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INTERVIEW

What will be the new means of communication?
Which communication areas should the
companies prefer?

Geleceqgin halkla iligkiler
trendleri degisiyor!

Yeni iletisim araclari neler olacak?
Firmalar hangi iletisim alanlarina yonelmeli?

The Chairwoman of the Turkish Public Relations Association (TUHID) Fiigen Toksij,
has warned the companies on the developing public relations trends and said “The
managers should give priority to the communication studies for their own careers
and for the future of their enterprises, and should create time and resources.

Tirkiye Halkla iligkiler Dernedji (TUHID) Baskam Fiigen Toksil, firmalari geligen
halkla iligkiler trendleri konusunda uyard ve “Yneticiler, kendi kariyerleri ve
kuruluslarinin gelecedi icin iletisim calismalarina Gnem vermeli, zaman ve kaynak
yaratmalilar” diye konustu.
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Fiigen Toksii

The Chairwoman of the Turkish Public
Relations Assocation. .

Tiirkiye Halkla lligkiler Dernegi (TUHID) Bagkan.. ®

Can you give us some information about TUHID,
of which you act as the chairperson, and its
activities?

The Turkish Public Relations Association was established
in 1972, to gather the members of profession under one roof,
to ensure professional solidarity, and to develop, to establish
and to accurately introduce the profession in Turkey.. During
the period when it has started its operations, our Association
had given priority to the recognition and introduction of
public relations, and in the later periods, the Association has
established contacts with the international organizations, and
has acquired tens of members, who has accepted the area
of public relations as a professional identity. Our Association
is organizing activities such as training programs, seminars,
conferences, panels and competitions every year, and
is actively taking part in the Board of Directors of CERP
(European Confederation of Public Relations) and in the
Council of Media and Communications of the Turkish Union
of Chambers and Stock Markets,

“The Establishments need to receive
communications support in order to express
themselves”

What do you think about the status of public
relations in Turkey and its outcome in the future?

We are a developing country, there are international in-
vestments, and there is a fierce competition going on. The
need for public relations activities is increasing every year.
Therefore, the public relations sector is growing every year.
We believe that the establishments and their managers will
attach more importance to their communication activities and
will create the necessary resources in the future. The estab-
lishments need to receive communications support in order to
express themselves.

Bagkanhgin yiiriittiigiiniiz TUHID projeleri ve
faaliyetleri hakkinda bilgi verir misiniz?

Tirkiye Halkla lligkiler Dernegi, halkla iliskiler mesleginin
mensuplarini bir ¢ati altinda toplayarak, meslek i¢i dayanis-
may! saglamak, meslegin (lkemizde gelisimini, yerlesmesi-
ni ve dogru taninmasini saglamak amaciyla 1972 yilinda ku-
ruldu. Faaliyete gegtigi ddnemde dncelikli olarak meslegin il-
kemizde algilanmasint ve taninmasini saglayan dernegimiz,
daha sonraki dénemlerde uluslararast kuruluglaria baglan-
ti kurarak, halkla fligkiler meslegini profesyonel kimlik olarak
kabul eden onlarca lye kazandi. Demedimiz her yil editim,
seminer, konferans, panel ve yarigma gibi etkinliklerin yanin-
da, CERP (Avrupa Halkla lligkiler Federasyonu) Yénetim Ku-
rulunda ve TOBB Medya ve lletisim Meclisinde galigmalari-
ni stirdiiriiyor.

“Kuruluglar, kendilerini ifade edebilmek igin
iletisim destegi almak zorundalar”

Tiirkiye'de halkla iligkilerin durumu ve
gelecekteki seyri hakkinda ne diigiiniiyorsunuz?

Gelisen bir (ilkeyiz, uluslararasi yatinmlar var, rekabet ¢ok
hizli, her gegen giin halkla iliskiler faaliyetlerine duyulan ih-
tiyag artiyor. Bu nedenle de iletisim sektdrii sirekli blytime
egilimi gosteriyor. Kuruluglann ve yéneticilerin, gelecekte ile-
tisim ¢alismalarina daha fazla énem vereceklerini ve kaynak
yaratacaklarini tahmin ediyoruz. Kuruluslar, kendilerini ifade
edebilmek igin ilefisim destegi almak zorundalar.

Halkla iligkiler sektériiniin sorunlari neler sizce?
Ve bu sorunlar nasil agiimalidir?

Oncelikli sorunumuz, yéneticilerin ve kuruluglann iletigim
calismalanini da tipki finans, satis gibi yénetim fonksiyonla-
rindan biri oldugunu gérmeleri konusunda ikna asamasinda
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In your opinion, what are the major problems of
the Public Relations sector? And how can these
problems be overcome?

Our primary question emerges from the problems that we
encounter in convincing the enterprises and their managers
in the fact that the activities relating to communications, is
one of the basic management functions, just like finance or
sales. A communications project that the managers do not
have confidence in, and that does not receive their approval,
can not succeed. The managers should accept, adopt and
help in the implementation, in order for a communications
project to succeed.

Meanwhile, we have certain problems within the sector. We
are a minor sector; we have human resources problems and
we are operating with minor budgets. On the other hand, we
are closely watching the developments that take place in the
world, and we are in a sector where worldwide projects are
being prepared.

The vision of the manager, plays an active
role in communication studies

What do you think of the public relations studies
undertaken by the growing companies in
Turkey?

Some of the enterprises in Turkey have very successful
projects. The conceiving of the studies on communication as
one of the basic studies during the founding stage of the com-
panies, is a process. Here, the vision of the manager is very
important. In the success of the major companies, obviously,
the role of communications is one of the basic criteria. A com-
pany may achieve the production and sales activities with a
great success; however, if that company does not become
successful in maintaining good relations with its employees,
or having good working relations with its stakeholders, or if
it can not successfully manage its communications with the
media, the overall success of that company is at stake. The
big corporations are very successful in that respect.

The projects that have applied to the Golden Compass
Competition held by TUHID show us one thing: Certain in-
credible projects were created from very different communi-
cation categories. There are projects with awards that have
created resources, and that have provided various benefits to
the country. Similarly, there are some communication projects
that have been awarded in many competitions held abroad.
We take a great pride in all these efforts on behalf of our sec-
tor, and we would like to thank all the managers within this
context.
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yasadiklarimizdir. Yéneticilerin inanmadigi ve kabul etmedigi
iletigim projesi basarili olamaz. Yonetici kabul etmeli, benim-
semeli ve uygulanmasini saglamalidir ki bagar olsun.

Diger yandan sektor iginde de bazi sorunfanmiz var. Kigik
bir sektoriiz, insan kaynadi sorunumuz var, kiiglk bitcelerle
calistyoruz. Diger yandan, diinyay! yakindan takip ediyoruz,
diinya 6lgtstinde projelerin hazirlandigi bir sektor icindeyiz.

Yéneticinin vizyonu iletisim ¢aligsmalarinda
etkin rol oynuyor

Tiirkiye'de biiytiyen sirketlerin halkla iliskiler
calismalarini nasil buluyorsunuz?

Kuruluglann ok bagaril iletisim projeleri var. lletisim galig-
malarini kurulug biinyesinde diger ¢alismalardan biri olarak
griilmesi bir siireg. Yéneticinin vizyonu énem tagiyor. Bliyik
sirketlerin baganisinda iletigim rolii de elbette Gnemli kriterler-
den biri. Uretimi ve satisi yiiksek bagaril olarak gergeklesti-
rebilir, ancak galiganlan ile iligkisini veya paydaglan ile galig-
masini veya medya ile iletisimini iyi yénetemezse, basariya
gélge duser. Biyiik kuruluglar artik bu konuda cok basaniilar.

Toksii; “A communications project that the
managers do not have confidence in, and that
does not receive their approval, cannot succeed”

Toks; “Yoneticilerin inanmadigi ve kabul
etmedigi iletisim projesi basarih olamaz!”

TUHID'in Altin Pusula Halkla lligkiler Yarismasi'na bagvu-
ran projeler bize sunu gosteriyor. Gok farkl iletisim katego-
rilerinden inanilmaz projeler dretilmis, kaynak yaratilmis, (-
keye faydasi olmus éduillii projeler var. Ayni sekilde yurt di-
sindaki birgok yarismadan Gdiille dénen iletisim projeleri var.
Hepsi sektérimiiz adina gurur verici. Yoneticilere de bu bag-
lamda tegekkiir ediyoruz.

Biiyiimek isteyen firmalara bu baglamdaki
onerileriniz neler olur?

Bliyimeye calisan firmalar 6ncelikle kurumsallasma, ku-
rumsal kimiik olusturmaya zaman ve kaynak harcamalilar.
Sonrasinda iletisim galismalan ife bilyiime stirecini yonetir-
lerse, daha saghkli ve kamuoyu ile paydaslan nezdinde daha
itibarli biiyiime gergeklestirebilirier.
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What could be your suggestions to the firms who
wish to accomplish growth?

The firms who wish to grow, should primarily spend some
time and resources on corporatization and the acquisition of
a corporate identity. Subsequently, if they could successfully
manage their communication efforts and the growth process,
the can accomplish a more health, and a more prestigious
growth at the level of the public opinion and their stakehold-
ers.

Watch out for reputation management, crisis
communication and media communication

What do you think about the contributions of the
Corporate Social Responsibility Projects to the
firms?

When the Corporate Social Responsibility Projects are ap-
plied accurately, they have a positive impact on the reputation
of a company. | believe that the social responsibility activities
should be conducted with the participation of all the employ-
ees and the stakeholders of the firm. Through this way, the
employees of the firms could actively take part in the social
responsibility activities, and their sense of belonging to the
establishment could be enhanced. Recently, the companies
have begun to grow more aware of their responsibilities and
thus, have begun to perform studies in the relevant areas. It
has been noted that the working life does not merely consist
of production and sales activities. The establishments also
possess certain responsibilities towards their employees,
their environment and their consumers. Particularly the glo-
balization of competition, has forced the companies to lay
claim to their corporate social responsibility policies; for other-
wise, a company may not be able to sell their products in the
markets. Meeting the criteria that is sought in international
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Itibar yonetimi, kriz iletisimi ve medya
iletigimine dikkat!

Kurumsal Sosyal Sorumluluk projelerinin
firmalara katkilari konusunda neler
diistiniiyorsunuz?

Kurumsal Sosyal Sorumluluk kampanyalar dogru yapildi-
g1 takdirde kurumlara itibar kazandinr. Sosyal sorumluluk fa-
aliyetlerine, kurumun tiim ¢alisanlan ve paydaglarinin da ka-
fimi saglanarak gerceklestiriimesi gerektigi inancindayim.

“The firms who wish to grow, should
primarily spend some time and resources on
corporatization and the acquisition of a
corporate identity”

“Biiyiimeye calisan firmalarin oncelikle
kurumsallagma ve kurumsal kimlik olusturmaya
zaman ve kaynak harcamasi gerekiyor”

Béylece kurum galigsanlaninin da sosyal sorumluluk faaliyet-
lerinde etkin olarak yer almasi saglanarak, kuruma olan aidi-
yet duygularini da pekistirecektir. Kuruluglar, son yillarda so-
rumluluklanni daha 6nemsemeye ve bu yonde de calismalar
yapmaya bagladilar. Goriildii ki, is hayati sadece (iretmek ve
satmak ile sinirli degil. Kuruluglarin, galiganlarina, cevreleri-
ne, tiketicilerine karst sorumluluklar var. Ozellikle rekabetin
global alanda olmasi, kuruluglarin kurumsal sosyal sorumiu-
luk politikalanina sahip ¢ikmasini zorunlu hale getiriyor, aksi
takdirde malini satma imkani bulamayabiliyor. Uluslararast ti-
carette aranan kriterleri karsilayabilmek dnem tasiyor.
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trade is gaining importance. On the other hand, the produc-
ers’ meeting their responsibilities has now become included
within the criteria for preference. A company should at first
fulfill its corporate responsibilities before the formulation of
its social responsibility projects. Accordingly, it should pay its
taxes regularly, it should conduct its business activities on a
legal basis, it should safeguard the rights of its employers, it
should be considerate towards its environment, it should com-
bat against bribery and irregularities in business life, it should
avoid using child labor, etc. In a social responsibility work in
a corporation, the production of the projects through the col-
laboration of the public sector + private sector + NGO's, is
important from the standpoint of the soundness and feasibility
of the project. Moreover, sustainability is another important
criterion.

Was the Public Relations sector affected from the
crisis? To what extent?

As a consequence of the global crisis experienced in the
last quarter of last year, the reduction of the operations of
the corporations and again, the limitations introduced in the
budgets, have obviously affected the communications sector.
Concurrent with the global crisis, the managers were intro-
duced the obligation to think long term, to take the necessary
precautions in advance, to convert the crisis into opportuni-
ties through the performance of their communication studies
and to provide new initiatives. Moreover, new opportunities
will be created for the communications sector, which will in
turn create new communication channels that could be used
affectively.

What will be the trends in public relations during
the foreseeable future? Will Turkey be able to
adapt itself to these developments?

Concurrent with the technological developments, we ob-
serve certain innovations and developments in the public re-
lations sector. The use of the classical communication media
has declined, and this was replaced by the fast communica-
tion media that is widely used by the young generation. The
decline of the target masses and the further growth and diver-
sification of the new communication channels, is forcing the
people in the communications business to work much faster
and much more effective. It is highly important for the estab-
lishments to make use of the communication media in a much
more effective manner, in order to express themselves better.

Meanwhile, the other fields of communication that needs
to be paid attention, are the reputation management, crisis
communication, and media communications. a
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Diger yandan tiiketiciler igin de dreticinin sorumluluklanni
yerine getiriyor olmasi artik tercih kriterleri arasinda yer ali-
yor. Bir kurulugun sosyal sorumluluk projelerini olugturma-
dan 6nce, kurumsal sorumluluklarini yerine getirmesi gerekir.
Vergisini vermeli, yasal ¢alismali, ¢alisanlaninin haklarini gé-
zetmeli, gevresini diigtinmeli, riigvet ve yolsuzlukla micadele
etmeli, gocuk isgiict kullanmamali gibi... Bir kurumsal sosyal
sorumluluk ¢alismasinda, kamu sektorii+ozel sektér+STK is-
birligi halinde (iretilmesi projenin saglamligi ve iglerligi ha-
linde 6nem tagimaktadir. Ayrica siirdiriilebilirligi de yine bir
bagka énemli kriter.

Halkla iliskiler sektérii krizden etkilendi mi?
Hangi oranda?

Gegen yilin son geyredinde yasanan kiiresel krize badl
olarak kurumlann faaliyetlerini daraltmasi ve yine biitgeler-
de gerceklestirilen kisitlamalar, iletisim sektorini de elbet-
te etkiledi. Kiresel krizle birlikte yoneticilerin uzun vadeli du-
stnmeleri ve gerekli tedbirleri 6nceden almalan, krizi iletisim
calismalariyla firsata dénstiirmeleri ve yeni agiimlar sagla-
malari énem tasiyor. Bunun yan sira iletisim sektérii igin bir
firsat da yaratacak, o da daha etkin kullanilacak yeni iletisim
kanallan ortaya ¢ikacak.

“The globalization of competition, is forcing the
firms to adopt corporate social
responsibility projects”

“Rekabetin global alanda olmasi, kuruluglarin
kurumsal sosyal sorumluluk politikalarina sahip
ctkmasini zorunlu hale getiriyor”

Gelecekte halkla iligkilerin trendleri neler
olacak? Tiirkiye bu gelismelere ayak
uydurabilecek mi?

Teknolojik gelismelerle birlikte halkla iligkiler sektdriinde
de degisiklikler ve gelismeler yasaniyor. Klasik anlamda ile-
tisim araglannin kullanimi azalmaya basladi. Ozellikle geng
hedef kitlenin kullandigi sosyal medya hizla iletisim araglari
arasinda yetini ald.

Hedef kitlelerin daralmasi ve iletisim kanallaninin genisle-
mesi, iletisimcileri gok daha hizl ve etkin galismaya y6nelti-
yor. Kuruluglann kendilerini daha iyi ifade edebilmeleri igin,
iletisim araglanni ¢ok etkin kullanmalan 6nem tagiyor.

Diger yandan, itibar yonetimi, kriz iletisimi ve medya ile-

tisimi yine dikkat edilmesi gereken dider iletisim alaniaridir,
=
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