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Opportunities to use social media in public administration 

Abstract 
The research covers the concept of social media, the possible effects of modern social structure and 

social media, the theoretical and conceptual approaches of scientists in the field, the broad impact of 
social media, the main tools of social media, and examples of their use. The role of social media in 
traditional public administration as an object of research has been investigated. The subject of the study 
was the role of social media in the political governance of many countries, including the governing 
structure of the Azerbaijani state. In addition, the social transformation was analyzed by social media, 
and comparative approaches to the concept of social media were conducted. As it is not possible to use 
the analysis method to cover all government agencies, the analysis was conducted only in the context of 
identifying social media accounts used by the highest levels of government, such as the presidency and 
the prime minister. The study used international experience in public administration and local expertise. 
The local expertise of our country provides examples of the use of social media in public administration. 
Key words: public relations, social media, governance, state, transformation 

 
 

g l c y  istiqam t verm  r rzind  informasiya v  kommunikasiya 
tic sind  r  m ruz 

 (Cahangirli,2015:207). N tic  etibaril
daxil edilm  f rqli bir v ziyy t  g tirdi. 2016-

 m lumat ld  t
44%-i 2016- ri il  m  edib. 

 18- b rl rin  
n dig rqli olaraq m lumat m nb

verdiyini t sdiql yir, dem li, siyas  girm kd n 
rd  siyasi namiz dl rd  

dric n onlayn vasit l rd n istifad  ed c  r bu 
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kanda s
 q d rir. 

Sosial media marketinqi (SMM) r fl rin  d y rl r t klif ed n sosial media 
 aliyy tl  t svir edil  

bil r (Pham, Gammoh , 2015: 325). Bundan ba  tl rin sosial media platfo sil  
onlayn marketinq t klifl  t qdim etm r fl r 

laq ni, m rdil l ri 
t klif etm k v  r fl rin d y r fl rl  laq l r 
qurmaq v  
m  ya xidm tl rin t n n vi yolu sosial media marketinqi (SMM) il  d  
daha az t  d  k 

 olunur (Khan, 2017:239). M ti v  marka 
 reklam s yl ri t

lav , sosial media marketinq s yl rinin sas n tic l ril rl  laq  yaratmaq v  saxlamaq v  
ril rin marka imicini nec  q k olar. 

n n vi media h l  d  siyas sas platforma olsa bel  yeni media 
kild  istifad  

v  dl aliyy tl rinin bir hiss si kimi kild  
istifad  edirl r. Siyas r texnoloji z rur tl r   

l r d , sosial media f aliyy tinin x b rl ri s b bind n buna meyllidirl d , sosial 
mediadan siyasi t si kimi istifad  etm kl , siyasi namiz dl r n dl rini v  

ri zaman h c kl ri siyas ti izah etmir, h m d  
dikl l rini t rtib ed  bil rl cil rind  namiz d 

imicinin h miyy tini n z r  
siyas r  kill km kl  kampaniya m qs dl rin  k edir. 

dl
lav , sosial media h m d  t  

seqmentl rin  si dem rl  laq  
daha t sirli yolu kimi zmun siyasi namiz dl

b rl r m rini v  l rini namiz dl
ti il  tl rdir. Bundan lav s l  il  

lif fikir v  l r  m  ed n 
rqli m lumat v  dir.  

Bundan lav , h r yerd n 7/24 onlayn 
 v  rh m tin  dl r  t qdim etdiyi 

lik, sosial mediadan siyasi kampaniyaya x rcl m t q d si 
olmayan v   s b b   n n d istifad  ed  
bil r,  d  td  r  potensial olaraq s lahiyy t ver n 

 bil n vv l 
hay yi il  siyas rin indi ian  ist m

rm k v  m y   c k yeni 
al tl t  siyasi namiz dl r  m  

etm  tl  z m m l
idar etm  tl rl  paralel h lidir. Korporativ idar etm  
probleml rin  h klif ed n v  bu h y rl ndir r k ictimaiyy t t r find n 

 ( liyeva S., 2019: 12)
ictimaiyy tl  tl rd  v  korporativ idar etm  t l rind  Facebook v  Twitter-d n istifad  

tin m lumat ld  etm sini t min ed  
Korporativ idar etm  t kc  k tl m d  r v  h tta qeyri-

kommersiya t  etm  h m idar etm  
m d  min edilm

Bundan lav  d y r fl ri il  laq l r 
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st k olur v  r fl rin quruma s daq tinin t min edilm sind  
Bu s b bd n korporativ idar etm  rind  
t r fl rl  tl rin v  raitd  korporativ 
idar etm nin q bul edilm si v  h si , Breslow, 2016: 24). 

t idar  texno tin f rdl rind  msil 
etm k v  qanunil  
qaydalar v  qanunlar sistemi vasit sil  f aliyy r find n t l bl rin yerin  yetirilm sini 
t min etm yin za v   etm kdir. Texnoloji determinist 

tin f rdl ri idar  ed  

 ed r t  ed  bilir. r k tverici 
 z r  alsaq, onu Karl Marks v  dig r n z riyy miyy tl rin 

yy ti hesab edirl r. Texnoloji determinizm texnologiya il  c miyy tin t bi ti 
b b laq sini t min etm yi h d fl y n reduksionist n z riyy dir. Texnoloji 

determinizm miyy td  r k tverici r n reduksionist bir 
n z riyy dir (H bibova, 2018: 49). 

g t xidm tl min etm
resurslardan istifad  ed c kl t  f rdl rind  
hakimiyy c yin  min ola bil c rir. Texnoloji 

 bir c miyy d ni d y rl  
tarixini t yin ed n n z riyy dir. 

iplomatiyaya t sir ed n sas amil kommunikasiya v  informasiya 
sidir. Rabit  v  t v  m lumat 

 qlobal siyas ti, sosial v  iqtisadi m nz r ni d i. Texnoloji 
l rin imtina ed  bilm y c yi beyn lxalq laq l  verir. 

n d  si v  n 
kommunikasiya vasit  ictimai v  nsiyy td  m rk
internet t sah l rind  k ist y tl r, beyn lxalq 
t  f rdl  l r ehtiva ets  d , daha laq li v  
sahi liflik t klif edir. 

t xidm tl rinin s m r kild  t min edilm si s yl t idar
biznes prinsipl ri v  m  g l t 
sektoru r qab t rind n v  l sektorun idar etm   
etm kl  h miyy tli d r m rk t, ist rs  d  tl r s viyy sind  

t- l t r  m tl rilm sind  ll  
istifad , m rk td n yerli idar l r  n xidm tl r m rk zsizl rini ortaya 
qoyur. 

t idar  ictimai transformasiya h miyy
getdikc  ar  Bu kontekstd  biz f rdi r q msal cihazlardan v  b k l rd n 
istifad t idar etm  l ri t r find n nec  istifad  oluna bil c yin  
zamanda, r q yat v  xidm tl l r v  t r smil ri il  

kild n istifad sin  d st k verm  
n n t idar  s b k   laq y  diqq t yetir n bir 

 b k l  
tic l t laq ni ortaya qoyur (Cameron, Barrett, Stewardson, 

2016:419).  d  namiz dl rin diqq ml nm si t klif edilir 
(Cameron, Barrett, Stewardson, 2016: 420). Siyas td  , b
r q nil n n tic l ri verm diyini iddia edir. M s l n, 
Groshek v  -ci rin 
s sverm  niyy tin  t sir etm diyini iddia edirl r (Groshek, Dimitrova, 2011: 359). 
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N tic  
T dqiqat n tic sind   t idar  

sistem  proqram t lav  edilm si il  f  arxa planda sas istifad
 

g l c kd   sosial bot v  s. kim tbiql  
kk bl c  planlara daxil olmayan sosial media 

idar tic  verm y c yi q na tin  g linib. 
i qurumu r smi t msil etm

tl ndirilir v   h  
td  silin  v  ya d  bilm si 

n tic sind  b z n h   
k s viyy li r hb rl ri t r find n edil ziyy tl  

 bil r v  qurumun sosial mediada t li olmaqda davam edir. Bununla bel , 
korporativ sosial media m  t r find n edil n h
t msil etm  m suliyy tind    

aliyy tin  c d l ri 
il  tin  m nfi t r s l   td  

xsl qs di il  etdikl r normal postlardan f rql nm
sind   keyfiyy td t qurumuna m nfi 

t r  bil r.  
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