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Bu proje, Avrupa Birligi tarafindan finanse edilen ve Uluslararasi Gog Politikalar: Gelistirme Merkezi (ICMPD) tarafindan,
T.C Sanayi ve Teknoloji Bakanhigi Kalkinma Ajanslan Genel Miidiirliigii koordinasyonuyla yiiriitiilen ENHANCER Projesi
kapsaminda Istanbul Geligim Universitesi tarafindan uygulanmaktadir.
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This project which is carried out by Istanbul Gelisim University is being implemented within the ENHANCER Project,
funded by the European Union and conducted by the International Centre for Migration Policy Development (ICMPD) in
coordination with the Directorate General of Development Agencies under the Ministry of Industry and Technology of the
Republic of Turkiye.




ETKILI ILETISIM VE BEDEN DILI

iletisim, génderici ve alici konumundaki kisiler arasindaki duygu, diisiince, davranis ve bilgilerin aktariimasidir.
iletisim, sdzlii, yazili, sézsiiz (beden dili) dijital, kitle iletigimi gibi genis bir alanda ele alinmaktadir.

iletisim dinamigini en iyi anlatan model olarak Claude Elwood Shannon ve Warren Weaver'in ortaklasa yaptiklari
ve “Enformasyon Teorisi” olarak da adlandirilan “Shannon ve Weaver” modeli denilen asagida agiklanan “Lineer
(dogrusal)” iletisim modelidir. Bu modele “Feedback (geribildirim)” sonradan eklenerek, iletisimin “dongusel”
olarak devamliligi gosterilmistir.

Guniimiizde, ozellikle sosyal medyanin hayatimiza girmesi ile iletisim, dogrusal ve ddngiisel boyutlarina
“yiginsal” etkiyi katmigtir. Yiginsal iletigim ile birlikte hedef kitleler tizerinde olumlu izlenim yaratmaya yonelik
cabalara, yliz yiize, yazil, sozlli ve sézsiiz iletisim ortamlarinin yani sira dijital ortamlar da katilmistir.
Yukaridaki model incelendiginde, modeldeki her bir unsurun iletisimini basarili olmasi igin gesitli 6zelliklere
sahip olmasi gerektigi aciktir. Diger bir deyisle, Harold Dwight Laswell'in 1948 yilinda gelistirdigi iletisim
modeli dikkate alinarak, kaynaktan, hangi mesajin, kime, ne zaman ve nasil bir ortamda, nasil bir tonda (ne
sekilde), hangi arag ile iletildigi ve alicinin nasil algiladigi da 6nemlidir. Ortamdaki giriiltii (engeller) iletisimin
saglikli olarak akigini bozabilir. Ayni zamanda kaynak ve alicinin ayni ortamda (bezer kod iiretme ve agimlama
kulturtinde) olmasi da gereklidir.

iletisim hangi ortamda yapilirsa yapisin, insanlarin bir mesaji aktarirken kullandigi kelimeler, ses tonu gibi
unsurlarinin yani sira, ifadeler, jest ve mimikleri, durusu, giyinisi vb. unsurlarin etkisi iletisimin basarisini
saglamaktadir. Yapilan arastirmalara gostermistir ki, bir konugma sirasinda kelimeler %10, ses tonu %30 etki
ederken beden dili (s6zstiz iletigim) unsurlari %60 oraninda etkili olabilmektedir. Bu bilgi isiginda “etkili iletigimin
bir buttinliik igerisinde gergeklesmesi gerektigini” séyleyebiliriz.

Beden dili, yalnizca yiiz yiize iletisimde kullanilmamakta, glinlimiiz dijital ve yiginsal iletisim ortamlarinda da
onemli roller Gistlenmektedir. Glinimiizde, belirli bir kitleyi etkilemeyi amag edinen kisiler sdylediklerinin etkisini
arttirmak ve desteklemek igin beden dillerini de kullanmaktadirlar. Ustelik beden diline ait dogru kullanim
teknikleri yalnizca daha gok etki yaratmak boyutuyla dedgil, kiiresellesen diinya diizeni igerisinde kdiltiirlerarasi
farkhhklarin giderilmesi, protokol kurallar ve sosyal ortamdaki nezaket kurallarini da igine alacak sekilde

genel olarak kisilerin dogru davraniglar sergilemelerini de saglamaktadir. Bu baglamda beden diline iligkin
konulari; g6z temasi, yiiz ifadesi, bas hareketi, jestler, beden durusu, oturus, karsilama, ugurlama, yakinlik,
yonelis, bedensel temas, dis goriiniis, konugmanin ses tonu ve kelime 6zellikleri seklinde siralayabiliriz.

iletisim cagini yasadigimiz giiniimiiz diinyasinda Etkili iletisim unsurlarinin kisilerce bilinmesi ve uygulanmasi,
bir taraftan kisisel gelisim alani olarak kisinin kendisine gliven duymasi, kendisini dogru yansitmasi ile ilgiliyken,
diger taraftan, profesyonel hayatinda kisinin itibarini ve sayginhgini arttiran 6zellikleri tagimasini saglamaktadir.
Yazili iletisimde ise genellikle e-posta, rapor bilgi notu gibi is hayatinda kullanilan yazili materyallerde herhangi

bir bilginin eksik yazilmamasini saglamaya yonelik olarak bir gazetecilik ve haber yazma teknigi olan:

5N+1K (Ne, Nerede, Ne zaman, Nasil, Nigin ve Kim?)

teknigini kullanmak cok elverisli olmaktadir. Yazinin hitap ettigi kisinin isim ve soy isminin, unvaninin dogru
yazilmasi, protokol kurallarina uygun olarak hitaplarin segilmesi de énemli konulardir. Ote yandan, herhangi bir
sekildeki yazili iletisimde, nezaket, dogru gramerle yazilmis metinler ve yazinin igerigindeki akis, gogu zaman o
yaziya cevap verilmesiyle ilgili siiregleri dahi etkilemektedir. Ayrica kurumsal iletisim unsuru olarak yazigmalarda
kurum ile ilgili bilgiler verilirken bir taraftan kuruma 6zel bilgilerin verilmemesi gozetilirken diger taraftan
kurumun iletisim bilgileri vb. gibi detaylarin verilerek seffaflik saglanmasi gerekmektedir. Bahsedilen tiim bu 6zel
dikkat gerektiren noktalar ile yazigmalar da kurumun ve kisilerin algilanmalarinda dnemli roller Gistlenmektedir.




ETKILI ILETISIM VE BEDEN Dill

Kurumsal iletisim, bir kurulusun i¢ ve dis hedef kitleleriyle kurdugu her tiirlii iletisimi kapsamaktadir. Kurum
igerisinde yatay ve dikey iletisim kanallaryla kurulan, kimi zaman hiyerarsik diizenin de igerisinde oldugu
kurumun igleyisini saglayan iletisim sekillerine “i¢ iletisim” araglari, raporlar, e-postalar, yonetmelikler, proseddirler,
kurum politikalari, is emirleri gibi sekillerde karsimiza ¢ikmaktadir.

Kurumsal iletisimin dis hedef kitlelerle iletisime yonelik boyutlarini ise, Marka iletisimi, Halkla iliskiler, Pazarlama
iletisimi gibi kavramlar gergevelemektedir. Kurumun stratejik iletisimini saglayan halkla iliskiler, hedef kitlesi kimi
zaman tiiketiciler, miisteriler kimi zaman devlet kurumlari veya sivil toplum kuruluslari olan gok genis bir alanda
tasarlanmis kurumsal mesajlarin belirlenmis dogru zamanda ve dogru kanallarla iletilmesini saglamaktadir.
Pazarlama galismalari igerisinde Qriine iligskin boyutu da olan halkla iliskilerin glinlimiizde geldigi en {ist boyut,
itibar Yonetimidir.

Kurumsal itibar = imaj Toplami= (Performans ve Davraniglar) + iletigim
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Sorumluluk James Fombrun’un 6 Itibar Boyutu

Giiniimiizde itibar Katsayisini olusturan 6 boyuta dair cesitli olglimlemeler yapilarak kuruluslar
derecelendirilmekte ve itibari kurum/kurulus listeleri yayinlanmaktadir.

Ote yandan Itibarin Sosyal Sorumluluk Boyutu olarak da Sirdiiriilebilirlik yaklagimi ile hem kisilerin hem de
kurumlarin gelecek nesillere daha iyi bir diinya birakmaya yonelik Sosyal, Ekonomik ve Cevresel boyuttaki
faydalan dikkat alinmaktadir.

Etkili iletisim giiniimiizde, siirdiiriilebilirlik yaklasimi ve itibar Yonetimi kapsamlariyla ele alindiginda, yalnizca
kisilerarasi iletisimi saglayan dodru iletisim sekli olmanin &tesinde, kisi ve kurumlara etik, seffaf, kapsayici
iceriklerle yonelmeyi ve hem kisilerarasi, hem toplumsal hem de kiiresel iletisimde “etkili” olmay saglamaktadir.



EFFECTIVE COMMUNICATION AND BODY LANGUAGE

Communication is the transfer of feelings, thoughts, behaviors and information between the sender and receiver.
Communication is covered in a wide areas such as verbal, written, non-verbal (body language), digital, and mass
communication.

The model that best describes the communication dynamic is the ,Linear” communication model, called the
»Shannon and Weaver” model, which was jointly made by Claude Elwood Shannon and Warren Weaver. It is also

referred to as ,Information Theory”. Adding “Feedback” to this model shows the continuity of the communication
as “cyclical”.

[RECE1VED
Shannon and Wraver’s
‘ SOURCE ‘ ‘ TRANSHITTER ‘ ‘ CHANNEL ‘ Communication Model

NOISE NOISE

Today, especially with social media’s introduction into our lives, communication has added a ,cumulative” effect
to its linear and cyclical dimensions. Along with cumulative communication, face-to-face, written, verbal, and
non-verbal communication environments together with the digital media have participated in efforts to create a
positive impression on target audiences.

When the above model is examined, it is clear that each factor in the model has various characteristics for
communication to succeed. In other words, considering the a model developed by Harold Dwight Laswell in
1948, it is essential that the message of the transmission is clearly conveyed to the receiver at the appointed
time, as well as when and what kind of environment in which the communication occurs and how the
perceiver understands the message. The noise (obstacles) in the environment can disrupt a healthy flow of
communication. At the same time, it is necessary that the source and the perceiver have to be in the same
environment and producing similar communication styles.

No matter in which environment the communication takes place, the effect of gestures, facial expressions,
posture, clothing, in addition to elements such as the words and tone of voice that people use when conveying
a message ensure the success of communication. Research has shown that words count for 10%, voice tone
30%, and body language (non-verbal communication) elements could be effective at a 60% rate. In light of this
information, we can say that “effective communication should take place with integrity”.

Body language is not only used in face-to-face communication but also plays an important role in today'’s digital
and cumulative communication environments. Today, people who aim to influence a certain audience also use
body language to increase and support the effect of what they say. Moreover, the correct techniques of body
language are not only used in terms of creating more impact but also enable people to exhibit appropriate
behaviors in the globalizing world order, with respect for cultural differences, as well as protocol and courtesy
rules in the social environment. In this context, we could list the subjects related to body language as follows: eye
contact, facial expression, gestures, body posture, the way of sitting, greeting, farewell, closeness, gravitation,
physical contact, physical appearance, voice tone of the speech, and features of words used in the speech.

We live in an age of communication. Therefore, knowing and applying effective communication elements
enables self-confidence, self-reflection, and personal development that enables the person to increase their
reputation and prestige in their professional life.

In written communication, it is very convenient to use 5N+1K questions:

5N+1K (What, Where, When, How, Why, and Who?) .




This journalism and news writing technique ensures that no information is written incompletely in written
materials used in business life, such as e-mail and report information notes. Correctly writing the name,
surname, and title of the person to whom the article is addressed, and choosing the addresses in accordance
with the protocol rules are also important issues. On the other hand, in any form of written communication,
courtesy, texts written with correct grammar, and the flow of the article’'s content often affect the processes
related to responding to that article. As a corporate communication element, while providing information about
the institution in correspondence, on the one hand, it is taken care not to give private information about the
institution and on the other hand, it is necessary to provide transparency by giving details such as the contact
information of the institution etc. All these points that require special attention and correspondence play an
important role in the perception of the institution and people.

Corporate communication covers all kinds of communication that an institution establishes with its internal and
external target audiences. The forms of communication that enable the functioning of the institution through
lateral and vertical communication channels in the institution, sometimes in a hierarchical order appear in forms
such as ,internal communication” tools, reports, e-mails, regulations, procedures, corporate policies, and work
orders.

The dimensions of corporate communication for communication with external target audiences are framed by
concepts such as Brand Communication, Public Relations, and Marketing Communication. Public relations,
which provides the institution’s strategic communication, ensures that corporate messages designed in a very
wide area, whose target audience is sometimes consumers, customers, sometimes government institutions or
non-governmental organizations, are transmitted at the right time and through the right channels.

Reputation Management which is the highest dimension of public relations also has a product-related dimension
in marketing studies.
Corporate Reputation = image Total= (Performance and Behaviors) + Communication
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James Fombrun’s 6 Dimensions of Reputation

Today, various measurements are made on the 6 dimensions that has made up the Reputation Coefficient,
according to these dimensions organizations are rated and institution/organization reputation lists are
published.

On the other hand, in the Social Responsibility Dimension of Reputation, with the Sustainability approach, it
is taken into consideration that the social, economic, and environmental benefits of both individuals and
institutions must be considered to leave a better world for future generations.

Today, when effective communication is handled within the scope of a sustainability approach and reputation
management, it is not only the right form of communication that provides interpersonal communication but also
enables people and institutions to be directed with ethical, transparent, inclusive content and to be ,effective” in
interpersonal, social and global communication.
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