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Sunuş

Dijital teknolojilerin gelişmesi ve kullanıma girmesi yaşamın neredeyse tüm kesitlerini 
etkiledi. Salgın süreciyle birlikte bu etki çok daha güçlü hissedildi. Medya ve iletişim sek-
törü ise söz konusu değişim ve dönüşümlerden en çok etkilenen kesim oldu. Kitle iletişim 
araçlarının yeni teknolojilerin devreye girmesiyle birlikte biçim değiştirmesi, kitle iletişim 
kurumlarının, yani medyanın gerek kurumsal yapılanmasının gerekse de üretim süreç-
lerinin büyük ölçüde yeni baştan organize olmasını gerektirdi. Gazete, radyo, televizyon 
gibi geleneksel medya mecraları dijital teknolojilerin etkisiyle yeniden yapılanırken, bir 
yandan da daha önce bilinmeyen birtakım yeni medya form ve mecraları da kullanım 
alanına girdi. Yeni medya olarak adlandırılan medya mecralarının bir kısım geleneksel 
medyaya entegre olurken, bazı yeni medya mecraları da yeni yapılanmalar olarak medya 
sektöründeki yerlerini aldılar.

Dijital teknolojiler yalnızca kitle iletişim araçlarının yapı ve işleyişinde değişim ve dönü-
şüme yol açmakla kalmadı, aynı zamanda insanal iletişimde de yeni tarz ve formların 
gelişmesine olanak verdi. Yüz yüze iletişim sanal mecralara doğru kayarken, kişilerarası 
iletişim, grup iletişimi gibi iletişimsel boyutlar da doğrudan iletişimden aracılı iletişime 
doğru yönelmeye başladı. Dijital teknolojik gelişmelerin önemli bir türevi olan internetle 
birlikte yüz yüze iletişimin, kişilerarası iletişimin ve grup düzeyindeki iletişimin vs. insanal 
iletişim tarz ve formlarının yeni baştan düzenlenmeye başlandığına tanıklık ediyoruz. 

Gerek kitlesel iletişimde gerekse de insan ve toplum iletişiminin çeşitli düzeylerinde di-
jitalleşmenin etkisiyle gerçekleşen bu dönüşüm ve değişim süreçleri medya ve iletişim 
eğitiminin de yeniden organize edilmesi gereğini ortaya koymaktadır. Bu nedenle iletişim 
eğitimi yapmakta olan kurumların, müfredat yapılarını yeniden gözden geçirmeleri gere-
ği doğmuştur. Diğer yandan iletişim bilimcilerin de medya ve iletişim alanındaki bu yeni 
gelişmeleri anlatabilmek, açıklayabilmek, tanımlayabilmek için yeni kavram ve kuramlar 
geliştirmeleri gereği kendisini hissettirmiştir. Nitekim medya ve iletişim alanında dijital 
teknolojiler ve yeni medya kavramları ekseninde pek çok yeni kavram, model ve kuramın 
geliştirilmesine tanıklık etmekteyiz. 

9. Uluslararası İletişim Günleri /Dijital Çağda İletişim Çalışmaları Sempozyumu da di-
jital teknolojilerin gerek yaşamsal pratikler üzerindeki etkisini gerekse de medya ve ile-
tişim alanındaki etkilerinin tartışılmasını amaçlamıştır. İletişim alanının tanınmış akade-
misyenlerinin davetli konuşmacı olarak çağırıldığı sempozyuma çok sayıda akademisyen 
de bildiriyle katılım sağlamışlardır. Salgın koşulları nedeniyle hibrid olarak (zoom-webinar 
ve yüz yüze olmak üzere) gerçekleştirilen sempozyuma dünyanın ve Türkiye’nin çeşitli 
üniversitelerinden yaklaşık 350 dolayında akademisyen aktif olarak katılım sağlamış ve 
sunum yapmışlardır. Çok sayıda akademisyen ve öğrenci tarafından izlenen sempozyum-
da dijital teknolojilerin medya ve iletişim alanındaki etkileri çeşitli yönleriyle ele alınmış, 
iletişim çalışmalarının gelecekteki olası yönelimleri tartışılmıştır. 

Üsküdar Üniversitesi İletişim Fakültesi tarafından gerçekleştirilen 9. Uluslararası İletişim 
Günleri / Dijital Çağda iletişim Çalışmaları Sempozyumu özverili bir ekip çalışmasıyla 
gerçekleşmiştir. Bizleri kırmayarak Sempozyuma keynote konuşmacı olarak katkı sunan 
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Prof. Dr. Paul Argenti, Prof. Dr. Nico Carpentier, Prof. Dr. Todd Gitlin (ne yazık ki kendisini 
sempozyum öncesinde Covid19 nedeniyle kaybettik), Prof. Dr. Lemi Baruh, Dr. Maureen 
Ellis’e çok teşekkür ediyorum. Uluslararası İletişim Günleri’ne yıllardan beridir aralıksız 
destek veren Prof. Dr. Halil Nalçaoğlu’na da buradan teşekkür etmek isterim.  Sempoz-
yuma bildiri sunumuyla, oturum başkanlığı yaparak, düzenleme ve bilim kurulunda yer 
alarak katkı veren bütün iletişim akademisyenlerine buradan teşekkürlerimi sunuyorum. 
Uluslararası İletişim Günleri, gelinen noktada artık bütün akademik camianın paydaşlı-
ğında gerçekleştirilmekte olan oldukça kapsamlı bir etkinlik olup, tüm meslektaşlarımızın 
desteği ile sürdürülebilir hale gelmiştir. Eğer böylesine kapsamlı ve sürekliliği olan bir 
bilimsel etkinlik gerçekleştirilebiliyorsa, bunun asıl nedeni Üsküdar Üniversitesi İletişim 
Fakültesi akademik ve idari kadrosunun tam bir takım ruhuyla destek vermesidir. Her bi-
rine buradan ayrı ayrı teşekkürlerimi sunuyorum. Sempozyumun gerçekleşmesinde des-
teklerini bizlerden esirgemeyen Üniversitemiz Rektörlüğüne ve bütün bağlı idari birim-
lere teşekkür ediyorum. Ve son olarak da her zaman yanımızda olan, bizlerle kenetlenen 
öğrencilerimize teşekkür ediyorum. Onlarsız hiçbir şeyin anlamı olmaz. 

Saygılarımla...

Prof. Dr. Nazife GÜNGÖR
İletişim Fakültesi Dekanı
Sempozyum Düzenleme Kurulu Başkanı
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Foreword

Development of digital technologies and their increasing use have affected almost all 
parts of life. This effect was felt even stronger during the pandemic period. Media and 
communication sectors are affected the most by these changes and transformations. 
Transformation of mass communication tools with the introduction of new technolo-
gies has entailed restructuring of mass communication organization, in other words the 
media and reorganization of production processes. Traditional media platforms such as 
newspapers, radio and television have been restructured with the effect of digital tech-
nologies and on the other hand several new media forms and platforms which were not 
known before were introduced. Some of the media platforms which are called the new 
media have been integrated into the traditional media while other new media platforms 
have found place for themselves as new players in the media industry.

Digital technologies have caused not only change and transformation in structure and 
operation of mass communication tool but also allowed the development of new styles 
and forms in human communication. Face to face communication have been transferred 
to virtual platforms and dimensions of communication such as interpersonal communi-
cation, inter-group communication have started to shift from direct communication to 
mediated communication. With the Internet, which is one of the most important deriva-
tives of developments in digital technology, we are witnessing an era in which styles and 
forms of human communication including interpersonal communication, inter-group 
communication etc. are reorganized. 

Such transformation and change processes as a result of the effect of digitalization at 
several levels of both mass communication and communication between people and in 
society brings along the need to reorganize media and communication education. There-
fore, a need has emerged for the organizations providing communication education to 
review their curriculums. On the other hand, communication scholars also felt the need 
to develop new concepts and theories to teach, explain and define these new develop-
ments in the media and communication industries. Thus we witness the development 
of many new concepts, models and theories in the field of media and communication 
within the framework of digital technologies and new media concepts.

The 9th International Communication Days / Communication Studies in the Digital 
Age Symposium aimed to discuss the effects of digital technologies both on daily life and 
on communication and media. Several well-known academics in communication field 
were invited and a high number of scholars participated in the symposium with presen-
tations.  Around 350 scholars from universities in Turkey and in the world attended the 
symposium which was organized in a hybrid structure (zoom-webinar and in person) due 
to pandemic conditions and made their presentations. Attended by a high number of 
scholars and students, effects of digital technologies on media and communication were 
discussed in several perspectives and potential future orientation of communication was 
also discussed in the symposium. 

The 9th International Communication Days / Communication Studies in the Digital 
Age Symposium held by Üsküdar University Faculty of Communication was realized with 
a devoted team work. I would like to thank Professor Paul Argenti, Professor Nico Car-
pentier, Professor Todd Gitlin (who unfortunately passed away due to Covid-19 before 
the symposium), Professor Lemi Baruh and Doctor Maureen Ellis, who kindly contributed 



9. Uluslararası İletişim Günleri 11

to the symposium as keynote speakers. I would also like to thank Professor Halil Nalçaoğ-
lu, who has been supporting the International Communication Days for years. I would 
like to express my gratitude to all communication academics who contributed to the 
symposium by presenting papers, chairing the sessions and taking part in the organizing 
and scientific committee. International Communication Days is now a very comprehen-
sive event that is held with the partnership of the whole academic community and has 
become sustainable with the support of all our colleagues. If such a comprehensive and 
continuous scientific event can be realized, the main reason for this is the support of the 
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THE EVALUATION OF RUSSIA’S OCCOPATION OF 
UKRAINE IN TERMS OF COUNTRY REPUTATION:  

A COMPARATIVE ANALYSIS OF THE USA AND FRENCH 
PRESS

Birol BÜYÜKDOĞAN* 

Communication professionals agree that reputation is a haven in difficult times. The rep-
utation of a country should be evaluated within the framework of the respect and value 
that is received from the people of other countries. All governments make efforts to in-
crease their country’s reputation. Russia’s invasion of Ukraine in February 2022 has been 
condemned by all humanity as it attacked the sovereignty of a nation. This occupation 
also damaged Russia’s reputation as a country. The aim of this study is to examine how 
the Russian occupation of Ukraine is reflected by French and US newspapers in terms 
of country reputation. In the study, the editorials of the newspapers Le Monde and Le 
Figaro from France and New York Times and Washington Post from the US are analyzed.  
Document analysis method which is a qualitative method is applied, and content analy-
sis is used as a data analysis technique in the study. The study is carried out between 15 
February and 15 April 2022.  As a result of this study, the subjects of war and Bucha mas-
sacre has taken the first place. As the reason of war, Russia’s idea of annexing Ukraine to 
its territory is dominant. All comments about Putin, Russia, and Russian army are mostly 
negative.  According to results, it is clear that the country’s reputation is highly criticized 
within the framework of appealing environment, advanced economy, and effective gov-
ernment dimensions of country reputation.

Keywords: country reputation, occupation of Ukraine, content analysis.

*Associate Professor, KTO Karatay University, birol.buyukdogan@karatay.edu.tr, 
Orcid:0000-0001-9873- 4317 
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Introduction
It is well-known know that reputation is a vital management dimension that pre-
vents companies from disappearing in times of crisis (Lyon & Cameron, 2006: 
144). Reputation is an important element of human relations as it perpetuates 
cooperative relationships between random citizens (Romano et all, 2021: 1). 
That’s why everyone wants to know what level their reputation is. Sometimes 
reputation is necessary to manage the crisis effectively, decide how to write a 
message, engage in a dialogue with the target audience, or know what is import-
ant to them (Lewis, 2001: 31). 

Reputation has become a very essential element of corporate communica-
tion for citizens, companies, and governments. Especially the reputation of the 
country has become more significant with the increase in communication. As 
countries become more and more mediated, it has become vital to be more rep-
utable. Every action taken by the country has an impact on its reputation either 
positive or negative. The purpose of this study is to evaluate Russia’s invasion 
of Ukraine in terms of country reputation. Since there are not enough studies in 
the literature on country reputation, it is thought that this study will contribute 
to the field.

From corporate reputation to country reputation
According to TDK Dictionary, reputation is prestige, reliability in paying debts 
and credit (TDK, June 20, 2022). According to Oxford Dictionary, reputation is 
“people’s opinion of what someone/something is like” based on what has hap-
pened in the past” (Oxforddictionary, July 15, 2021). Corporate Reputation, on 
the other hand, is an intangible value consisting of internal and external stake-
holders’ perceptions of the organization (Karaköse, 2012: 3). Reputation is the 
contribution of a company’s trust to its total market share. It is the carrier of the 
company’s intangible values (Kadıbeşegil, 2015: 59). According to Fombrun and 
Riel, Reputation is a collective representation of a company’s past actions and 
results (1997: 10). 

Till last few years, the concept of reputation was mostly applied to compa-
nies under the title of corporate reputation. Corporate reputations are overall 
assessments of organizations by their stakeholders (Riel & Fombrun, 2007: 43). 
Stakeholders include employees, customers, investors, suppliers, government 
institutions, and the media. The corporate reputation scale made by Riel and 
Fombrun for the Reputation Institute is mostly used in the measurement of cor-
porate reputation. This scale, defined as the RepTrak model, consist of seven 
dimensions and 23 sub-dimensions. These seven dimensions aim to measure 
the attitudes of the target audience towards the company. These seven dimen-
sions are ranged as products and services, innovation, work environment, gov-
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ernance, citizenship, and leadership (Riel & Fombrun, 2007: 255). 
However, in recent years, the increase in the weight of public diplomacy in 

international relations and increasing mediation of foreign policy (Okay & Okay, 
2015: 460; Dunn, 1986:  578-581; Passow, Fehlmann, & Grahlow, 2005) have 
brought the concept of country reputation in agenda. 

The country reputation is the perception of a country with respect and admi-
ration by its own citizens or citizens of other countries. According to Reputation 
Institute, country reputation has three dimensions. These are “appealing envi-
ronment”, “effective government” and advanced economy” dimensions. These 
dimensions have 17 sub-dimensions. Firstly, the sub-dimensions of appealing 
dimension are lined as “beautiful country, enjoyable country, appealing lifestyle, 
friendly and welcoming people”. Secondly, the sub-dimensions of effective gov-
ernment are respectively “business environment, institutional environment, 
social and economic policies, international participation, safety, efficient use of 
public resources, and ethical country” dimensions. Finally, the sub-dimensions 
of advanced economy consist of “high quality products and services, well-known 
brands, contributor to global culture, technology, well-educated and reliable 
workforce, and values education” dimensions (ReputationInstitute, 2015). 

According to Nicolas Trad, an executive partner at Reputation Institute, coun-
try reputation rankings must be prioritized because all countries are competing 
for direct and indirect investments such as business partners, tourists, consum-
ers, trans-governmental aid, or funding (Adams, 2012). In addition to these, 
while more participation is ensured in international meetings organized by rep-
utable countries, reputable countries may be preferred more in crisis mediation 
in cases such as the Russia-Ukraine crisis.

Methodology
The concept of country reputation has come forward parallel to the develop-
ments in the media and the increase in the power of civil society. Hence, the need 
for periodic measurements of country reputation of countries arises. 

The purpose of this study is to evaluate the occupation of Ukraine in terms 
of the reputation of the country in the French and US press. This study was con-
ducted with a period of month starting on 15th February and ending on 15th 
April 2022. The study focuses on US and French newspapers which are issued 
in the sample of the study are Le Monde, Le Figaro, Washington Post and New 
York Times newspapers. These newspapers are two bestselling newspapers of 
their own countries. Purposive sampling technique is used in the study. Judge-
ment sampling (Purposive sampling) is the sampling made with the assumption 
that it will represent the universe according to various criteria (İslamoğlu & Al-
nıaçık, 2014: 194). Purposive sampling (also known as judgement selective or 
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subjective sampling) is a sampling technique in which the researcher relies on 
his or her judgement when selecting population members to participate (BRM, 
June 8, 2022). In the study, other news and articles of newspapers are excluded 
from the analysis, only editorials are analyzed. SPSS-22 is used in the analysis of 
the study. Percentages, frequencies, and cross tables are obtained in the study 
through SPSS-22.

Findings
This study is carried out by examining the newspapers Le Monde and Le Figaro 
from France and The New York Times and Washington Post from the USA be-
tween February 15 and April 15, 2022. Analysis results of newspapers are given 
below. Distribution of editorials is in table 1.

Table 1. Distribution of Editorials
Country Frequency Percent (%)
French press 182 62,50%
USA press 109 37,50%
Total 291 100,00%

According to table 1, 62,50% of editorials belong to French press, and 37,50% 
of editorials belong to USA press. The most of published editorials during the 
research period belong to the French press. It is deduced that the French press 
publishes more editorials about Ukraine due to its geographical proximity. Dis-
tribution of topics is presented in table 2.
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Table 2. Distribution of Topics

Main Topics Frequency/ 
Percent

Frequency/Percent (%)
French Press USA Press

War 233/80,06 146/80,20 87/79,80
Bucha massacre 16/5,49 12/6,60 4/3,70
Sanctions to Russia 15/5,15 8/4,40 7/6,40
Refugee movement 10/3,43 6/3,30 4/3,70
Luhansk and Donets crisis 4/1,37 2/1,10 2/1,80
Oil and gas trade from 
Russia

4/1,37 3/1,60 1/0,90

Western companies in 
Russia

2/0,68 1/0,50 1/0,90

Boycott Russian artists 2/0,68 1/1,10 0/0,00
Putin’s TV speech 2/0,68 0/0,00 2/1,80
Russian videos 1/0,34 0/0,00 1/0,90
Total 291/100,00 182/100,00 109/100,00

According to table 2, 80,06% of topics is about war, 5,49% is Bucha massacre, 
5,15% is sanctions to Russia, 3,43% is refugee movement, 1,37% is Luhansk and 
Donets crisis, 1,37% is oil, and gas trade from Russia, 0,68% is western compa-
nies in Russia, 0,68% is boycott Russian artists, 0,68% is Putin’s TV speech, and 
0,34 is Russian videos. The concept of war is mentioned in most of the editorials. 
Especially the troubles caused by the war on the Ukrainian people, those who 
died or were injured due to the war, bombed buildings, and people waiting for 
help were brought to the agenda. While the press of both countries put the con-
cept of war in the first place, the French press placed the Bucha massacre in the 
second place, but the US press put the sanctions to Russia in the second place. It 
can be implied that while the French press deals with the war more emotionally, 
the US press deals with it more strategically as we take power politics into ac-
count between two states.  Distribution about reasons of war is in table 3.
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Table 3. Reasons of War

Main Reason Frequency/
Percent

Frequency/Percent (%)
French Press USA Press

Annex the country to Russia 5/31,25 2/25,00 3/37,50
Denazification 3/18,75 3/37,50 0/0,00
Overthrow the Zelensky government 3/18,75 1/12,50 2/25,00
Demilitarization 1/6,25 1/12,50 0/0,00
Destruction of the Ukrainian army 1/6,25 1/12,50 0/0,00
Set up a puppet government 1/6,25 0/0,00 1/12,50
Total 16/100,00 8/100,00 8/100,00

According to table 3, 31,25% of reason of war is annexing the country to 
Russia, 18,75% is denazification, 18,75% overthrow the Zelensky government, 
6,25% is demilitarization, 6,25% is destruction of the Ukrainian army, and 
6,25% is set up a puppet government.  The prevalent reason of war is annexing 
the country to Russia. This reason is the opinion of the press of both countries. 
The US press considers the overthrow of the Zelensky government as the second 
reason for war. The other reasons of war except for the first reason shown above 
in the table are claimed by Russia. Distribution about description of Putin as a 
leader is in table 4.

Table 4. Description of Putin as a Leader

Description Total Frequency
Frequency/Percent (%)

French 
Press USA Press

Dictator/ruler/Russian tsar 25/39,68 21/48,90 4/20,00
Russian president/Russian leader 16/25,39 9/20,90 7/35,00
Aggressor/bandit/brutal/Kremlin’s 
bear

10/15,87 4/9,40 6/30,00

War criminal 6/9,52 6/14,00 0/0,00
Liar/Disinformationist 4/6,34 1 /2,35 3/15,00
Russian chess master/uses power well 2/3,17 2/4,70 0/0,00
Total 63/100,00 43/100,00 20/100,00

Positive 2/3,17 2/4,65 0/0,00
Neutral 16/25,39 9/20,93 7/35,00
Negative 45/71,44 32/74,41 13/65,00



9. Uluslararası İletişim Günleri 203

According to table 4, 39,68% of the description of Putin is dictator and Rus-
sian tsar, 25,39% is Russian president, 15,87% is aggressor/bandit/brutal/
Kremlin’s bear, 9,52% is war criminal, 6,34% is liar/disinformationist, 3,17% 
is Russian chess master/uses power well. The most common description of Pu-
tin is dictator/Russian tsar. This description is the opinion of the press of both 
countries. 71,44% of the description is negative, 25,39% of them is neutral and 
3,17% is positive. The French press is more negative about Putin than US press. 
The positive description about Putin is “Russian chess master/uses power well”. 
This description is used only by the French press. The neutral description about 
Putin is “Russian president or Russian leader”. This description is used by the 
press of both countries. It is concluded that the description of Putin is generally 
negative. The description of Putin has a negative impact on the “Effective Gov-
ernment” dimension, one of the country reputation dimensions. Distribution 
about description of Russia and Russian Army is given in table 5.  

Table 5. Description of Russia and Russian Army

Description Total Frequency
Frequency/Percent (%)
French Press USA Press

Russian invader 5/25,00 4/36,36 1/12,50
Aggressor/targeting civilians 5/25,00 2/18,18 3/37,50
Superior power/steam cylinder/ 
Putin’s powers

4/20,00 2/18,18 2/25,00

Russian bear 2/10,00 2/18,18 0/0,00
Totalitarian government 2/10,00 1/9,09 1/12,50
Terrorist government 1/5,00 1/9,09 0/0,00
Stunned people of Russia 1/5,00 0/0,00 1/12,50
Total 20 12/100,00 8/100,00

Positive 0/0,00 0/0,00 0/0,00
Neutral 0/0,00 0/0,00 0/0,00
Negative 20/100,00 12/100,00 8/100,00

According to table 5, 25,00% of the description about Russia and Russian 
Army is “Russian invader”, 25,00% is “aggressor/targeting civilians”, 20,00% is 
superior power/steam cylinder/Putin’s power, 10,00% is Russian bear, 10,00% 
is totalitarian government, 5,00% is terrorist government, 5,00% is stunned 
people of Russia. Most of the descriptions about Russia and Russian Army are 
“Russian invader and aggressor/targeting civilians. This description is the opin-
ion of the press of both countries. All description about Russia and Russian army 
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are negative. The French press is more negative about Russia and Russian Army 
than US press. The negative descriptions about Russia and Russian Army nega-
tively affects the “Effective Government” dimension, one of the country reputa-
tion dimensions. Distribution about results of war is in table 6.

Table 6. Results of War

Description Frequency
Frequency/Percent (%)

French 
Press USA Press

The destruction of Ukraine could cause big 
problems for Europe and NATO

33/30,55 16/25,80 17/37,00

Russian army met unexpected resistance 14/12,96 10/16,10 4/8,70
Ukrainian refugees should be supported 14/12,96 6/9,70 8/17,40
European and US energy trades finance 
war

12/11,11 8/12,90 4/8,70

The war turned the lives of the Ukrainian 
people into hell

9/8,33 6/9,70 3/6,50

Sanctions do not affect the Russian 
economy

9/8,33 7/11,30 2/4,30

War criminals must be prosecuted 8/7,40 4/6,50 4/8,70
War may cause worldwide food and energy 
crisis

6/5,55 3/4,83 3/6,52

Boycott of Russian artist harms Russian 
culture

3/2,77 2/3,20 1/ 2,80

Total 108 62/100,00 46/100,00

As a result of analysis of the editorials, 67 results of wars ranging from war 
criminals to nuclear armament are obtained.  These results are grouped under 
nine headings. 30,55% of results are about “the destruction of Ukraine could 
cause big problems for Europe and NATO. 12,96% is “Russian army met unex-
pected resistance. 12,96% is “Ukrainian refugees should be supported. 11,11% 
is “Europe and US energy trades finance war”. 8,33% is “the war turned the lives 
of the Ukrainian people into hell. 8,33% is “sanctions do not affect the Russian 
economy”. 7,40% is “war criminals must be prosecuted”. 5,55% is “war may 
cause worldwide food and energy crisis”. 2,77% is “boycott of Russian artist 
harms Russian culture”. The most obvious result of war is that war will cause 
a crisis for Europe and NATO. This result is the common view of the presses of 
both countries. These results show that the war brought destruction in many ar-
eas for the world. While the second most important result on the French press is 
the unexpected resistance of Russian Army, for the US press is the refugees. Only 
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a very low rate of 2,77% in the editorials mentioned the consequences of the 
war for Russia. This issue is an emotional approach that the boycott of Russian 
artists will harm Russian culture. Only the concern that the boycott of Russian 
culture has contributed positively to the reputation of the Russian country, ac-
cording to the “Advanced Economy” and “Appealing Environment” dimensions. 
However, the remaining factors, from the refugee’s problem to the energy crisis 
caused a negative evaluation of all dimensions of Russia country reputation. The 
fact that Russian army should be prosecuted for war crimes caused a greater 
loss of reputation. 

Conclusion  
In recent years, with the increasing mediation of foreign policy and increasing 
communication technologies, the country reputation has become one of the 
most referred issues. In addition, the country reputation affects the people of 
other countries in many areas from tourism to investing in that country. This 
paper aims to evaluate the occupation of Ukraine by Russia in terms of country 
reputation in the US and French newspapers. This study was conducted between 
15th February and 15th April 2022. 

In this study, 291 editorials are analyzed.  More than half of the editorials are 
published in the French press. In the study, 10 different topics are identified, 
and the war and the Bucha massacre are the first topics. According to data given 
in the study, six reasons of war identified, and “annexing the country to Russia” 
is on the top. One of the analyses made in the study is how Putin, Russia and 
Russian army are described. As result of the analysis, most of the descriptions 
about Putin and all the descriptions about Russia and Russian army are negative. 
Analysis of the editorials revealed 67 war results.  These results are grouped 
under nine headings. Most of the editorial state that Europe and NATO will face 
big problems because of the war.

The invasion of Ukraine will cause huge problems for Europe, NATO, and the 
whole world. These problems will be the decrease in energy and food supply, in-
crease in inflation and migration movement. In addition, at the end of the occu-
pation, the reputation of Russia is irreversibly damaged.  As a result of Russia’s 
invasions of Ukraine, it damaged the “Appealing Environment” and “Advanced 
Economy” dimensions, with the “Effective Government” dimensions being the 
most influential among the country reputation dimensions. Looking at all the 
editorials, Putin is rapidly moving towards a new perception of Hitler and Russia 
a new Nazi Government. It can be claimed that the worn-out reputation of Rus-
sia, Russian Army, and Putin will not improve for many years. 

This study suggest that Russia should end to occupation in Ukraine. Then it 
should go to court the crimes it committed in Ukraine. After all this, strategic 
plan should be prepared for the lost country reputation.



Dijital Çağda İletişim Çalışmaları Sempozyumu  16-18 Mayıs 2022206

References
Adams, S. (2012, September 6). The Countries The World Loves and respects Most. 

Forbes, s. 1-3. https://www.forbes.com/sites/susanadams/countries-the-
world-loves-and-respects-most/?sh=41b853d31109. June 7, 2022

BRM. (2022). Purposive Sampling. Business Research Methodology: https://re-
search-methodology.net/sampling-in-primary-data-collection/purpo-
sive-sampling. June 8, 2022

Dunn, W. S. (1986). Public Relations. Illionis: Irwin Publishing.
Fombrun, C., & Riel, C. B. (1997). The Reputational Landscape. Corporate Reputa-

tion Review, 5-13. doi:10.1057/palgrave.crr.1540008
İslamoğlu, A. H., & Alnıaçık, Ü. (2014). Sosyal Bilimlerde Araştırma Yöntemleri. İs-

tanbul: Beta Basım Yayın.
Kadıbeşegil, S. (2015). İtibar Yönetimi. İstanbul: MediaCat Kitapları.
Karaköse, T. (2012). Kurumların DNA’sı İtibar ve Yönetimi. Ankara: Nobel Akade-

mik Yayıncılık.
Lewis, S. (2001). Measuring Corporate Reputation. Corporate Communication: An 

International Journal, 6(1), 31-35. doi:doi: 10.1108/13563280110381198
Lyon, L., & Cameron, G. T. (2006). Conditioning Effect of Prior Reputation on 

Perception of Corporate Giving. Public Relations Review, 144-150. doi.
org/10.1016/j.pubrev.2006.02.007

Okay, A., & Okay, A. (2015). Halkla İlişkiler. Kavram Strateji ve Uygulamalar. İstan-
bul: Der Yayınları.

Oxforddictionary. (2021). Reputation Noun. Oxford Learners Dictionary: https://
www.oxfordlearnersdictionaries.com/definition/english/reputa-
tion?q=reputation. July 15, 2021.

Passow, T., Fehlmann, R., & Grahlow, H. (2005). Country Reputation-From Mea-
surement to management: The Case of Liectenstein. Corporate Reputation 
Review, 7(4), 309-326. doi.org/10.1057/palgrave.crr.1540229

ReputationInstitute. (2015). 2015 Country Reptark. The World’s Most Reputable 
Countries. Boston: Reputation Institute.

Riel, C. B., & Fombrun, C. J. (2007). Essentials of Corporate Communication. Imple-
menting Practices for Effective Reputation Management. New York: Rout-
ledge.

Romano, A., Giardini, F., Kwaadsteniet, E. W., Kisfalusi, D., Triki, Z., Snijders, C., 
& Hagel, K. (2021). Reputation and Socio-ecology in Humans. Philo-
sophical Transaction of the Royal Society B, 1-11. doi:doi.org/10.1098/
rstb.2020.0295

TDK. (June 20, 2022). Türkçe Sözlük. Ankara: Türk Dil Kurumu.


