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ABSTRACT

QUALITATIVE ANALYSIS OF INFLUENCERS’ EXPERIENCES OF
INSTAGRAM

BEKCi GOKCEOGLU, Nagihan
M.S., The Department of Psychology
Advisor: Prof. Dr. Tiilin GENCOZ
Co-advisor: Dr. Derya OZBEK SIMSEK

December 2024, 124 pages

With the changing world order, the widespread use of social media and the resulting
concept of being an influencer have various impacts on people's lives. For this
reason, this study aims to obtain insight into the experiences and relationships of
influencers, who are the groups that create this huge impact, on social media in the
context of Instagram. The study focuses mainly on understanding the meaning of the
concept of being an influencer and how influencers interpret these experiences.
Following this purpose, six participants were contacted through the purposive
sampling technique and a total of eleven semi-structured interviews were conducted
with these participants. Interpretative Phenomenological Analysis was used for
analyzing the data. As a result of this study, three superordinate themes emerged.
These themes are (1) Being In-Flu: Idolizing and Imitating Other Influencers at the
Onset of Career, (2) Source of Motivation and Reinforcements for Becoming an
Influencer, and (3)The Reverse Side of the Coin: Discomforts of and Unknowns
About Social Media Experience. The emerging themes are discussed in the context
of the relevant literature and the clinical contributions of this study to the literature
are described.



Keywords: Influencer, Instagram Usage, Interpretative Phenomenological Analysis,
New Psychic Economy, Lacanian Approach
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INFLUENCER’LARIN INSTAGRAM DENEYIMLERININ NITEL ANALIZi

BEKCi GOKCEOGLU, Nagihan
Yiiksek Lisans, Psikoloji Boliimii
Tez Danismani: Prof. Dr. Tiilin GENCOZ
Tez Es Danismant: Dr. Derya OZBEK SIMSEK

Aralik 2024, 124 sayfa

Degisen diinya diizeniyle birlikte, sosyal medya kullaniminin yayginlagsmasi ve
bunun sonucunda ortaya ¢ikan “influencer”’lik kavrami insanlarin hayatlarinda cesitli
etkiler yaratmaktadir. Bu nedenle bu calisma, bu etkiyi yaratan grup olan
influencerlarin sosyal medyadaki deneyimlerine ve iligkilerine dair i¢gdriiyt
Instagram baglaminda elde etmeyi amaglamaktadir. Calisma temel olarak influencer
olma kavraminin ne anlama geldigini ve influencerlarin bu deneyimleri nasil
yorumladiklarini anlamaya odaklanmaktadir. Bu amag¢ dogrultusunda, amaca yonelik
olusturulan ornekleme teknigi ile alti katilimcilara ulasilmis ve bu katilimcilarla
toplamda on bir yar1 yapilandirilmis goriigme gerceklestirilmistir. Verilerin
analizinde Yorumlayict Fenomenolojik Analiz yontemi kullanilmistir. Bu ¢alisma
sonucunda {i¢ ana tema ortaya ¢ikmistir; bu temalar (1) In-Flu Olmak: Kariyerin
Baslangicinda Diger Influencer’lar1 Idollestirmek ve Taklit Etmek, (2) Influencer
Olmak I¢in Motivasyon Kaynag1 ve Pekistiregler ve (3) Madalyonun Oteki Yiizii:
Sosyal Medya Deneyimine Iliskin Duyulan Rahatsizliklar ve Bu Deneyimle Ilgili
Bilinmeyenler. Ortaya ¢ikan temalar ilgili literatiir baglaminda tartisiimis ve

calismanin literatlire yapmis oldugu klinik katkilar da dahil edilerek agiklanmustir.
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Anahtar Kelimeler: Influencer, Instagram Kullanimi, Yorumlayict Fenomenolojik

Analiz, Yeni Ruhsal Yapilanmalar, Lacanyen Yaklagim
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CHAPTER 1

INTRODUCTION

1.1. Background and Conceptualization

1.1.1. The History and Conceptualization of Social Media Usage

The Internet is one of the results of the last century's advances in communication and
information technologies (Glowniak, 1998). With the inclusion of the Internet into
our lives, significant developments have been made in information sharing, and the
importance of geological location has decreased (Franzen, 2000). It is a widespread
information dissemination and interaction tool actively used worldwide (Leiner et al.,
1997). This widespread use of the Internet has not only several advantages, such as
ease of access to information and telecommunication between cultures but also some
sociological and psychological side effects for human beings (Aboujaoude, 2010;
Glowniak, 1998). According to Franzen (2000), internet usage is a factor that debars
people from sociability and makes them lonely because it is a more practical and
preferred alternative to real social interactions. Due to excessive and uncontrolled
internet use, people neglect their essential physical needs, responsibilities, and social
relationships (Spada, 2014). Additionally, Weinstein and Lejoyeux (2010) assert that
with the spread of the internet, excessive and problematic usage of it escalates, and

that provokes the expansion of problematic internet addiction.

Social media, which is a web-based communication platform, is one of the areas
where the Internet is utilized. Social media in today's sense originated with the
establishment of Open Diary, a social media sharing site founded by Bruce and
Susan Abelson, in the 70s and has become widespread (Aktas, & Ulutas, 2010, as
cited in Caliskan, & Mencik, 2015). Statistics show that over 5 billion people, which
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corresponds to about 63 percent of the population of the world, have used social
media until April 2024 (Kapios, 2024). Also, each social media user spends
approximately two and a half hours a day on social media platforms and the usage of

social media is increasing with each passing day (Kemp, 2024).

The motivations for such widespread use of this field are also among the topics of
studies in the literature and it is concluded that people mostly use social media
platforms to interact with each other and share information and interests (Berryman
et al., 2018; O'Day, & Heimberg, 2021). For instance, Brandtzaeg and Heim (2009)
conducted a study using both qualitative and quantitative methods to reveal the
reason why people use social media platforms. The results show that the most
important reasons are getting in contact with new people (31%), keeping in touch
with friends (21%), and socializing (14%). In other words, the most significant
reasons for social media usage are reported as interaction and communication-based
circumstances. Another study, interpreted through content analysis, reported people's
reasons for using social media as the search for information and inspiration, the
desire for social interaction, the beat of boredom and pastimes, and the search for
positive emotions and escaping negative emotions (Brailovskaia et al., 2020). As
exemplified in the studies, although the reasons for using social media are generally
seen as relation-based and about well-being, there are also different purposes and
dimensions of social media, such as business and marketing. Following its
exponential development, social media has also encouraged companies to use it and
provided a marketplace where brands can promote themselves, their products, and
their services (Rugova, & Prenaj, 2016). In a research conducted by Wigmo and
Wikstrom (2010), the reasons for companies to use social media were pointed out.
These were to increase brand awareness and reputation, to ensure communication
between the business and the consumer, to control communication among customers

and potential customers, and to measure return on investment.

Overall, the literature has explored many reasons and motivations underlying the
widespread use of social media, such as communication, marketing, sociological, and
psychological motivations. In the following subsections, the use of social media will

be examined in these contexts in detail.



1.1.1.1. Social Media Usage in the Context of Communication

Social media, which has a widespread usage area and user network, can be associated
with many different fields. One of the fields that social media affects and is
associated with is communication. Social media is used for purposes such as
entertainment, leisure time utilization, and information sharing, as well as for
interpersonal interaction and communication, especially among young generations
(Comlekei, & Basol, 2019). A study by Sponcil and Gitimu (2013) involving college
students indicates that the primary reason young people use social media is to
connect with family and friends. According to the literature, social media platforms
have experienced significant growth as preferred communication tools, as they allow
individuals to communicate and stay connected with multiple people simultaneously,
thus saving time (Subramanian, 2017). Furthermore, because social media enables
interactions without face-to-face contact, it plays a crucial role in enhancing the
communication skills of individuals who struggle with interpersonal communication
(Valkenburg, & Peter, 2007). In a related study (Ghaisani et al., 2017) that supports
these findings, researchers examined the motivations behind users’ social media
posts. The study revealed that people’s primary reasons for sharing personal content
are to sustain their friendships and social connections, as well as to develop new
relationships. It is emphasized that participants’ motivation was more about
connecting with others than personal satisfaction. They further explained that this
motivation stems from a general desire to assist others, suggesting that sharing

impressions and information helps prevent others from being misinformed.

While many studies highlight users' motivations and the positive impacts of social
media use in the context of communication, findings also suggest that it can have
negative effects on interpersonal interactions. For instance, a study in the literature
indicates that while increased social media use can help individuals express
themselves more effectively online, it may simultaneously decrease communication
within families (Demir, 2016). In other words, it is concluded that spending longer
time on social media and the internet has a negative impact on family relationships
and that those who spend less time on social media spend more quality time with

their families (Demir, 2016). Additionally, studies show that alongside reductions in

3



family interaction and face-to-face communication, social media usage can increase
feelings of loneliness, depression, and stress by reducing people's engagement with
their broader social environment (Kraut et al., 2002). This trend particularly impacts
young people who use social media intensively, weakening their social and
interpersonal communication skills (Turkle, 2011). In other words, social media use
can directly isolate individuals by distancing them from their social environment.
This effect is particularly evident when social media use reaches an addictive level,
characterized by excessive engagement (Savci, & Aysan, 2016). On the other hand,
published studies highlight a positive correlation between loneliness and social
media addiction, showing that individuals with higher levels of loneliness and lower
social support tend to have higher social media addiction scores (Uyaroglu et al.,
2022). These results show that there is a circular relationship between social media

use and loneliness.

1.1.1.2. Social Media Usage in the Contexts of Marketing and Advertising

Marketing and advertising are other areas where social media is widely used by
companies and firms. Social media platforms are instruments that facilitate reaching
large masses. For this reason, through social media, enterprises can reach large
masses with lower costs and strengthen customer interaction. Therefore, social media
has become a tool in the field of marketing, which provides an environment where
brands and companies can advertise and promote their products (Rugov, & Prenaj,
2016). The reason for this is that firms need to develop strategies to survive, just like
people do. According to Multilevel Selection (MLS) theory, which is a new
evolutionary approach that says natural selection exists along many dimensions,
natural selection exists not only at the level of life, but also at the economic and
organizational levels. In other words, Multilevel Selection (MLS) theory emphasizes
that not only humans have to be better and compete in order to survive, but also
companies and economic organizations have to be more fit than others in order to

survive (Johnson et al, 2013).

Influencer marketing, which is a way that offers enterprises the opportunity to

advertise their products through social media, is an effective technique used in
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marketing and advertising in order to increase the permanence of the firms in the
market (De Veirman et al., 2019). Literature on influencer marketing mainly focuses
on how the effectiveness of it can be increased for the firms’ benefit. Bakker (2018)
identified one of the most important factors for increasing the effectiveness of
influencer marketing as consumers' trust in influencers. The trustworthiness and
authenticity of influencers increases trust in the brand and thus increases the sales
effect. Another study in the literature reveals that the effectiveness of influencer
marketing is highly dependent on consumer perceptions of genuineness and
relatability, and that influencers are able to influence consumer decisions through
their perceived expertise and credibility in a significant way (Vrontis et al., 2021).
Therefore, social media strengthens communication by acting as a bridge between
brands and customers through influencers, and increases trust and loyalty to brands
through this interaction (Sajid, 2016). In other words, thanks to the bridge role of
social media through influencer marketing, brands and customers can interact
directly. The network of feedback provided by direct communication enables the
brand to make improvements to the product and itself. These situations have a
positive effect on the customer's satisfaction with the brand and the product, and
positively affect the loyalty of the customer (Sajid, 2016).

Another main reason why social media platforms and influencers are preferred in
marketing is that social media is a visual and image-based platform. In other words,
social media marketing is a market based on image and visuality and there are
several studies emphasizing the importance of visuality and image for marketing and
sales in social media in the literature. According to the results of the study conducted
by Tuluk (2021), visual aesthetics is an important factor in marketing and has a direct
impact on customer loyalty to the brand and sales rate. Stated differently, visual
aesthetics positively affect the customer's purchasing behavior. For that matter, in the
area of marketing, Instagram is one of the most preferred social media platforms due

to its visual convenience for marketing (Huey, & Yazdanifard, 2014; Mattern, 2016).
1.1.1.3. Social Media Usage in the Context of Sociology

Social media, whose effects on human and society are frequently discussed and

researched in the literature, shows its presence in the field of sociology as well as its
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impact and use in the fields of communication and marketing. With the introduction
of social media into social life, interaction between individuals and societies has
accelerated. Since the interaction of people is fast and direct as a result of an
experienced event, social media has led the society to a more active situation in the
face of events. In other words, due to social media, the feedback of people in
response to events affecting the society becomes more active and it becomes easier to
catch the date (Gtizel, 2020).

Social media not only captures current events but also influences shifts in societal
norms, often creating new standards. Research highlights the role of public
information sharing in shifting social norms (Arias, 2019). For instance, Hynes and
Wilson's (2016) meta-analysis suggests that social media is particularly valuable for
promoting health-related social norms, such as healthy eating habits, physical
activity, and preventing substance abuse, among young people. Their findings
indicate that platforms encourage interaction, which can help reshape norms around
health behaviors. The rapid dissemination of content means that popular perceptions
can quickly spread, impacting public attitudes on various issues (Hynes, & Wilson,
2016).

Beyond health behaviors, social media shapes perceptions in broader social contexts.
For example, Aberg (2020) explored the impact of appearance-related commenting
norms on social media, finding that while peers often expect such interactions, they
can have long-term psychological effects. Specifically, reinforcing beauty standards
through appearance-focused comments can lead to body dissatisfaction, particularly
among young women. Consequently, while social media-fueled norms have the
potential to empower, they also carry complex social and psychological effects,
reinforcing both positive and restrictive thought patterns.

1.1.1.4. Social Media Usage in the Context of Psychology

Social media, which is an intensively used medium, is present in every aspect of
human life from communication to marketing and has both positive and negative

impacts on many areas of human existence (Bashir, & Bhat, 2017). First of all,
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positive effects of social media use on human life have been determined by several
studies in the literature. For instance, Ostic and colleagues (2021) studied the effects
of social media on communication and well-being. The results show that social
media has been a valuable vehicle for removing the obstacles to interaction caused
by the COVID-19 pandemic. Because using social media enhances social
association, the relaxation rates of the users increased while the depression rates
decreased. Therefore, the results of the study encourage the positive effects of social
media use on the well-being of the users in terms of social interaction (Ostic et al.,
2021). In line with the results of the previous research, the findings of the study of
Zang and colleagues (2023) support a positive correlation between social media
usage, well-being, and self-esteem. They concluded that online social support
mediates this correlation (Zhang et al., 2023). Also, in Quinn’s study (2018), it was
indicated that social media positively affects people's cognitive abilities as well as
their well-being. The results of the study (Quinn, 2018) showed that using social
media enhances the function of inhibitory control, the ability to process information,

and cognitive functioning.

In contrast to the researchers who studied the positive effects of social media, some
researchers thought that social media may have negative effects on people and
conducted their studies in this direction. In their study, Ostic and colleagues (2021)
reported that social media usage and social isolation are positively correlated with
each other, and social media usage negatively impacts the users' well-being. From a
similar perspective, O’Reilly and colleagues (2018) conducted a qualitative study to
investigate how social media appeared from the adolescents’ perspective.
Adolescents emphasized the negative impacts of social media on mood and defined
social media usage as a risk for mental well-being. The participants of that study
associated social media usage with stress, low self-esteem, depression, and suicidal
ideas. In addition, they mentioned that excessive and compulsive use of social media
could lead to addictive behaviors. In other words, participants of that study identified
social media as an online drug because of the fact that people cannot live without
their phones (O’Reilly et al., 2018). In addition, in their study investigating the
reasons for the addictive features of social media, Bilgin et al. (2020) proceeded with

the theory that social media is not addictive for everyone and examined the factors
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that make social media addictive. In their studies with adolescents, the researchers
associated this behavior with escape and listed the factors that direct adolescents to
social media addiction. They reported that as the level of stress in the family
increases due to factors such as conflict, dissatisfaction, and poor relationships with

parents, adolescents' dependence on social media also increases (Bilgin et al., 2020).

Moreover, studies in psychology literature not only focuses on the effects of social
media on well-being and communication, but also on emotional state and identity
development. A meta-analysis study, conducted by Ward in 2017, addresses the role
of social media use in young people's discovery of identity, self-expression, self-
confidence and belonging. According to the results of this study, especially young
people are emotionally invested in the feedback they receive from social media and
this investment has a great impact on young people's identity development. In
addition, the results of the study show that young people create an ideal self and
display it to people in order to present themselves well, receive positive feedback and
be liked. Although this situation temporarily increases the self-confidence of young
people due to the praise they receive for their ideal identity, it causes them to

experience confusion about their own identity in the long run.

Sharing in the digital world also constitutes an example of this. Users try to reach the
expected and desired aesthetic form by filtering their own photos and videos. In this
way, users try to create an ideal identity for themselves in the virtual world (Zhakin,
2023). Social media users can direct themselves in line with the norms, ideals and
expectations set by society; this is called ‘social highlighting’. Social media projects
idealized lifestyles to users. Users who try to adopt this idealized lifestyle may
perceive reality differently and feel pressure to conform to certain standards (Zhakin,
2023). This leads people to imitate these lives. In addition, some studies in the
literature have concluded that these posts made for the purpose of getting likes are
related to social acceptance or approval behavior (Nash et al., 2019). In other words,
the findings show that when individuals with high narcissistic traits receive likes on
social media, their emotional stress due to exclusion decreases. The findings of the
study reveal that narcissistic individuals may use social media approval as a coping

tool and that the approval seeking of these individuals plays an important role in their
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psychological processes. The research also suggests that narcissists feel more
vulnerable to social exclusion and try to alleviate this emotional impact through
approval seeking (Nash et al., 2019). The literature confirms the direct relationship of
approval seeking behavior and fear of exclusion with problematic use of social media

or social media addiction (Casale et al., 2018).

1.1.1.4.1. Social Media Addiction

Addiction is defined as a powerful desire to use a substance or to perform a behavior
and the inability to control that situation. It is called Substance Use Disorder in the
5th edition of Diagnostic and Statistical Manual of Mental Disorders (American
Psychiatric Association, 2013). From the psychoanalytic perspective, addiction was
described as a stimulant or escape that people used to alleviate their distress and
mental state. On the other hand, the fact that people first turn to different addictive
substances (such as heroin and cocaine) and then to different types of addiction (such
as food addiction and shopping addiction) raises the question that this is not a
physical condition but a condition of another kind. Therefore, this leads to the need
for the existence of various theories to explain addiction (Dodes, 2019).

Freud described masturbation as primary addiction and that other forms of addiction
are merely substitutes for masturbation (Freud, 1954). Because both addiction and
masturbation share the commonality of experiencing pleasure independently of
others and away from socialization (Loose, 2002). Lacanian theory deals with
addiction in the context of loss and relation with the Other. Addiction is considered
as the subject's reaction to loss and is interpreted in the context of the subject's
rejection of sociality and the desire to return to a state of limitless jouissance by
isolating himself from the symbolic order and law (Laurita, 2010). In other words,
addiction is interpreted as a reflection of the longing for the continuity of the state of
unity with the mother that existed before the castration period and the desire to return

there.

With the inclusion of technology and social media in our lives in parallel with the

changing world order, social media addiction is nowadays at the forefront as a new
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kind of addiction. In the literature, social media addiction can be described as the
excessive and compulsive checking of social media, where frequent use interferes
with other daily responsibilities and activities (Zivnuska et al., 2019). In a study by
Aktas (2021), which tried to understand the experiences of people who defined
themselves as social media addicts, participants reported that they saw social media
as a way to escape from academic and social responsibilities. Participants also
mentioned the lack of time control and the lack of limits they imposed on themselves
in terms of social media use. In addition, these individuals defined social media as a
platform that makes them feel empowered and unlimited. For example, the
participants stated that they could create an ideal image on social media and that they
could receive likes and followers with this expected image. They stated that these
likes and followers brought them popularity and power. According to another
qualitative study conducted by Aksoy (2018), the use of social media is an activity
that people resort to due to deficiencies in their social circles and friends. In other
words, social media is initially seen by users as a necessity to create a social
environment and not to miss events. On the other hand, after starting usage, social
media addiction turns into a phenomenon that people who define themselves as

addicted cannot live without and lose control (Aktas, 2021).

1.1.2. Conceptualization and History of Instagram

One of the most popular social media platforms frequently used and preferred is
Instagram, which was founded in 2010 (Mou, 2020). While there are many social
media platforms, Instagram is preferred because it is visually suitable for marketing,
easy to communicate, and free of charge (Huey, & Yazdanifard, 2014; Mattern,
2016).

Instagram is a platform where people share photos and videos, and it is used mostly
for communication purposes (Mattern, 2016). According to statistics (Zote, 2024),
the number of users on Instagram is 2 billion people per month and the average daily
Instagram usage of adults in the U.S. is 33 minutes. The majority of Instagram users
are male and between the ages of 18-34. The usage rate of Instagram is positively

affected by factors such as its ease of use and the pleasure it provides to users in
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interaction and entertainment, as well as job opportunities (Hwang & Cho, 2018).
Instagram is described as a unique platform because of its visually-oriented
characteristics and is used for the motivations of self-expression, self-presentation,
and impression management (Jun, 2022). According to the results of the study
conducted by Romero Soletti and colleagues (2022), there are several motives that
enable people to use Instagram. The participants of the study reported that obtaining
gratification, establishing social interactions with others, curiosity and desire to know
about what other people are doing, documentation of their memories, and
entertainment motivated them to use Instagram. To be more specific, participants
first expressed that they use Instagram as a means of self-expression and with the
motivation of immortalizing and documenting moments that are important to them.
Participants also said that they are curious about what other people are doing and that
they use social media to learn about it; however, this leads them to compare
themselves with others. In other words, users reported feeling pressured to present
idealized versions of themselves, which led to feelings of inadequacy when they
compared their lives to others' idealized or seemingly different posts. That is, while
Instagram encourages creativity and self-expression, it also intensifies social
pressures and mental health issues related to self-image and approval.

The fact that a platform with such intensive use has effects on its users is also an
undeniable fact, especially on image because of its vision-oriented property. A
qualitative study, conducted by Baker and co-workers (2019) tries to explore the
impacts of Instagram on the body image of college students. Participants reported the
negative impacts of Instagram on their perception of their bodies and images. First of
all, in the first theme, responding to beauty ideals, they mentioned that there are ideal
images they are exposed to on Instagram. They admire those unrealistic and heavily
edited images, strive to be like them, and even harmfully push themselves for that.
Secondly, these ideal images lead users to compare themselves with others.
Participants indicated that they are comparing themselves with other accounts on
likes and comments on Instagram, and this situation makes them vulnerable to feel
dissatisfied with themselves. Furthermore, Instagram has a huge influence on the
appearances of users. Participants expressed that they felt terrible about their

appearance due to the perfect images on Instagram and they wanted to change their
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appearance for this reason. The researchers interpreted these changes in terms of

participants' desire for gaining validation and approval.

1.1.3. Social Media Influencers

Influencers, also known as content producers whose presence is identified with
Instagram, are people who have created a following on social media. They are
sharing their daily life experiences, lives, and the content they create via social media
platforms. They have a significant impact on the audience or followers by sharing
their ideas through blogging, vlogging, and content production and leading in line
with these ideas (Freberg et al., 2021; Leung et al., 2022). Influencers constitute their
personage and create their content to get attention by being the voice of their mass
and to build social capital (Gémez, 2019). Ryan (2014) defined influencers as leaders
or “virtual ears of online mass” who have an extensive effect on the daily lives,
routines, habits, and behaviors of their social circle of audiences because of the trust
of the audiences in their judgments. Social media influencers and their followers
have a non-reciprocal and one-way relationship. However, followers perceive this
relationship as two-way, just like a relationship with a celebrity. This type of
relationship is called a parasocial relationship and is an important concept to explain
being influenced by influencers (Horton, & Wohl, 1956, as cited in Hartmann, &
Goldhoorn, 2011; Lou, & Kim, 2019). It was found by the researchers that there is a
correlation between parasocial relationships and perceived trust; that is, when
parasocial relationships increase, perceived trust towards the influencers also
increases. Additionally, because credibility is seen as related to the trustworthiness of
the influencers, parasocial interaction automatically leads to people being influenced
by influencers and their affiliated brands (Lin et al., 2021). The studies investigating
the impact of influencers on followers in the literature have categorized this
influence into two categories: positive and negative (Movaghar et al., 2023). Studies
have mentioned the positive effects of influencers on their followers, such as gaining
emotional support, having pleasurable experiences, feeling empathy, and creating a
good mindset. In contrast, the negative effects on followers are reported as mental
disorders, such as anxiety, dissatisfaction with body image and social comparison

(Movaghar et al., 2023). These effects cause users to feel inadequate due to the
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perfect images reflected in social media, to experience distortions in their perception
of personality, to feel the obligation to have those images and to feel envy.

The impact of not only social media platforms but also influencers in shaping
people’s lives and decisions has become an issue in the literature. Keskiner (2021)
emphasizes that influencers are recognized by society as role models and expert
witnesses and that they have the power to stimulate society by means of this
perception. Chee and colleagues (2024) conducted a study through surveys to obtain
qualitative data to explore the effects of interacting with social media influencers on
mothers or expectant mothers. Participants mentioned that influencers have a
significant impact on every aspect of their lives, such as decisions, opinions,
purchases, and even the well-being. There are five superordinate themes that
emerged in this study and the first one is comparison of the self. It is mentioned that
influencers project an ideal expectation and image of motherhood. Participants
reported that they compare themselves to influencers and that their well-being is
negatively affected when they fail to meet expectations. On the other hand,
belonging to a group, having social support and sharing information about their
experiences reduces their feeling of loneliness, and this positively affects their well-

being.

As mentioned above, although there are many studies on influencers' social media
posts and their effects on users, there has not been encountered a study in the
literature that turns its perspective to influencers and investigates their experiences
and looks at the experience from their perspective. This study, in which we
emphasize the influencer perspective, which is a field that has not been studied in the
literature, and investigate the experiences of influencers, makes a unique contribution
to the literature in this context. In the literature, there are theorists and approaches
that deal with the new world order that has emerged as a result of the spread of
technology and social media and the changes that this order has caused in people and
society from a psychoanalytic framework. It will be beneficial to review these
approaches in order to facilitate the conceptualisation of the influencers' experience

and the meaning they attribute to this experience.
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1.2. An Exploration of Psychoanalytic Theory

1.2.1. Lacanian Psychoanalytic Theory

Although the existence of social media is not very old, the existence of today's social
media dates back to the 70s (Aktas, & Ulutas, 2010, as cited in Caliskan, & Mencik,
2015). In this context, although Lacan and other psychoanalysts do not refer to social
media in their theories, there are theorists who interpret the changing of the new
world order with social media in a Lacanian sense. Charles Melman, a famous
psychoanalyst, discusses the changes in society caused by the new world order
created as a result of the expansion of social media and the internet from a Lacanian
perspective. He mentioned that in the 21st century, as a result of the development of
technology and the introduction of social media into people's lives, limits and
prohibitions have begun to disappear. Together with the loss of the Otherl's
legislative function, the society has entered into an effort to gain unlimited
enjoyment (Melman, 2010; Ozkan, 2020). The study conducted by Aktas and
colleagues (2022) to understand the experiences of social media addicts in relation to
rules and limits also supports Melman's theory. In the study of Aktas and colleagues
(2022), as a result of the interviews conducted with 6 participants who declared that
they use social media excessively and the analysis of these interviews with the
Interpretative  Phenomenological Analysis method, two themes commonly
emphasized by the participants are stated. The first theme, social media as a field of
unlimitedness, reflects the participants' definition of social media as an omnipotent
and unlimited medium. In this regard, the results indicate that social media is
perceived as a field of unlimited jouissance? that eliminates lack. The second theme,
positioning according to authority figures, shows the participants' relationship with
authority figures. In this relationship, it is concluded that the participants have an

attitude that opposes and tries to break the law.

1 The Other is the radical otherness that can never be incorporated into the subject and constitutes the
unconscious, it is the symbolic order that reflects the society we are in, the rules, it is language
(Homer, 2016)

2 Jouissance, a French term which comes from the word jouir (joy), is defined as extreme enjoyment

which consists also of pain. Jouissance tends to transcend the law of pleasure and is thus defined as
beyond the pleasure principle (Homer, 2016).
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In addition to the desire of obtaining unlimited jouissance and the loss of Other’s
function, Bastiirk (2016) identified social media as a field of representation where
people make themselves visible/ audible by reflecting themselves through images.
The screen is a reflective interface that is the space of images presented to the gaze.
The point at which these images appeal to the unconscious is the identification
between the image and the viewer. Bastiirk (2016) analogized the screen to a mirror,
which is the reflective surface that a baby needs to prove its existence. In this respect,
some concepts, such as new psychic economy, mirror stage, and gaze belonging to

Lacanian theory can be useful to explain understanding the social media experience.

1.2.1.1. New Psychic Economy

Lacan developed two concepts in his theory: the big Other, which is denoted by a
capital letter, and the small other, which is denoted by a lowercase letter. The big
Other is registered in the symbolic order, identified with language and law. The
Other is radically Other and subjects construct their relationship with the big Other
on the vertical axis. The little other is in fact a reflection, a conjugate of the ego,
which is not so alien to the subject and recorded in the imaginary order. Unlike the
big Other, relations with the little others are established on a horizontal level
(Dimitriadis, 2024; Evans, 2006). Recently there have been serious changes in social
structure and culture and patriarchy, which are the reflections of the Other
functioning as a regulator in society, has been questioned.

As a result of the developments in technology and the unlimited nature of it, people
have started to have an impact on reality through technology, and the virtual has
started to be preferred over the real (Dimitriadis, 2024; Giirsel, 2017; Ozkan, 2020).
Melman (2010) states that with the development of technology and social media, the
signifier function of the image has been lost, and the image is positioned on showing
and exhibiting. Also, the spread of social media leads to the gradual disappearance of
limits. As a result of these changes in the social order, boundaries and the law are
disappearing, and the authority has lost its legitimacy. That is, the legislative
influence of the big Other is being foreclosed, and limitlessness is emerging. Because

there is nothing left to be repressed, hidden, covered up, and society has become a
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show-oriented society. In other words, the ideological and constitutive texts that had
a regulatory effect on society and functioned as laws have lost their authority, and
these texts have lost their legislative function (Melman, 2010; Ozkan, 2020).
Melman (2010) expresses this situation with the phrase, “The sky is empty!”. This
situation has reduced the limitations imposed on society, and society has become
focused on enjoyment and tends not to impose limits on jouissance. This lack of
boundaries in consumer society leads society to seek more enjoyment, and the lack
of boundaries and repression in enjoyment leads society to perversion. As a result,
people place the other people in the position of an object in their relationships
(Melman, 2010), and they strive to satisfy their enjoyment, whether legal or illegal
(Dimitriadis, 2024). Dimitriadis (2024) stated that people have also formed an ideal
of enjoyment in their minds, and because of this ideal, they believe that they never

get as much enjoyment as they should, and they seek more and more enjoyment.

As a result of this situation, new psychic economies have emerged and the rates of
depression, eating disorders, ADHD, and addictions have increased. In addition, with
the widespread use of the internet and social media, what was attributed to the
vertical relationship is now attributed to the others in the horizontal relationship, and
the relationship is integrated into the inter-similar. This situation causes people to be
stuck in their ideal ego, and the ego ideal loses its value (Dimitriadis, 2024; Giirsel,

2017; Melman, 2010; Ozkan, 2020).

Moreover, the line between what is normal and what is considered perversion is
becoming unclear. This is due to new norms created by the global world order, where
the concept of the Other has become abstract and digital (Nobus, 2017). Social media
and technology now dominate people’s lives, creating a system based on comparison.
This system lowers self-esteem and creates a sense of meaninglessness (Becker,
2016). It makes people feel that their lives are dull and inferior to others, while also
suggesting that unlimited pleasure is always possible. As a result, people deny their
natural limits and constantly seek endless pleasure. In this context, the narcissistic
culture and new psychic economies can be seen as ways people cope with feelings of

insignificance and loss (Becker, 2016).
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1.2.1.2. Mirror Stage

The mirror stage was first introduced by Lacan at the 14th International Congress of
Psychoanalysis in 1936. It was his first major contribution to psychoanalysis. He
emphasizes the nature of the mirror stage, which is observed during the child's
development, and reveals the conflicted nature of the dyadic relationship (Evans,
2006). The imaginary, which belongs to the domain of the ego, is characterized by
ego formation in the mirror stage by identification with the reflection, and alienation
from the self. The image in the mirror is not an image constructed by the infant,
rather it has a constitutive function and plays a major role in the formation of the ego.
In other words, the constitution of the subject did not take place before the mirror
stage and was formed as a result of it. Therefore, the dialectic of self and other is
embedded in the mirror stage (Evans, 2006; Nobus, 2023; Yorulmaz, & Corlu,
2022), and the organism establishes its relationship with its reality; that is, the
relationship between the inner (innenwelt) and outer world (umwelt), through the
mirror stage (Lacan, 1966/2022).

The mirror stage covers the 6-18 months of infancy and corresponds to Freud's
primary narcissism stage (Homer, 2016). In this stage, the infant encounters his or
her own image in the mirror for the first time. The infant who is captivated by the
image in the mirror and fascinated by this image misunderstands this reflection as his
or her image. The reason is that it is different from the fragmented body perception
that he/she feels in himself or herself, it is whole (Ozcan, 2023). In contrast to the
uncoordinated, uncontrolled, and fragmented body perception that the subject
experiences in his/her own body, there is a complete and inaccessible specular image
in the mirror, one that is whole, in control of his/her own body, in command of
his/her body movements. This wholeness also creates the perception that it has no
demand and thereby no desire (Fink, 2022; Nobus, 2023). This image would play a
decisive role in the characteristics of the subject regardless of its limitations (Lacan,
1966/2022). This perfect image that the subject wishes to possess for the rest of his
or her life is the product of a fantasy that will never be realized. This image is
defined as ldeal-ego (Evans, 2006; Nobus, 2023). The ideal ego, imposed on the
infant from the outside world, is adopted by the child (Ozcan, 2023). The infant takes
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over this complete image, which is also fixed by the mother, internalizes and adopts
this image as its own. This recognition of the child in this image is called
identification (Evans, 2006).

Furthermore, the specular image has a reversionary reflection; that is, when looking
in the mirror, the right side is perceived as the left side and the left side as the right
side. The image is acquainted but at the same time a stranger, and it is a virtual image
that has no existence outside the mirror (Nobus, 2023). The infant then attempts to
identify with an image it sees in the mirror external to itself, which is a reflection of
its own, but not exactly itself. Its next effort will be to overlap these two different
realities. (Evans, 2006; Homer, 2016; Lacan, 1966/2022; Ozcan, 2023). Therefore,
the subject alienates himself by identifying with this imaginary conjugate that is seen
in the mirror. Alienation is the inevitable result of ego construction and part of
imaginary order (Evans, 2006). The image replaces the self, and the sense of ego is
established at the expense of the self becoming another. The specular image will
cause the subject to misunderstand his/her own reality and the subject will adopt the
illusory features displayed by the specular image regardless of the subject's
deficiencies and limitations (Homer, 2016; Lacan, 1966/2022).

On the other hand, the baby cannot resemble the specular image inwardly because of
the conflict between its body perception and the image. It resembles the image to
other people around it, such as his/her mother, father or siblings (Fink, 2022; Nobus,
2023). Since this image of wholeness is positioned in contrast to the subject's
experience of fragmented body perception, the subject identifies this image as his
rival, in addition to being fascinated. This situation prepares the ground for a
primordial jealousy, causing the subject to establish a competitive effect by sensing
an instinctive threat in object relations. This creates a conflict, and as a result of it,
the rivalry between the subject and his/her image is transferred to the relations
between the subject and others who are his/her conjugates. That is, the subject is both
dependent on the image in the mirror for ego formation and at the same time in
competition with that image (Homer, 2016; Lacan, 1966/2022). These others with
whom the subject is in competition are referred to by the term semblable, and sibling

rivalry is an example of this situation. In sibling rivalry, the child realizes that there
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are individuals other than himself in the family, and due to their bodily similarities,
he/she identifies with his/her siblings, who are the imaginary counterparts as in the
specular image. However, this identification is followed by competition. This
imaginary counterpart, the subject competes, is called “other” in Lacanian theory,

which is denoted by “0” (Evans, 2006; Ozcan, 2023).

Another thing that is also essential for the realization of the construction of the ego is
the existence of an external entity that will fix the subject to the image through
language. It is the existence of the Other that constructs the baby's external world,
emphasizes that it has a complete self, creates and regulates the illusion of “self-
image”, and leads to the construction of the ego (Lacan, 1966/2022). In the 11th
Seminar, Lacan mentioned that the construction of the ego is achieved through the
signifier and this signifier is submitted to the domain of the Other. In other words,
the subject is defined as the result of a signifier, and so the subject of meaning is
revealed (Lacan, 1966/2022). The mirror is a metaphor and is of secondary
importance in the construction of the ego. Even in the absence of the mirror, the
functioning of the ego construction is seen through the presence of the Other (Nobus,
2023). Therefore, there is also a mother who the child sees through the mirror, fixes
the infant in the mirror, and tells the infant what it is. The presence of the mother
who introduces the infant to itself and says, “This is you!” is important for ego
formation. Because this labeling gives the child an identity and an idea of what it is
in the eyes of the mother. Therefore, the child recognizes itself through the gaze of
the mother, or the primary Other, and the next goal of the child would be trying to
comprehend and decipher the answer to the question “What does the other want from
me?”. The subject, who is obsessed with his mother's desire and has become the
object of her desire, can only see him/herself through the gaze of the Other and
therefore needs to be seen by the Other through life (Ozcan, 2023). The subject
designates the mirror image as his/her own image and turns his/her gaze to an adult,

the representation of the Other, to have this image validated (Evans, 2006).
1.2.1.3. Gaze

Lacan (1964/2019) discussed the concept of the gaze in his 11th seminar, The Four

Basic Concepts of Psychoanalysis, published in 1964. In this seminar, he referred to
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Jean-Paul Sartre's thoughts on the gaze (Evans, 2006). While gaze and vision are
concepts that are usually addressed by the looking subject, Sartre addresses gaze
from a different perspective. He emphasizes the intersubjectivity when the subject is
considered as the one who looks and the one who is looked at (Sharma, & Barua,
2017). Sartre (1943/2011) mentioned that the subject needs an external subject who
is looking from the outside toward the subject to grasp his/her existence. He
mentioned being looked at by another being is significant for the subject's self-
discovery. In other words, he refers to the subject as an object while emphasizing the

subject's self-discovery through someone else's eyes (Sartre, 1943/2011).

From a similar perspective to Sartre’s, Lacan said “I can see from one point, but in
my existence, | am looked at from all directions.” (Lacan, 1966/2022: 80). With this
sentence, he emphasizes that the gaze is beyond the subject's vision and outside its
sphere of dominance. The gaze has existed from the very beginning and has existed
independently of the subject (Ugurum & Can, 2023). While the looking eye is from
the eye of the subject, the gaze is on the side of the object, and Lacan mentions that
the gaze is the gaze of the Other. Lacan emphasizes the impossibility of the two
coinciding. The fact that vision and gaze do not coincide is the manifestation of the
divided subject in the field of vision. The reason is that the consciousness under the
illusion of seeing what it sees is predicated on the inverted structure of the gaze
(Evans, 2006; Lacan, 1966/2022). The gaze is on the side of the Other and the
subject is in the position of the being looked at. This situation positions the subject as
an object and the subject is in the position of the object of the gaze (Ugurum, & Can,
2023). That brings to mind the focus of the infant, who builds its ego on the mother's
presence, her discourses, and her gaze, on what the Other wants from it. In this way,
the infant tries to question and read the desire of the Other and position itself as the
object of the Other's desire. In this state, the infant persists in pursuing the mother's
desire, adopting the point that she staples in the mirror, and needs to be seen by the

mother to see itself (Ozcan, 2023).

The gaze is outside the subject's sphere of dominance. In the dialectic between the
eye and the gaze, there can be no coincidence, there can only be an illusion. This

points to the incompleting and castrating function of the gaze (Lacan, 1919/1964).
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Lacan (1919/1964) explains this situation with the phrase that “What is looked at is
never what is wanted to be seen!” and exemplifies this with the phrase “You never
look at me from where I see you!” in which he emphasizes the dissatisfaction in love.
Lacan also says that “What fundamentally determines me is the gaze from the
outside.” emphasizing the importance of the gaze of the Other in the formation of the

ego and the subject's perception of itself.

On the other hand, social media has enabled people to share many posts about
themselves with each other, which has made interactive interaction on social media
possible. However, these posts also make it possible to be seen by people who are
known or unknown on social media. For this reason, social media is also
characterized as a form of modern-day voyeurism that is consensual and involves
exhibitionism (Utma, 2023). The results of the study conducted by Mantymaki and
Islam (2014), affirmed this assumption and indicated that the use of social media is
significantly correlated with voyeurism and exhibitionism. In his chapter of Three
Essays on Sexuality published in 1905, Freud considered voyeurism and
exhibitionism at the same point. He explained exhibitionism and voyeurism with the
term scopophilia and according to him, scopophilia reflects the pleasure derived from
objectifying other people and watching them (Sharif, & Othman, 2023). He
considered voyeurism as an active act and defined it as arousal arising from the act of
looking, while he called exhibitionism a passive act and referred to the arousal from
being looked at. However, although being watched and followed is evaluated in
terms of the pleasure the subject receives, it also brings with it a sense of discomfort
because of being watched by the unknown (Freud, 1919/1955). In this respect, it
would be beneficial to understand the social media experiences of influencers from

psychoanalytic theory, namely, with the concepts of exhibitionism and uncanny.

1.2.2. Other Psychoanalytic Concepts

1.2.2.1. Exhibitionism

In the first chapter of Three Essays on Sexuality, Freud discusses sexual aberrations.

He defines one of the criteria for defining pleasure as an aberration as the
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substitution of sexual purpose (Freud, 1905/2021). In other words, he considers the
emphasis on activities in preparation for sexuality and the preponderance of these
activities over sexual intercourse as perversion. Freud (1905/2021) defines the act of
looking as an obsession or deviation when it replaces sexual purpose, and identifies
seeing and being seen from the same point in the act of looking. In addition, although
he defines erogenous zones as the mouth, anal area and genital area, he also defines

the eye as an erogenous zone in exhibitionism and voyeurism.

In parallel with the erogenous zones, Lacan added two new drives to Freud's concept
of the three drives: scopic and invocatory. The drives are outside of biology, and
rather than being directed towards satiation, they continue their purpose by orbiting
the object. In other words, the purpose of the drive is not to achieve satisfaction, but
to continue the jouissance by repeatedly pursuing the object. Drives involve the
jouissance dimension of sexuality rather than the reproductive function, and the goal

of drives is to maintain jouissance in the act (Evan, 2016).

In Lacanian theory, the gaze becomes the object of the act of looking or the scopic
drive. This means that the gaze and the drive are shaped in the field of the Other. In
exhibitionism, the unconscious aim of the exhibitionist is to become the object of the
Other's jouissance by capturing the watching eye of the Other and jouissance in the
field of the Other through display. In other words, exhibitionism, a branch of
perversion, aims to plug the Other's lack by exposing the gaze through display and to

maintain the jouissance by moving around the gaze (Miller, 2006).

1.2.2.2. The Uncanny

Freud discussed the concept of uncanny for the first time in his article “The Uncanny
- Unheimlich”. In this article, he interpreted Hoffman's story of The Sandman
(Freud, 1919/1955; Kaya Erdem, 2019). He associated the concept of uncanny with
things that are frightening and create terror (Freud, 1919/1955), but also with the
feeling of uncertainty created by these frightening things (Royle, 2003). The German
equivalent of the word “uncanny” is “unheimlich”. It was derived from the word

“heimlich”, which means familiar and has been familiar for a long time. The word
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“unheimlich” means "unfamiliar". Heidegger explains the word unheimlich with the
discomfort of our presence in the world. He interprets it as not being at home (un-
homely), by referring to the womb (Windsor, 2019). However, Freud explains this
concept as the feeling of returning to things that used to be known and familiar but
repressed. In other words, he explains the feeling of uncanny as the return of the
repressed, and anxiety-producing things and the fear this return generates (Freud,
1919/1955; Peel, 1980). Therefore, the component that constitutes the uncanny is not
foreign. It is familiar to the individual in the unconscious, but it is alienated from the
individual through repression. The feelings of uncanny are events that remind one of
infancy and return one to the pre-castration period (Freud, 1919/1955; Peel, 1980).
Peel (1980) asserted that this feeling of uncanny is the fear of punishment caused by

the desire to return to the womb or to the pre-castration complex.

In addition to the return of the repressed, Freud (1919/1955) emphasizes that the
feeling of uncanny also occurs in the case of encountering similar ones or “doubles”.
According to Freud, the encounter with his/her own image reflected in the mirror,
which the infant encounters in the process of ego formation, gives the feeling of
challenging death at first. On the other hand, it brings to mind the perception of
death. At the same time, it reminds the person of the ego formation period he/she
experienced in infancy and repressed. Moreover, for the subject who is alienated
from himself in the ego formation, it is a mystery whether the reflection he/she sees
in the mirror is his/her own or someone else's. Therefore, as a result of this image
that the subject identifies with, he/she doubts his/her own identity and self. This

situation also creates a feeling of uncanny in the person.

Furthermore, Freud (1919/1955) also discussed another uncanny phenomenon as
being followed by the evil eye. Freud describes this phenomenon as the fear of harm
and the feeling of uncanny that one feels due to the feeling of jealousy that one's
valuable and important things will create in someone else. According to Freud,
through the gaze, people project onto the other person the feelings of jealousy and
harm they would feel if they were in the other person's position. What is feared is the
anxiety of being harmed, which originates from the intention to harm. According to
Freud (1919/1955), this feeling matches the fear of being followed, watched and
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harmed by people, and the uncertainty of the stalkers' intentions also causes fear and

anxiety.

1.2.2.3. Paranoia

Paranoia, which comes from the Greek word paranoeo, is defined as one of the main
indicators of psychosis (Lewis, 1970; Raihani, & Bell, 2019). Paranoia can be
specified as the belief or fear that people will be harmed and projecting this intention
of harm onto others in the outside world (Atmaca, 2016; Raihani, & Bell, 2019).

In his work “Psycho-Analytic Notes on an Autobiographical Account of a Case of
Paranoia”, Freud (1925) conceptualizes paranoia by analyzing it through the case of
Schreber. Freud (1925) explains paranoia as the projection of unconscious aggressive
desires and conflicts to the outside world in an effort fort hem to be resolved.
According to Freud (1925), experiences in early childhood constitute an important

basis for paranoia.

In a similar way to Freud’s theory, Klein emphasizes that paranoia is rooted in the
early stages of infancy and that paranoia is a reflection of the relationship the infant
establishes with objects (Roth, 2001). According to Klein, in the paranoid-schizoid
stage, which covers the first three months of infancy, the infant divides objects into
good and bad. The good objects and feelings can be defined as what the infant
perceives as his/her own, while the bad ones can be defined as the thoughts that the
infant attributes to the outside world by trying to get rid of them. In other words, the
infant splits the good and bad thoughts that he/she perceives through the outside
world into two and projects the unbearable bad thoughts that exist in himself/herself
to the outside world unconsciously (Roth, 2001).

Lacan, on the other hand, explains paranoia through the mirror stage and the
concepts of identification and alienation (Erten et al., 2022). In the mirror stage, the
infant is ecstatic with the dream of a perception of wholeness even though it cannot
sustain itself and is not complete. In other words, the wholeness that the infant

perceives is not in the infant itself but comes from the outside world and is therefore
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under the threat of disappearing at any moment. (Erten et al., 2022; Ozcan, 2023).
For this reason, this complete and ideal image reflected from the outside and
alienates the subject from itself poses a danger and therefore arouses hostility as well
as admiration in the subject. In light of this information, Lacan states that in cases
where new identifications cannot be established through socialization in the outside
world and the symbolic order is not strengthened, the malevolent side of the ego
comes into play, giving rise to the tendency to violence and paranoid outbursts are
observed, especially when the ideal of perfection is encountered in reality. The
reason is that the subject perceives itself through an omnipotent and ideal perception
(Erten et al., 2022).

1.3. Research Statement and Research Questions

The main purpose of the study is to explore the experience and meaning of being an
influencer who shares their lives on social media platforms. My motivation for
studying this subject stems from the significant impact that social media, driven by
technological advancements, has on people’s lives today. While much research
focuses on social media’s influence, there remains a gap in studies specifically
examining influencers—individuals who use these platforms professionally and
actively shape public opinion. This lack of research on influencers limits a full
understanding of their role and impact, highlighting a notable deficiency in the
literature that this study seeks to address. In pursuit of this intention, it is also aspired
to investigate their relationship dynamics with their followers and other influencers.
In this regard, it is aimed to conceptualize the social media usage experiences of
influencers who post on Instagram, their relationships with their followers and other
influencers, and what being an influencer means to them in the context of the

literature by examining the participants' own perspectives and discourses.
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CHAPTER 2

METHODOLOGY

In this section, it will be explained why qualitative research, especially the
interpretative phenomenological analysis method, was chosen. Also, information
about participants and sampling methods was given. Afterwards, procedure of data
collection and data analysis were explained, and lastly, trustworthiness of the study

was described.

2.1. Qualitative Research and Interpretative Phenomenological Analysis

Qualitative research methods are methodologies that aim to provide depth knowledge
and understanding about the experiences in the lives of human beings, including their
behaviors and relations with their social environment (Fossey et al., 2002). After the
1970s, qualitative research methods became prominent in line with the need for a
new dynamic, multi-perspective approach not easily apprehended by quantitative
methods (Brinkmann et al., 2014). These methods are rated as useful especially for
enlightening complex and poorly understood areas of human experience (Fossey et
al., 2002). In other words, qualitative methods tend to be chosen when the matter is
required to discuss comprehensively and there are no or limited adequate theories
and information about it (Tavallaei, & Talib, 2010). Thus, qualitative methods focus

on the experiences of individuals and how they interpret those experiences.

By contrast with the quantitative research methods, which aim to estimate specific
parts of a research problem by conducting experiments and controlling a variety of
factors to obtain objective results (Jackson et al., 2007), it is hard to approach
qualitative methods by excluding the subjectivity of the individual from the analysis

(Tanyas, 2004). Especially in clinical psychology, which focuses on the unique
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personal experiences and features of the individuals, qualitative methods have a
substantial role to enlighten the content of a psychological problem and how people

experience them (Giindiiz-Maras, 2022).

The aim of the qualitative research methods is an in-depth description,
understanding, and exploration of human phenomena, experiences, interactions, and
experiences in line with the discourse and sense-making of the individual (Lichtman,
2013; Mwita, 2022). That is to say, qualitative research methods allow researchers to
acquire an understanding of the research question from the respondents’ perspective,
who live the experience (Mwita, 2022). In this study, it is aimed to have a deep
understanding of the social media usage experiences of the influencers, their
relations with their followers and other influencers, and their experiences of sharing
their lives with other people, which psychology literature is not wide enough to cover

yet, from the influencers’ point of view.

Interpretative Phenomenological Analysis, one of the qualitative methods, is first
introduced to the literature by Smith (1996) and predicates its theory on what people
experience in their daily lives, the ascribed meanings of the experiences, and the
interpretations of them on people’s individuality (Smith, 2011). For this reason, it is
impossible to evaluate and conceptualize the experience as if the experience is
independent of the individual who acquires it, the understanding and perspective of
the individual (Shinebourne, 2011; Smith et al., 2009, as cited in Ar- Karci, 2020). In
other words, IPA seeks to understand the subjective world of the participants in
detail rather than generalizing the findings. This reflects the idiographic structure of
IPA (Ozbek-Simsek, 2022; Tuffour, 2017).

In addition to the perspective of individuals who live the experience, it is also
impossible to deactivate the presence of the researcher as an interpreter. This implies
that in the research process of qualitative study, the influence of the researcher on the
sampling and analysis process and the fact that the researcher also has an individual
and cultural history cannot be denied (Pietkiewicz, & Smith, 2014). Therefore,
studying IPA is a binary process that the researcher has also an effect on reaching the

experience of the participants and the interpretation of the discourse of them through
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his/her own subjectivity. In other words, upon the Husserl’s approach of
phenomenology, participants explain their experiences with their own words and
within the framework of their world of meaning, and researchers interpret and
analyze the experiences of the participants and their process of meaning through their
mediation and experiences; this phenomenon is termed double hermeneutics (Smith,
& Osborn, 2008, as cited in Pietkiewicz, & Smith, 2014; Smith, & Osborn, 2015;
Tuffour, 2017). The process of passing through the researcher's world of meaning
causes that different individuals or researchers might interpret the same data set in
different ways; however, it enriches the literature by indicating the differences in
reflexivity and incorporating them into the study (Yilmaz, 2018, as cited in Ozbek-
Simsek, 2022). To accomplish this, reflexivity, which means that the researchers’
return to their own inner world and reflect on how they have influenced the

construction of the study, is of paramount importance (Fisher, 2009).

As a researcher and therapist, | have a psychoanalytic background, and |1 have studied
Lacanian psychoanalysis during my education and practice. In Lacanian
psychoanalysis and psychoanalytic approach, the importance of the language has
been emphasized by psychoanalysts, and Lacan also underlined the function of
language for discovering and studying unconsciousness and subjectivity (Homer,
2005/2016). In other words, as parallel to the advocated opinions of qualitative
research, in psychoanalysis, it is also valued that the individuals explain their own
experiences with their own words. In Interpretative Phenomenological Analysis as a
qualitative research method, the importance of the experiences, the interpretation of
the subjective experiences by the individual who experiences them (Smith et al.,
2009, as cited in Ar- Karci, 2020), and the role of the researcher (Pietkiewicz, &
Smith, 2014) in this process are emphasized. Therefore, in this study, it is aimed to
discover the subjective experiences of influencers through their own discourse and
the way they interpret by conducting IPA.

To sum up, since IPA focuses on the subjective experience of the individuals and the

subject of this study has not been discussed widely enough in psychology literature,

using IPA as a research methodology was expected to provide a broad perspective.
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2.2. Participants and Sampling Method

With the changing world order and the introduction of technology into our lives,
social media platforms and people's interest in these platforms are increasing daily.
This situation causes the virtual world to expand its place in our lives and
relationships to be revised by keeping the virtual world in step. Melman explains the
change in world order in the contexts of the virtual in preference to the real, and the
authority loses its legitimacy (Ozkan, 2020). Being an influencer is a new concept
that has been included in our lives with the changing world order and its impact on
people has been revealed by studies. In the literature, the experiences of people who
use social media platforms and follow influencers and their effects on them have
been investigated (Aberg, 2020; Movaghar et al., 2023; Ward, 2017). However, the
concept of influencers and the experiences of influencers have not been investigated
in depth by researchers to the best of our knowledge, in spite of the fact that the
experience of influencers is different from the audience and without understanding
the experience of them, we cannot fully interpret the experiences of the audience.
Therefore, this study was conducted to understand the experiences of influencers
who are included in our lives with the new world order and have an impact on
people. Furthermore, influencers who post on Instagram were selected as a sample
for this study. The reason for this is that Instagram is a visual-oriented platform and

has a large user network among other social media platforms (Zote, 2024).

In this study, as Smith and Osborn (2015) suggested, homogeneous and purposive
sampling methods were adhered in accordance with IPA principles. Designated
sampling methods allow researchers to obtain specified data more closely which are
significantly concordant with the research question and reach cases that are diverse
and deep in terms of knowledge (Patton, 2005; Smith, & Osborn, 2015). In other
words, by forming a homogeneous sample, the researcher acquires an opportunity to
understand the lived experiences of the participants by eliminating other confounding
variables and focusing on pure experience (Alase, 2017). In this manner, three
inclusion criteria were identified for the selection of the participants. The first
inclusion criterion is determined by age range. The participants who are in the age

range between 18-40 years were selected. The reason is that, in a research conducted
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in the U.S., 64% of Instagram users are between the ages of 18-40 (32% between the
ages of 18-29 and 32% between the ages of 30-39), and this age group has higher
Instagram usage rates than other age groups. Additionally, worldwide, individuals
over the age of 18 who use social media constitute 86% of the global population over
the age of 18 (Kepios, 2024). Secondly, influencers who share their lives as
“lifestyle” on Instagram were included in the study. The reason is that social media
has several types of sharing accounts, and it is possible for the experiences of the
individuals who make sharing in different areas to differentiate from each other.
Thirdly, influencers who obtain financial income from social media were determined
as an inclusion criterion in order to observe their experience when using social media
as a business area. Furthermore, at the beginning of the study, the number of
followers is designated as an inclusion criterion, and it is thought to include the
influencers who have more than 100.000 followers in the study. However, during the
pilot interviews, it was seen that the themes were not differentiated according to the
number of followers, and the participants who had less than 100.000 were also

included in the study.

In the sampling process, influencers who met the criteria were reached via direct
message on Instagram and email. During the sampling process, messages and emails
were sent to approximately a hundred influencers. Interviews were conducted with
the participants who returned to the messages and the emails.When the interviews
reached six participants, it was concluded that the themes were repeated and the
interviews were ended with the belief that the data had reached saturation. The
saturation point is defined as the point where the information obtained from the
sample is repeated and sufficient findings are acquired, and researchers are advised
to terminate the interviews when the findings reach this point (Onwuegbuzie, &
Collins, 2007).The sample size of the current study is seen as appropriate for the
implementation and analysis of the data in detail according to the IPA guidelines
(Smith, 2004).

Six female influencers participated in the current study. The age range of the
participants is mostly between 23-24 years, except for Ekin, who is 36 years old.

Four of the participants have 10.000 to 60.000 followers, while one of them has
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130.000 and one of them has 600.000 followers. The social media experiences of the
participants as influencers range from 1 to 8 years. Socio-demographic information
of the participants, including age, number of followers and yearly experiences in

their career, were itemized in Table 1.

Table 1. Information About Participants

Participants Nickname Age Number of Followers Influencer Experience

1 Pelin 24 About 20.000 7 years
2 Zeynep 24 About 600.000 8 years
3 Nilsu 23 About 40.000 3 years
4 Cagla 24 About 60.000 3 years
5 Yaren 23 About 10.000 1 year
6 Ekin 36 About 130.000 7 years

2.3. Procedure

Ethical approval was granted from the Human Research Ethics Committee of Middle
East Technical University. After the approval, individuals who met the criteria were
invited to the study via direct message on Instagram and e-mail. Then, the semi-
structured interviews were conducted with the participants who returned to the
messages and e-mails and wanted to participate in the study. At the beginning of the
study, it was announced to the participants that the interviews might be conducted
both as face-to-face in Middle East Technical University and online; however,
because of the fact that most of the participants were living out of town, only one of
the eleven interviews were conducted in Middle East Technical University and ten of
them were conducted online. Then, the informed consent forms were sent to the
participants and the meetings were organized. After they filled out the form and sent
it to the researcher, the interviews were held. According to Smith and Osborn (2003),
in order to analyze the research questions in depth, the numbers of the interviews and
whether the issue is discussed in detail in interviews is a critical issue (Sar1, 2022).
As a result of the analysis, 2 interviews were sufficient within the scope of the
research question to obtain detailed information from the participants. Because of the

fact that one of the participants could not be reached for the second interview, eleven
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interviews were held in total. Participants' names were replaced with pseudonyms to

provide confidentiality. All of the data were collected in 14 months.

2.4. Data Analysis

Ten of the meetings were conducted via the application of Skype and one of them
was conducted in the AYNA Clinical Psychology Unit. The interviews were audio
recorded. After each interview, the audio records were transcribed word for word and
analyzed within themselves, and then the next participant was interviewed. The
reason is that in IPA, after the interview and analysis of the participant is completed,
the interview process of the next participant is started (Sari, 2022). As it was
suggested by Pietkiewicz and Smith (2014), after the transcription, the transcripts
were read again and again, the experiences and the interpretations of the participants
were coded, and the codes were interpreted while the themes were being created.
After that, the themes were clustered and gathered under a roof. After executing the
same procedure for all of the interviews respectively, cross-case comparison between

the analysis was performed, and superordinate and subordinate themes were created.

2.5. Trustworthiness of The Study

Qualitative research rotates its focus on subjective experiences and the world of the
human being reflected by the individual's own world of meaning (Ashworth, 2015).
Consideration of the experience as if it were independent from the subject who lives
the experiences is criticized by qualitative researchers (Tanyas, 2014). Furthermore,
to consider the data only from the participant's perspective would be to ignore the
role of the researcher in identifying the topic because researcher is the one who
conduct interviews and analyzes the data, as well as ignoring effect of the interaction
between the researcher and the participant (Willig, 2008, as cited in Tanyas, 2014).
In this regard, reflexivity has a vital role in preventing the investment to the
phenomenon of subjectivity from creating bias in the study and prompts the
researcher to consider whether the processes in the study are influenced by him/her
in the context of his/her own subjectivity (Tanyas, 2014). Therefore, in qualitative

studies, it is essential for the researchers to have insight into the impacts of their
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individuality, such as their personal history and the contact with the topic, on the
study and to consider them in their own analysis practice (Uyar Suigmez, 2022). In
this regard, reflexivity, the straightforward consideration of the researchers about
their impacts and reactions, which are probably unconscious, on the study, is
essential for the transparency of the research and for strengthening the foundations of
the research (Finlay, 2015; Yardly, 2015).

The notion of reflexivity is considered under two sub-categories; the first is personal
reflexivity, which is associated with self-awareness and explains the influence of the
researcher's own personal wishes, thoughts and values on the study (Dowling, 2006,
as cited in, Uyar Suigmez, 2022). In this regard, my interest in this topic comes from
my anxiety and thoughts that having a social media account can lead me to social
media addiction and that my work will be disrupted because I am constantly on
social media. When | was in secondary school, | had my first computer, and I first
had my Facebook account. | remembered my interest in what others were doing and
how others reacted to my sharings, which was very important. Therefore, | felt guilty
about spending most of my time on social media, so | stopped using Facebook in
high school. Later, |1 did not want an Instagram account until my university
graduation and approval for a Master’s program. Instantly, I have an Instagram
account, and |1 am experiencing that social media draws me in; I am losing myself in
the content on Instagram, especially when I am nervous, and writing my thesis is one
of these times. To make a long story short, the reason that led me to study this topic
is that there is a dimension in social media that leads people to addiction. However,
this is a reciprocal and two-way relationship, and | thought it would be crucial to
address the dimension of content producers or influencers on the sharing side.
Furthermore, while social media is more of an endeavor that people turn to in order
to escape or distract themselves, for example to get away from the stress of work or
school, influencers have made a profession out of what other people do to distract
themselves. In other words, the social media experience of influencers has a different
purpose than that of other people. Therefore, it is aimed to enlighten the experiences
of being an influencer, their motivations to practicing their motivation and the
relationship between content producers and their followers in this current study.

Furthermore, nowadays, with the introduction of technology into our lives, there are
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changes in the social sphere compared to the past. Melman (2018) explained these
changes as the preference for the virtual over the real, the decline of the Other and
the disappearance of the law, and therefore the increasing importance of horizontal
dialogues. As a result of these changes in the social structure, an increase in
depression and addictions is also observed (Melman, 2018). Although I try to follow
innovations by improving myself in using technological tools due to my education,
learning or using more than necessary has always made me uncomfortable.
Friendships established in social environments, books read online, and the fact that
life is lived (pretending to be lived) on social media by avoiding the reality of life
have also been things that have made me nervous. For this reason, even though I
opened an account, | have always tried to keep my social media posts limited.
However, nowadays, relationships and lives are lived on social media, and
influencers are actually among the people who experience this the most. Therefore,
my aim in studying this topic is to explore the experiences of the influencers who
share their lives on social media as lifestyles and their relations through their
followers and other influencers in order to enlighten the dynamics of the new
technological world with a heartbeat on social media. In furtherance of providing the
trustworthiness of the data, discussions were held with my co-advisor on themes and
analysis to review my influence as a researcher in the analysis and theme generation.
Furthermore, to develop self-awareness about my impacts on the research process
and my interest in this topic, | talked in my own analysis about the thesis writing

process.

The second sub-category of reflexivity is epistemological reflexivity, which involves
questioning the findings of the research and whether these findings are influenced by
the research process (Palaganas et al., 2017, as cited in Uyar Suigmez, 2022). To
prevent my perspective and interpretations as a researcher from directing the
participants, as | discussed with my co-advisor, | first asked the participants what
their experiences were as influencers, rather than my research questions, and in the
first interviews, | generally proceeded through what they brought from their own
personal meaning of being an influencer. Later, the second interviews were shaped in

line with my research questions and what came from the participants.
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Furthermore, bracketing is another concept that proposes to promote the research
process and protect the data from bias, which is situated between researcher and
participant (Tufford, & Newman, 2012). The way to strengthen bracketing and
reduce the influence of the researcher in the study is to strengthen reflexivity and to
exclude the researcher's own theoretical background as much as possible (Fisher,
2009). In this regard, I consulted with my co-advisor about the themes of the study
that were determined during and after the analysis process. Moreover, to prevent bias
and strengthen the bracketing, | negotiated my themes with my peers and an outsider
to the research, who is an expert from different areas, as it was suggested (Rollsi, &
Relf, 2006, as cited in Tufford, & Newman, 2012). Additionally, to prevent the
theoretical background I was working with from interfering with the work and
creating a bias, | analyzed the data, focusing on what the participants told me about
their experiences to prevent the theoretical background I was working with from

interfering with the study and bias.
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CHAPTER 3

RESULTS

In the light of Interpretative Phenomenological Analysis (IPA), three superordinate
themes emerged in the current study. The emanating superordinate themes are (1)
Being In-Flu: Idolizing and Imitating Other Influencers at the Onset of Career, (2)
Source of Motivation and Reinforcements for Becoming an Influencer, and (3)The
Reverse Side of the Coin: Discomforts of and Unknowns About Social Media

Experience.

Table 2. The Superordinate and Subordinate Themes of Current Study

1. Being In-Flu: Idolizing and Imitating Other Influencers at the Onset of Career

2. Source of Motivation and Reinforcements for Becoming an Influencer

a. Live Streaming from Life: On Enjoying Being in the Spotlight and Being Watched
b. The Power of Approval: How Likes and Validation Reinforces Influencers

c. “I Want to Be You”: Being a Role Model and Inspiring People

d. Touching The Lives and Leaving Marks on The Lives of Followers: “It has a much

deeper meaning”

e. Being a Big Sister: Through Being Taken Seriously with the Price of Responsibility

3. The Reverse Side of the Coin: Discomforts of and Unknowns About Social Media

Experience

a. “Let's Focus on Ourselves, No Need to Spread Outward”: Discomfort of Being
Watched by Outsiders from the Cocoon

b. Repelled by Competition, Yet Unable to Resist Comparison

c. Real or Fake? The Spurious World of Social Media

d. Selectivity in Sharing: On Hiding Negativities and Showing Positivities
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3.1. Being In-Flu: Idolizing and Imitating Other Influencers at the Onset of
Career

The first superordinate theme represents the influencers and contents that the
participants were influenced and admired before and during their career processes. It
also demonstrates participants' desire to be like other influencers as well as the
importance of other influencers being role models for them at the start of their

careers.

The majority of participants mentioned other influencers and accounts that they
followed, idolized, and were influenced by. They underlined the similarities between
their own accounts and posts and the accounts of the influencers they followed.
When talking about the beginning of their careers as influencers or content
producers, the participants mentioned other influencers they were influenced by and

emphasized a dynamic based on imitation when producing their first content.

For instance, Zeynep said that she envied the life of the influencer she followed when

she saw her videos, and explained this situation as follows:

Z: The reason | started YouTube when | was very young was because there
was a girl named A. ... When I was little, I used to watch videos where I
would say, “Oh, look at her life!” like the life that people watch me and envy
me. Yes, especially the life of the girl | call A. For example, I would watch
videos of her going to Coachella or doing something with her friends and say
“waauw” or something like that. But now, there are people whose lives I can
actually envy and say, “Oh, what a nice trip she's having, what nice videos
she's making.”.

Original:

Z: Cok kiigiikken Youtube’a baslama nedenim A. diye bir kiz vardi ...
Insanlarin beni izleyip ozendigi hayat gibi benim de ézendigim, “Off kizin
hayatina bak!” dedigim videolar izliyordum kiigiikken. Evet ozellikle A.
dedigim kizin hayati. Mesela iste Coachella’ya gittigi veya arkadaslariyla
bir seyler yaptigi videolart izleyip “waauw” falan diyordum. Ama simdi yine
aslinda hayatina 6zenebilecegim “Yaa ne giizel geziyor, ne giizel videolar
cekiyor” diyebilecegim insanlar var.

She also expressed that she was impressed by the hair-coloring video of the
influencer she mentioned above and said that she decided to upload a similar video.
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Zeynep who stated that the kind of content she shared at that time was not very
common on social media platforms in Turkey, also added that she aimed for people
who wanted to try it to be able to do it by seeing it from her videos. She explained

this situation with the following words.

Z: There was a girl named A. S. who dyed her hair abroad, in Tumblr times.
At that time, | wanted to dye my hair too. | had learned how to make videos
myself and | was making videos like clips. In fact, I was adding my own
footage to the songs | liked and turning them into clips. Then one day | was
going to dye all my hair pink. Before dyeing it, | did a research on the
internet, how can | dye it at home etc. but there was not much content in
Turkish. So | thought | would shoot a video of me dyeing my hair and upload
it to YouTube. So that people who want to dye it can at least see how it is
from me. That's how it started. Then | shared the video | uploaded at that time
on Instagram, that | uploaded a video to YouTube. Then suddenly that video
was watched a lot. After that, I continued shooting videos day by day that
summer. | continued to shoot a video every day, and then suddenly, I think
my videos started to be watched both because there was no one at that age
like me in that year and because people liked them. So | kept going.

Original:

Z: Yurt disinda da saglarini boyayan A. S. diye bir kiz vardi, Tumblr
zamanlari. O zamanlar ben de sagimi boyamak istiyordum. Kendim video
yapmayr 6grenmistim ve béyle klip gibi videolar yapiyordum. Aslhinda
begendigim sarkilara kendi c¢ektigim goriintiileri ekleyip klip haline
getiriyordum. Sonrasinda bir giin sa¢imin tamamint pembeye boyayacaktim.
Boyamadan once de internette bir arastirma yapmistim nasil boyayabilirim
evde vs. ama Tiirkce ¢ok igerik yoktu. Ben de sa¢imi boyarken bir video
cekeyim ve YouTube'a yiikleyeyim dedim . Insanlar hani boyamak isteyenler
en azindan nasil oldugunu benden gérebilsin falan diye. O sekilde basladh.
Sonra o donemde yiikledigim videoyu paylastim Instagram'da, YouTube'a
video attim diye. Sonra bir anda o video ¢ok izlendi. Ondan sonra da video
¢ekmeye giin be giin devam ettim o yaz. Her giin bir video ¢ekmeye devam
ettim ve sonrasinda bir anda hem o yaslarda benim gibi o yaslarda olan biri
olmadigi i¢in o yilda sanirim hem de insanlarin hosuna gittigi icin galiba
videolarim izlenmeye basladi. Ben de devam ettim.

From a similar point of view, Cagla stated that she idolized and was inspired by an

influencer she used to follow, and shaped her career accordingly.

C: There was a travel promotion account. An account that traveled abroad a
lot. She was even a lawyer at work. She resigned a year ago. I've been
following her for a couple of years. She was actually my idol. She is always
at the courthouse during the week. On the weekend, she was always going
abroad on Friday and returning on Sunday evening. She always had such a
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life. She combines every public holidays. Constant plane tickets and so on
and so forth. But she was too much, | mean too much. She didn't have any
free days. | liked her very much. Then she resigned. 1 still follow her. Then
she started organizing tours. Actually, she inspired me from there. | told you,
we organized a tour and made a deal. Now she even founded her own tour
company. | admired her very much. She must be around 32-35 years old,
single. A very free-spirited woman. She's really my idol.

Original:

C: Gezi tamitim vardi bir tane. Yurt disinda ¢ok seyahatler yapan bir hesap.
Hatta iste avukatt. Istifa etti bir yil énce. Ben onu bayagidir takip ediyorum
birkag¢ senedir. Oydu aslinda seyim yani idoliim diyebilirim. O siirekli hafta
iginde avukat adliye sarayinda. Hafta sonu siirekli cumadan gidiyor yurt
disina pazar aksami doniiyordu falan. Siirekli boyle bir hayat vardi. Her
resmi tatili birlestiriyor. Stirekli ugak biletleri falan filan. Ama o asirt yani
boyle ¢ok fazlaydi. Hi¢hir bos giinii yoktu. O ¢ok hosuma gidiyordu. Sonra
iste istifa etti. Hala da takip ediyorum. Sonra turlar diizenlemeye bagslad.
Aslinda oradan bana ilham oldu. Ben de dedim ya bir tur diizenledik anlastik
diye. Simdi kendi tur sirketini kurdu hatta. Cok giizel takdir ettim onu da. 32-
35 yaslarinda falan olmasi lazim. Bekar. Cok ézgiir ruhlu bir kadin. Idoliim
gergekten.

She also reported that when she first opened her account, she was worried about

whether she could be like the influencers she followed and idolized.

C: Then I said I'll open my page. There were already influencers I was
following at that time. |1 mean, | wonder if | can do this job like them. There
will be advertisements. Can | turn it into a business? Of course | thought
about it. I opened it by planning this, and then it slowly developed.

Original:

C: Sonra dedim ben sayfami acayim. Zaten o zamanlarda takip ettigim
influencerlar vardi. Yani ben onlar gibi yapabilir miyim acaba bu igi?
Reklamlar olur. Ise dondiiriir miiyiim falan? Tabii ki bunu diisiindiim yani.
Bunu planlayarak agtim. Sonrasinda yavas yavas gelisti.

Furthermore, Pelin stated that she idolized and was influenced by other influencers
and her routines are affected by them.

P: I created these routines that I've created right now, | created everything by
watching someone. Really, there are reasons why the makeup | wear every
morning when | wake up is the makeup | wear.

Original:

P: Ben de suanda yarattigim bu rutinlerimi her seyimi birilerini izleyerek
yarattim. Her sabah uyandigimda yaptigim makyajin o makyaj olmasinin
sebepleri var gergekten.
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She mentioned the beginning of her career, influencers she followed and how she

imitated them as follows.

P: While I was at university, | got into social media as a job a little bit with
my undergraduate preparation. At that time, Youtube was more fashionable,
so | started with it. I continued only on Youtube until the COVID. Then, with
the COVID quarantine, Instagram got into the business a lot and with Tiktok
getting involved, we all got addicted to social media ...

R: What was the process like, how did you decide?

P: When | was in high school, I was watching new Youtubers. At that time
Youtube Turkey had just started. There was D. O., S. and so on. I was always
imitating them while watching them. | was very curious about such things
like beauty and care. | loved makeup and | wanted to open my own channel
anyway. | started when | went to university.

Original

P: Okudugum swrada iste lisans hazirlikla beraber sosyal medya iglerine biraz
giristim. O zamanlar Youtube daha ¢ok modaydi, onunla bagladim. COVID
zamanina kadar sadece Youtube’tan devam ettim. Sonra COVID karantinasi
ile birlikte Instagram igin igine ¢ok girdi ve Tiktok un igin igine karismasiyla
beraber hepimiz sosyal medyaya bagimli olduk ...

A: Nasil bir stirecti, nasil karar vermigtiniz?

P: Lisedeyken yeni Youtuberlari izliyordum. O zaman Youtube Tiirkiye yeni
baslamisti. D. O., S. falan vardi. Onlart izlerken hep onlar: taklit ederdim. Bu
tarz seyler iste, giizelliktir bakimdir ¢ok merakliydim. Makyaj ¢ok severdim ve
kendi kanalimi acmak istiyordum zaten. Universiteye gegince bagladim.

Similarly, Nilsu addressed that she is influenced by some of the influencers in social
media and their style of dressing. She defined it as being “in-flu” as if it is an

infection.

N: There's a girl called E. | like E. very much, she says so herself. She travels
abroad because she has high financial power, mostly due to her family. She
can do everything. ... As I said, | like her more luxurious life. I look at him.
The way | dress, for example, is very important to me. Sometimes, despite
my excessive weight, | always wear a top with a belly like this. The way I'm
dressed right now, for example, I'm sure | bought it by looking at it. Because
if I saw this, 1 would call this outfit E. I'm actually being influenced by the
way. | don't know if I'm comparing or being in-flu(enced).

Original:

N: E. diye bir kiz var. E.yi ¢ok begeniyorum. Onu kendisi de séyliiyor zaten.
Biraz da aileden dolayr maddi giicii yiiksek oldugu i¢in yurt disinda geziyor.
Her seyi yapabiliyor. ... Onun dedigim gibi onun biraz daha liks hayati
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hosuma gidiyor. Ona bakiyorum. Giyim tarzim mesela benim ¢ok seydir.
Bazen asirt kilolarima ragmen tistiim hep boyle krop olur. Su anda giyindigim
sekil mesela ona bakarak aldigima eminim yani. Ciinkii bunu gérsem bu
kombine E. derim. Ben de aslinda influ oluyorum bu arada..

In summary, participants inferred that there are accounts that they idolized and
aspired to be like before starting their careers and during their career process. They
also reported that the way they produce content and their lifestyles are influenced by
these people. Moreover, they indicated the role of imitating and being influenced by
other influencers in the stories of how they became an influencer. Some of the
participants, like Cagla, also mentioned their concern about whether they accomplish
their mission like other influencers. They also emphasized that the likes of their

videos encouraged them to share more.

3.2. Source of Motivation and Reinforcements for Becoming an Influencer

The second superordinate theme portrays the aims and motivations of influencers to
pursue their profession. In this regard, they mentioned the importance of the
discourses of their followers and their own personal background as their source of
motivation. The definition of the profession from the influencers' point of view and
the moral satisfaction that this job provides them are also covered in this theme. The
subordinate themes are (1) Live Streaming from Life: On Enjoying Being in the
Spotlight and Being Watched, and (2) The Power of Approval: How Likes and
Validation Reinforces Influencers, (3)“I Want to Be You”: Being a Role Model and
Inspiring People, (4) Touching The Lives and Leaving Marks on The Lives of
Followers: “It has a much deeper meaning”, and (5) Being a Big Sister; Through
Being Taken Seriously with the Price of Responsibility.

3.2.1. Live Streaming from Life: On Enjoying Being in the Spotlight and Being
Watched

In the interviews, participants often highlighted that they share every aspect of their
lives, describing their approach as a "lifestyle.” The vast majority of participants

explained their motivation of sharing with the need to be visible and/or to show their
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lives. They also frequently reported that their frequency of sharing increases as
people become curious and ask more questions. They kept continuing and could not
set limits to their urge to share. Pelin emphasized her need to share every moment of

her life and explained this with her need to show herself.

P: It's not just about following trends, it's actually a little bit related to the
concept of my channel. Since | share my life, the need to share every minute
of it, the need to show everything, the feeling of “Look, I'm doing this too,
see this too” is always there...Actually, my goal was not to share every
moment of my life, it was just to remember my memories. For example, when
| look at my vlogs from six years ago, | was reliving that day again. This is
exactly what | aimed for when | was doing this. But the more | shared, the
more curious people became, the more questions they asked. And as | said,
when that sincere communication was established, I think it has something to
do with the fact that | am a person who cannot say no too much, the more |
shared, the more | shared. I think it is necessary to know the limits of this. |
think | have missed that setting a little bit in the past years. Because some
things should not be shared.

Original:

P: Sadece trendleri takip etmek degil, benim birazcik kanalimin konseptiyle
de alakali bir sey aslinda. Hayatimi paylastigim i¢in her dakikasint paylagma
ihtiyaci, her seyi gosterme ihtiyaci, “Bakin ben bunu da yapiyorum, bunu da
gortin” hissi her zaman orada...Aslinda hayatimin her anmini paylasmak
degildi benim amacim, sadece anilarimi hatirlamakti. Su anda mesela alti y1l
onceki vloglarima baktigim zaman o giinii tekrar yasiyordum falan. Tam
olarak bunu hedeflemistim bunu yaparken. Ama paylastik¢a insanlar daha
¢ok merak ettiler, daha ¢ok soru sordular. Ve iste dedim ya o samimi iletisim
kuruldugu zaman, benim de ¢ok haywr diyemeyen bir insan olmamla alakall
bir sey samwrim, paylastikca daha ¢ok paylastim. Bunun sinirimi bilmek
gerekiyor bence. Ben o ayari biraz kagirdigimi diisiiniiyorum gectigimiz
villarda. Ciinkii bazi seyler paylasilmamali.

In addition, Nilsu stated that she likes to share her life and explained her desire to

have every moment seen by people with her desire to be at the forefront.

N: I am a person who likes to be in the forefront and | am aware of that. You
know, I like it very much when people watch me, see me. I like it when they
see what | do, when | am happy. I like to share the things I shoot, whether it's
a bag or a cat or a dog.

Original:

N: Ben on planda olmayt seven bir insanim ve bunun da farkindayim. Hani
insanlarin beni izlemesi, gormesi ¢ok hosuma gidiyor. Neler yaptigimi, mutlu
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oldugum anlar1 gérmeleri hosuma gidiyor. Cektigim seyleri paylasmak; bir
canta olsun, bir kedi képek olsun paylasmak ¢ok hosuma gidiyor.

Ekin also said that she has loved being on stage since she was little and that is

something that relaxes her. She added that she likes to do work where she is visible.

E: I've always been like this. | was like that when | was blogging. So now |
see that even in the diaries | wrote when | was 15, | write to the crowd as
“you”. There is no one in front of me. But I'm in my room alone. I have
always written in a language that appeals to the crowd, as “you know”.
Therefore, | love taking part in show business in my own way. After I
produce something and shoot a video, | become the happiest person in the
world when 1 finish it. It's like | let things out and relax. Even though | feel
very bad, | feel very good at the end. | guess it's like art therapy for me. |
always want to do such jobs anyway... | mean, | like to do jobs where I am
visible like that.

Original:

E: Ben hep boyleydim zaten. Blog yazarken de boyleydim. Yani simdi
bakiyorum 15 yasinda yazdigim giinliiklerde bile “siz” diye kalabaliga
yaziyorum. Kimse yok karsimda. Tek basima odamdayim ama. Hep boyle
“bilirsiniz” falan diye kalabaliga hitap eden bir dilde hep yazmisim.
Dolayisiyla seviyorum kendimce bir show business’ta yer almayi. Bir sey
tiretip bir video c¢ektikten sonra diinyanin en mutlu insani oluyorum
bitirdigimde. Sanki boyle bir seyleri disart akitip rahatlyyorum. Cok kotii
hissediyorsam da bitiminde ¢ok iyi oluyorum falan. Béyle bir sanat terapisi
gibi bir sey oluyor bana galiba. Zaten hep boyle meslekler yapmak
istiyorum... Yani oyle goriiniir oldugum isler yapmay: seviyorum.

When asked about her experience of sharing every moment of her life, Ekin
highlighted the importance of having audiences. She emphasized that if she has an
audience or being watched by someone, she remembers that experience much better.

She said if there is no audience, some things feel like they didn't even happen.

E: I like doing work like this where | reach out to someone. I've always
wanted to do something like this since | was a kid, | love the audience. If
there is no audience, some things don't even feel like they happened. For
example, | remember a trip abroad that I shot a video of, a vlog of, and a trip
abroad that | didn't shoot completely differently in my own memories. |
mean, if | shot it, | remember it much better, strangely. | don't know if I'm
getting more into it. Even before there was such a thing as a vlog on this
world, before there was YouTube, when | went on a student exchange to
America, | was shooting a vlog with the name of today and putting it on
Facebook. | was just posting it with 10 of my friends. But it felt very good,
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like I'm shooting a short movie or something. So, | am practicing art in my
own way. Because it's not art, but it feels good for me.

Original:

E: Seviyorum boyle birilerine ulastigim isler yapmayi. Cocukluktan beri hep
boyle seyler yapmak istiyordum. Seyirci seviyorum yani. Seyirci yoksa bazi
seyler yasanmamug gibi bile geliyor yani. Mesela videosunu ¢ektigim, viogunu
cektigim bir yurt disi seyahatimle ¢ekmedigim bir yurt dist seyahatimi kendi
anilarimda bambaska hatirliyyorum. Yani onu c¢ektiysem ¢ok daha giizel
hatirliyorum, garip bir sekilde. Daha mi i¢ine giriyorum bilmiyorum. Daha
viog diye bir sey yokken bile bu diinyanin iizerinde, YouTube yokken,
Amerika'yva ogrenci degisimine gittigimde su amn ismiyle vlog c¢ekip
Facebook'a koyuyordum hani. 10 tane arkadasimla a¢ryordum sadece. Ama
bana kendimi ¢ok iyi hissettiriyordu. Sanki kisa film ¢ekiyor gibi falan. Yani
boyle bir kendi ¢apimda bir sanat icra ediyorum. Ciinkii de bu sanat degil
ama bana iyi geliyor yani.

In summary, participants equated sharing every moment of their lives with being on
the spotlight (or on the stage) and enjoyment of being watched. They mentioned that
they have an effort to be visible and that they like to show their lives. Participants
finally emphasized how, in a scenario where no one is watching or noticing, their
experiences lose importance and meaning, making them feel as if they never

happened.

3.2.2. The Power of Approval: How Likes and Validation Reinforces Influencers

When talking about the sources of motivation and reinforcements on the journey to
be an influencer, one of the aspects frequently emphasized in the interviews was the
participants' desire to gain the approval and admiration of their followers.
Additionally, participants added the positive shaping effect of being liked and

approved as well as the motivating effect on their lives.

For example, Pelin mentioned that she enjoys the compliments and admirations, and
receiving appreciation from her followers makes her life better. She added that this is
due to her need for approval from her relationship with her mother because of her

mother’s perfectionistic personality.

P: Hearing people’'s opinions at that time shaped me and my life a lot. Of
course, some of the things | did were congratulated and I liked those
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greetings. ... Life gets better a little bit, no lie. It's a very nice feeling to be
recognized. Of course it's a very personal thing, we've been talking all
morning about my need for approval. It's nice to be recognized, to be liked, to
be appreciated ... | was young. | think the things that people like are related to
the need for approval, and the more | got approval, the more it was
reinforced. When | thought about it, | realized that yes, I've always had that
need for approval. | think it's something that comes a little bit from my
mother. My mom is a perfectionist and | always had a feeling that | had to be
perfect. This need for approval fed my perfectionism a lot.

Original:

P: O dénemlerde insanlarin fikirlerini duymak beni ve hayatimi ¢ok
sekillendirdi. Tabi ki yaptigim bazi seyler tebrik ediliyordu bu tebrikler
hosuma gitti. ... Hayat giizellesiyor birazcik yalan yok. Taminmak ¢ok giizel
bir his. Tabi ki bu ¢ok kisisel bir sey. Sabahtan beri onay ihtiyacimdan
bahsediyoruz. Taminmak, begenilmek, takdir gormek giizel seyler ... Yasim
kiiciiktii. Insanlarin begendigi seyler, onay alma ihtiyaci ile alakali sanirim,
onay aldik¢a daha ¢ok pekisti. Diistiniince fark ettim ki evet, o onay ihtiyaci
bende her zaman varmus. Birazcik annemden gelen bir sey diye diigiiniiyorum.
Annem ¢ok miikemmeliyet¢i bir insandwr ve benim de hep miikemmel olmam
gerektigi gibi bi his vardi i¢imde. Bu onay alma ihtivact benim
miikemmeliyetc¢iligimi ¢cok besliyordu.

Similarly, Zeynep also emphasized the importance of getting approval for her posts
and stated that she first shares her posts with her circle of people whom she calls
“similar to her followers”. She called the people she consults before sharing her posts

as her closest contacts.

Z: That's why | was motivated by getting approval or being liked for
something | did. For example, before | shared a video, | would immediately
show it to my friends. How do you think it turned out? And they would say |
think it's very good. Because the audience | address is people like my
environment, because of their lifestyle. At first, the approval of my closest
people made me happy. Especially my sister's approval is always very
important to me.

Original:

Z: O yiizden hani onay almak ya da yaptigim bir seyin begenilmesi
beni motive ediyordu. Bir videoyu paylasmadan once arkadaslarima hemen
izletirdim mesela. Sizce nasil olmusg falan diye. Onlar da bence ¢ok iyi olmus
derdi. Ciinkii hitap ettigim kitle de benim ¢evrem gibi insanlar oldugu icin,
hayat tarzindan dolayr. Ik basta en yakinlarimin onayr beni mutlu ediyordu.
Ozellikle ablamin onayi cok énemli her zaman benim igin.

Zeynep also pointed out her feelings and thoughts of receiving likes in social media

and its connection with gaining approval.
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Z: That's why the part that makes me happiest about the numbers, especially
the likes, is that my work is liked. It gives me a positive feeling when, for
example, a video that | edited gets a lot of likes, not a photo that | shared
myself. | always say that it means | have done something good, | get
approval.

Original:
Z: O yiizden saymin, ozellikle begeninin beni en mutlu eden kismi yaptigim
isin sevilmesi oluyor. Ozellikle kendi paylastigim bir fotograf degil ama
mesela kendi kurguladigim bir videonun ¢ok begeni aliyor olmast bana pozitif
bir his veriyor. Hep diyorum ki giizel bir sey yapmisim demek ki, onay
aliyorum.

In summary, many participants talked about being approved in their relationships
with their followers. They mentioned that being approved by followers motivates

them to continue what they do.

3.2.3. “I Want to Be You”: Being a Role Model and Inspiring People

Another emerging theme related to influencers’ motivations to share was about being
a role model, an inspiration, or even an idol. The participants defined being an
influencer with the phrases influencing people and playing a role in the lives and
preferences of the audience. They explained influencing people as being related to
people who want to be like them and emulating the life they live. Some participants
also emphasized that they influence people in their daily lives in other relationships
and that they are not unfamiliar with this concept outside their careers.

Zeynep is one of the participants who explains being an influencer in the context of
having an impact on people’s lives and explains this issue in the context of her

relationship with her followers as follows:

Z: These have always been the biggest comments | have received from my
own life. What 1 call the biggest is a comment | hear very often and hear
hundreds of times every year. | want to be you. | want to live your life. | want
to live like you. There are always comments like "I'll be you when | grow up”
etc. | think I really influence people in terms of lifestyle. Here is a house with
such a view. It's that color car. This kind of dog. Friends like this. Such a life.
The moments | truly live and share, they say, yes, | want this group of friends
too. | want to go to Erasmus too. I really think that I influence people more in
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terms of lifestyle. Rather than buying a certain specific product or category.
Yes, | guess this is being an influencer for me.

Original:

Z: Kendi hayatimdan da benim béyle bana gelen hep en biiyiik yorumlar sey
oldu. En biiyiik dedigim ¢ok sik duydugum ve her yil yiizlerce kez duydugum
bir yorum. Sen olmak istiyorum. Senin hayatini yasamak istiyorum. Senin gibi
yasamak istiyorum. Biiyiiyiince sen olacagim falan hep boyle yorumlar
oluyor. Ben biraz daha sanirim insanlart gercekten lifestyle olarak
etkiliyorum. Iste boyle manzarali bir ev. O renk bir araba. Bu tarz bir kipek.
Boyle arkadaslar. Boyle bir hayat. Benim gergekten yasadigim, paylastigim
anlarin onlar da diyor ki evet bu arkadas grubunu ben de istiyorum. Ben de
Erasmus'a gitmek istiyorum. Gergekten biraz daha hayat tarzi olarak
etkiledigimi diistiniiyorum insanlari. Belli bir spesifik tiriinii aldirmaktan veya
kategoridense. Evet influencer olmak bu benim igin herhalde.

Ekin also defined being an influencer in terms of playing a role in people's life
preferences and choices, and mentioned that it has the function of encouraging

people.

E: For those who are doing it properly, I think influencer-ing is being able to
play a role in people's preferences, | mean, it can be their life choices. For
example, after me, there were a lot of people who were inspired after the
videos about studying at university after the age of 30 and went back to
university. Or there are some people who feel that they are too late, even at
the age of 25, to change their major. There were people who were inspired
about these issues. In other words, | guess the person who can influence all
kinds of preferences in life choices or shampoo, clothing, cellulite cream
preferences.

Original:

E: Dogru diizgiin bu isi yapanlar icin influencer'lik bence insanlarin
tercihleri tizerinde rol oynayabilmek, yani bu hayat tercihleri olabilir. Mesela
benden sonra boyle 30 yasindan sonra iiniversite okumak videolarindan
sonra gaza gelip yeniden tiniversite okuyan ¢ok oldu. Ya da iste kendini geg
kalmis hissederken, 25 yasinda bile ge¢ kalmis hisseden var boliim
degistirmek icin. Iste bu konularda ilham alan oldu. Yani hayat tercihlerinde
va da iste sampuan, giyim, seliilit kremi tercihlerinde her tiirlii tercihini
etkileyebilen insan herhalde.

Yaren also defined being an influencer as influencing people and emphasized the
trust relationship with her followers in her definition. She also mentioned that being
an influencer is nothing entirely unfamiliar for her. She stated that she influences the

people around her in her personal life and plays a role in their choices.
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Y: So being able to influence people, that what you do affects them and they
want to do it, without breaking their trust in you.

R: What is it like to be influencing people? How do you experience it?

Y: | mean, there was nothing really different about it. Because in my normal
life, I was always influencing people around me unintentionally. That's why
only people I don't know, people from the virtual world are interested in it
now. Apart from that, it's not a different experience for me because it's
already happening in my own life.

Original:
Y: Yani insanlar etkileyebilmek, onlarin size olan giivenini sarsmadan
yaptiginiz seyin onlart etkilemesi ve onlarin da bunu yapmayi istemesi gibi.

A: Insanlart etkiliyor olmak nasil bir sey? Siz nasil deneyimliyorsunuz bunu?

Y: Yani bu konuda da aslinda farkli olan bir sey olmad:. Ciinkii normal kendi
vasantimda da etrafimdaki insanlari siirekli influence ediyordum ashinda
istemeden. O yiizden sadece tamimadigim, sanal diinyadan olan insanlarin
ilgisini ¢ekiyor su an. Onun disinda kendi hayatimda da zaten oldugu igin
farkl bir deneyim degil aslinda benim igin.

Like Yaren, Cagla described the significance of having an impact on people’s lives
in her own experience of being an influencer and her personal life. She mentioned
that being a role model makes her feel good and that it is a situation she has been in
since she was a child.

C: This is how I feel happy when people say that I went here and I was
satisfied. People take me as a role model, they apply the things I share. | like
that.

R: What is it like for you to be taken as a role model?
C: It is nice. It is a nice feeling.
R: Can you explain a bit, how do you experience it?

C: Well, actually, yes, it makes you happy. There is also something like this,
but not everyone may do it or not everyone may like it. When | was a student,
even in primary school, for example, | was always the class president, | was
always in a role, 1 was a role model. You know, maybe there is something
that comes from that. Maybe | don't know about others now, but this is
something that came to my mind as soon as you asked me. Maybe that also
has an effect. | mean, people taking it as an example, the desire to be a leader
personality may also be related to this.

Original:

C: Iste ben de buraya gittim, memnun kaldim deyince ben boyle mutlu
oluyorum. Insanlar beni ornek alworlar, benim paylastigim seyleri
uyguluyorlar. Hosuma gidiyor.
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R: Rol model olarak alinmak sizin icin nasil bir duygu?
C: Giizel bir sey. Giizel bir duygu.
R: Biraz agiklayabilir misiniz, nasil deneyimliyorsunuz?

C: Yani ashnda soyle, evet insant mutlu ediyor. Soyle bir sey de var ama
bunu mesela herkes yapmayabilir veya herkesin hosuna gitmeyebilir. Ben ilk
ogrencilik zamanlarimda, ilkokulda bile mesela hep sinif baskaniydim. Béyle
hep roldiim, rol modeldim aslinda. Hani belki de ondan gelen bir sey var.
Belki de simdi baskalarint bilmiyorum ama belki onun da etkisi vardir. Yani
insanlarin érnek almasi, lider kisilik olma istegi belki de bununla da alakali
olabilir.

In a similar vein, Nilsu mentioned being considered as a role model by the younger

generations and her response to the situation in the following way:

N: You know, it was a very normal day. And when someone came and took a
picture with me, it was a little girl. And I liked it. She idolized me a little bit.
She too, because liked taking photos a lot. | immediately followed her, for
example. When she asks something, | answer her right away. | like to guide
her.

Original:

N: Hani ¢ok normal bir giindii. Ve biri gelip benimle fotograf ¢ekildiginde
kiiciik bir kizdi daha dogrusu. Ve hosuma gitti. Biraz da idol olarak
goriiyordu. O da ¢iinkii fotograf ¢cekmeyi ¢ok seviyormus. Bir sey sordugunda
hemen cevap vermeyi falan cevapliyorum. Yol géstermeyi seviyorum.

Consequently, participants defined being an influencer or content creator as being a
role model or being an inspiration or an idol. All participants described being a role
model and influencing people’s lives as a positive phenomenon, which they aimed at

while being an influencer.

3.2.4. Touching The Lives and Leaving Marks on The Lives of Followers: “It

has a much deeper meaning”

Participants talked about how important it is to be watched and seen in terms of their
motivation to become an influencer. They also touched on the motivating effect of
receiving approval and likes. In addition to all these, another point that reinforced
their desire to share and influenced their motivation was to do work that reaches

people and to touch someone’s life, which we will discuss in this theme.
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All participants highlighted touching the lives of their followers, leaving traces in
their lives, and healing their lives for the better in their expressions. They mentioned
this as their purpose and motivation to continue this career. They described being an
influencer and its meaning as being characterized by touching the lives of others and
being a role model for them. Participants also frequently emphasized leaving marks
on people and being a source of motivation for them provides moral satisfaction.
Pelin referred to touching people's lives as a deep meaning hidden out being an

influencer and this is motivating her to continue sharing, as follows:

P: I can tell you for sure that being an influencer has a much deeper meaning
than | can say. Because you do not know whose lives | have actually touched,
what messages, e-mails, letters | received. | realized how people embraced
me there and that's when | realized how deep that meaning is. Nowadays,
when we look at it more superficially, maybe influencing is showing people a
product and getting them to buy it, affecting people's product choices, but it
has a much deeper meaning than that.

Original:

P: Influencer olmanin séyleyecegimden ¢ok daha derin bir anlami oldugunu
cok kesin soylerim size. Ciinkii ashinda kimlerin hayatlarina dokundum
bilemezsiniz, ne mesajlar ne e-mailler, ne mektuplar aldim. Insanlar nasil
saridilar bana orada anladim yani o anlamin ne kadar derin oldugunu.
Giiniimiizde daha yiizeysel baktigimiz zaman influence etmek belki insanlara
bir iiriintinii gostermek ve onu aldirmak, insanlarin iiriin secimlerini
etkilemek ama bundan ¢cok daha derin bir anlami var.

In addition, Pelin expressed that the feedback she received from people that she

touched their lives are also contributory to the continuation of her sharings.

P: That's why when I share it with people, I always get feedback like “You
motivated me for this, you got me up for that, you got me started for that.” So
| guess I'm a little bit addicted to sharing. It's a little bit related to being a
people pleaser, to be honest.

Original:

P: O yiizden bunu insanlarla paylastigim zaman hep "Bana su konuda
motivasyon oldun, beni su konuda ayaga kaldirdin, beni suna baslattin."”
gibisinden geri doniigler alryyorum. O yiizden samirim paylasmaya biraz da
bagimli oldum. Biraz people pleaserlikla da alakali bu durum agikgasi.

Zeynep also talked about her place in people's lives, how people's childhoods were

filled with her contents and the impact of her on people's lives.
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Z: | really feel like I touched everyone's childhood for a while. Sometimes
they see me and say: “I'm just watching you. I grew up with you. “I grew up
on your videos.” I've been getting a lot of "I grew up with you" messages
lately. They influence like this or say something like this: “Thanks to your
study vlogs, | was able to study too. Watching them, | was turning on the
computer and working with you. Your such and such ideas and these steps
caused me to do such things in life. Thank you." When | receive messages
like this, | feel like I have touched someone's life in some way.

Original:

Z: Gergekten bir donem herkesin ¢ocukluguna dokundum gibi hissediyorum.
Bazen beni goriip sey diyorlar: “Ben sadece seni izliyorum. Seninle biiyiidiim.
Senin videolarinda biiyiidiim”. Ben seninle biiyiidiim mesajlart ¢cok aliyorum
son donemlerde. Onlar béyle etkilivor ya da mesela sey diyolar: “Iste senin
ders ¢alisma vloglarin sayesinde ben de ders ¢alisabildim. Onlart izleyerek
bilgisayar: agiyordum ve seninle beraber calistyodum. Iste senin su su
fikirlerin su su adimlarin hayattaki benim de soyle seyleri yapmama neden
oldu. Tesekkiir ederim.” gibi mesajlar alinca birilerinin hayatina bir sekilde
dokunmusum diyorum.

Ekin also stated that having an impact on people's lives and the feedback she
received from people provides her with spiritual satisfaction. In the following

statement, she said that this makes her feel as if she left a mark on people’s lives:

E: So it feels like you're leaving your own little mark on the world. It's like
your own life story becomes something. I'm not writing a book. Maybe there
will be no books or films I have left behind for future generations, but people
say to me now, "Ekin, I was in high school when | started watching you."
"Now | have graduated, become a lawyer, and you have a great influence on
my thinking, in my relationships, in my career choices." Such discourses of
women who stand on their own feet and are a little more free. So this is a
beautiful thing. | like that 1 have this effect on them. For example, | am
happiest when I hear this when I go to interviews. In other words, “There is a
lot of influence on me. You know, I've learned a lot from your videos over
the years," etc. That sounds good to me. It also provides spiritual satisfaction.

Original

E: Yani diinyada kendi ¢apinda minik bir iz birakiyorsun gibi hissettiriyor.
Sanki kendi hayat hikayen bir seye doniistiyor. Ben kitap yazmiyorum. Benden
geriye gelecek nesillere belki kitaplar ya da ¢ektigim filmler kalmayacak ama
insanlarin mesela simdi bana iste “Ekin seni izlemeye basladigimda
lisedeydim. Su an mezun oldum, avukat oldum ve hem iligkilerde hem kariyer
se¢imlerimde, benim diigiince sistemimde senin etkin ¢ok biiyiik.” Boyle daha
kendi ayaklari iizerinde duran, biraz daha oOzgiir kadin soylemleri. Benim
hosuma gidiyor boyle bir etkim olmasi. Mesela soylesilere gittigimde falan en
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¢ok bunu duydugumda mutlu oluyorum. Yani “Benim iizerimde ¢ok izin var.
Hani yillardir seni su su videolarindan ¢ok sey ogrendim” falan. lyi geliyor
bana yani. Manevi tatmin de sagliyor.

To conclude, participants revealed that being an influencer has a deeper meaning
than just influencing people and characterized it as touching people's lives and
leaving marks on the world. They also emphasized the moral satisfaction they
derived from this and the motivation to continue in the profession that comes from

touching people's lives and leaving a mark on them.

3.2.5. Being a Big Sister: Being Taken Seriously with the Price of Responsibility

In a similar line with being a role model or perceived as an idol as well as touching
the lives of and leaving marks on the lives of followers, all participants said that they
are referred to as "big sister" by their followers and explained what it means being a
big sister in the interviews. Participants affirmed that being called as "big sister"”
reflects the confidence of their followers in them and imposes responsibility on them.
Additionally, the participants equated the phrase "being a big sister” with being taken
seriously, being listened to, and having their opinions valued by followers and their
inner circle. In this regard, Yaren explained being called as “big sister” by her

followers in the context of trusting her and getting advice from her, as follows:

Y: Yes, they call me sister. ... But it's a nice feeling, | mean, it's a nice thing, |
think it's a nice feeling that so many people really trust you, ask you things,
take what you say as advice.

Original:

Y: Evet, abla diyorlar. ... Ama giizel bir duygu yani, giizel bir sey bu kadar o
insanlarin sana gergekten giivenip, sana bir seyler soruyor olmasi, senin
soyledigin seyleri tavsiye olarak aliyor olmast bence hog bir duygu.

Nilsu equated being referred to as “big sister” by her followers with being taken
seriously and her opinions being valued. She also stated after she became an

influencer, her ideas were valued and taken more seriously by her family and circle.

R: What is the connection between being a big sister and giving advice, you
bring them together?
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N: Yes, | mean, it's as if you take advice from the elders and you listen to
them. I don't know if maybe | did something like this, but I feel as if what |
say is valued. | feel as if they care about something | say. Because as | said,
before it didn't matter much, | was made to feel that way and I felt that way,
but now | feel as if what | say is valued, what | say is important, valuable.
The same is true for my family. Before everything was asked to my brother,
not to me. But now, no, | am also asked, my brother is also asked. Likewise,
my cousins, you know, everyone is asking me now. “How should I do this?
Should I do that?” I like this very much because now I feel more valued.
Before | was just a loved person, but now I think at least my opinions are
valued.

Original:
A: Ablalikla tavsiye vermek arasinda nasil bir baglanti var, bir arada
getiriyorsunuz?

N: Evet yani sanki biiyiikten tavsiye alirsin ve bunun séziinii dinlersin. Ya
belki de boyle bir sey yapmisimdir bilmiyorum ama sanki benim dediklerime
deger veriliyormus gibi hissediyorum. Sanki benim dedigim bir gseyleri
onemsiyorlarmis gibi hissediyorum. Ciinkii dedigim gibi oJnceden ¢ok
onemsemiyordu oyle hissettiriliyordu ve oyle hissediyordum ama simdi
dedigim seyler onemseniyormus, soyledigim seyler onemliymis, degerliymis
gibi hissediyorum. Aym sey ailem icin de gecerli. Onceden her sey kardesime
sorulurdu, bana sorulmazdi. Ama simdi bana da soruluyor. Aymi sekilde
kuzenlerim de hani herkes suanda bana soruyor. “Ya sunu nasil yapsam?
Bunu béyle yapsam mi? Bu ¢ok hosuma gidiyor ¢iinkii artik degerli daha
degerli hissediyorum. Onceden sadece sevilen bir insandim ama simdi en
azindan fikirlerime de deger verildigini diisiiniiyorum.

Pelin, similar to Nilsu, approached being called “big sister” by her followers within
the framework of being taken seriously. Pelin, who says that she has always been the
youngest person around her, mentioned that after becoming an influencer, she is
taken seriously by those around her. She identified that as a great but an imposing

experience.

P: Yes, I think that's where | broke up. I'm an only child and | never had any
siblings or my peers were always my peers or | was friends with older people.
| was always the youngest, but when | suddenly became someone's older
sister, at first | started to be ultra careful about my behavior. I never swore or
anything like that. | was restricting myself a lot. Then I realized that older
sisters can also make mistakes. Then | let it go, | started not to bother myself
so much. As I said, this is a huge responsibility. Of course, none of us are
born as older sisters, but if | had learned to be an older sister at a younger age,
maybe | wouldn't have had such a hard time. In the very last days of my
adolescence, it is both a great responsibility and a very nice feeling.
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R: You said that you were always the youngest before. What was that
experience like?

P: It was not a very good experience, to be honest. | used to think it was very
nice, but one of the things that comes with being the youngest is being the
least experienced and people take you the least seriously. I was not taken
seriously in the family. I mean, they would say Pelin is very smart, Pelin is
very like this and that, but | wasn't taken very seriously, to be honest. After |
became an influencer, everyone started to take me seriously, which was good.

Original:

P: Evet sanirim orda koptum zaten. Bu ¢ok degisik bir sey. Ben tek ¢cocugum
ve hi¢ kardesim olmad: ya da akranlarim ya hep arkadaglarim akranlarimdi
va da daha biiyiik insanlarla arkadas oldum. Hep ortamin en kiigtigii bendim
ama bir anda birilerinin ablasi olunca once bir anda her davranisima ultra
dikkat etmeye basladim. Hi¢ kiifiir etmiyordum falan. Kendimi ¢ok
kasitliyordum. Sonra ablalarin da hata yapabilecegini fark ettim. Sonra bir
saldim, kendimi o kadar sikmamaya basladim. Dedigim gibi bu ¢ok biiyiik bir
sorumluluk. Tabi hi¢birimiz dogustan abla degiliz ama daha kiiiik yastan
abla olmayt ogrenmis olsaydim belki bu kadar zorlanmayacaktim.
Ergenligimin en boyle son zamanlarinda yani hem biiyiik bir sorumluluk hem
de ¢ok da giizel bir his.

A: Oncesinde de hep en kiiciik oldugunuzu soylediniz. O nasil bir deneyimdi?

P: Cok da giizel bir deneyim degildi acikcasi. Eskiden ¢ok giizel oldugunu
diigiiniiyordum ama en kiiciik olmanin getirdigi bir sey de en tecriibesiz olmak
ve insanlarin sizi en az ciddiye almasi. Pek ciddiye alinmazdim ailede. Yani
cok iste Pelin ¢ok zeki, Pelin ¢ok soyle falan derlerdi ama ¢ok da ciddiye
alinmazdim acik¢asi. Influencer olduktan sonra herkes beni bir ciddiye
almaya basladi, iyi oldu.

3.3. “The Reverse Side of the Coin”’: Discomforts of and Unknowns About

Social Media Experience

The superordinate theme examines unspoken aspects of social media, what bothers
the influencers about the experience in the world of social media and of sharing their
lives, as well as what they do not share about their lives. The subordinate themes are
(1) “Let's Focus on Ourselves, No Need to Spread Outward”: Discomfort of Being
Watched by Outsiders from the Cocoon, (2) Repelled by Competition, Yet Unable to
Resist Comparison, (3) Real or Fake? The Spurious World of Social Media, and (4)
Selectivity in Sharing; Hiding Negativities and Showing Positivities.
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3.3.1. “Let's Focus on Ourselves, No Need to Spread Outward”: Discomfort of

Being Watched by Outsiders from the Cocoon

Although participants frequently articulated their desire to be seen and to show in the
interviews, there is a contradiction in their discourse. All of the participants referred
to their followers as family or friends. However, they also defined their followers as
people they do not know and expressed their discomfort with being followed by
unknown people. The reason is that there might be people with bad intentions who
want to harm them among their followers. For this reason, they stated that they are
hesitant to share their lives. They try to be careful and take certain precautions when
sharing their posts. For example, Cagla expressed her fear of being followed by
people she does not know and the precautions she took to avoid being harmed by

people with negative intentions as follows:

C: I'm a little scared, for example. After all, a lot of people I don't know. They
may have good intentions or bad intentions. It's not good to share too much.
For example, | even pay attention to this; if 1 go somewhere for a moment,
sometimes | share it, but I think about it a lot so that | can share it later. |
share it after | leave the place. Because there may be people with ulterior
motives, malicious intentions. There are also perverts. ...I mean, | can say that
we always want to believe that good people are following us. You know,
when | look at my message box, if there are messages that bother me a little
bit, 1 block them directly. I don't want them to see me anymore, who knows
who's using it. It could be a fake account, it could be his own account. These
are the ones who really show themselves. Some of them sneakily follow
without showing it, for example. We cannot control this. That's why we have
to share in control.

Original:

C: Biraz korkuyorum mesela. Sonucta tanimadigim bir siirii insan. Iyi niyetli
de olabilir, kotii niyetli de olabilir takip edenler. Cok fazla paylasmak iyi
degil her seyi. Mesela ben suna bile dikkat ederim,; anlik bir yere gitsem
bazen paylasirim ama ¢ok boyle diisiiniiriim de sonra paylasayim diye.
Oradan ayrildiktan sonra paylasirim. Ciinkii art niyetli, kétii niyetli insanlar
da olabilir. Sapig1 da var bunun sonucta. ...Yani hep iyilerin takip ettigine
inanmak istiyoruz diyebilirim. Hani béyle mesaj kutuma bakayim birazcik
camimi sitkan mesajlar olsun direkt engelliyorum yani. Hani gérmesin kimse
artik kim bilir kim kullaniyor. Fake hesap da olabilir, kendi hesabi da
olabilir. Ki bunlar gercekten kendini belli eden kesim. Kimisi de belli
etmeden sinsi sinsi takip ediyor mesela. Bunu kontrol edemeyiz. O yiizden
kontrolii paylasimlar yapmak zorundayiz.
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Zeynep also associated being followed by people she does not know with feelings of
discomfort. She shared her experiences of being followed and threatened by a
stranger. Like Cagla, Zeynep said that she takes some precautions because of her
feeling of hesitation. She described her experiences and her feeling of hesitation to

share her life.

Z: | mean, for example, especially as | said, there are many times when | try
to make sure that where 1 live is not very obvious. Last year someone found
my house and it was actually quite scary. He was a boy who threatened me on
Instagram and texts. | saw him all the time but I didn't think he would come
to my house and | was at school that day. Because it was such a stalking
incident, for example, last year |1 was worried because | can't change my
home address all of a sudden. If | had my number, my number has been
changing since | was little. That's not a problem, but when it's a home address
or something like that, I'm very worried about where | live, let me not start
the video when I leave the house, let me start in the car so that the street is not
visible, etc. | don't know how that person found it.

Original:

Z: Yani mesela ozellikle dedigim gibi oturdugum yerin ¢ok belli olmamasi
igin ¢abaladigim ¢ok oluyor. Gegen yil biri evimi bulmustu ve bayagi korkung
bir olaydr ashinda. Beni Instagram'dan, mesajdan tehdit eden bir ¢ocuktu
zaten. Siirekli goriiyordum ama evime gelecegini diisiinmemistim. Ben de
okuldaydim o giin. Boyle sapiklik derecesine gelen bir olay oldugu icin
mesela gegen yil bir tedirgin olmustum ¢iinkii evimin adresini degistiremem
bir anda. Numaram olsa, kiiciikliikten beri zaten numaram stirekli degisiyor.
O sorun degil ama ev adresi falan olunca bu oturdugum yer konusunda ¢ok
aman iste videoya evden c¢ikarken baslamayayim, arabada baslayayim ki
sokak goziikmesin vs. Nasil buldu o kisi onu da bilmiyorum.

In a slightly different way from Zeynep and Cagla, Ekin combined being followed by
people she does not know with being seen and watched by people other than her
followers. Defining her followers as her inner circle, Ekin talked about the

discomfort of being watched by people other than her followers or her audience.

E: And people from outside your audience also come. You understand that.
For example, while a normal video of mine would have a maximum of 100
thousand views, it has been circulated by the algorithm and has been watched
a million times. There is a lot of nonsense there, people who have nothing to
do with us. For example, | think the comments from them are completely
different, more ignorant comments...

R: How does it feel for you to be in the circulation of different people, for
different people from your audience to see you?
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E: | mean, it doesn't make me feel safe. For example, | don't read the
comments under my videos. If it's already circulated, I don't read it
anymore.... And | guess | don't want to remember that everyone is watching.
That's why | want to feel like I'm continuing in my own cocoon. That's why |
try not to see them so much...I mean, | think that's why my goal was always
around 200-250 thousand followers. I mean, for example, I never aimed for a
million on YouTube. | was manifesting it in my head and the number |
manifested was 200 thousand 250 thousand. So | think even that shows it.
Why don't you want to have a million followers now? | guess it's a bit more
of a self-protection. Let's keep to ourselves. Let's not spread out too much, I
guess | have a feeling. I want this to be better.

Original:

E: Ve senin kitlenin disindan tipler de geliyor. Onu anlyyorsun. Atryorum
benim normal bir videom maksimum 100 bin izlenecekken béyle iyice
algoritmanin dolasimina girmis milyon izlenmis. Orada bir siirii abuk sabuk,
bizimle alakasi olmayan tipler var. Mesela onlardan gelen yorumlar hani
bambagska daha béyle biraz daha cahil yorumlar bence...

A: O farkh insanlarin dolayimina girmesi, kitlenizden farkly insanlarin sizi
gormesi, nasil geliyor size?

K: Yani o boyle nasil diyeyim giivende hissettirmiyor kendimi. Hani
okumuyorum mesela oyle videolarimin altindaki yorumlari. Artik dolasima
girmisse daha fazla okumuyorum.... Ve herkesin izledigini hatirlamak da
istemiyorum sanwrim. O yiizden ben kendi kozamda devam ediyor gibi
hissetmek  istiyorum. O  yiizden ¢ok onlart  boyle gormemeye
calisiyorum...Yani bence hatta o yiizden hep mesela hedefim 200-250 bin
civart takip¢iydi. Yani mesela hi¢hir zaman YouTube'da milyonu
hedeflemedim. Hani manifestlyyordum kafamda ve manifestledigim rakam
200 bin 250 bindi. Yani o bile bence bunu gosteriyor. Simdi niye milyon
takipgin olsun istemiyorsun? Herhalde biraz daha béyle kendimi korumaya
almak hani. Aman biz bize olalim. Cok da yayimayalim disart gibi bir
duygum var herhalde. Bunu daha iyi istiyorum.

In other words, although the participants frequently emphasized their need to

demonstrate their lives in the interviews, they also mentioned the discomfort of being

followed by people they do not know, either inside or outside their followers.

3.3.2. Repelled by Competition, Yet Unable to Resist Comparison

A great majority of the participants indicated that there is a competition in social

media, which is usually based on material gain. They stated that this competition in

the social media environment alienates them from their work and reduces their

motivation. Pelin exemplified the competitive atmosphere of social media as follows;
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P: For example, there is a product, a company. That product will be promoted
and the company reaches out to an agency. The agency has a few people on
their list who produce similar content. Of course, they cannot talk to all of
them. In the past, they used to give these ads to everyone, but now they select
from among them. | guess so that it is not too obvious that it is an
advertisement. During that selection, of course, | think people are sharpening
against each other and a competitive environment is inevitably created.

Original:

P: Mesela bir iiriin var, bir firma. O tirtiniin tanitimi yapilacak ve firma bir
ajansa ulastyor. Ajansta benzer igerik iireten birkag kisi var listelerinde.
Onlarin tabi ki hepsiyle konusamiyorlar. Eskiden herkese veriyorlardr bu
reklamlart ama artik segiyorlar aradan. Cok belli olmasin reklam oldugu
diye sanirim. O seg¢im sirasinda insan tabi ki birine karsi bileniyor sanirim ve
bir rekabet ortami olusuyor ister istemez.

Zeynep reported that competition in this devious market is something that makes her
uncomfortable. She defined competition as something that alienates and frightens her

from her profession.

Z: | mean, it's a feeling that sometimes turns me off from social media, that
there's so much competition. | don't think I'm a very competitive person. ...I'm
usually a calm person when it comes to competition and most of the people |
knew there were people | wouldn't really want to be friends with. So I've
always stayed away. Even if | received a comment, | wouldn't respond by
name. Because | always hated that my presence there would turn into any
kind of drama. That's why | was never involved in the rivalries there or | tried
not to compare myself with anyone most of the time. I still do it a lot
unintentionally. But sometimes | think it doesn't have to be a bad thing. You
know, it's normal for me to compare myself with someone, it's in my nature.
That's why | don't think that this feeling, this comparison, is eating me up.
But competition in a market, in an industry where relationships are not
sincere always scared me and | always tried to stay away from competition. |
was more interested in myself, in what I do.

Original:

Z: Yani hi¢ bu beni sosyal medyadan ¢ok bazen sogutan bir duygu, rekabetin
bu kadar fazla olmasi. Kendim c¢iinkii ¢ok asirt rekabet¢i biri oldugumu
diigiinmiiyorum. ...Konu rekabet oldugunda sakin bir insan oluyorum genelde
ve oradan tamdigim insanlarin ¢cogu gercekten arkadas olmak istemeyecegim
insanlardi. O yiizden hep uzak durdum. Bana laf atilsa bile, isim vererek
cevap vermezdim yani. Ciinkii oradaki varligimin herhangi bir dramaya
doniismesinden nefret ederdim her zaman. O yiizden oralardaki rekabetlerde
zaten hi¢ yoktum veya kendimi ¢cogu zaman kimseyle kiyaslamamaya ¢aligtim.
Istemeden yaptigim hala ¢ok oluyor. Ama bazen de diyorum ki kétii bir sey
olmak zorunda degil. Hani biriyle kiyaslamam normal bir sey, hani dogamda
vardir. O yiizden beni bitirdigini, beni yedigini diistinmiiyorum bu duygunun,
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kiyaslamanin. Ama iliskilerin samimi olmadigi bir pazarda, bir endiistrideki
rekabet beni hep korkuttu ve hep uzak kalmaya ¢alistim rekabetten. Biraz
daha kendimle, kendi yaptigimla ilgilendim.

Although the participants expressed that they were uncomfortable with the
competitive environment on social media, they also stated in their discourse that they
were also in this environment. They frequently emphasized other influencers when
talking about their careers and social media accounts. Participants, who mentioned
that they compare themselves with other influencers, explained that they compete
with other accounts through the number of likes, followers, or views they receive.
Zeynep described that when her own photo is liked less, her focus shifts to how

much other influencers are liked, and she makes comparisons, as follows:

Z: Of course, it is hurtful when a photo | take gets few likes. | say that it
wasn't like this before. Of course | start comparing myself with the past or
with someone else. Even though | don't want to, | do. But here is his photo
getting these likes, sometimes | think wow. ...Whenever | watch other
people's stories, then that comparison, that competition, | actually think that |
am a competitor with them and it scares me a lot. | feel uncomfortable.

Original:

Z: Tabii ki benim attigim bir fotografin az begenilmesi kirict bir sey oluyor.
Diyorum ki eskiden boyle degildi. Tabii ki kendimi eskiyle veya baskasiyla
kiyaslamaya giriyorum. Hi¢ istemesem de insan giriyor. Ama iste onun
fotografi bu begenileri aliyor, wow diye diisiiniiyorum bazen. ...Ne zaman
baskalarimin hikayelerini izlesem, o zaman béyle o kiyaslama, o rekabet,
aslinda ben onlarla rakibim diye diistiniiyorum ve beni ¢ok korkutuyor.
Rahatsiz oluyorum.

Nilsu stated that she is watching the stories of other influencers and these stories
make her feel terrible. She explained the reason for this feeling with the sense of

failure when seeing what other influencers do and where they go.

N: Because there are too many influencers who came before or the
YouTubers are too famous. Seeing these things makes me tired sometimes, |
won't lie. Because they have fun abroad every day. You know, it's normal
entertainment, yes | like it, but when | compare myself with them, | say, you
know, they are successful, but you haven't achieved much.

Original:
N: Ciinkii 6nceden gelen ¢ok fazla influencer var ya da youtuberlar ¢ok fazla
tinliiler. Bunlar:i gormek beni bazen yoruyor, yalan soylemeyecegim. Ciinkii
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her giin yurt disinda egleniyorlar. Hani normal bir eglence evet hosuma
gidiyor ama onlarla kendimi kiyasladigimda iste diyorum ki hani bunlar
basaryor ama sen ¢ok fazla basaramamuissin.

Ekin also mentioned that when she follows influencers who travel a lot, she is jealous
of their lives because of her own life choices and emphasized that she does not

follow them for this reason.

E: Or for example, when | see influencers traveling a lot, | get jealous. That's
why | don't want to. | mean, | made a choice and | have a school life. But
when | see it, it's always like, you know, | don't like to see the other
possibility in such a way, | mean, | don't like to see it live. ...Therefore, | don't
follow too much, frankly.

Original:
E: Ya da mesela ben ¢ok gezen influencer gordiigiimde kiskaniyyorum. O
yiizden de istemiyorum. Yani bir tercih yaptim ve okul hayatim var. Ama
goriince de boyle hani insan hep, diger ihtimali de boyle bir, yani canli canli
gormek hosuma gitmiyor sanki. ...Dolayisiyla ¢ok fazla takip etmiyorum
actkcast.

In short, participants mentioned that they feel uncomfortable being in the competitive
world of social media. On the other hand, they also mentioned that they are
competing and comparing themselves with other influencers. They also expressed
their discomfort and jealousy when they see influencers that do what they cannot do

on their accounts or in their personal lives.

3.3.3. Real or Fake? The Spurious World of Social Media

Most of the participants frequently emphasized the importance of establishing a real

connection with their followers. Yaren exemplified this importance as follows:

Y: (Talking about the followers he met in daily life) It was like they were
really my friends. ... ...Actually, in that way, we have a good, beautiful, real
connection. ... So | think it's important to create something real.

Original:

Y: (Giinliik hayatta karsilastigi takipgilerinden bahsediyor) Sanki gercekten
arkadaslarim gibiydi. ...Aslinda o sekilde de iyi, giizel, gercek bir bag kurmus
oluyoruz. .. Yani gercek bir sey yaratmak bence énemli.
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On the other hand, they defined the social media world as a devious place and that
what is shared on social media does not reflect reality. They also emphasized that
this deception is also caused by mutual benefit relationships. In her statements about
the relations in social media, Zeynep emphasized her discomfort and avoidance to

establish close relationships with people due to their deceptive character.

Z: 1 usually don't have any influencer friends. | have very few anyway. It was
always something | tried to stay away from. | didn't get too close to people
either because of the types of people | knew from my relationship with girls
in high school or because of the fear of feeling the fakeness of social media,
which | already dislike, in people who do it as a job.

Original:

Z: Genelde hi¢ influencer arkadasim olmaz. Zaten ¢ok az vardir. Hep de uzak
durmaya calistigim bir seydi. Gerek lisedeki kizlarla olan iliskimden
tanidigim insan tiplerinden, gerek ise bizim sosyal medyanin o zaten
sevmedigim fakeligini is olarak yapan insanlarda da hissedebilme
korkusundan dolay1 ¢ok yaklasmiyordum insanlara.

Pelin also described the deceptive nature of social media. She mentioned that what
we see in social media does not reflect reality and this is due to the competition

between influencers.

P: Table of wolves. What kind of environment? An environment where
everyone is very famous, very popular, very wonderful, the most successful,
the smartest, the most beautiful. That's how it looks like. At least that's how
everyone presents themselves from the outside. That's not a bad thing. It is
the necessity of the place. And it has to be like that. Otherwise, you might be
a little bit oppressed. They might feel bad. There is also a very serious
competition. There is also serious competition, especially among content
producers of the same age group and who produce similar content. It's a bit of
an implicit competition. Some friendships are very good friendships, but of
course this is always what we see from the outside. Friendships that look very
good on the outside may be based only on a signature on the inside. That's
why 1 think it's a bit difficult to believe in their sincerity, to believe in their
reality.

Original:

P: Kurtlar sofrasi. Nasiul bir ¢evre? Herkesin ¢ok iinlii, ¢ok popiiler, ¢ok
harika, en basarili, en zeki, en giizel oldugu bir ortam. Yani oyle goziikiiyor.
En azindan disaridan herkes kendini oyle tanitiyor. Bu kétii bir sey degil.
Oramin gerekliligi oyle. Oyle de olmasi gerekiyor. Oteki tiirlii birazcik
ezilebilir yani insan. Kendini kotii hissedebilir. Cok da ciddi bir rekabet var.
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Ozellikle ayni yas grubu ve benzer icerikleri iireten icerik iireticileri arasinda
ciddi bir rekabet de var. Biraz iistii kapali bir rekabet. Bazi arkadaslhiklar ¢ok
glizel arkadashklar ama tabi ki bu hep bizim digsaridan gordiigiimiiz seyler.
Disaridan ¢ok giizel goriinen arkadasliklar, icerde sadece bir imzaya
dayanmiyor da olabilir. O yiizden samimiyetine inanmanin, gercekligine
inanmanin biraz zor oldugu bir ortam oldugunu diistintiyorum.

Yaren also emphasized the disingenuity in the relationships on social media and
stated that these relationships are based on interest. She pointed out her discomfort

with people's fake accounts and the comments they make on these accounts.

Y: It's very complicated, very. | mean there are very, very good people. There
are people who are very honest. But they are very fake just because their
account is going up. For example, befriending each other according to their
followers. You have 100 thousand and he has 100 thousand. Or the other one
is 200 thousand, okay, let me be friends with him so that | can get more
followers. So there are no real relationships. As | just said, in real life, for
example, her friend follows her. For example, she comments from her own
account. He makes a comment like “My love is very beautiful” or something
like that, but he comes from his fake account and writes “Sister, you dress so
disgusting” or something like that. For example, she was my friend, we were
just together. So | feel a little sad because | see so many fake people.... They
approach you just because they think that they will make more money when
the number of people there increases. And that's very strange to me. It's not a
nice thing. For example, | don't think that person can really recommend
something, so the connection part is actually a really valuable thing.

Original:

Y: Cok karmasik ¢ok. Yani ¢ok ¢ok iyi insanlar var. Cok diiriist olan insanlar
var. Ama ¢ok sahte sirf iste hesabi yiikseliyor diye. Mesela takipg¢ilerine gére
birbirleriyle arkadaslik etmek falan iste. Sen 100 binsin o da 100 bin tamam.
Ya da iste digeri 200 bin tamam ben bununla arkadaslik edeyim ki bana daha
fazla takipgi gelsin falan gibi. Yani gergek iliskiler kurulmuyor. Dedigim gibi
az once iste gercek hayatta arkadasi mesela takip ediyor. Mesela kendi
hesabindan yorum yapiyor. "Askim ¢ok giizel olmus" falan diye bir yorum
yapryor ama fake hesabindan gelip iste "Abla ¢ok igreng giyiniyorsun" falan
yvaziyor. Mesela hani arkadasimdi, az once beraberdik falan. Yani ¢ok fazla
sahte insanlar gordiigiim icin biraz tiziiltiyorum.... Sana sirf iste oradaki say
arttiginda sen daha fazla para kazanacaksin diye yaklasiyorsun. Bu da bana
¢ok garip geliyor yani. Hi¢ hog bir sey degil yani. Mesela o kiginin bir seyi
gercekten onerebilecegini diisiinmiiyorum. O yiizden aradaki bag kismi
ashinda gercekten ¢ok degerli bir sey.

In other words, participants were complaining about the disingenuity and deception

of the social media world. They emphasized that what is reflected on social media
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and what actually happens do not coincide. They said they are uncomfortable and
sometimes frightened due to this situation. In this case, the fact that the environment
is insecure and deceptive with trust, the importance of which is emphasized by the
participants, leads to an ambivalent view of relationships on social media. This
ambivalent and insincere situation is explained by the participants as an environment

in which they are uncomfortable and avoid establishing relationships.

3.3.4. Selectivity in Sharing: Hiding Negativities and Showing Positivities

Despite appearances to the contrary, the vast majority of the participants emphasized
that the things described, the relationships established, or the things people try to
show in social media often do not reflect reality and have a misleading side. Even
though they complained about the deceitfulness of social media and claimed to share
the entirety of their lives, they emphasize in their discourse that it is not possible or
preferable to reflect their lives completely. In her discourse, Yaren summarized this

as to the following statement:

Y: Even though I share it only with people like that, in my own life, | don't
share myself completely. Of course, people who follow me cannot know
exactly what | am going through.

Original:

Y: Sadece béyle insanlarin oradan, yani burada tabii ki kendi hayatimda
paylasiyor olsam da tamamen kendimi paylasmiyorum. Ne yasadigimi falan
beni takip eden insanlar tabii ki tam olarak bilemez.

Participants underlined that people on social media tend to share the positive aspects
of their lives and avoid sharing the negative aspects. In other words, they mentioned
that they show what they want to show and what makes them look good on their
social media accounts. All of the participants also stated that they are hesitant to
share negative feelings and thoughts about their lives and are more inclined to share
positive ones. Participants discussed this selectivity in their sharing in two
dimensions. The first dimension is that participants often want to share the positive
things and hide the negative things about their own mental worlds, which they bring
together with not affecting others negatively. The second one is that participants hide
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what they see as negative in their physical characteristics, which they call flaws. The
examples of preferring sharing the positive aspects in Zeynep's discourse is given

below.

Z: What everyone already thinks and knows, what people are aware of most
of the time, is that literally everything or nothing on social media is real. If no
one's life can really be that good, only the good parts are shared. | think
people are right about this, of course | think so too. But I guess this is
something | prefer. Actually, like me, for example, there are moments when |
think I'm creatively depressed, and when | see a video or an article about it, |
say, oh, there are things that make me feel good because I'm not alone.
Actually, this is not the only thing, sharing or seeing the good things. But I
guess it's because of my content style.

Original:

Z: Herkesin zaten diisiindiigii ve bildigi, ¢ogu zaman insanlarin farkinda
oldugu sey, sosyal medyadaki her seyin veya hi¢bir seyin gergek olmadigi tam
olarak. Kimsenin hayati gercekten o kadar iyi olamazsa sadece iyi kisimlar
paylasiliyor. Bu konuda hakli oldugunu diigiiniiyorum insanlarin, ben de oyle
diigtiniiyorum tabii ki. Ama bu benim sanirim biraz da tercih ettigim bir sey.
Aslinda ben mesela benim gibi, mesela ben kreatif anlamda bunalimda
oldugumu diistindiigiim anlar oluyor ve bununla ilgili bir video veya bir yazi
gordiigiimde diyorum ki aa yalnmiz degilim diye beni iyi hissettiren seyler
oluyor. Aslinda sadece olay bu olmuyor yani, iyileri paylasmak veya gérmek.
Ama benim igerik tarzimdan dolayr galiba.

Zeynep also exemplifies not sharing her negative states of her mentality in order not

to affect people negatively, as follows.

Z: The things | don't share are usually my own psychology. Because there are
people, influencers, on social media who write long articles like this or maybe
share how they are feeling if they are depressed. Even though it was a bad
period or a good period, I always hid my own feelings and thoughts a little
more, | don't know why. But | always tried to be the person | am there, but
you can't always be at the same point. During my difficult times, I often did
not share why | was going through a difficult time or what | was
experiencing. I think I'm more likely to share moments when I'm having fun
and traveling. But I'm really upset about something, maybe something bothers
me a lot, | can actually share about it, but it seems like sharing these will
make people tired, upset or they don't want to see it.

Original:

Z: Paylasmadigim seyler genelde herhalde boyle nasil desem kendi
psikolojim oluyor. Ciinkii boyle uzun uzun yazilar yazan veya iste belki
depresyondaysa onun nasil gectigini paylasan insanlar oluyor sosyal
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medyada, influencerlar oluyor. Ben hep béoyle kétii bir donem olsa da iyi bir
donem olsa da kendi hislerimi ve diisiincelerimi hep biraz daha sakladim
niyeyse bunu bilmiyorum. Ama hep de oldugum kisi olmaya ¢alistim orada
ama hep de bir noktada olunmuyor. Zor donemlerimde ¢ok béyle neden zor
bir donemden gegiyorum, ne yasiyorum diye paylagsmadim. Biraz daha
samirim yani eglendigim ve gezdigim anlar daha ¢ok paylasmaya yatkin
oluyorum. Ama gercekten bir seye moralim bozulmugstur belki bir sey canimi
¢cok sitkmuistir onunla ilgili aslinda paylasim da yapabilivim ama sanki bunlari
paylasmak insanlart béyle yoracak, iizecek veya bunu gormek istemiyorlar.

Participants also expressed that they are more inclined to share what they see as good
parts of themselves physically, while they preferred not to share what they see as
flaws, and even specifically avoid doing so by using some applications to hide the

reality.

C: I was treated for acne. ... Before that, I didn't take a lot of pictures of my
face, with filters and stuff, but it's a bit of a social media thing. Everyone
started taking pictures with filters and stuff like that. Social media has
changed the perception of beauty. Such faceups, filters. This is a bit bad. Now
that my face has improved a little more recently. When | turn on the camera
like this because | see myself happier. For example, | shoot without filters
now. | can say that. I didn't want to share it before, | was depressed.

R: What demoralized you there?

C: The ugliness. I mean a flaw. I saw myself as ugly.

Original:

C: Sivilce tedavisi gordiim. ... Bundan Once cok fazla bdyle yiiziimi
cekmiyordum. Filtreli falan ¢cekiyordum. Ama biraz sosyal medyanin da seyi.
Herkes boyle filtreli falan ¢ekmeye basladi. Boyle giizellik algisini degistirdi
sosyal medya. Bdoyle faceuplar, filtreler. Bu biraz koti. Iste simdi son
zamanlarda biraz daha yliziim 1yilestigi i¢in. Kendimi daha mutlu gordiigiim

icin bdyle kameray1 agtigimda. Mesela filtresiz ¢ekim yapiyorum artik. Onu
sOyleyebilirim. Eskiden paylagsmak istemiyordum. Moralim bozuluyordu.

A: Neydi orada moralinizi bozan?

C: Cirkin. Kusur yani. Cirkin gériiyordum kendimi.

Like Cagla, Nilsu also mentioned that she is not comfortable with sharing posts when
she feels ugly and emphasized the fact that she does not fully reveal herself on social

media.

N: Well, it was a very normal day. And when someone came and took a
photo with me, she was a little girl, to be exact. And 1 liked it. She also saw
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her as an idol. And that's because she loves taking photos. For example, 1
immediately followed that girl. When she asks something, | try to answer
right away. | love leading the way. But at that moment, as | said, | am ugly, or
| said, I am a little ugly today, but let's take a photo, but is it okay if you don't
share it? Then when | said this, | thought of myself as something. Well, as |
said, 1 mean, how should I put it, it means that sometimes you don't show
yourself on social media. I actually contradicted myself there. Because I use it
like a diary on social media.

Original:

N: Hani ¢ok normal bir giindii. Ve biri gelip benimle fotograf ¢ekildiginde
kiigiik bir kizdi daha dogrusu. Ve hosuma gitti. Biraz da idol olarak
goriiyordu. O da ¢iinkii fotograf ¢ekmeyi ¢ok seviyormus. Hemen takip ettim
mesela o kizi. Bir sey sordugunda hemen cevap vermeyi falan cevapliyorum.
Yol gostermeyi seviyorum. Ama o an dedigim gibi ¢irkinim veya dedim ben
bugiin biraz c¢irkinim ama fotograf ¢ekilelim ama paylagmasan olur mu?
Sonra bunu dedigimde ben kendimi sey olarak diisiindiim. Ya dedim demek ki
yvani nasil desem demek ki sosyal medyada sen kendini géstermiyorsun o
zaman bazen. Kendi kendime ¢elistim yani aslinda orada. Ciinkii ben burada
sosyal medyada giinliik gibi kullaniyorum.

In other words, participants mentioned that they do not want to share and show the
things on social media that they do not see and are not seen as mentally or physically
good in themselves. Therefore, they revealed that their posts on social media reflect
what is good in themselves. They also emphasized that social media is not a place
where they reflect themselves fully and underlined that social media does not always
reflect the truth.
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CHAPTER 4

DISCUSSION

The current study aimed to explore the experiences of influencers who share their
lives with others, and the role of the dynamics of relating on these experiences.
Interpretative Phenomenological Analysis (IPA), method was used to have a deep
understanding of these experiences. In the light of IPA, three superordinate themes
emerged in the current study. The emanating superordinate themes are (1) Being In-
Flu: Idolizing and Imitating Other Influencers at the Onset of Career, (2) Source of
Motivation and Reinforcements for Becoming an Influencer, (3) The Reverse Side of
the Coin: Discomforts of and Unknowns About Social Media Experience. In this

section, the themes will be discussed in accordance with the existing literature.

4.1. Being In-Flu: lIdolizing and Imitating Other Influencers at the Onset of
Career

In the current study, participants indicated that there were influencers they followed,
were influenced by, and idolized in their career processes. They perceived the lives
of these people as perfect, admired them, and strived to be like them. Lacanian
theory explains this situation with the concept of mirror stage. In the mirror stage, the
highlight is on the reflection that the infant sees itself in the mirror. However, the
image actually does not reflect the baby itself. That is a reverse reflection of the
infant, but whole and in control of its own body, unlike the fragmented body
perception of the baby (Evans, 2006; Fink, 2022; Nobus, 2023). This Gestalt,
complete image that the infant chases to have during its lifetime in the mirror, is
defined as the ideal ego. The subject desires to see itself in this ideal way. He/she
ignores any contrary situation and tries to match the self with this powerful image
(Fink, 2022). The phone screen can be likened to the position of a mirror in this
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context (Reich, 2024). Although the camera, and therefore the phone screen in this
context, appears as a reflection of the images that appear on the screen, it also
reflects the perception of these images by the people who see it (Homer, 2016). In
other words, the idealized lives displayed on phone screens represent not only the
inner worlds of those capturing and sharing these moments but also those who
perceive these scenes as flawless by viewing them. Additionally, similar to the
mirror, the phone screen contains many images that are positioned reversibly.
Through the screen on the phone, many perfect lives, beautiful people, and
begrudged relationships are projected as ideal and desirable to have. People are
immersed in the imaginary world on the phone and chase the ideal images there
(Zhakin, 2023). In this regard, the participants in this study emphasized other
influencers whom they followed in social media and they perceived as an ideal,
admired, and wanted to be like in their processes before becoming influencers. They
stated that they dreamed of being like them in the past. This situation, which can be
conceptualized with Lacanian theory, confirms the results of Zhakin's study about the
usage of social networking sites and the conception of self. Zhakin (2023) states that
social media projects the existence of an ideal and seemingly perfect life to its users.
In social media, users create a virtual identity that is different from reality in the light
of what is expected in popular culture, and the literature defines this identity as a
second self. Under this condition, users' perception of reality about life and
themselves changes and they feel pressure to have the life they perceive. This has a
negative impact on the emotional state and self-worth of users (Zhakin, 2023). This
conceptualization from the literature is identifiable with the discourse of ‘being in-
flu” mentioned by the participants in the present study. In other words, Nilsu used the
expression ‘in-flu’ even though she wanted to say that she was semantically
influenced by the lives, clothing styles and similar things she saw in other accounts.
According to Lacan, language has a great importance in psychoanalysis. He
summarizes the significance of language in psychoanalysis with the phrase ‘the
Unconscious is structured like a language’. With this statement, Lacan encapsulates
that unconscious materials such as desires, inner conflicts and fears can only be
expressed and studied through language and analyzing the unconscious can only be
done through language. For this purpose, he utilizes signifiers, which are concepts

that are expressed through language (Homer, 2016; Ugar, & Gengdz, 2019). In this
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context, the concept of flu refers to an infectious disease. Infectious diseases are
caused by pathogenic microorganisms that can spread directly or indirectly from one
person to another (World Health Organization [WHQY], 200). This narrative is a good
summary of the imitation of what is perceived as an ideal in social media and the
rapid spread of this ideal among users. In addition, Nilsu's statement that she wore a
crop because she was influenced by another influencer despite perceiving herself as
overweight and not liking her body can be given as an example of the existing ideal

body perception and appreciation elements such as clothes spread on social media.

In this regard, as it was mentioned before, participants expressed that they were
imitating other influencers whom they perceived as an ideal in their journey to
become influencers. Imitation is an action that every human being, young or old, has
been performing since ancient times. Although it is not surprising for humans that
infants can also perform this action in the context of imitating the behaviors of
adults, studies in this field have been carried out since the 1970s (Jones, 2017). For
example, in the study of Meltzoff and Moore (1989), infants' imitation of facial
movements and the mechanisms by which this occurs were investigated. They found
that infants were able to imitate tongue protrusions and head movements. The
researchers also reported that infants continued to perform this imitation from their
memory after the screen stopped moving. Additionally, the results of the study of
Nagy and colleagues (2013) confirm the results of the previous study and provide
evidence for the selective imitation response of newborns. Moreover, findings
proved that the imitation of the newborns is not an arousal response and that
methodological factors manipulated the results. In the current study, when talking
about their motivations and stories of starting to become influencers, participants
frequently emphasized the influence of other influencers and their motivation to be
like them. In other words, they emphasized that they watched the influencers they
followed on social media, were influenced by and admired. As a result of this
admiration, they imitated what the influencers do on their Instagram accounts and

tried to be like the influencers they followed.

In psychoanalytic theory, imitation is explained by some concepts such as

internalization, introjection, and identification. Internalization is defined as mental
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interiorization of things and object relations belonging to the external world. Freud
emphasized the regulatory effect of internalization between the external world and
the internal world. It is also emphasized in the literature that with internalization, the
intense tension of authority figures is reduced through adaptation (Taymur, &
Boratav, 2013). On the other hand, introjection is described as the internalization of
the properties of the external object as if they were one's own (Karakas, 2017).
Additionally, identification is acknowledged as the aftereffect of internalization and
introjection. It is explained in Freud’s works and psychoanalytic literature as the
subject's adoption of an attribute belonging to another as his/her own and linking
himself/herself to the thoughts and opinions of another (Evans, 2006; Karakas,
2017). Lacan, on the other hand, explains identification in terms of the
transformation of the subject when it assumes the mirror image. He defines it as the
person identifying the mirror image and adopting that as his/her own (Evans, 2006).
In the mirror stage, where the ego is formed, the infant identifies itself with the
perfect image it sees in the mirror and adopts this image. The beginning of the ego,
the imaginary identity, is possible through complete identification with the mirror
image (Ozcan, 2023). In this study, the fact that the participants followed the
influencers they liked, imitated them, and created their own accounts can be
considered in this context. This attitude of the participants can be interpreted as
internalizing the ideal images they idolized and were influenced by, then adopting
these images as their own, and maintaining their presence on social media by

opening their own accounts by identifying with these ideal images.

However, studies in psychology literature indicate that identifying with idealized
images can lead to significant stress when individuals either struggle to align
themselves with these ideal perceptions or fear losing the idealized image once it is
achieved (Nash et al., 2019). This situation can be exemplified by the stress and
frustration that Pelin, one of the participants, mentioned in the next theme,
experienced in order to adapt to the image of an older sister, which they thought was
expected of them by their followers. Studies suggest that this stress, caused mostly
by feelings of social exclusion, is associated with problematic use of social media
(Casale et al., 2018).
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4.2. Source of Motivation and Reinforcements for Becoming an Influencer

Lacan situates the gaze as beyond the vision of the subject, and describes it as in the
field of the Other (Lacan, 1966/202; Ugurum, & Can, 2023). In the mirror stage
theorized by Lacan, there is another presence in the mirror other than the infant’s. It
is the existence of the Other that constructs the baby's external world, reflects that it
has a complete self, creates and regulates the illusion of “self-image”, and leads to
the construction of the ego (Lacan, 1964/2019). The mother (i.e. the first big Other),
exposes the infant to who it is and what it looks like. In other words, the infant
perceives its existence in the external world through the eyes and gaze of the mother.
The reactions and discourses of the mother, who accompanies the child in the mirror,
function as a mirror. It creates a reference point for the child about oneself and the
external world. She tells the child “This is you! You are awesome! I see you!”. This
labeling gives the infant an identity and an idea of what it is in the eyes of the
mother. The infant fixates on that discourse and focuses its existence on maintaining
and capturing that. The infant, who sees itself through mother's eyes and recognizes
its entity through her discourses, can only see itself when it is seen by the mother and
feels that it exists when it is approved by her. This means that the subject positions
himself/herself as the object of desire of the Other. In other words, the subject, who
is obsessed with what the Other wants from him/her and his/her image in the eyes of
the Other, is on the way to become the object of the Other’s desire instead of being a
desiring subject (Ozcan, 2023). In the current study, participants frequently
addressed their desire to gain the approval and admiration of their followers and
explained this approval and admiration as their motivation to continue. Participants
indicated that receiving approval and appreciation as a phenomenon makes their lives
more pleasant and associated this with their other relationships. This situation can be
similar to the effort of the subject, who is trying to catch the gaze and positioned in
the desire of the Other, to exist in the eyes of the Other by getting approval.
Participants continue this dynamic with the Other in their relationships with their

followers and chasing what their followers want from them to get approval.

This approval-seeking behavior can also be an example of individuals doing what is

expected and desired of them and fitting into the mold imposed on them by society or
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elders. In today’s society, where achievement and consumption are primary markers
of individual identity, increasing pressure on people to conform to standards of
success and taste often leads to issues like stress and burnout. This, in turn,
contributes to the development of addictions and mental disorders among individuals

striving to adapt to these ideals (Verhaeghe, 2014).

This search for approval, which takes place in social media posts and relationships
with followers, is also addressed in different studies in the psychology literature. The
theme of approval seeking reported by the participants in the current study confirms
the results in the literature. For example, Nash and colleagues (2019) concluded in
their study that the likes and followers received on social media are related to social
acceptance and approval behavior. On the other hand, this study emphasizes that
seeking acceptance and approval, especially in the narcissistic population, functions
as an escape method and has a redemptive role by protecting narcissists from social
exclusion (Nash et al., 2019). In parallel with other studies in the literature, the study
of Casale and colleagues (2018) shows that individuals who use social media
primarily for approval-seeking and enhancing their self-worth are more likely to
develop a dependency on these platforms, often reaching levels of problematic use.
This is similar to the participants' reported motivation to share more as they receive

approval and likes, and to increase their motivation to continue as influencers.

The motivation to continue as they receive approval and appreciation may also be
due to participants changing the way they perceive themselves. In Lacanian theory,
in contrast to the fragmented body perception they experience, infants experience a
Gestalt body image in the mirror through the discourse of the mother. The ideal
image seen in the mirror, which is the ideal ego, is what enables the misrecognition
that underlies the self to form. Despite all its deficiencies, the subject tends to see
himself/herself in a certain ideal and tends to ignore things that do not correspond
with it. For this reason, there is an impulse in the subject that strives to identify itself
with this omnipotent and complete image in the mirror (Fink, 2022). On the other
hand, this identification comes with a price of alienation of oneself. Alienation is an
inevitable result of identification with the image one sees in the mirror external to

oneself, which is a reflection of its own, but not exactly itself. That is, the unified
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sense of self is acquired at the cost of the self becoming someone else and the subject
will be trying to overlap these two images through life (Homer, 2016; Ozcan, 2023).
When talking about their relationships with their followers, the participants also
emphasized the hidden meaning of being an influencer, which is touching the lives of
followers, healing them, and leaving a mark on their lives. Participants, who received
comments from their followers such as “You motivated me”, “You lifted me up”,
“You have such traces in my life”, mentioned that as they heard these comments,
they took on this image and their motivation to continue increased. This situation is
similar to the child fixated on the discourse of the Other and the ideal image in the
mirror stage, fulfilling that discourse by maintaining the admirable in this context,
and becoming the object of desire of the Other. The fact that they persist in what they
do as they hear these discourses can be explained as an effort to remain the object of

desire.

On the other hand, participants are in an effort to be seen, liked, and influenced on
social media. They often mention the importance of being seen by people, increasing
the number of likes and followers, and touching people's lives in their subjectivity.
Participants also emphasized that these points have a deep meaning and are a great
motivation for them to continue. This situation can be considered as a defense
mechanism against the feeling of insignificance and the spiral of meaninglessness
that has emerged with the developing new world order (Becker, 2016). In other
words, in the world of social media, where the lives, experiences, and achievements
of others are always emphasized to be better and more prominent, and which
reinforces the feeling of insignificance, being involved in the narcissistic culture by
getting caught in the cycle of having a great influence on people's lives and being
liked by people can be interpreted as adapting to the perversion of society, because
being mentioned, admired, influencing, and touching people's lives can also be

interpreted as adopting the position of the Other (Becker, 2016).

Additionally, participants in this study frequently noted that their followers aspire to
their lifestyle and wish to live similarly. Those who felt they were viewed as role
models described being an influencer as having the ability to impact others and serve

as a model for them. Participants expressed pride in guiding others and serving as
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role models, often referencing the influencers they previously admired. Many shared
that they had once aspired to be like these role models, only to find that now, as
influencers themselves, their own followers sought to emulate their lifestyle. In this
context, participants identified with the ‘perfect’ images they saw in their reflections
on the phone screen—Iiving idealized lives, doing whatever they wanted whenever
they wanted—and constructed their identities around this idealized image.

From this perspective, in one of the subordinate themes of this theme, participants
also mentioned the importance of the word calling by as “big sister” for them. They
associated this word with being taken seriously, dispensing advice, being listened to
and being valued by others. Participants, who reported that they were not taken
seriously and not listened to by family members in the past, emphasized the
satisfaction of being listened to and advised by their followers. The participants, who
mentioned that they were the younger members of their families, attributed their
feelings of not being taken seriously to their age. They also emphasized that they had
previously desired recognition and respect in their families and social environment.
This situation evokes the experience of the infant who admires the omnipotent image
in the mirror, wants to become that “big” image and identifies with that. However,
participants said that this experience of completeness comes with a price; that is,
being a big sister is a big responsibility for them. They mentioned that they restricted
their own actions and discourse after they started to be called "big sister" and that
they felt constricted in doing so. When they started to be referred to as such in the
beginning of their career, they forced themselves to pay attention to how they acted
and what they said. For instance, Pelin expressed that she spends too much effort to
prevent herself from swearing and performing wrong actions in front of the followers
in social media sharings. In other words, participants have restricted things that
belong to their own identity to become a role model. It brings to mind the alienation
of the subject from himself, which is the price of identifying with the ideal image in
the mirror (Evans, 2006).

In addition to the identification and alienation of self, according to Lacan, the gaze is
established even before the existence of the subject. It exists from the very beginning

and is outside the subject's vision. Lacan says that the gaze belongs to the field of the
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Other. This means that the gaze is the gaze of the Other and the subject is only the
object of that gaze (Lacan, 1966/2022; Ucurum, & Can, 2023). Participants in this
study combined the experience of sharing their lives with being visible and talked
about their desire to be seen and show themselves. The participants also emphasized
the importance of being at the forefront in their lives and mentioned the relationship
of the audience in this dual dynamic. They pointed out that in a life without an
audience, it would be as if things had never happened. This is an example of the
blurring of boundaries as a result of the adoption of a system based on showing and
appearing with the introduction of technology into our lives. This situation which has
become a reality of society in this context can resemble the baby in the mirror who
cannot see itself and establish its existence when it is not seen by the mother.
Therefore, it is a situation where the subject who is not seen by the big Other
questions its own existence. In this regard, participants mention themselves as the
object of the gaze of the others. This object is the object of the scopic drive; it is
connected with desire and is a partial manifestation of desire (Evans, 2006). This
brings to mind the concept of exhibitionism, which is included in perversion in
psychoanalytic theory. As it was mentioned in previous sections, in exhibitionism,
the subject strives to become the object of the Other's pleasure by capturing the gaze
of the Other through exhibition. In this direction, it creates a mutual jouissance
space by plugging the Other's lack (Miller, 2006). The impulse of the participants to
share more and more as they share and as they are wondered by their followers can
be explained with the unlimited jouissance that comes from exhibiting their lives and
catching the gaze of the others. Addictions, particularly social media addiction, can
be viewed as a consequence of a lack of boundaries around jouissance, leading
individuals to seek external satisfaction. With the diminishing role of regulatory
functions by authority figures, the boundless nature of the market economy, and
societal pressures that encourage the pursuit of pleasure, individuals often search for
their self-worth and validation through material possessions, attempting to fill their
internal voids in this manner. However, as they chase greater satisfaction, they find
themselves trapped in a cycle of perpetual dissatisfaction. Consequently, the rise of
technology and capitalist ideologies has contributed to increased rates of addictions
and ADHD in the new world order (McGowan, 2004). This situation can be
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considered as a result of the capitalist discourse that has become widespread with
social media and increased with the concept of influencers.

On the other hand, although the participants' relationships with their followers and
other influencers are similar to the subject's relationship with the Other and are
evaluated in that context, these are the people with whom the subject has a
relationship on the horizontal axis. This leads us to the theory of new psychic
economies developed by Charles Melman. In the twenty-first century, with the
evaporation of ideologies, references and fundamental texts in the changing world
order and the development of technology and capitalist discourse, the boundaries and
limits that form the basis of civilization have begun to diminish. That causes the
Other to be threatened with losing the legislative function (Melman, 2010). As a
result of this changing world order and the loss of the legislative function of the
Other, vertical relations lose their importance while horizontal relations and the gaze
of others gain weight (Melman, 2010). As can be seen in this current work, the
subject's relations with the Other, the effort to get approval from the Other, and to be
seen by the Other have been replaced by the approval and gaze of others on the
horizontal level. Participants described being deeply concerned with what their
followers enjoy, what content their audience wants to see, and what will be liked and
accepted on their accounts. This preoccupation, as reflected in their narratives,
highlights their ongoing pursuit of approval and validation from their followers. In
other words, as a result of the emptiness of the Other, individuals try to obtain self-
worth and approval from external sources, such as social media, alcohol and so on. In
this regard, participants strive to get their needs for approval and to be seen by those
who are similar to themselves through social media. Addictions, in this context,
social media addiction, can be considered as a result of the lack of limits to
jouissance by turning to external satisfaction. With the evisceration of the legislative
function of the Other and the increase in the limitlessness of the market economy,
individuals seek their inner value and approval through materials and try to fill their

inner voids in this way.

Moreover, this situation leads to the disappearance of limits in the relations of

subjects and the world order, and everything is lived as publicly visible. Melman
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(2010) explains the rise of the image and the fact that it no longer functions as a
signifier in this context. He underlines that people tend to show themselves
completely in electronic media. The participants of this study also talked about their
urge to share their lives, explaining sharing every moment of their lives gives them
pleasure and satisfaction. They also added that they continue to share as long as
people continue to be curious, and that they cannot set limits to their sharing and stop
themselves from doing so. The inability of participants to stop the impulse to share is
an example of the inability to limit pleasure as a result of the new world order since
the gaze is the object of the scopic drive, and at the same time, a source of jouissance
(Evans, 2006).

4.3. The Reverse Side of the Coin; “Discomforts of and Unknowns About Social

Media Experience”

The concept of uncanny, which is explained in previous sections in detail, can be
explained as an event or object that is mysterious and includes anxious uncertainty
about what is real but, at the same time, strangely familiar (Freud, 1919/1955;
Karakasg, 2017; Windsor, 2019). Freud emphasized familiarity in the word uncanny
and defined it as discomfort and fear of something very familiar but repressed in the
past. As Freud mentioned, these phenomena relate to things that are frightening, that
evoke fear and horror (Freud, 1919/1955; Windsor, 2019).

According to Freud (1919/1955), there are many situations that create the feeling of
uncanny. As one of them, Freud mentioned the fear of being followed and harmed by
the evil eye. Although this stems from the person's own feelings of jealousy and
harm because of what the other person has, it is suppressed in the past and projected
onto other people. According to Freud, this feeling coincides with the fear of being
followed, watched and harmed by other people, and the uncertainty of the stalkers'
intentions also causes fear and anxiety. Although the participants of this study often
talked about their desire to share every moment of their lives, they said that they did
not actually know their followers and emphasized their discomfort with being seen
and followed by unknown people. The participants underlined the fear they felt of

being followed by people they did not know and whose intentions were unknown to
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them, whether good or bad. In other words, the unknown intention creates a threat to
get harmed by other people for the participants. They also said that this situation
posed a threat to them and their lives from time to time, and emphasized the
measures they took to control this situation. This fear, anxiety and distress expressed
by the participants about being watched by strangers is in accordance with Freud's

definition of the uncanny in getting harm from the unfamiliar.

On the other hand, although the followers are people the participants do not know
personally, the participants often highlighted similarities between themselves and
their followers during the interviews. They mentioned following other influencers
before becoming influencers themselves, feeling like fans of those influencers, and
even experiencing admiration and envy towards them. In other words, despite being
strangers, these followers are seen as extensions of the participants. This connection
relates to the concept of the "uncanny" — the familiar within the unfamiliar, where
the unknown feels strangely recognizable. Furthermore, from a perspective that is in
alignment with the theory, the participants also stated that it was caused by the
uncertainty of the unknown. In addition, some of the participants highlighted that
they were close to their followers but felt insecure about being followed by people
other than their followers and talked about the desire to “keep it to ourselves” with
their followers. This is another example of the discomfort of the unfamiliar as
exemplified by the participants. The fear of the unknown, which is deeply rooted in
human psychology, is explained as evolutionarily based and vitally fundamental in
evolutionary literature. This fear is the result of an internal mechanism that exists to
override danger by eliminating the unknown, to reduce anxiety and to maintain life
(Anderson et al., 2016). In this context, in line with the discourses of the participants,
the discomfort they feel from the unknown can be interpreted as arising from the
presence of an unknown that may pose a threat to the self-image and life they have
established on social media. In other words, the phenomenon of discomfort from
being followed by unknown participants may be considered as a threat to the
existence of the self they have established on the screen. In this context, the measures
they take and the desire not to be followed by strangers can be considered as

measures taken by the participants to protect the images they project.
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Furthermore, participants stated that people, lives, and relationships on social media
are deceptive and that people do everything for their own interests. They highlighted
the difficulty of establishing a relationship of trust in the social media community
and withdrew themselves in order not to be harmed in this deceptive world.
Participants also said that the comments made by fake accounts may actually come
from a close friend and indicated the feeling of discomfort caused by the unknown or
uncertainty includes familiarity. This discourse of the participants can be described
as a feeling of uncanny due to uncertainty in a deceptive world which may include

familiarity and where they do not know what is really behind.

Freud (1919/1955) also explored the unsettling nature of the ‘double’ in his theory of
the uncanny. He suggested that through the formation of the ego, the subject
becomes alienated from himself by identifying with and simultaneously repressing
certain images. This process creates self-doubt within the subject. Freud (1919/1955)
argued that encountering others who resemble oneself evokes a sense of existential
threat and a fear of annihilation. Participants who mentioned that there are large
numbers of peers and influencers doing similar work in the social media market
indicated that this causes competition. However, they said that this competition
disturbed and frightened them, and they kept themselves out of the competition in
order not to be harmed. However, at the same time, they found themselves in that
competition and comparison. In other words, the participants, who are identified by
the image they see on the screen, compete with the reflections in the mirror on the
one hand. On the other hand, they experience a fear and confusion of being and
withdraw from the competition as a result of alienation from themselves. The reason
is that sustaining competition threatens their existence and involves the danger of

extinction.

Moreover, as it was mentioned, the image in the mirror has an admirable, whole,
ideal appearance. Although the infant imagines this image as its own, it also realizes
something. This image does not reflect the fragmented perception of the body that it
experiences, it is whole and complete, just like the other people it sees around, such
as siblings and parents (Fink, 2022). Therefore, this image is not only an ideal to

admire and strive to become, but also a threatening rival for the subject. This rivalry
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between the subject and the image in the mirror is also reflected in the subject's
future relationships (Homer, 2016). In this study, participants stated that although
they were frightened and discomforted by the competitive environment in their
world, they also compared themselves to other influencers and found themselves
competing with them. Participants in this study stated that even though they were
afraid and uncomfortable of competing, they maintained competitions. Participants
who said that they compared themselves with other influencers based on the number
of likes and viewings stated that they felt unsuccessful, jealous of them, and
sometimes resentful. Because they realized that others have traveled more than them,
have better views, and have more likes. This situation is similar to the feeling of
disappointment, jealousy and competition in the mirror stage when the infant
experiences its own body as fragmented but sees that its peers around have a
complete body and can control it. For this reason, participants compete with their
peers to prove their existence, strive to reach the ideal ego, and try to be complete.

On the other hand, the perception of wholeness is a state that is reflected to the infant
from the outside world and that the infant does not actually possess. For this reason,
it poses a danger and arouses violence because it is at risk of disappearing at any
moment (Erten et al., 2022). The infant attributes these violent and malicious
thoughts to the outside world and creates a perception of threat to itself (Roth, 2001).
In this study, the discomfort of being seen by people in the outside world, the fears of
being harmed, and the competition with the idealized images that the participants
frequently emphasized can be interpreted as the thoughts of violence that the
paranoid subject, who is alienated from himself by identifying with an external
image, attributes to the external world due to the threat of extinction and the

perception of danger.

Additionally, influencer marketing plays a crucial role in the careers of these
participants, especially regarding their income sources and competition with peers.
Participants frequently referenced their earnings and brand collaborations when
discussing competition with other influencers. This reflects the dynamics described
in the Theory of Multi-level Selection (Johnson et al, 2013), where influencers are in

constant competition with others similar to themselves to maintain their existence
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and enhance their position in the business landscape. This is an emphasis on the
importance of competition at the marketing level and the confirmation of the

explanations based on psychoanalytic theory in this context.

Participants in this study also said that nothing that is shared on social media is real.
Although they asserted that they share everything about their lives in social media,
there are things that they do not share. Participants mentioned that they do not share
what they see as negative in their lives and mentalities but only share what they see
as positive things and their joyful moments. They often emphasize “they want to see
this” when talking about their followers. In addition, the participants said that they do
not share what they see as physical defects. For example, Cagla exemplifies this as
acne, and her attempt to hide it as if it does not exist with the help of phone
applications. This shows that participants who have the assumption in their minds
that there is a desired and expected image by their followers. In order to realize this
image, they draw a profile as if they fit that image and share what they think is
expected from them. This situation brings to mind the position taken by the subject
on the discourse stamped by the Other in the mirror, which gives information about
the expectations, demands and wishes of the Other assumed by the subject. The
subject tries to read the desire of the Other on the discourses of the Other and to be
positioned in it, to be the object of its desire (Ozcan, 2023). Fulfilling the
expectations of their followers is equivalent to becoming the object of desire.
However, as mentioned in the previous theme, what should not be overlooked is that
the participants are talking about being the object of desire of others on the
horizontal axis and fulfilling their expectations. Moreover, the image formed in the
minds of the participants is the result of what the mother, acting as a mirror, reflects
to the subject. In other words, the participants adopt the image they see and assume
as ideal and share posts in their profiles that are in line with that image, for example,
that they have fun, look perfect, reflect a good life, and reflect their lives on the

screen as if they were complete and perfect.
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CHAPTER 5

IMPLICATIONS, LIMITATIONS AND FURTHER RESEARCH

To the best of our knowledge, this is the first qualitative study in the psychology
literature that aims to provide an in-depth understanding of the experiences and
meanings associated with being an influencer, as well as their relationship with social
media. It interprets this phenomenon within the scope of existing literature.
Additionally, the current body of research includes limited studies that seek to
explore the social media landscape from the influencers' perspective. This study is
pioneering in Turkish literature as it specifically examines the experience of using

social media—particularly Instagram—from the viewpoint of influencers.

The implications of this study provide a comprehensive view of influencers' social
media experiences on Instagram, along with theoretical insights and practical
recommendations for professionals working with these individuals and their
audiences in clinical settings. By evaluating and theorizing influencers' experiences

based on their own narratives, this research fills a significant gap in the literature.

As highlighted by Melman (2010), the shifting world order has given rise to new
psychological structures, resulting in a broader prevalence of mental health issues
such as ADHD, eating disorders, and addictions. The concept of the influencer has
emerged in this evolving technological and social landscape, influencing people's
well-being and mental states, as shown in various studies. Understanding this
experience from the influencers' perspective is crucial for comprehending the
experiences of their audiences and the broader social impact they create. Moreover,
this study highlights the effects of the new world order shaped by technology, social
media, and the rise of influencers on body image and identity development. It

emphasizes the potential consequences, such as addiction and problematic body
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perceptions. Therefore, this study offers a theoretical framework for understanding
the evolving social structures influenced by technological advancements, guiding
clinicians to consider the functions and methods of unconscious processes in this

new social context.

There are also limitations of this study. First of all, this study did not specify a range
for the number of followers. At the beginning of this study, the number of followers
is designated as an inclusion criterion, and it is thought to include the influencers
who have more than 100.000 followers in the study. On the other hand, it was
observed that the themes did not differentiate. On the other hand, themes may differ
in a different study with a different sample. Therefore, specifying the number of
followers made it more conventional to obtain specific data to understand the
experience of being an influencer. In other words, limiting the number of followers,
which constitutes a significant part of being an influencer, could have provided more
homogeneous data to illuminate the experience. In future studies, limiting the
number of participants may provide more homogeneous results. Secondly, in this
study, there are no culture-specific elements identified in this study. In other words,
if this study had been conducted in a different cultural context rather than within
Turkish culture, the results might have differed. However, the participants in this
study did not explicitly refer to any specific cultural factors or elements influencing
their experiences. The existing literature suggests that the introduction of the internet,
particularly social media, into everyday life has significantly increased intercultural
interactions. This heightened interaction has contributed to a reduction in perceived
cultural differences. In essence, the rise of the internet has fostered the development
of a global online community, making cultural distinctions less pronounced and
promoting a sense of shared global identity (Marcoccia, 2012). For this reason, there
may not have been any culturally specific data from a sample so immersed in
technology and social media for these reasons. Future researchers can bring a
different perspective to this issue if they conduct a study focusing on discourses on
culturally specific elements in this topic or develop their study questions in that
direction.
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CHAPTER 6

CONCLUSION

In conclusion, this thesis is conducted to examine the experiences of influencers who
share their lives as lifestyle and the meaning of and the dynamics of it for them in the
scope of existing literature. The results of this current study revealed that admiration,
being influenced, and imitation are important factors of becoming an influencer. At
the beginning of their career, influencers were influenced by other influencers and
contents; they took the other influencers as role models and wished to be like them.
Afterwards, they imitated them and their contents and built their careers on this
influence and imitation. This influence and imitation are the results of fascination

with, and subsequent identification with, what they see on the screen as an ideal ego.

The results of the study also show that being visible and getting approval are
important building blocks of the experience of being an influencer. Influencers
experience great enjoyment from being seen and being on stage. They explain the
experience of sharing their lives in terms of this enjoyment and the limitations they
are unable to bring to this enjoyment. The inability to limit the pleasure of sharing
and exhibiting life is explained with the unlimited jouissance that comes from
exhibiting their lives and catching the gaze of the Other. In addition, the approval
and compliments that influencers receive as a result of their posts also increase their
motivation to share. The aspiration to be seen and to receive approval is the product
of an effort to catch the gaze in relation to the Other. The effort made in relation to
these is the product of an effort to exist in the eyes of the Other and to occupy the
position of the object of desire. On the other hand, the gaze or approval is sought not
from the Other on the vertical axis, but from the followers on the horizontal axis. As
a result of the loss of the legislative function of the Other in the new world order,
mentioned by Melman (2010), they spend the effort to meet the need for the gaze and
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approval, previously required in vertical relations, from others in horizontal relations.
Also, touching the lives of others, being taken seriously, being a role model for the
followers, and having their opinions valued are other factors that influencers cite as
important motivators for continuing their careers. However, participants added that
this comes with a price. These motivations, which belong to the imaginary order,
reflect an ideal I, and as a result of identification with this ideal ego, the subject

becomes alienated from himself.

In addition, the results of this study show that while there are many factors that
motivate influencers in their profession, there are also situations where they feel
uncomfortable in this experience. For example, being followed by strangers on social
media, the deceptive world of social media to which influencers themselves have
adapted, and the competition therein make influencers feel uncomfortable and
threatened. This discomfort and threat can be explained by the sense of uncanny
arising from the unknown. This unknown, in fact, refers to the return of what was

known but repressed in the pre-oedipal period (Freud, 1919/1955).
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B. INFORMED CONSENT FORM

ARASTIRMAYA GONULLU KATILIM FORMU

Bu arastirma, ODTU Klinik Psikoloji Béliimii Yiiksek Lisans dgrencisi Nagihan Bekgi
Gokgeoglu tarafindan Prof. Dr. Tiilin Gengdz damismanhigr ve Dr. Ogr. Uyesi. Derya Ozbek Simsek
es-danismanligindaki yiiksek lisans tezi kapsaminda yiiriitiilmektedir. Bu form sizi arastirma hakkinda

bilgilendirmek i¢in hazirlanmigtir.
Calismanin Amaci Nedir?

Aragtirmanin amaci, influencerlarin sosyal medya kullanim aligkanliklarini, bu siiregteki

deneyimlerini ve bu siirecin psikolojik dogasini incelemektir.
Bize Nasil Yardime1 Olmamaz isteyecegiz?

Aragtirmaya katilmay1 kabul ederseniz, yaklasik olarak 60-90 dakika siirmesi beklenen bir
goriigmeye girmeniz beklenmektedir. Goriisme esnasinda size bir dizi acik uglu sorular yoneltilecek

ve bunlar1 cevaplamaniz beklenecektir. Goriisme, degerlendirilmek iizere ses kaydina alinacaktir.
Sizden Topladigimiz Bilgileri Nasil Kullanacagiz?

Aragtirmaya katiliminiz tamamen goniilliiliikk temelinde olmalidir. Calismada sizden kimlik
veya kurum belirleyici higbir bilgi istenmemektedir. Cevaplariniz tamamiyla gizli tutulacak ve sadece
arastirmacilar tarafindan degerlendirilecektir. Katilimcilardan elde edilecek bilgiler toplu halde

degerlendirilecek ve bilimsel yayimlarda kullanilacaktir.
Katiliminizla ilgili bilmeniz gerekenler:

Calisma, genel olarak kisisel rahatsizlik verecek sorular veya uygulamalar icermemektedir.
Ancak, katilim sirasinda sorulardan ya da herhangi baska bir nedenden otiirii kendinizi rahatsiz
hissederseniz ¢alismay1 yarida birakip ¢ikmakta serbestsiniz. Boyle bir durumda ¢alismayi uygulayan
kisiye caligmadan ¢tkmak istediginizi sOylemeniz yeterli olacaktir.

Bu ¢alismaya katilmayi kabul ettiginiz i¢in simdiden tesekkiir ederiz.
Arastirmayla ilgili daha fazla bilgi almak isterseniz ... adresine yazabilirsiniz

Yukanidaki bilgileri okudum ve bu ¢calismaya tamamen goniillii olarak katilyyorum.

(Formu doldurup imzaladiktan sonra uygulayiciya geri veriniz).

Isim Soyad Tarih Imza
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13-

C. SEMI-STRUCTURED INTERVIEW QUESTIONS

Kisaca kendinizi tanitir misiniz?

Influencer olmak ne demek, siz bunu nasil tanimlarsiniz (insanlari etkilemek
ne demek, nasil bir sey)

Influencer olmadan 6nceki hayatiniz nasildi? (aile hayati, anne babasi ile
iligkileri, sosyal iliskileri)

Influencer olduktan sonra hayati degisti mi? Degistiyse nasil degistir? (aile
iligkileri, sosyal iliskileri vs.)

Ilginiz nasil basladi, nasil karar verdiniz? / Influencerliga nasil yoneldiniz?
(Nasil yoneldi, nasil gelisti, alan1 nasil se¢mis, giinde kac saatini sosyal
medyada gegiriyor)

Takipgilerinizin olmasi size nasil geliyor (bilinmek, kendini insanlara agmak,
taninmak, takip edilmek)

Begeni almak nasil bir sey? (Begenilmek, taninmak, merak edilmesi...)

Siz birilerini takip ediyor musunuz? (Kimleri takip ediyorsunuz, nasil
hesaplar, kag kisi...)

Gizli hesabimiz var mi1? (Varsa onu nasil kullaniyorsunuz, ne amagla
kullantyorsunuz? Kendiniz mi ydnetiyorsunuz?) (Yorumlar paylastiginiz
iceri8i nasil etkiliyor)

Ling kiiltiirii olan bir is, lingleri nasil deneyimliyorsunuz?

Takipgilerinizden gelen geri bildirimleri nasil degerlendiriyorsunuz
(yOnetiyorsunuz, bu sizi zorluyor mu?)

Reklam aliyor musunuz? Ne tarz reklamlar aliyorsunuz? (Bastaki
deneyiminizle reklam almaya bagladiktan sonraki siire¢ arasinda bir fark var
mi1? Varsa nasil bir fark var?)

Influencer olmadan 6nceki ve olduktan sonraki paylagimlariniz farklilagti mi1?
Nasil  degisti? (Motivasyonu bundan nasil etkilendi) Siz nasil

degerlendiriyorsunuz?
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14-Hesabimiz1 olusturdugunuz profil ile benzerlik ve farkliliklarimiz nelerdir?
Bununla ilgili ne diisiiniiyorsunuz?

15- Konusulanlara ek olarak eklemek istediginiz bir sey var mi1?
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D. TURKISH SUMMARY / TURKCE OZET

1. GIRIS

1.1. Arka Plan ve Kavramsallastirma

1.1.1. Sosyal Medya Kullaniminin Tarihgesi ve Kavramsallastirilmasi

Sosyal medya, internet tabanli bir iletisim platformudur. Istatistikler, diinya
niifusunun yaklasik yilizde 63'iiniin sosyal medya kullandigin1 (Kapios, 2024) ve her
kullanicinin  glinde yaklagik iki buguk saatini bu platformlarda gecirdigini
gostermektedir (Kemp, 2024). Literatiirde insanlarin sosyal medya platformlarini
cogunlukla birbirleriyle etkilesime gecmek, bilgi ve ilgi alanlarin1 paylagsmak igin
kullandiklar1 sonucuna varilmaktadir (Berryman vd., 2018). Ayrica, is ve pazarlama

gibi farkli amaglar1 ve boyutlar1 da vardir (Rugova ve Prenaj, 2016).

1.1.1.1. letisim Baglaminda Sosyal Medya Kullanimi

Sosyal medya, yiiz yiize temas olmadan etkilesime olanak sagladigindan, kisilerarasi
iletisimde zorlanan bireylerin iletisim becerilerini gelistirmede Onemli bir rol
oynamaktadir (Valkenburg ve Peter, 2007). Ote yandan, sosyal medya kullanimi
bireylerin yiiz yiize etkilesime ge¢me oranlarini azalttigindan bireyleri sosyal
cevrelerinden uzaklastirarak dogrudan izole edebilir. Bu etki, 6zellikle sosyal medya
kullanim1 bagimhilik diizeyine ulastiginda daha da belirgin hale gelmektedir (Savci
ve Aysan, 2016).

1.1.1.2. Pazarlama ve Reklamcilik Baglaminda Sosyal Medya Kullanim

Sosyal medya platformlari, isletmelerin daha diisikk maliyetlerle genis kitlelere

ulasabilmelerinde ve miisteri etkilesimini giiglendirmelerinde 6nemli etkiye sahiptir
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(Rugov ve Prenaj, 2016). Bu baglamda, firmalarin pazardaki kaliciligimi artirmak
amaciyla pazarlama ve reklamcilikta kullanilan etkili bir tekniktir (De Veirman vd.,

2019).
1.1.1.3. Sosyoloji Baglaminda Sosyal Medya Kullanimi

Sosyal medyanin toplumsal hayata girmesiyle birlikte bireyler ve toplumlar
arasindaki etkilesim hizlanmistir (Giizel, 2020). Aymi zamanda toplumsal
normlardaki degisimleri de etkileyerek yeni normlar yaratmaktadir (Arias, 2019).
Omegin Aberg (2020), gériiniisle ilgili yorum normlarmin sosyal medya iizerindeki
etkisinin uzun vadeli psikolojik etkileri olabilecegi bulgusuna ulagmistir. Bunun

sonucunda, 6zellikle geng kadinlar arasinda beden memnuniyetsizligi artmaktadir.

1.1.1.4. Psikoloji Baglaminda Sosyal Medya Kullanim

Literatiirdeki ¢alismalar sosyal medya kullanimi ile kullanicilarin iyi olma hali ve
Ozsaygilar1 arasinda bir iligki bulmustur (Zhang vd., 2023). Ayrica sosyal medya
kullaniminin kullanicilarin biligsel kapasitelerini olumlu yonde etkiledigi de bulgular
arasindadir (Quinn, 2018). Ote yandan calismalar, sosyal medya kullaniminin stres,
diisiik 6zgiliven, depresyon, intihar fikirleri (O'Reilly vd., 2018) ve bagimlilik (Bilgin
vd., 2020) ile iliskili oldugunu belirtmektedir.

Ayrica, 0zellikle genglerin sosyal medyadan aldiklar: geri bildirimlere onay arama ve
dislanma korkusu iizerinden duygusal olarak yatirim yaptiklarini ve bu yatirimin
genglerin kimlik gelisimi iizerinde biiyiik etkileri oldugu yoOniinde bulgulara

ulagilmistir (Ward, 2017).
1.1.1.4.1. Sosyal Medya Bagimhihg:

Sosyal medya bagimliligi, sosyal medyanin asir1t ve kompulsif bir sekilde kontrol
edilmesi olarak tanimlanabilir (Zivnuska vd., 2019). Aktas (2021). Kendini bagimh
olarak tanimlayan kisilerin sosyal medya kullanimlarinda zaman kontrolii sikintisi
yasadiklarim1 ve kendilerine koyduklari sinirlarin olmamasina vurgu yaptiklarini

belirtmektedir. Ayrica bu kisiler, sosyal medyay1 kendilerini giiglii ve sinirsiz
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hissettiren bir platform olarak tanimlamiglardir. Bununla birlikte, kullanima
basladiktan sonra sosyal medyasiz yasayamadiklarinit ve kontroliinii kaybettiklerini

vurgulamaktadirlar (Aktas, 2021).
1.1.2. Instagram'in Kavramsallastirilmasi ve Tarihgesi

En sik kullanilan sosyal medya platformlarindan biri, 2010 yilinda kurulan
Instagram'dir (Mou, 2020). Instagram gorsel olarak pazarlamaya uygun olmasi, kolay
iletisim kurulabilmesi ve iicretsiz olmasi nedeniyle tercih edilmektedir (Mattern,
2016). Kullanicilar, Instagram kullanim motivasyonlarim1 zevk alma, bagkalarryla
sosyal etkilesim kurma, merak ve diger insanlarin ne yaptigin1 bilme istegi olarak
belirtmislerdir (Soletti vd., 2022). Ayrica Instagram'in kullanicilarin beden ve imaj

algilar1 izerindeki olumsuz etkileri de rapor edilmistir (Baker vd., 2019).

1.1.3. Sosyal Medya Influencer’lari

Varligi Instagram ile 06zdeslesen influencer'lar, sosyal medyada takip¢i kitlesi
olusturmus kisilerdir. Giinlilk yasam deneyimlerini, hayatlarmi ve olusturduklar
igerikleri sosyal medya platformlart tlizerinden paylasmaktadirlar. Bu paylasimlar
dogrultusunda liderlik ederek takipgiler ilizerinde 6nemli bir etki olusturmaktadirlar
(Freberg vd., 2021). Arastirmalar, influencer'larin takipgileri iizerindeki duygusal
destek kazanma, keyifli deneyimler yasama, empati hissetme ve iyi bir zihniyet
olusturma gibi olumlu etkilerinin yaninda anksiyete, beden imajindan
memnuniyetsizlik ve sosyal Kkarsilastirma gibi olumsuz etkilerinden de

bahsetmektedirler (Movaghar vd., 2023).

1.2. Psikanalitik Kuram Uzerine Bir Kesif

1.2.1. Lacanyen Psikanalitik Teori

Unlii bir psikanalist olan Charles Melman, 21. yiizyilda teknolojinin gelismesi ve

sosyal medyanin insanlarin hayatina girmesi sonucunda sinirlarin ve yasaklarin

ortadan kalkmaya basladigindan bahsetmektedir. Baska’nin yasa koyma islevini
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yitirmesiyle birlikte toplum sinirsiz bir zevk alma ¢abasi igine girmistir (Melman,

2010).

1.2.1.1. Yeni Ruhsal Yapilanmalar

Teknolojideki gelismeler ve bunun sinir tanimaz dogasi sonucunda insanlar teknoloji
araciligiyla gergeklik tizerinde etki sahibi olmaya baslamis, sanal olan ger¢ek olana
tercih edilmeye baslanmistir (Dimitriadis, 2024; Ozkan, 2020). Melman (2010)’a
gore, teknoloji ve sosyal medyanin gelismesiyle sinirlar ve yasa ortadan kalkmakta,
otorite mesruiyetini yitirmekte, Baska’nin yasa koyucu islevinin i¢i bosalmaktadir.
Bunun sonucunda toplum gosteri toplumu haline gelmis ve smirsiz zevke
odaklanarak sapkinliga yoneltmektedir. Sonu¢ olarak, insanlar iligkilerinde diger
insanlart bir nesne konumuna yerlestirmekte (Melman, 2010) ve ister yasal ister

yasadist olsun, zevk almaya calismaktadirlar (Dimitriadis, 2024).

Bu durumun bir sonucu olarak yeni ruhsal yapilanmalar ortaya ¢ikmis ve depresyon,
yeme bozukluklari, DEHB ve bagimlilik oranlar1 artmigtir. Ayrica internet ve sosyal
medya kullaniminin yayginlasmasi ile dikey iligkiye atfedilenler yatay iliskide
digerlerine atfedilmekte ve iliski benzerler arasi biitiinlesmektedir. Bu durum
kisilerin ideal egolarna takilip kalmalarina neden olmakta ve ego ideali degerini

yitirmektedir (Melman, 2010).

1.2.1.2. Ayna Evresi

Ayna evresi, bebekligin 6-18 aylarini kapsar (Homer, 2016). Bu evrede bebek ilk kez
aynada kendi goriintiisiiyle karsilasir. Aynadaki goriintiiniin biiyiisiine kapilan bebek,
bu yansimay1 kendi goriintiisii olarak yanlis anlar. Ciinkii kendisinde hissettigi
pargalanmis beden algisindan farklidir, biitiindiir (Ozcan, 2023). Oznenin hayatmin
geri kalaninda sahip olmak istedigi bu miikemmel imge, asla ger¢eklesmeyecek bir
fantezinin iiriiniidiir. Bu imge Ideal-ego olarak tanimlanir (Evans, 2006). Bebege dis
diinyadan dayatilan ideal ego, ¢ocuk tarafindan benimsenir (Ozcan, 2023), buna
0zdeslesme denir (Evans, 2006). Dolayisiyla 6zne aynada gordiigii bu hayali
eslenikle 6zdesleserek kendine yabancilasir (Evans, 2006).
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Ayna evresinde ayrica bebegin aynada gordiigli, onu aynaya sabitleyen ve ne
oldugunu sdyleyen bir de anne vardir. Cocuk kendini annesinin, yani ilk Baska’nin
bakis1 aracilifiyla tanir ve ¢ocugun bir sonraki hedefi “Baska benden ne istiyor?”
sorusunun cevabin1 kavramaya c¢alismaktir. Annesinin arzusuna takintili olan ve
onun arzusunun nesnesi haline gelen 6zne, kendini ancak Bagka’nin bakisiyla
gorebilir ve bu nedenle yasam boyunca Baska tarafindan goriilmeye ihtiya¢ duyar

(Ozcan, 2023).

1.2.1.3. Bakis

Lacan, “Bir noktadan gorebiliyorum, ama varolusumda her yonden bakiliyorum”
demistir (Lacan, 1966/2022: 80). Bu cilimleyle bakisin 6znenin goriis alaninin
Otesinde ve egemenlik alaninin disinda oldugunu vurgulamaktadir (Ugurum ve Can,
2023). Bakan g6z, 6znenin goziinden olurken bakis nesne tarafindadir ve Lacan
bakisin Bagka’nin bakist oldugunu ve ikisinin ¢akismasinin imkansizligini vurgular.
Yani 6zne bakilan olarak bakisin nesnesi konumuna yerlesmektedir (Ugurum ve Can,
2023). Bu, ayna evresinde egosunu annenin varligina, sdylemlerine, bakisina, yani
Bagka’nin kendisinden ne istedigine gore kuran ve Bagka’nin arzu nesnesi konumuna

oturan bebegi akla getirir (Ozcan, 2023).

1.2.2. Diger Psikanalitik Kavramlar

1.2.2.1. Teshircilik

Freud (1905/2021), bakma eylemini cinsel amacin yerini aldiginda bir sapma olarak
tanimlar. Ayrica, teshircilik ve rontgencilikte gézii erotojen bir bolge olarak tanimlar.
Lacan, erotojen bolgelere paralel olarak, Freud'un ti¢ diirtii kavramina iki yeni diirtii
daha ekledi: skopik ve vokal. Diirtiiler biyolojinin disindadir ve doyuma dogru
yonlendirilmek yerine, nesnenin yoriingesinde donerek amaclarini siirdiiriirler. Bagka
bir deyisle, diirtliniin amaci doyuma ulasmak degil, nesneyi tekrar tekrar takip ederek
zevki siirdiirmektir (Evan, 2016). Lacanyen teoride, bakis, skopik diirtiinlin nesnesi
haline gelir. Bu, bakisin ve diirtiiniin Bagka’nin alaninda sekillendigi anlamina gelir.

Teshircilikte, teshircinin bilingdis1 amaci, sergileme yoluyla Bagka’nin zevkinin
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nesnesi olmaktir. Bagka bir deyisle, teshirci, Baska’nin eksikligini, bakist teshir
yoluyla a¢iga ¢ikararak gidermeyi ve bakisin etrafinda dolasarak zevki siirdiirmeyi

amagclar (Miller, 2006).

1.2.2.2. Tekinsiz

Freud, tekinsiz kavramini korkutucu olan ve dehset yaratan seylerle ve bu korkutucu
seylerin yarattig1 belirsizlik hissiyle iligkilendirmistir (Royle, 2003). Tekinsiz
kavrami, bastirilan ve kaygi yaratan seylerin geri doniisii ve bu geri doniisiin yarattigi
korku olarak ifade edilir. Tekinsiz olan, bilingdisinda bireye asinadir, ancak bastirma
yoluyla yabancilagtirilmistir. Freud (1919/1955), bastirilmis olanin geri doniisiiniin
yani1 sira, benzerleriyle karsilasma durumunda da tekinsizlik hissinin ortaya ¢iktigini
vurgulamaktadir. Ozne aynada 6zdeslestigi imge sonucunda kendi kimliginden ve
benliginden siiphe duyar. Bu durum kiside tekinsizlik hissi yaratir. Ayrica Freud
(1919/1955) bir bagka tekinsiz olguyu da kétiiciil géz tarafindan izlenmek olarak ele
almistir. Freud bu olguyu, kisinin sahip oldugu degerli seylerin bir baskasinda
yaratacagi kiskanglik duygusu nedeniyle hissettigi zarar gérme korkusu olarak

tanimlamaktadir.

1.2.2.3. Paranoya

Paranoya, insanlarin zarar goreceklerine dair inan¢ ya da korku duymalar1 ve bu
zarar verme niyetini dis diinyadaki diger kisilere yansitmalar1 olarak belirtilebilir
(Raihani ve Bell, 2019). Freud (1925) paranoyay1, bilingdisi saldirgan arzularin ve
catismalarin ¢oziilme ¢abasi i¢inde dis diinyaya yansitilmasi olarak aciklar. Klein ise
paranoyanin bebekligin erken donemlerine dayandigini ve paranoyanin bebegin
nesnelerle kurdugu iligkinin bir yansimast oldugunu vurgulamaktadir. Klein'a gore
bebek nesneleri 1yi ve kotii olarak ikiye ayirir ve kendinde var olan dayanilmaz kotii
diistinceleri bilingdis1 olarak dis diinyaya yansitir (Roth, 2001). Lacan ise paranoyay1
ayna evresi ile 6zdeslesme ve yabancilasma kavramlari {izerinden agiklar (Erten vd.,
2022). Disaridan yansiyan ve 0zneyi kendisine yabancilastiran ideal imge, 6znede

hayranlik kadar diigmanlik da uyandirmakta ve tehlike arz etmektedir.
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1.3. Arastirma Beyani ve Arastirma Sorulari

Calismanin temel amaci, sosyal medya platformlarinda hayatlarin1 paylasan bir
influencer olma deneyimini ve bu deneyimin anlamini kesfetmektir. Bu baglamda,
Instagram'da paylasim yapan influencer'larin sosyal medya kullanim deneyimlerinin,
takipgileri ve diger influencer'larla iligkilerinin ve influencer olmanin onlar i¢in ne
anlama geldiginin, katilimcilarin kendi bakis agilar1 ve sdylemleri incelenerek

literatiir baglaminda kavramsallastirilmas1 amaclanmaktadir.

2. METODOLOJI

2.1. Nitel Arastirma ve Yorumlayici Fenomenolojik Analiz

Nitel arastirma yontemleri, insanlarin deneyimleri hakkinda derinlemesine bilgi ve
anlayis saglamay1 amaclayan metodolojilerdir (Fossey vd., 2002). Bu yontemler, bir
konunun kapsamli bir sekilde tartisilmasi gerektiginde ve bu konuda yeterli teori ve

bilgi bulunmadiginda secilme egilimindedir (Tavallaei ve Talib, 2010).

Nitel yontemlerden biri olan Yorumlayici Fenomenolojik Analiz, kuramini insanlarin
giindelik hayatlarinda deneyimledikleri deneyimlere atfedilen anlamlar ve bu
deneyimlerin insanlarin bireyselligi iizerindeki yorumlari tizerine kurmaktadir

(Smith, 2011).

Bu calismada YFA kullanilarak influencer’larin 6znel deneyimlerinin kendi

sOylemleri ve yorumlama bicimleri lizerinden kesfedilmesi amaglanmistir.

2.2. Katihmeilar ve Ornekleme Yontemi

Bu ¢aligmada, Smith ve Osborn'un (2015) 6nerdigi gibi, YFA ilkelerine uygun olarak
homojen ve amagl 6rnekleme yontemlerine bagli kalinmistir. Bu dogrultuda, 18-40

yas arasi, Instagram'da hayatlarin1 “yasam tarzi” olarak paylasan ve sosyal medyadan

gelir elde edeen influencer'lar aragtirmaya dahil edilmistir.
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Mevcut ¢aligmaya alt1 kadin influencer katilmistir. Katilimcilarin yag araligi 23-36
arasindadir. Katilimeilarin 10.000 ila 600.000 takipgisi bulunmaktadir. Katilimcilarin

influencer olarak sosyal medya deneyimleri 1 ila 8 yi1l arasinda degismektedir.

2.3. Prosediir

Orta Dogu Teknik Universitesi Insan Arastirmalar1 Etik Kurulu'ndan etik onay
alimmustir. Kriterleri karsilayan bireyler Instagram iizerinden direkt mesaj ve e-posta
yoluyla calismaya davet edilmistir. Caligmaya katilmak isteyen katilimcilara
bilgilendirilmis onam formlar1 gonderilmis ve formu doldurup arastirmaciya
gonderdikten sonra goriismeler gerceklestirilmistir. Smith ve Osborn'a (2003) gore
aragtirma sorularinin derinlemesine analiz edilebilmesi i¢in goriismelerin sayis1 ve
goriismelerde konunun detayli bir sekilde ele almip alinmadigi kritik bir konudur
(Sar1, 2022). Yapilan analizler sonucunda detayli bilgi almak i¢in 2 goriisme yeterli
olmustur. Katilimcilardan birine ikinci gorlisme i¢in ulasilamamasi nedeniyle
toplamda on bir goriisme gerceklestirilmistir. Katilimcilarin isimleri  gizliligi
saglamak amaciyla takma isimlerle degistirilmistir. Verilerin tamami 14 aylik bir

stirede toplanmustir.

2.4. Veri Analizi

Gortligsmeler ses kaydina alinmistir. Her goriismeden sonra ses kayitlar: kelime kelime
yaziya dokiilerek kendi i¢inde analiz edilmis ve ardindan bir sonraki katilimci ile
gorlistilmustiir. Pietkiewicz ve Smith'in (2014) o6nerdigi gibi, desifre isleminden
sonra transkriptler tekrar tekrar okunmus, katilimcilarin deneyimleri ve yorumlari
kodlanmis ve temalar olusturulurken kodlar yorumlanmistir. Daha sonra temalar
kiimelenerek bir cati altinda toplanmistir. Sirasiyla tim gorligmeler i¢in ayni
prosediir uygulandiktan sonra analizler arasinda capraz durum karsilastirmasi

yapilmis, Ust ve alt temalar olusturulmustur.

2.5. Cahismanin Giivenilirligi

Nitel aragtirmada veriyi sadece katilimcinin bakis agisindan ele almak, goriismeleri

yapan ve verileri analiz eden arastirmacinin konunun belirlenmesindeki roliinii ve
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arastirmact ile katilimer arasindaki etkilesimin etkisini géz ardi etmek anlamina

gelecektir (Willig, 2008, aktaran Tanyas, 2014).

Bu baglamda benim bu konuya olan ilgim, sosyal medya hesabimin olmasinin beni
sosyal medya bagimliligina siiriikleyebilecegi ve stirekli sosyal medyada oldugum
icin iglerimin aksayacag1 yoniindeki kaygi ve diislincelerimden kaynaklaniyor. Ancak
bu karsilikli ve iki yonli bir iliski ve paylasim tarafinda influencer’lar boyutunu ele

almanin ¢ok 6nemli olacagini diistindiim.

3. BULGULAR

3.1. in-Flu Olmak: Kariyerin Baslangicinda Diger Influencer'lar1 idollestirme

ve Taklit Etme

Birinci {ist tema, katilimcilarin diger influencer'lar gibi olma arzusunu ve
kariyerlerinin baslangicinda diger influencer'larin kendileri i¢in rol model olmasinin
Oonemini ortaya koymaktadir. Katilimcilar, kendi hesaplar1 ve paylagimlar ile takip
ettikleri influencer'larin hesaplari arasindaki benzerliklerin altin1  ¢izmislerdir.
Katilimcilar, influencer kariyerlerinin baslangicindan bahsederken etkilendikleri
diger influencer'lardan bahsetmis ve ilk igeriklerini iiretirken taklide dayali bir
dinamige vurgu yapmslardir.

Ornegin Pelin bu durumu su sekilde aciklamaktadir:
P: Ben de su anda yarattigim bu rutinlerimi her seyimi birilerini izleyerek
yarattim. Her sabah uyandigimda yaptigim makyajin o makyaj olmasinin
sebepleri var gercekten.

3.2. Influencer Olmak i¢in Motivasyon Kaynag ve Pekistirecler

Ikinci {ist tema, influencer’larm mesleklerini siirdiirme amaclarim1  ve

motivasyonlarim1 tasvir etmektedir. Bu baglamda, takipcilerinin sdylemlerinin

oneminden ve kendi kisisel gecmislerinden motivasyon kaynagi olarak
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bahsetmislerdir. Influencer’larin bakis agisindan meslegin tanimi ve bu isin onlara

sagladig1 manevi tatmin de bu temada ele alinmaktadir.

3.2.1. Hayattan Canh Yaym: Go6z Oniinde Olmanin ve izlenmenin Zevkini

Cikarmak Uzerine

Katilimcilarin biiylik ¢ogunlugu paylasim motivasyonlarini goriiniir olma ve/veya
hayatlarin1 gésterme ihtiyaci ile agiklamistir. Ayrica, insanlar merak ettik¢e paylasim
sikliklarinin arttigin1 ve paylagma diirtiilerine sinir koyamadiklarini belirtmislerdir.
Ayrica hayatlarinin her anini paylagsmayi spot 1s18inda (ya da sahnede) olmak ve
izlenmekten keyif almakla es tutmuslardir. Goriinilir olmak icin ¢aba sarf ettiklerini
ve hayatlarim1 gdstermekten hoslandiklarini belirtmislerdir. Katilimcilar, kimsenin
izlemedigi ya da fark etmedigi bir senaryoda deneyimlerinin 6dnemini ve anlamini

yitirdigini, sanki hi¢ yasanmamis gibi hissettiklerini vurgulamiglardir.

3.2.2. Onayin Giicii: Begeniler ve Onaylama Influencer'lar1 Nasil Pekistirir?

Influencer olma yolculugunda motivasyon kaynaklar1 ve pekistireclerden
bahsederken, goriismelerde siklikla vurgulanan hususlardan biri katilimeilarin
takipgilerinin onayini ve begenisini kazanma arzusu olmustur. Buna ek olarak,
katilimcilar begenilme ve onaylanmanin olumlu sekillendirici etkisinin yani sira

hayatlar1 tizerindeki motive edici etkisini de eklemislerdir.

Pelin bu durumu soyle 6zetlemektedir:

P: O doénemlerde insanlarin fikirlerini duymak beni ve hayatimi ¢ok
sekillendirdi. Tabi ki yaptigim bazi seyler tebrik ediliyordu bu tebrikler
hosuma gitti. ... Hayat giizellesiyor birazcik yalan yok. Taninmak ¢ok giizel
bir his. Tabi ki bu ¢ok kisisel bir sey. Sabahtan beri onay ihtiyacimdan
bahsediyoruz. Taminmak, begenilmek, takdir gormek giizel seyler ... Yasim
kiigiiktii. Insanlarin begendigi seyler, onay alma ihtiyaci ile alakali sanirim,

onay aldik¢a daha ¢ok pekisti.
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3.2.3. “Ben Sen Olmak Istiyorum”: Rol Model Olmak ve Insanlara ilham
Vermek

Influencer'larin paylasim motivasyonlariyla ilgili olarak ortaya ¢ikan bir diger tema
da rol model, ilham kaynagi ve hatta idol olmakla ilgiliydi. Katilimcilar influencer
olmay1 insanlar1 etkilemek ve izleyicilerin hayatlarinda ve tercihlerinde rol oynamak

ifadeleriyle tanimlamistir.

Zeynep bu durumu asagidaki gibi anlatmistir:

Z: Kendi hayatimdan da benim béyle bana gelen hep en biiyiik yorumlar sey
oldu. En biiyiik dedigim ¢cok sik duydugum ve her yil yiizlerce kez duydugum
bir yorum. Sen olmak istiyorum. Senin hayatini yasamak istiyorum. Senin gibi
vasamak istiyorum. Biiyiiytince sen olacagim falan hep boyle yorumlar
oluyor. Ben biraz daha sanirim insanlart gercekten lifestyle olarak
etkiliyorum. Iste béyle manzarali bir ev. O renk bir araba. Bu tarz bir képek.
Boyle arkadaslar. Boyle bir hayat. Benim gergekten yasadigim, paylastigim
anlarin onlar da diyor ki evet bu arkadas grubunu ben de istiyorum. Ben de
Erasmus'a gitmek istiyorum. Gergekten biraz daha hayat tarzi olarak
etkiledigimi diisiiniiyorum insanlari. Belli bir spesifik iiriinii aldirmaktan veya

kategoridense. Evet influencer olmak bu benim igin herhalde.

3.2.4. Takipgilerin Hayatlarina Dokunmak ve Hayatlarinda iz Birakmak: “Cok

daha derin bir anlanm var”

Tim katilimcilar ifadelerinde takipgilerinin hayatlarina dokunmayi, onlarin
hayatlarinda izler birakmay1 ve hayatlarin1 daha i1yi hale getirmeyi vurgulamislardir.
Bunu, bu kariyere devam etme amagclar1 ve motivasyonlar1 olarak belirtmislerdir.
Influencer olmay1 ve anlamini baskalarinin hayatlarina dokunmak ve onlar i¢in bir
rol model olmak olarak tanimlamiglardir. Katilimeilar ayrica siklikla insanlar
izerinde iz birakmanin ve onlar i¢in motivasyon kaynagi olmanin manevi tatmin

sagladigin1 vurgulamistir.
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3.2.5. Abla Olmak: Sorumluluk Pahasina Ciddiye Alinmak

Katilimcilarin tiimii takipgileri tarafindan “abla” olarak anildiklarini sdylemis ve
goriismelerde abla olmanin ne anlama geldigini agiklamiglardir. Katilimcilar “abla”
olarak anilmanin takipgilerinin kendilerine olan giivenini yansittigini belirtmistir.
Ayrica, katilimeilar “abla olmak™ ifadesini ciddiye alinmak, dinlenmek ve fikirlerine
takipgileri ve yakin gevreleri tarafindan deger verilmesi ile es tutmustur. Ote yandan
takipgilerinin ablast olmanin kendilerine biiyiik bir sorumluluk yiikledigini, bu
sorumluluk sebebiyle o6rnek bir role biiriindiiklerini ve kendileri olmaktan

uzaklastiklarini1 vurgulamaktadirlar.

3.3. “Madalyonun Oteki Yiizii”: Sosyal Medya Deneyiminin Rahatsizliklar1 ve

Bilinmeyenleri

Bu {ist tema, sosyal medyanin konusulmayan yonlerini, sosyal medya diinyasindaki
deneyim ve hayatlarin1 paylasma konusunda influencer'lar1 neyin rahatsiz ettigini ve

hayatlariyla ilgili neleri paylagsmadiklarini incelemektedir.

3.3.1. “Kendimize Odaklanalim, Disariya Yayillmaya Gerek Yok”: Kozanin

Disindakiler Tarafindan izleniyor Olmanin Rahatsizhg

Katilimcilarin tamamu takipgilerinden aile ya da arkadas olarak bahsetmistir. Ancak
takipgilerini tanimadiklar1 kisiler olarak da tanimlamislar ve tanimadiklart kisiler
tarafindan takip edilmekten duyduklari rahatsizligi da dile getirmislerdir. Bunun
nedeni ise takipgileri arasinda kendilerine zarar vermek isteyen kotii niyetli kisilerin
olabilecegidir. Bu nedenle hayatlarin1 paylasmaktan ¢ekindiklerini belirtmislerdir.
Paylagimlarin1 yaparken dikkatli olmaya ve bazi Onlemler almaya calistiklarim

vurgulamaktadirlar.

3.3.2. Rekabet Tarafindan Uzaklastirilmak, Ancak Karsilastirmaya

Direnememek

Katilimeilarin biiytik bir ¢ogunlugu sosyal medyada genellikle maddi kazanca dayali

bir rekabet oldugunu belirtmistir. Sosyal medya ortamindaki bu rekabetin kendilerini
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islerinden soguttugunu ve motivasyonlarint diisiirdiiglinii belirtmislerdir. Ancak
katilimcilar sosyal medyadaki rekabet ortamindan rahatsiz olduklarini ifade etseler
de soOylemlerinde kendilerinin de bu ortamin i¢inde olduklarmi belirtmislerdir.
Kendilerini diger influencer'larla kiyasladiklarini belirten katilimcilar, begeni, takipgi

ya da izlenme sayilari iizerinden diger hesaplarla rekabet ettiklerini agiklamiglardir.

Zeynep bu durumu su sekilde aciklamaktadir:

Z: Tabii ki benim attigim bir fotografin az begenilmesi kirict bir sey oluyor.
Diyorum ki eskiden béyle degildi. Tabii ki kendimi eskiyle veya baskasiyla
kiyaslamaya giriyorum. Hi¢ istemesem de insan giriyor. Ama iste onun
fotografi bu begenileri aliyor, wow diye diisiiniiyorum bazen. ...Ne zaman
baskalarimin hikayelerini izlesem, o zaman béyle o kiyaslama, o rekabet,
aslhinda ben onlarla rakibim diye diistiniiyorum ve beni ¢ok korkutuyor.

Rahatsiz oluyorum.

3.3.3. Ger¢ek mi Sahte mi? Sosyal Medyanin Aldatici Diinyasi

Katilimcilar, sosyal medyay1 samimiyetsiz ve aldatici bir yer olarak tanimlamaislar ve
sosyal medyada paylasilanlarin gercegi yansitmadigini belirtmislerdir. Ayrica bu
aldatmacanin karsilikli ¢ikar iligkilerinden de kaynaklandigin1 vurgulamislardir.
Katilimcilar bunun kendilerini rahatsiz ettigini belirtmektedir. Bu durumda,
katilimcilar tarafindan 6nemi vurgulanan gliven konusunda ortamin giivensiz ve
aldatic1 olmasi, sosyal medyadaki iliskilere ikircikli bakilmasina yol agmaktadir. Bu
ikircikli ve samimiyetsiz durum katilimecilar tarafindan iligski kurmaktan kagindiklar

bir ortam olarak agiklanmaktadir.

3.3.4. Paylasimda Secicilik: Olumsuzluklar1 Gizlemek ve Olumlu Ydénleri

Gostermek

Gortinenin aksine katilimcilarin biiylik cogunlugu sosyal medyada anlatilanlarin,
kurulan iligkilerin ya da insanlarin gostermeye calistiklarinin ¢ogu zaman gercegi
yansitmadigint vurgulamistir. Her ne kadar sosyal medyanin yanilticilifindan

yakinsalar da soylemlerinde hayatlarinin tamamini yansitmanin tercih edilebilir

118



olmadigin1 vurgulamaktadirlar. Bagka bir deyisle, sosyal medya hesaplarinda
gostermek istediklerini ve kendilerini iyi gOsteren seyleri gosterdiklerini
belirtmislerdir. Katilimcilarin tamami ayrica hayatlariyla ilgili olumsuz duygu ve
diisiinceleri paylasmaktan ¢ekindiklerini ve olumlu olanlar1 paylasmaya daha meyilli

olduklarini belirtmistir.

4. TARTISMA

4.1. in-Flu Olmak: Kariyerin Baslangicinda Diger Influencer'lar1 idollestirme

ve Taklit Etme

Bu caligmada katilimcilar kariyer siireclerinde rol model aldiklar kisiler oldugunu
belirtmislerdir. Bu kisilerin hayatlarin1 miikemmel olarak algilamislar, onlara
hayranlik duymuslar ve onlar gibi olmak i¢in ¢abalamiglardir. Lacanyen kuram bu
durumu ayna evresi ile agiklar. Bebegin yagsami boyunca aynada sahip olmak istedigi
Gestalt, biitiinliiklii imge, ideal ego olarak tanimlanir ve 6zne benligini bu giiglii
imgeyle eslestirmeye calisir (Fink, 2022). Baska bir deyisle, telefon ekranlarinda
sergilenen idealize edilmis hayatlar sebebiyle insanlar telefondaki hayali diinyaya

dalmakta ve oradaki ideal imgelerin pesine diismektedir (Zhakin, 2023).

Ancak psikoloji literatiiriindeki ¢alismalar, idealize edilmis imajlarla 6zdeslesmenin,
bireylerin ya kendilerini bu ideal algilarla uyumlu hale getirmekte zorlandiklarinda
ya da idealize edilmis imaj1 elde ettikten sonra kaybetmekten korktuklarinda 6nemli

bir strese yol acabilecegini gostermektedir (Nash vd., 2019).

4.2. Influencer Olmak I¢in Motivasyon Kaynag ve Pekistirecler

Bebek dig diinyadaki varligini annenin bakigi araciligiyla algilar ve ancak anne
tarafindan onaylandiginda var oldugunu hisseder. Bu da 6znenin kendisini Baska’nin
arzu nesnesi olarak konumlandirmas: anlamina gelir. Bu calismada katilimcilar,
takipgilerinin onay ve begenisini kazanma arzularina siklikla deginmislerdir. Bu
durum, bakis1 yakalamaya ¢alisan ve Bagka’nin arzusunda konumlanan 6znenin onay

alarak Bagka’nin goziinde var olma g¢abasina benzetilebilir. Takipgilerinden “Beni
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motive ettin”, “Beni ayaga kaldirdin” gibi yorumlar alan katilimcilar, bu yorumlari
duydukg¢a bu imaja biirlindiiklerinden bahsetmislerdir. Bu durum, ayna evresinde
Baska’nin s0ylemine ve ideal imgeye sabitlenen ¢ocugun, Baska’nin arzu nesnesi
haline gelmesine benzemektedir. Bu sdylemleri duydukca yaptiklarinda israrci

olmalari, arzu nesnesi olmayz siirdlirme ¢abasi olarak agiklanabilir.

Bu temanin alt temalarindan birinde katilimcilar “abla” kelimesinin kendileri ig¢in
oneminden de bahsetmislerdir. Bu kelimeyi ciddiye alinmak, tavsiye vermek,
dinlenmek ve bagkalar1 tarafindan deger gérmekle iliskilendirmiglerdir. Bu durum,
aynadaki her seye giicli yeten goriintiiye hayranlik duyan, o “biiyiik” goriintiiyle
0zdeslesen bebegin deneyimini ¢agristirmaktadir. Ancak katilimecilar bu biitiinliik
deneyiminin bir bedeli oldugunu, yani abla olmanin kendileri i¢in biiylik bir
sorumluluk oldugunu sdylemislerdir. Kendilerine “abla” denmeye bagladiktan sonra
kendi eylem ve sdylemlerini kisitladiklarini belirtmiglerdir. Bu da aynadaki ideal
imgeyle Ozdeslesmenin bedeli olan 6znenin kendine yabancilagmasini akla

getirmektedir (Evans, 2006).

Ote yandan katilimcilarin takipgileri ve diger influencer'larla olan iliskileri 6znenin
Bagka ile olan iliskisine benzese de bunlar 6znenin yatay eksende iliski kurdugu
kisilerdir. Yirmi birinci ylizyilda degisen diinya diizeninde ideolojilerin, referanslarin
ve temel metinlerin yok olmasi, teknolojinin ve kapitalist sOylemin gelismesiyle
birlikte uygarligin temelini olusturan siirlar ve sinirliliklar azalmaya baglamistir. Bu
da Bagka’nin yasa koyucu iglevini kaybetme tehdidiyle karsi karsiya kalmasina
neden olmaktadir (Melman, 2010). Bunun sonucunda dikey iliskiler Onemini
yitirirken, yatay iligskiler ve Otekilerin bakist agirlik kazanmaktadir. Baska’nin
boslugunun bir sonucu olarak, bireyler sosyal medya, alkol ve benzeri dis

kaynaklardan 6z-deger ve onay elde etmeye ¢alismaktadir (Melman, 2010).

4.3. “Madalyonun Oteki Yiizii”: Sosyal Medya Deneyiminin Rahatsizliklar1 ve

Bilinmeyenleri

Tekinsiz kavrami, Freud (1919/1955) tarafindan ¢ok tanidik ama gegmiste bastirilmis
bir seyden duyulan rahatsizlik ve korku olarak tanimlamistir. Freud'a (1919/1955)
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gore, tekinsizlik hissi yaratan bir¢ok durum vardir ve bunlardan biri, koétiiciil goz
tarafindan takip edilme ve zarar gorme korkusundur. Bu c¢alismanin katilimcilari,
takipgilerini aslinda tanimadiklarini sdylemisler ve tanimadiklar kisiler tarafindan
goriilmekten ve takip edilmekten duyduklari rahatsizlig1 vurgulamislardir. Ayrica bu
durumun zaman zaman kendileri ve hayatlar1 i¢in tehdit olusturdugunu sdylemisler
ve bu durumu kontrol altina almak ig¢in aldiklart 6nlemleri vurgulamislardir. EK
olarak katilimcilar sahte hesaplar tarafindan yapilan yorumlarin aslinda yakin bir
arkadastan gelebilecegini sOyleyerek bilinmezligin ya da belirsizligin tanidiklik
icermesinden kaynaklanan rahatsizlik hissini belirtmislerdir. Katilimcilarin bu
sOylemi, asinalik icerebilen ve arkasinda gergekte ne oldugunu bilmedikleri aldatict

bir diinyada belirsizlikten kaynaklanan tekinsizlik hissi olarak tanimlanabilir (Freud,

1919/1955).

Freud (1919/1955), kendine benzeyen bagkalariyla karsilasmanin varolussal bir
tehdit duygusu ve yok olma korkusu uyandirdigini savunmustur. Sosyal medya
pazarinda benzer isler yapan c¢ok sayida influencer oldugundan bahseden
katilimcilar, bunun rekabete neden oldugunu belirtmistir. Ancak bu rekabetin
kendilerini rahatsiz ettigini ve korkuttugunu, zarar gérmemek icin kendilerini
rekabetin disinda tuttuklarini sdylemislerdir. Yani ekranda gordiikleri goriintii ile
0zdeslesen katilimcilar, bir yandan aynadaki yansimalari ile yarigmaktadir. Diger
yandan da kendilerine yabancilasmanin bir sonucu olarak varlik korkusu ve
karmasas1 yasamakta ve rekabetten c¢ekilmektedirler. Bu nedenle katilimcilar
varliklarint kanitlamak icin akranlariyla rekabet etmekte, ideal egoya ulagmak icin

cabalamakta ve tam olmaya ¢alismaktadirlar.

Ote yandan biitiinliik algisi, bebege dis diinyadan yansiyan ve bebegin aslinda sahip
olmadig1 bir durumdur. Bu nedenle her an yok olma riski tagidigi i¢in tehlike arz eder
ve siddet uyandirir (Erten vd., 2022). Bebek bu siddet igeren ve kotii niyetli
diistinceleri dis diinyaya atfeder ve kendisine yonelik bir tehdit algis1 yaratir (Roth,
2001). Bu calismada katilimcilarin siklikla vurguladigi dis diinyadaki insanlar
tarafindan goriilmekten duyulan rahatsizlik ve zarar gérme korkulari, digsal bir
imgeyle ozdesleserek kendine yabancilasan paranoid 6znenin yok olma tehdidi

nedeniyle dis diinyaya atfettigi siddet diisiinceleri olarak yorumlanabilir.
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5. SONUCLAR, KISITLAMALAR VE iLERi ARASTIRMALAR

Bildigimiz kadariyla bu calisma, psikoloji literatiiriinde influencer olmakla iligkili
deneyim ve anlamlarin yani sira sosyal medya ile olan iliskilerini derinlemesine
anlamay1 amaglayan ilk nitel ¢alismadir. Bu calisma, sosyal medya -6zellikle de
Instagram- kullanim deneyimini influencer'larin bakis acisindan inceledigi icin

Tiirkge literatiirde oncii bir nitelik tasimaktadir.

Influencer’lik kavrami, bu degisen teknolojik ve sosyal ortamda ortaya c¢ikmis ve
insanlarin ruhsal durumlarint etkilemistir. Bu deneyimi influencer'larin bakis
acisindan anlamak, izleyicilerinin deneyimlerini ve yarattiklar1 etkiyi anlamak icin

Onemlidir.

Bu ¢alismanin siirliliklart da bulunmaktadir. Oncelikle, bu calismada takipci sayist
icin bir aralik belirtilmemistir. Bu calismanin basinda takipg¢i sayisi bir dahil etme
kriteri olarak belirlenmis ve 100.000'den fazla takipgisi olan influencer'larin
calismaya dahil edilecegi diisiiniilmiistiir. Ote yandan temalarn farklilasmadig
gbzlemlenmistir. Ikinci olarak, bu ¢alismada kiiltiire 6zgii herhangi bir unsur tespit
edilmemistir. Bagka bir deyisle, bu c¢alisma Tiirk kiiltiirii yerine farkli bir kiiltiirel

baglamda yiiriitiilmiis olsaydi, sonuglar farkl olabilirdi.

6. SONUC

Sonug olarak bu tez, yasamlarmi bir yasam tarzi olarak paylasan influencer'larin
deneyimlerini ve bunun onlar i¢in anlamimi mevcut literatiir kapsaminda incelemek
amaciyla gerceklestirilmistir. Bu calismanin sonuglari, hayranlik, etkilenme ve taklit
etmenin influencer olmanin 6nemli faktorleri oldugunu ortaya koymustur. Bu
etkilenme ve taklit, ekranda ideal ego olarak gordiiklerine hayranlik duymanin ve
onlarla 6zdeslesmenin sonucudur. Arastirmanin sonuglar1 ayrica goriiniir olmanin ve
onay almanin influencer olma deneyiminin Onemli yap1 taslar1 oldugunu
gostermektedir. Hayat1 paylasmanin ve sergilemenin verdigi zevki sinirlayamamak,
hayatlarin1 sergilemenin ve Bagka’nin bakisin1 yakalamanin verdigi sinirsiz

jouissance ile agiklanabilir. Ayrica influencer'larin paylagimlari sonucunda aldiklar
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onay ve iltifatlar da paylasim motivasyonlarini arttirmaktadir. Ayrica, influencer’lik
deneyiminde katilimcilarin kendilerini rahatsiz hissettikleri durumlar da vardir.
Ornegin, sosyal medyada yabancilar tarafindan takip edilmek, influencer'larn
kendilerinin de uyum sagladigi sosyal medyanin aldatici diinyas1 ve buradaki rekabet
influencer'lar1 rahatsiz ve tehdit altinda hissettirmektedir. Bu rahatsizlik ve tehdit,

bilinmeyenden kaynaklanan tekinsizlik duygusuyla agiklanabilir (Freud, 1919/1955).
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