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Introduction 

The Justice and Development Party’s (AKP) coming into power after the November 2002 

elections moved many stones in Turkey, including the media structure. It was the first time 

in two decades a political party managed to form a government outside a coalition. Then 

again, AKP was the first party coming to power from Islamist margins. Therefore, the AKP’s 

election victory actually marks a transformation of the capital structure in Turkey for the 

benefit of Islamic or so called ‘green capital’.1 This meant that the established capitalist class 

which was also Kemalist, secular and supporting the Army’s historical positioning in the 

political and security arrangements of various governments in Turkey could no longer sustain 

its dominance in economy and politics since it no longer had the capital to do so. It was the 

growing green capital that brought the AKP to power and it was again the same circles that 

benefited most from the AKP’s policies.   

However, this doesn’t mean that the AKP represents a breakdown in all political spheres. On 

the contrary, the AKP government’s policies were not in conflict with the imperatives of 

neoliberalism which were also adopted by previous governments. Until 2006, it successfully 

implemented policies on areas such as banking restructuring, depth and public expenses 

management regime, fiscal balancing, social security without getting into conflict with the 

neoliberal order (see Öniş and Güven, 2010). These economy oriented measures triggered 

an unprecedented economic growth until 2007.  During this period, the AKP also gained 

popular support for its democratisation policies implemented in the context of the EU talks.  

What we want to mainly look at in this study is the AKP’s approach to media, which has also 

been different than its predecessors. In the history of Turkish politics, there has not been 

any government that was this much directly involved in how media operates.2  It would be 

fair to argue that AKP was the first government trying to establish a media for its own, the so 

called ‘AKP media’, through adopting a strategic policy since the establishment of ‘a new 

media architecture’ in Turkey in the 1980s (Adakli, 2009a and 2009b). It aimed at 

constructing a pro-AKP media through promoting the burgeoning of the green capital in the 

media sector. This process accelerated in 2005 following the handover of the infamous Uzan 

                                                 
∗ Both are Assis. Prof. at Ankara University, Faculty of Communication, Turkey. 

1
 See Demir et al, “Anatolian Tigers or Islamic Capital: Prospects and Challenges”, Middle Eastern Studies, 

Vol.40, No.6, November 2004, pp.166–188 

2
 This echoes the famous Italian political figure, Silvio Berlusconi.  However, although we think that Berlusconi’s 

position is similar to AKP and its leader Erdogan, the Turkish case is  still not the same. Berlusconi himself is a 

media owner and has a popular support. This is not the case for Recep Tayyip Erdogan.  
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Group’s3 media assets to various other business groups. Pro-AKP business proprietors, 

whom were actually operating in other sectors, entered the media market one after another 

either through winning public tenders or establishing new media organisations. 

In this process of the strategic reorganisation of the media market, the AKP government has 

also restructured the TRT. However, dealing with the Corporation did not turn out to be as 

easy as dealing with private media. Only after the appointing of a controversial figure to the 

Director General post in November 2007 the Corporation started operating in perfect 

harmony with the policies of the AKP. Before the general elections in July 2007, the AKP 

announced that the restructuring of the TRT will also be completed by 2010 in accordance 

with its ‘EU road map’. Accordingly, the new TRT Law came into force in June 2008, a year 

after the AKP’s second election victory and was a win-win situation for both the government 

and the new TRT administration.  

The Director General gained more powers with the new Law and the Corporation granted 

with the option to outsource its operations, including its broadcasting services as well as its 

advertising division. The TRT administration benefited from the new powers and flexibility 

deriving from the amended regulatory framework and started launching new services one 

after another. Among these services, webcasts in 30 languages on its new internet platform 

TRT-World launched in November 2008, a full day TV channel in Kurdish in January 2009, and 

two radio broadcasts in Kurdish and Armenian in April 2009, a new international news TV 

channel in May 2009. All of these new services somehow fit well with the democratic criteria 

of the EU and therefore strengthened the government’s position vis-à-vis the EU (Sumer, 

2010). 

We argue in this paper that the TRT under the AKP leadership is increasingly becoming a 

strategic actor in the Turkish broadcasting market and forces the market to self-regulate 

itself, which has never been the case before. This, in return, strengthens the AKP 

government’s hand to regulate the broadcasting market in an indirect way, by allowing more 

polarisations between the AKP supporting media and the anti-AKP media. The TRT’s recent 

operations also push the regulator Radio and Television Supreme Council (RTUK) to change 

its regulatory approach to some issues since some of the provisions in the Broadcasting Law 

as well as in the various directives of RTUK became redundant after the TRT’s operations. 

Among these operations, we specifically focus on the two recent initiatives of the TRT.  

                                                 
3
 The Uzan Group was one of the major players in the Turkish media sector owning the second biggest mobile 

phone operator Telsim, seven radio stations, two television channels and one daily newspaper. All of its assets 

were seized  in February 2004 in return for its debts due to its siphoning of around US$6 billion from its bank. 

Turkey’s biggest media group Doğan Holding acquired Star TV in September 2005. Its newspaper Star is now 

owned by a name very close to the AKP government and Telsim is now owned by Vodafone. European and 

American listeners may be familiar with the Uzan Group due to Motorola v. Uzan Case where Nokia and 

Motorala filed racketeering charges against the Uzan family in U.S. Federal Court, accusing them of carrying out 

an elaborate scam.  See, “Not Just Business As Usual”, 27 July, 2003, TIME, Available at: 

http://www.time.com/time/magazine/article/0,9171,471150,00.html#ixzz0xAUzZRPo 
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The first one is the beginning of the TRT to outsource more than half of its available 

broadcast advertising slots as of June 2009. This is very significant since for the first time in 

the history of the Corporation, the TRT got in to search for increasing its advertising 

revenues by employing a very radical strategy. As a result of this outsourcing operation, the 

TRT will double its advertising revenues without putting any effort. Given the current impact 

of the global economic crisis, this strategic move of the TRT’ needs further attention. Then 

again, this move is also very significant given the dynamics of the broadcasting market in 

Turkey.  

The second initiative of the TRT, which is in fact very much related to the first one, is the 

Corporation’s decision to withdraw from the audience measurements of the AGB Nielsen in 

January 2010 and get into a search for establishing its own audience measurement system. 

Through its lobbying, the TRT managed to force the AGB Nielsen and its contractor Turkish 

Audience Research Board (TIAK) to reorganise themselves. Then again, as we argue, once 

this new system is launched, it is very likely that other broadcasters complaining about the 

current audience measurements will also withdraw and move to the new organisation. This 

will be the point where we assume that a decisive polarisation between broadcasters as well 

as advertisers will take place.  

In looking into these two recent developments, we will first give a brief history of the 

Corporation’s status in broadcasting in Turkey by particularly focusing how it responded to 

the changing broadcasting environment in Turkey in the 1990s.  We will look into its 

restructuring projections in the late 1998s, present some basic data on its revenue sources, 

how much it earns and where it spends its budget and portray its administration’s relations 

with the AKP government.  We will then give a brief overview of the television advertising 

market in Turkey and discuss the TRT’s position.  We will conclude after analysing the 

controversy over TRT’s outsourcing of its advertising sales and its rage against the AGB 

Nielsen’s audience measurements in Turkey, which concluded with the corporation’s 

withdrawing from the system to establish a new   system in Turkey.  

 

Brief historical overview of the TRT: From monopoly to competition 

It is commonly assumed that one of the distinctive features of public service broadcasting 

(PSB) is its non-commercial nature and its operations out of the market dynamics. However, 

all around Europe, PSBs have also been subjected to increasing marketisation and 

commercialisation since the 1980s due to the consequences of neoliberalisaton processes. 

The TRT in Turkey was not an exception. 

The TRT established in 1964 enjoyed a monopoly in broadcasting until 1990. Although the 

TRT’s public service remit was enshrined in the Constitution, due to various socio-cultural 

and political differences in context in which broadcasting emerged was different than West 

Europe, the ‘public service’ ethos could never flourish in Turkey. TRT’s lack of financial and 

managerial autonomy apart from a few years in the early 1970s, never ending political 
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pressures, managerial controversies, and allegations of corruption disabled the Corporation 

to operate as a broadcaster for the public. The future of public service broadcasting was 

never an issue of debate in Turkey even in the late 1980s when the impact of neo-liberalism, 

commercialisation, standardisation etc. on European broadcasters was heatedly debated. 

Therefore, the repercussions of the transformation of the broadcasting market in Europe 

hitting Turkey in the early 1990s made the inherent problems of public service broadcasting 

in Turkey more visible and severe. 

Turkey’s introduction to neoliberalism began with the launch of the 24 January 1980 

austerity programme of economic restructuring, which was in fact a hegemony building 

project (Tunay, 1993).  Not surprisingly, the programme was followed with a military coup in 

12 September 1980, and in the pos-coup era Turkish media industry was also reconfigured. 

This meant the involvement of big business groups in the media sector for the sake of profit 

maximisation (see Kaya, 2009). As a result, throughout the 1990s, Turkey witnessed the 

mushrooming of privately owned broadcasting channels, which changed all the dynamics 

between the government and the media. These privately owned broadcasters accumulated 

their additional revenues in an unregulated and unsupervisioned media environment. This is 

particularly important since the business groups operating in broadcasting media actually 

used their powers deriving from owning media, either be it a newspaper or a TV channel, to 

gain advantage in the privatisation tenders of various public enterprises in the energy, 

construction and banking sectors. Consecutive governments encouraged this process and 

fostered the construction of this new media architecture in order to sustain their political 

bases. (Adakli, 2006)  

This process was particularly destructive since there was no balancing public service 

broadcasting culture against the marketisation dynamics. In the midst of increasing audience 

fragmentation, the Turkish public service broadcaster TRT did not even attempt to question 

its role and respond to ongoing changes in the broadcasting environment almost for a 

decade. This negligence of the Corporation resulted in a gradual decreasing of its audience 

share, which has never been more than 10 per cent for its first TV channel in the last two 

decades. To put it differently, the public also turned its back to the TRT over the years.  

There are of course various reasons of the TRT’s absolute negligence of the introduction of 

private television4 in 1990.Commentators argue that it is either because the TRT could not 

envisage how quickly new entrants might flourish in this newly emerging broadcasting 

market, or might be due to its false assumption that its status as a public service broadcaster 

is safe (see Çelenk, 2005: 129).  In the end, the Corporation was dually funded by advertising 

as well as by the tax levied on all electricity bills and the sales tax levied on the purchases of 

radio and television sets. It could also ask for additional funding through allocations from 

                                                 
4
 We prefer to say ‘private’ television rather than ‘commercial television’ since the TRT has also been comercial 

in a sense from the very begining. If allowing advertising on public serce broadcasting is and indication of 

commercialisation, advertising on radio was introduced in the early 1950s and television in the early 1970s in 

Turkey.  
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general budget if needed. Then again, the Corporation awkwardly retained its state 

monopoly in broadcasting granted to it by the Constitution until July 1993 and a new law to 

regulate fast mushrooming of private broadcasters could only be introduced in April 1994. 

Therefore, the TRT had no legal ground to respond to the changing broadcasting 

environment since there was no indication on how things would evolve. But, most 

importantly, the decision to enable the TRT to adapt itself to the recent changes was in fact a 

political one and at that time in Turkey there was no political will to do so. During the period 

from 1991 to 1994,  which was significant in the transformation of broadcasting market in 

Turkey, the TRT’s status was only discussed at times when tensions in the management level 

of the organisation arose or when various political circles voiced their discontentment with 

its programme output (Kejanlıoğlu, 2004: 372). 

Competition meant a sharp decline in advertising revenues and loss of the audience of the 

TRT, but during the second half of the 1990s, it also meant the loss of skilled broadcasting 

labour to the rival private broadcasters which in return influenced the TRT’s programme 

output very negatively (Çaplı and Tuncel, 2005). It was only in 1998 when the TRT 

administrative cadres realised that something had to be done to prevent it from becoming 

an organisation which spends more than it earns and has no credibility in the eye of the 

public.  

In 1998, the TRT management commissioned McKinsey & Company to develop a new 

organisational structure. McKinsey & Company came up with a report after four months of 

research and investigation within the TRT. However, this restructuring project could not be 

fully realised since no change was made in the TRT Law to make decision-making in the 

corporation less hierarchical and strengthen the TRT administration’s authority to execute 

the required changes. The financial cost of the project also became the target of the political 

circles. As of May 2001, the TRT spent US$6.2 million for the restructuring programme and 

the final budget was predicted to amount to US$30 million.  

Following the then Director General’s resignation in 2003, the corporation was dragged into 

a very severe management crisis and restructuring plans were lost and forgotten.  A new DG 

was appointed in January 2004, but he was forced to retire in August 2005 due to allegations 

of misconduct and ongoing conflicts with the AKP government. After his retirement, the 

Corporation was run by a deputy until the appointment of a new DG, İbrahim Şahin, in 23 

November 2007.   

The long waited regulatory amendments to the TRT Law that would pave the way for the 

restructuring of the Corporation were finally realised in June 2008. Some key changes were 

as follows: 

• TRT could now sign contracts and protocols with national, regional and local 

radio and television broadcasters. In doing so, the Corporation could sell or buy 

news, programmes and services. This would enable the TRT outsource some of 

its services.  
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• The number of the departments in the Corporation was reduced either by 

abolishing some departments or by joining the related ones. This would make 

the decision process less hierarchical.   

• Regional offices would now be closed; office and news desks associated with 

the central administration would be set up. This centralised the operational 

structure of the Corporation.  

• The Coordination Board mediating between the Director General and the 

Executive Board in setting the internal strategies and policy for the TRT would 

be abolished. This would strengthen the powers of the DG.   

• The Council of Ministers would now have the authority to change the co-

director members of the Executive Board. This would enable the government to 

get directly involved in the decision making processes.5  

• Personnel recruitment was limited. 

• Personnel eligible for retirement would be encouraged to retire with an extra 

30 per cent retirement benefit to be paid.  

Following the amendments to the TRT Law, the new administration started executing radical 

changes in the operations of the TRT. The managerial and administrative changes, the launch 

of dozens of new TV and radio channels and outsourcing of some of the TRT’s key 

broadcasting services such as its news channel quickly became centre of criticism, 

particularly by the CHP in opposition. One of the reasons why the new services were 

criticised was the increasing cost to finance these operations. The AKP government tried to 

increase the TRT’s revenues by increasing its sale tax share collected from all sorts of 

receivers. However, this arrangement was also brought to Court by the opposition CHP. 6 

For us, the TRT’s expansion of its services is in fact a reallocation of its sources since most of 

its new channels are actually rebranding of its former channels under more thematic 

services. What is new is the increasing outsourcing of its programmes, particularly its new 

news services.   

Then again, what is difficult to understand here is the possible future projection in which the 

new administration carries out these new services and changes of organisation of the 

existing services. In the end, the TRT may lose its share from the electricity revenues in the 

near future and more importantly the AKP may not win the next general election to be held 

in 2011 or may have to form a coalition with another party. Therefore, this is the first TRT 

administration that relies heavily on the existing political arrangements in executing its plans 

                                                 
5
 This is particularly important since it made the AKP governemnt a direct controller of the TRT administration. 

Art 2954/11. 

6
 See, Şükrü Kızılot, “Radyo ve TV'den alınan ‘Deli Dumrul vergisi'ne dur denildi”, Hurriyet, 9 August 2010. 
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and projects a future for its own without calculating the possible consequences of the 

changes that may occur in the political arrangements of the country.   

 

Television Advertising Market in Turkey 

Turkish economy has been growing steadily since the AKP’s coming to power in November 

2002. This clearly reflected on the size of the advertising market which in fact grew larger 

than the economy itself. However, considering that the share of the advertising expenditure 

in GDP in Turkey has always been lower than its European counterparts, the growth in the 

advertising market may not be seen as significant. Nevertheless, this growth is important in 

the Turkish context where domestic political and economic instabilities in Turkey used to 

hinder growth in advertising until the AKP came to power. Of course, we don’t suggest that 

no crisis occurred since the AKP. On the contrary, particularly since 2005, there have been 

various political crises, but these domestic crises did not reflect on the advertising 

investments behaviours of the companies as much as they used to be. In fact, the number of 

companies advertising increased over the years. For instance, in 2005 there were 15 

thousand companies advertising and this reached 17 thousand in 2007 and the number of 

brands advertised raised from 17 thousand to 19 thousand. 

Then again, although Turkey is also influenced by the 2008 global economic crisis, the 

advertising market still achieved a 3.4% growth in 2008 with $2,620 (in 2007 the market size 

was estimated to amount $2,531 million). In order to explain this we need to look at how the 

crisis influenced Turkey different than countries in Europe and recent trends in the Turkish 

economy. However, the serious blow came in 2009 and the market size contracted 14% and 

decreased to $1.8 million from $2.7 million in 2008.  This is more than the 11.1% decline in 

West-Europe and less than 23.1% decline in Central and Eastern Europe as according to 

ZenithOptimedia’a records for 2009 v 2008 change in advertising expenditures.  
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As might be expected, television and newspapers continue to be the first two segments 

where the bulk of advertising expenditures are directed to. In 2008, 50% of all advertising 

amounting TL 3, 367.7 million were aimed at television with print media following it with 

33%. This time, in 2009, 48% of all advertising amounting TL 2, 972 million were aimed at 

television and print media got 30% share. However, when we compare the two consecutive 

years, we see that a 15-16% loss in TV broadcasting advertising revenues occurred as a result 

of the crisis.  
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Where the last two years ad spends by segments is concerned: 

 

 

The situation in Turkey gets complicated when we look at who get what from the advertising 

market. As we see, it is the Doğan Media Group (DYH) owned by Turkey’s biggest media 

tycoon Aydın Doğan, getting the biggest share of the broadcasting advertising revenues. 

DYH’s revenue share amounted to 40% of the broadcasting advertising revenues in 2007 and 

41% in 2008. Considering that audience figures are an important determinant of success for 

advertising revenue we again see that the main two national TV channels of the Doğan 

Group – Kanal D and Star TV - lead the market.  The Group’s TV channels' total rating 

(excluding the thematic channels) rose from 14.1% in 2005 to 23.6% in 2006 on a full day, 

target audience basis and from 15% to 25.5% on a prime-time basis after it bought Star TV in 

2006. This expansion trend continued over the years. The joint prime time audience share of 

Kanal D and Star TV amounted to 28% in 2007, 26% in 2008 and 28% in 2009.     
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These above indicators clearly reveal the general view of the broadcasting market. However, 

the actual politics behind the structure of the Turkish broadcasting market can only be 

understood on the basis of how these indicators are instrumentally used by the actors of the 

media industry. As we noted earlier, since 2005, politics influenced media in such a way that 

a kind of AKP supporting media v Anti-AKP media polarisation occurred. As of today, TV 

channels ATV, STV and Kanal 7 represent the AKP supporting camp whereas Kanal D, Star TV 

and Show TV are in the Anti-AKP camp. Clearly, they all fight for the same advertising cake, 

of which Dogan Group’s channels get the lion share. Therefore, getting a higher audience 

share is important for all of them.  
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Table: National TV Ownership and control* 

 

Channel Brand Media Group   Owner 

KANAL D Doğan Media Group Aydın Doğan 

CNN TÜRK Doğan Media Group Aydın Doğan 

STAR Doğan Media Group Aydın Doğan 

TNT  Doğan Media Group Aydın Doğan 

SHOW Çukurova Group Mehmet Emin Karamehmet 

SKYTÜRK Çukurova Group Mehmet Emin Karamehmet 

NTV Doğuş Group Ferit Şahenk 

CNBC-E Doğuş Group Ferit Şahenk 

KRAL TV Doğuş Grubu Ferit Şahenk 

BLOOMBERG Ciner Group Turgay Ciner 

HABERTÜRK Ciner Group Turgay Ciner 

TV8 MNG Holding Mehmet Nazif Günal 

FLASH TV Göktuğ Elektronik Yay. A.Ş. Ömer Göktuğ 

CİNE5 TMSF TMSF + Erol Aksoy 

24 Star Medya Yayıncılık A.Ş Ethem Sancak 

ATV Turkuvaz Group Ahmet Çalık 

FOX İhlas Group (News Corp. % 25] Lale Cander [Rupert Murdoch] 

KANAL7 Yeni Dünya İletişim A.Ş. Zekeriya Karaman 

KANALTÜRK İpek Group Hamdi Akın İpek 

STV Samanyolu Group Fethullah Gülen 

TGRT HABER TV İhlas Group Enver Ören 

TRT Public ownership DG: İbrahim Şahin 

TVNET (Local) Albayrak Group Ahmet Albayrak  

* Grey areas are representing the pro-AKP groups (Source: adapted from Adakli, 2009b) 

 

TRT’s Position in the Advertising Market 

TRT’s current position vis-à-vis its private rivals in this context is interesting, because it 

started directing its attention to the advertising cake, which was not the case before. TRT’s 

main revenue source has always been the tax levied on electricity bills and followed by the 

revenues received from the sales tax collected from all sorts of broadcast receivers. 

However, over the years, the Corporation turned out to be a money eating machine, of 

which majority of its revenues were spent for personnel and running costs, not for 

programming. Moreover, political reactions against financing the TRT through state 

subsidiaries, especially through a 3.5 per cent revenue share that the Corporation receives 

from the electricity bills, gradually turned into an organised lobbying by the corporate actors 

of the electricity market in 2002.  
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It was mainly the Union of Chambers and Commodity Exchanges of Turkey (TOBB) and the 

Electricity Market Regulatory Authority (EPDK) lobbying against the TRT’s revenue share. 

TOBB in its report published in February 2002 stated that the average cost of industrial 

electricity consumption in the EU member states is 4.3 per cent whereas in Turkey it is 6.5 

per cent and argued that the TRT’s share is one of the reasons of the high energy costs in 

Turkey. Then again, in August 2002 the head of EPDK sent an official letter to the Office of 

Prime Ministry stating that the TRT subsidiary provided from the electricity market should be 

terminated since it is not a real, but an ‘artificial’ cost imposed on the market and this is not 

acceptable. The AKP government could not turn a blind eye to this fierce lobbying and 

reduced the TRT’s share to 2.0 per cent in February 2003. This reduction meant an 

approximately US$147.5 million annual loss in the TRT’s revenues. The then director General 

of the TRT resigned from his post a month after the AKP government’s decision. 

 

Share of total revenues (%) Source of 
revenue 2003 2004 2005 2006 2007 2008 

Tax on 

electricity 

65,11 53,36 50,11 55,51 57,15 60,38 

Sales tax 16,99 24,22 35,39 33,47 33,14 32,50 

Advertising 11,93 13,90 8,70 7,00 6,31 3,94 

Budget 

revenues  

(TRT-INT) 

0,62 3,03 1,81 1,24 0,94 0,71 

Other 5,35 5,49 3,98 2,79 2,46 2,47 

Total net 

İncome (€) 

210.241.060,54 233.337.796,88 315.215.830,66 295.909.129,93 343.487.801,51 352.920.412,06 

Table. Net Income of the TRT – Breakdown by revenue source (2003-2008) (TRT, 2009) 

 

Share of Total Expense (%) Type of  

expense 2003 2004 2005 2006 2007 2008 

Personnel 47,60 47,37 54,22 59,67 59,97 50,22 

Programming 36,98 35,21 32,96 29,09 28,86 37,02 

Running Costs 6,79 9,00 4,72 3,84 3,84 5,11 

Other 8,64 8,42 8,10 7,40 7,32 7,64 

Total  

Expenses (€) 

248.229.766,91 280.128.941,07 299.744.787,56 244.914.067,13 289.314.859,81 287.659.665,22 

Table. Expenditure of the TRT – Breakdown by type of costs (2003-2008) (Source: TRT, 2009) 

 

Above indicators confirms that the TRT relies heavily on tax revenues and spends most of its 

budget to personnel and running costs. The amount that the Corporation invested in 

programming has been gradually decreasing until 2008. Then again, the new administration 

has been heavily criticised for commissioning/outsourcing or buying increasing percentages 

of its programmes in the last two years (see TRT, 2007, 2008, 2009). 

TRT’s advertising revenues also gradually decreased in the last decade. Therefore, if at some 

point its share in electricity revenues is scrapped altogether, which is in fact very likely, the 

Corporation’s position in the broadcasting market will not be any different than its private 

rivals in terms of their fight for getting the biggest share of the advertising revenues. 
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Considering that private broadcasters are subsidised by their parent company’s businesses in 

other sectors and the size of their broadcasting operations are much smaller than the TRT, it 

will be very difficult for the TRT to survive in this market.   

 

The Controversy over TRT’s New Advertising Sales Deal 

Although the new administration has been delivering statements to the press that their 

interest in increasing their advertising revenues has no commercial nature and they in fact 

aim at decreasing the Corporation’s burden on the allocation of the public resources, the 

recent initiatives of the TRT in the areas of advertising and audience measurements make us 

think that there has to be an underlying commercial motive considering that the recent 

economic crisis resulted in the reallocation of all sorts of resources as well as a cut down in 

general spending. However, we still don’t know the full strategic implications of the TRT’s 

recent moves in the broadcasting market.  

The TRT, which has never had the intention or been able to pursuit an active strategy in 

advertising, first established a new `Advertising, Design and Publicity’ department following 

the amendments to its law in June 2008. Following this, it outsourced the advertising sales of 

more than half of its available advertising slots7 in March 2009 to Veritas Media and 

Advertising Services Company, which became the winner of the tender opened by the 

Corporation. Veritas was in fact the only company joined to this tender. According to the 

protocol signed between the TRT and Veritas in June 2009, Veritas agreed to pay the TRT 

TRY60 million a year for three years. In June 2009 Veritas legally modified its company status 

and became Media Sales and Marketing House (Akdeniz Medya). During this operation, the 

main shareholders of the company were also changed. Ströer Kentvizyon, which controls the 

outdoor advertisements of the TRT as well as the Ankara Municipality and is known to be 

very close to the AKP government, indirectly became the main shareholder.8 The CHP 

brought this operation in front of the Court and argued that Akdeniz Medya could not pay 

the amount it promised the TRT. According to CHP, the payment plan was changed with an 

additional protocol signed in June 2009 and the first year payment decreased to TRY40 

million from 60 for the first year and the second and third year payments were increased to 

TRY70 million. Although the TRT administration tried to justify this additional protocol on the 

basis of its withdrawal from the AGB Nielsen’s audience measurement listing, this cause was 

enshrined to the additional protocol. In fact, the TRT publicly announced its withdrawal from 

the current audience measurement system in January 2010, much later the signing of the 

                                                 
7
 The TRT administration has announced that it will outsource 37.2 thousand minutes among 74.4 thousand of 

its TRT-1 TV Channel’s  available advertising slot.  This was only for the television.   

8
 Hurriyet, “Büyükşehir Belediyesinin billboard hortumu”, 10 December 2006. 
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protocol. Therefore, it is understandable why the connection between the TRT 

administration and Akdeniz Medya attracted the opposition party CHP’s attention.9 

The TRT’s deal with the Media Sales Company is based on a 0.5 audience share for the TRT 1. 

This means that as long as the TRT1 gets an audience share as low as 0.5, Media Sales 

company will have to pay the agreed amount to the TRT reaching almost TRY60 million a 

year for three years. Considering that the TRT’s 2009 advertising revenues for its first TV 

channels was only half of this amount, the Corporation managed to double its advertising 

revenue for its first channel without throwing any stone.  Additionally, according to this deal, 

if the TRT’s channels get higher audience shares, the amount that Akdeniz Medya has to pay 

back will increase. Sponsorship and barter deals are also left outside the deal and 

advertisement revenues of special broadcast events such as Olympic games, football super 

league and Eurovision will be paid differently to the TRT. In every case the TRT will increase 

its shares and will earn much more if its ratings increase. The only issue left for the 

corporation is to increase its ratings.  

 

TRT’s Rage Against the  AGB Nielsen Ratings  

Audience ratings were first measured in Turkey in 1989 by AGB Anadolu, which became AGB 

Nielsen in 2004. As of today, its panel represents the urban Turkish population with 2500 

households with 3,636 people-meters installed.10 Its contractor is the Turkish Audience 

Research Board (TIAK), which is originally a committee set up 1992 under the International 

Advertising Association (IAA) Turkey branch. Its members consist of representatives from 

broadcasting and advertising sectors.    

Allegations of misconduct against AGB Nielsen have been on the press since 2008. These 

allegations were mostly directed by the TRT, entertainment producers and also broadcasters 

known to be close to the AKP government. They mainly accused the AGB Nielsen for 

accepting bribery to change the ratings results and handing over the panel lists to either 

some producers or channels. Then again, the TRT mainly complained about the panel size of 

the AGB Nielsen and suggested that although its channels are mainly viewed in smaller cities 

in Anatolia, due to the panel selection its ratings always appear to be very low.  

In June 2009, the TRT applied to the Competition Authority for the prevention of misconduct 

against TIAK and AGB Nielsen.  After assessing the case, the Competition Authority 

concluded that although TIAK should change its organisational structure, there is no 

sufficient ground to set up an inquiry against AGB Nielsen. TIAK, in return, organised a new 

tender in October 2009 and commissioned the audience measurements to TNS Market 

Research, a so-called ‘new’ company. We later learned that TNS was actually acquired by 

WPP Group in October 2008, which has institutional affiliations with Nielsen. But, TIAK 

                                                 
9
 Cumhuriyet, “CHP, TRT’nin peşini bırakmıyor”, 31 July 2010. 

10
 Its measurement universe covers 49,800,377 individuals aged 5+ representing urban population.  
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improved its organisational structure and became a company. Therefore, it now has to have 

an executive board and meet on a regular basis. Moreover, its deliberations need to become 

more transparent.  

However, the outcome of the Competition Authority’s verdict did not convince the TRT. By 

going to a tender for establishing a new audience measurement system in August 2009, it 

unofficially cut off its relations with TIAK. SBT Analysis won the TRT’s tender. The conditions 

of this tender were also brought to Parliament by CHP MPs since the agreement covered 

only one year, the TRT guaranteed to cover half of the SBT Analysis’ investment costs and no 

experience in the field was sought after. However, no official application was brought to 

court for the annulment of this tender. The company’s initial panel will cover 15 cities and its 

first data set measuring the last three months of 2010 is expected to be announced by the 

beginning of 2011.  

 

Conclusion 

With these two interrelated initiatives, the TRT for the first time in its history is attempting 

to become a key player in the broadcasting market. Of course, this role the TRT envisages for 

itself will become only evident if the other players support the TRT’s position.  We argue that 

this is very likely since the AKP government supports the TRT and the remaining pro-AKP 

broadcasting organisations can also benefit from the TRT’s initiatives to have an impact on 

the existing dynamics of the broadcasting market. Then again, considering that the TRT’s 

deal with the new audience measurement company contractor Akdeniz Medya requires the 

company to measure four other TV stations apart from the TRT, it is very likely that there will 

soon be  fierce lobbying on who will join to this new measurement system. There are already 

signs confirming that some of the pro-AKP broadcasters are getting prepared to join the new 

system.  

Until 2008, media in Turkey expanded by benefiting from its relations with the state through 

public tenders and state subsidies, tax cuts or some other indirect support mechanisms. 

However, from 2008 onwards the same media are in a position to acknowledge the TRT’s 

increasing say in the broadcasting market, which has never been the case before. As we tried 

to portray, the TRT was not alone in identifying a new role for itself in the broadcasting 

media, the AKP government has also enabled the TRT to ascribe to this role through its 

policies.  

Although, it is still unknown whether the TRT’s projection for itself may not work as 

envisioned in a near future in case if the AKP does not win the elections for a third term or 

the TRT loses its main financial source derived from electricity revenues, the TRT 

administration’s boldness in its executions can be seen as an extension of the AKP’s policy of 

expectationalism.   
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