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Saglik Sektoriinde Sosyal Medya
Neden Onemli?

Tolga Kayasu

Saglikl
nesiller icin
uretiyoruz!




Lisans — Halkla iliskiler ve Reklamcilik

Yuksek Lisans - MBA ( Tuketici Davranislari ve Kahve Akimlari Tezi )
Ogr.Gov — Beykoz Uni ( YL Ogrencileri ),

Uskidar & Nisantasi & Gelisim ( Lisans Ogrencileri )

Yerli ve yabanci bir cok ajans en son Ogilvy

Bir cok kurumsal marka en son Brandium AVYM

Halen Koperatiff Uluslararasi Reklam Ajansi ( Karadag & Azerbeycan )
Halen Karadag’da Yatirim ve BacktoAnatolia

Karadag Turkiye is Insanlari Dernegi ( Baskan Yardimcisi)

JCI Turkiye ( Baskan Yardimcisi )

JCl istanbul ( 2022 Baskan )

Pozitif Gelisim Platformu ( Kurucu Uye)

Buldan Vakfi ( Danisma Kurul Uyesi )

Ulusal Franchising Dernegi ( Uye)

Hizmet Ihracatcilari Birligi ( Uye )

GENC Turkiye Ihracatcilar Birligi ( TiM ) ( Uye )

1905 Galatasaray Kiiltiir Sanat Dernegi ( Uye )

CHAVER)




Sosyal medya, “insanlar tarafindan 1letisimi kolaylastirmak
amaciyla yaratilan web tabanli bilgi sunan, insanlarin
birbiriyle hikayelerini ve deneyimlerini paylastiklar: temel
sosyal etkilesim kaynaklarindan biridir” (Wright ve
Hinson, 2012: 144)

Sosyal medya, “kullanicilarina karsilikli paylasim imkam saglayan,
kullanicilarinin kisisel veya gruplar i¢inde medya 1¢erigi ’

olusturmasina 1imkan veren dijital medya ve teknolojilerdir”
(Erbaslar, 2013: 6)

CHAVER)



OVERVIEW OF THE ADOPTION AND USE OF CONNECTED DEVICES AND SERVICES

GLOBAL OVERVIEW

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

8.01 .44 5.16 4.76

BILLION BILLION BILLION BILLION

URBANISATION vs. POPULATION vs. POPULATION vs. POPULATION

37.2% 68.0% 64.4% 59.4%

SOURCES:
ADVISORY: COMPARABILITY:

\"[<
NOT COMPARABLE are, (O) MeltWG ter
socidl
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THE COUNTRIES AND TERRITORIES WITH THE LARGEST POPULATIONS

GLOBAL OVERVIEW

CHINA 1,425,849,000 -0.01% 11 ETHIOPIA 124,937,000
INDIA 1,422,027,000 +0.7% 12 JAPAN 123,625,000
UNITED STATES OF AMERICA 339,080,000 +0.5% 13 PHILIPPINES 116,452,000
INDONESIA 276,386,000 +0.6% 14 EGYPT 111,847,000
PAKISTAN 238,126,000 +2.0% 15 DEM. REP. OF THE CONGO 100,607,000
NIGERIA 221,154,000 +2.4% 16 VIETNAM 98,531,000

BRAZIL 215,802,000 +0.5% 17 IRAN 88,844,000

BANGLADESH 172,075,000 +1.0% 18 TURKEY 85,591,000

RUSSIAN FEDERATION 144,694,000 -0.03% 19 GERMANY 83,313,000

MEXICO 127,984,000 +0.8% 20 THAILAND VAWAY X0 0]0

SOURCE: We
are, . <O> Meltwater
social
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GLOBAL OVERVIEW
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Q SOURCE:

THE AVERAGE AMOUNT OF TIME EACH DAY THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

TIME SPENT USING
THE INTERNET

&

6H 37M

YEAR-ON-YEAR CHANGE
-4.8% (-20 MINS)

TIME SPENT LISTENING TO
MUSIC STREAMING SERVICES

1H 38M

YEAR-ON-YEAR CHANGE
+5.4% (+5 MINS)

TIME SPENT WATCHING TELEVISION
(BROADCAST AND STREAMING)

—
3H 23M

YEAR-ON-YEAR CHANGE
+1.5% (+3 MINS)

TIME SPENT LISTENING
TO BROADCAST RADIO

o=
OH 59M

YEAR-ON-YEAR CHANGE
-3.3% (-2 MINS)

TIME SPENT USING
SOCIAL MEDIA

2H 31M

YEAR-ON-YEAR CHANGE
+2.0% (+3 MINS)

TIME SPENT LISTENING
TO PODCASTS

®

1H O2M

YEAR-ON-YEAR CHANGE
+12.7% (+7 MINS)

GLOBAL OVERVIEW

TIME SPENT READING PRESS MEDIA
(ONLINE AND PHYSICAL PRINT)

A
2H 10M

YEAR-ON-YEAR CHANGE
+7.4% (+9 MINS)

TIME SPENT USING
A GAMES CONSOLE

o
1H 14M

YEAR-ON-YEAR CHANGE
+2.8% (+2 MINS)

we
are, . <ODMeltwater
social
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él‘l)\N MOST COMMON LANGUAGES FOR WEB CONTENT

3 SHARE OF WEB PAGES THAT FEATURE CONTENT IN EACH LANGUAGE, COMPARED WITH SHARE OF GLOBAL POPULATION THAT SPEAKS EACH LANGUAGE

GLOBAL OVERVIEW

SHARE OF SHARE OF LANGUAGE SHARE OF SHARE OF

LANGUAGE WEBSITES  POPULATION WEBSITES  POPULATION

ENGLISH PORTUGUESE
RUSSIAN VIETNAMESE
SPANISH DUTCH, FLEMISH
FRENCH POLISH
GERMAN ARABIC

JAPANESE KOREAN

TURKISH INDONESIAN

PERSIAN UKRAINIAN
CHINESE CZECH
ITALIAN THAI

SOURCES: ~ we

are, . {OD Meltwater
socidl

CHAVER )




i OVERVIEW OF SOCIAL MEDIA USE

HEADLINES FOR SOCIAL MEDIA ADOPTION AND USE (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

GLOBAL OVERVIEW

NUMBER OF SOCIAL QUARTER-ON-QUARTER YEAR-ON-YEAR CHANGE AVERAGE DAILY TIME SPENT AVERAGE NUMBER OF SOCIAL
MEDIA USERS CHANGE IN SOCIAL MEDIA USERS IN SOCIAL MEDIA USERS USING SOCIAL MEDIA PLATFORMS USED EACH MONTH

4.76 +0.5% +3.0% 2H 31M 7.2

BILLION +23 MILLION +137 MILLION YOY: +2.0% (+3M) YOY: -4.6%

SOCIAL MEDIA USERS SOCIAL MEDIA USERS AGE 18+ SOCIAL MEDIA USERS FEMALE SOCIAL MEDIA USERS: MALE SOCIAL MEDIA USERS:
vs. TOTAL POPULATION vs. POPULATION AGE 18+ vs. TOTAL INTERNET USERS SHARE OF TOTAL USERS SHARE OF TOTAL USERS

i 11 & J

59.4% 77.8% 92.3% 46.3% 33.7%

SOURCES: We
ADVISORY:
@ ' COMPARABILITY: are oal (O) MeltWCIter

NOT COMPARABLE SOCI
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ACTIVE SOCIAL MEDIA USERS AS A PERCENTAGE OF TOTAL POPULATION (NOTE: USERS MAY NOT REPRESENT UNIQUE INDIVIDUALS)

2023

GLOBAL OVERVIEW

%5501

%e'yl I Vi¥3oIN
%¢'6l NN VAN
%56 NN VNVHO
%8¢ NN viaNi
%17 I |dAO3
%67y I VO I¥4Y HLNOS
%995 I  0000¥0W
%05 TG -/ \aiom
%p°09 I vISINOANI
%€'99 I  anviod
%€ L9 I vINvWOY
%9°0, I 11zvyd
%0 1. I WYNL3IA
%07, I vNIHD
%€ 7. I 10330
%S 7. I saNIddITIHd
%57, I vsn

ANVIIVHL

VISSNY

%L N ooixaw
%0y, I viswo10D
%y N Nvavr
%y I AvL
%69, N viHo320
%S L N v
%50, N vonLyod
%5'8. I VISAVIVW
%€ 6. I viavav 1anvs
%L 6. I vNILN3oNY
%8°6. I anv3u
%508 N 3oNvd
%6°08 I wnionag
%0'18 I vivaLsny
%18 N aNvTvaz MaN
%08 I viuLsny
%78 I N3aams
%1°c8 I aNvTIIZLMS
%8°c8 I »avwNaa
%'y I o
%78 I 0
%578 I NvMIvL
%78 I AVMYON
%L 78 [ 330dvoNIs
%168 N ANvWEED
%9's8 I Nivds
%58 I vavNyD
%1°88 N saNVYT¥HIEN
%6°68 I oNOY ONOH
%0z6 I V330X HLNOS
. . 1vn

we

SOURCES:

ADVISORY:

<OD Meltwater

are,

COMPARABILITY:

NOTES ON DATA

CHAVER )




i'AN THE WORLD’S MOST USED SOCIAL PLATFORMS

3 RANKING OF SOCIAL MEDIA PLATFORMS BY GLOBAL ACTIVE USER FIGURES (IN MILLIONS)

GLOBAL OVERVIEW
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2’32'3 FACEBOOK AD REACH RANKING

COUNTRIES AND TERRITORIES WITH THE LARGEST FACEBOOK ADVERTISING AUDIENCES

#

0]

02

03

04

05

06

07

08

09

10

NOTE:

LOCATION

INDIA

UNITED STATES OF AMERICA

INDONESIA

BRAZIL

MEXICO

PHILIPPINES

VIETNAM

THAILAND

BANGLADESH

EGYPT

SOURCES:

ADVISORY:

TOTAL
REACH

314,600,000
175,000,000
119,900,000
109,050,000
83,750,000
80,300,000
66,200,000
48,100,000
43,250,000

42,000,000

REACH vs.
POP. 13+

28.2%

60.9%

55.4%

61.1%

82.7%

93.5%

83.4%

77.1%

32.3%

52.8%

#

11

12

13

LOCATION

PAKISTAN

UNITED KINGDOM

COLOMBIA

TOTAL
REACH

37,300,000
34,400,000

33,500,000

GLOBAL OVERVIEW

REACH vs.
POP. 13+

23.0%

59.8%

79.0%

14

TURKEY

32,800,000

48.0%

15

16

17

18

19

20

FRANCE

ITALY

ARGENTINA

GERMANY

PERU

SOUTH AFRICA

COMPARABILITY:

CHAVER)

30,400,000
27,950,000
27,350,000
24,500,000
22,850,000

22,150,000

we
are,
social

55.0%
52.9%
74.7 %
33.5%
86.0%

48.9%

<OD Meltwater




wl FACEBOOK'S TOP CITIES
2023

URBAN AREAS WITH THE LARGEST FACEBOOK ADVERTISING AUDIENCES

NOTE: GLOBAL OVERVIEW

# CITY CITY ONLY CITY +40KM CITY ONLY CITY +40KM

01 DHAKA 14,800,000 20,550,000 ISTANBUL /7,700,000 8,750,000

02 DELHI 12,950,000 20,200,000 JAKARTA /7,600,000 16,100,000

03 BANGKOK 10,450,000 15,800,000 KARACHI /7,400,000 8,350,000

04 HO CHIMINH CITY 9,200,000 15,750,000 BOGOTA 6,500,000 /7,500,000

05 LIMA 9,350,000 10,550,000 PHNOM PENH 6,500,000 /7,700,000
06 MEXICOCITY 9,250,000 16,650,000 BANGALORE 6,100,000 /7,700,000
07 CAIRO 8,900,000 15,350,000 LAGOS 5,350,000 6,100,000
08 KOLKATA 8,700,000 12,550,000 HANOI 5,300,000 10,400,000
09 MUMBAI 8,450,000 12,700,000 BAGHDAD 5,000,000 5,350,000
10 SAOPAULO /7,800,000 12,850,000 CHENNAI 4,900,000 5,900,000

SOURCE: : ADVISORY: we

SE. COMPARABILITY: are, . <ODMeltwater

social
(HAVER)
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POTENTIAL REACH OF INSTAGRAM ADS COMPARED WITH POPULATION AGED 13+

INSTAGRAM ADVERTISING

SOURCES:
COMPARABILITY:

JAN
2023




ZJAN INSTAGRAM: TIME SPENT USING MOBILE APP

3 AVERAGE NUMBER OF HOURS PER MONTH THAT EACH INSTAGRAM USER SPENDS USING THE INSTAGRAM APP ON ANDROID PHONES

GLOBAL OVERVIEW

ARGENTINA
INDONESIA
WORLDWIDE
CANADA
SINGAPORE
AUSTRALIA
GERMANY
SOUTH KOREA

| | e | we
@ SOURCE: Lt CONTACT NOT INCLUDE are. = <O>Meltwater

social

CHAVER)



ol TIKTOK AD REACH RANKING

COUNTRIES AND TERRITORIES WITH THE LARGEST TIKTOK ADVERTISING AUDIENCES AGED 18+

#

01

02

03

0%}

(05)

06

07

08

NOTE:

LOCATION

UNITED STATES OF AMERICA

INDONESIA

BRAZIL

MEXICO

RUSSIAN FEDERATION

VIETNAM

PHILIPPINES

THAILAND

TURKEY

SAUDI ARABIA

SOURCES:

COMPARABILITY:

REACH
AGE 18+

113,250,500

109,903,000

82,207,000
57,516,000
54,864,000
49,862,500
43,428,500
40,277,500
29,862,500

26,391,500

REACH 18+
vs. POP. 18+

42.7%

56.8%

50.4%

63.6%

47 .9%

68.9%

58.2%

69.1%

103.3%*

ADVISORY:

11

12

13

14

15

16

V4

18

19

20

LOCATION

IRAQ

EGYPT

FRANCE

JAPAN

GERMANY

COLOMBIA

UNITED KINGDOM

MALAYSIA

ITALY

PERU

REACH
AGE 18+

23,879,500
23,729,500
20,954,000
20,696,000
20,648,000
20,114,000
19,658,500
19,302,500
17,153,000

16,868,500

we
are,
social

GLOBAL OVERVIEW

REACH 18+
vs. POP. 18+

94.5%
34.3%
40.9%
19.5%
29.7%
52.1%
36.7%
77.7%
34.3%

71.6%

<OD Meltwater

CHAVER)




i’éN LINKEDIN AD REACH RANKING

23 COUNTRIES AND TERRITORIES WITH THE LARGEST LINKEDIN ADVERTISING AUDIENCES

GLOBAL OVERVIEW

#

0}

02

03

04

05

06

07

08

(00

0=

NOTE:

LOCATION

UNITED STATES OF AMERICA

INDIA

CHINA

BRAZIL

UNITED KINGDOM

FRANCE

INDONESIA

CANADA

MEXICO

ITALY

TOTAL
REACH

200,000,000

99,000,000
60,000,000
59,000,000
35,000,000
26,000,000
23,000,000
21,000,000
19,000,000

17,000,000

REACH vs.
POP. 18+

75.4%

10.0%

5.3%

36.2%

65.4%

50.7%

11.9%

66.9%

21.0%

34.0%

ADVISORY:

# LOCATION

10= SPAIN

12 GERMANY

13 AUSTRALIA

PHILIPPINES

TOTAL
REACH

17,000,000
15,000,000
14,000,000

13,000,000

REACH vs.
POP. 18+

43.0%

21.6%

67.9%

17.4%

TURKEY

13,000,000

21.0%

16 COLOMBIA

17=  ARGENTINA

17= SOUTH AFRICA

19 NETHERLANDS

20 PAKISTAN

CHAVER)

12,000,000
11,000,000
11,000,000
10,000,000

9,300,000

31.1%

33.3%

27.5%

69.9%

6.8%




él(l)\;g TWITTER AD REACH RANKING

COUNTRIES AND TERRITORIES WITH THE LARGEST TWITTER ADVERTISING AUDIENCES

NOTE:

# LOCATION

01  UNITED STATES OF AMERICA

02 JAPAN

03 INDIA

04 BRAZIL

05 INDONESIA

06 UNITED KINGDOM

TOTAL
REACH

95,400,000
67,450,000
27,250,000
24,300,000
24,000,000

23,150,000

REACH vs.
POP. 13+

33.2%

60.5%

2.4%

13.6%

11.1%

40.2%

07 TURKEY

18,550,000

27.1%

08 MEXICO

09 SAUDI ARABIA

10 THAILAND

SOURCES:
ADVISORY:

COMPARABILITY:

17,200,000
15,500,000

14,600,000

17.0%

54.5%

23.4%

#

11

12

13

14

15

16

17=

17=

19

20

LOCATION

GERMANY

FRANCE

PHILIPPINES

SPAIN

CANADA

SOUTH KOREA

ARGENTINA

NETHERLANDS

CHINA

EGYPT

TOTAL
REACH

14,100,000
13,700,000
11,800,000
10,850,000
10,400,000
9,800,000
/7,550,000
/7,550,000
/7,250,000

5,800,000

GLOBAL OVERVIEW

REACH vs.
POP. 13+

19.3%

24.8%

13.7%

25.8%

31.1%

20.9%

20.6%

49 4%

0.6%

7.3%

we
are, , <OD Meltwater
social




Nedir bu sosyal medya ?

Paylasim sikligi nasil olmali ?

2 gunde bir post veya reels
Gunde 1 kere story




Nedir bu sosyal medya ?

- Story paylasmak, reels ve post arasindaki farklar nelerdir ?

How it Works

Q Search

@ IGTV @ Shop Style Comics TV & Movig

€8 Lhml vy dusee s shany

.....

®

Q




Nedir bu sosyal medya

- Story paylasmak, reels ve post arasindaki
farklar nelerdir ?

Creating Reels

Select Reels at the bottom of the Instagram camera. You'll see a variety of creative
editing tools on the left side of your screen to help create your reel, including:

® Audio: Search for a song from the Instagram music library. You can also use
your own original audio by simply recording a reel with it. When you share a
reel with original audio, your audio will be attributed to you, and if you have a
public account, people can create reels with your audio by selecting “Use
Audio” from your reel.

° AR Effects: Select one of the many effects in our effect gallery, created both
by Instagram and creators all over the world, to record multiple clips with
different effects.

° Timer and Countdown: Set the timer to record any of your clips hands-free.
Once you press record, you’ll see a 3-2-1 countdown, before recording
begins for the amount of time you selected.

) Align: Line up objects from your previous clip before recording your next to
help create seamless transitions for moments like outfit changes or adding
new friends into your reel.

Y Speed: Choose to speed up or slow down part of the video or audio you
selected. This can help you stay on a beat or make slow motion videos.

?

All of our product features were designed with you in mind.

MESSENGER

Send messages, photos, and videos across
Instagram and Facebook.

REELS

Create, share, and watch short videos with
audio and effects.

SHOPPING

Browse the latest trends from your favorite
brands and creators.




Nedir bu sosyal medya ?

- Profesyonel pano nasil yonetilir ?

o4

< L4 Professional Dashboard O

YOUR TOOLS AND BESOUSCES Grow Your Business

Professional e
0
@ WS S00K 800 Dashboard G
..J Postt  Foliowers  Folioming @&mw
$3738 Campbed 0 wonstizaton Activity

Sereadrg DO ¥y tyough mrdhiness : Track Your Performance

You reached 200K accounts in the st 30 ® SetUpiotv M"_
days, +5% compared 10 Aug 1 - 31

Sco Al Tools

Stay Informed
.I......||||\I|.....||||.luh

Seo 1o and best practices from the

Seo AR insights




Profesyonel pano nasil yonetilir ?

il 4G @'
4 O < istatistikler

Son 30 Giin v
ARACLARIN VE KAYNAKLARIN

Profesyonel Pano
dh

Performansini Takip Et Yakinlarda One Gikanlar

Son 30 giinde 408 hesaba eristin. 16 Mar - 14 Nis ile 16 Mar - 14 agtirildiginda son 30 guin

icinde +26,

karsilastirildiginda +14,2%.

Genel Bakis

408

Erisilen Hesap

48

icerik Etkilesimi
Tim istatistikleri Gor N

isletmeni Biiyiit 602

Toplam Takipgi

A Tanitimlar
Paylastigin igerikler

Markali icerik Araglarini Ayarla

bir 1 21 Hikaye

(&) i de

Instagram'da Aligveris'i Ayarla
Urunleri etiketle ve bir m

(A Q

aldin.

CHAVER)

< Hedef Kitle

Son 30 Giin v

Bliyuime

Toplam
e Takipler

Takip Etmeyi Birakmalatr

Baslica Konumlar
istanbul (N
Izmir
Ankara
Denizli

Podgorica

Yas Araligi umii  Erkekler

13-17

Ulkeler

Kadinlar




