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OZET
TUKETIM KULTURUNUN ARACI OLARAK REKLAMLARDA NESNELESEN
BIREY YA DA BIREYE DONUSEN NESNE
Didem Ataman YENGIN

Teknolojik gelismeler hayatin her alaninda degisikliklere sebep oldugu gibi
bireylerin izledidi seylerde, tuketim aliskanliklarinda, beklentilerinde de degisiklikler
yaratmaktadir. Kuresellesen dunyada ulasilabilirligin hizlandigi ve kolaylastigi da
disunidlecek olursa, bireylerin kendilerini farkli hissedebilmek adina yaptiklari
cilginliklar géz ardi edilmeyecek bir boyuta ulasmistir. izledigi reklamlarda goriinenin
de ardindakini kesfeden bireyler surekli tiketim ile ilgili mesajlara maruz kalmakta ve
ihtiyag duyduklar seyleri tiketmenin de 6tesine gegerek israf boyutuna ulasan, marka
ve lUks tiketim anlayisini benimser hale gelmektedirler. Ancak yollanan her bir mesajin
gostergeleri desifrelendiginde buz daginin gérinemeyen kismi da su Ustline gikmaya
baglar. Markalar tarafindan kesfedilen tiketim zaafi, reklamlar araciligiyla daha da bir
Uzerinde oynanarak bireylere tukettikleri seylerle kendilerini ifade edebilecekleri bir
olanakmiscasina sunulmaktadir. Giydigi elbiseyle c¢ekici olduguna inanan ya da
inandinlan bir kadin, kullandidi son model arabasiyla sportif goérinen ya da
gorindiguni sanan bir erkek, cep telefonuyla modern ve teknolojik olabilen bir geng
ve bunlar gibi daha pek ¢ok tanimlama artik bireylerin toplum igerisindeki statulerini
belirleyen gostergelere dontsmustur. Tlkettikleriyle bir gruba ait olmak, farkli olmak
artik kullanilan esyalari ara¢ olmaktan cikartarak amag¢ haline doénustirmustar.
Nesneler, bu dogrultuda, bir amaca donlUserek bireyleri satin alma eylemine
yonlendirmektedir; bireyler ise, o nesneleri bir arag degil “kendileri” gibi gormektedir.
Artik nesnelerin “bireylesmesidir’ séz konusu olan. insanbicimcilik olarak tanimlanan
olgu ile nesneler insanlar gibi davranmakta ve duygularini belirterek, bireyleri
yonlendirmektedir. GUnUmuz reklam bireyleri, nesnelerin “duygu yukliu”, “insani deger
ve dusuncelerinin” oldugu bir dinyaya ¢ekilmekte ve onlar tarafindan etkilenmektedir.

Calismada bu etkiyi ve yonlendirmeyi reklam iletilerinin hangi gostergelerle, “nasil”
yarattiginin  Uzerinde durularak, gostergebilimin  yardimiyla ¢ézimlemeler
yapilmaktadir.
Anahtar Kelimeler: Teknoloji, Reklam, Tiiketim, Gostergebilim, insanbigimsellik.
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ABSTRACT

ADVETORILAS AS A MEDIUM OF CONSUMPTION CULTURE AND
ANTHROPOMORFISM (object people or humanoids)
Didem Ataman YENGIN

There have been rapid changes and developments in technological life. With the
effects of these changes technological developments have a great impact in every area
of life as well as our television watching preferences, consumption habits and
expectations. In this process of change, which named globalization, the situation of
new life forms have been subject of different approaches; although in general there
have been critics in terms of globalization as effortless and fast accessibility draw
people into craziness to feel themselves different with the things that they consumed,
there are other approaches which evaluate this process as the ability to reach options.
People started to discover what behind in commercials and perceived that all
commercials refer a continual consumption message. Therefore, people consume not
only required goods, they spoil materials and espouse to consume luxury and brands.
Every single message is transcribed by semiotic and people started to find out
unapparent side of the iceberg. Individuals have a weakness for consumption and this
discovered by brands to toy with consumers’ feelings. It has been seen that together
with brands, people expressed themselves with the things that they consumed.
Women can be appeared attractive in fashionable dresses, men can be seemed sporty
with their latest model cars or young people can be seemed technological by the latest
version smart phones. All these things show us the consumed items determine
people’s statue and prestige. Consequently, goods are transformed into the meaning
instead of the medium. When tools got the control and gained anthropomorfic
characteristics they started to direct people. Also, tools are personated in
advertisements. In question, objects are individuals, anyhow. As a result, people
became robots who think themselves unique but aware of similarity. Objects are acted
like people with the effects of antrophomorphism as well as showed their feelings and
emotions to direct people. Today’s advertisement people are influenced by the tools
and drawn into the “emotional” and “humanitarian” world.

In this study, antropomorphic details in advertisements and their effects on
individuals’ consumption preferences will be analyzed on the basis of semiology.
Key words: Technology, Advertisement, Consumption, Semiotics,
Anthrophomorfism.



