OZET

Reklamlarin tiiketici davraniglarini harekete gegirmesi iizerinde etkilerinin oldugu
artik bircok arastirmaci tarafindan kanitlanmistir. Bu etkiyi yaratabilmek i¢in reklamlarda
kullanilan alg1 kodlarmin neler oldugunu ortaya ¢ikarmayr ve bu unsurlar1 gostergebilimsel
analiz ve arketip ¢Oziimleme ile incelemeye alan bu ¢alisma, teori ve ¢oziimleme

kisimlarindan olugmaktadir.

Bu ama¢ dogrultusunda oncelikle Reklam Kavrami ve Tanimi boliimii adi altinda;
reklamlarin tarihsel siire¢ igerisindeki gelisimine, tiiketici davranislar1 lizerindeki etkilerine,
reklamlarda algilamayi etkileyen temel faktorlere, algilama agisindan reklamlarda kullanilan
¢oziimleme yontemleri ve benzer konulardan bahsedilmistir. Bir sonraki bolimde ise
arastirmada kullanilan yontemlerden, gdstergebilimsel ¢dziimleme ve arketip analizinin
kavramsal c¢ercevesi hakkinda bilgilere yer verilmistir. Bu baglamda, bazi Onemli
arastirmacilara gore farkli sekilde ele alman ve tanimlanan gosterge kavrami agiklanmis;
arketip analizlerinde kullanilan metotlar psikiyatrist Carl Gustav Jung'un arketipsel
¢oziimleme yontemine gore degerlendirilmistir. Arastirmanin inceleme boliimiinde yer verilen
reklamlarda kullanilan arketip tiirleri de detayli sekilde agiklanmistir. Ayrica ¢dziimlenen
reklamlar Gestalt kurammin algi kodlar1 dogrultusunda da degerlenmistir. Calismanin sonug
boliimiinde 6ncelikle arastirmanin amaci, 6nemi, sinirliklar1 ve yontemi belirtilmis daha sonra
ise incelemek icin Efsina, Audi, Siemens, First ve Vodafone markalarmin arastirma igin

secilen 0rnek reklamlar1 gostergebilim ve arketipsel agidan incelenmistir.



ABSTRACT

It has already been proven by many researchers that advertisements have effects on
activating consumer behavior. This study aims to reveal the perception codes used in
advertisements to create this effect, and to examine these elements with semiotic and
archetypal analysis, and consists of theory and analysis parts.

For this purpose, firstly, under the name of Advertising Concept and Definition
section; The development of advertisements in the historical process, their effects on
consumer behavior, the main factors affecting perception in advertisements, the analysis
methods used in advertisements in terms of perception and similar issues are discussed. In the
next section, the methods used in the research, semiotic analysis and the conceptual
framework of archetypal analysis are mentioned. In this context, the concept of sign, which is
handled and defined differently according to some important researchers, is explained; The
methods used in archetypal analysis were evaluated according to the archetypal analysis
method of psychiatrist Carl Gustav Jung. The types of archetypes used in the advertisements
included in the review section of the research are also explained in detail. In addition, the
analyzed advertisements were evaluated in line with the perception codes of the Gestalt
theory. In the conclusion part of the study, first of all, the purpose, importance, limitations and
method of the research were stated, and then the sample advertisements of Efsina, Audi,
Siemens, First and Vodafone brands selected for the research are examined in terms of
semiotics and archetypes.

Vi



