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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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Аннотация. Тема трансмедиа становится все более актуальной для современных 

исследований медиа как с точки зрения производства контента, так и аудитории СМИ. 
Развитие новых медийных технологий изменило распространение контента в сфере 
массовых коммуникаций, а также его влияние на людей и общество. Сегодня мы про-
должаем получать и генерировать социальные смыслы, имеющие коммерческие, поли-
тические или социальные цели, практически от любого средства массовой информации 
с разным содержанием посредством именно трансмедийного повествования. Проведен-
ный теоретический анализ показал, что исследования в области трансмедиа, развива-
лись интенсивно с точки зрения методов производства контента, стратегий и взаимо-
действия с аудиторией. Однако вопрос влияния аудитории или осведомленность ауди-
тории и их взаимоотношения с трансмедийными историями является недостаточно 
изученным. Данное исследование направлено на выявление осведомленности аудито-
рии и потребителей о содержании трансмедийных историй в контексте медиаграмотно-
сти, особенно в контексте использования традиционных и новых медиа в сопостави-
тельном аспекте (турецко-украинские параллели). 
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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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Figure 1. Types of Media Consumer and Transmedia Consumer 
S o u r c e :  [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 (10–12 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. 

– It 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. 
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