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OZET

REKLAMDA CINSELLIK KULLANIMI;: TURKIYE’DE

BESIN MADDESI REKLAMLARINDA CINSEL CAGRISIMLARI

Ferrah Nur Diindar

Degisen toplumsal degerlerle birlikte reklamin hedef kitlesi de degisim
gostermistir. Bu degisim tiriin ve hizmetlerini satmay1 hedefleyen reklamverenleri ve
reklamcilar1 harekete gegirmistir. Biling altina ve i¢ giidiilere seslenen dolayisiyla

dikkat geken reklam iletileri daha ¢ok basarili olmuslardir.

Calismamizin biitincesini besin maddesi (yiyecek ve igecek) reklam iletileri
lizerine olugturulmugtur. Besin maddelerinin (yiyecek ve igecek) reklam iletilerinin
¢oziimlemesinde kurgulanan ileti aracilifiyla hedef kitlede ruhsal, toplumsal,

bireysel duygularin yaratilmasi, hedef kitlenin saptanmasi, cinsiyeti, ekonomik
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durumu, yasam bicimleri, gereksinimleri ve iletinin seslenme bigimine

odaklanilmaktadir.

Calismamizda reklam iletisinin ¢oziimlenmesinde ¢ok boyutlu bir ¢aligma
hazirlamak amaciyla, s6z konusu iletilerin alic1 tarafindan etkili bigimde algilanmasi
icin  “nasil” kurgulandigi ortaya koymaya caligilmigtir. Bu  dogrultuda
gostergebilimsel yaklagimin temel kavram ve ilkelerinden yola ¢ikilarak segmeci bir

yontem olusturumuna gidilmistir.

Caligmamizin amaci ise, biitincemizde yer alan reklam iletilerinde “cinsellik”
cagrigiminin “nasil” aktarildifi, yukarida belirtilen segmeci ydntemdeki oOlgiitlere

gore nasil kurgulandig1 ve hangi gostergelerin kullanildiginin belirlenmesidir.

Boylelikle sozii edilen segmeci yontemle, iletinin reklam iletisimindeki
etkinligi, algilanirlifi, nasil ve ne bigimde bireyi iirline yonlendirdigi, akilda
kaliciligt ve hedef kitleye riinii hangi olgiide satin almaya ydonelttigi, ortaya

¢ikarilmaya ¢aligilmig ve iletilerde cinselligi ¢agristiran gostergeler irdelenmistir.

Anahtar kelimeler: Besin maddesi reklamlari, cinsel ¢agrisimlar, ¢oziimleme,

gosterge, hedonizm.
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ABSTRACT

USE OF SEX IN ADVERTISING: SEXUAL ASSOCIATIONS IN FOOD
ADVERTISING IN TURKEY

Ferrah Nur Diindar

Advertisement’s target audience has ben changing along with the social values.
This change is arousing advertisers and admen who want to sell their service and
goods. Advertisements addressing to people’s subconscious and instincts therefore

standing out, has been much more successful.

The groundwork of our study is based on foodstuff (food and beverage)
advertisements. Focus subject is the way food and beverages are used in
advertisements edited messages to create psychological, societal and personal
perceptions in target audience, to determine a target audience, gender, financial
position, lifestyle, requirement spesifications and addressing methods of food and

beverage advertisements.

In an effort to compose a multi-dimensional study; it is aimed to put forth
“how” the above mentioned advertisement communiques are edited to make
addressees perceive effectively. Thence, moving ahead with semiotic method’s

concept and postulates it is aimed to build an eclectic method.



The purpose of our study is to show “how” the “sexuality” association is
expressed in advertisement communiques, how it is fixed according to above

mentioned eclecticism and to determine which indicators are used.

In this way; it is intended to bring light into communique’s strength in
advertisement communication by aforementioned eclectic method, its perceptibility,
how and by which way it canalizes an individual to a product, its effect to be
remembered easily and the key indicators in advertisement communiques associating

sexuality are examined.

Key Words: Food advertisements, sexual associations, to analyse, semiology,

hedonism.
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