
tools to prevent people from reaching inaccurate information and prevent panic in
society (Gilmore et al., 2020). Consistent, comprehensible and transparent
information provided in social networks within the scope of health communication
creates a perception of trust in the society and contributes to the management of the
pandemic positively (Tiiziin et al., 2020; Porat et al., 2020).
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CHAPTER 2

LITERATURE REVIEW: RESEARCH RELATED TO HEALTH
COMMUNICATION

Communication has been developing since human existence and forms the basis of
the progress of humanity. The concept of communication, which meets the need for
information and is a prominent information-sharing tool, is a fundamental discipline

that continues its development today (Kaya, 2014).

The word's origin is based on community and includes “ensuring the social and
individual agreement” (Inceoglu, 2011: 56). The concept of communication refers to
a process that occurs both at the individual and social levels (inceoglu, 2011: 56).
The comprehensiveness of the concept has led to the emergence of different fields of
study regarding the discipline of communication (Kaya, 2014). In this respect, health
communication is frequently encountered as a concept from the sub-disciplines of
communication. Health communication is a field where individual and social
communication elements are used. How health-related issues are handled
individually and socially forms the basis of health communication studies (Tabak,
2006). As a field of study, it is related to many disciplines such as medicine and

health sciences, social sciences, sociology, psychology and social psychology.

Strategic communication constitutes ‘“communication activities that enable
organizations to achieve their goals" (Hallahan et al., 2007: 32), and it is observed as
comprehensive communication activities in both academic and practical fields (Filiz,
2021). Farwell (2012: 288) defines the concept of strategic communication as “an
effective practice based on the use of words, actions, images or symbols to achieve
targeted policies or interests” (Farwell, 2012: 288). Strategic communication, which

is informative and persuasive, must have a purpose and a plan (Cinarli, 2013).

Today, the rapid development of technology and the significant increase in the use of
the internet worldwide have increased the use of technology tools in health
communication and have created the use of social media applications in accordance

with strategic communication efforts. In the new media environment, the limitations
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of time and space have disappeared, and this environment has also shaped strategic
communication practices (Filiz, 2021).

Social media is a powerful communication element that emerged in the Web 2.0 era.
With the introduction of social media into our lives, health communication has
created its use on social media (Wong et al., 2020; Smailhodciz et al., 2016;
Moorhead et al., 2013; Chou et al., 2009). In the recent years, academic research on
the relationship between health communication and social media have been
frequently encountered, such as Uittenhout (2012), Hu (2015), Deevey (2016), Ald-
Dmour et al. (2020). When we look at the health communication literature, there are
24 noteable national and international studies in total (between 2009-2021); 14 are
master theses, 2 are doctoral theses and 8 are articles. Articles have been published in
the Journal of Migration and Health (2), medrXiv (1), National Institutes of Health
(2), Sage (1), Journal Komunikasi (1) and Journal of Communications in Healthcare

(1).

2.1. Research Related to Covid-19 and Health Communication in the

International Literature

The studies in the international literature are divided into 5 categories as “social
media and internet use in health information” (4 studies), “trust factor in terms of
information in the media” (2 studies), “using language for immigrants in health
communication” (1 study), “digital health communication and media use” (2 studies)

and “research methods in the field of health communication” (1 study).
2.1.1. Health Information in the International Literature

Health information is any personal information about health or disability. It includes
information or opinions about illnesses, injuries or disabilities (OAIC, 2020). With
the development of new media technologies, digitalization has also been reflected in
health information. People use the internet to access health-related information, and
they adapt to the age of technology.

Considering the international studies carried out in the context of “internet use in
health information”, Deevey (2016), who researched the perspectives of the elderly

of social media and health communication, revealed that the elderly adopted the
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internet as a forum to search for health information. Each of them accepted that they
used the internet in this way. Similarly, Al-Dmour et al. (2020) emphasized the
positive effect of social media on protecting public health against Covid-19 and
confirmed its contribution to health information (Table 1). In addition, Olum et al.
(2020) investigated social media platforms for health communication and research in
the face of the Covid-19 pandemic, with a survey conducted in Uganda. According
to the findings, social media has been a source of information for a broad audience
(75.8%), and the commonly used social media tools are WhatsApp, Facebook,
Twitter, Instagram and Telegram. Traditional and social media have been chosen as
the most valuable tools for disseminating information about Covid-19 and general
health information. However, Uittenhout (2012) stated that parents do not see social
media as a source of health information in the research called “The Use and Effect of

Social Media in Health Communication” conducted on parents.

Table 1. Mapping of the International Studies on the Health Information

Study Methodology Findings
Deevey, 2016 Qualitative research, *Internet is a forum for
“Social Media and Health | group and personal searching for health
Communication for interviews information.
Seniors” *Participants do not

want to communicate
with the healthcare

providers online.

Al-Dmour et al., 2020 Qualitative research, *The use of social media
“Influence of Social survey platforms had a positive
Media Platforms on influence.

Public Health Protection *Social media platform

Against the COVID-19 use had a direct effect on

Pandemic via the public health awareness.
Mediating Effects of *Public awareness and
Public Health Awareness behavioral change
and Behavioral Changes: affected protection both
Integrated Model” directly and indirectly.
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Olum et al., 2020 Quialitative research, *Social media was a

“Social Media Platforms | survey source of information
for Health (75%).
Communication and *Medical students mostly
Research in the Face of used WhatsApp (95.1%),
COVID-19 Pandemic: A Facebook (54.8%),
Cross Sectional Survey in Twitter (39.1%),
Uganda” Instagram (24.0%).

*Mass media and social
media were preferred as

the most useful tools.

Uittenhout, 2012 Quialitative research, *Social media is not a
“The Use and Effect of | survey and interview source of health
Social Media in Health information for parents.
Communication” *They consulted mostly

pharmacies for general

health information.

Generally, international studies in the field of health information show that the
internet, social media, and mass media play a significant role as sources of
information for a broad audience on health issues (Deevey, 2016; Al-Dmour et al.,
2020; Olum et al., 2020; Uittenhout, 2012). After international studies in health
information, we can look at the digital health communication field as the second

category.
2.1.2. Digital Health Communication in the International Literature

Digitalization is the adoption of digital technologies to modify a business model.
“The aim of digitalization is to create a value from the use of new, advanced
technologies by exploiting digital network dynamics and the giant digital flow of
information” (IGI Global, 2021, p. 3). Social media, which is a prominent part of
digitalization, is an online network where the user publishes and shares his own
produced content (Bozgiil, 2017). It includes online platforms such as Instagram,

Facebook, Twitter and is actively used by many individuals and institutions (Bozgiil,
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2017). Nowadays, social media has become an important part of our lives. With
digitalization, the interest in social media has increased. According to the We Are
Social (2021) report, Facebook is the most used social media platform globally and it
is followed by platforms such as Youtube, WhatsApp, Instagram and Twitter.
Therefore, many international research within the scope of health communication
have been carried out on these platforms in recent years. For instance, collecting
Facebook and Twitter communications from a comprehensive list of Canadian
official government accounts that provide information about Covid-19, Teichmann et
al. (2020) conducted a study called “Public Health Communication and Engagement
on Social Media during the COVID-19 Pandemic”. As a result of the research, it was
seen that while sharing health directives and calling for personal responsibility
during the pandemic period, the posts often called for unity with the word “we”. The
findings of the research suggested that “such platforms make an important
contribution to the formation and development of the perception of unity in health
issues in societies” (Teichmann et al., 2020, p. 22). As it is clear in Table 2, the
digitalization we experience with the introduction of technology into our lives affects
many sectors in health communication (Budd et al., 2020; Livari et al., 2020; De et
al., 2020). Along with the adaptation of all sectors to the digital world, the health
sector also kept up with this new world, and the concept of digital health
communication entered our lives (Nurluoglu, 2019). Sumaedi et al. (2021) conducted
the research titled “A Model of Digital Health Communication Media Use During
the Covid-19 Pandemic”, and it was determined that the use of Digital Health
Communication Media (DHCM) during the Covid-19 pandemic is significantly
affected by the attitudes and facilitating conditions towards the use of DHCM.
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Table 2. Mapping of the International Studies on Digital Health Communication

Study Methodology Findings
Teichmann et al., 2020 | Content analysis *Qverperforming posts
“Public Health leveraged networks of
Communication and influencers and popular
Engagement on Social culture references.
Media during the COVID- *Health directives such as
19 Pandemic” animations were especially
well shared.

*Posts often included the

word “we”.
Sumaedi et al., 2021 Qualitative research, * The DHCM usage is not
“A Model of Digital survey affected by the perceived
Health Communication threat of Covid-19, e-
Media Use During the health literacy, information
Covid-19 Pandemic” quality, but affected by the

attitude and the facilitating

conditions.

The general findings of the research directly reveal the relationship between health
communication, media, and digitalization (Teichmann et al., 2020; Sumaedi et al.,
2021). After international studies in digital health communication, trust factor in
health communication can be examined as the third category.

2.1.3. Trust Factor in Health Communication in the International Literature

Trust is a belief in a probability that a person will behave in certain ways (Thagard,
2018), and it involves social interactions such as communication, commitment and
collaboration. “Information given in the communication should be trustworthy,
consistent and meaningful so as to avoid miscommunication” (Thagard, 2018, p.
295). The reliability and accuracy of the information given on health are of vital

importance. Especially during pandemic periods such as Covid-19, the inaccuracy or
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lack of health messages transmitted through the media poses a danger to public
health. Creating a sense of trust in the public through the messages transmitted is one

of the essential steps in the fight against the pandemic (Utma, 2020).

When the “trust factor in terms of information in the media” category is evaluated,
we can say that trust in communication determines the perception of unity in
societies. The emergence of the concept of infodemic, especially with the
introduction of the mass media and internet into our lives, shakes the trust factor in
societies. In parallel with this, a study emphasized the trust to the national network
news against local newspapers and internet during the public health emergency
communication. In the study titled “Media Use and Communication Inequalities in a
Public Health Emergency: A Case Study of 2009-2010 Pandemic Influenza A Virus
Subtype HIN1”, Lin et al. (2014) revealed that people trust national network news
more but local newspapers and the internet less. It is also among the main findings
that the use of social media to exchange information about pH1N1(subtypte of
Pandemic Influenza A Virus) is deficient. Also, Staes et al. (2011) found (Table 3) in
another study that only 1/3 of people frequently use a government public health or a

corporate website to obtain up-to-date guidance (at least once a week).

Table 3. Mapping of the International Studies on Trust Factor in Health

Communication

Study Methodology Findings
Linetal., 2014 Qualitative research, *People received
“Media Use and survey information through local
Communication television news, national
Inequalities in a Public network news and the
Health Emergency: A internet.

Case Study of 2009-2010 *People relied less on
Pandemic Influenza A local newspapers and the
Virus Subtype HIN1” internet.

*For information about
pH1N1, social media
usage was very low.
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Staes et al., 2011 Qualitative research, 100% of participants
“Public Health survey received information
Communication with from healthcare
Frontline Clinicians organizations, but only
during the First Wave of 1/3 visited a state public
the 2009 Influenza health or an institutional
Pandemic” website to obtain updated
guidance.

The findings prove that although societies may prefer social media for health
information, the infodemic directly affects the trust factor in social media in health
communication (Lin et al.,, 2014; Staes et al., 2011; Ventola, 2014). After
international studies in trust factor in health communication, the use of language for

immigrants in health communication can be handled as the fourth category.

2.1.4. The Use of Language for Immigrants in Health Communication in

International Literature

Language is the basis of communication and the use of language for
foreigners/immigrants in health communication is an essential part of the pandemic.
The clarity and transparency of the language used during the pandemic ensure
intelligibility in communication and control social anxiety. Although local people do
not have any problems such as understanding the process and taking precautions,
foreigners and immigrants living in a country can be affected by this situation

because they do not understand the language used.

Maldonado et al. (2020) conducted a study on public health communication to
immigrants during the Covid19 pandemic in Europe (Table 4). According to the
research findings, 96% of sampled countries offer online Covid-19 advice from the
government. 30% of countries publish information in their official language, 64%
provide information in other languages, and 48% translate information into one
immigrant language. The most common European languages included English,
French, and German. However, no public health communications in the form of

posters or infographics on disease prevention targeting specifically migrant groups
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and their health needs were found across the 47 European countries included in the
study (Maldonado et al., 2020, p. 5).

Table 4. Mapping of the International Studies on the Use of Language for

Immigrants in Health Communication

Study Methodology Findings
Maldonada et al., 2020 Quantitative research, *64% of countries
“Engaging the Vulnerable: | rapid review delivered information in
a Rapid Review of Public additional languages.
Health Communication *48% translated
Aimed at Migrants during information into at least
the COVID-19 Pandemic one migrant language.
in Europe” *Half of the countries
offered information in at
least one alternative
language.

According to the research findings, although most countries translate health-related
information into other languages, there are no public health communications in the
form of posters or infographics on disease prevention targeting immigrant groups
and their health needs (Maldonado et al., 2020). It can be said that this situation is a
source of concern for immigrant health. Preventive health messages tailored to the
needs of migrants should be clear in order to address current concerns and barriers.
After international studies in the use of language for immigrants in health
communication, research methods in the field of health communication can be

adressed as the fifth category.

2.1.5. Research Methods in the Field of Health Communication in International
Literature

Along with the new media and digitalization, the increase in research in the field of
health communication has allowed the development of different methodologies
(Kaya, 2014). Hu (2015) did an investigation on these methodologies in the study
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titled as “Health communication research in the digital age: A systematic review”
and examined English peer-reviewed journal articles on specific dates (Table 5). At
the end of the research, it has been determined that online health information is the
most researched subject, and quantitative research and experimentation are at the top
of all methodologies. Usability/feasibility testing is in the third place. Following that,
content analysis and secondary data analysis are in the fourth place. The data
obtained prove that the most used research method in health communication is

quantitative research and experiments (Hu, 2015).

Table 5. Mapping of the International Studies on Research Methods in the Field of
Health Communication

Study Methodology Findings
Hu, 2015 Content analysis *Online health information
“Health communication was the most commonly
research in the digital age: researched subject.
A systematic review” *Quantitative survey and

experiment ranked top
among all the
methodologies.
*Usability/feasibility test
and content analysis ranked
the third.

When the health communication literature is evaluated in the international context,
with the increase of the internet use, digital health communication has come to the
fore. Many institutions carry out health communication through social media
(Teichmann et al., 2020; Sumaedi et al., 2021; Uittenhout, 2012). Contents related to
Covid-19 has also been reflected in governments’ official social media accounts, and
health communication is frequently carried out in these channels. Although the
concept of infodemic damages the trust factor in the media, social media is an
essential source of information (Deevey, 2016; Al-Dmour et al., 2020; Olum et al.,
2020; Uittenhout, 2012; Sumaedi et al., 2021; Teichmann et al., 2020; Lin et al.,
2014; Staes et al., 2011; Maldonado et al., 2020; Hu, 2015). Findings obtained from
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research in the international literature reveal the significant relationship between
health communication, media, and social media (Lin et al., 2014; Teichmann et al.,
2020; Olum et al., 2020; Al-Dmour et al., 2020; Deevey, 2016; Uittenhout, 2012;
Sumaedi et al., 2021).

2.2. Research Related to Covid-19 and Health Communication in Turkey

When we look at the domestic studies on the outbreak, it is seen that although there
are health communication studies that take place outside the digital environment,
research mostly started to take place regarding social media platforms. Nowadays,
when the infodemic is widespread, the studies also focus on the trust factor in the

context of news sites and websites.

Considering the national selected studies in the health communication, many
academic studies in Turkey reveal the importance of social media in health
communication (Kaya, 2014; Karagol, 2017; Yildiz, 2019; Isik, 2019; Geysi, 2019;
Cakir, 2019; Akis, 2019; Aygiin, 2017). The studies in the Turkish literature are
divided into 5 categories as “social media use in health communication in the context
of health institutions” (8 studies), “trust factor in health communication in the
context of news sites and websites” (2 studies), “health-related messages in the
cinema” (1 study), “health communication that takes place outside the digital
environment” (2 studies), and “relationship between health communication and

corporate reputation” (1 study).
2.2.1. The Use of Social Media in Health Communication in Turkey

With the social media covering a large area of our lives, health communication
studies on social media channels continue to be conducted. Many health institutions
use social media platforms effectively for health communication. Kaya (2014)
conducted the first research on the use of social media in health communication and
focused on Facebook (Table 6). He found out that private institutions are more
unsuccessful than public institutions in using social media tools in the health sector.
Similarly, Karagdl (2017) has shown that 63.3% of people use the internet when they
need information on any health-related subject at Ufuk University. Yildiz (2019)
emphasized that new media is effective in informing people about the risks

threatening public health and raising awareness, and Isik (2019) found all hospitals
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also use alternative digital communication channels other than social media channels
in Erzurum and Istanbul during her research. The findings directly prove the place of
new media in the health sector and the prominence of health communication in the

digital world.

Geysi (2019) examined the use of social media by the health institutions in Kocaeli
province, and the key finding in the research is the increasing interest in Instagram
posts. The hospital posts an average of 15 posts per month on Facebook and only five
on Instagram. However, the total number of likes for Facebook posts is 1438, and the
total number of likes for Instagram posts is 1592. People are showing more interest in
Instagram. The research also confirms that Instagram is the most used social media
platform in Turkey after Youtube (We Are Social, 2021). Cakir (2019) focused on
Twitter, the 5th most used social media platform in Turkey (We Are Social, 2021),
and conducted a study on the Twitter account of the Ministry of Health titled
“Convention Methods Used in Social Media in Fighting Drugs in the Context of
Health Communication”. It has been determined that addiction is one of the last
topics on the social media agenda of the Ministry in the social media posts within the
scope of health communication. The findings revealed that social media in health
communication is mainly used for oral and dental health, cardiovascular diseases,
infectious diseases, diabetes, and eye health. Similarlly, Akis (2019) investigated the
effect of mass communication on health communication and the role of social media
over the province of Kilis and noted that 283 people received the necessary
information from their families about choosing a doctor or hospital before receiving
health care. According to the research, 134 people get this information from their
relatives, 191 people from their friends, 75 people from their neighbors, 105 people
from social networks/social media, 94 people from health personnel, and 104 people
from mass media. In addition, Aygiin (2017) researched the use of social media in
health communication at the Beyoglu neighborhood in Istanbul. It was determined
that 78.6% of the participants follow health websites on social media, and 72% think
health-related posts on social media are remarkable. As it is shown in Table 6, the
research findings of Akis (2019), Cakir (2019) and Aygiin (2017) reveal that social
media is also seen as an essential source of data and information in the field of health
communication, and participants benefit from social media as much as they consult to

health personnel.
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Table 6. Mapping of the Studies on Use of Social Media in Health Communication

in Turkey
Study Methodology Findings
Kaya, 2014 Quantitative content | *Private institutions are more
“Use of Social Media in | analysis unsuccessful in using social
Health media tools.

Communication”

*All of the messages are
supported by visuals.

*The most liked, shared and
commented messages are
related to an event or social

responsibility projects.

Karagol, 2017
“Location Of Social
Media in Health

Communication”

Quantitative research,

survey

*56.7.0% of the participants
follow the developments
related to health through social
media.

*63.3% use the internet when
they need information.
*39.4% share their satisfaction
and dissatisfaction on social

media.

Yildiz, 2019
“The Role of Health
Communication
Campaigns and New
Media in the Context of
Prevention of Health-
Related Risks”

Quantitative research,

survey

*New media is effective in
informing people about the
risks threatening public health
and raising awareness.

*The participants tend to use
the new media while gaining
information on health-related
issues and reaching health-

related experts or institutions.
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Isik, 2019
“The Using of Digital
Communication
Channels in Health
Communication;
Analyzing of the Social
Media Accounts of

Sector Leaders”

Qualitative research,

in depth interview

*Hospitals make their content
within the rules such as the
framework supported by the
Ministry of Health and the
protection of personal rights.
*Hospitals used alternative digital

communication channels.

Geysi, 2019
“The Role of Social
Media in Health
Communication:
Investigation of Social
Media Usage of Health

Institutions in Kocaeli”

Content analysis and

interview

*Hospital shares more content on
Facebook than Instagram, but
Instagram posts have more likes
and comments than Facebook.
*96% of the posts on Facebook
are visual and 4% are video.
*88% of the posts on the
Instagram account are visual and

12% are video.

Cakir, 2019
“Convention Methods
Used in Social Media in
Fighting Drugs in the
Context of Health

Communication”

Quialitative content

analysis

*54 tweets in total were posted by
the Ministry giving information
about the diseases.

*Institutional information,
general informative messages
about health, and sharing about
congratulation/commemoration

were emphasized.

Akis, 2019
“The Effect of Mass
Media on Health
Communication and the
Role of Social Media: the
Case Study of the

Province of Kilis”

Quantitative research,

survey

*Before receiving health service,
105 people get information from
social networks/social media, 94
people get it from health
personnel and 104 people get it

from mass media.
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Ayglin, 2017 Quantitative research, | *Health-related posts are
“Social Media Use in | survey attractive.
Health Communication *Participants follow health
and Its Effects on websites on social media.
Health Literacy; The *There is enough coverage of
Case of Beyoglu health news on social media.
District”

The research findings reveal the prominence of health communication in the digital
world (Kaya, 2014; Geysi, 2019; Yildiz, 2019; Karagol, 2017), and that social media
is an essential source of data and information in the field of health communication
(Akis, 2019; Cakir, 2019; Aygitin, 2017). Following the national studies in the use of
social media in health communication, trust factor in health communication in

Turkey can be handled as the second category.
2.2.2. Trust Factor in Health Communication in Turkey

The element of trust is the building block of health communication. Currently, when
the infodemic is spreading rapidly, creating a trust factor in the public during the
pandemic is especially important for the management and control of the outbreak.

In the category of “trust factor in health communication in the context of news sites
and websites”, Cakir (2019), focusing on the factor of trust in health communication,
conducted a study on the approach of users of news sites in Turkey, and he proved
that the most reliable websites are hospital sites (Table 7). Similarly, focusing on the
analysis of health news and reliability in the media in Turkey, Sezgin (2010) noted
that generally, the monthly distributions of published news/articles are close to each

other and partially reliable (Table 7).
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Table 7. Mapping of the Studies on Trust Factor in Health Communication in

Turkey

Study

Methodology

Findings

Cakar, 2019
“Trust Factor in Online
Health Communication:

Approach of Users to
News Sites in Turkey”

Quialitative and

quantitative research

*The most trusted
websites are hospital
sites. Social content
platforms are the most

unreliable sites.

Sezgin, 2010 “Health
Communication
Paradigms and Turkey:
Analysis of Health News
in the Media”

Content analysis

*The greatest number of
news/articles are in
Hirriyet Kelebek, the
least in Hiirriyet Cuma.
*In July and August, hot
weather-related diseases
and nutrition are at the
forefront.

*The average in March,
April and May is higher
than in other months.

The research findings reveal that health news published on non-hospital websites is
viewed with suspicion in Turkey (Cakir, 2019; Sezgin, 2010). After national studies

on the trust factor in health communication, health-related messages in the cinema in

Turkey can be handled as the third category.

2.2.3. Health-Related Messages in the Cinema in Turkey

Today, communication technologies, e.g., news media, social media, and the internet
are reflected in the field of cinema, and they have become an important and effective

mass communication tool (Cardoso, 2007; Kiiniigen, 2014). For this reason, studies
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on health communication are also carried out in this field. Focusing on the
importance of cinema in terms of health communication, Bigermen (2021) carried
out research on HIV and AIDS-positive individuals in films. The research has
concluded that the films examined from world cinema are more realistic than Turkish
cinema. As it is visible in Table 8, while HIV and AIDS are handled as a social
problem in world cinema and characters seeking solutions to these problems are
portrayed, there are false discourses about the subject in health communication

messages in Turkish cinema.

Table 8. Mapping of the Studies on Health-Related Messages in the Cinema in

Turkey
Study Methodology Findings
Bigermen, 2021 Qualitative content *The “Incir Receli” movie
“The Importance of analysis does not reflect the right
Cinema in Terms of health communication
Health Communication messages.
and a Research on Films *5 films from world
Regarding HIV Positive cinema were more realistic
Individuals and AIDS compared to Turkish
Stage” cinema. HIV/AIDS is
treated as a social
problem.

In line with the research findings, it can be said that misinforming the audience
causes some confusion in the target audience and prepares the ground for
misdirection (Posetti & Ireton; 2018, Anderson & Rainie, 2017). The attitude of the
media and the messages it gives to the masses have a critical role (Anwar et al.,
2020). In this sense, it is possible to say that the messages and influencing power of
the movies that appeal to large audiences in the context of health communication are
very noteworthy. After national studies in health-related messages in the cinema, the
non-digital environment in Turkish health communication can be handled as the

fourth category.
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2.2.4. The Non-Digital Environment in Turkish Health Communication

With the introduction of the internet and social media into our lives, although health
communication practices in digital environments have become widespread, it is seen
that studies on health communication outside the digital environment are still carried
out. Sireci (2019) carried out a study on health communication practices at Family
Medicine Centers in Malatya, and he determined that doctors do not have enough
knowledge about health communication (Table 9). Experienced former doctors try to
solve communication problems mostly with their own experiences. The findings
reveal the need for health communication training at Family Medicine Centers in
Malatya. Health communication training includes informing, influencing and
motivating institutional, individual, and social masses about health problems (Goksu,
2018), and today many health institutions provide these trainings to their personnel.
Similarly, Korkmaz (2017) focused on the relationship between cancer patients and
doctors in health communication in Istanbul. However, she emphasized that most of
the patients stated that the doctor informed them adequately, and eight out of ten

patients declared that communication in treatment was influential (Table 9).

Table 9. Mapping of the Studies on Non-Digital Environment in Turkish Health

Communication

Study Methodology Findings
Sireci, 2019 In depth interview *Doctors do not have
“A Study on Health sufficient knowledge
Communication Practices about health
at Family Medicine communication.
Centers in Malatya” *Experienced former

doctors try to solve
communication problems

with their own

experiences.
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Korkmaz, 2017 Qualitative research, in *Patients treated in

“Health Communication: | depth interview private hospitals think
the Relation with Cancer that the doctor spares
Patients and Doctor” enough time for the

patient.

*The majority of the
patients stated that they
were adequately informed

by the doctor.

Based on the contradictory findings of such similar studies, it can be said that the
degree of effectiveness and success of health communication policies differ from
institution to institution (Sireci, 2019; Korkmaz, 2017). After national studies in the
non-digital environment in health communication, the relationship between health
communication and corporate reputation in Turkey can be adressed as the fifth

category.

2.2.5. The Relationship Between Health Communication and Corporate
Reputation in Turkey

The success of an institution depends on the reputation it creates. Corporate
reputation is a term for how a company is perceived by others (Esenyel, 2020). In
recent years, the effectiveness and success of health communication policies are
significant for the corporate reputation of hospitals and other organizations. The
positive corporate image created in health communication increases the recognition
and enables the institutions to be distinguished from their competitors. The academic
studies in this direction have started to appear in the literature. Zagh (2019)
researched the effect of health communication on the corporate image at private and
public hospitals in Istanbul (Table 10). It was determined that it is unnecessary to
have a high income to receive health services from a private hospital because
individuals can benefit from the services offered by private hospitals within the
scope of their social security, such as SSK (Social Insurance Institution) in Turkey.
“62% of the patients and their relatives who participated in the study did not
negatively evaluate the hospital or its staff” (Zagl, 2019: 40). The research proved
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that brand loyalty is emotional, and the positive communication of hospital staff and

doctors with patients and their relatives contributes positively to the corporate

reputation of both public and private hospitals.

Table 10. Mapping of the Studies on Relationship Between Health Communication

and Corporate Reputation in Turkey

Study

Methodology

Findings

Zagl, 2019
“The Effect of Healthcare
Communication on
Corporate Image and
Identity at Private and
Public Hospitals”

Quantitative research,

survey

*Patients and their
relatives receiving service
from private hospitals are
more educated than public
hospitals.

*The rate of patients over

60 years old is low in both

hospitals.

When the health communication literature is evaluated in the context of Turkey,
most studies reveal the direct relationship between social media and health
communication. In the 21st century, where communication and information flow
have accelerated, social networks have created a more active mass production and
dissemination of content in health communication. This situation has made the
relationship between health communication and social media inevitable. The findings
of the studies especially confirm that social media is an essential source of
information in health issues (Zagl, 2019; Cakir, 2019; Sezgin, 2010; Geysi, 2019;
Akis, 2019; Aygiin, 2017; Karagol, 2017; Yildiz, 2019; Isik, 2019; Kaya, 2014).

Although research in the field of health communication within the scope of social
media in the literature is various, academic studies in Turkey are minimal within the
scope of health communication strategies (Cakir, 2019). Similar studies conducted in
Turkey show that the Ministry uses social media effectively (Isik, 2019; Kaya, 2014;
Cakir, 2019). However, the focus of the studies is not based on the health
communication strategies of the Ministry. In this context, the present study, which

will examine the official Instagram account of the Ministry of Health
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within the scope of health communication strategies in the Covid-19 pandemic, will
make a significant contribution to the field. Especially in pandemic situations such as
Covid-19, controlling the process is of great importance. In this direction, it is
thought that the analysis of health communication strategies implemented by the
Ministry of Health on Instagram, a popular social media channel, will contribute to
the gap in the field to a large extent because the studies carried out in the national
field reveal how the Ministry uses social media rather than its health communication
strategies (Giindogdu & Aydogan, 2021; Okay et al., 2020; Senol & Avci, 2019;
Yildirim, 2014; Sar1 & Oztung, 2021; Ates & Baran, 2020; Kalcik & Bayraktar,
2020; Devrani, 2021; Gécoglu, 2019; Oztiirk, 2021; Iigin, 2021; Batu et al., 1970).
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CHAPTER 3

METHOD, FINDINGS AND CONCLUSION

3.1. Methodology
3.1.1. Importance of the Research

Covid-19 has become a serious health problem in the world and in our country since
December 2019. Governments, health institutions and public health
communicators/practitioners around the world are struggling with the Covid-19
pandemic. As of December 7, 2021, while the number of Covid-19 cases worldwide
IS 266.791.163, the number of deaths is 5.267.806, and a total of 196 countries have

encountered coronavirus. (JHU, 2021).

In the fight against Covid-19, social media is the primary source and tool because
with the new media technologies created by digitalization, the orientation to the
internet and social media has increased. According to the We Are social (2021)
report, internet usage in the world has increased by 6% compared to 2020. The same
report revealed that the use of social media in the world has increased from 4.3
billion to 4.4 billion (We Are Social, 2021). This data proves the increase in internet
and social media usage. In this direction, it is possible to say that the success of
health communication strategies carried out through social media is one of the most

basic arguments in controlling the processes such as Covid-19.

In this study, the official Instagram account of the Ministry of Health, which is the
only legally authorized institution in Turkey, is investigated. The Ministry is a
prestigious and the only legal and authorized institution in Turkey that delivers its
messages to large audiences with the support of the media. The Ministry is the
hierarchically highest institution and decision-making body in the country. It is the
most basic unit in Turkey in the context of carrying out studies in the field of health
and providing health services to the society in a complete manner. During the Covid-
19 pandemic in Turkey, health communication studies are carried out under the
leadership of the Ministry of Health. Therefore, Turkish Ministry of Health
constitutes the study area of the research. Since Instagram is the most used social
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media platform in Turkey after Youtube (We Are Social, 2021), Ministry’s official
Instagram account was chosen within the scope of the research.

Instagram is an American photo & video sharing application founded on October 6,
2010 (Kaya, 2019). According to the We Are Social (2021) report, while Instagram
is the 5th most used social media platform in the world, it is the 2nd in Turkey (We
Are Social, 2021). The same report shows that Instagram ranks 2nd among the best
social and video streaming apps in the world, and 3rd in Turkey (We Are Social,
2021). Ministry of Health joined Instagram on January 15, 2013. The Ministry,
which has shared a total of 4677 posts since joining, has reached 3.1 million
followers on Instagram as of December 20, 2021. Instagram, a popular social media
platform in Turkey, has been included in the research since it is also actively used by
the Ministry of Health, which is the most legally authorized institution in the

country.
3.1.2. Research Questions and Hypothesis
The main research questions are:

- What kind of a communication strategy does the Ministry of Health implement on

social media in the context of health communication?

- What kind of posts does the Ministry of Health share on Instagram during the

Covid-19 pandemic?

- To what extent does the Ministry of Health include posts on Covid-19 on

Instagram? How does it handle shares?

- Who are the actors frequently featured in the posts? Who are the politicians,

ministers or other public figures, in what tone are posts often handled?

The hypothesis determined within the framework of the research questions

determined above:

(H1) 1t is claimed that health-related content shared by official

institutions/organizations on social media in Turkey creates a positive behavioral
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change in the society during the Covid-19 pandemic. It is claimed that the Ministry

of Health supports positive behavior change with the content shared on Instagram.

In the context of the hypothesis, the primary purpose will be to understand the
communication strategy of the Ministry of Health on social media during the Covid-

19 pandemic. The answer to the “how” question will be sought.
3.1.3. Method of the Research

In this study, quantitative and qualitative content analysis method is used to analyze
the data. In this context, inferences are made in line with a number of quantitative or
qualitative indicators. The attitude of the Ministry on health communication
strategies in the Covid-19 pandemic has been tried to be understood through social
media. The analysis is carried out on visible and explicit messages. For this reason,
the conclusion is reached in the direction of the inferences made with the logical

method and the observations.
3.1.4. Sample of the Research

The sample frame is one of the reliability and validity criteria of the research (Toker,
2012) and is formed as follows: The 404 posts shared by the Ministry of Health from
the date of the first Instagram post about Covid-19 (January 23, 2020) until the
transition to the first normalization process (June 1, 2020) were selected. Then it
was coded according to predetermined categories. All posts shared between the

specified dates (January 23, 2020 — June 1, 2020) were taken as a sample.
3.1.5. Research Categories and Variables

The most basic point in content analysis is categories. In this study, the categories
were created by using the categories used in similar studies, and the variables were
determined. This situation affects the validity and reliability of the research highly
positively. Since the clarity of the categories increases the reliability of the coding
(Baltaci, 2017), the categories used in this study were determined in line with the
categories used by H. Laswell (1952) in the content analysis application. Since the
validity dimension of the content analysis is to ensure the suitability of the tools in
line with the objectives (Bilgin 2006), attention was paid to be objective, distinctive,

homogeneous and holistic while determining the categories of this study. The
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identical posts were re-encoded on different days, and the same codings were
reached. Thus, the reliability of the coders and categories were ensured. The
analyzed posts are only the posts made by the Ministry on Instagram within the
specified dates. The research questions and data that can be tested for the hypotheses

were obtained accordingly.

Starting from the first Instagram post related to Covid-19 (January 23, 2020), to the
process considered as the beginning of the first normalization process in the country
(June 1, 2020), all of the shared posts were revealed in detail. The posts from
Instagram, which are the units determined in line with the research, were grouped
under 13 different categories and coded. The posts related to the subject were
determined one by one, photographed, viewed on the computer, and coded in line
with the determined variables by scanning from the social media, which is a digital
medium. Then it is presented with tables. Quantitative content analysis and
numerical data were used in this study. At the same time, a qualitative content
analysis was carried out regarding the content of the posts and the tone of the actors
used. The study offers a more comprehensive perspective by using both methods as a

complementary approach.

Research data were coded according to the following 13 variables: “topics of the
posts”, “source/actors in the posts”, “information shared in the posts related to
Covid-197, “target audience of the posts related to Covid-19”, “interaction of the
posts related to Covid-19”, “relation of the posts related to Covid-19 with
constraints”, “hashtags in the posts related to Covid-19”, “information shared in the
posts related to institutional information”, “tone of the posts related to the statements
made by ministry or government officials”, “information shared in the posts related
to commemoration & condolence & celebration”, “information shared in the posts
related to general health information”, “information shared in the posts related to
physical diseases”, “information shared in the posts related to mental health”. The
coding method used in the research was adapted from the coding system used by
Sennur Cakir from Gazi University in the thesis titled “Convention Methods Used in

Social Media in Fighting Drugs in the Context of Health Communication” in 2019.
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e Topics of the Posts

The first variable is intended to determine the topic distribution of all posts shared on
Insragram within the specified date and the rate of the posts related to Covid-19
during the outbreak. Topics shared in the posts other than Covid-19 are “institutional
information”, “general health information”, “commemoration & condolence &

celebration” and “mental health”.
e Source/Actors in the Posts

In the second variable, the aim is to identify the main source/actors of the shared
posts and to determine what/who is often featured in the posts. The main
source/actors in the shared posts are “Ministry of Health & ministry officials or

government officials”, “academicians” and “actors & singers”.

e Information Shared in the Posts Related to Covid-19

The third variable aims to determine what kind of messages the posts related to
Covid-19 convey in the context of behavior change during the outbreak. The variable
is coded as “cases & deaths & number of tests”, “protective measures”,
“transmission path & risk & symptom”, “use of masks” and “social distance &

isolation”.
e Target Audience of the Posts Related to Covid-19

The fourth variable is related to seeking an answer to the question “Who are the
messages for in the posts related to Covid-19?” The target audience of the shared

posts includes “general followers”, “smokers” and “elders”.
e Interaction of the Posts Related to Covid-19

The fifth variable refers to the interaction of the posts related to Covid-19 with the
target audience. This variable aims to determine “the number of likes and comments

of the posts” and to find out “the rate of viewing of the posts with video content”.
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¢ Relation of the Posts Related to Covid-19 with Constraints

The sixth variable determines whether the shared posts related to Covid-19 have the
element of “restriction”. The element of restriction in the shared posts is “cigarettes”

in the context of “fear”.
e Hashtags in the Posts Related to Covid-19

Hashtags are phrases used with the symbol “#”, and enable the content shared on
social media to reach more people. The seventh variable is the determination of
hashtag expressions in the posts related to Covid-19. The prominent hashtags in the
shared posts are “#SaglikElimizde”, ‘“#TamZamani”, “#BirlikteYenecegiz”,
“#RamazanBayram1”, “#SaglikliIRamazan”, “#BayramdaEvdeyiz” and

“#HayatEveSigar”.
e Information Shared in the Posts Related to Institutional Information

The eighth variable aims to determine the messages included in the posts shared in
the context of institutional information during the outbreak. The variable is coded as
“statements made by ministry or government officials”, “institutional visits and
receptions”, “statements made by experts on the subject”, “general meeting
activities”, “statements made by well-known singers/actors in the country” and

“explanations for informing about the HES application”.

e Tone of the Posts Related to the Statements Made by Ministry or Government
Officials

The ninth variable aims to determine the tone of posts related to the statements made
by ministry or government officials and is coded as ‘“positive”, “neutral” and

“negative”.

e Information Shared in the Posts Related to Commemoration & Condolence &

Celebration

The tenth variable aims to determine the messages included in the posts related to
commemoration & condolence & celebration during the outbreak. The variable is

coded as “health workers”, “medical related days” and “national days”.
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e Information Shared in the Posts Related to General Health Information

The eleventh variable aims to determine what kind of messages the posts related to
general health information contain during the outbreak. The variable is coded as
“food safety & expiration date”, “healthy diet”, “personal hygiene & oral & dental
health”, “sleep patterns and regular exercise”, “nutrition in Ramadan” and “harms of

alcohol and cigarettes”.
¢ Information Shared in the Posts Related to Physical Diseases

The twelfth variable is the detection of the information/message transmitted in the
posts related to physical diseases during the outbreak. The variable is coded as
“obesity”, “Crohn's disease and ulcerative colitis”, “phenylketonuria”, “multiple

sclerosis” and “asthma”.
e Information Shared in the Posts Related to Mental Health

Restrictions made during outbreak periods such as curfew and isolation can have a
negative impact on people. In this direction, mental health comes to the fore. The last
variable is the determination of the messages given to the target audience in the posts
related to mental health during the outbreak. The variable is coded as “things to do
for better mental health” and “correct behavior patterns that should be applied to

children and the young”.

Through the variables determined above, it has been tried to determine the research
question, how much the Ministry of Health gives place to the posts about Covid-19
on Instagram and how it handles the posts. Thus, the hypothesis of the study (H1)
that the Ministry of Health supported positive behavior change in the society with the
content shared on Instagram during the Covid-19 pandemic was tested.

3.1.6. Limitations of the Research

Within the scope of the research, Instagram, which is the most used social media
platform after Youtube in Turkey (We Are Social, 2021), was discussed and the
Instagram posts of the Ministry was examined in line with health communication
strategies. The limitation of the research is the analysis of the period from the date

the Ministry shared the first post related to Covid-19 on Instagram (January 23,
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2020) to the date considered as the beginning of the first normalization process in
Turkey (June 1, 2020).

3.2. Findings

The research was carried out by sampling 404 posts from the official Instagram
account of the Ministry of Health (@saglikbakanligi) between January 23, 2020 and
June 1, 2020. The findings were evaluated qualitatively and quantitatively.

3.2.1. Quantitative Findings

Based on a total sample of 404 posts examined, it has been determined that the posts
are mainly related to Covid-19. 164 of 404 posts are related to Covid-19. The most
frequently shared subject after Covid-19 is the posts related to institutional
information, a total of 140 posts have been shared on this subject. After the
institutional information, the most frequently shared subjects are general health
information (43), commemoration & condolence & celebration (39) and mental
health (13). It was determined that the subject with the least number of posts on

Instagram between the specified dates is physical diseases (Table 11).

Table 11. Topic Distribution of the Posts on Instagram Account

The Topics The Number (N) The Percentage (%)
Covid-19 164 40,5
Institutional information 140 35,5
General health 43 10,3
information
Commemoration & 39 9,4

condolence & celebration

Mental health 13 3,1
Physical diseases 5 1,2
Total 404 100
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The second variable is “source/actors in the posts”. In 396 of 404 posts, Ministry of
Health itself and ministry officials or government officials came to the fore as the
main source/actor. This rate corresponds to approximately 98% of the total posts. It
has been clearly seen that the Ministry of Health has positioned itself or other
ministry & government officials in the shared posts. In addition, while academicians
with the professor title in the medical field were in the role of actor in 6 posts, it was

concluded that a well-known singer in the country was in the role of actor in 2 posts.

Table 12. Source/Actors of the Posts on Instagram Account

Source/Actor Number of Posts Percentage (%)

Ministry of Health, 396 97,6
ministry officials or

government officials

Academicians 6 1,4
Actors/Singers 2 1,0
Total 404 100

In the third variable, which is “information shared in the posts related to Covid-19”,
79 of the contents were “cases & deaths & number of tests”, 42 were “protective
measures”, 28 were “transmission path & risk & symptom” and 12 were “use of
masks.” Posts for mask use included “correct use of the mask” (9), “not throwing the
mask on the ground due to health reasons” (2), and “making masks at home with
easy methods” (2). As indicated in Table 13, “social distance & isolation” is the least
mentioned information in the posts. Within the framework of the 4 months’ review
on the Instagram account, it was determined that there were only 3 posts on “social

distance&isolation”.
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Table 13. Distribution of the Posts Related to Covid-19 on Instagram Account

The Topics The Number (N) The Percentage (%)

Cases, deaths, number of 79 48,3

tests

Use of masks 12 7,3
Protective measures 42 25,6
Transmission way, risk, 28 17,0
symptom

Social distance, isolation 3 1,8

Total 164 100

In the fourth variable, which is “target audience of the posts related to Covid-19”, it
was concluded that the majority of the target audience group consists of “general
followers” (158), and the rest are “smokers” (3), “elders” (3) (Table 14). For general
followers, emphasis was placed on protection and precautions against coronavirus
(42), and individual methods such as personal hygiene, social distance and isolation
were highlighted. For smokers, it was emphasized that smoking complicates the
recovery process during Covid19 outbreak, and the possibility of death was pointed

out.

Table 14. Target Audience of the Posts Related to Covid-19 on Instagram Account

Target Audience The Number (N) The Percentage (%)
General followers 158 96,4
Smokers 3 1,8
Elders 3 1,8
Total 164 100

In the fifth variable, which is “interaction of the posts related Covid-19”, it was

concluded that the rate of likes of the posts are over 10,000. The likes of 116 posts
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are between 10,000-100,000. Considering the total number of posts in this variable
(164), this number corresponds to approximately 71% (Table 15). As seen in Table
15, 14 posts have likes between 1000-9.999 while 5 posts have likes between 0-999.
While 14 posts with likes between 1000-9.999 constitute 8,7% of the total, 5 posts
with likes between 0-999 constitute 3% of the total posts.

Table 15. Number of Likes of the Posts Related to Covid-19 on Instagram Account

The Likes The Number of Posts The Percentage (%)
0-999 5 3,0
1000-9.999 14 8,6
10.000-99.999 116 70,7
+100.000 29 17,7
Total 164 100

Considering the comment rates, it was determined that the comments were
predominantly in the range of 0-499, and there were 85 posts in this range. There are
55 posts with 500-999 comments and 13 posts with 1000-1,499 comments. While
there are 8 posts with over 2000 comments, 3 posts have between 1500-1,999
comments. As seen in Table 16, this rate corresponds to approximately 2% of the

total posts. In general, it was concluded that the comments were lower than the likes.

Table 16. Number of Comments of the Posts Related to Covid-19 on Instagram

Account
The Comments The Number of Posts The Percentage (%)

0-499 85 51,9
500-999 55 33,6
1000-1.499 13 7,9
1500-1.999 3 1,8
+2000 8 4,8
Total 164 100
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There is visual use in all of the posts related to Covid-19. While photographs,
graphics, and illustrations were used in 119 shared posts, videos were used in 45
posts. When the viewing rate of the videos is evaluated, as of September 25, 2021,
the highest viewing rate of the videos is 495.680, and the lowest rate of viewing is
9.517. While there were 25 video posts viewed between 100,000-399.999, 18 video
posts viewed between 0-99.999 were detected. As seen in Table 17, there are only 2
video posts viewed over 40,000. This rate corresponds to approximately 5% of the
total posts. Video posts are most frequently viewed between 100,000-399,999 and
the least viewed range is over 40,000.

Table 17. The Number of the Views to the Video Posts Related to Covid-19 on

Instagram

The Rate of Viewership The Number of Posts The Percentage (%)
0-99.999 18 40,0
100.000-399.999 25 55,6
+400.000 2 4.4
Total 45 100

In the sixth variable, which is the “relation of the posts related to Covid-19 with
constraints”, it has been determined that only 2 of the 164 shared posts related to
Covid-19 contain a constraint element. This rate corresponds to 1.2% in total posts.
In both posts, the type of constraint draws attention to the element of fear during the

Covid-19 outbreak. The prominent element in the constraint in 2 shared posts is

cigarettes.

Table 18. Constraints in the Posts Related to Covid-19

Type of Element of The Number of Percentage (%)
Constraints Constraints Posts
Fear Cigarettes 2 1,2
Total 1 164 100
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In the seventh variable, which is “hashtags in the posts related Covid-19”, a total of
27 hashtags were used. While the most frequently used hashtag is #HayatEveSigar
(10), the least used are #SaglikliRamazan (1), #RamazanBayrami1 (1), #TamZamani
(1), #BayramdaEvdeyiz (1). These rates correspond to 37% and 3.7% of the total
posts. As seen in Table 19, the hashtag #BirlikteYenecegiz has been used 7 times and

#SaglikElimizde has been used 6 times.

Table 19. Hashtags Distribution of the Posts Related to Covid-19 on Instagram

Account
The Hashtags The Number (N) The Percentage (%)

#SaglikElimizde 6 22,3
#TamZamani 1 3,7
#BirlikteYenecegiz 7 25,9
#RamazanBayrami 1 3,7
#SaglikliRamazan 1 3,7
#BayramdaEvdeyiz 1 3,7
#HayatEveSigar 10 37,0
Total 27 100

In the eighth variable, which is “information shared in the posts related to
institutional information”, “statements made by the ministry officials or government
officials” (89) is the most emphasized in the institutional information variable. This
rate corresponds to approximately 64% of the total posts. After “statements made by
ministry officials or government officials”, the most emphasized are “general
meeting activities” (21) and “explanations for informing about the HES application”
(16). The least highlighted are “statements made by well-known singers/actors in the
country” (2). This rate constitutes 1.2% of the total posts. As indicated in Table 20,
other points mentioned are “institutional visits and receptions” (6), “statements made

by experts on the subject” (6).
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Table 20. Distribution of the Posts Related to Institutional Information on Instagram

Account

The Topics The Number (N) The Percentage (%)
Statements made by the 89 63,6
ministry or government
officials
Institutional visits and 6 4,2
receptions
Statements made by 6 4,2
experts on the subject
General meeting activities 21 15,0
Statements made by well- 2 1,5
known singers/actors in
the country
Explanations for informing 16 11,5
about the HES application
Total 140 100

In the ninth variable, which is the “tone of the posts related to the statements made

by ministry or government officials”, it was found that the actors conveyed messages

in a primarily positive tone (81). This rate corresponds to approximately 92% of the

total posts. While 8 posts are neutral, there are not any negative-toned posts. As seen

in Table 21, it was concluded that the negative tone was avoided in the posts, and

even if there is a neutral tone, the positive tone was mostly prominent. Similarly, in

other studies conducted within the scope of health communication in social media

(Kite et al., 2016), it was seen that a positive communication strategy with the rate of

%84 is used in the posts.
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Table 21. Tone of the Posts Related to the Statements Made by Ministry or

Government Officials on Instagram Account

Tone of the Posts The Number (N) The Percentage (%)
Positive 81 91.1
Negative 0 0
Neutral 8 8,9
Total 89 100

In the tenth variable, which is “information shared in the posts related to
commemoration & condolence & celebration”, 39 posts were identified, and it was
determined that the shared posts focused on “health workers” (16) and “medical-
related days” (15). These rates correspond to 41% and 38.4% of the total posts. It
was concluded that health workers and medical-related days were the most
emphasized in the posts during the pandemic. The least emphasized posts are
“national days” (8), and this rate constitutes approximately 21% of the total posts
(Table 22).

Table 22. Distribution of the Posts Related to Commemoration & Condolence &

Celebration

The Topics The Number (N) The Percentage (%)
Health workers 16 41,0
Medical related days 15 38,4
National days 8 20,6
Total 39 100

In the eleventh variable, which is “information shared in the posts related to general
health information”, there are a total of 43 posts shared. The most frequently
mentioned were “Nutrition in Ramadan” (17), “personal hygiene, oral & dental
health” (13) and “healthy diet” (9). Apart from that, it was determined that subjects
such as “food safety, expiration date” (1), “sleep pattern and regular exercise” (1),
“harms of alcohol and cigarettes” (2) were given less attention. Posts shared about
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general health information are not entirely focused on one particular topic as they

focus on many topics.

Table 23. Distribution of the Posts Related to General Health Information on

Instagram Account

The Topics The Number (N) The Percentage (%)
Food safety, expiration 1 2,3
date
Healthy diet 9 20,9
Personal hygiene, oral & 13 30,3
dental health
Sleep patterns and regular 1 2,3
exercise
Nutrition in Ramadan 17 39,5
Harms of alcohol and 2 4,7
cigarettes
Total 43 100

The twelfth variable, which includes data on “information shared in the posts related

to physical diseases”, contains an even distribution. Only 5 posts shared in this

variable are coded (Table 24). These are “obesity” (1), “phenylketonuria - an

inherited disease” (1), “multiple sclerosis - nervous system disease” (1), “Crohn's

disease and ulcerative colitis - intestinal diseases” (1) and “asthma” (1). This rate

corresponds to 1.2% of the total post (404) shared in the determined process.

Table 24. Distribution of the Posts Related to Physical Diseases on Instagram

Account

The Topics The Number (N) The Percentage (%)
Obesity 1 20,0
Crohn's disease and 1 20,0
ulcerative colitis
Phenylketonuria 1 20,0
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Multiple sclerosis 1 20,0

Asthma 1 20,0

Total 5 100

In the last variable, which is “information shared in the posts related to mental
health” a total of 13 posts were observed. It has been concluded that most of the
posts are based on “things to do for better mental health” (10) in the Covid-19
pandemic. This rate corresponds to approximately 77% of the total. As seen in Table
25, the least emphasized topic in the posts is “the correct behavior patterns that
should be applied to children and the young” during Covid-19 outbreak. In this
process, the number of posts that include the correct behavior patterns towards
children and the young is only 3. This rate corresponds to 23.1% of the total posts.
The posts that include the correct behavior patterns towards children and the young

involve “activities related to spending the quarantine process at home efficiently”.

Table 25. Distribution of the Posts Related to Mental Health on Instagram Account

The Topics The Number (N) The Percentage (%)

The things to do for better 10 76,9

mental health

The correct behavior

patterns that should be 3 23,1
applied to children and the

young

Total 13 100

According to the quantitative findings mentioned above within the scope of the
research although there are posts on “institutional information”, “commemoration &
condolence & celebration”, “general health information”, “physical diseases”,
“mental health”, the most shared subject on Ministry's Instagram account during the
outbreak is “Covid-19”. The findings reveal that the Ministry mostly positions itself
as an actor in its posts in a positive tone, the most frequently shared information

related to Covid-19 is on the number of cases & deaths & tests, and the posts appeal
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to general followers. Following the quantitative findings, the data will be evaluated
qualitatively below.

3.2.2. Qualitative Findings

This study determined that the content related to Covid-19 was preferred more
frequently in the posts the Ministry of Health shared from the official Instagram
account between January 23, 2020, and June 1, 2020. 164 of the 404 posts shared
between the specified dates were coded related to Covid-19. After it was determined
that the shared posts were mainly related to Covid-19, it was found that the other part
of the posts mainly focused on institutional information. While “death &case & test
numbers” emphasized most frequently in posts related to Covid-19, it was seen that
the most frequently highlighted post under institutional information was “statements

made by the ministry or government officials”.

The research revealed 9 qualitative findings. These are “posting death & case & test
numbers with images”, “sharing visual posts with hygiene content to encourage
positive behavior”, “using famous singers/actors or experts in posts to emphasize
protective measures”, “using hashtags that emphasize unity”, “creating a positive
perception with the tone of the posts”, “considering Covid-19 as an individual
problem in the posts such as mask usage & HES application promotion”, “raising
awareness for general health in posts related to special days”, “reflecting cigarettes
as a fear element in the posts”, and “low rate of comments, likes and views of the

video posts”.

Firstly, it was noted that the Ministry shared posts to combat the Covid-19 outbreak
as a general approach and produced specific content related to the pandemic process
in this context. Although a general approach is adopted in informing about the cases,
deaths, test numbers, way of transmission, risk and symptoms, there is limited
content shared on social distance and isolation, which are one of the essential ways
of the fight against the coronavirus. The messages mainly contain cases, death, test
information, and precautions for protection in the posts. The most emphasized
subject is the number of cases, deaths, tests and recovery information. In order to

successfully manage the process of combatting the pandemic, it is crucial to
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regularly inform the public transparently about the current situation in societies. For
this reason, it is thought that information on the cases, deaths, tests and recoverywere
pointed out. In addition, it is possible to say that the blue color used by the Ministry

in the tables reflects “hope”.
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Figure 1. Instagram post dated May 30, 2020

Secondly, it has been determined that there are purposes of informing, raising
awareness, controlling & reducing & preventing the risk related to Covid-19 in the
posts. Although some messages emphasize more than one purpose in the posts, it is
aimed for the followers to be informed about Covid-19 and to exhibit appropriate
behavior, especially in hygiene. In this direction, the followers are informed about
the appropriate hygiene behaviors to support the Covid-19 outbreak. It was seen that
the Ministry shared detailed information in the posts so that the followers could
understand personal hygiene and proper handwashing behavior. It was found that the
information about hygiene-based protective measures is the second most frequently
emphasized topic related to Covid-19. This finding confirmed the research
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hypothesis and proved that the Ministry supports positive behavior change in society
with the posts shared.
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Thirdly, it is seen that calls are mainly made for the personalization of protective
measures in the shared posts. In order to be protected from the virus, the measures
for Covid-19 were individualized, emphasizing issues such as personal hygiene,
social distance, and social isolation. It was emphasized that the risk would be
minimized if the rules specified were followed individually. The Ministry supports
the importance it attaches to the subject by using the well-known people of the
country (actors/singers) in its posts. Two well-known actors emphasize personal
precautions in the country during the Covid-19 outbreak in 2 of the posts. When
protective measures are not implemented, the damage to a person’s health is
highlighted in the posts. Apart from that, as in other studies (Cakir, 2019), it was
seen that two male academicians, who have a professor title, shared their information
on the subject in 6 video shares. In addition, it was observed that the posts did not
include any experts other than professors in medicine. No ordinary patients or
citizens were found in any of the posts. Supporting the contents of audio, video, and
written messages with an expert opinion increases the effectiveness of the messages
given by the Ministry. Detailed information is given about the measures taken by the
Ministry, the symptoms of the virus & the way of transmission in these video posts.
In addition, Ministry of Health placed its logo on the written, audio, and video posts
it shared. The presence of the logo at the end of all videos, under the images, gives

visibility to the Ministry.
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Fourthly, during the pandemic, hashtags such as #BirlikteYenecegiz,
#HayatEveSigar, #TamZaman1 have often emphasized “unity” and “togetherness”.
Empasizing the sense of unity through hashtags will accelerate the achievement of
the goal in the context of strategic communication, as the society is prone to

emotional reactions.

As the fifth point, it is noteworthy that there are few posts that are described as
neutral on the Ministrys' Instagram account. According to statements made by
ministry officials or government officials, only 8 of the 89 posts are in the neutral
category. It was determined that the majority of the posts contained a positive tone.
According to the research results, the Ministry of Health preferred to create a
positive perception with the explanations and message contents in the posts. Creating
a positive perception in the society in the context of strategy during risky periods
such as the pandemic facilitates control of the process and encourages positive

behavior change.

As for the sixth point, the target audience groups of the posts are identified as
“general followers,” “cigarette addicts,” and “elderly” in the research. The findings
directly reveal the limitations of the target audience. The Ministry did not focus on a
specific audience such as children, young people and women in its posts. It only

produced content for general followers.

The absence of a specific target audience in the posts is a significant problem. It may
be an obstacle to the positive behavior change desired to be created during the

pandemic.

For general followers, the emphasis was placed on being protected against the
coronavirus and the measures to be taken. The ways and precautions to be protected
against the coronavirus were handled as an individual problem. Moreover, individual
methods of combating the virus were highlighted in the posts. Individual methods
such as personal hygiene, social distance and isolation were emphasized. What the
target audience should do in the fight against Covid-19 is not limited to personal
hygiene and proper handwashing; furthermore, information about the use of masks is

also given. “The correct use of the mask,” “not throwing the mask on the ground for
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health reasons,” “making masks at home with easy methods” are imposed. In
addition, applications developed for easy, safe access to the main points needed
during the outbreak and to determine the risk situation were highlighted. In general,
followers were asked to take appropriate precautions for their health and to follow

the rules.
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As the seventh point, it has been determined that the general approach of the
Ministry is to inform the public and raise awareness while providing information on
physical diseases and general health information affecting the general population.
Such information is also included in the posts about special days. Emphasizing the
harms of salt in the World Salt Awareness Week and giving information about the

characteristics/prevention of malaria on World Malaria Day proves this.
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Figure 11. Instagram post dated April 25, 2020

As for the eight point, it seems that methods of persuasion used are “informing”,
“explaining the harms”, “guiding” and ‘“encouraging”. In general, information
content is shared that points to other diseases related to Covid-19. It was found that
the element of fear was used within the scope of a healthy life in the Covid-19
outbreak in some of the posts. It was emphasized in a video that smoking makes
individuals vulnerable to the coronavirus, complicates treatment, and reduces the
likelihood of recovery. Visuals in the video supported the adverse effects of smoking
on individuals during the Covid-19 period. Another post emphasized that those with
chronic diseases such as asthma & COPD (Chronic Obstructive Pulmonary Disease)
are affected by the Covid-19 outbreak more. It is stated that smoking triggers such
diseases, and the risk of death is high in the Covid-19 outbreak. The posts shared in
the Covid-19 period are presented as an “imposition” element in preventing smoking.
The danger of smoking-related chronic diseases and risk of death in the Covid-19
pandemic come to the fore in the posts. This element, which is stated as a precaution,
also includes the message of fear. The message given is “If you smoke during the
Covid-19 period, you are very close to chronic diseases and death.”
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Lastly, all of the posts shared related to Covid-19 have visual components. While
photographs, graphics, and illustrations were used in 119 posts, videos were used in
45 posts. The visual content of the posts consists of “written texts,” and “images of
senior executives & well-known actors/singers.” Apart from that, “hand & soap &
mask & home & Covid-19” images are frequently used. When the viewing of the
videos is evaluated, it is seen that they were watched in the range of 9.516-461.000.
(as of September 25, 2021) Considering the overall number of followers (3.1 million
as of September 25, 2021), it can be said that the viewing rates of the posts with
video content and the general comment & like rates of the posts are low. Similarly,
the research findings titled “Convention Methods Used in Social Media in Fighting
Drugs in the Context of Health Communication” show that the rate of watching the
videos on the Ministry’s Facebook account is 2% in proportion to the number of
followers (Cakir, 2019). It is possible to say that the duration of the video or the
highlighted image in the video may cause fewer views.

According to the qualitative findings, the Ministry has informed and encouraged the
followers and used a language that creates a positive perception to manage the
process in the Covid-19 outbreak successfully. The Ministry often gave positive
messages in the posts and directed the society to the desired behavior change with
messages of hope. It was determined that “ministry or government officials”
identified as actors in institutional information mostly handled the messages in a
positive tone. Although neutral messages were seen, there was not a single negative
message. It shared the daily number of cases & deaths & recovery and informed its
followers about the process, and ensured transparency to enable trust, one of the
most crucial elements of societies during the outbreak. It also created an ordinary
consciousness by frequently including personal and social measures in its posts. It
has created a perception of trust and unity in the society with various applications it
has developed, such as HES (Hayat Eve Sigar).
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Conclusion

Covid-19, which emerged in Wuhan, China in December 2019, affected the whole
world in a short time, reached the level of pandemic, and caused social & economic
losses. As of December 11, 2021, while the number of Covid-19 cases worldwide is
269.263.590, the number of deaths is 5.298.223, and a total of 196 countries have
encountered coronavirus. (JHU, December 11, 2021). The concept of
communication, which has been the basis of our lives since our existence, has
become the most needed tool in societies, especially during the pandemic period. In
order to control the outbreak during pandemic periods, “appropriate forms of
communication”, which is desired to be created in societies, has brought the concept
of “strategic communication” to the fore. In this sense, governments/health
institutions/health communicators have turned to various communication strategies

to successfully manage the outbreak.

The media is an essential tool in health communication in informing the public and
managing the pandemic; for this reason, health communicators, practitioners, and
institutions always need the support of the media (Hyer & Covello, 2005; Schein et
al., 2010; Anwar et al., 2020; Su et al., 2021; OECD, 2020). With the introduction of
the concept of digitalization and the internet into our lives, new media technologies
have come to the fore, and these technologies have brought along various social
media platforms. Social media platforms, which pioneered the sharing of various
information in one-way/two-way/simultaneous modes, have become an inevitable
interaction area for many individuals/health institutions today. Strategic
communication implemented through social media platforms is of extra importance,
especially during pandemic periods as misinformation spread on the internet can

drag the society into chaos.

In this study, which was limited between January 23, 2020 and June 1, 2020, the
Instagram account of the Ministry of Health, which is hierarchically the most
authorized and prestigious institution in the country, was examined within the scope
of health communication strategies during the Covid-19 pandemic. Since it is of

great importance to control the process during the pandemic, it was thought that the
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analysis of the health communication strategies implemented by the Ministry of
Health on Instagram would greatly contribute to the field.

Within the scope of the research, the data obtained in the context of “Covid-19”,

“health communication”, “social media” can be expressed under 3 main headings:

e Findings of research carried out in the international literature between 2009-2021

e Findings of research carried out in Turkish literature between 2009-2021

e The findings of the research carried out on the official Instagram account of the
Turkish Ministry of Health between January 23, 2020 and June 1, 2020

Research conducted in the international literature in the context of “Covid-19”,
“health communication”, and “social media” between 2009-2021 directly reveals the
relationship between Covid-19, health communication, social media and
digitalization (Lin et al., 2014; Teichmann et al., 2020; Olum et al., 2020; Al-Dmour
et al., 2020; Deevey, 2016; Uittenhout, 2012; Sumaedi et al., 2021; Akhmad, 2020).
Similarly, according to the studies carried out in the Turkish literature in the context
of “Covid-19”, “health communication”, and “social media” between 2009-2021,
although academic studies in Turkey are minimal within the scope of health
communication strategies (Cakir, 2019), social media is an important source of
information in the field of health communication (Akis, 2019; Cakir, 2019; Aygiin,
2017). Studies conducted in both literatures show that health communication and
studies in this field are transferred to social media with digitalization. Today, health
institutions/communicators come to the fore with various communication policies

implemented through social media.

Within the scope of the research, in the analysis carried out on the official Instagram
account of the Ministry of Health between January 23, 2020 and June 1, 2020, it was
seen that the Ministry used Instagram as an effective communication tool during the
Covid-19 outbreak. The Ministry shared a total of 404 posts on Instagram in 129

days. It was seen that the Ministry shared more than 1 post every day. The subject
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distribution of the posts is “Covid-19”, “institutional information”, “general health
information”, “commemoration & condolence & celebration”, “mental health”, and
“physical diseases”. In line with this distribution, the second research question
covering “what kind of posts the Ministry made on the dates determined during the

Covid-19 outbreak” was answered.

During the pandemic, the most weighted subject in the posts is Covid-19. The most
frequently shared information on Covid-19 is “the number of cases & deaths & tests”
and “protective measures”. Protective measures, social distance, isolation and use of
masks are personalized in the posts and Covid-19 has been treated as an “individual
problem”. In this direction, the third research question, which covers “to what extent

Covid-19 is included and how the virus is handled” was answered in the posts.

The target audience of the posts is “general followers”, the Ministry has not focused
on a specific audience. Although academicians and well-known singers are seen as
the source/actor in the posts, the main sources/actors are the “Ministry of Health”,
“ministry officials”, and “government officials”. One of every two posts refers to the
Ministry. The Ministry of Health has become the personalized face of the pandemic.
Since the society is affected by the personal message, this strategy is of a target-
oriented nature. The source/actor tone is 91% positive. In this direction, the fourth
question of the research, which is related to the “actors in the posts and tone of the
actors” was answered. When the tones of actors are evaluated, it is possible to say
that the Ministry of Health has addressed the public quite sincerely for the first time
in the history of the country. This period can be characterized as the most important
transformation point in terms of strategic communication applied both in social

media and in press conferences.

The basis of the health communication strategies carried out by the Ministry of
Health on Instagram, which is a popular social media platform, is “informative &
persuasive communication”. During the Covid-19 outbreak, the Ministry informed
the society, created a trust factor, and encouraged people to change
appropriate/positive behavior with the posts it shared on Instagram. In addition, due
to the society's tendency to emotional reactions, the Ministry emphasized “unity” in

the context of “persuasive communication” by using various hashtags in its posts.
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Although the Ministry included the element of fear with few posts, it drew a
generally positive frame with the posts it shared. The Ministry of Health has made a
significant contribution to the control of the pandemic with its “persuasive,
informative and positive communication strategy” applied on Instagram during the
Covid-19 outbreak. In this direction, the first research question related to “health
communication strategy of the Ministry of Health on Instagram” was answered, and
the hypothesis of the research, which is “Ministry of Health supports positive

behavior change with the content shared on Instagram’ has been confirmed.

When the findings obtained from the analysis of the Instagram account of the
Ministry of Health are compared with other international studies, similar findings
come to the fore. Rahim et al., (2019) stated that in his research titled “Health
Information Engagement Factors in Malaysia: A Content Analysis of Facebook Use
by the Ministry of Health in 2016 and 2017, the most common post is related to
“institutional information”. While the most frequently shared post type on Facebook
is a photo, the rate of watching videos is low, and the Ministry of Health shares more
than 1 post every day (Rahim et al., 2019). Similarly, Kite et al. (2016) stated that a
positive communication strategy is used in the posts in the study titled “Please Like
Me: Facebook and Public Health Communication”. Most of the posts were
photographic and had a small amount of fear element. However, unlike the findings
of our study, it was found that video posts received an average of 25% more likes
than photo posts (Kite et al., 2016). In the findings of another study conducted by
Rus and Cameron (2016) on health communication in social media, it was
determined that the number of likes of Facebook users is higher than comments.
Visual content was at the forefront of the posts and diseases were emphasized in a
positive tone (Rus and Cameron, 2016). When the findings obtained from the
analysis of the Instagram posts of the Ministry of Health are examined within the
scope of health communication strategies, it is seen that the findings are similar to

some international studies.
When the research findings are evaluated within the framework of strategic

communication theory in the literature, it is possible to make the following

inferences:
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e The Ministry shared a total of 404 posts on Instagram in 129 days. This shows that
the Ministry uses social media as an active and effective communication tool during
the Covid-19 pandemic. Since the basis of the strategic communication theory is that
institutions need to integrate technology with communication skills in order to be
successful in the digital age (O’Hair et al., 2011), it is seen that the Ministry actively
integrates technology with its communication activities.

e The Ministry regularly shares the number of cases & deaths & tests during the
Covid-19 pandemic, and tries to prevent infodemic, which is a significant problem in
strategic health communication. It is seen that the Ministry uses a communication
strategy that informs and persuades the public. Since the main approaches of the
strategic communication theory are “informing”, “influencing”, “persuading” and
“preventing misinformation to avoid conflict” (Paul, 2011), this approach of the

Ministry is compatible with the strategic communication theory.

e It has been seen that the Ministry encourages people to act correctly in the Covid-
19 pandemic with the specific content produced on Instagram, and it has been found
that it creates appropriate behavior in the society. This approach of the Ministry is in
harmony with strategic health communication, as strategic health communication

aims to create the desired behavioral change in the society regarding health (Kogak
& Bulduklu, 2010).

e It has been determined that the Ministry has used various signs and symbols while
emphasizing issues such as “hand washing”, “use of masks” and “social distance” in
the Covid-19 pandemic. In addition, it used symbols such as lungs to emphasize that
smoking made treatment difficult in the outbreak. This strategy of the Ministry is
compatible with the semiotic model, one of the strategic health communication
approaches. The semiotic model ensures that the content presented in health

communication is conspicuously created with signs & symbols (Ratzan, 2001).

When we look at the strategic communication theories, the shortcomings of the

Ministry in health communication should also be mentioned:
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e The Ministry does not focus on a specific target audience and does not produce
specific content in line with the target audience. It focuses directly on general
followers. However, strategic communication is a two-way process: the implementer
of the strategy and the target audience (Karsan et al., 2018). According to O’Hair et
al. (2011), strategic communication with people from different segments makes
institutions successful in the digital age. Institutions must reach new and different
target audiences through social platforms (Karsan & Altuntas & Demren, 2018).
Especially, social media is an advantage for new and different target audiences
(Rettberg, 2009). Strategic communication practitioners have an advantage if they
understand the target audience and produce content suitable for the target audience
(Yang & Lim, 2009). In line with the strategic communication theory, the fact that

the Ministry does not focus on a specific target group contradicts the theory.

Some suggestions regarding the health communication strategies of the Ministry are
presented below in line with the research questions answered and the hypothesis

confirmed.

Future Suggestions

e It is suggested that the Ministry should give more importance to “the source and
target audience,” which is one of the “persuasive” communication methods applied
within the scope of health communication strategies in the Covid-19 pandemic. The
Ministry should first determine the target audience's characteristics (gender, age,
economic situation, place of residence) of the messages it delivers through the posts.
If the target audience’s characteristics are known, the messages can be coded in a
more impressive/compelling way; in this way, the desired point (successful control

of the pandemic process) can be reached more clearly and quickly.

e Considering the clarity of the source element in the “persuasion in
communication,” it has been observed that the Ministry generally positions itself and
other ministry & government officials in the posts it prepares. The Ministry should

include expert opinions of different segments in its posts more frequently. Apart
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from that, the more frequent use of well-known people in the posts and campaigns in
line with health communication will effectively control the Covid-19 pandemic.

e The different features of social media platforms such as Instagram and Facebook
should be considered, and differentiation should be applied in the posts. More
different content should be produced for Instagram, which “covers relationships in
social life,” “focuses on sharing photos, memories and information through accurate

profile names,” and “contains the filtering feature of these shares.”

e The Ministry’s Instagram account has a link (@sbsagliklicozum) for citizens to
submit their “suggestions” and “complaints”. All “questions”, “complaints” and
“suggestions” received from this link must be answered in a timely manner and in a
corporate language. Responding to messages containing “complaints” in a corporate
language, especially during the pandemic, can prevent the uncertainty and chaos that

may occur in the society.

e The number of immigrants has been increasing in Turkey in recent years (European
Commission, November 30, 2021). There are a total of 5.4 million immigrants in the
country as of September 2021 (Sozcii, October 26, 2021). Since immigrants will
have difficulty in understanding our language, they may have difficulty in
understanding the process, especially during the pandemic. Within the scope of
health communication strategies, new strategies for immigrants should be developed
by institutions. For instance, health-related messages can be translated into at least
one or more languages.

In this direction, new academic research can focus on the strategies that health
institutions/communicators/practitioners should implement in health communication

for immigrants in Turkey.
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