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Turkey needs to accelerate its integration into the Internet economy. The state of 
new media in Turkey is caricaturized as a battle of politics and culture/ideology, 
waged between the leadership and supporters of the AK Party and a nebulous mass 
of politically aligned or non-aligned groups. While this portrayal represents a very 
real and persistent problem with the freedoms of expression and information in 
Turkey, online censorship is only the beginning of Turkey’s challenges in adjusting 
to the values of, and the commercial and political relationships in, the Digital 
Era. Businesses across the country expect the development of a more advanced 
technological infrastructure, a more liberal new media sector, and a more skilled 
and flexible workforce. Turkey needs to build a more inclusive policy dialogue to 
help shape the future of its new media sector and community.
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ccess to internet is critical for fundamental freedoms and economic 
development. Continued access to a free and open internet depends on 
effective governance. In the wake of large-scale internet surveillance 
and reduced trust in the internet, governance of the internet must be-

come more transparent, accountable and inclusive.”1

Speaking at the Internet Governance Forum in Istanbul recently, Neelie Kroes, the 
Vice President of the European Commission, highlighted the crucial link between 
achieving sustainable economic growth and democratically governing the World 
Wide Web. The European Commission and its members are well aware of a key 
challenge that national governments face today: E-friction, the factors that prevent 
consumers, businesses, civil society organizations, and other actors from accessing 
the local and global Internet economy. 2 In developing markets, the Internet econo-
my is growing at 15 to 25 percent per year. However, Turkey ranks 44th among 63 
countries on the Internet Corporation for Assigned Names and Numbers (ICANN) 
e-friction index, scoring especially poorly because of the types of friction that deter 
and prevent consumers and citizens from using the Internet freely.3 These obstacles 
include legal and administrative restrictions to access over 50 thousand domains, 
extensive public surveillance over online activity, rulings by local and national 
courts to criminalize the exercise of freedom of expression via online media, and 
the lack of sound, clear, and/or relevant legislation and technological infrastructure 
to facilitate a well-functioning new media market. 

The introduction of new legal and institutional mechanisms to govern new media 
over the past few years deepened e-friction in Turkey. On 17 July 2013, Turkey’s 
Information Technologies Commission (Bilgi Teknolojileri Kurumu – BTK) autho-
rized all telecommunications service providers to record telephone calls and to sub-
mit these recordings to the Office of the Prime Minister. Former Turkish President 
Abdullah Gül ratified a new Internet Law, which authorizes various state organs 
and/or personnel to collect and use Internet traffic data widely for security reasons. 
Gül demanded two amendments to be made to this law, and having taken on the post 
of president in August 2014 Recep Tayyip Erdoğan ratified the final version of the 
law in September 2014. The amended articles 126 and 127 only serve to enhance the 
securitized character of the law. 
1 Statement by the Members of the European Parliament in: Neelie Kroes, “Protecting the open internet: the Internet 
Governance Forum in Turkey,” Official webpage of the Vice President of the European Commission Neelie Kroes, 
2014, https://ec.europa.eu/commission_2010-2014/kroes/en/blog/protecting-open-internet-internet-governance-forum-
turkey 
2 The Boston Consulting Group coined the term “e-friction” and offered the following definition in its 2013 report, The 
Connected World: Greasing the Wheels of the Internet Economy: “the factors that inhibit consumers, businesses and 
others from fully participating in the national – and the international – internet economy.”
3 Boston Consulting Group, “The Connected World: Greasing the Wheels of the Internet Economy,” ICANN,  2003, 
https://www.icann.org/en/system/files/files/bcg-internet-economy-27jan14-en.pdf 
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In April 2014, newly appointed Minister of Transport, Maritime Affairs, and 
Communications Lütfi Elvan suggested setting up a national intranet using a “ttt” 
domain instead of the “www,” so as to protect Turkey’s national security interests. 
Elvan’s statement reflects the conventional thinking, now adopted by the current AK 
Party administration, that national security concerns trump individual and collective 
freedoms.4 This approach to cyber security threatens globalization and deeper eco-
nomic integration with international markets.5

Governments across the globe are over-
stepping the boundaries of personal 
freedom and basic rights and liberties in 
the name of a glorified nation-state and 
its institutions. Most refer to the post-
9/11 global security doctrine to justify 
and legitimize their illiberal practices. In 
Turkey, the legal and political sanction-
ing of the invasion of privacy and the 
overriding of basic rights and liberties 
is reinforced by a discourse of conserva-
tism, blended with selective references 
to Islam. This particular discourse adds 
an interesting dimension to the issues of 
network readiness and net freedom in this country. In this piece, I explore the ques-
tions of whether Turkey is exclusively underachieving in making the digital switch 
and where the current government gets new media policies wrong. In other words, 
why is Turkey still not the cool and well-adjusted kid in a class of network-ready 
developing and developed countries? 

To explain why Turkey is, and seems bent on remaining, a late bloomer in the Digital 
Era, I develop the following theory: a freer, more inclusive, and democratic new 
media environment increases international competitiveness and fosters economic 
development. By implication, factors that hinder a freer and more inclusive new 
media landscape, such as those encapsulated as e-friction, also undermine Turkey’s 
performance in the Internet economy. I attempt to present the views of several stake-
holders in Turkey’s new media policies, specifically Turkey-based business organi-
zations, professionals, and political and academic actors interested in new media. I 

4 Nuray Babacan, “www’den çıkar ttt’yi kurarız” [We could leave www and establish ttt], Radikal, 2014, http://www.
radikal.com.tr/ekonomi/wwwden_cikar_tttyi_kurariz-1187488 
5 Rod Beckstrom, “2050: How can we avoid an electronic 1984?” World Economic Forum, 19 January 2014, 
http://forumblog.org/2014/01/2050-digital-future-e1984/?utm_content=bufferac3e6&utm_medium=social&utm_
source=linkedin.com&utm_campaign=buffer 

“In Turkey, the legal and 
political sanctioning of the 
invasion of privacy and the 

overriding of basic rights 
and liberties is reinforced by 
a discourse of conservatism, 

blended with selective 
references to Islam.”
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base my conclusions on close to 20 interviews I conducted in September-October 
2014. I aim to raise a few points that I expect will complement the current conversa-
tion on Turkey’s (dis)engagement with the global Information and Communications 
Technology (ICT), or new media sector. 

The New Media Landscape in Turkey

PwC’s Global Entertainment and Media Outlook 2013-17 report finds that Turkey’s 
entertainment and media industry is expected to reach approximately 17.5 billion 
dollars by 2017, with an annual average growth rate of 11.4 percent over the next 
five years.6 An important indicator of the sector’s economic potential, digital adver-
tising investments grew exponentially over the past two years as well. A 30 percent 
rise in 2012 of approximately 500 million dollars funneled into digital advertising 
was followed by another leap by 24 percent to a total of 585 million dollars spent in 
2013.7 This is the fastest growing medium in Turkey, as well as globally, and makes 
up 18 percent of total advertising revenue in the Turkish media sector.8 This makes 
for a very attractive site for domestic and global investment. 

Digital advertising’s ascent to become 
an extremely popular advertising me-
dium corresponds with the widespread 
usage of the Internet in Turkey. The 
Turkish Statistical Institute’s 2013 fig-
ures for Internet use in Turkey estimate 
a total of 36.5 million users, while We 
are Social estimates 37.7 million users 
as of end of January 2015. 73.2 per-
cent of Turkey’s Internet users are sub-
scribers to popular social media sites. 
According to We Are Social’s January 
2015 report, 52 percent of Turkey’s 
population is on Facebook, with 40 mil-

lion people actively using social media.9 Twitter is the second-most popular social 
media site, with 6 to 11 million subscribers from Turkey. In the aftermath of the 
6 “Turkish entertainment and media industry to reach USD 17.5 billion in 2017,” PricewaterhouseCoopers (PwC) 
Turkey, 2013, http://www.pwc.com.tr/en/publications/industrial/entertainment-media/published/eglence-medyaya-
bakis-2013-2017.jhtml  
7 “Digital marketing industry keeps its growth rate in double digits,” IAB Turkey, 10 April 2014, http://www.iabeurope.
eu/files/9413/9876/8867/IAB_Turkey_Press_Release_English_version.pdf
8 “Dijital Reklam Harcamaları: Adex 2012 Türkiye Raporu,” [Digital Advertising Spending: Adex Turkey Report 
2012] IAB Turkey, 2014, http://www.iabturkiye.org/sites/default/files/adextr2012.pdf  
9 “Digital, Social and Mobile in 2015,” We Are Social Singapore, 2015, http://www.slideshare.net/wearesocialsg/
digital-social-mobile-in-2015  

“With the steady increase 
in popular (electoral) 
support for the AK Party 
and its leader Erdoğan, 
policymaking gradually 
became less plural and 
consultative and more 
unilateral.”
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June 2013 Gezi protests, Internet news 
and video sites replaced television and 
newspapers as the primacy source of 
news.10  Moreover, the number of 3G 
Internet users is over 45 million today; 
when the total number of users reached 
40 million in 2012, it was cited as one of 
“the highest social media usage through 
mobile internet” worldwide.11  

Turks spend an average of 2.9 hours 
accessing the Internet via a mobile net-
work and around four hours via a laptop 
or desktop every day. This is one of the 
highest uses of the Internet globally.12 

In short, going digital is the future in Turkey. Bearing this incredible market po-
tential in mind, Turkey needs to further develop its digital communications infra-
structure and to create an investor-friendly legislative and political climate for the 
expansion of the new media and digital technologies sectors. 

The AK Party’s Democratization Project and New Media in Turkey 

An election campaign slogan from the 2014 local elections reminded voters of the 
various urban and rural projects that AK Party local governments realized across 
Turkey in a decade. The campaign positioned the party as an accomplisher, call-
ing on voters to entrust its cadres with even grander projects in its new term. Its 
leader, also depicted as a doer, was later portrayed in a 2014 presidential campaign 
video building his political career zealously, knocking over walls, turning over 
Republican-era dogmas, and tackling his opponents in Turkey and across the world. 
Turkey’s AK Party offered at every decisive point in its three-term political ca-
reer to overcome years of economic and political instability by pursuing a rigorous 
economic growth agenda and democratic reforms, shepherded by an EU Accession 
program. Both its promises and its deeds attracted scores of voters to the AK Party 
and earned the approval (if sometimes the appraisal) of the European Commission, 
other international organizations, and the wider international community.

10 “Türkiye’de İnternet’in Durumu 2013” [The State of Internet in Turkey], Alternatif Bilişim Derneği, 2013,  
https://www.alternatifbilisim.org/wiki/Ana_Sayfa 
11 Scott Goodson, “Why is Turkey one hot advertising market for 2013?” Forbes Magazine Online, 2012,  
http://www.forbes.com/sites/marketshare/2012/12/20/why-is-turkey-is-one-hot-advertising-market-for-2013/  
12 “We are Social. 2015,” We are Social, 2015, www.wearesocial.sg

“The AK Party leadership 
organized several workshops 
with social media experts to 
understand the latest social 
media trends and frame its 

social media strategies more 
efficiently, so as to undermine 

the influence of a mass of 
opposing voices.”
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The AK Party’s overall performance in 
pursuing a democratic reform agenda is 
crucial here, because democratic reforms 
ideally serve to establish a freer, pluralis-
tic, and inclusive new media landscape. 
Specifically, democratic reforms were 
expected to end the ubiquitous use of the 
Turkish Penal Code and the Anti-Terror 
Law, which were employed to justify the 
criminalization and prosecution of jour-
nalists. The AK Party-driven judicial re-
form process, which began in 2008 and 
intensified in 2011, aimed to “accelerate 

the administration of justice, [and] (…)  to start a reform in the areas of human rights, 
especially the right to a fair trial, freedom of expression and of the press, and personal 
liberty,” by aligning Turkey’s criminal justice system with EU standards. 13 

The AK Party did in fact pursue a reform agenda, with results often celebrated by 
popular public opinion.14 Reforms were enacted as omnibus laws, combined into 
packages, discussed in the Parliament, and passed in bulk form. Bundled together, 
these new laws were passed hastily and without being exhaustively discussed by 
the general public and social groups that the new laws directly concern. Across the 
world, governments were cobbling together the legal and administrative policies 
governing their countries’ new media space, and Turkey was no exception here. 
Therefore, quite predictably, some communities in Turkey were deeply critical of 
what they believed was an undemocratic judicial reform trajectory, especially since 
the reformed legislation concerned citizens’ fundamental freedoms to access infor-
mation via conventional and new media.

The AK Party’s New Media Policies 

To understand the ways in which the AK Party has been addressing new media 
policies in the 2000s, one needs to consider the broader policymaking tradition it 
has followed over this period. The AK Party is often criticized as having authori-
tarian, corporatist, fiercely neoliberal, and socially/culturally conservative features. 
Fuat Keyman and Şebnem Gümüşçü identify how the AK Party has moved from 

13 Naim Karakaya and Hande Özhabeş, “Judicial Reform Packages: Evaluating their Effects on Rights and Freedoms,” 
Istanbul: TESEV Democratization Program Publications (2013), http://www.tesev.org.tr/assets/publications/
file/25122013143836.pdf 
14 The last in a series of election poll reports released by KONDA finds that the majority of AK Party voters are 
motivated most by the services provided and the amount of work undertaken by their party of choice,  
http://konda.com.tr/tr/raporlar/KONDA_30Mart2014_YerelSecimAnalizi.pdf 

“For communities who feel 
marginalized and persecuted 
by the Turkish state and the 
ruling elite, the ‘new media 
conversation’ is a bottom-up, 
discursive, and literal battle 
against oppression.”
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governing to ruling Turkey since 2010, marking the 12 September 2010 constitu-
tional referendum as a significant signpost in recent history. With the steady increase 
in popular (electoral) support for the AK Party and its leader Erdoğan, policymaking 
gradually became less plural and consultative and more unilateral: “The increasing 
tendency of the AKP to rule through domination brought with it the tendency to 
formulate political crises as extraordinary situations that justify, and even require, 
suspension of the rule of law.”15

At times of political crises, when – as Keyman and Gümüşçü suggest – the ruling 
party is more prone to introduce dramatic legal or policing measures and the new 
media space serves as host to most of the critical conversations in reaction to the 
crisis. It also functions as a fast and dynamic alternative news source, filled with cit-
izen-sourced news featuring the political crisis de jour, and as such gains credibility 
as a space (seemingly) least overpowered by the government/ unaffected by govern-
ment influence. Additionally, the mishandling of new media policies can galvanize 
a more resonant and wide-reaching, even while unorchestrated, political backlash 
against the AK Party. Hence, the new media space remains an exclusively challeng-
ing area for the ruling party. 

How does the AK Party respond to this challenge? Has its new media strategy im-
proved over the last few years?

Erkan Saka outlines in an op-ed published after the Internet Governance Forum in 
September 2014 where and how the AK Party is getting its strategy to absorb inde-
pendent expression of dissent right, especially in the Twitter-sphere.16 The AK Party 
leadership organized several workshops with social media experts to understand the 
latest social media trends and frame its social media strategies more efficiently, so as 
to undermine the influence of a mass of opposing voices. One of the earliest political 
actors to employ social media strategists and to outsource some of its new media man-
agement to professional digital agencies, the AK Party is very serious about navigating 
the social media space professionally. It fortifies its social media presence by engaging 
so-called “AK trolls,” partisans with fake social accounts or avatars distributing party 
propaganda and attacking anti-government users on social media. Allegedly, the AK 
Party also uses Twitterbots – programs that generate automatic messages on Twitter 
to attract users and to distribute messages and spam – which indicates that the party 
configures its social media strategy as an offensive against its digital enemies. 

15 Fuat Keyman and Şebnem Gümüşçü, “Ruling vs. Governing: Pluralism and Democracy in Turkey, Egypt, 
and Tunisia,” German Marshall Fund: Analysis on Turkey (2014), http://ipc.sabanciuniv.edu/wp-content/
uploads/2014/04/1397580368Gumuscu_Keyman_RulingGoverning_Apr14.pdf 
16 Erkan Saka, “The AK Party’s social media strategy: controlling the uncontrollable,” Turkish Review, 1 July 2014, 
http://www.turkishreview.org/reports/the-ak-partys-social-media-strategy-controlling-the-uncontrollable_540938 
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There may very well be a battle against a community of sophisticated new media 
users, yet the strategists laying out the offensive do not have a clear understanding 
of the battleground and cannot encompass the entirety of the new media landscape. 
First of all, social media users loyal to the AK Party occupy only a limited space 
in the vast expanse that is new media. They focus mostly on their Twitter presence, 
whereas a younger and more dynamic mass of various opposing voices expresses 
their views across various new media tools. Also, the AK Party struggles to control 
its own supporters, sometimes failing to do so. An interviewee expressed his dis-
satisfaction with the youthful exuberance of Konya-based AK supporters that act 
independently and sometimes against the official party line in their social media 
communication. Several of my interviewees declared that the AK Party is attempt-
ing to establish authoritarian control over a space that by its very nature resists 
containment. 

National and International Reactions to the AK Party’s New Media Policies

Digital journalism in most of the developing and some of the developed world suf-
fers from government favoritism towards large and established media groups, who 
usually align their conventional and new media policies with their host govern-
ments.17 Most governments and industry actors dominate policymaking in the new 
media space and leave little to no room for civil society or community actors to 
influence policies. Notably, “[i]n Hungary, the government called for public consul-
tations on the digital switch-over strategy, but it did not use a word of the contribu-
tions received. In many places, such as Pakistan, Egypt, or some in Southeast Asia, 
there is not even a plan for the digital switch-off.”18 

This is not to suggest that problems with policymaking and legislation in the Turkish 
case may be forgiven for their similarity to the challenges that other developing 
countries face. Turkey is referred to as a “battleground state” in a recent Freedom 
House report, signifying the potential that Turkey’s new media landscape has to 
redefine (or damage) the terms of and paths to societies’ transition into the Digital 
Age. 

17 Ceren Sözeri offers a compelling analysis of the political economy of the media sector in Turkey and how the 
media ownership structure in Turkey undermines editorial independence, transparency, and press freedom. Crucially, 
she notes that “although the power shifted from the opponent mainstream media to ‘proponent’ media companies, the 
media market remained dominated by the same big media group who had already invested in other sectors. However, 
these groups became too weak vis-à-vis the political power of the ruling party because they no longer pursued the 
balance policy between the army and the ruling party or the opposition.” See: Ceren Sözeri, “The Political Economy 
of the media and its impact on the freedom of expression in Turkey,” in Carmen Rodriguez et al. (eds.), Turkey’s 
Democratization Process, (Routledge Studies in Middle Eastern Politics, 2013), p. 392.
18 Marius Dragomir and Mark Thompson, “Digital Journalism: Making News, Breaking News,” Open Society 
Foundations, 1 July 2014, http://www.opensocietyfoundations.org/sites/default/files/mapping-digital-media-
overviews-20140828.pdf
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On a larger scale, the global policy community repeatedly raises deep concerns about 
the state of the Internet/new media in Turkey. Most crucially, Annual Progress Reports 
published by the European Commission between 2010 and 2013 have condemned the 
so-called Internet Law, Law 5651, for its disregard for basic rights and freedoms. 

Critics often highlight how the laws and 
regulations governing new media in 
Turkey are designed not to facilitate but 
to prevent freedom of expression and ac-
tion via new media channels. Crucially, 
the Global Information Society Watch 
report by Güneş Tavmen asserts that 
Turkey’s Internet regulations do not 
comply with international human rights 
laws and stifle freedom of expression 
through legitimizing online censorship.19 Lawyer and cyber rights activist Yaman 
Akdeniz repeatedly highlights the problems with how the way in which online cen-
sorship is administered: The Presidency of Telecommunication (Telekomünikasyon 
İletişim Başkanlığı – TIB), a corporatist body that is neither part of the judiciary nor 
the Parliament, issues 90 percent of all online censorship decisions.20 Some observ-
ers argue the legislation on new media bears resemblance to other past and current 
laws and regulations that keep with an authoritarian state tradition and seek to stifle 
free speech and critical thinking. Still others claim that the AK Party’s new media 
policies are exclusively and disproportionately illiberal and repressive. These lines 
of thinking treat the freedom of expression and the open exchange of information, 
ideas, etc. via new media as the foremost qualifiers of a 21st century democratic and 
liberal market society. As such, the AK Party represents antimodernity, conserva-
tism, and authoritarianism. 

Turkey’s civil society organizations and main opposition groups, the Republican 
People’s Party (CHP) and the Kurdish political movement as represented by the 
Peace and Democracy Party (BDP) and more recently the People’s Democratic 
Party (HDP) also voice strong objections to new media policies, though their mes-
sages and points of view are quite obviously very different. By and large, though, 
most citizen-based new media activism concentrates on facilitating full and equal 
access of all users/citizens to facts, opinions, and other types of content that would 
not be made publicly available via conventional media channels. 

19 Güneş Tavmen, “Internet rights that went wrong in Turkey,” Global Information Society Watch (2014),  http://www.
giswatch.org/global-information-society-watch-special-report-2014-internet-rights-went-wrong-turkey
20 Alican Uludağ, “Bir yılda 18 bin site kapatıldı” [18 thousand websites blocked in one year] Cumhuriyet, 24 
November 2014,  www.cumhuriyet.com.tr/haber/bilim-teknik/151118/Bir_yilda_18_bin_site_kapatildi.html

“Turkey’s deeper engagement 
in the Internet economy 

will insert the country into 
a much-anticipated growth 

trajectory.”
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Turkey’s ruling AK Party brushes off or aggressively opposes the criticism raised 
by multiple international as well as local organizations about the failings of its new 
media policies and the overall poor state of the Internet in Turkey. Since December 
2013, the AK Party leadership also frequently labels international and domestic crit-
icism regarding problems with net freedom and press freedom in Turkey as assaults 
on its sovereignty by its archenemy, the Gülen movement.

Today, the conversation on the state of the new media in Turkey is cacophonic, and 
its participants are either ventriloquial or rancorous. Heavily securitized and thus 
conceived as a standoff, the confrontation between the government and the new 
media activists and opposition groups reached new heights during the Gezi protests 
in 2013. Gezi was a signpost in Turkey’s street politics and social movements for the 
overwhelming influence of new media on the daily progression of events, and also 
for the hike in the state’s prosecution of citizens based on their free expression via 
new media. It would be fair to say therefore that the post-Gezi new media conversa-
tion is no longer a policy dialogue between a government and relevant social actors. 
For communities who are/feel marginalized and persecuted by the Turkish state and 
the ruling elite, the “new media conversation” is rather a bottom-up, discursive, and 
literal battle against oppression.  

Exoticizing New Media: Perspectives from Turkey’s Business Community 

A battleground state Turkey may be, but there are a few other fronts than the one for 
building a freer, rights-based, and more democratic social media environment. The 
present and future of new media in Turkey will also be determined by the economic 
and commercial interests of the country’s business community. Turkey’s businesses 
have high stakes in the healthy expansion of the country’s new media sector simply 
because Turkey’s deeper engagement in the Internet economy will insert the country 
into a much-anticipated growth trajectory. Operating in a developing country with 
high hopes for building its own global brands, Turkey’s businesses will ultimately 
benefit from becoming more network-ready.21 

The AK Party plans to achieve several digital milestones before the Republic’s 
centennial in 2023: the digitalization of Turkey’s cultural artifacts and National 
Library reserves, the modernization of the postal services, the scaling-up of e-gov-
ernment services, the intensification of cyber security, and the fostering of an in-
vestment-friendly new media sector with stronger support to domestic new media 
companies. Turkey plans to become one of the top ten global players in e-transfor-
mation and aims to achieve 80 percent computer literacy by 2019. Most countries 
21 My observations are informed by my active participation in the business community and my fieldwork interviews 
with businesspeople across Turkey during my PhD studentship in 2010-13.
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that Turkey competes against have already achieved the targets that the AK Party 
pledges to reach in another decade. The mishandling of digital communications will 
dampen Turkey’s prospects to achieve the high and sustainable growth realized by 
its global competitors. 

Sections of Turkey’s big business, now composed of both secular and Muslim con-
servative actors, are growing increasingly uncomfortable with what started out as a 
global, free-market driven financial regime, and their discomfort drives a few, recent 
rounds of criticism voiced by some of the largest players. The intensity of the e-fric-
tion and its implications, especially on SMEs – the drivers of Turkey’s economic 
growth and the most high-impact users of the Internet – are legitimate concerns that 
can no longer be managed by the confrontational approach that Erdoğan resorts to.

The majority of Turkey’s enterprise owners and executives are baby-boomers who 
have categorically excused themselves from the digital switch. They outsource or 
delegate the digitalization and technical management of their core business process-
es and often confess quite comfortably to digital illiteracy. The safe distance from 
new media is an attitude more common among members of the so-called Anatolian 
Tigers. When I approached the top leadership of several medium-sized enterprises 
in Adana and the board president of Adana’s Chamber of Industry, I was referred to 
managers, directors, and coordinators in charge of IT or ICT. My interviewees also 
declared that they were one of the very few people in their organizations with the 
technical skills and appetite to run their respective developing or advanced IT sys-
tems. When I inquired the company owners or managers whether their company had 
a new media strategy, they seemed puzzled and wanted to know if I was interested in 
their social media traffic reports. Apparently, even the use of the term “new media” 
is very uncommon for businesses in Turkey. 

Medium-sized companies in Konya and Antep, however, encounter access prob-
lems, particularly to fast and affordable broadband Internet services. Some of the re-
spondents claim TTNet is the culprit, alleging that the leading Internet service pro-
vider dominates the market by collaborating with local governments to undermine 
the fiber Internet infrastructure projects of other service providers. Where TTNet 
infrastructure is insufficient, companies have an option to extend the broadband 
infrastructure to where their operations are based – an option that small- to medi-
um-sized enterprises find simply too costly. 

Possibly the failings of broadband infrastructure are forgiven or under-prioritized 
due to the overwhelming use of mobile devices for digital communications. The 
social media coordinator in Konya for the AK Party, when probed, responded that 
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he too found the broadband infrastructure to be poor. However, he did add that most 
party and non-party users preferred to access the Internet via their smart phones. 

More established and larger businesses with stronger corporate cultures are quicker 
to adopt ICTs. In Turkey’s leading international companies, investing in micro- or 
macro-level digitalization projects is a result of a more calculated and informed 
decision-making process. Most of Turkey’s industrial corporations – represented 
by TUSIAD – are owned and/or managed by male members of a secular and urban 
elite, with continued access to developed markets and Western cultural institutions. 
According to the Vice President of Information and Communication Technologies in 
one of Turkey’s industrial conglomerates, the Western-educated sons and daughters 
of Turkey’s elite business community introduced the tools, practices, and innovative 
thinking behind the Digital Revolution in the 1980s and 1990s. This interviewee 
asserted that though Turkey entered the digital race in the 1990s much later than 
most European countries, bold and expensive technology transfers enabled sophisti-
cated systems to be scaled across institutions quickly. Then, the price of coming late 
was not too costly; in fact, Turkish corporations were able to afford novel systems, 
which were then more technologically advanced than the established systems used 
by European companies. 

In all of my fieldwork interviews, respondents declared their satisfaction with the 
e-Turkey transformation process and the currently available e-government services. 
Some respondents conceived of the public sector’s ownership of digitalization as a 
civilizing project, forcing non-expert users of these services in the business com-
munity to quickly adopt technological skills and enabling all users to operate in the 
business world more efficiently and quickly. Others reflected on how the e-gov-
ernment services, particularly those managed by the Ministry of Finance, facilitate 
financial accountability.   

Conclusion

At the very beginning of the research process that led me to write this and a few 
other academic articles, I hypothesized that the AK Party’s media and digital com-
munications policies anger Turkey’s youth, deter business elites, drive off investors, 
and convince the international community that Turkey descends further into author-
itarianism. I found that the situation is not as black and white as I had predicted for 
the following reasons: 

•	 A very dedicated but small group of  Turks are engaged in a critical conver-
sation on new media policies. The idea of a new media space is not familiar 
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to businesses and communities in Turkey’s heartland. Turkey may have a 
strong presence in the global broadband and mobile telecommunications 
market; however, I predict that Turkey’s Internet users are not immediately 
concerned with Internet freedom. 

•	 Comfortable and advanced users of new media have already amassed the 
technical skills they need to outsmart their opponent, a political party that 
seeks to dominate social media through extreme measures, such as claim-
ing 2003 out of a total of 2332 censors on Twitter in under a year. Besides, 
Turkey’s grappling with Internet freedom and Internet neutrality is not very 
different from the larger, global struggle for a better net and a more connect-
ed world. The AK Party is therefore not likely to write the rules of this larger 
and more substantial undertaking. Instead, a younger, forward-looking, and 
better-skilled global generation will ultimately define the future of our wired 
world.

The AK Party leadership struggles to demonstrate the democratic and liberal vision, 
the technical and business acumen necessary to quickly increase Turkey’s social 
and technological capital, to better engage with its 15 million young citizens, and 
to compete with global actors politically, culturally, and economically in the Digital 
Era. To do so would require broadening the new media conversation to include 
issues that appeal to a wider audience, e.g. digitally native communities and busi-
nesses across Turkey, and would also necessitate significantly de-securitizing the 
new media space. 
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