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KISA OZET
Hicran Ozlem ILGIN
OYKU FORMATLI TELEVIZYON REKLAMLARINDA KULTUREL
KIMLIK GOSTERGELERI VE ANLAMLANDIRMA
Bu ¢alisma ile Tiirkiye’de yayinlanan 6ykii formatli televizyon reklamlarinda kiiltiirel kimlik
gostergelerinin - gorsel anlatim Ogelerinin, gostergebilimsel yontem ile incelenmesini
amaclanmistir. Bu baglamda, Nar Ajans’in yaptigi arastirma sonucuna gore, Tiirkiye’nin 2012
yilinda en fazla televizyon reklam: yayinlanan {i¢ biiyiik iletisim firmasi olan Turkcell,
Vodafone ve TTNET’in 2012 yilinda yayinlanan 6ykii formatl reklamlari inceleme konusu
olarak ele alinmistir.
Bugiin televizyon reklamlarinin tiiketici davranisi tizerindeki etkileri tartisma gotiirmez bir
noktaya gelmistir. Rekabetin ve uluslararas: pazarlarin varligi reklamcilhig: yeni alanlara dogru
yaklastirmis o6zelikle ililkemizde son yillarda Anadolu ve gostergeleri reklam filmlerinde
siklikla kullanilmaya baslanmistir. Kullanilan kiiltiirel kimlik gostergelerinin, izleyicide
yarattigi sempati, marka duyarlilig1 ve sadakati olusturma giicti fark edildiginden bugiine de
farkli reklam filmleri ile izleyicinin karsisina ¢ikmaktadir.
Kiiltiirel kimlik gostergelerinin televizyon reklamlarinda kullanilmas: noktasinda reklamlar
teknik ozellikler ve dilsel iletiler agisindan ¢oziimlenmistir. Daha sonra gostergebilimin yakin
dénem kuramcilarindan Umberto Eco’nun kiiltiirel olgularin incelenmesi ile olusan iletisim
sirecinin, gostergebilimi olusturmas: {izerine sdyleminden esinlenilerek, kiiltiirel kimlik
gostergeleri ve tasidiklar: alt kodlar belirlenerek yapilan bu ¢aligmanin reklam ve gostergebilim
baglamina 1s1k tutmasi amaglanmstir.
Sonug olarak; giiniimiizde kiiresellesme ile birlikte iletisim ve pazarlama olanaklarinin
gelismesi tiiketicinin algilama ve alimlama siirecinin 6nemini daha fazla ortaya ¢ikarmistir.
Pazarlama ve iletisimin ortak araci olarak reklam bu noktada etkinliklerini bu amaca uygun
olarak sekillendirmektedir. Tiirkiye gibi farkli kiiltiirlerin bir arada yasadig: toplumlarda, hedef
kitleyi ortak tutum ve davranisa yonlendirebilmenin yolu olarak televizyon reklamlari ve bu
baglamda gorsel gostergeler ile kullanilan kiiltiirel kimlik 6geleri olarak dini bayramlar,
seremoniler, degerler, ritiiellerin aktariminda yararlanilan gorsel 6geler belirlenmistir.
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ABSTRACT
CULTURAL IDENTITY ITEMS OF STORY FORMAT TELEVISION
ADVERTISING AND SIGNIFICATION
The study aims to investigate the visual explanation components of cultural identity items in
narrative TV commercials broadcast in Turkey with semiotic method. Within this scope,
narrative TV commercials of Turkcell, Vodafone and TTNET, three major communication
firms of Turkey which broadcast the most TV commercials in 2012 according to the results of
a Nar Agency research, were examined.
TV commercials have an uncontroversial impact on consumer behaviors today. In recent
ears, rivalry and international market led advertising to new areas, and Anatolia and its
indicators have often been used in commercial films. Various kinds of commercial films have
been shown on TV since the sympathy, brand sensibility and loyalty-provision power, which
were created by cultural identity indicators used, were recognized.
Cultural identity indicators used in television commercials are analyzed according to technical
features and linguistic messages. After that cultural identity indicators and their sub-codes
determined according to one of the near term’s contemporary semiotics theorists Umberto
Eco’s discourse about the origination of semiotics via communication process which shaped
by analyzing of cultural phenomenon. This study aims to shed light on advertising and
semiotics context.
As a result, developments in communication and marketing opportunities, in accordance with
globalization, have made perception and reception process of consumers more important.
Advertising, the mutual tool of marketing and communication, forms its activities for this
purpose. In communities like in Turkey, where different cultures exist, TV commercials were
defined as the way to lead the target audience to a common attitude and behavior, and within
this scope, visual elements to transmit religious holidays, ceremonies, values and rituals were
specified as cultural identity components used with visual indicators.
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