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I. INTRODUCTION

The ability of the Ottoman ceramicist to compete in the ceramic market
and to market many products in a wide area may differ depending on the
material of the ceramic, the quality of workmanship, and the distance of
the workshop to the sea or the city it is related to. The request for glazed
and unglazed ceramics with red paste and the proximity of the workshops
to the sea has revealed the fact that ceramics were transported to many
different regions through the sea. The most suitable example for this is
the products of Eyiip potters who produce in Istanbul. The distribution of
these ceramics, notably on the Black Sea coasts, is considerably intense
(Yenisehirlioglu 2007, 360-361). Archaeological finds have determined
that Dimetoka ceramics, which is another ceramic production centre, with
some features similar to Canakkale examples, were presumably loaded
onto ships from Enez and distributed to many locations in the Ottoman
geography'. Canakkale is the most famous of the centres producing red
paste ceramics®. The ceramics produced in the workshops here were
transferred to many locations through the sea.

A different situation arises for the workshops that are not close to the
sea and that produce with or without a single colour glaze. They principally
produced at a level to meet the requirements of the nearby settlements
around them. Therefore, the frequent requirement for monochromatic
or unglazed ceramics in daily use has not been caused the potters to be
seriously concerned.

The level of anxiety is higher for workshops that produce white paste
and underglaze dyeing. The concern of being present in the market and
competing with other domestic and imported products is much more than
a workshop that produces monochromatic glazed or unglazed ceramics.
This anxiety not only enabled the workshop to be at the top levels in
the population it was in, but also caused it to be in the middle or at the
end negatively. In fact, their failure in this struggle, and therefore the
low demand for the products, led to the closure of the workshops after
a while. At a time when Far Eastern ceramics were very influential in
the Ottoman and its surrounding geography, the Iznik workshops, which
could sometimes survive with the support of the palace, and the Kiitahya
workshops, which had a longer history than Iznik workshops with their
own efforts, can be given as examples for this situation. It is plausible
to see the effort that these workshops put into not extinguishing the of
their kiln shaft in their composition choices. In the compositions of the
17th and 18th centuries Iznik and Kiitahya ceramics, the figures that draw

1 For further information about these ceramics, see Bakirtzis 1980, 147-153; Liaros 2018,
203-216. )
2 For further information about these ceramics, see Oney 1971.
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attention with the chibouk they hold in their hands cannot be shown only
as a reflection of their competition for existence in the ceramics market.
Hence, it is significant in terms of presenting a cross-section of Ottoman
society’ daily life in those centuries and gaining a documentary feature
with their costumes and clothes. In this study, the composition changes of
ceramics made in two production centres and the processing of chibouk,
which are basic objects of the 17th and 18th centuries, in the composition
will be discussed.

II. WORKSHOPS, STYLE AND FORM

Many factors such as the belief system of the ceramic producing
society and its economic situation, the positivity of its commercial and
political relations with neighbouring societies and the technical skills of
the ceramicists played a role in the composition selection of different types
of ceramics.

The fact that the Byzantines, the owners of Anatolia before the Seljuks,
were involuntarily in contact with the neighbouring Islamic countries
became strict in every function and began to gnaw at the outer wall of the
Byzantine civilization. The cultural accumulations of civilizations such as
Abbasid, Karahanli, Ghaznavid and Great Seljuk met in Anatolia (Oney
2007, 13-14). As R. Arik stated, the Seljuks “provided the development of
a new social and cultural formation and a new structure of art” in Anatolia
(2007, 73). With the Turkification of Anatolia together with the Seljuks, the
change of ossified elements such as lifestyle, belief system and architectural
identity for centuries accelerated, and the influences of Turkish-Islamic
culture were observed in many handicrafts, including ceramics. While the
Seljuk period underglaze painted ceramic tradition became the new taste
of Anatolia with its unique decoration style, single and multi-coloured
sgraffito decorated vessels continued to take their place in daily life with
their decorations, which is sometimes similar and sometimes different.
The production of red paste ceramics in line with the underglaze painted
Seljuk style was continued in ceramic production centres such as Milet
and Iznik during the Principalities and Early Ottoman Periods. After the
ceramics of different techniques produced in the workshops in this region
since the middle of the 14th century, more elaborate Milet type ceramics
were produced in Iznik (Ozkul Findik 2001, 12).

The stylistic changes in the palace muralist accelerated as the
Ottoman Empire began to transform from a small principality to a state
and expanded its lands both in the east and west. Particularly, the common
style of artists from Tabriz gradually ended the free interpretation in
underglaze painted ceramics of the Seljuk and later Principalities period.
With the eastern expeditions that took place from the beginning of the
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16th century, Chinese porcelains from a century ago were introduced to
Istanbul, which was brought from Iran. The admiration of porcelain in the
palace ensured that they were copied exactly. Since the middle of the first
half of the 16th century, the sharp Chinese style, which led to a turning
point in Ottoman ceramic production, began to soften with the blending
of local motifs on the ceramic surface’. The Ottoman-specific designs of
important mural workshops such as Sahkulu and his student Karamemi led
to the emergence of a style that would be dominant in almost all handicrafts
and whose influence would still have an impact on our day (Derman -
Duran 2010, 283-284). In this sense, this period can be seen as the grafting
period, just like the plant: It is like the blooming of colourful flowers on
the stem by grafting native chibouks on a plant whose stem is adapted to
Anatolian soils, but whose flowers are not liked. The style in which motifs
such as tulips, carnations, hyacinths and roses are prominent, notably in
tile designs, has inevitably been one of the main motifs of the composition
in ceramics produced by tilemakers. The fact that the designs made by
the palace were frequently used in the production of tiles did not push the
masters of [znik to the problem of choosing motifs. The motifs copied from
the tile patterns were transferred to the surfaces of plates, and decorations
were made in parallel with the mural workshops style (Carswell 1998, 78).
The outlines of these decors are comprehensive, the colour fillings are very
professional and flawless.

Beginning from the second half of the 17th century, the importance of
the palace mural workshops decreased. The inability to build monumental
structures and the further decrease in the demand for tiles hit the Iznik
workshops financially. However, this negativity has created a more
independent working environment for the Iznik tile producers. In this
period, when the deterioration in workmanship began, the influences from
the template of the palace style were balanced with their own style. With
rare patterns, notably figured expressions have increased even more. The
mural workshop design has succeeded in advancing beyond the usual
templates with the objects they created and a limited number of figures,
together with the motifs. In a way, the designs they created with their own
imagination started to appear (Oziidogru 1999, 93). Considering the figure
compositions, it can be stated that the practices created by the master’s
imagination are the designs extended out of Ottoman geography (Raby
1989a, 284). This situation can also be regarded as the independent products
of the masters who made tiles with the influence of prototype templates
designed in the palace mural workshop (Turan Bakir 2007, 287). This
development also caused other changes in the same workshop. Although
traditional designs are maintained in tiles, the designs in ceramics have

3 For further information, see Raby, 1989a, Raby, 1989b.
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differentiated, therefore, the tile and ceramic arm have begun to diverge
in the same workshop. With the interruption of the palace orders from
Iznik, which became famous with the support of the palace, the fire of the
workshop furnaces began to die out and the production came to a halt at the
end of the century (Raby 1989b, 287-288).

Kiitahya workshops, which endured in the shadow of Iznik for about
250 years and became more prominent since the 1700s, developed the
new master of traditional underglaze painted tiles and ceramics (Turan
Bakir, 1999, 13). The excavation finds have shown that the Turkish Period
ceramic production in Kiitahya had the same developmental period as the
Iznik ceramic production. The similarity of composition properties as well
as material properties of underglaze painted ceramics have produced in the
early period of both production centres is a sign that the two centres are on
the same line in terms of design (Sahin 1981, 261). Due to the dominance
of [znik, the accurate distinction of the 16th-century examples could not be
achieved or, in other words, the identities of the ceramics relating to both
production sites could not be adequately defined. This has caused many
Kiitahya output ceramics to be called Iznik output (Carswell 1998, 48).

Although the patterns of the masters from Iznik can be observed on the
plates produced by the masters of Kiitahya, the fact that the inner surfaces
of'the plates are filled more freely with figured decorations proves that these
masters pushed the limits of composition. In other words, ceramicists from
Kiitahya quit the palace style completely and started to reflect their own
identities more clearly on their ceramic surfaces in the 17th century. With
the end of the Iznik tile industry, it can be stated that the distinction that
has not been completely made for approximately 3 centuries has become
clear; because the new administrator of white paste domestic production
is now Kiitahya masters and its new brand is Kiitahya. This brand has
also transposed into an international brand with European and Far Eastern
ceramics, although the quality of workmanship has been discussed.

Before moving on to the pictorial features, briefly mentioning the
stylistic features of these vessels will reveal the conclusion of the form in
the compositional structure. On the rimmed plates designed in the Iznik
style, the everted edge and the geometric or floral decorations on this side
nearly form a circular frame for the picture on the inside of the plate*. The
Kiitahya plates, which are considerably smaller in diameter compared to
Iznik plates, are mostly produced without edges. Therefore, the plates were
produced without edges made the figured decoration in the centre of the
plates begin to the fore even more. Since the rimmed plates are further
shaped with approximately the same diameters, the smaller area to place

4 For the variety of forms and surface division in composition in Iznik dishes, see Atasoy
1989, 37,43; E. Gokge-C. Gokge, 2017, 372.
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the figure suggests that this type of plate is not preferred much in the use
of figures.

The decorations on the everted edge of Iznik plates form a natural
framework for the expression of the figure. The lines limiting the decorations
on the edge are more obscure due to the floral motifs. The Kiitahya plates
with human figures are mostly borderless and the composition is limited
with the lines. These lines are quite evident in the design. In types other
than plates, for instance, in bottles, sometimes a circular area is created
with blue lines and figures are placed inside this area. The male or female
figures, almost completely standing, are usually in the centre of the
composition.

III. THE FIGURE AND CHIBOUK

The figured depictions can be exposed as a major phase of the change
that has been begun in the second half of the 16th century in Turkish
ceramic art in terms of composition. Rather than floral designs produced
with available templates, mostly copied from tile designs, the prominent
element in the decoration of ceramics was the figure. With a chronological
examination, this change reveals an interesting feature: In Seljuk tiles
and ceramics, within a free composition understanding, the use of figural
arrangements, which are sometimes processed depending on certain rules
or sometimes outside these rules’, have been shown a marked change after
the Seljuk and decreased considerably. The fact that these were freely
processed with stylistic differences after about 300 years in Anatolian
ceramic art has been enabled us to consider a medieval breeze in the
composition. Particularly on the rimmed plates, zigzag motifs created with
lines and leaves on the wide edge, together with the large figures that cover
the centre, make this consideration more powerful®. The figures that draw
attention in the 17th century Iznik and 18th-century Kiitahya examples
are usually embroidered in traditional clothes. The clothes and accessories
practised in these figures provide visual information about the fashion
tastes of that period (Cobanli-Kanigkan 2013, 106). From a pictorial point
of view, there are sometimes obvious differences in the figures between
Iznik and Kiitahya ceramics. Sometimes, due to the similarities of the
figures and the motifs on the border, it has been a focus of debate in which
production centre these ceramics were produced. In this subject, G. Oney
stated that many ceramics introduced as iznik were produced in Kiitahya
(Oney 2014). A master’s depiction of another object that he shaped on the
wheel and decorated with a brush on the surface of the ceramics obviously

5 For figured compositions on tiles and ceramics, see Arik, 2007; Karamagarali-Yazar, 2007,
Karamagarali, 2007.
6 For examples, see Bilici 2002, 146-147, sek.9,11; Karamagarali 2011, 381,Fot.56; Polat
2019, Tab.9, kat 5,7.
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shows his effort and self-confidence to create different compositions. In
addition, it conveys the ethnographic features of the period to us as a
documentary (Oziidogru 1999, 98).

Among the figured compositions, the chibouk, which is a prominent
object in daily life in the 17th and 18th-century Ottoman social life,
commonly found its place in the products of ceramicists from Iznik and
Kiitahya. Especially with the brushes of the artists from Kiitahya, the
chibouk has been provided with a completely different look than the real.
Additionally, compared to Chinese or European porcelain, compositions
practised with rough brush movements and the chibouk figures in these
compositions sometimes create a comedic atmosphere. This characteristic
can be interpreted as the reflection in the self-confidence of the Kiitahya
artists on the ceramic surface when their designs are compared with fairly
standard European and Chinese compositions. Because there is a lot of
interest in this domestic design. Considering that open-form ceramics such
as plates are hung on the wall, and closed-form ones such as flasks are
placed in the cupboards, which are natural exhibition areas in Anatolian
residences, it can be assumed that figured ceramics are used as objects that
decorate the architecture.

The floral decorations are now in the background due to the figure
or figures in the focal centre of the design in the composition. They
appear as decor that surrounds the figures or fills the space. The figured
expressions, which constitute the content of our subject, smoking tobacco
with a chibouk are a style of expression regarded not only in ceramics but
also in clothing albums. The postures of these figures were repeated in the
postures of the figures in Iznik ceramics. There is an artistic interaction
between clothing albums and Iznik ceramics. The similarity of the objects
held by the figures also augments the similarity of expression in the
ceramics and clothing albums (Adigiizel Toprak-Gokee 2014, 95-96). This
theme, which takes place in the works of bazaar painters and is repeated in
ceramics, clearly reveals that the masters from Iznik and Kiitahya closely
followed the fashion of the period. Artists who came to visit the Ottoman
Empire for different purposes often painted figures smoking tobacco with
long chibouk in their hands. Although the compositional structure and the
pictorial treatment of the elements in this structure differ, the chibouk has
been a popular depiction object in the art of both eastern and western artists
(Phot.1).
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Phot. 1- Greek Women (Daniel Valentine Riviere) (Inankur 2014, 114).

Undoubtedly, tobacco is the most important element that creates the
narrative of figures using chibouk, while this element is almost ambiguous
in the composition. The use of this substance is not unique to Ottoman
geography. The cultivation and use of tobacco, which was brought to Europe
by Columbus in 1492, began to become widespread in Europe in the 1550s
and showed an incredible spread in about 50 years. At the beginning of the
1600s, its cultivation and use became widespread in Ottoman geography.
Despite various prohibitions, the use of tobacco, which was seen as a
source of income, increased even more since the end of the 17th century
(Yilmaz 2012, 1). Although the objects made for smoking tobacco, which
has become widespread in such a short time, are similar to each other in
usual, they can also contain significant differences. European pipes, called
the Western-type, are shorter because the chibouk and pipe are designed
together. The chibouks and pipes of the set, which is called the oriental type
and used in the regions under Ottoman rule, are separate from other types
(Robinson 1985, 153-154; Siingii 2014, 11) (Phot.2). Although the pipes
are made of materials such as wood, stone and metal, the most preferred
ones were terracotta pipes. These pipes’, which were produced in all parts
of the empire, are quite diverse with their shapes and decorations as well
as their colours. There are also glazed examples of pipes with white, red,
black, buff and red slip-on white (Bakla 2007, 130). The chibouk of these
pipes was made longer and the smoking of tobacco was carried out by
placing the pipe attached to the end of this long chibouk, generally on the
ground.

7 For some examples,. see Uysal 2007, 545-558; Ayhan 2011, 1-26; Vincez 2011, 43-53;
Gagpar 2016, 259-284; Inanan 2017, 33-54; Khalil&Rudolfovna Gusach 2018, 227-266; Ucar
2019, 119-134; Sen &Karasu 2020, 413-440.
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Phot.2- Chibouk set (Bakla 2007, 179).

Therefore, the object of smoking tobacco in the Ottoman Empire
gained a more striking appearance than the examples in Europe. This object
was regarded by Europeans as a symbol of pleasure in Ottoman geography.
What attracted the attention of European artists and travellers was the size
of the chibouks along with the local clothes, and figures using this object
were often illustrated or described in the books. In some figured Iznik and
Kiitahya ceramics, which were exported to very different regions, figures
using the pipes with their long chibouks were depicted, especially on the
plates. As mentioned above, in these narratives, the pipes often lost their
original appearance with the interpretations of the masters from Iznik and
Kiitahya. It is often difficult to distinguish the components of the smoking
set, which consists of the mouthpiece, the chibouk and the pipe attached to
the chibouk, within the narrative. Although the descriptions are caricatured,
sometimes there is complete creativity in this cartoonish description. In
other words, the narration is not just a figure in the centre and the concern
of filling the gap created by sprinkling flowers on both sides of this figure.
Considering the closer look at these pictures:

A figure stands in the centre of a 17th-century rimmed plate. This
figure is depicted smoking tobacco with a chibouk in his right hand. The
chibouk ends with a slight curve and has a conical bowl pipe at the tip
(Phot.3) (Gokge 2013, 44, Fot.13). There is a similar arrangement in the
centre of another plate, which is also dated to the same century. The figure
holding a chibouk with his right hand is smoking tobacco. While the
smoke coming out of the pipe is indistinct in both examples, the elbow-
shaped pipe at the end of the chibouk is thicker (Phot.4) (Gokge 2014, 55).
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Phot. 3- Iznik Plate (Gokge 2013, Fot.13). Phot.4- Iznik Plate (Gokge 2014, Res.22).

Although the expression on a plate with a border is similar to the
common figured plates, there are some differences in the details. The
floral motifs surrounding the figure and the edge are a repetition of the
classical Iznik motifs. The figure in the centre, moreover, is immediately
distinguished among the classic floral designs with its clothes and hair.
Especially with the dog figure pulling on his dress, the expression reaches
much further than the classical figures. The figure is smoking tobacco with
a chibouk in one hand and holding a halberd in the other. In addition, it is
distinctive from the classical Ottoman male figures in its clothes and hair
type. The main striking feature of the composition is that it is desired to give
a moment, not a pose/stance photographically. A chibouk and pipe are also
practised in this narrative. The figure has drawn the smoke from the pipe
with a chibouk and is depicted as giving the smoke from his nose. Unlike
other examples with pipes, the fumes that come out of the combustion of
tobacco on the pipe are also processed linearly. The vitality in the narrative
is enhanced by the dog pulling on the figure’s dress. The pipe, which has a
distinct shape is yellow in colour®.

On another rimmed plate, the central female figure is presented to
the right and holds a chibouk in her right hand. There is an elbow-shaped
pipe at the end of the chibouk (Phot.5). The plate, which has an interesting
theme among the Iznik ceramics, has a left-facing figure in the centre and
an “S” shaped chibouk in his hand. The tip of the chibouk is curved inward
and the pipe is not clear. Despite other examples, the chibouk was not
drawn through to the mouth of the figure (Phot.6).

8 For photograph, see https://www.invaluable.com/auction-lot/-1-c-5E4416AAC1?utm
source=inv_kwalert&utm_medium=email&utm_campaign=keywordalertlive&utm_
term=2(08.11.2020)
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Phot.5- Iznik Plate (Gok¢e 2014, 58).  Phot.6- Iznik Plate (Gékge 2014, 58).

A woman smoking tobacco with a chibouk is depicted on the inside
of a rimless plate dated to the second half of the 18th century. The woman
standing, with one hand on her waist, is holding a thin chibouk with the
other. The pipe at the end of the chibouk has been transformed into a
flower, losing its real appearance (Phot.7). The composition is similar
on the other plate where a woman smoking tobacco is depicted with
a chibouk in her hand. There is a red tulip-shaped pipe at the tip of a
very thin chibouk. A certain part of the stem of the chibouk has been
transformed into a flowering branch by being animated with fine-leaved
flowers (Phot.8).

Phot. 7- Kiitahya Plate (Akalin-Bilgi 1997, 76),
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Phot.8- Kiitahya Plate (Akalin-Bilgi 1997, 76).

On the body of a sugar bowl dated to the second half of the 18th
century, the designer presented a completely different interpretation to the
ceramic surface with a cartoonish and themed expression. On the ceramic
surface, two subjects were treated with figures with similar outlines but
different details, separated by a stylized horse figure. On the first, there is
a young male figure holding a flower in his hand, and there is a young girl
figure in a similar way. Compared to the other figures, a rather large bird
figure between the two figures is directed towards the young girl with a
flower in its beak. Therefore, two young lovers are caricatured and depicted
in the narratives. There are some differences in the other expression on the
ceramic surface. In this theme, a young male figure is depicted smoking
tobacco with a chibouk. Compared to chibouks in other ceramics, the
original shape of the chibouk is realistic. The chibouk is shown thicker
and hollow, reflecting its original appearance and structure. The pipe at
the end of this chibouk is again coloured red. As in the other narration, the
bird almost carries a letter or news from a male lover to a young girl with
a flower in its beak or symbolized by a flower, and filled with beautiful
words (Phot. 9).

%

Phot.9- Kiitahya ceramics (Bilgi-Akalin 1997, Kat.No:72).

One of the interesting depictions is also on the front of a flask. The
standing figure, placed between two flower motifs in a circular area, is
depicted with a chibouk. Like the lines that define the outline of the figure,
the end of a rough surface, voluminous chibouk is bent upwards and ended
with a linear conical-shaped pipe (Phot.10).
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Phot. 10- Kiitahya flask (Bilgi 2006, 131)  Phot.11-Kiitahya flask (Bilgi, 2006, 127)

The composition on another plate, dated to the 18th century, is in
classical form. In the centre of the composition is a female figure with
flower motifs on both sides. This figure is holding a chibouk with her right
hand. Even though the difference in terms of processing is not remarkable,
the black contoured chibouk was left empty and the wood material of the
chibouk was intended to be given. The pipe at the end of the chibouk is also
indeterminate, as in some examples. The chibouk is terminated with two
leaves painted red, pointing upwards and downwards’.

A remarkable arrangement in terms of the depiction of the pipe and
the chibouk is also observed on a flask dated to the second half of the 18th
century. The female figure, whose legs and the body was intended to be
given from the profile, and the head was from the front, is reaching for a
flower with her right hand on her waist and her left hand. The feature that
makes this composition distinct from other figures using chibouks is the
difference in the position of the chibouk. In other examples, the chibouks
are mostly in the direction of the figure’s gaze at a certain angle, while in
this flask, an “S” shaped chibouk is positioned in the opposite direction.
The lack of details also prevents the full understanding of the shape of the
pipe attached to the chibouk end. According to other examples, a stylized
elliptical element and the fumes dispersed from this element are delivered
linearly on the element with a spherical form at the bottom and a conical
form at the top. Considering these differences, is a highly disproportionately
drawn hookah depicted rather than a pipe? It is difficult to achieve with
certainty (Phot.11).

In the composition on the 18th-century Kiitahya plate, the figure holds
a chibouk with his right hand. The pipe at the end of the chibouk, which is

9 For photograph, see http://www.ceramopolis.com/?attachment_id=2069 (08.11.2020)
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animated with leaves, is quite efficient. The smoke coming out of the red
pipe is linear in shape'.

In the 18th century plate, which was held simpler in terms of
composition design, the figure holds a flower in one hand and a chibouk
in the other. The chibouk and the pipe are simpler than the other Kiitahya
samples. The spherical shaped pipe is extremely obvious. In this example,
the smokes coming out of the pipe are linear!'.

In the composition, which is located on a rimless plate dated to the
second half of the 18th century, there is a female figure holding a chibouk
with her right hand in the centre. The chibouk, which has been given a
linear and curved shape, has been terminated with a spherical pipe with a
red-filled inside, the contours of which are also linear. The smoke coming
out of the pipe is also leaf-shaped and red in colour (Phot.12).

Phot.12. Kiitahya plate (Bilgi 2006, Kat.114).

IV.CONCLUSION

The figured expressions applying chibouk and tobacco, which are
frequently revealed in a limited number of Iznik examples and 18th-
century Kiitahya ceramics, have a different place among white paste and
underglaze painted ceramics. This tradition, which began in the 17th century

10 For photograph, see https://www.auction.fr/_fr/lot/coupelle-de-kutahya-du-xviii-siecle-en-
ceramique-siliceuse-a-la-laquo-jeune-7056487 (08.11.2020)

11 For photograph, see https://www.christies.com/lotfinder/lot_details.aspx?intObjectl
D=5930893&lid=1&From=salesummary&sid=39b78352-abe7-440a-9¢f0-c22e4d7e¢a032
(08.11,2020)



16 + Aygiil Ugar, Hasan Ugar

of Ottoman ceramics, can be shown among the free designs of ceramicists
from both Iznik and Kiitahya. Since the 17th century, the decrease in the
demand for tiles caused the closure of Iznik workshops, which were able
to survive with the support of the country, that produced ceramics as well
as tiles. In the 17th and 18th centuries, porcelain/celadon from the Karak
and Kangxi period reached Europe and the Ottoman geography widely.
This is negatively affected the production of objects composed in the
domestic market. In the 18th century, the fact that porcelain was produced
in Europe with its unique techniques and styles after the Chinese influence
and these porcelains were sold to the Ottomans further reinforced this
negativity. Although the workshops in Kiitahya, which have inspirations/
similarities to 17th century Iznik ceramics in their compositions, were
attached between Far Eastern and European productions, they continued
their production as the only international domestic brand after the closure
of the Iznik workshops.

Comparison the 17th and 18th century Iznik and Kiitahya ceramics
with European and Far Eastern products in terms of material quality and
decoration, it can be concluded that they were not very successful in this
race due to some features. Their main achievement is to be the greatest
representative of domestic production, with figurative expressions that
dominate the composition, created with great self-confidence in the shop
window or counter of the seller at a time when the interest in imported
ceramics was strict.

One of the characteristics that present the Kiitahya masters different
in this race is their creativity in imitation. Their products may seem like
a weak, sloppy, but more colourful child in a more colourful dress, in the
face of very hard and mostly cobalt-coloured porcelain. At this point,
they separated from the Far East and European porcelains and tried to
present a regional section from Asia Minor with figures in local clothes
on the surfaces of the plates. Although this presentation is discussed
from a pictorial point of view, attempting to reflect sections from social
life with considerably diverse and vibrant colours on the ceramic surface
has made figural ceramics the most remarkable products in workshop
showcases and shops. The figures smoking tobacco with a chibouk, which
attracted the attention of local and foreign painters in the 17th and 18th
centuries, have been transferred to the ceramic surface as a fashion. This
transfer also reveals that the masters from Iznik and Kiitahya researched
what was liked and disliked in composition selection and shaped/changed
their themes accordingly. The chibouk combination, consisting of a pipe,
a chibouk and a mouthpiece, which were essential objects of social life
in the 17th-18th centuries, is presented in a very caricatured way, as the
other motifs that consist the composition. While the components of the
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chibouk, which is the accent object of the design, are more noticeable in
Iznik ceramics, in Kiitahya samples, the pipe at the end of the chibouk is
sometimes transformed into an unidentified flower, thus harmonizing with
the flower motifs around the figure. Sometimes the chibouk that draws the
smoke from the pipe is given in the form of a blossoming branch. Although
the chibouks are prominent in some depictions, the mouthpieces on the tip
of the chibouk cannot be discerned. Another documentary feature of the
accounts of smoking tobacco with a chibouk is that they reflect the use of
tobacco, which was common in every part of Ottoman society since the
17th century, regardless of gender. The objects that pictorially documents
this situation is ceramics. On the surfaces of some ceramics, women’s
fondness for tobacco is emphasized in a cartoonish way.

The pipe, which is the chamber where the tobacco is placed, is quite
certain in some ceramics. It is conceivable to see the tulip or lily-shaped
form on the chibouks, terminologically. Although we cannot state for
assured whether this shape was made by adhering to the shape of the pipe
or the tulip, which is an influential motif in Turkish decorative art, we can
assert that the classical tulip motif is not fully adhered to in other floral
motifs. Reasonably since the drawing of the tulip-shaped pipe at the end
of the chibouk was easy to make, its original form must have been adhered
to. With these characteristics, the ceramics presenting sections of Ottoman
social life in the 17th and 18th centuries have a documentary as well as
artistic significance.
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INTRODUCTION

People have increasingly preferred to be online over traditional
media in the last decade. Consumer behaviour, habits, and communication
methods have altered as a result of this revolution in the media, particularly
with the rise of Web 2.0. Today’s world has evolved into a digital one. In
this context, it is clear that people, particularly consumers, use the internet
not only to connect, keep up with the news, and obtain the information they
require, but also to fulfill their desires and needs through online purchasing.

The advertising industry has changed as a result of the advent of
worldwide social media networks, the development of mobile devices
and applications, and the concomitant growth in consumers’ interest in
digital. Google and Facebook are the main platforms that stand out in this
environment. Advertising activities can be given to more precise target
audiences in a personalized manner thanks to these platforms (Kantola,
2014). On the other hand, because the target audience’s behavioural data
can be accessed, more accurate advertising techniques can be implemented
through targeting.

In the digitalized world, businesses are doing their utmost to reach
and satisfy consumers in their target audiences. On this basis, it is critical
to provide consumers with individualized advertising content and to create
advertisements based on their preferences and interests. These actions are
carried out by businesses on their websites in order to sell their products
and distribute them to their target customers. Businesses utilize targeted
advertising solutions to ensure that customers, who visit their websites
but do not buy, make purchases, hence increasing traffic to the site and
increasing conversions and sales. Retargeting or remarketing ads are one
of the personalized advertising methods used in the digital age, and they
are the centre of attention for many online marketers.

With remarketing adverts, businesses that want to attract and please
customers make the required efforts to create customised advertisements that
meet their wants and their needs. Consumers are now acting and behaving
as digital consumers in an ever-changing and technologically advancing
world. Interacting with consumers in digital and online environments is
one way for firms to distribute their products to their target audiences.

DIGITAL ADVERTISEMENTS

Since the availability of the Internet to end users in the 1990s, online
advertising has become one of the most widely used techniques for reaching
and attracting customers (Christino et al., 2020). One of the most essential
ways to engage today’s digital consumers is through online adverts, which
are used to promote businesses’ products and brands to consumers as well
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as offer customised advertisements based on their behaviour. Businesses
are adjusting their annual, monthly, and weekly strategies in order to have
a presence on digital channels as the use of the internet grows. Online
advertising, i.e. digital advertising, is becoming increasingly popular in
this context as a means of reaching out to the customers. Unlike traditional
commercials, information about customers can be easily obtained through
digital advertising activities, and personalized products can be presented
to them.

Online/digital advertising began with text-heavy advertisements
that used websites to indirectly promote the advertiser’s institution or
group. Moving texts, which are presented on one side of the screen, and
banners are the most popular digital advertising applications (Altinbasak
and Karaca, 2009). Digital advertising, unlike traditional advertising,
involves interaction with the target audience, and the target audience
has the authority to control basic information. There is no interaction or
mutual communication with the target audience, that is, the consumer, in
traditional advertising, and the customer is exposed to the information
presented to him unilaterally.

Marzan and Gonzales (2014) defined digital advertising as a type
of marketing that makes use of the internet and the World Wide Web to
provide marketing messages to customers, attract them to look, read, and
ultimately develop a desire and interest to click the link. Digital advertising
is also defined as advertising activity conducted via the use of electronic
media and various media instruments. As with traditional advertising, the
goal of digital advertising is to enlighten the target audience, arouse interest
in the relevant product, and convert that interest into a purchase action
(Trehan and Trehan, 2014). More audiences can be reached at a lower
cost with digital advertising activities than with traditional channels, the
target audience’s behavior can be tracked more easily, and the advertising
activities to be implemented can be presented quickly.

The advertising sector today benefits more than ever from digital
methods, thanks to Google’s remarketing approach, which was introduced
in 2009. (Helft and Vega, 2010). This is Google’s primary advertising
service, and it accounts for more than 90% of the company’s revenue.
Google AdWords is a paid service that Google gives to its users in
remarketing applications. It is vital to examine the data acquired in this
context in order to better comprehend the importance of digital advertising
practices.

Statistics on digital ads are as follows (Quoted by Yilmaz, 2021):

e Ads appearing in the first three ranks account for 41% of the
clicks in the search results.
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e The first-ranked ads have an average click-through rate of 7.94%.
The overall percentage is 2%.

*  When people want to buy something, 64.6 percent of them click
on Google adverts.

*  70% of consumers dislike pop-up advertisements.

* The household products industry has the highest conversion rate
on the display advertising network.

* Google accounts for 70% of all online searches.

*  When purchasing online, 90% of customers trust reviews of
products, brands or stores.

* Ads are more persuasive to buy now than they were two years
ago, according to 91 percent of individuals.

* Google advertising have a conversion rate of 2.7 percent on the
search engine and 0.89 percent on the display advertising network across
all industries.

e The clicks on adverts account for 66% of the searches for
purchases.

* Four out of five individuals leave instantly from a web page due
to pop-up advertising or automatically playing videos.

* Businesses get $2 for every $1 spent on Google advertising.

* Users who come to the site through paid search advertisements
have a 50% greater conversion rate than those who come via organic
results.

* LinkedIn advertisements have brought consumers to 65 percent
of B2B companies.

* Search ads can improve brand awareness by 80%.

Digital advertising and the importance of digital advertising activities
are becoming increasingly important, as can be seen from the statistics
provided. Displaying digital adverts to the target audience and reminding
them repeatedly increases the sales rates of the products. One of the most
significant benefits of digital advertising is that it provides statistical data
such as the number of visitors, the number of ad clicks, the number of
conversions, and which types of consumers are likely to purchase which
products.
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REMARKETING

Remarketing is the general term used to describe the action of
businesses reintroducing their products to customers after sales figures
reflect a decreasing trend in the market. In other words, remarketing is the
process of planning to improve sales in the event of a reduction in demand
for a certain product in the market, making product announcements, re-
launching the product, or making product changes. Remarketing is defined
as the feedback and presentation of a product or brand advertisement to the
same or new target audiences (Olga and Vlad, 2014).

Remarketing is a cookie-based marketing method that targets clients
who have previously visited a website. The return/conversion rate of
customers is quite high, since customers who have previously visited
the web page are targeted for remarketing. Businesses can visualize their
strategies for their customers according to the purchasing cycle using
remarketing tools. This can be accomplished through social media or
mobile devices (Kumar, 2020). Remarketing is used to target visitors to
a website who are simply interested in seeing adverts but do not make a
purchase. In this case, viewers who have previously seen the commercial
are shown the advertisement again. This is the most fundamental aspect of
remarketing.

Remarketing, also known as retargeting, is a method of displaying
tailored advertisements to users who have previously visited a website.
Remarketing is the process of placing a cookie on a user's browser using
Javascript, also known as a pixel. When the user performs an activity
related to the products on the website or any page s/he looks for, the cookie
installed on the user's page transmits information to the remarketing
platform, which allows the remarketing platform to provide particular
display advertising to the user (www.dynamicyield.com, 2021). These
cookies are little text files that are stored on users' computers or mobile
devices and are used to collect user profile information in order to improve
the functionality of a website or for targeted advertising (Smit et al., 2014).
As a result, the user is offered with visual reminders of a product or brand
that he has previously visited. As a result of this, an action is taken for the
user to purchase the product that he left the website without purchasing,
together with these marketing advertisements. To put it another way, this
strategy is utilized to limit the number of people who leave a page without
purchasing a product.

As mentioned above, the goal of remarketing, which involves
sending customers numerous reminders about items and brands shown in
digital environments, is to get customers who have viewed a web page
but have not made a purchase to return to that page. Google AdWords is



Research & Reviews in Social, Human and Administrative Sciences *27

perhaps the most well-known of the remarketing platforms. Furthermore,
Facebook has its own remarketing system (Anna and Vaisanen, 2018).
Another purpose of remarketing is to attract visitors who have previously
visited an advertiser's website or interacted with an application to return.
Users who have already visited the website can be offered adverts that
they are interested in, according to Ozen (2015). For example, thanks to
the cookie information obtained from users who visit a website to buy a
mobile phone, when the customer heads to another website, the customer
can see the products of the previous website in the relevant category as
advertisements. Alternatively, based on relevant search parameters, a client
might be discouraged from visiting other sites by being offered with more
inexpensive and enticing items.

The sales funnel should also be evaluated in order to better comprehend
remarketing in digital marketing. The sales funnel is also referred to as
the purchase funnel or conversion funnel. The processes that potential
consumers will take before converting are the foundation of the sales
funnel. The funnel visually represents the sales funnel, with each phase
representing a possible customer (Adams, 2017). A sales funnel is a
flowchart that shows how customers are tracked as they progress toward
conversion. The records of the users can be followed numerically or
proportionally at each phase of the flow. The number of layers in the sales
funnel can vary depending on the remarketing ad model that is being used.

The sales funnel is depicted in Figure 1.
Figure 1. Sales Funnel

lea

WikEHT rEfuim

ok
0

Source: Adams, 2017.

The awareness stage of the sales funnel is the initial phase. It’s at the
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top of the funnel because it’s the largest of the group’s potential customers.
Before any transaction, potential clients in this group must be aware that
a firm or product exists. This segment of potential clients learns about
a company or product through seeing an advertisement on the internet.
Interest is the second stage of the funnel. Customers think the product is
attractive at this point, so they can click on the online advertisement or
search for more information. Marketers attempt to persuade potential clients
that the products they offer are necessary. Customers in the target audience
are almost ready to buy the product and are open to communication in the
third step, which is the evaluation or decision stage. Customers have added
things to their shopping carts, and this is the final step before conversion.
The job of the marketer in this step is to encourage the customer to convert.
The stage where the buyer purchases the product is now the final step in
the funnel. This is the narrowest region of the funnel and the stage with
the smallest client base. Only a small percentage of those who have
knowledge of the product make a purchase (Adams, 2017). Remarketing
occurs in the second and third stages of the sales funnel, as shown in the
diagram. Because clients are in the information acquisition phase, there is
no method to track them in the first stage of the funnel. The relationship
continues because the customer has already converted at the bottom of the
funnel. As a result, remarketing is not really an option at these two stages.
Because potential consumers in the second and third stages are undecided
about whether or not to buy, remarketing is used to entice them back into
the sales funnel and convert them.

HOW REMARKETING WORKS?

When certain criteria specified for users visiting a business’s web
page are met, Remarketing works by placing cookies on visitors’ devices.
Obviously, this applies to consumers who visit websites and are interested
in certain things, but do not purchase the product they are looking at.
Cookie IDs are generated for site visitors and added to the target audience
list of the business. Then, while browsing the web, users having a cookie
ID in the target audience list are offered advertising for the product they
were interested in previously (Carter, 2020). The process of remarketing is
depicted in Figure 2.
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Figure 2. How remarketing works
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Step by step remarketing works like (Bowden, 2019; Carter, 2020):
1. Users visit your website, then leaves

2. Users browse other sites, and tracked by cookies

3. Users see your remarketing campaign on other sites

4.

They are reminded of your website and click your ads to return
your site

5. They complete actions and a purchase
TYPES OF REMARKETING ADS

Remarketing ads are classified into several categories based on
how they are used and the platforms on which they are displayed.
Display remarketing, dynamic remarketing, search remarketing, mobile
app remarketing, video remarketing, social media remarketing, Gmail
remarketing, distribution list remarketing, and customer list remarketing are
some of these options (Bowden, 2019; Yilmaz, 2020). These remarketing
advertising techniques are briefly described below.

Display remarketing: This remarketing ad type is offered as part of
the Google Display Network. The Google Display Network allows you
to place adverts on Google’s websites and connect them with your users
online. As a result, you’ll be able to reach your target audience with your
display advertisements on over 2 million Google-owned websites.

Search remarketing: They are text advertisements that appear at the
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top of search results pages for users who use search engines to look for
a specific phrase or element. The target audience can be provided with
personalised offers for the keywords they use in the search network with
this form of ad. One of the most widely used digital advertising channels
is this type of remarketing advertising. After the searches are made on the
simply determined keywords regarding the products, the product-related
advertisements can be displayed directly on the pages where the search
results are listed, and the target audience can be easily reached.

Dynamic remarketing: This type of remarketing ad provides visitors
adverts for the most recently seen products or services on the website or
in mobile apps. In order to use this ad type, there must be active feedback.
Since, in line with the information about the customers, a dynamic
advertising campaign is carried out for the products of the advertiser
instead of the customized banners for the customers. More effective results
can be achieved thanks to dynamic remarketing, which takes remarketing
to the next level.

Mobile app remarketing: 1t is a sort of remarketing ad in which ads
are only shown on mobile apps and mobile websites. Today’s prominent
marketplaces rely heavily on mobile applications. Therefore, remarketing
advertising applications used on the web are also used in mobile applications
as a new way of interacting with the consumer, to increase mobile in-app
interactions, to target users who use mobile applications, and to increase in-
app purchases. Advertising on these platforms is an opportunity, especially
for brands with mobile applications. As brands or businesses can interact
with consumers in their target audiences with personalized ads in their
favourite apps.

Social media remarketing: It is a type of social media remarketing ad
that appears on sites like Facebook, Instagram, LinkedIn, Pinterest, and
Twitter. Brands are able to communicate directly with consumers thanks
to social media channels. Advertisements given to consumers who visit a
business or brand’s website while browsing social media accounts are an
example of a social media retargeting advertisement. The target audience
can be expanded thanks to the shares, likes, and comments of the target
audience reached online with social media remarketing applications.
Since consumers are constantly interacting on social media, remarketing
advertisements can be used to reach out to potential clients. As a result,
the brand personality develops, and opportunities for informing about new
products and creating content offers arise.

Customer list remarketing: Lists can be created from contact
information provided by customers on social media marketing platforms
or Google Ads. When the people on these lists are logged in to Google or
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any social media site, the ads shown on the page or social media platform
they have opened are customer list remarketing ads.

Video remarketing: 1t is a type of remarketing ad in which video
adverts from other websites are displayed on these platforms in order to
reach people who watch videos on sites like YouTube. Before a person can
watch a video on YouTube, they must first watch an advertisement. This
is a remarketing video ad. Remarketing advertisement application can be
displayed to very large target audiences on YouTube, the second-largest
search engine in the world after Google, and other video sites. Alternatively,
companies and brands can create their own YouTube channel and engage
with their target audience. Subscribers to the channel, as well as those
who watch and view the product’s advertising campaigns, can be easily
contacted in this manner.

Distribution list remarketing / Gmail remarketing: 1t is a type of
remarketing ad that’s shown to people who registered for an email
subscription. Gmail users are specifically targeted inremarketing advertising
campaigns. Email is used to send video, visual, or any other type of content
as an advertisement. The person who receives the advertisement in the
mail can store it or forward it to another user who might be interested,
allowing it to reach a bigger audience.

EXAMPLES OF REMARKETING ADS

With a single sales effort, firms may get up to 161 percent returns
on their sales funnels with Remarketing. Businesses should focus not just
on remarketing ads, but also on the graphic styles and graphics of these
ads. In order to create an effective remarketing advertising campaign, this
detail must be considered. The first example is an email sent by Amazon to
customers who visit the site but do not purchase the item they are interested
in. In this application, Amazon sends an e-mail to the e-mail address of
visitor directly about the product that he has not purchased or additional
items connected to the related product (Smith, 2020). Figure 3 depicts an
illustration of Amazon’s remarketing application.
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Figure 3. Amazon s remarketing email ad

amazon e Ry ]

Source: Smith, 2020.

Madewell, a clothing manufacturer, has one of the most noteworthy
examples of remarketing applications. Madewell employs retargeting
advertisements on Facebook to re-engage site visitors and persuade them to
buy. Madewell personalizes social media remarketing advertising based on
site behavior and allows consumers to shop. Personalizing the advertising
in this way makes it easier for the visitors of the page to purchase them
and fosters brand loyalty among their customers. While Madewell’s
social media personalized marketing makes it easier for customers to
buy, it simultaneously demonstrates that the company is concerned about
their needs and interests (Carter, 2020). Figure 4 illustrates Madewell’s

remarketing ad application.
Figure 4. Madewell s remarketing ad
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Source: Carter, 2020.

The commercials for the Intercontinental Hotel Group are an important
example of remarketing methods that should be investigated (IHG). IHG
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employs human faces in its remarketing advertising instead of pool or room
imagery to promote the hotel amenities it offers. As a result, it creates the
impression to its consumers that it offers a new way of life in terms of hotel
services (Smith, 2020). Figure 5 shows an example of a picture utilized by

IHG in their remarketing ads.
Figure 5. Intercontinental Hotel Group s remarketing ad

IHG

Book early to enjoy up to

25% off.

Source: Smith, 2020.

Retargeting ad of Spotify is another example. To reach visitors who
are browsing other websites, Spotify employs classic video remarketing.
Spotify’s remarketing advertising applications frequently contain deals
and discounts. Traditional users who have not yet purchased a premium
package are attracted to Spotify’s free promotions. The troublesome points
are estimated in promotional type remarketing applications, and these
promotions are recommended to users to address the problem (Carter,
2020). Figure 6 shows a retargeting ad from Spotify attempting to engage
with users who have not yet upgraded to the Premium version. Thus,
Spotify offers a free trial for users to join up for the service.
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Figure 6. Spotify s remarketing ad

Source: Carter, 2020.

ADVANTAGES AND DISADVANTAGES OF REMARKETING
ADVERTISEMENTS

The advertiser should consider and plan the target audience for which
remarketing will be used, which elements will attract the target audience’s
attention, how the interaction with the consumers will be carried out, and
the frequency with which the advertisement will be posted when using
remarketing advertising applications. Targeting should be done by taking
into consideration data such as the visitor’s last visit time, the product
purchased or left without purchasing, the time spent on the website, the
user’s location, the language used, and the country (Blagorazumnaia and
Muntean, 2014: 283). Communities in digital environments, in particular,
have a cost-cutting benefit by widening the user interaction network
(Saygin and Ersoy Arca, 2020). As the level of interaction rises, the chance
to develop future applications arises as a result of obtaining feedback on
the product and the remarketing ads in use.

The benefits of remarketing that can be carried out through Google
Ads can be expressed as follows (www.support.google.com, 2021):

* Accurate reach/Accurate time targeting: Advertisements can be
shown to interactors as soon as they are inclined to purchase them. Thus,
Google may present ads to customers at the same moment, resulting in
purchases at the correct time and to the right audience.

*  Focused advertising: Users who have added a product to their
shopping cart but have not made a purchase can be targeted with special
remarketing adverts developed with personalized or customized advertising

apps.

» Large-scale reach: Access can be provided to users in an
environment with more than 2 million websites and millions of mobile
applications. Thanks to remarketing ads, larger targeting can be done
by reaching the number of users that cannot be reached with traditional
advertising activities.
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e Effective pricing: High-performance marketing campaigns can
be provided to users with retargeting advertising thanks to simultaneous
interaction and communication. The best price gain is obtained thanks to
the simultaneous price offer, which provides the best offer for the user who
has seen the advertisement.

» Ease of creating advertisements: Text, images, and videos to be
used in advertisements can be created free of charge on platforms where
remarketing advertising campaigns will be carried out. Integration with
dynamic remarketing campaigns for products or services can be achieved
in order to increase the effectiveness of the advertising campaign.

» Campaign statistics: Necessary statistical information regarding
remarketing advertising campaigns is presented to the advertiser by the
related platform. In this way, the advertiser can access information such as
the performance of the ad, the places where the ad was shown, the money
paid for the ad, and how many users in its target audience viewed the ad
through the remarketing ad campaign it carried out.

Remarketing strategies include a number of advantages and
disadvantages. One of these advantages is, without a doubt, increased brand
recognition. The more a customer sees a brand, the more likely they are to
recognize it in the future and purchase the brand they are familiar with.
Another benefit of remarketing advertising is that a user who has visited
a website but has not made a purchase would return to the site later. The
likelihood of the customer purchasing the product has improved with this
new visit. If there is no remarketing application, a customer who visits the
site but does not make a purchase will not see the same advertisement again
and will not be routed to the relevant site. Another benefit of remarketing
advertising campaigns is that they are easier to implement. Since ads are
targeted at those who are interested in the brand or product, they are more
effective. Aside from the aforementioned benefits of remarketing, there
are disadvantages, such as the frequent display of adverts and consumer
unhappiness with this condition. Another disadvantage is that the same ad
is shown over and over again to consumers who have seen an ad, clicked
on it, and made a purchase. This is a nuisance to consumers. What needs to
be done in this case is to create the proper segmentation for the remarketing
ads that are being used. Thus, it becomes possible to show different ads to
different users. Another problem with remarketing advertising campaigns
is that buyers who click on the advertisement are hesitant to provide the
information needed throughout the purchasing process. People do not
accurately declare the requested information (age, gender, etc.) about
themselves at this stage. The solution to this problem is to reassure visitors
that the legislation will secure their personal information (Isoraite, 2019).
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In addition to the advantages mentioned above, remarketing adverts
can also bring the following benefits to businesses (As cited in Gurbuz et
al., 2016):

* The inclusion of remarketing codes on various websites allows
for the creation of a list of users who have browsed such sites. The target
audience can be broadened in this way.

e Feedback costs can be reduced because customers who click and
watch remarketing ads are more likely to give feedback.

* Consumers in the target audience can see advertisements for the
brand or product of the relevant company while browsing any website.

» Since remarketing applications target consumers who visit or
click on a website, other websites that consumers visit can also be tracked.
Thus, the marketing strategies to be implemented can be reviewed.

* Remarketing advertisements are a system that enables businesses
to reach their target audiences with personalized content.

CONCLUSION AND EVALUATION

Remarketing/retargeting is one of the most effective forms of online
advertising, and it yields positive benefits for advertisers. Remarketing
not only satisfies the demands and needs of the target audience in terms
of marketing activities, but also makes a significant contribution to
marketers in areas such as awareness, customer participation, loyalty, and
customer retention. Advertisers frequently prefer remarketing advertising
applications in this context because they can reach a wider target audience
and have a broad range of uses across numerous channels and platforms.
Marketers and businesses compete to attract the attention of customers,
especially in today’s intensely competitive business environment.
Therefore, a remarketing plan is required in order to achieve both tangible
and intangible results, as well as a better understanding of consumers’
demands and needs.

Retargeting ads are clicked 10 times more than display ads on average.
Approximately 30% of consumers who have seen retargeting advertising
have a positive opinion about the ads. Retargeting can boost ad interaction
by up to 400%. The goal of using retargeting advertisements is to increase
a company’s brand income, gain new customers, increase the company’s
or brand’s connection with customers on the website, and raise brand
awareness (Costello, 2019). Aside from the mentioned main objective of
remarketing ads, the subject that businesses concentrate on is, of course,
selling their products. In this case, the frequency of visits to consumers is
tracked via online remarketing adverts, and it is determined which product
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or brand they prefer. Thus, more precise marketing techniques for the
customers in the target audience can be implemented.

In summary, remarketing/retargeting advertising is a type of online
behavioural targeting. Consumers are provided customized content based
on their personal preferences, with the objective of completing the purchase
activity. Businesses utilize this strategy in particular to target consumers
who are interested in a brand or product but leave the website without
purchasing anything. The main purpose here is to increase the purchase
intention of consumers by reminding them of the existence of a brand
or product with personalized applications (Doorn and Hoekstra, 2013).
Remarketing ads are used as an effective digital marketing tool. However,
businesses should remember that, in addition to being effective, there are
factors that can increase consumers’ purchasing intentions and create a
positive consumer experience. Today’s consumer profile, which we might
define as a digital consumer, is constantly exposed to new technologies
and is influenced by them. As a result, businesses should exhibit greater
caution when employing digital marketing tactics to deliver their brands
and products to target consumers and interact with them through these
channels.
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1. INTRODUCTION

It can be said that the search for material to be written on with the
discovery of writing has taken humanity to paper. The first material of
written communication, which is thought to have started with the cave
wall, also differed geographically and over time. Clay tablets were used in
Ancient Mesopotamia, Papyrus in ancient Egypt, and Parchment in Rome
and the Middle Ages. The closest examples to the paper were first found in
M.S. It is generally accepted that it was in China in 105 (Giiven et al., 2012,
46; Ekinci, 2019, 413). Depending on the development of civilization, the
purpose of use and consumption of paper has also changed. Today, the raw
material of paper is obtained from annual plants such as wood, jute, hemp,
reed and waste paper in the form of cellulose, wood pulp, old paper pulp.
It is the industrial paper sector that covers the process of transforming
the raw material obtained from plants and wastes into paper by various
mechanical and chemical processes. The sectors that paper and paper
products are related to can be divided into two sub-sectors: the sectors they
are related to in the production process and the sectors they are related to in
the product input. The sectors it is related to in the production process are
the forest products sector and the waste paper sector. The sectors related to
the product input are the packaging materials sector and the printing and
publishing sectors (Dogu Marmara Kalkinma Ajansi, 2020, 11-38).

Performance measurement is very important in terms of revealing the
goals of the enterprise and showing the contribution of the process to the
employees. The main purpose in performance measurement is to achieve
the objectives set for each level of the enterprise (Martin, 1997, 435).
Financial performance provides information about the financial situation
of the business to the stakeholders who are the decision makers. The future
decisions of managers, which we can describe as business stakeholders,
the decisions of government institutions, the decisions of credit institutions
to provide loans and the investment decisions of investors are affected by
the financial performance of businesses. In enterprises with weak financial
performance, cash flow from operations cannot meet current liabilities and
pressure may be applied to the enterprise to take corrective measures by
relevant stakeholders. There are many techniques in the analysis of financial
statements. Among these techniques, the most used technique is ratio
analysis, which has the highest popularity and functionality. Measuring
financial performance and taking the necessary measures protect businesses
from failures such as default, bankruptcy-executive proceedings and
liquidation. For this reason, financial performance measures are needed
to help determine the level of achievement of the financial goals of the
enterprises. Multi-Criteria Decision Making (MCDM) methods can be used
to support and choose the most suitable alternative among alternatives with
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different characteristics according to incompatible criteria or to rank these
alternatives according to their performance in line with the determined
purpose (Hsieh et al. 2004, 573).

The aim of this research is to evaluate the impact of the COVID 19
process on the financial statements of companies in the paper and paper
products, printing and publishing sector in Borsa Istanbul (BIST). To
examine the impact of COVID 19 on financial statements, ratio analysis
was applied to the financial statements published by companies in 2019
and 2020. The financial ratios which were used in this study are liquidity
and turnover ratios, financial structure ratios and profitability ratios.
These financial ratios were evaluated with the WASPAS method, which
is a multi-criteria decision-making method. In the introduction part of the
study, the importance and purpose of the study were emphasized. In the
second part of the study, a literature review on the subject is given, and
in the third part, the scope and methodology of the research is explained.
In the fourth part, the research findings are shared and in the conclusion
part, the subject is evaluated according to the research findings and
suggestions are presented.

2. LITERATURE REVIEW

In the literature, the WASPAS method has been applied in the solution of
many decision-making problems due to its convenience. Zolfani etal. (2013)
proposed an integrated method based on SWARA and WASPAS methods
for shopping mall location evaluation. In this study, SWARA was used to
calculate criterion weights and WASPAS was used to evaluate potential
alternatives. Zavadskas et al. (2013) evaluated the facade alternatives of
four public and commercial buildings with WASPAS and ratio method,
reference point method and MOORA (Multi-Objective Optimization on
the basis of Ratio Analysis) method based on multiplicative system. Madic
et al. (2014) made a multi-criteria economic analysis of various machine
processes. For this purpose, machine processes were selected with the
WASPAS method. Lashgari et al. (2014) listed the outsourcing strategies
in health care and selected the best of these strategies with the Quantitative
Strategic Planning Matrix and WASPAS methods. Chakraborty and
Zavadskas (2014) have solved eight real selection problems that arise in
production with the WASPAS method. Turskis et al. (2015) combined
fuzzy set theory with WASPAS. In this context, fuzzy AHP and fuzzy
WASPAS were used in site selection for a new construction project.
Chakraborty et al. (2015) solved the parameter selection problems of 5
non-traditional machine processes with the WASPAS method. Zavadskas
et al. (2015) solved the site selection problem for the waste incineration
plant with a method called WASPAS-SVNS. Ghorabaee et al. (2017)
proposed solutions for MCDM problems based on CRITIC and WASPAS
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methods using interval value type 2 fuzzy sets. Mathew et al. (2017) used
the WASPAS method in the selection of industrial robots.

3. SCOPE AND METHODOLOGY
3.1. Scope

As 0f2021, 13 companies listed in the BIST paper and paper products,
printing and publishing sector (KAP, 2021). The data and information used
in the study were obtained from the public disclosure platform and the
investor relations sections on the web pages of the companies. BIST paper
and paper products, companies operating in the printing and publishing
sector are within the scope of the research, and these companies are given
in Table 1.

Table 1. BIST Paper and Paper Products, Printing and Publishing Sector
Companies Analyzed Within the Scope of the Research

NumberCode Company

ALKA ALKIM KAGIT SANAYI VE TICARETA.S.
BAKABBAK AMBALAJ SANAYI VE TICARET A.S.

DOGAN BURDA DERGI YAYINCILIK VE PAZARLAMA
AS.

DURDODURAN DOGAN BASIM VE AMBALAJ SANAYTA.S.
HURGZ HURRIYET GAZETECILIK VE MATBAACILIK A S.
IHGZT IHLAS GAZETECILIK AS.

KAPLMKAPLAMIN AMBALAJ SANAYI VE TICARET A S.
KARTN KARTONSAN KARTON SANAYI VE TICARET A.S.

OLMUKSAN INTERNATIONAL PAPER AMBALAJ
SANAYI VE TICARET A.S.
PRIZMA PRES MATBAACILIK YAYINCILIK SANAYI VE

DOBUR

O 00 3 & L A W N =

OLMIP

10 PRZMA

TICARETA.S.
1" SAMAT SARAY MATBAACILIK KAGITCILIK KIRTASIYECILIK
TICARET VE SANAYI A.S.
MONDI TiRE KUTSAN KAGIT VE AMBALAJ SANAY|
12 TIRE AS.

13 VKING VIKING KAGIT VE SELULOZ A.S
3.2. Methodology

Ratio analysis was conducted to investigate the impact of COVID 19
in 2019 and 2020. WASPAS, one of the multi-criteria decision-making
methods, and ratio analysis were used together in this study; the ratios
included in the study are criteria. Microsoft Excel was used to calculate the
financial ratios of companies for 2019 and 2020. The financial ratios used
in the study are given in Table 2.
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Table 2. Ratios as Criteria in the Study

Criteria Ratio

Current ratio
Acid-Test ratio
Cash ratio

N

w

Stock turnover ratio

N

Receivable turnover ratio

w

Liabilities/Total assets

o

Non-current assets/Permanent capital

-

Current assets/Total assets
Short-term liabilities/Total liabilities
Long-term liabilities/Total liabilities

)

©

S

Equity/Total assets
Net profit/Total assets
Gross profit/Net sales

IS

w

Operating profit/Net sales

Earnings before interest and taxes/Net
sales

Earnings before taxes/Net sales

Net profit/Net sales

o (9 S

oHoloNIoNoNoNoNoNoNoNoNoNoNoNeoNeNe

~

In the study, WASPAS, which is a multi-criteria decision-making
method with 17 financial ratios, was also considered as a criterion. The
WASPAS method was used to rank companies according to their financial
ratios for 2019 and 2020. The weights of the criteria are determined equally.
Companies which are listed in the BIST paper and paper products, printing
and publishing sector are alternatives for WASPAS method.

WASPAS (Weighted Aggregated Sum Product Assessment) method
was developed by combining WSM (Weighted Sum Model) and WPM
(Weighted Product Model). It has been emphasized that the accuracy of
WSM and WPM is below the WASPAS method as a single method and that
WASPAS can be successfully applied in multi-criteria decision making
problems in computer aided systems. The WASPAS method’s steps are
given below (Zavadskas et al., 2012, 3-4).

Step 1. Decision matrices X, by n criteria and m alternatives:

. L _— LY
i1 1z i
.k L _— -
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Tal ez Farn

Step 2. Equation (1) for beneficial criteria is used for normalization of
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X. Equation (2) used for non-beneficial criteria.
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Step 3. WSM method (Q,") is used for calculation of total relative

importance values by the criteria weights (w,) with Equation (3).
F

(TR Et"""' L )
=1
Step 4. WPM method (Q?) is used for calculation of total relative
importance values by the criteria weights (w,) with Equation (4).

et |_[ £,H, L i
Jm1

Step 5. Equation (5) is used for calculation of weighted aggregation of
additive and multiplicative. Q, shows final scores of alternatives calculated
with WASPAS. A value is used to alter weight towards either method
to carry out sensitivity analysis and enhance the precision of the final
decision. Final weights are calculated with WPM method when A = 0, and
final weights are calculated with WSM method when A = 1.

T TV S B A NV (R 1

4. FINDINGS

Under this heading, the empirical findings of the research are given.
The first step is to create a decision matrix that shows the performance of
different alternatives under different criteria. The decision matrix created
for companies according to financial ratios in 2019 and 2020 is given in
Table 3.

Table 3. Decision matrix created for companies according to financial ratios for
2019 and 2020

2019 CI C2 C3 Cc4 C5 C6 C7 C8 C9 Clo CIl CI2 CI3 Cl4 CI5 Cl6 Cl17

ALKA 3.04 2.52 148 627 85 0.32 0.17 0.88 0.27 0.03 0.68 1.03 1.06 1.03 1.09 1 0.96
BAKAP 1.31 0.84 023 434 4.08 0.58 0.78 0.55 0.42 0.16 0.42 0.87 1.03 093 0.99 0.88 0.88
DOBUR 1.79 1.75 0.81 40.24 3.65 0.63 0.37 0.81 0.45 0.18 0.37 0.8 1.25 0.85 091 0.82 0.82
DURDO 1.56 0.97 029 4.06 4.62 0.74 0.74 0.5 0.32 042 0.26 0.88 1.16 1 1.07 09 0.89
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HURGZ 1.97 1.87 0.1 18.8
IHGZT 591 49 033 6.85
KAPLM 0.94 0.74 0.02 7.17
KARTN 4.02 2.26 1.19 5.18
OLMIP 0.94 0.66 0.02 3.8
PRZMA 3.39 2.14 0.05 0.89
SAMAT 0.99 0.54 0.0003 2.4
TIRE 093 0.73 0.02 7.14
VKING 041 0.24 0.03 5.22

2.17
2.18
2.69
11.58
2.67
0.86

2.73
5.95

0.27 0.53 0.33 0.16 0.11 0.73 0.78 1 0.72 0.86 0.71 0.71
0.18 0.63 0.41 0.07 0.11 0.82 0.9 094 1 1.04 0.94 0.92
0.08 1.09 0.59 0.63 0.08 0.29 0.82 1.06 0.96 0.96 0.83 0.83
0.17 0.52 0.55 0.14 0.03 0.83 0.99 1.05 1.04 1.06 0.97 0.96
0.72 1.12 0.63 0.67 0.05 0.28 0.72 0.99 0.84 0.84 0.74 0.76
0.17 0.62 0.46 0.14 0.03 0.83 0.86 1.17 1.131 1.221 0.96 0.94
0.89 1.02 0.64 0.65 0.24 0.11 0.68 0.76 1.041 1.041 0.73 0.73
0.68 1.13 0.59 0.64 0.04 0.32 0.86 1.3 1.061 1.061 0.84 0.83
0.98 2.47 029 0.71 0.27 0.02 0.76 1.38 1.002 1.002 0.7 0.7

2020 C1 C2 C3 C4

Cs

C6 C7 C8 C9 CI0 CIl Cl2 CI3 Cl4 CI5 Cl6 Cl17

ALKA 3.63 2.82 1.51 6.24
BAKAP 1.46 1.04 037 5.11
DOBUR 1.75 1.7 0.80 41.56
DURDO 1.22 0.83 0.31 3.89
HURGZ 122 1.14 0.02 18.26
IHGZT 3.95 2.93 0.04 4.98
KAPLM 0.94 0.71 0.02 6.94
KARTN 4.04 2.87 1.82 533
OLMIP 1.25 0.9 0.03 594
PRZMA 1.92 0.87 0.01 1.28
SAMAT 1.14 0.53 0.002 3.01
TIRE  0.97 0.75 0.01 8.25
VKING 0.38 0.26 0.07 5.97

5.8
4.94
2.82
4.81
1.62
2.14
2.95
11.61
3.08
1.38
4.28
3.06
5.53

0.28 0.12 091 025 0.03 1.64 1.2 128 1.05 1.13 1.07 0.95
0.6 0.66 0.62 042 0.18 1.32 0.97 1.21 0.89 0.97 0.87 0.79
0.65 0.31 0.84 0.48 0.17 1.27 0.83 1.34 0.7 0.78 0.72 0.67
0.8 0.84 0.51 042 038 1.12 0.88 1.3 093 1.01 0.76 0.7
0.34 0.54 0.28 0.23 0.11 1.58 0.82 1.06 0.54 0.7 0.6 048
022 0.72 034 0.09 0.13 1.7 088 1.1 0.77 0.82 0.78 0.81
0.06 1.12 0.63 0.68 0.06 1.18 1.03 1.26 0.92 1.068 0.94 0.92
0.18 0.46 0.6 0.15 0.03 1.74 1.19 1.27 1.03 1.198 1.09 1.04
0.62 0.66 0.72 0.58 0.04 1.3 0.98 1.22 0.847 0.996 0.89 0.88
0.24 0.74 0.42 022 0.02 1.68 1.18 1.17 0.7 1.6 145 1.39
0.66 085 0.6 0.52 0.13 1.26 1.1 1.1 1.19 1.19 095 0.94
0.7 1.05 0.64 0.66 0.04 1.22 1.12 1.36 1.09 1.09 0.95 0.94
1.08 531 033 0.87 0.2 0.84 1.16 1.44 1.04 1.04 0.8 0.78

Equation (1) for beneficial criteria is used for normalization of initial
group decision matrix and Equation (2) is used for non-beneficial criteria.

Normalized decision matrix (X) is given in Table 4.

Table 4. Normalized Decision Matrix

2019 C1 C2 C3 C4

Cs

C6 C7 C8 C9 CI10 CIl1 Cl2 C13 C14 C15 Cl6 C17

max max max max

ALKA  0.5140.5141.000 0.156 0.734
BAKAP 0.2220.1710.155 0.108 0.352
DOBUR 0.3030.3570.547 1.000 0.315
DURDO 0.2640.1980.196 0.101 0.399
HURGZ 0.3330.3820.068 0.467 0.187
IHGZT 1.0001.0000.223 0.170 0.188
KAPLM 0.1590.1510.014 0.178 0.232

max

max max max min min max max max max max max max
0.3270.0691.0000.2591.0000.8191.0000.7680.911 0.893 1.0001.000
0.5920.3160.6250.1670.1880.506 0.8450.7460.822 0.811 0.8800.917
0.6430.1500.9200.1560.1670.4460.7770.9060.752 0.745 0.8200.854
0.7550.3000.5680.2190.0710.3130.8540.841 0.884 0.876 0.9000.927
0.2760.2150.3750.4380.2730.8800.7570.7250.637 0.704 0.7100.740
0.1840.2550.466 1.0000.273 0.9880.8740.681 0.884 0.852 0.9400.958
0.0820.4410.6700.2220.3750.3490.796 0.768 0.849 0.786 0.8300.865
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KARTN 0.6800.4610.804
OLMIP 0.1590.1350.014
PRZMA 0.5740.4370.034
SAMAT 0.1680.1100.000
TIRE  0.1570.1490.014

VKING 0.0690.0490.020

0.129
0.094
0.022
0.060
0.177
0.130

1.000
0.231
0.074
0.616
0.236
0.514

0.1730.2110.6251.0001.0001.0000.961 0.761 0.920
0.7350.4530.7160.2090.6000.3370.6990.7170.743
0.1730.2510.5231.0001.0001.0000.8350.848 1.000
0.9080.4130.7270.2390.1670.133 0.6600.551 0.920
0.6940.4570.6700.2431.0000.386 0.8350.9420.938
1.0001.0000.3300.2190.2650.0240.738 1.0000.886

0.868
0.688
1.000
0.853
0.869
0.821

0.9701.000
0.7400.792
0.9600.979
0.7300.760
0.8400.865
0.7000.729

2020 C1I C2 C3

C4

Cs

C6 C7 C8 C9 Cl10 Cll Ci2 C13 Cl4

C15

Cl6 C17

max max max
ALKA  0.8990.9620.830
BAKAP 0.3610.3550.203
DOBUR 0.4330.5800.440
DURDO 0.3020.2830.170
HURGZ 0.3020.3890.011
IHGZT 0.9781.0000.022
KAPLM 0.2330.2420.011
KARTN 1.0000.9801.000
OLMIP 0.3090.3070.016
PRZMA 0.4750.2970.005
SAMAT 0.2820.1810.001
TIRE  0.2400.2560.005

VKING 0.0940.0890.038

max
0.150
0.123
1.000
0.094
0.439
0.120
0.167
0.128
0.143
0.031
0.072
0.199
0.144

max
0.500
0.425
0.243
0.414
0.140
0.184
0.254
1.000
0.265
0.119
0.369
0.264
0.476

max max max min min max max max max

0.2590.0231.0000.3600.6670.943 1.0000.889 0.882
0.5560.1240.6810.2140.111 0.7590.808 0.8400.748
0.6020.0580.9230.1880.1180.7300.6920.9310.588
0.7410.1580.5600.2140.053 0.644 0.7330.903 0.782
0.3150.1020.3080.3910.1820.908 0.6830.736 0.454
0.2040.1360.3741.0000.1540.9770.733 0.764 0.647
0.0560.2110.6920.2210.3330.6780.8580.8750.773
0.1670.0870.6591.0000.667 1.0000.992 0.882 0.866
0.5740.1240.7910.3230.5000.7470.8170.8470.712
0.2220.1390.4620.8521.0000.9660.9830.813 0.588
0.6110.1600.6590.3610.3080.7240.9170.764 1.000
0.6480.1980.7030.2841.0000.7010.9330.9440.916
1.0001.0000.3630.2160.2630.4830.967 1.0000.874

max
0.706
0.606
0.488
0.631
0.438
0.513
0.668
0.749
0.623
1.000
0.744
0.681
0.650

max max
0.7380.683
0.6000.568
0.4970.482
0.5240.504
0.4140.345
0.5380.583
0.6480.662
0.7520.748
0.6140.633
1.0001.000
0.6550.676
0.6550.676
0.5520.561

Optimization

of the purpose includes both maximization and
minimization goals according to criteria. C9 and C10 are non-beneficial
criteria which denoted as min and the rest of the criteria are beneficial
criteria which denoted as max. Before the normalization matrix was
created, there was no negative value in the financial ratios, so no correction
was made. Values which are comparable are obtained by the normalization
of decision matrix.

Equation (3) and Equation (4) are used to calculate alternative weights
with WSM and WPM for 2019 and 2020. WSM values which are calculated
with Equation (3) for 2019 and 2020 are given in Table 5.

Table 5. Total relative importance values of alternatives by WSM for 2019 and

2020

2019 CI C2 C3

c4

Cs

C6 C7 C8 C9 C10 C11 C12 C13 C14 C15 Cle6 C17

weight 0.0560.0560.056 0.056 0.056 0.0560.0560.0560.0560.0560.0560.0560.0560.056 0.056 0.0560.056

ALKA  0.0290.0290.056 0.009 0.041 0.0180.0040.0560.0140.0560.0460.0560.0430.051 0.050 0.0560.056
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BAKAP 0.0120.0100.009
DOBUR 0.0170.0200.030
DURDO 0.0150.0110.011
HURGZ 0.0190.0210.004
IHGZT 0.0560.0560.012
KAPLM 0.0090.0080.001
KARTN 0.0380.0260.045
OLMIP 0.0090.0070.001
PRZMA 0.0320.0240.002
SAMAT 0.0090.0060.000
TIRE

0.0090.0080.001

VKING 0.0040.0030.001

0.006

0.056

0.006

0.026

0.009

0.010

0.007

0.005

0.001

0.003

0.010

0.007

0.020 0.0330.0180.0350.0090.0100.0280.0470.041 0.046

0.018 0.0360.0080.0510.0090.0090.0250.043 0.050 0.042
0.022 0.0420.0170.0320.0120.0040.0170.0470.047 0.049
0.010 0.0150.0120.0210.0240.0150.0490.0420.0400.035
0.010 0.0100.0140.0260.0560.0150.0550.0490.038 0.049
0.013 0.0050.0250.0370.0120.0210.0190.044 0.043 0.047
0.056 0.0100.0120.0350.0560.0560.0560.053 0.0420.051
0.013 0.0410.0250.0400.0120.0330.0190.0390.0400.041
0.004 0.0100.0140.0290.0560.0560.0560.046 0.0470.056
0.034 0.0500.0230.0400.0130.0090.0070.0370.0310.051
0.013 0.0390.0250.0370.0140.0560.0210.0460.0520.052

0.029 0.0560.0560.0180.0120.0150.001 0.0410.056 0.049

0.045 0.0490.051

0.041 0.0460.047
0.049 0.0500.052
0.039 0.0390.041
0.047 0.0520.053
0.044 0.0460.048
0.048 0.0540.056
0.038 0.0410.044
0.056 0.0530.054
0.047 0.0410.042
0.048 0.0470.048

0.046 0.0390.041

2020 C1 C2 C3

c4

C5 C6 C7 C8 C9 C10 C11 C12 C13 Cl4

C15 Ci16 C17

weight 0.0560.056 0.056

ALKA 0.0500.053 0.046
BAKAP 0.0200.020 0.011
DOBUR 0.0240.032 0.024
DURDO 0.0170.016 0.009
HURGZ 0.0170.022 0.001
IHGZT 0.0540.056 0.001
KAPLM 0.0130.013 0.001
KARTN 0.0560.054 0.056
OLMIP 0.0170.017 0.001
PRZMA 0.0260.016 0.000
SAMAT 0.0160.010 0.000

TIRE  0.0130.014 0.000

VKING 0.0050.005

0.056

0.008

0.007

0.056

0.005

0.024

0.007

0.009

0.007

0.008

0.002

0.004

0.011

0.056 0.0560.0560.0560.0560.0560.056 0.056 0.056 0.056

0.028 0.0140.0010.0560.0200.0370.0520.056 0.049 0.049

0.024 0.0310.0070.0380.0120.0060.042 0.045 0.047 0.042

0.013 0.0330.0030.0510.0100.0070.041 0.0380.052 0.033

0.023 0.0410.0090.0310.0120.0030.0360.041 0.050 0.043

0.008 0.0170.0060.0170.0220.0100.0500.0380.041 0.025

0.010 0.0110.0080.0210.0560.0090.0540.041 0.042 0.036

0.014 0.0030.0120.0380.0120.0190.038 0.048 0.049 0.043

0.056 0.0090.0050.0370.0560.0370.0560.055 0.049 0.048

0.015 0.0320.0070.0440.018 0.028 0.0420.045 0.047 0.040

0.007 0.0120.0080.026 0.0470.056 0.0540.055 0.045 0.033

0.020 0.0340.0090.0370.0200.0170.0400.051 0.042 0.056

0.015 0.0360.0110.0390.0160.0560.0390.052 0.052 0.051

0.056 0.0560.056

0.039 0.0410.038

0.034 0.0330.032

0.027 0.0280.027

0.035 0.0290.028

0.024 0.0230.019

0.028 0.0300.032

0.037 0.0360.037

0.042 0.0420.042

0.035 0.0340.035

0.056 0.0560.056

0.041 0.0360.038

0.038 0.0360.038

0.002 0.008 0.026 0.0560.0560.0200.0120.0150.0270.0540.056 0.049 0.036 0.0310.031

The fourth step of the WASPAS method is the calculation of WPM
with Equation (4). WPM values which are calculated with Equation (4) for
2019 and 2020 are given in Table 6.
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Table 6. Total relative importance values of alternatives by WPM for 2019 and
2020

2019 Cl C2 C3 C4 C5 C6 C7 €8 C9 Cl0 Cll Cl12 CI13 Cl4 Cl15 Cl6 C17

ALKA 0.9640.9641.000 0.902 0.983 0.9400.8621.0000.9281.0000.9891.0000.9850.995 0.994 1.0001.000

BAKAP 0.9200.9070.902 0.884 0.944 0.9710.9380.9740.9050.9110.9630.9910.9840.989 0.988 0.9930.995

DOBUR 0.9360.9440.967 1.000 0.938 0.9760.9000.9950.9020.9050.9560.9860.9950.984 0.984 0.9890.991

DURDO 0.9290.9140.913 0.880 0.950 0.9850.9350.9690.9190.8640.9380.9910.9900.993 0.993 0.9940.996

HURGZ 0.9410.9480.861 0.959 0.911 0.9310.9180.9470.9550.9300.9930.9850.9820.975 0.981 0.9810.983

IHGZT 1.0001.0000.920 0.906 0.911 0.9100.9270.9581.0000.9300.9990.9930.9790.993 0.991 0.9970.998

KAPLM 0.9030.9000.787 0.909 0.922 0.8700.9560.9780.9200.9470.9430.9870.9850.991 0.987 0.9900.992

KARTN 0.9790.9580.988 0.892 1.000 0.9070.9170.9741.0001.0001.0000.9980.9850.995 0.992 0.9981.000

OLMIP 0.9030.8950.787 0.877 0.922 0.9830.9570.9820.9170.9720.9410.9800.9820.984 0.979 0.9830.987

PRZMA 0.9700.9550.828 0.809 0.865 0.9070.9260.9651.0001.0001.0000.9900.9911.000 1.000 0.9980.999

SAMAT 0.9060.8850.623 0.855 0.973 0.9950.9520.9820.9240.9050.8940.9770.9670.995 0.991 0.9830.985

TIRE  0.9020.9000.787 0.908 0.923 0.9800.9570.9780.9241.0000.9480.9900.9970.996 0.992 0.9900.992

VKING 0.8620.8460.805 0.893 0.964 1.0001.0000.9400.9190.9290.8130.9831.0000.993 0.989 0.9800.983

2020 CI C2 C3 Cc4 C5 C6 C7 C8 C9 Cl0o ClIl Ci2 C13 Cl4 CI5 Cl6 C17

ALKA 0.9940.9980.990 0.900 0.962 0.9280.8101.0000.9450.9780.9971.0000.9930.993 0.981 0.9830.979
BAKAP 0.9450.9440.915 0.890 0.954 0.9680.8910.9790.9180.8850.9850.9880.9900.984 0.973 0.9720.969
DOBUR 0.9550.9700.955 1.000 0.924 0.9720.8540.9960.9110.8880.9830.9800.9960.971 0.961 0.9620.960
DURDO 0.9360.9320.906 0.877 0.952 0.9830.9030.9680.9180.8490.9760.9830.9940.986 0.975 0.9650.963
HURGZ 0.9360.9490.778 0.955 0.896 0.9380.8810.9370.9490.9100.9950.9790.9830.957 0.955 0.9520.943
IHGZT 0.9991.0000.809 0.889 0.910 0.9150.8950.9471.0000.9010.9990.9830.9850.976 0.964 0.9660.970
KAPLM 0.9220.9240.778 0.905 0.927 0.8520.9170.9800.9190.9410.9790.9920.9930.986 0.978 0.9760.977
KARTN 1.0000.9991.000 0.892 1.000 0.9050.8730.9771.0000.9781.0001.0000.9930.992 0.984 0.9840.984
OLMIP 0.9370.9370.796 0.898 0.929 0.9700.8910.9870.9390.9620.9840.9890.9910.981 0.974 0.9730.975
PRZMA 0.9600.9350.749 0.824 0.888 0.9200.8960.9580.9911.0000.9980.9990.9890.971 1.000 1.0001.000
SAMAT 0.9320.9090.685 0.864 0.946 0.9730.9030.9770.9450.9370.9820.9950.9851.000 0.984 0.9770.979
TIRE  0.9240.9270.749 0.914 0.929 0.9760.9140.9810.9321.0000.9800.9960.9970.995 0.979 0.9770.979

VKING 0.8770.8740.834 0.898 0.960 1.0001.0000.9450.9180.9290.9600.9981.0000.993 0.976 0.9680.968

Using Equation 5 (A = 0.5), the relative and total importance levels of
the alternatives, Q,, were calculated and the scores obtained were ranked
according to WASPAS method.
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Table 7. Ranking of Alternatives

2019 WSM  WPM  WSPM RANK 2020 WSM  WPM  WSPM RANK
BAKAP 0.698 0.649 0.67358 KARTN 0.704  0.631 0.66777 1

KARTN 0.665 0.596 0.63036 ALKA  0.638 0.548 0.59322
IHGZT 0.608 0.543 0.57539 DOBUR 0.499  0.452 047572
DOBUR 0.548 0.509 0.52835 PRZMA 0.553 0.368 0.46070
DURDO 0.595 0.426 0.51033 TIRE 0.517  0.403 0.45977
KAPLM 0.526  0.413 0.46969 IHGZT 0.496  0.390  0.44274
PRZMA 0.481 0.413 0.44707 VKING 0487 0387  0.43684
ALKA  0.468 0.416 0.44206 BAKAP 0449  0.413 0.43102
TIRE 0.454  0.427 0.44047 OLMIP 0.464 0392  0.42795 9
OLMIP 0.448 0.358 0.40315 DURDO 0.428 0.377  0.40247 10
HURGZ 0.472 0.307 0.38930 SAMAT 0.471 0.327  0.39898 11
VKING 0.432 0.335 0.38309 KAPLM 0.421 0.326  0.37381 12
SAMAT 0.445 0.261 0.35308 HURGZ 0364 0310  0.33736 13
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According to the WASPAS method in 2019, BAKAP is in the 1st
place, while in 2020 it is in the 8th place. In 2019 KARTN is in 2nd place
and in 2020 it is in 1st place. IHGZT ranked 3rd in 2019 and 6th in 2020.
DOBUR ranked 4th in 2019 and 3rd in 2020. DURDO is ranked 5th in
2019 and 10th in 2020. KAPLM ranked 6th in 2019 and 12th in 2020.
PRZMA is ranked 7th in 2019 and 4th in 2020. ALKA ranked 8th in 2019
and 2nd in 2020. TIRE ranked 9th in 2019 and 5th in 2020. OLMIP ranked
10th in 2019 and 9th in 2020. HURGZ is ranked 11th in 2019 and 13th in
2020. VKING ranked 12th in 2019 and 7th in 2020. SAMAT ranked 13th
in 2019 and 11th in 2020.

CONCLUDES

The purpose of this research is achieved with revealing the impact
of the COVID 19 on the financial statements of companies as financial
performance with evaluating WASPAS method in the paper and paper
products, printing and publishing sector in Borsa Istanbul. 17 financial
ratios were used to measure the financial performance of 13 companies
traded in the Borsa Istanbul paper sector during the COVID 19 period.
The ratios used for ratio analysis are liquidity and turnover ratios, financial
structure ratios and profitability ratios. The financial ratios used in this
financial performance measurement were evaluated with the WASPAS
method, which is a multi-criteria decision-making method. When 2019 and
2020 are compared, the total current assets of the enterprises in the paper
and paper products, printing and publishing sector increased due to the
increase in their trade receivables and stocks, and the increase in tangible
fixed assets and investment properties increased the total fixed assets. The
increase in the total current assets of the enterprises is higher than the
increase in the total fixed assets. The main reason for the increase in total
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short-term liabilities in 2020 compared to 2019 is the increase in trade
payables. Although the long-term borrowings of the enterprises generally
decreased, the increases in the long-term provisions for employee benefits
increased their total long-term liabilities. Equity has increased in the
majority of businesses in 2020 compared to 2019.

While revenue and gross profit items increased in general in the paper
and paper products, printing and publishing sectors in 2019 and 2020,
there was no similar increase in operating profits. While there were more
increases in the main operating profits of the enterprises in the paper and
paper products sector, there were main operating losses of the enterprises
in the printing and publishing sector. The financing expenses of the vast
majority of businesses decreased in 2020 compared to 2019. While the
majority of enterprises in the paper and paper products sector achieved a
net profit for the period in 2020, a net loss for the period occurred in general
in the printing and publishing sector. Cash inflows from the operations
of the enterprises continued and cash inflows from the activities of the
enterprises in the paper and paper products sector increased more than
the enterprises in the printing and publishing sector. Cash outflows from
investment activities of enterprises in the paper and paper products sector
increased, while cash outflows from investment activities of enterprises in
the printing and publishing sector decreased. Cash outflows from financing
activities of businesses decreased in general when compared to 2019. The
majority of these businesses have had cash outflows from their financing
activities.

Companies in the paper and paper products industry have higher
liquidity ratios, inventory turnover and receivables turnover than businesses
in the printing and publishing industry. This is generally true for financial
structure ratios. When the profitability ratios are analyzed, the profitability
ratios of the enterprises in the paper and paper products sector increased
more in 2020 compared to the enterprises in the printing and publishing
sector in 2020 compared to 2019. Common to the key audit matters in
audit reports are the recoverability of trade receivables, inventories, fair
value measurements of investment properties, and recording of revenues
and revenues. It is seen that businesses in the paper and paper products
industry perform better than businesses in the printing and publishing
industry during the COVID 19 period. When paper and paper products
are considered as packaging materials and cleaning products, it can be
said that the financial statement data is also better due to the increasing
demand due to the increasing shipping-packaging and hygiene activities
of the companies producing them. On the other hand, it can be stated that
the demand for printed products such as newspapers and magazines has
decreased, thus negatively affecting the financial statement data of the
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enterprises in the printing and publishing sector.

The improvement in the financial ratios of the companies caused them
to get a higher rating in 2020 compared to 2019. The WASPAS method also
shows that companies with improved financial ratios are ranked higher.
On the other hand, companies with declining financial ratios were ranked
lower in 2020 compared to 2019. It can be stated that COVID 19 has a
positive effect on the financial ratios of the paper industry. Thus, while
companies in the paper industry rank more high, companies in the printing
industry rank lower. In this study, criteria weights were taken equally and
calculated. In future studies, the weights of the criteria can be determined
and applied by different methods. In addition, the impact of COVID 19 on
the financial ratios of other sectors can be investigated with different multi-
criteria decision-making methods.
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INTRODUCTION

Insurance companies are among the financial institutions that
transfer resources to the economy. They also provide collateral against
the potential risks and harms that individuals may face. And when the
damages occur, they compensate the damage according to certain rules.
Thanks to these functions, the insurance sector contributes to economic
development, economic growth and the well-being of individuals. The
financial performance of insurance companies that transfer resources from
collected premiums to the economy is closely monitored by stakeholders
in the sector (Isik, 2019; Aydin, 2018; Ozcan, 2011, Uralcan, 2011 ).

In order to sustain the function of transfer of resources to the economy,
it is necessary to manage the risks undertaken by insurance companies
well. This requires an effective reinsurance system. The transfer of some
of the risks undertaken by insurance companies to reinsurance companies
in exchange for commission according to the terms of their contract is
called “reinsurance” or “cession”. Reinsurance companies are financial
companies established to take over some of the risks and premiums of
insurance companies. They give a certain commission or dividend to
insurance companies in exchange for the transfer of premiums. If the
transferred risks occur, reinsurance companies pay a certain percentage of
the damage to the insurance companies that transfer the risk. Reinsurance
companies can transfer some of the risks they inherit to other reinsurance
companies and take risks from them. This function is called “retrocession”.
In this way, it is possible to distribute the risks to reinsurance companies
in different countries. The reinsurance function allows the international
sharing of insurance risks, especially in a particular country. Reinsurance
function is vital for the insurance sector to function effectively and create
economic benefits. Thanks to the reinsurance function, the risks of
insurance companies are spread over a wider geography, thereby making
the major risks homegenous within a more balanced portfolio structure.
In this way, the big risks can be managed more easily. In addition, the
capacities and flexibility of insurance companies may increase (Ererdi,
1983; Akalin, 1998; Toprak, 2009; Baran, 1982; Ayan, 2020).

One of the three main groups (with life, life and retirement) located
in the insurance sector in Turkey is the reinsurance group. In this study,
the financial performance of reinsurance companies operating in Turkey
between 2018 and 2020 will be compared and thus a performance ranking
will be created on the basis of the relevant companies. Since there are no
studies in the literature in which the financial performance of reinsurance
companies operating in Turkey is analyzed with multi-criteria decision-
making techniques (MCDM), it is thought that this research can contribute
to the literature.
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In this research, some criteria taken into account in the financial
performance valuation of companies were selected. These selected criteria
include Equity / Total assets, Current assets/ Total assets, Short-term
liabilities / Current assets, Financial liabilities / Equity, Total liabilities /
Equity, Net profit/ Total assets, Net profit / Equity, Total assets/Insurance
Sectorratios. The weights of these criteria were determined by the researcher
and higher weights were given to the criteria related to profitability.

There are five titles in the study: The first title covers the role of
insurance and reinsurance in the transfer of resources to the economy. In
the second title, the relevant literature is summarized. In the third title, the
method of the study is explained. The fourth title has an application section
with the findings of the research. The results obtained from the findings
were evaluated under the title of the conclusion in the last part of the study.

1.LITERATURE SUMMARY

In literature, no performance comparison studies of reinsurance
companies using WPM (Weighted Product Method) method being as a part
of MCDM techniques were found. Below, the studies analyzing financial
performances of insurance companies operating in Turkey by using any of
MCDM techniques or the studies analyzing financial performance of other
sectors using WPM method are summarized.

Ozbek (2015a) compared the financial performance of pension
insurance companies in Turkey between 2010 and 2014 using EATWIOS
being as one of MCDM techniques. Criteria weights are determined by the
researcher. The number of employees, total assets and total paid capital,
premium production and number of contracts were selected as criteria.
Allianz Yasam has been the most successful pension company in all of the
sub-EATWIOS methods based on satisfaction level of premium production,
satisfaction level of premium production and number of contracts and no
satisfaction level.

Ege et al. (2016) investigated the performance of some investment
funds of pension companies in Turkey between 2012 and 2014. In
performance analysis, ELECTRE method from multi-criteria decision-
making techniques and money supply M2, Sharpe, Treynor and Jensen
criteria were used. Allianz Hayat and Emeklilik was the most successful
pension insurance company in 2012-2013, while Aegon Emeklilik and
Hayat was the most successful pension insurance company in 2014.

In Taka et al. (2017), integrated SAW and WPM method was used
to choose the best among different tool ends for better surface quality in
turning. In the study, 9 alternatives and 5 criteria were evaluated.

Aydin (2018) compared the financial performance of life and pension
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insurance companies in Turkey between 2015 and 2017. In the study,
integrated CRITIC and TOPSIS methods from multi-criteria decision-
making techniques were used. Ten financial ratios and eight technical
ratios were used as criteria. The industry’s highest performing year was
2015, while the lowest performance was recorded in 2007.

Bulgurcu (2019) compared the financial performance of six insurance
companies registered in BIST in the period of 2014-2018. In the research,
integrated ENTROPI (as one of MCDM techniques) EATIWOS method
was used. The sales successes of the companies were compared. As a
criterion, current and fixed assets, capital, agency, number of branches and
policies, premium total, technical profit were selected. At the end of the
research, AvivaSA was the highest performing company.

Keles et al. (2019) has addressed the problem of choosing a full blood
count device planned to be used in a laboratory. SWARA method for
criterion weights and WPM method for performance ranking were used.
The Analytical Hierarchy Process method was applied to test the result
reached. The decision matrix to which the WPM method is applied is also
examined with the TODIM method.

Unal (2019) compared the financial performance of insurance
companies registered in BIST for 2017. In the study, integrated ENTROPY-
EDAS method and eight criteria were used. The measure of profit before
tax /gross premium received is the most important criterion. The highest
performing company is Anadolu Hayat Emeklilik.

The financial performance of the insurance companies registered in
BIST between 2008 and 2017 was investigated by Acar (2019). In the
study, TOPSIS from MCDM techniques was applied with equal weight.
Eighteen liquidity ratios were selected as criteria. Company names in
the study are not specified. It has been determined that the performance
ranking is different every year.

2.METHODOLOGY: WEIGHTED PRODUCT METHOD
(WPM)

Being the one of multi-criteria decision-making techniques, WPM
(Weighted Product Method) method was used in the study. The WPM
method was designed by Bridgman in 1922 (Gilizel ve Celik, 2021).
The implementation stages of this method, also called the Weighted
Multiplication Method, are described through the following equations
(Chang and Yeh, 2001; Savitha and Chandrasekar, 2011; Nezhad et al.,
2015; Ozbek, 2015b; Taka et al., 2017; Ozbek, 2017; Demirci, 2019; Keles
et al, 2019; Sahin, 2020).
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In the first phase of the WPM method, the initial decision matrix is

created. The initial decision matrix is created as in Equation 1.
LSS T
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In equation, i shows alternative (i=1,2,3, ..., m), j indicates criterion (
j=1,2,3, ..., n), xij signals the value of 1. alternative in terms of j. criterion.

In phase 2, the initial decision matrix is converted into a normalized
decision matrix with the normalization process. Normalization is done with
the help of Equation (2) for maximum directional criteria and Equation (3)
for minimum directional criteria. Thus, the exponent of each normalized
value is taken with the previously determined criterion weight.
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Xij indicates the normalized value of i. alternative in terms of j.
criteria. Wj is the weight of the j. criterion. Positive exponent (+wj) is
taken for benefit-oriented criteria and negative (—wj) exponent is taken for
cost-oriented criteria. As a result of applying Equations (2) and (3) to the
corresponding cells in the decision matrix, the normalized decision matrix
is created as in Equation 4.
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In phase 3, the performance score is calculated for each alternative.
At this stage, all criteria are to be joined to the performance score. The
calculation of the performance score is shown in Equation 5.
wEM;  — T, =i (50

WPM,; indicates performance score of i. alternative calculated by
WPM method.

In phase 4, the highest value among these performance scores is
considered the best alternative according to WPM method (Keles et al,
2019).

3. APPLICATION

Before proceeding to the performance analysis of reinsurance
companies, the asset sizes of the financial sector and insurance sectors in
which reinsurance companies are located should be looked at. In particular,
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it is worth looking at the asset development of the financial sector in Turkey
between 2013 and 2020:

Figure 1. Financial Sector Total Assets (billion TL)

Source: BDDK 2020 Annual Report. Accessed on: 07.10.2021, access
address: https://www.bddk.org.tr/ KurumHakkinda/EkGetir/5?ekld=22.

According to Figure 1, the TL values of the assets owned by the
financial sector in Turkey have steadily grown between 2013-2020. Of
course, it will be healthier to evaluate this growth together with the inflation
and exchange rate changes that took place during this period in Turkey.
However, it is quite clear that the financial sector has grown nominally
during this period. If we focus from the financial sector to the insurance
sector, we can see that the share of the insurance sector, which includes
the reinsurance sub-sector, is approximately 4.4 percent. The insurance
sector has three sub-sectors: non-life, life-pension and resurance. Within
the scope of the shares of these sub-sectors in total assets of the sector in
2020, it is known that the largest share belongs to the “life and pension”
group (66.7 percent). The second largest share belongs to the “non-life”
sub-sector (31 percent) and the smallest share belongs to the “reinsurance”
sub-sector (2.2 percent). According to these statistics, it is seen that the
reinsurance sub-sector analyzed in this study has the smallest share in
terms of total assets within the insurance sector covering it (TSB, 2021).

Table 1 contains information on the number of companies, employees
and the share of total asset of the reinsurance group in the general insurance
sector and the financial sector between 2018-2020.

Table 1. Basics of The Reinsurance Sector in Turkey

IFundemental Sizes of Reinsurance Sector 2018 [2019 [2020

[Number of reinsurance companies 2 3 3
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Number of employees in the reinsurance sector 225 252 302
illlérsl;ber of insurance industry employees (excluding direct 14070 14228 14428
[Employment share of the reinsurance sector (%) 1.6 1.8 2.1
[nsurance sector total asset (Billion TL) 178.4 [237 307.8
Reinsurance sector total asset (Billion TL) 3.896 [4.904 16.809
Reinsurance sector’s share within the insurance sector (%) 2.18 [2.07 .21
Financial sector total asset (Billion TL) 4436.0 15191.6 16997.8
The share of the insurance sector within the financial sector (%)[4.02  |4.57  |4.40

Source: Insurance Association of Turkey (TSB). (2021). Statistics.
Accessed on: 07.09.2021, access address: https://www.tsb.org.tr/
tr/istatistikler and BDDK (2020). Annual Report. Accessed on:
07.09.2021, access address: https://www.bddk.org.tr/KurumHakkinda/
EkGetir/5?ekld=22.

According to Table 1, it is seen that reinsurance companies operating
in Turkey did not increase much in number between 2018 and 2020. The
same applies to the number of employees in these companies. In addition,
it turns out that the share of the reinsurance sector in the insurance sector
total asset is quite small at 2.2 percent.

The financial figures (such as current assets, total asset, short-term
liabilities, financial liabilities, long-term liabilities, equity, net profit/loss) of
the companies (alternatives) operating in the reinsurance sector between 2018
and 2020 were converted into financial ratios suitable for financial analysis
after obtained from the Insurance Association of Turkey (TSB) website. The
criteria (financial ratios) used in the measurement of financial performance
of companies are capital adequacy, liquidity, leverage, profitability and
sector share. The equations for these criteria are included in Table 2.

Table 2. Criteria

Criterion Equation Code [Target |Weight
Capital adequacy Equity / Total Assets Cl1 Maks 0.125
Current Assets/ Total Assets Cc2 Maks 0.075
ILiquidity — X
Short-term Liabilities / Current Assets [C3 Min 0.125
Leverage [Financial Liabilities / Equity C4 Min 0.075
Total Liabilities / Equity CS Min 0.125
» INet Profit / Total Assets Co6 Maks 0.175
Profitability -
INet Profit / Equity Cc7 Maks 0.175

Sector share Total Assets / Insurance Sector C8 Maks 0.125
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The “Max” directional criteria in the table are benefit-oriented and are
aimed to be the highest (maximum) value for the company’s performance.
In contrast, since the “Min” directional criteria are cost-oriented, it is
better for company performance to be at the lowest (minimum) value. The
weight value of the criterion indicates the importance of each criterion;
The highest value points to the most important criterion. In the study,
weight coefficients of the criteria were determined based on the personal
opinion of the author. For example, they have a higher weight coefficient
(17.5 percent) than other criteria, as profitability criteria are considered
more important in performance evaluation. The sum value of the weight
coefficients of the criteria should always be 1.

The number of reinsurance insurance companies in Turkey is 3 in
2020 (end of year). Table 3 shows the shares of reinsurance companies
within the insurance sector in terms of total asset and each company’s
share within the reinsurance group.

Table 3. Reinsurance Companies in Turkey (2020)

ICompany Total Total Eauit INet Profit /(Group gflgtr(;r
Name (Alternative) Code  [Assets Liabilities | 0 [Loss Share (%) (%)
IMilli Reastirans TAS|R 1 5,506,298 2,867,664 2,638,633 348,598  |0.809 0.018
VHV Reasiirans ASR2 328074 pI8,108  |109.965 |19313 048 [0-001
[Turk Reastirans AS [R3 .143 0.003

975,256 515,424 459,832 (82,209

IReinsurance
Companies Total
(000 TL)
Insurance Sector
Total (000 TL) 307,842,215269,319,968(38,522,24710,503,600

6,809,628 (3,601,196 3,208,430 450,120

Source: Source: Insurance Association of Turkey. Statistics. Accessed
on: 07.09.2021, access address: https://www.tsb.org.tr/tr/istatistikler

From Table 3, it is seen that the share of the reinsurance sector in
the insurance sector total asset is quite low at 2.2 percent by the end of
2020. In addition, it is seen that the largest company in the sector is Milli
Reastirans. This company’s share of the reinsurance sector total asset is the
highest with 80.9 percent. The second largest company is Tiirk Reasiirans
with a 14.3 percent share. This company was founded in 2019 and is an
entirely publicly owned company. The smallest company in the sector is
VHYV Reasiirans with a share of 4.8 percent.

WPM method, one of the MCDM techniques, was used to compare the
financial performance of these companies. In the performance comparison
analysis, decision matrices for 2018, 2019, 2020 were organized separately.
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The following steps were made according to these matrices. The year 2020
is taken as an example to show the application steps in order.

In the first stage, the initial decision matrix is created. Table 4 below
shows the initial decision matrix for 2020.

Table 4. Initial Decision Matrix (2020)

Target IMaks IMaks Min Min Min Maks  [Maks IMaks

éﬁ:’;‘:ivey cl1 2 3 Cc4 Cs c6 (c7 s

IR1 0.479 0.596 0.785 0.000 1.087 0.063  [0.132 0.0179
IR2 335 0.987 0.673 .012 1.983 .059  10.176 0.0011
R3 471 0.980 0.525 .012 1.121 .084 10.179 0.0032

Source: Created by the author.

Equation (1) was used when preparing the table. The rows of the table
contain reinsurance companies (alternatives) and the columns contain
criteria. There are 3 alternatives and 8 criteria in the initial decision matrix
with a total of 3x8=24 elements. The first row of the table has target (Max/
Min) information. Five of the criteria consisting of financial ratios are
targeted at benefit (Max) and three are cost (Min) oriented.

In the second stage, normalization of the values in the initial decision
matrix was performed. With normalization, the criteria values with
different units are reduced to 0-1 range. Equations (2) and (3) were used
when performing these operations. The normalized matrix is seen in Table
5.

Table 5. Normalized Matrix (2020)

Target Maks [Maks Min Min Min Maks  [Maks  [Maks
Alternatives cl 2 3 Cc4 cs 6 7 [c8
(Criteria

IR1 0.912 [0.962 1.031 3.981 0.990 [0.617 702 0.605
IR2 0.872 10.999 1.051 1.397 0.918 0.609 738 0.425
IR3 0.910 [0.998 1.084 1.396 0.986  0.649  (0.740  |0.487

Source: Created by the author.

When editing Table 5, the criteria weights previously given in Table 2
were taken as exponent. Equation (2) was used for benefit-oriented criteria and
Equation (3) was used for cost-oriented criteria in normalization processes.

In the third stage, performance scores were calculated in which all
criteria for each alternative affected at different rates. Equation (5) was used
to calculate performance scores. In this way, the sum of the multiplications
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of the normalized values for all criteria on the basis of each alternative is
taken. Thus, the weighted total multiplication method was applied.

In the fourth stage, the performance scores obtained on an alternative
basis were sorted from large to small and the performance ranking of
reinsurance companies for 2020 was formed. Table 6 below displays the
performance scores and financial performance rankings of the companies.

Table 6. Performance Score and Ranking-2020

. erformance erformance
IAlternative .
Score Ranking
Milli Reastirans TAS 0.933 1
\VHV Reasiirans AS 0.224 3
Tirk Reasiirans AS 0.317 2

Source: Created by the author.

According to Table 6, the company with the highest performance score
(0.933 points) in 2020 was Milli Reasiirans A.S. Therefore, the company
in question has achieved to gain the top place in the performance rankings.
The lowest performing company is VHV Reasiirans.

The same application was made separately for 2018 and 2019. The
highest performing company in 2018 was Milli Resiirans A.S. with a
performance score of 1,008, while in 2019 the same company achieved
the highest score with a score of 0.418. The performance scores and
performance ranking tables for these years are shown below.

Table 7. Performance Score and Ranking-2019

Alternative Performance Score | Performance Ranking
Milli Reasiirans TAS 0.418 1
VHYV Reasiirans AS 0.177 3
Tiirk Reastirans AS 0.394 2

Source: Created by the author.

Table 8. Performance Score and Ranking-2018

Alternative Performance Score Performance Ranking
Milli Reasiirans TAS 1.008 1
VHYV Reasiirans AS 0.462 2
Tiirk Reasiirans AS - -

Source: Created by the author.
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Performance scores were averaged between 2018 and 2020 and the
performance ranking of the companies was made. Table 7 includes the
average performance of reinsurance companies operating in Turkey for 3
years.

Table 9. Avarage Performance Score and Ranking Between 2018-2020

Alternative Performance Score Perfomance
Ranking

Milli Reasiirans TAS 0.786 1

VHYV Reasiirans AS 0.288 3

Tiurk Reasiirans AS 0.356 2

Source: Created by the author.

According to Table 9, the company with the highest performance score
average between 2018 and 2020 was Milli Reasiirans A.S. with a score of
0.786. Tiirk Reastlirans A.S. was ranked 2nd with a performance score of
0.356, while VHV Reasiirans A.S. was the last with a performance score of
0.288. As a result, the most financially successful company in the last three
years is Milli Reasiirans A.S. This success of the company in question was
influenced by its high sector share, low financial debtness, high capital
adequacy, and high profitability especially in 2018 and 2019.

CONCLUSION

The increase of the assets of the insurance sector within the financial
sector is extremely important for the entire national economy due to its
function of transferring funds to the economy. The financial performance
of reinsurance companies, which act as contributing to the financing of
insurance companies, inheriting their risks and transferring some of these
risks to other reinsurance companies abroad, affects other insurance
companies. Reinsurance function is vital for the insurance sector to function
effectively and create economic benefits. Thanks to the reinsurance function,
the risks of insurance companies are spread over a wider geography, thus
homogenizing the major risks within a more balanced portfolio structure.
Thus, the capacities and flexibility of insurance companies increase by
managing the big risks more easily.

In the study, the financial performance of reinsurance companies
operating in Turkey between 2018 and 2020 was investigated based on
capital adequacy, liquidity, leverage, profitability and sector share by using
WPM method, which is one of the MCDM techniques

According to the performance analysis of reinsurance companies
operating in Turkey, the most successful company between 2018 and 2020
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was Milli Reasiirans A.S. This company was followed by Tiirk Reasiirans
A.S. and VHV Reasiirans A.S. respectively. High sector share, capital
adequacy, profitability and low financial indebtedness were factors in the
high performance of Milli Reasiirans A.S. However, it is thought that this
study comparing the financial performance of reinsurance companies in
Turkey will be useful in testing with different MCDM techniques.
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INTRODUCTION

Travel has continued its existence since the people in primitive
ages have set out and traveled great distances in order to look for such
necessities as clothes, food, survival, and games. Throughout history,
people have preferred travelling for economic, religious belief, trade,
war, immigration, entertainment and other compelling purposes. In the
Roman period, rich aristocrats, high government officials traveled for
pleasure and entertainment purposes. Except for the Dark Age, travel
have continued to increase throughout the recorded history and played an
important role in the development of civilizations (Theobald, 2005, p. 5).
Tourism sector has rapidly improved as a result of the development of
civilizations, the enrichment of societies, the need of people for holidays
caused by intense work pressure, the diversification, enhancement and
development of transportation devices, the increase in people’s free time,
and the introduction of natural and historical values and beauties in various
geographies of the world through technological development. By the
20"century, tourism sector has been able to make the greatest contribution
to countries in terms of economic and socio cultural development (Onen,
2008, p. 2; Karatas & Babur, 2013, p. 16).

Buhalis & Costa (2006) have stated that the internet has altered time and
place perception. The second wave of the life integrated with the internet
is being experienced via mobile devices and by 2020, mobile devices will
have been used together with other electronic devices (cars, television)
(Sanlhiodz, Dilek & Kogak, 2013, p. 253). Information technologies provide
the information infrastructure required by tourism sector (Karatas & Babiir,
2013, p. 19). However, it can be stated that the travel activities of tourists
have different characteristics.

Photography has been associated with travel activities for a long time
so it seems impossible for many people to travel without taking photographs
(Nikjoo & Bakhsi, 2019, p. 89). According to Hilmann (2007), taking
photographs plays different roles like proving the presence of the tourist
in the destination and creating travel memories. In general, just like other
people, tourists are increasingly becoming the (co)producers of media texts
tobe spread beyond the limited framework of traditional family albums
and discussed outside this scope (Jansson, 2018, p. 102). Today, too many
internet users are benefiting from lots of social websites to find old friends,
make new friends and share lots of private information like photos, videos
and blogs (Kim, Jeong & Lee, 2010, pp. 215-216).

The Concept of Social Media and Social Network Websites

Technology and internet have made the concept of social media become
well known. The small world phenomenon that was first mentioned by
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the sociologist Stanley Milgram (1967), has been strengthened by people
beginning to communicate through establishing connections on the Internet
(Onat & Alikilig, 2008, p. 1116). In the social environment where everyone
is watching each other, people have almost been pleased to be observed.
The lives shared with the known or unknown individuals, whether true or
false, respond to the feeling of personal satisfaction (Aydialp, 2013, p. 4).

Simply, social media is a communication-based process such as
content sharing and personal comments where internet users contact online
with each other. Creating travel experiences for a tourism consumer on
social media is composed of three different stages as; past experiences,
experiences during the travel and accommodation, and experiences after
the travel and accommodation, respectively (Milano et al., 2011, p. 4).

Despite the fact that there is not a generally accepted social media
definition, what is meant by social media is the websites with social
content. According to Pempek, Yermolayeva & Calvert (2008, p. 230),
social network in social media is defined as internet communities sharing
the profile information to users, discussing and collaborating (Kim, Jeong
& Lee, 2010, p. 216; Kietzman Hermkens, McCarthy & Silvestre; 2011,
p- 242; Eryilmaz & Zengin, 2014, p. 148), allowing communication with
other users through means like sending personal or online messages,
sharing photos and videos, enabling collaboration and interaction (Palmer
& Lewis, 2009, p. 165; Evans, 2008, p. 33; Koksal & Ozdemir, 2013, p.
325). According to the definitions of Kaplan & Haenlein (2010, p. 61),
Yayla (2010, p. 59), Barutgu & Tomas (2013, p. 8), social media is based
on the ideological and technological basis of Web 2.0; and according to
Haciefendioglu & Firat (2014, p. 88) and Kirtis & Karahan (2011), social
media is a set of internet-based applications like Facebook and Myspace
that allow the socialization, and formation and modification of the content
created by the user. Social networking websites can also significantly
affect the decisions of purchasing goods and services as a platform where
consumers share all their experiences with each other (Haciefendioglu &
Firat, 2010). They can also offer important opportunities for businesses
in terms of sharing the positive and negative experiences of consumers
about goods and services on social networking websites and being able to
influence other consumers’ purchasing decisions.

According to Onat & Alikilig¢ (2008), social media environments
can be fundamentally grouped into seven groups as; e-mail groups,
blogs, forums, institutional intranet, extranet, instant message services,
and social networking websites. It is possible to increase the number of
definitions but when the definitions are considered, it can be revealed that
there is a common set of features in almost all of them:



Research & Reviews in Social, Human and Administrative Sciences *77

* Social media is a communication setting.

* Social media is a platform where individuals exchange information
mutually.

* Social media is a tool enabling individuals to socialize.

The important common features of the many websites with social
content like social networks, video and photo sharing websites, micro
blogs, movie and music websites can be collected under the following
headings (Kim, Jeong & Lee, 2010, p. 218):

1. Personal Profile: Social websites usually ask their members to
create a profile with their personal information and aim to recognize who
their own members are.

2. Setting Online Connection: The website being registered reminds
and encourages you to communicate with the people and friends you have
contacted in the same setting based on e-mail connections.

3. Joining Online Groups: It is possible to create online groups
within the websites like LinkedIn, Facebook, Myspace and Flickr, invite
the members in the website to your group and become a member of other
groups.

4. Contacting Online Connections: Many websites with social
content provide users such opportunities as sharing e-mail addresses,
leaving text messages, creating a public or private bulletin board with
their friends or with others.

5. Sharing the Content Created by Users: Many social media tools,
blogs, micro blogs, and websites enabling to share pictures, videos,
music, etc. provide users with the opportunity to share and disseminate
the content they have created with their friends or other people. For
shaping their relationships, travelers try sharing their knowledge
and experiences on social media tools like Facebook, Instagram and
TripAdvisor (Munar & Jacobsen, 2014, p. 46).

6. Opinions and Comments: Most of the websites with social content
allow users to write comments and express opinions on the content such
as published information, news, video, and pictures. Along with social
media, tourists are both actors and narrators sharing travel experiences
instantly (Nikjoo & Bakhsi, 2019).

7. Getting Information: Despite the fact that the websites with social
content generally provide the information, content and person searched
after being online, they can also share the information, content and person
searched according to the preferences and features of the website without
even being online. For example, while Twitter allows to search for
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people without being online, LinkedIn shares the information of person,
profession, job, company and group with basic key word search.

8. Keeping Users on the Website: Many websites with social content
develop various features to be able to keep their users on the website longer
and make return back in a shorter time. An example of this can be given as
Facebook’s “Market Place” application, which can be used for marketing
purposes (Milano et al., 2011, p. 4).

Today, with the rapid developments in information and communication
technologies, travel blogs and diaries have been replaced by personal blogs,
social media accounts and forums so as to be able to obtain information
about a region (Okul & Aslitiirk, 2018, p. 20). Social networks are used
worldwide as a revolution that enables the publication of people’s private
lives (Baughman, 2010, p. 933). In social networks, individuals can meet,
communicate and share content with each other, and create discussion
settings and groups (Karadag, 2010, p. 82). Social networking websites
are the latest online communication tools that allow everyone to reach
them and create a personal profile, and enable the communication of their
users (Kirschner & Karpinski, 2010, p. 3). Besides, these websites are used
as online tools in which information and activities like cultural events,
pictures, group addresses, books, music, cinema, video, friendship, and
political thoughts are shared.

Via social networks and social media, it has become easier for
thousands of people to communicate with each other as if they were
just a single individual (Owen & Humphrey, 2009, p. 3). Socialization
through the internet has an important place especially among young adults
(Kirschner & Karpinski, 2010, p. 3) and today, millions of young adults
are using social networking websites (Pempek et al., 2009, pp. 227-228).

The participation in popular social networking websites like Myspace
and Facebook has increased tremendously in the recent years, especially
among young people and young adults (Li, 2007, pp. 1-4). The reason for
this is the fact that they spend too much time on social networks. These
websites are frequently used by individuals to obtain specific information
about each other; especially in making new friends and finding old friends
(Morgan, Snelson & Elison-Bowers, 2010).

Tourism and Social Media

One of the most widely used new technologies is sharing experiences
on social media (Facebook, Twitter etc.) (Buhalis & Costa 2006, 13).
Through social media (including tourism communities, blogs and sub-
typesas well as the mainstream platforms such as Facebook, Flickr and
Instagram), people can instantly follow, share, evaluate and discuss
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different content (including mainstream media reports, private photos and
videos) (Jansson, 2018, p. 103).

According to Cox, Burgess, Sellitto & Buultjens (2009), social media
is mostly used before going on a vacation and its use is very limited during
and after the vacation. In this regard, the increase in the duration of internet
use can be considered to be related with the internet that can be used during
the vacation.

Thanks to social media, tourists can at the same time be in more than
one place and show themselves not only in the travel destination, but also
in the cities where they are together with their friends and relatives or in
other places (Larsen, 2006). In either case, tourists are both actors and
narrators sharing travel experiences instantly (Bell & Lyall, 2005). The fact
that social media influences tourists in the area of sharing travel photos and
experiences provides a good opportunity to investigate travel behaviors
(Nikjoo & Bakhsi, 2019, p. 90).

According to Buhalis & Costa (2006, p. 10), tourism consumption can
be divided according to the communication and information requirements
of consumers. These stages can also be used with the management of
smart phone applications. In the pre-consumption phase, users wish to
make plans, shape their future travel expectations, make decisions, take
actions and create their own personal expectations. The consumption stage
is the connection, navigation and short-term decision-making process,
all of which are important factors for a tourist. The last stage is the post-
consumption phase that takes place after the vacation. The process of
creating travel experiences for a tourism consumer on social media is
composed of three different stages. These stages are as follows (Milano,
Baggio & Piattelli, 2011, p. 4):

 Past experience: Past experience is composed of the travel stories
of other people. It ensures that the tourism consumer receives information
before making the travel decision.

» Experience during the travel and accommodation: In accordance
with the developments in information and communication technologies,
tourism consumers are able to share their real-time experiences on social
media platforms through mobile applications.

* Experience after the travel and accommodation: It involves the
comments, evaluations and feelings expressed about the travel experiences
of tourism consumers on social media platforms after the travel.

The desire of tourists to share and document the experience is
associated with re-experiencing the travel by activating external memory
and connecting with the places visited (Parro, 2013, p. 19).
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LITERATURE

Nikjoo & Bakhsi (2019) aimed to find out the extent of human presence
in the travel photos shared by people traveling to Iran and determined that
sixty percent of the photos shared did not involve people. Besides, they
found that most of the photographs involving people only involved the
tourists and those accompanying them during their travels, and that portrait
photographs had the highest ratio.

[Iban & Giileg (2018) aimed to reveal whether the intensity of social
media use had a mediating role in the interaction between social media
use, the satisfaction gained from this use and touristic experience. For this
purpose, a survey was conducted through convenience sampling method on
389 local tourists visiting Edremit Bay. The data obtained from this sample
group was analyzed and as a result of the analysis, it was concluded that
the motivations encouraging tourists to use social media affected touristic
experiences through the intensity of using social media.

Eryilmaz & Sengiil (2016) aimed to measure the effect of local food
photographs shared on social media on the travel preferences of tourists.
Therefore, a study was done in order to determine the effects of local food
sharing on social media users. In the light of the responses given by the
participants, it was determined that most frequently used social networks
were Facebook, Instagram, Twitter, Google+, and Foursquare.

Ucger (2016) examined the reasons of social media use by the university
students within the context of use and satisfaction approach. In the focus
group meetings held with the students of Yeditepe University Faculty of
Communication using social media, young adults were asked questions
regarding their preferences, frequencies, reasons, sharing contents and
access types of social media use. The research focused on the students’ use
of social media tools such as Facebook, Twitter and Instagram. Within the
scope of this qualitative research, some of the findings obtained were that
the students used Facebook and Twitter less, that they used Facebook for
social interaction and obtaining information, Twitter for being informed
about the news and expressing thoughts, and Instagram mostly for fun and
spending time.

Arat & Dursun (2016) carried out a research in order to evaluate the
use and effects of social networking websites on the consumers’ travel
and accommodation preferences, and analyzed the data obtained from
500 students at Selguk University who were also tourism consumers and
members of social networking websites. In terms of the frequency of
visiting the social networking sites during the day, it was revealed that
tourism consumers mostly visited these websites 12 times and more, and
10-11 times. According to the results of the research, it was noted that
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tourism consumers had information and thoughts about hotel enterprises
by using social networking websites.

Cetins6z & Akdag (2015) aimed to determine how local tourists
evaluated social media in their holiday processes and the impacts of social
media use on individuals’ holiday decisions. The sample group of the
study was composed of the academic and administrative staff at Mersin
University. In data collection process, the scale used by Fotis, Buhalis &
Rossides (2012) in their study entitled “Social media use and effect during
holiday planning process” was utilized as the data collection tool. In data
analysis, descriptive analyses (arithmetic mean and standard deviation), and
statistical tests like exploratory and confirmatory factor analysis, reliability
and regression analysis were utilized. As a result, the holiday processes of
local tourists (before, during and after the holiday) were determined and it
was concluded that social media use of the participants before the holiday
affected their holiday decisions.

SUBJECT AND PURPOSE
The Importance of the Subject and Expected Benefits

With the popularity of social media and digital cameras, photography
behavior has become more social. Switching from analog cameras to
digital cameras made photography less formulaic and more individual
(Larsen, 2008). As Tsiotsou & Ratten (2010) have also stated,
technological developments have brought about serious changes in
consumer behaviors. In order to shape their relationships, travelers try
sharing their knowledge and experiences on such social media tools as
Facebook, Instagram, TripAdvisor (Munar & Jacobsen, 2014; Zeng &
Gerritsen, 2014) Twitter and YouTube.

In addition to this, despite the fact that plenty of researches have
been conducted on tourism marketing and social media, studies on
tourism behavior are scarce in the literature. In fact, it is thought that
the touristic travel phases have changed along with social media.
Accordingly, the touristic travel phases are expected to experience a
change due to the effects of social media.

As mentioned above, this study is expected to contribute to the
literature of both international and domestic tourism behavior. Touristic
travel phases (dreamt travel phase, experienced travel phase and extended
travel phase) will cause the experienced travel phase to change. In other
words, it will cause such content as shared travel phase and unshared
travel phase to be involved in the experienced travel phase. In this regard,
it is thought that touristic travel phases have been transformed into a new
aspect with technology.
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The research question of this study is “Is there a change in touristic
travel phases with the emergence of social media tools and the increase
in their use with the development of technology, and has their contents
changed? ”. For this purpose, the following sub-questions are asked.

1. Which of the social media tools do the people going on touristic
travels use?

2. When do the tourists having a touristic experience start using social
media tools on their travels?

3. While the extended travel phase process is a travel phase at the end
of the holiday, has it changed with the development of technology?

MATERIAL AND METHOD

Qualitative research is the expression of a reductive, exploratory and
interpretive process that the researcher carries out in order to observe people
in their natural environment and examine the occurrence processes of
events and phenomena with the aim of explaining the basic characteristics
of the individual and social events and phenomena experienced by people
(Creswell, 2013; Mertens, 2014). In general, the sample of qualitative
research is the individual(s) or group(s) with a depth to attain the solution
of the research problem (Finnegan, 1996).

In qualitative data analysis, a researcher collects the data, reduces the
data, groups the data in codes, and creates specific categories by counting
the grouped codes. Later on, the researcher creates themes from these
categories involving the grouped codes (Patton, 2002). The process of
examining the relationships among themes and making comparisons in
qualitative data analysis is performed at the stage of forming the results
(Read, Toye & Wynaden, 2016).

The credibility of the results is considered one of the most significant
criteria of scientific research. In this regard, validity and reliability are
two most commonly used criteria in research. In quantitative studies, it
is expected that the researcher tests the validity and reliability of the data
collection tools and research design very carefully and reports the results to
the readers. In qualitative research, validity and reliability are handled with
a different perspective when compared to quantitative research (Yildirim
& Simsek, 2013).

The most well-known and applied strategy in increasing the internal
validity of a study is probably the triangulation technique. The question to
be asked in this case should be “How convincing are these results?” and
“Can the findings be repeated in the studies with the same or similar sample
groups?”. Triangulation is the comparison of the results of two or more
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data collection methods (e.g. interviews and observations) or two or more
data sources (e.g. individual interviews with different group members). In
this regard, first of all, a travel agency was contacted and the researcher
participated in a tour to Cappadocia in Turkey organized between the
dates of 16-17 November 2019. Before going on the tour in which the
participatory observation was made, the travel agency executive and the
tourist guide responsible for the tour were informed before the tour. The
number of tourists participating in the tour was 32. The tour departed from
Adana and it was a one-night-stay tour. From the beginning of the tour till
the end, the tourists were accompanied by the researcher as if he were one
of them and the observation was completed. During the tour, it was only
observed whether the tourists made sharing with their phones and found
out that 28 of the participants made sharing. Following that, the travel
agency was contacted and by using the social media accounts of the travel
agency, an invitation was sent in order to reach the social media accounts
of the local tourists participating in the tour. Afterwards, social media
accounts (Facebook, Instagram and Twitter) of the 25 participants who
became online friends with the travel agency by accepting the invitation
of the travel agency’s social media account were checked whether the
participants made any sharing regarding the tour. In this context, the
population of the research was composed of the tourists who accepted the
invitations sent to their social media accounts by the travel agency. In the
next step; a structured interview form was sent to them under the name of
the travel agency, they were asked to answer the research questions, and
data accuracy was checked.

Indeed, as stated above, the codes regarding the research were determined
first. While determining these codes, the responses obtained from the
participants were taken into consideration. The information presented in the
first table was the demographic information obtained from the participants.
In the second table, the social media tools used by the participants (those they
made sharing before, during and after the travel) were asked and presented
accordingly. Finally, in the third table where the data obtained from the
participants were presented, the participants were asked about the times they
made sharing during the travel, and the table was created accordingly. In this
regard, the data obtained was presented in a row.

In this study, except for the data obtained from the tourists, the social
media tools they used during the time of the research were followed and
the basis of the information they provided was checked. In this regard, the
times when the tourists went on the tours before, the social media tools
and the moments they shared, as well as the moments during the tour
were presented in the findings section and all these were discussed in the
conclusion section.
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FINDINGS

Figure 1. Demographic Characteristics of the Participants
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According to Table 1, the age ratio of the participants in the research
were; 9 people (36%) between 20-30 years old, 5 people (20%) between
31-40, 4 people (16%) between 41-50 years old, 3 people (12%) between
51-60 years old, and 4 people (16%) 61 and above years old. 16 or the
participants (64%) were female and 9 of them (36%) were male. Besides,
16 of the participants (64%) were married and 9 of them (36%) were
single. In general, the participants were of various occupational groups.
In addition to all these, the monthly incomes of the participants were; 1
person (4%) earned between 1000-3000 Turkish Liras, 8 people (32%)
earned between 3001-5000 Turkish Liras, 11 people (40%) earned between
5001-7000 Turkish Liras, and 5 people (16%) earned 7001 Turkish Liras
and above. As it is a study on social media, the participants were asked
about their daily use of phone and it was revealed that 4 people (16%) used
their phones between 0-1 hour a day, 4 people (16%) used between 2-3
hours a day, 13 people (52%) used between 4-6 hours a day, and 4 people
(16%) used 7 hours a day and above.
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Figure 2. Social Media Tools Used
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According to Table 2, 2 of the Participants (8%) only used Instagram,
3 of them (12%) only used Facebook, 5 of them (20%) used Instagram and
Twitter, 2 of them (8%) used Facebook and Twitter, 9 of them (36%) used
Facebook and Instagram, and 4 of them (16%) used not only Facebook
but also Instagram and Twitter. In this regard, it could be said that all the

participants used social media tools.

Figure 3. The Time of Social Media Use
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Participant 1; I only use Facebook, I usually use it many times when
I start my vacation and during the holiday. I am sharing nature photos and
the photos with my friends. Participant 2; [ use Instagram and Twitter. |
used to use Facebook too but I stopped using it as its function was reduced.
In general, when the holiday starts, I share a photo at the very first moment
(when I get on the bus). During the holiday, sharing in historical places,
museums or any other places. Participant 3; When the holiday starts, |
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make a location notification on Facebook and use Instagram at the same
time. I use my social media tools during the holiday. Participant 4; If I go
somewhere within the country, in general, I make sharing at the beginning
of the holiday, when I get on the bus. Then, I use it in different places
I go to. Participant 5; I sometimes make sharing in the hotel or place
where the holiday begins. I don’t use them all the time. Participant 6; |
do live broadcast when the holiday begins, and I even do this on the bus.
I started to have a more enjoyable holiday with social media. I can share
the moment and place I experience. Participant 7; I rarely make sharing
during the holiday. I don’t know much, sometimes my friends help and
I share in this way. Participant 8; We find it difficult to find internet in
the holidays abroad. In this regard, I am making a location notification
when the holiday begins. Then, I can make sharing in the places where we
can find internet. I can easily make sharing anywhere within the country.
Participant 9; I share in the places we visit, and even some of my friends
open a live broadcast on the bus, which, obviously, I don’t like as we share
private life by doing this. Participant 10; I share some of the places I visit
on Facebook. I spend a great deal of the day on the Internet. It is nice to
enjoy my time. Participant 11; I do a lot of sharing during the holiday.
I’ve been using only Instagram for a long time. I can even do shopping
online. Participant 12; I am constantly sharing when the holiday begins
and during the holiday. I like it. My friends envy my trips and go on a
trip. Participant 13; I have been using social media since smart phones
were released. I am constantly sharing on the tours I go. Participant 14;
I always use my social media tools. Of course I use them when I go on
a tour. I share the photos of the places I take both on social media and
with a few friends privately. Participant 15; Of the social media tools,
I only use Instagram. I rarely use it on vacations. Participant 16; When
I go on vacations, I occasionally make sharing. I like that my friends see
the places I visit and they like my shares. Participant 17; I use it when I
travel abroad. Within the country, I can make sharing at any time. Social
media has occupied a place in our lives. Participant 18; I sometimes share
when I go on a tour. Even if I think that face-to-face communication with
people is more important, social media is also in our lives. Participant
19; I sometimes share at the beginning of the tour and at the arrival. Later
on, if there is a special moment for me, I also share it. Participant 20; I
share during the tour. Sometimes I broadcast live. Participant 21; I share
posts on the tours I go. I share a few posts during the tour. Participant 22;
I share when we begin the tour and in the places we visit. Participant 23;
I make sharing for the memories of my travel moments. My friends see it
at that moment. At other times, I like the reminders and the notification of
where I was last year. Participant 24; When I go on a tour, | make a few
posts, though rare. My grandchildren wonder the places I visit. Participant
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25; My wife is wondering where I am when I go on tour so [ make sharing
from beginning till the end of the tour. I share everywhere I go during the
tour. Although the moment of sharing is not very important to me, my
friends also wonder the places I visit.

As could be seen in Figure 3, it could be understood that all the tourists
made sharing. In this regard, it was revealed that they made sharing at the
beginning of the tour, during the tour and in the places visited, and that
they shared the places and moments they liked. Besides, the social media
tools of the participants participating in the tour were checked from the
account followed in advance.

CONCLUSION

In conclusion, the age ranges of the tourists were between 24-68 years
of'age. The participants involved female and male individuals as one single
tour was considered. It could be seen that people from various occupational
groups participated in the tour. In addition to this, it was revealed that those
who used their phones the least used them up to one hour, while the most
used them up to seven hours and above. In this regard, it should be noted
how effective phones have been in our lives. It could also be understood
that all the participants, from the oldest to the youngest, had at least one
of the social media tools. According to Aymankuy, Soyda¢ & Sacli (2013),
social media has an important effect on the tourism sector today, just as in
almost all areas of our lives. In this regard, it can be said that the ratio of
those sharing on social media is increasing day by day.

When tourists share on their social media, they aim to enhance their
relationship with others (Munar & Jacobsen, 2014; Zeng & Gerritsen,
2014); by being active on social media, tourists can not only show that they
are present in the destination but also interact with their family members
and friends and communicate with them through comments and messages.
Some participant sex pressed that they broadcasted live throughout the
tour. This finding reveals that all the features of social media are used.
In addition to this, it can also be noted how effective social media is in
observing people. In the past, only some of the tourists used to have
cameras, whereas today, thanks to smart phones, this tool can be used by
almost all tourists (Nikjoo & Bakhsi, 2019, p. 89). In this regard, it can be
said that these tools have undergone a change along with social media.

Tourists sometimes take photos with their friends and family members,
which means that they are not always alone. Tourists can create more
meaningful experiences by taking photos with their travel companions
(Wang, Park & Fesenmaier, 2012). Furthermore, many tourists share their
photos with their companions, talk about their common experiences, review
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their memories and have fun while doing these activities. As can also be
understood from the research question, in this study, it is thought that the
travel phases of the tourists have undergone a change as the have begun
to use their social media and tools. In accordance with the results of the
research findings, some of the tourists began to make sharing by using the
social media tools in the process prior to the beginning of their vacations.
In this regard, it is possible to state that for some tourists, the experienced
travel phase, which is one of the travel phases, began together with the start
of the tour and with the arrival to the destination, not after the tour. In the
past, tourists used to take photos or buy souvenirs from the touristic areas
they visited. At the end of the vacation, they used to experience the dream
travel phase by looking at them. However, it was revealed in the study that
with the development of social media, tourists began to share on social
media tools at the very first moment they started the tour, that is to say,
in the experienced travel phase. Thus, it can be said that this situation has
led to a change in the travel phases. In this respect, while the travel phases
are the dreamt travel phase, the experienced travel phase and the extended
travel phase, it can be said that the shared or unshared travel phases are
also involved in the experienced travel phase.

The importance of social media has become prominent once again.
Investing in information technologies, especially in mobile marketing,
requires important managerial skills such as long-term planning, vision
creation and risk management (Sanli6z, Dilek & Kogak, 2013, p. 258).
In this regard, it is difficult to predict the point which social media and its
tools will reach in the future.

For future research; it is obvious that conducting a study using
quantitative methods, as this research has a qualitative research design,
will enable to obtain more data on the subject. In addition to this, there
is only one tour participated in the study due its research methodology. It
should not be underestimated that more diverse data can be obtained when
the study is tested with different tour groups and in different places.

This study was conducted by taking into consideration the experienced
travel phase and the extended travel phase. Studying all the travel phases
together in future studies may produce different results. Besides, it is
considered that a future study carried out with sociologists, marketers
and tourism professionals together will reveal all the aspects of the travel
phases. Furthermore, it is also thought that the data to be collected from
all the tourist groups through a study conducted in different countries may
produce further results.
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Introduction

This study is based on a commemoration and understanding of the
auteur theory, which is based on the ‘creative director’ theory in the 60th
anniversary of the his master piece, auteur director Frangois Truffaut, one
of the pioneers of the French New Wave movement. His unique style and
innovations are analyzed again and with a different point of view in the
60th anniversary of the 1959 film “Les Quatre Cents Coups”, in which he
put forward the “creative director” theory and applied this theory. Different
from existing studies in the literature, Truffaut and his contributions to
Turkish cinema in the context of the directors who are influenced / inspired
by his views will also be emphasized.

The 1960’s and later are known as the years when art was rewritten.
New Wave Stream directors not only give examples of art cinema, but
also adopt a “against” approach to Hollywood cinema. “The New Wave
creates a story in a style different from the Classic Hollywood Narrative.
The narrative scenes do not follow each other meaningfully, the audience
never knows what will happen “next”. For example, a funny scene can
be completed with a murder” (Biryildiz, 2016: 96-97). The magazine
“Cabhiers du cinéma” (Cinema Notebooks) published by the theorist and
critic André Bazin in 1951 was instrumental in the emergence of this trend.
Names such as Jean Luc Godard, Francois Truffaut, Claude Chabrol,
Rivette, Resnois gather around this magazine to be a critic. These directors
develop themselves through the Cinematheque Association, to which
Henri Langlois provides financial support. The directors who regularly
participated in the films shown in the Cinematheque watched the world
cinema history together and made criticisms about their country’s cinemas.
In particular, they criticized the Hollywood-style film production system
that engulfs the audience and does not put them in the thinking process.
The directors, who are influenced by André Bazin’s views, form their basic
principles in this direction and give their first literary examples. As a result,
these directors gave important works on behalf of the French Cinema and
pioneered the start of the Nouvelle Vague, the New Wave movement.

Politique des auteurs “Creative Theory” criticism of Frangois Truffaut,
one of the pioneers of the New Wave, published in Cahiers du cinéma
magazine has an important place in the history of cinema. The theory was
developed by the magazine’s critics on Hollywood movies they had the
opportunity to watch together after the Second World War. The creativity
of the director lies at the basis of the auteur theory. The director is an auteur
if he puts the production of art by putting aside commercial purposes in
the filmmaking process. The term “auteur”, which means creative director,
artist director, writer director, distinguishes between “metteur scéne” and
“creative director” and emphasizes that the director should take an active
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role in every stage of the film process.

“Francois Truffaut, one of the most important directors of the French
New Wave cinema, while writing for Cahiers du Cinema magazine, created
a different cinema tradition by confronting the old cinema, namely studio-
style cinema called ‘quality tradition’, with a new understanding. Portable
cameras, movies with low budgets and the tradition of making films
inspired by their own lives became the characteristics of these New Wave
directors. Truffaut, who started to work as a critic in the magazine Cahiers
du Cinema, introduced the theory titled “la politique des Auteurs”, which
was later translated into English as “auteur theory”. “Creative Directors
Policy”, this view, which defends that the film should be the product of
the director, has mostly been adopted by the critics gathered around Andre
Bazin” (Odabasg, 2020).

André Bazin draws attention to the distinction between auteur and
metteur en scene (staging master) and describes the auteur director as the
creator of the film and his signature in the film. Frangois Truffaut, in his
article titled “A Certain Tendency of French Cinema” published in Cinema
Notebooks in 1954, developed the “policy of creative directors” based
on Bazin’s view. Truffaut’s criticism has been accepted as the starting
manifesto of French New Wave Cinema.

In line with the information briefly cited above, this study was
developed in the framework of the cinema aesthetics adopted by Frangois
Truffaut, one of the pioneers of the auteur theory and the New Wave,
the examination of the original form and content features in his selected
films, and “Les quatre cents coups” (400 Blows) on the 60th anniversary
of the auteur theory. After the analysis of his film, Truffaut’s contribution
to Turkish cinema is based on his analysis in the context of directors
influenced by him and his views. The reason for choosing this film is that
Truffaut’s film is autobiographical and an artistic masterpiece in which it
reveals the auteur view.

1-Auteur Theory

The concept of “auteur”, which first entered the cinema at the end of
the 1940s, literally means “author, creator”. The concept of auteur first
appeared in Paris. The auteur movement, which developed as a result of
the direction of different screenwriters and critics, becomes an important
theory in world cinema. Critics who work on the auteur theory develop
different methods. Since its emergence, the theory has developed in the
form of polemics and mutual criticism, not in an orderly and systematic
manner. The auteur theory means that the filmmaker has a unique world,
from the frame to the discourse, and reflects this on the film. Auteur
refers to an artist who owns a copyright, who can appear to his work, his
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characters, his style of expression, his worldview and attitude towards life,
as if he were signing the text (or film) in a different way than other writers
or directors. In this context, if we know the person who created a movie or
a work because of the saying itself, not the production history, the subject
or even the story, this becomes an “auteur” in the real sense (Aitken, 2015:
10-11).

The creativity of the director lies at the basis of the auteur theory. If the
director prioritizes producing art by putting aside commercial purposes in
the filmmaking process, he is an auteur. The term “auteur”, which means
creative director, artist director, writer director, distinguishes between
metteur en scéne and creative director and emphasizes that the director
should take an active role in every stage of the film process.

Germany’s invasion of France during World War II inevitably affects
French cinema. The Vichy Government, under the direction of the French
cinema industry, imposes many quotas and restrictions. The screening of
American and British films is prohibited in the country. Generally German
news and propaganda films are shown. French films shot in the country,
on the other hand, enter the theaters after being strictly controlled by the
German and the Vichy Government. French cinema cannot progress because
the topics covered by French directors in their films are restricted. With the
end of the Second World War, radical changes are experienced in France. A
quota system has been introduced for films. Only 120 American movies will
be screened dubbed in French. The post-war quota system was abolished.
Later, it was obliged to show 37% French films throughout the year. With the
abolition of the quota, the quota was brought to a new quota after the movie
theaters were filled with American movies and the number of American
movie screenings was limited to 120 (Teksoy, 2005: 395). As a result of the
liberation of the banned films, the interest of the audience, the support of the
state to the cinema, and the increase in production are the elements that revive
French cinema. Cinema clubs, which have become widespread in France,
have become widely used venues for movie screenings. “These institutions
had a very different distribution and display characteristic than in the United
States: The very large production companies in the United States also owned
all of the halls where their productions were shown. On the contrary, the
majority of cinema clubs in France were independent organizations; The
cinema clubs were run by avant-garde directors, who also included their work
in the program, or were organized in collaboration with them” (Bickerton,
2012: 4). “The fact that the cinema clubs cover the whole of Paris, the ability
to watch all the old and newly shot films again and again thanks to the
archive of Cinémathéque Frangaise established by Henri Langlois, affects
young people who are interested in cinema, especially young critics of the
cinema magazine” (Kuyucak Esen, 2013: 37). Watching films repeatedly has
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given critics the ability to make comparisons between films. It helped the
directors see their styles and differences. Cinematheque (La Cinémathéque
Frangaise) under the direction of Henri Langlois played an important role in
the development of the cinema culture of writers such as Claude Chabrol,
Frangois Truffaut, Eric Rohmer, Jean-Luc Godard and Rivvet. They begin
to discuss among themselves the elements such as the language, originality
and story of the movies they watched at the Cinematheque. They look for the
traces of the original or creative director in movies. Leaving the commercial
concern of studios dominated by the star system, they discover films by some
directors. Among the creative directors they have discovered are names such
as Alfred Hitchcock, Orson Welles, and Howard Hawks.

The first steps towards the auteur theory are taken by Alexandre Astruc.
Astruc, in his article titled ‘Naissance d’une Nouvelle Avant-Garde: La
CameraStylo’ (Birth of a New Avant-Garde: Buyer-Stilo), published in
the magazine “L ‘Ecran Francais” in 1948, has always been criticized for
producing films that followed the same line. He emphasized that cinema,
like painting and novel, is an autonomous expression tool, and that great
directors such as Bresson, Renoir, Rossellini, and Welles use the receiver
in the same way as an author’s pen. No technical knowledge was required
to make a movie. A person with a cinema culture could convey his thought
through cinema, just like a novel, an essay writer ”’(Teksoy, 2005: 483).
These thoughts of Astruc led the critics clustered around Cinematheque.
Around the magazine Cahiers du cinéma (Cinema Notebooks) published
in April 1951 under the leadership of André Bazin, names such as Frangois
Truffaut, Eric Rohmer, Jean Luc Godard, Rivette and Chabrol gather to
form the first editorial team. In Francois Truffaut’s article entitled “A
Certain Tendency of French Cinema” (1954) published in Cahaiers du
cinéma magazine, he laid the foundation for “Creative Writers Policy”.
This article is considered as a manifesto of a new cinema concept.

2- Francois Truffaut and Creative Directors Policy

Francois Truffaut based his groundbreaking article “A Certain
Tendency of French Cinema” on “auteur cinema”. In this article, Truffaut
attacked “French Cinema under the influence of psychological realism and
criticized the tradition of quality. “Criticizing the prominence of scenario,
dialogues and genres in French films during this period and the excessive
importance attached to quality, the author stated that these films did not
have any other contribution other than being considered commercially
successful” (Kablamaci, 2011: 65). Truffaut advocated for directors
to be creative by breaking the mold. Truffaut argued that the excessive
importance French cinema attaches to “quality” gives the audience the
desired result in commercial terms (Teksoy, 2005: 483).
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Truffaut divided French cinema into “auteur cinema” and “quality
tradition cinema”. He argued that the film should belong to the director, not
the producer (Kablamaci, 2011: 65). According to Truffaut, “the tradition
of quality has existed for a long time, dealing with problems related to the
image with sound tape, using clean spaces to obtain only masterful frames
on the screen, complex lighting, a very elaborate photograph; This thing
called equivalence put forward to save difficulties is nothing more than a
cowardly cunning” (Truffaut, 2010: 34). French cinema is in competition
with Hollywood cinema, which dominated the sector as of its period. The
films that emerged in this competitive period are generally those with a
star player system, high production costs, and especially the scenario.
According to this understanding, which is called the tradition of quality,
the film is completed when the script is delivered and the director is only
the gentleman who framed the script. Jean Aurench, Roland Laudenbach,
Jacques Sigurd, Henri Jeanson, Pierre Bost, Robert Scipion, etc. are
names included in the quality tradition (Truffaut, 2010: 28-37). Truffaut
argues that these names continue to maintain the tradition of quality and
devalue French cinema. He explains that the screenwriters deal with the
same stories for profit and the directors put their creative side behind by
sticking to these scenarios: “There are only seven or eight screenwriters
who regularly work for French cinema. It would not be an exaggeration
to say that each of these screenwriters have only one story to tell, and that
each of them desires the success of ‘two big ones’, that the one hundred
French films translated each year tell the same story” (Truffaut 2010: 36).

Frangois Truffaut divides the directors into two: Auteur and metteur
en scéne (stage master/stager.). “There is a dimension of meaning in the
Auteur’s work, it is not entirely formal; On the other hand, the work of
metteur en scene does not go beyond a stage display, putting a text such
as a script, book or play into a synthesis of special, cinematic codes and
channels” (Wollen, 2004: 70). Auteur directors are people who find their
own subject, write their own dialogues and direct their films. He lists the
names he sees as auteurs, such as Abel Gance, Jean Renoir, Bresson, and
Max Ophuls (Kablamaci, 2011: 66). “An auteur, unlike a mere director, is
a filmmaker with a worldview that he puts forth through his own mise en
scéne (mise en scéne). While its subject was not special, it was the way its
creator handled it that made it valuable; Even the weakest detective story
could turn into a masterpiece in the hands of a master. Therefore, rather
than focusing on the content, it involves focusing on this cinematic scene
from which the auteur’s “architectural ornaments” or sign can be obtained.
An auteur’s worst film would be evaluated in this way, as opposed to being
subjected to a work-by-work analysis ” (Bickerton, 2012: 30).

For Truffaut, filmmaking should be seen as an open-ended adventure
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in creative setting. The Auetur director should reflect his personality in the
film. “Actually, this theory originates with Alexandre Astruc. In a 1948
article, Astruc introduced the idea of “camera-stlyo”, that is, the idea of
camera-pen, and Astruc states that a literary writer and a film director
should be considered on the same plane. Astruc says that just as a literary
work belongs only to the author, a film belongs only to the director ”
(Odabas, 2020).

Opinions in Truffaut’s article “A Certain Tendency of French Cinema”
also influenced the authors of Cahiers du Cinéma magazine. “Journal writers
have adopted the distinction between “auteur” and “metteur en scéne”;
presenting artistic creativity and a coherent worldview and reflecting their
own styles to films, they have put the understanding of metteur en scene,
who only knows the language of cinema but cannot reflect their creativity.
Thus, the term auteur enabled them to refer both to the distinguishable style
of the director through mise en scene and to the film production practices in
which the director has signed the film as well as in the script” (Kablamaci,
2011: 66). “At the end of the Chaiers du cinéma article, Truffaut struck the
final blow by reproducing many scenes from the rejected adaptation text
written by Aurenche and Bost” (Andrew, 2010: 222).

3- Commemorating Francois Truffaut on the 60th Anniversary of
His Masterpiece

ER]

“only emotions, there is nothing in my films except emotions ...
Truffaut.

Figure 1: Francois Truffaut
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3.1.Biography and His Sense of Art

Francois Truffaut was born in Paris on February 6, 1932, as a result
of an extra-marital affair. Some time after her mother Frangois was born,
she married Rolan Truffaut. His mother sent Truffaut to his maternal
grandmother some time after his marriage. Francois never met his real
father, a Jewish dentist. Having had a difficult childhood, Frangois grew
up in the triangle of her grandmother, mother and stepfather. It begins with
watching “Paradis Perdu” by his love for cinema at the age of 8§, Abel
Gance. As his interest in cinema increased, he ran away from school and
went to the secret cinema (URL 1).

In 1969, the New York Times Magazine told Sanche de Gramont,
“I was very sensitive to the heartfelt affairs of those around me, couples,
adultery, so when I read Madame Bovary I found a complete identity with
her, she had money problems, and I was secretly meeting her lover. I was
going to the movies secretly ” (Bergan, 2010: ix).

“I really needed to get into the movies and I could do that by sitting
closer and closer to the big screen to ignore the movie theater; Unlike
younger audiences my age, I equated myself not with heroic characters,
unlike small audiences, but with the disabled and rather with characters
who made mistakes. It was easy to understand that Alfred Hitchcock’s
work devoted entirely to fear fascinated me from the very beginning ”
(Truffaut, 2015: 22).

At the age of 14, Truffaut was taking care of himself, at different
times doing jobs like a courier, store clerk, shopkeeper, clerk, welding in
a factory. He lived with Lachenay. They managed to get a 16mm copy of
Frtiz Lang’s movie Metropolis from 1927 and set up a movie club called
“Movie Drinkers”. Nobody came when the screening of Movie Addicts
overlapped with that of another movie club. Truffaut went to meet with the
other club manager and asked him to change the release date. Thus, he met
André Bazin (Monaco, 2006: 21).

He had chosen to be a member of a large family of synophilia, where
he could remain a daydreaming child. Delivered to the police by his father,
Truffaut gets in trouble because he doesn’t want to enlist. He met the French
critic Andre Bazin, who came to his rescue in his youth and supported him
throughout his life. According to Truffaut, Bazin is one of the “father” figures
in the large family of synophiles. Among these figures are his masters Robert
Rossellini and Alfred Hitchcock, whom he wished to see him as a son. Bazin
also made many contributions to Truffaut in the field of cinema. Thanks to
Bazin, Truffaut learns to approach films analytically and gets caught up in
the power of criticism texts and writing. Opportunities were given to write
articles on films and to generate ideas (Eren, 2020).



102 * Feridun Nizam, Eda Bozkurt Tan

“The directors who influenced Truffaut the most were Renoir,
Rossellini and Hitchcock; He wrote a book called Le Cinema Selon
Hitchcock in order to reintroduce Hitchcock as a director in critical eyes,
especially in the eyes of American critics ” (Bergan, 2010: 12). “According
to Truffaut, Hitchcock’s films are, according to many other directors,
timeless and will be permanent because every film has been shot with great
care and skill, and he is a school like other European directors (Fellini,
Bergman, Bukel). The presence of the Hitchcock language in Truffaut
cinema can constitute another definition of the art of cinema with a stylistic
evolution. An understanding of cinema that is timeless and productive in
every period and has no boundaries is an opinion that can be put forward
with a description from the cinema of Truffaut and Hitchcock > (Ozer,
2018: 1-8). The director who directly influenced Truffaut’s development
is Rosellini. Truffaut’s following statements prove this: “I wanted to make
a movie before I met Rosselini, of course, but that seemed impossible. It
was a dream. Rosellini made all this look easy. He had a strong ability
to simplify. He told me it’s not difficult to write a script, you just need to
look at the reality around you. He told Americans not to imitate - because
until then my masters had been Americans - you shouldn’t rely too much
on flashbacks, tricks that aim to increase influence... Instead, you should
prefer clarity, simplicity, and so on. He says that Rosellini also contributed
to Truffaut’s first feature film, 400 Blows, shot in 1959: “The 400 Blows
owes Rosellini a lot. I shot it like a documentary, three years ago I couldn’t
have done that. I used to think of American cinema. I didn’t even like the
documentary form. Rosellini showed me that things should be close to
life” (Bergan, 2010: 13).

“Truffaut cares at most two things in his life. The first is cinema and
books, which are more important to him than life, and the second is love.
His own emotional structure bears the traces of the difficult conditions of
his childhood and youth” (Ozer, 2018: 36). Truffaut said that there are “few
movies he likes except movies about love one way or another. “In Truffaut’s
world, love was unique to women, be it obsessive or exploratory” (Bergan,
2010: xix).

In 1953, his first cinema articles were published in Cahiers du Cinéma.
In addition to Cahiers du Cinéma magazine, he also published criticisms
in publications such as Arts, Le Temps de Paris and La Parisienne (Teksoy,
2005: 486). These magazines were the turning points of his career. He
was the harsh critic of Arts and Cahiers du Cinéma who contributed to
spearhead the attack on the film industry rooted in the 1950s; He tried to
show people not only what the mistakes were in his films, but also that
he would do better (Bergan, 2010: 26). Truffaut, who started out as a film
critic and historian of cinema in Cahiers du Cinéma magazine, inspired a
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generation with an article published in 1954 (URL 2). In his article titled
“A Certain Tendency in French Cinema” (Une Certaine Tendance du
Cinéma Frangais), which is a manifesto, he hits the “tradition of quality”
that transforms French literature into well-equipped and stylistically
formulated films. He describes the tradition of quality as the cinema of old-
fashioned, academic, screenwriters. More vividly, it praises the American
popular cinema of Nicolas Ray, Robert Aldrich and Orson Welles. Truffaut,
who develops his new understanding of film, says that the style that instills
the personality of the director into the film must resemble the person who
made it 7 (Stam, 2014: 94-95). He defined the director who did this as an
“auteur” (author-creator).

Frangois Truffaut has variously discussed the “auteur theory” (la
politique des auteurs), which emphasizes that cinema is the art of the
director and that its directors are the real owners of films such as writers
and painters (Eren, 2020). The auteur created a distinction by bringing
“metteur en scéne” to the director. The Auteur director conveys his own
feelings and thoughts to the film and reflects his personality to the film
with the “mise en scéne” he realized. “Mettur en scéne”, on the other hand,
does not reflect his personality to the film, but only his mastery and talent.
In addition, this director visualizes what others have designed (Coskun,
2017:207). In short, the “auteur” director creates his own style by bringing
his creativity to the forefront in the film and goes beyond the stereotyped
techniques and realizes the shooting. The director of “Metteur en scéne”
only fulfills the task of shooting. Uses classical cinema techniques while
visualizing the script written. This idea has been accepted by other directors
of Cahiers du Cinéma and has become an important understanding of
the history of cinema. Truffaut, Jean-Luc Godard, Eric Rohmer, Claude
Chabrol and other critics of the magazine played an effective role in the
emergence of the New Wave movement.

Throughout his life, Truffaut worked as a critic, scriptwriter and
director in his film career, not only behind the scenes but also showing
his talents by acting occasionally. He managed to become the heart of the
New Wave and became the father of “auteur theory”. When he visited his
friends in 1893, he had a stroke. I was diagnosed with a brain tumor. In
1984, the day he was invited to the premiere of his close friend Milo$
Forman’s movie Amadeus, his illness worsened and he was hospitalized.
He passed away on November 21, 1984. He was working on the movie
“The Little Thief” before he passed away. Truffaut’s testament was later
transferred to the big screen by Claude Miller.

The director’s films, awards, the directors he was influenced by, in
short, all the points about his cinema will be mentioned under the title
“Filmography”.
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3.2.Filmography

Directed Movies:

1 - Medium Length (Les Mistons) (1958)

2 - A Water Story (Une historie d’eau) (1959)

3 - 400 Blows (Les quatre cents coups) (1959)

4 - Shoot the Pianist (Tirez sur le pianiste) (1960)

5 - The Unforgettable Lover (Jules et Jim) (1962)

6 - Antoine and Colette (Antoine and Colette) (1962)

7 - Soft Skin (La peau douce) (1964)

8 - People of the Changing World (Fahrenheit 451) (1966)

9 - Black Wedding Dress (La mariée était en noir) (1968)

10 - The Stolen Smooches (Baisers volés) (1968)

11 - I’'m Not Afraid to Marry (La siréne du mississipi) (1969)
12 - Marriage Nest (Domicile conjugal) (1970)

13 - Wild Young (L’enfant sauvage) (1970)

14 - Two English Girls (Les deux Anglaises et le continent) (1971)
15 - Night in the Sun (La nuit américaine) (1973)

16 - The Story of Adele H. (L’histoire d’Ade¢le H.) (1975)

17 - The Man Who Loved Women (L’homme qui aimait les femmes)
(1977)

18 - Escaping Love (L’amour en fuite) (1979)

19 - The Last Metro (Le dernier métro) (1980)

20 - Woman in the Window (La femme d’a c6té) (1981)
21 - Happy Sunday (Vivement dimanche!) (1983)
Movies He Worked in The Script:

1 - 400 Blows (Les quatre cents coups) (1959)

2 - Tramp lovers (A bout de souffle) (1960)

3 - Shoot the Pianist (Tirez sur le pianiste) (1960)

3 - The Unstoppable Beloved (Jules et Jim) (1962)

4 - Soft Skin (La peau douce) (1964)
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5 - People of the Changing World (Fahrenheit 451) (1966)

6 - Black Wedding Dress (La mariée était en noir) (1968)

7 - The Stolen Smooches (Baisers volés) (1968)

8 - I'm Not Afraid to Marry (La siréne du mississipi) (1969)
9 - Marriage Nest (Domicile conjugal) (1970)

10 - Wild Young (L’enfant sauvage) (1970)

11 - The Man Who Loved Women (L’homme qui aimait les femmes)
(1977)

12 - Escaping Love (L’amour en fuite) (1979)

13 - The Last Metro (Le dernier métro) (1980)

14 - Woman in the Window (La femme d’a c6té) (1981)

15 - Happy Sunday (Vivement dimanche!) (1983)

16 - Little Thief (La petite voleuse) (1988)

Films He Produced:

1 - The Unforgettable Lover (Jules et Jim) (1962)

2 - The Stolen Smooches (Baisers volés) (1968)

3 - I’'m Not Afraid to Marry (La siréne du mississipi) (1969)

4 - The Man Who Loved Women (L’homme qui aimait les femmes)
(1977)

5 - Escaping Love (L’amour en fuite) (1979)

6 - Woman in the Window (La femme d’a c6té) (1981)
7 - Happy Sunday (Vivement dimanche!) (1983)
3.3.General Evaluation of His Films

According to Monaco (2006), Truffaut’s films can be divided into 4
groups;

1 - Antoine Doinel Series (Short Films, 400 Blows, Antoine and
Collette, Stolen Smooches, Family Nest)

2 - Expression of Species (Shoot the Pianist, The Unforgettable Lover)

3 - Explosion of Species (Soft Skin, People of the Changing World,
Black Wedding Dress, I’'m Not Afraid of Getting Married)

4 - Sincere Politics (Wild Teen, Two British Girls, Young and Beautiful,
Night in the Sun)
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Frangois Truffaut had earned a well-deserved reputation as an
irreconcilable, hairy and sometimes gruff movie critic when he was
twenty-six years old (Monaco, 2006: 20). Truffaut, who became interested
in movies during the war years, saw “French” movies in the first films.
He liked “Les Enfants du Paradis”, all the Carné and Prevert films, and
the films of Clouzot, Renoir. Truffaut, who started watching American
movies, finds it richer than French cinema. Before winning an award at
the Cannes Film Festival, he made a short film with his friends and worked
with Rosellini, whom he said was very impressed in the future. In 1958,
he shot his first short film “Medium Length” (Les Mistons) (Makal, 1996:
112-113). Truffaut called this “my first real movie”. In 1959, with Jean-Luc
Godard, he made his second short film, “A Water History” (Une Historie
d’eau).

He shot his first feature film “400 Blows” (Les quatre cents coups),
which has the characteristics of New Wave. This movie is the second feature
film shot after Chabrol’s “Handsome Serge” in New Wave (Coskun, 2017:
214). “The New Waver, who started his cinema life by writing criticisms
like many directors, was invited to the Cannes Film Festival as a director
with 400 Blows the following year after he was fired, after demanding the
removal of flowers in front of the Cannes film festival for obstructing the
view of the subtitles in the film” (Ozer, 2018: 38- 39). Truffaut went to the
Cannes Film Festival and received the “Best Director” award upon this
invitation.

His second feature film “Shoot the Pianist” (Tirez sur le Pianiste)
(1960) is an adaptation of a detective novel written by David Goodis. The
film was not liked by the French audience because of its contradiction and
incongruity, and its structure from comedy to tragedy (Coskun, 2017: 217).

Truffaut’s most popular movie is Jules and Jim. This is because the
movie brought Truffaut international fame. In the movie, the main characters
try to turn themselves into fictional figures. The film revisits Hollywood
and traditional French film traditions. He separates and repeats the two
film traditions. While doing this, he realizes the entertaining potential of
cinema with a new and correct perspective (Biryildiz, 2016: 109-111).

He made his first film, “People of the Changing World” (Fahrenheit
451), in 1966, outside the themes of love and friendship that he frequently
uses. It is an adaptation of Ray Bradbury’s science fiction novel of the
same name (Coskun, 2017: 218). The movie takes place in an abstract
environment. In the future, it takes place in an era dominated by electronics.
Itis about a society in which firefighters no longer put out fires. Firefighters
are now the guardians of common welfare. He tracks down the intellectuals
who keep the forbidden items with the instructions they receive from the
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television, called the “family”. Those forbidden items are also books, the
origin of unhappiness. Fahrenheit 451 is the degree to which the paper burns
into flames (Bergan, 2010: 12). It may not be Truffaut’s first successful
film, but it is important because it is his first color film.

Truffaut Fahrenheit made the movie “Black Wedding Dress” (La
Mariee etait en noir) (1968), after 451, with a very aggressive character
at the center of the story. This movie gave him the opportunity to apply
what he learned from Hitchcock. To pay homage to Hitchcock, it was
more important and more relevant to him to maintain the dialectic of
the adaptation than to highlight tension and mystery. It turned out to be
a complex and easily understandable film that was only more confusing
because the plot was so simple and direct. Truffaut deliberately left the
setting in this movie unclear. As G. Crisp points out, the visual side of the
film is American while the audio side is French. Murder is committed in
the image, but the sound generation does not care about it. When Truffaut
failed to achieve the success he expected with this film, Antoine Doniol
returns to his series and shot “The Stolen Smooches” in February and
March 1968. During this period, he was in an intense struggle to defend the
Cinematheque and then to cancel the Cannes Film Festival that year. He
entered active politics for the first time in his life (Monaco, 2006: 66-68).

The motto of the movie “Stolen Smooches” (Baisérs Voles), which he
started shooting in 1968, was this: If the Stolen Smooches is successful, it
will be thanks to Langlois. But with the death of Langlois, the importance
of the film became even sharper for Truffaut. The “Langlois Incident”
brought him success in this Truffaut movie. The stolen Buseler is the
“make your day” movie about that final phase of transition from youth
to adulthood before responsibilities become inevitable. “Marriage Slot”
(Dominicile Conjugal), which he shot in 1970, is a continuation of “Stolen
Smooches” (Monaco, 2006: 32-34).

Another film bearing the traces of Truffaut is “I’'m Not Afraid of
Marriage” (La Siréne du Mississipi) (1969). “Frangois Truffaut’s” I'm
Afraid of Marrying “has an unimaginable romantic melodrama, but the film
has a nice, complicated, undisclosed emotion, thoughts, from other films
(as well as from two of their own father figures, Renoir and Hitchcock’s
films). It rejects easy identification and the sheer triumphs over what was
initially seen as structural schizophrenia. The creation of a high-quality
director who works in an unusually classical tradition” (as cited in Canby,
Monaco, 2006: 69).

He tries his own way of retrying in the movie “Wild Young” (L’ enfant
sauvage), which he shot in 1970. In 1962, Truffaut was first influenced
by the stage adaptation of The Miracle Worker (Arthur Penn, 1962) and
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worked on this film for eight years. Wild Young contradicts his movie “I’'m
Not Afraid to Marry.” It has a mythical origin and design that contrasts
sharply with the stylized drama of genre films and even the collages of
personal memories of Doinel films. Most of the movies in between, from
the 400 Blows to the Wild Young movie, feature a child who acts as a
reminder of this very personal theme. Truffaut said the Wild Young movie
was related to some of the characters in his other films: “I realized that
the Wild Boy was related to both 400 Blows and Fahrenheit 451. he was a
man who missed books, culture. Victor of Aveyron was missing something
more fundamental language” (Monaco, 2006: 57-78).

Among the films he made before his death in 1984; “Night in the Sun”
(La nuit américaine) and “The Man Who Loved Women” (L’homme qui
aimait les Femmes) (1976). Truffaut was unable to preserve the authenticity
of the narrative that he captured in his early films. Moving away from the
New Wave line, he started to adopt the narrative techniques of traditional
cinema. He said that there are “only feelings” in his films. For this reason,
he is criticized for not being as creative as Godard and taking refuge
in book adaptations. After Truffaut passed away, he was described as a
contemporary of Jean Renoir, whom he admired (Coskun, 2017: 218).

4- Understanding Truffaut in the 60th Anniversary of His
Masterpiece: Analysis of “Les Quatre Cents Coups (400 Blows)”

Figure 2: The 400 Blows Movie Poster

Film Production Year: 1959 / France

Duration: 1 Hour 35 Minutes
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Cast

1- Jean Pierre Léaud as Antoine Doinel
2- Calire Maurier as Mme Doinel

3- Albert Rémy as M. Doinel

4- Guy Decomble as Teacher

5- Patrick Auffay as René Bigey

6- Georges Flaman as M. Bigey

7- Yvonne Caludie as Mme Bigey

8- Claude Mansard as Judge

Crew

Director: Frangois Truffaut

Screenplay: Frangois Truffaut and Marcel Moussy
Producer: Georges Charlotte

Director of Photography: Henri Decag
Editing: Marie-Joséphe and Yoyotte
Music: Jean Constantin

4.1. Short Story of the Film

400 Blows, which means “to break the school” in French, is about the
life of Antoine Doinel, who lived with his mother and stepfather in Paris
at the age of 12. The role of Antoine is played by Jean - Pierre Léaud, the
indispensable actor of New Wave cinema and the lead role in Truffaut’s
Doinel series and many films. Antoine hates his despot teacher. There is a
strict teacher who continues his punishment by saying “Recess is a reward,
not an obligation” even during recess. For this reason, Antoine Doinel is a
mischievous kid who does not like school and often runs away from school.
He is also an unhappy child who cannot sleep at night due to the quarrels
of his mother and stepfather... After a bad day at school, he and his friend
Réne decided to break school and go to the cinema and the amusement park
and wander the streets of Paris. While walking on the street with his friend,
he sees his mother kissing another man and, with the shock he experienced,
he quickly gets away from there. When he went to school the next day, the
excuse for not attending school yesterday is his mother’s death! But when
her mother and stepfather come to school, all the facts come out. Antoine
was slapped by his stepfather in front of all his friends. After his pride,
Antoine decided to leave the house because he was afraid of his family,
and spent the night in a printing house. His mother cannot understand why
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her son hates herself so much, and goes to school and brings her son home.
Shows intense interest. When the corner decorated with Balzac causes a
fire, Antoine is subjected to psychological and physical violence by his
stepfather. In the evening, they all go to the movies together. We see that
Antoine is happy. But this happiness is temporary. The next day, he is sent
to the discipline by his teacher at school with his friend Réne. But they
run away from school without discipline. When these two friends dream
of reaching the sea and living there, nothing develops as they imagine.
Antoine, who steals a typewriter from his stepfather’s office in search of
money, is caught. He is taken to the police by his father and delivered.
Here, Antoine faces harsh treatment. During the interrogation, the reasons
underlying why Antoine was such a child are shown to the audience.
Antoine falls into the correctional center cannot tolerate the harsh rules
of this place and runs away. Finally he reaches the sea after a long escape.

4.2. Analysis of the Film

Figure 3: Opening sequence of the 400 Blows

The movie starts with the appearance of a city. While walking around
the city with the camera, it is shown that the Eiffel Tower entered the
frame. We are in the streets of Paris, which has become the icon of the
“New Wave”. As the camera continues to wander around the city, it gets
closer to the Eiffel Tower. The frame continues to watch the Eiffel from the
moment it starts to flee.

Figure 4: “The film is dedicated to the memory of Andre Bazin”
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The screen fades to black. “The film is dedicated to the memory of
Andre Bazin” is written in white. Bazin, which Truffaut put in the “father”
category, passed away the day before he started filming “400 Blows”.
Truffaut has dedicated his first film to his teacher, Andre Bazin. This is
another of the aspects that make the special movie.

Figure 5: Students during the exam

The black screen softly opens to a class. During the exam, the students
are handing a magazine to a fellow student and the magazine starts to
travel from hand to hand. Finally, it passes into Antoine Doniel’s hands.
Guy Decomble sees the magazine in Doinel’s hands and punishes him.
While the students whose exam has finished go to rest, Doinel remains in
the classroom because he is suspended. In this scene, when Doinel is in
the classroom, we hear the voices of the students outside overwhelmingly.
As the frame shows the children playing at recess, we hear Guy Decomle
talking to someone. Alienation is used. The audience is aware that they are
watching movies as they hear the ambient sound predominantly.
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Figure 6. Interrogation scene

Truffaut has used the jump-cut technique several times in Antoine
Doinel’s interrogation scene. “The fact that the film contains a series of
jumpy fiction is actually a reflection of the moral jump in the behaviors of
the characters” (cited in Moullet. Catalkaya, 2009: 59). The interrogating
police does not appear in this scene. Doniel is almost like talking on the
camera. Although it creates an alienating effect on the audience, it does not
have a disturbing element..

Figure 7: Mirror scenes

The use of mirrors is one of the most aesthetic ways in case the angle
of the camera restricts the actor’s movements or the shooting area is
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insufficient. The use of mirrors provides the convenience of shooting in a
single plan instead of taking separate plans when two people are talking.
Truffaut created creative plans in these scenes, using the mirror metaphor
appropriately and strongly.

Figure 8: While his mother and stepfather arguing

Throughout the film, we see the world through Doinel’s eyes. In this
scene, only voices are heard while the mother and step-father are arguing.
The camera captures Antoine’s thoughtful and unhappy face. Truffaut
offers the visualization of the emotion rather than speeches... He gives
many messages with a single frame.

Figure 9: Fun at the amusement park

Another scene that highlights Truffaut’s creativity is his scene in the
amusement park. Here Truffaut created a realist effect by filming Antoine
Doinel, who captured both the viewers and the viewers from the perspective
of Antoine Doinel at the time he flipped.
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Figure 10: Watching movie and Puppet Show

Doinel and his friend Réne go to the movies. Instead of the movie
show, the camera focused on them. The audience’s expectation was not
met, but this shot gave them the opportunity to experience what the children
felt. Another scene is Little Red Riding Hood’s puppet show. After a brief
performance at the beginning of the stage, the camera begins to capture the
reaction of the children.

Figure 11: Doniel in the Police Car
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In this scene, we see the childish side of Antoine Doinel, who often
appears as a mischievous and adult identity throughout the film process.
Doinel’s captivity behind the fingers, who is on the run to freedom
throughout the film process, is heartbreaking. We notice that Doinel’s eyes,
whose face is shown in close-up, fill up. We feel his loneliness.

Figure 12: Escape from detention center

Realizing the injustice, Doinel runs away from the detention center.
In this scene, Francois Truffaut chose to take a long shot. It is a shooting
technique that excites the audience. It is a long shot that lasts from his
escape from the field during a football match to reaching the sea on the
beach.

Figure 13: Epilogue sequence

In search of freedom throughout the film process, Doinel reaches the
sea. The sea metaphor is a representation of eternity and freedom. As he
is walking towards the sea, he suddenly turns to the camera that follows
him and looks at the frame at this very moment, the frame is frozen. This
final frame is another sign of Truffaut’s pioneering, with “eyes looking at
the lens”, which was rarely used until then. Truffaut broke down the fourth
wall, allowing the audience to approach critically by using the alternative
narrative structure that makes the audience feel that they are watching a
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movie. The movie, which has an open-ended ending, writes the ending of
the movie with the thoughts of the audience.

This movie by Francois Truffaut is an important work because it has
an autobiographical feature. Truffaut manages to enrich a simple subject
by using its auteur aspect and creates an artistic masterpiece. Discusses
a social structure over the child, who cannot keep up with the existing
order, through institutions such as family, school, and detention centers
that limit their freedom. An indifferent and loveless family atmosphere,
teachers who put the punishment system directly into action in a strict and
harsh education under all circumstances, the police who prevail... There
are heavy criticisms of the current period and social degeneration in the
film. Antoine Doinel tries to hold on to life with his own efforts. It tries
to achieve freedom within the existentialist framework. Throughout the
film process, the determination of the character in his quest for freedom
continues. As in typical New Wave movies, the character is more prominent
than the story.

Filming for Truffaut should be seen as an open-ended adventure in
creative setting. Truffaut, who shot the point, succeeded in realizing the
film concept he defined with “400 Blows”. Unusual use of the camera,
transitions, freezing of the frame, jump-cuts have created an “alienating”
effect on the open-ended end audience.

5- Searching for Traces of Truffaut in Turkish Cinema

The “creative director” understanding put forward by Auteur theory
in general and Frangois Truffaut in particular and which created changes
in the cinemas of many countries inevitably influenced Turkish cinema.
In Turkish cinema, there are many names who are considered as “auteur
directors” trying to create a different language by developing their own
narrative style. Metin Erksan, Omer Kavur, Yilmaz Giiney, Nuri Bilge
Ceylan, Zeki Demirkubuz, Cagan Irmak, Yesim Ustaoglu, Dervis Zaim,
Semih Kaplanoglu are among these names.

According to Odabas; “Considering the Turkish directors who made
films made with this approach, we should count directors like Sevmek
Zaman and Metin Erksan, Gurbet Kuslar1 and Halit Refig. In the period
called New Turkish Cinema, Omer Kavur and Erden Kiral come to mind. In
the next generation, new filmmakers such as Reha Erdem, Yesim Ustaoglu,
Semih Kaplanoglu, Dervis Zaim, Nuri Bilge Ceylan and Zeki Demirkubuz
should be counted. As an auteur director, Atif Yilmaz, Liitfi Omer Akad,
Metirn Erksan, Yilmaz Giiney, Halit Refig and Serif Goren appear next to
these names ”’(Odabas, 2020).

“The narrative structures created by these directors, who are generally
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accepted as auteurs, and this period has been named with concepts such as*
New Era Turkish Cinema ”,* New Turkish Cinema ”,* Director’s Cinema
”or* Modern Turkish Cinema . The mentioned directors and their films
could not achieve enough box office success in the period when they were
produced, but were able to create a new language of expression, could
not meet with the Turkish people, but they were able to receive important
awards abroad and they were able to create their own cinematic language
by developing a new perspective, far from the traditional understanding of
cinema” (Ugur, 2017: 234).

The first auteur director of Turkish cinema was Metin Erksan. He made
films by establishing an original cinema language in the 1960s. Based on
Truffaut’s writer-director principle, it is seen that many of the films he
directed at Metin Erksan were also screenwriters. Examples of such films
are Time to Love, Beyond the Night (his first social realist film), The Well,
The Master of Dokuz Dagin, Bir Suicide, Reeds.

Another name, Y1lmaz Gliney, is walking the path of personal cinema
in his films. While he was the scriptwriter and director of his movie like
Truffaut, he also acted as the lead actor. While making easy choices in
terms of the subject in his films, he has succeeded in creating a work of art
with his signature by subjecting his handling of the subject. He made his
name written in the history of Turkish cinema as an auteur director. Gliney
has shed light on many directors after him.

In the years when Omer Kavur went to France for his cinema education,
the New Wave movement and auteur understanding were newly formed.
Making his films inevitably influenced by this understanding, Kavur has
become a typical auteur director using an original language in his cinema.

In the auteur understanding, there is an opinion that a common event
and theme in the films of the director brings the creative personality to the
fore. In this context, it is seen that the common themes in Omer Kavur’s
films are generally shaped on “loneliness and the individual”. Based on
a writer-director approach, “Anayurt Oteli”’, which was written as an
adaptation of Yusuf Atilgan’s novel and directed by it, is an art-focused film
that uses the language of cinema in an original way. Similar to Truffaut,
Anayurt Oteli was a turning point in the formation of the Omer Kavur
cinema narrative rather than commercial concerns.

Nuri Bilge Ceylan is also among the auteur directors who have
a personal cinematic language in Turkish cinema. During his time in
England, he learned cinema through films, not at school, by watching three
films a day in cinematics just like the French New Wave filmmakers in
Ceylan. His presence in the film process from the script to the end of the
editing stage makes it possible for him to mark his films. It is seen that his



118 + Feridun Nizam, Eda Bozkurt Tan

films are consistent in content and form. It can be said that he has put his
personal signature on all of them, whether he tells a story from his personal
life or creates a movie with the parts he quotes from the literary world
(Yilmaz, 2018: 154). Like Truffaut, Ceylan has made films about his life.
In the movie “Far”, which Ceylan points out as his most autobiographical
film, Mahmut wrote his character inspired by his youth. In this context,
even when he deals with a simple subject, it is observed that he transforms
it into an art work with his signature. Nuri Bilge Ceylan, who takes care
to make “art”-based films without commercial concerns, continues to
progress without breaking his line.

Zeki Demirkubuz refused to identify the audience with the character
by using the modern narrative structure created by the French New Wave
cinema in his films. “The way the director deals with the subjects that
establish the inner meaning in his films is the pattern he creates with the
symbols he constantly uses and his cinematographic language. One of the
common features of Demirkubuz’s films is that he gives religious names
to his characters. Characters are generally alienated from society, have no
value judgments, insensitive, prone to crime, helpless and helpless” (Ugur,
2017: 239). Demirkubuz’s adoption of personality in his understanding
of cinema, his involvement in every stage of his films, his technical
competence, repetitive themes in his films, his unique style and content are
among the features that make him “auteur”.

There are certain elements that constitute the subjects of Dervig Zaim’s
cinema. These are society, history, tradition, art, culture and nature-human
relationship. He cares about conscience in his films focused on “human
nature”. Zaim argues that the relationship of cinema with the au