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Abstract. The theory of mediatization focuses on discussions on the intertwining of the
media with social institutions such as politics, family and religion, influencing and being
affected by these structures. In general, mediatization refers to the social and cultural process
in which a field or institution becomes to some extent dependent on the logic of the media
(Hjarvard, 2011). Hjarvard draws attention to the processes of mediatization as a concept by
cultural and social phenomena through the media, and their symbolic content is more or less
under the influence of the media. The media is determinative on the fictional world with it
produces and, on its audience (consumers). It influences, directs and shapes them through the
discourse it produces. Mediatization is an important issue in the context of media literacy and
especially transmedia methods. Because transmedia content practices and methods increase
the mediatization effect and affect the orientations of the individual and society, especially
when it comes to inadequacy in the context of media literacy. Therefore, this study focused on
the awareness of the audience (consumers) about transmedia applications. It is seen that the
studies conducted in the field of transmedia have developed in terms of content production
methods, strategies and audience engagement. It is understood that there are not enough
studies on subjects such as audience impacts or audience awareness. In this context and in this
study, the competence of multimedia viewers who use social media and follow a traditional
media tool to understand and be aware of the content transitions between different media tools
has been examined. The television channel was chosen as the traditional media medium for
the research study due to its widespread viewing.
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AnHoTanus. Tema TpaHcMenua CTaHOBUTCS Bce Ooliee aKTyallbHOW JIJISl COBPEMEHHBIX
WCCTIEIOBAHNN Me/Ina KaK ¢ TOYKH 3PEHHS ITPOU3BOJICTBA KOHTEHTA, Tak U ayautopuu CMU.
Pa3BuTHE HOBBIX MEIMIHBIX TEXHOJOTHUH HM3MEHWIO PACHpPOCTPAHEHHE KOHTEHTAa B cdepe
MacCCOBBIX KOMMYHHKAIIMHA, a TaKXKe e€ro BIUAHWE Ha Jrojied u o0mecTtBo. CeroHst Mbl Mpo-
JIOJDKAEM TIOJTyYaTh U TEHEPUPOBATH COIMAIBHBIC CMBICIBI, HMCIOIINE KOMMEPUECKHE, TIOTH-
TUYECKUE WU CONMANILHBIC TIEITH, MTPAKTUIECKHU OT JIF0OOTO CpPeIcTBa MacCOBOM MH(OpMaIiu
C Pa3HBIM COJIEpKAHUEM MOCPECTBOM UMEHHO TPaHCMEAUHHOTO MOoBeCTBOBaHUs. [IpoBeneH-
HBI TEOPETUYCCKUN aHAJIN3 TI0Ka3all, YTO UCCIEIOBaHUSI B 00JACTH TpaHCME/Ha, pa3BHUBa-
JINCh MHTEHCHUBHO C TOYKHU 3PEHUS METOJOB MPOU3BOJCTBA KOHTEHTA, CTPATETHA M B3aMMO-
JeiictBus ¢ aynutopueid. OTHaKO BOTIPOC BIMSIHUS ayJUTOPUN MU OCBEIOMIICHHOCTH aylIu-
TOPUM W WX B3aUMOOTHOIIEHUS C TPAaHCMEIUHHBIMA HCTOPHUSIMHU SIBIISIETCS HEIOCTATOYHO
W3y4YeHHBIM. J[aHHOE WCCIeIOBAaHWE HAIPABJICHO HA BBISIBJICHHE OCBEIOMIICHHOCTH ayJIHUTO-
pYY ¥ IOTpeOUTENel 0 COeP)KaHUH TPAHCMEANMHBIX UCTOPUM B KOHTEKCTE MeIUarpaMoTHO-
CTH, 0COOEHHO B KOHTEKCTE HCITOJIL30BAHMS TPAJUIIMOHHBIX ¥ HOBBIX MEIlda B COMOCTaBH-
TEJIHFHOM acIleKTe (TypEelKO-YKPanHCKHE IMapalIeiH ).

KuaroueBble cioBa: TpaHcMeIUHHOE MOBECTBOBAHWE, MEAUMHAS ayJUTOPHS, COLAAIb-
HBIE Menna, KoHBepreHuws, Typrus, Ykpanaa
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Understanding the transmedia audience (or consumer)

In general, media professionals, as content producers, have sufficient
equipment and knowledge about transmedia applications. They have method and
strategy skills on issues such as content production, content reinforcement with
cross-media applications, presenting complementary content with different media
tools, ensuring participation and experience. However, when the studies in the
field are taken into account, there are not many studies on the level of awareness
of the audience about reaching them through different media and transmedia
methods. This aspect of the study is expected to contribute to the field.

According to Scolari (2009), on whose views we base our study in the
context of the media consumer, there are three types of media consumers [25].
Such consumers can also be considered as a chronological perspective on the
media and the development of the media consumer. In this sense, the media
consumer of the first group is the consumer of a single text. In the second group,
there are users of a certain channel. These consumers consume every single text
transmitted through a channel.

Transmedia consumers are in the third group. Transmedia consumers are on
the move between channels and platforms where the story is presented. They do
not limit themselves to only a part of the story and try to capture all the narratives
and texts to explore the world of the story [7].

With the development of social media usage habits of viewers who follow
traditional media tools, media consumption behaviors and tendencies are also
changing. Today’s media consumers may not have sufficient awareness of the
transmedia content they are exposed to while following many media content with
different mass media (Figure 1). In addition, if the watched content redesigns the
perception of reality, this issue becomes even more important.
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Single text
consumer

Single media consumer

Transmedia consumer

Figure 1. Types of Media Consumer and Transmedia Consumer
Source: [25.P.597]

Research problem and methodology

The study seeks answers to the following two fundamental questions:

a) Do social media users have an idea about the fictional nature of the media
contents they follow daily?

b) Do social media users have awareness about transmedia contents and
applications?

Within the scope of the research, the quantitative research method was
preferred. The answers given by people who both have social media accounts and
watch television were evaluated as research data.

The questionnaire form of the research, in which the trend and behavior data
on media use was also obtained, was shared online. In order to get the views on
Transmedia awareness, which is important for the subject of the research, and to
generate data, some suggestions were made to the participants with a Likert scale
and their opinions were asked.

The awareness levels of the participants were questioned on the subjects in
the scale consisting of 13 randomly ordered items.

Social media users are analyzed transmedia awareness level trough the
Turkish-Ukrainian perspective within different media and different cultural
contexts with the propositions in the Likert scale.

In the study, in which the awareness levels of the subjects with different
characteristics such as age, gender and education, regarding transmedia content
were examined, the awareness levels of the participants were also obtained
according to the social media networks they used.

The research includes only a limited observation based on the comparison of
two media consumption areas and two countries. It is expected to be a source for
future transmedia audience research.

Findings

The answers of the participants in the research were evaluated and the data
of 561 people from Turkey and 356 people from Ukraine were taken into account.
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Considering the participant profile; 76.5 percent of the participants from Turkey
and 52.8 percent of the participants from Ukraine are women. The proportion of
male participants in Ukraine is 45.2%, higher than the participants in Turkey.
While the majority of Ukrainian respondents are in the age group of 15-19, 34.58
percent of respondents from Turkey are in the age group of 40-49. It is seen that
the participants from Turkey are mostly at “University (3—4 years), Higher
Education (3—4 years)” and Postgraduate levels. Respondents from Ukraine were
found to focus on “Full secondary education (1012 years)”.

Within the scope of the research, particularly, with the 8th question, on
which the Likert scale was applied, the opinions of the participants on the reality
and propaganda power of the contents in these media channels were taken and
their awareness levels on transmedia content practices in both media areas were
questioned.

Although many results have been obtained, the following findings have been
reached when we evaluate some data in terms of our subject:

— Turkish viewers watch television at a higher rate than Ukrainian viewers.

— It is understood that the media consumers of both countries have a similar
tendency in their use of social media.

— When a comparison is made between both countries, it is understood that
media consumers in Turkey are more dependent on social media as they are on
television.

— The proposition “Television is a propaganda tool” was accepted for media
consumers in both countries.

—1It is understood that Turkish media consumers agree more with the
proposition that television is a fiction than Ukrainians.

— Media consumers in both countries largely agree with the proposition that
television and social media are used to promote certain ideas in public.
Accordingly, both countries emphasize that there is a serious transition between
media consumers, television and social media, and real life.

One of the scale statements in the research form, “I come across different
types of content on television and social media to support certain ideas” is an
important proposition for our study. It is useful to make some determinations by
comparing this expression with other scale expressions. In this context, if an
evaluation is made on people who “agree” or “disagree” with other propositions,
the participants mostly state that they encounter different types of content on
television and social media to support certain ideas. The view that certain thoughts
are expressed with different types of content in media environments and tools was
put forward by the participants. Awareness is high.

Discussion and conclusions

Within the scope of the study, by taking the opinions of the participants, the
effects of the contents in television and social media, which are different types of
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media, in terms of reality/fiction, propaganda and their power to direct life, and
participant levels of transmedia awareness were questioned.

The issue of “awareness” even gains more importance within the context of
mediatization and media literacy, especially considering the effect of the
transmedia storytelling method, in which certain ideas and trends are marketed, on
the media consumer.

The people participating in the research have a very high opinion that the
different types of content they follow on social media and television are organized
in order to support a certain thought.

However, this awareness should not be considered as having knowledge
about “Transmedia” and being aware in this way. With this study, it can be argued
that only the participants’ awareness of exposure to transmedia applications is
high. In addition, it is seen that the participants have a high awareness of the
power of television or social media content to be fiction, contain propaganda and
direct their life and thinking.

Within the framework of the research, the participants were also asked
whether they encountered an idea presented by a TV program (series, news,
entertainment program, etc.) in their social media posts. At this stage, it is targeted
to understand the awareness of social media users on social media of transmedia
content in the context of media convergence, regardless of content type. While
46.7 percent of the participants from Turkey gave the answer “Largely agree”, this
rate was 23.3 percent for the participants from Ukraine. Respondents from Turkey
seem to have a higher level of awareness of transmedia content.

This research shows that the influence of transmedia in the context of
mediatization is great. However, this study should be considered as a pioneering
study for transmedia awareness research.

In the context of media literacy and mediatization in terms of our subject, it
is predicted that studies on the awareness of media consumers will become more
and more important, especially considering the impact and prevalence of trans-
media applications in terms of constructing reality and placing certain thoughts.

References / Bubnuorpadunyeckmm cnucok

[1] Crossmedia (2021). Retrieved May 7, 2021, from https://www.tlu.ee/en/node/2178

[2] Donmez, M., & Giiler, S. (2016). Transmedia Storytelling “Doritos Akademi” Study
Case. Visionary Magazine, 7(16), 155-175.

[3] Dziubko, A.V. (2020). Ukrains’ki revoljucii u transmedijnomu storitelingu: avtors’kij
proekt. [Ukrainian Revolution in Transmedia Storytelling] MA Thesis. VNZ
«Ukrains’kij katolic’kij universitet». L’viv. Retreived May 7, 2021, from
https://er.ucu.edu.ua/bitstream/handle/1/2326/Dziubko_Ukrainski%20revoliutsii%20u%
20transmediinomu.pdf?sequence=1&isAllowed=y — 76¢. (In Ukrainian)

[4] Gambarato, R.R. (2013). Transmedia project design: Theoretical and analytical conside-
rations. Baltic Screen Media Review (pp. 81-100).

[5] Gambarato, R.R., Lapina-Kratasyuk, E.G., & Moroz, O.V. (2017). Transmedia storytelling
panorama in the Russian media landscape, Shagi / Steps, 3(2), 20—46. (In Russ.)

702 JOURNALISM. PRACTICES: TRANSGRESSIVE FORMATS AND FOCI



Buneunu [Prc., F'opowro E.M. Bectauk PYITH. Cepust: Jlureparyposenenue. XXypuanmucruka. 2021. T. 26. Ne 4. C. 697-704

[10]

[11]

[12]

[13]

[14]

[15]

[16]
[17]

[18]

[19]

[20]

[21]

[22]

[23]

Tambapamo P.P., Jlanuna-Kpamacwx E.I"., Mopo3 O.B. TlanopaMa pOCCHICKHX TpaHC-
MeJMa: OMBIT KapTUPOBaHUS MYJIbTUIUIATHOpMeHHbIX nHUIMATUB // 1laru. 2017. T. 3.
Ne 2. C. 20-46.

Gambarato, R., & Lapina-Kratasyuk, E. (2016). Transmedia Storytelling Panorama in
the Russian Media Landscape. The Russian Journal of Communication, 8(1), 1-16.
Girel, E., & Tigh, O. (2014). New World Created by Social Media: Transmedia
Storytelling. Journal of Media Critiques, 1(1), 35-65. DOI: 10.17349/jmc114102.
Retrieved May 7, 2021, from https://www.researchgate.net/publication/276239031 _
New_World Created by Social Media Transmedia_ Storytelling

Hjarvard, S. (2011). The mediatization of religion: Theorising Religion, Media and
Social Change. Culture and Religion, 12(2), 119-135.

Hvorostina, O.V. (2021). Strukturni modeli transmedijnih proektiv u zhurnalistici
[Structural Models of Transmedia Projects in Journalism]. Naukovi zapiski Institutu
zhurnalistiki [Scientific Papers of Journalism Institute], 2(75), 70-84. Retrieved May 7,
2021, from http://www.scientific-notes.com/archives/813 (In Ukrainian)

Ivanishina, L. (2014). U mirnij chas poljagli za Ukrainu [They Gave their Lives for
Ukraine in Peacetime] [Elektronnij resurs]. Kinoteatr. Retrieved May 7, 2021, from
https://ktm.ukma.edu.ua/show_content.php?id=1684.

Jenkins, H. (2016). Convergence culture: where old and new media collide. New Y ork:
New York University Press.

Jenkins, H. (2007). Transmedia Storytelling 101. The Official Weblog of Henry Jenkins.
Retrieved May 7, 2021, from http://henryjenkins.org/2007/03/transmedia_storytelling
101.html.

Kalinov, K. (2017). Transmedia Narratives: Definition and Social Transformations in
the Consumption of Media Content in the Globalized World. Postmodernism problems,
60-68.

Kinder, M. (1991). Playing with Power in Movies, Television, and Video Games: From
Muppet Babies to Teenage Mutant Ninja Turtles (pp. 38-119). Berkeley and Los
Angeles: University of California Press.

Manovich, L. (2018). Jazyk novyh media [New Media Language]. Moskva: Ad
Marketing Press.

Manovich, L. (2014). Software is the Message. Journal of Visual Culture, 13(1), 79-81.
McCredie, N. (2015). Weaving a Story World Web, Sydney: Macquarie ICT Innovations
Centre.

Media Convergence. (2021). Retrieved May 7, 2021, from https://leverageedu.com/blog/
media-convergence.

Moloney, K. (2011). Transmedia Journalism as a Post-Digital Narrative. ATLAS (pp. 1-
37). Retrieved May 7, 2021, from http://atlas.colorado.edu/wp-content/uploads/2015/
04/ATLAS-Tech-Report-2102_11 _02.pdf

Moloney, K. (2014). Multimedia, Crossmedia, Transmedia... What’s in a name?
Transmedia Journalism. Retrieved May 7, 2021, from https://transmediajournalism.org/
2014/04/21/multimediacrossmedia-transmedia-whats-in-a-name

Negroponte, N. (1978). Archive for Nicholas Negroponte. Retrieved May 7, 2021, from
https://multimediaman.blog/tag/nicholas-negroponte/.

Oblichchja #VABYLON’13. (2014). Ljudi, jaki tvorjat’ kinoprotest. Chastina 2 [Faces
#VABYLON’13. People who are Making Movie Revolt. Part 2]. Ukrains’ka pravda.
Zhittja [Ukrainian Life]. Retrieved May 7, 2021, from https://life.pravda.com.ua/ukr/
culture/2014/03/4/155363/. (In Ukrainian)

Pil’gun, M.A. (2015). Transmedia Storytelling: perspektivy razvitija mediateksta
[Transmedia Storytelling: Mediatext Development Perspectives]. Jelektronnyj nauchnyj

KYPHAJIMCTHUKA. ITPAKTUKA: TPAHCIPECCHUSI TPAHCOUT'YPALIN 703



Bilgili C., Goroshko O.1. 2021. RUDN Journal of Studies in Literature and Journalism, 26(4), 697-704

zhurnal “Mediaskop” [Research E-Journal Mediaskop], (3), 2—12 Retrieved May 7,
2021, from http://www.mediascope.ru/1773 (In Russ.)

Tunveyn M.A. Transmedia Storytelling: mepcnekTuBbl pa3BuTHs Menuatekcra // Me-
muackor. 2015. Ne 3. C. 2—12. URL: http://www.mediascope.ru/1773

[24] Sar, G. Abant. (2017). Journal of Cultural Studies (AKAR), 2(4), 71-79. (In Turkish)

[25] Scolari, C.A. (2014). Transmedia storytelling: new ways of communicating in the
digital age. AC/E digital culture Annual Report, (6), 69-79.

[26] Scolari, C.A. (2009). Transmedia storytelling: Implicit consumers, narrative worlds, and
branding in contemporary media. International Journal of Communication, (3), 586—
606.

[27] Sokolova, N.L. (2011). Transmedia i «interpretativnye soobshhestva» [Transmedia and
Interpretive Society]. Mezhdunarodnyj zhurnal issledovanij kul’tury [International
Journal of Cultural Research], (3—4), 16-21. (In Russ.)

Coxonosa H.JI. TpancMenna U «MHTEpIpETaTUBHbIC coolmiecTBay // KymbTypHas uc-
topust menma. 2011. Ne 3(4). C. 16-21.

[28] The Concept of Media Convergence. (2014). Retrieved May 7, 2021, from https://

ololadeganiyualabi.wordpress.com/2014/03/11/the-concept-of-media-convergence/

Bio notes:

Can Bilgili, CEO & Founder of World Experience Campus, Professor of Media and
Communication, Department of Visual Communication Design at Gedik University, Istanbul,
Turkey. ORCID: 0000-0002-7581-9622; e-mail: can.bilgili@gedik.edu.tr

Olena I. Goroshko, Professor, Head of Cross-Cultural and Media Communication
Department National Technical University “Kharkiv Polytechnic Institute”, Kharkiv, Ukraine.
ORCID: 0000-0002-8592-1022; e-mail: olena.goroshko1965@gmail.com

Ceeenus 00 aBTopax:

JDican Buneunu, TeHepanbHBIA nupekTop u ocHoBarenb World Experience Campus,
mpodeccop Meana M KOMMYHHKAUHUH, (akyJabTeT OU3aifHA BU3YaNbHBIX KOMMYHHKAITUIA
Yuusepcurera ['egpik, Cramoyin, Typrms. ORCID: 0000-0002-7581-9622; e-mail: can.bilgili@
gedik.edu.tr

Enena Heopesna I'opowko, nipodeccop, 3aBenyronias kahenpod MEKKYIbTYPHBIX H
MEAMUHBIX KOMMYHHKanui HalnoHamTbHOTO TEXHHUYECKOTO YHHBEPCUTETa «XapbKOBCKHIA
MOJINTEXHUYCCKAH MHCTUTYT», XapbkoB, Ykpawna. ORCID: 0000-0002-8592-1022; e-mail:
olena. goroshko1965@gmail.com



