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KISA OZET

ACIKHAVA REKLAMLARINDA YARATICI STRATEJi KULLANIMI:

REKLAM MESAJLARI VE MARKA iMAJI ETKILESIMI

Osman Onur Salkim

Bu calismada, Reklamcilar Dernegi’'nin dizenlemis oldugu “Kristal EIma Festivali”
etkinliginin 2016 yilinda gerceklestirilen 28. Kristal ElIma Reklam Odiilleri, Agikhava
Kategorisi'nde 6dul alan 5 reklam afisi, Agikhava reklamlarinda yaratici tasarim ve
marka imaji etkilesimi baglaminda dilsel ve gdrsel gostergeler agisindan
incelenmigtir.

Calismanin amaci, acik hava reklamciliginda reklam mesajlarinin ve marka imaj
etkilesiminin analiz edilmesidir. Calismada ele alinan afisler; yaraticilik, tasarim ve
marka kimligi unsurlarini iceren tg¢ temel kriter temelinde olusturulan bir yéntemle ele
alinmistir. Ayrica afislerin ¢6zumlenmesi asamasinda temel tasarim ilkeleri ve
Roland

Barthes’in gostergeleri anlamlandirmaya odakli ¢ézimleme yontemi temel alinarak
analiz edilmistir.

Anahtar Sozcikler: Agikhava Reklamciligi, Yaraticilik, Marka imajl, Tasarim,
Gostergebilim.
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ABSTRACT

USING CREATIVE STRATEGY ON OUTDOOR ADVERTISING:

ADVERTISING MESSAGES AND BRAND IMAGE INTERACTION

Osman Onur Salkim

This study analyses Outdoor Advertising Category Awards of 28. Kristal EIma
Festival posters that is organised by Turkish Association of Advertising Agencies, in
the context of creative design brand image interaction on outdoor advertising. Aim of
this study is, analys of advertising messages and brand image interaction on outdoor
advertising. Five poster that examinated in the study are analysed using the
principles

of basing design and the semiotic method of Roland barthes in the context of
creativity,

brand identity elements and transmission of meaning in design.
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