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READY TO WEAR FASION ADVERTISEMENTS AND CONSTRAINT 
BY THE IMAGE TO TH  

Yazar / Author:  i 
Abstract 

Fashion is the phenomenon in which class and statue-based representations are 
organized, reproduced and maintained as a permanent representative of social stratification; 
closely affects the human body, body adornment and dressing styles. In an environment based on 
serial production, relative low quality goods and global communication tools change styles 
quickly in the context of consumer society; the fashion images produced by the textile sector are 
also rapidly changing and the continuous production of images and styles are required. In this 
context, there is a compulsory and intense relationship between ready-made brands and the 
creation and fashion based advertisement images. 

The content of the concept of beauty varies according to culture and societies. Despite 
this differentiation, in the global age the concept of beauty is shaped by the dynamics of global 
media centers. The style elements of the periphery countries and cultures are moved to the global 
media center bu the communication tools and from here being adapted to the global market. 

This situation with globalization, leads to the singularity of the concepts of fashion and 
body, The forms produced in global centers surround the whole World. At this point, a much 
more important problem emerges in terms of ethics. All brands want to develop advertising and 
products to capture children, and a brand adopted by the child will be able to sell to the same 
person for a lifetime. On the other hand, the concept of beauty produced through the young adults 
as a media targets and is shaped by their beauty perception. This situation leeds the child-based 
fashion advertisements shaped by adult beauty perception and ignores child body, child 
development, child health and childhood reality.   

In the context of the study, the "KOTON- children with styles  " advertisement was 
examined according to the methodology of semiotics. The advertising film was divided into 
structural elements that constitute meaning and the ideological structure produced through 
discourse was revealed. 

This relationship between fashion, fashion industry, advertising and childhood creating 
an ethical problem, in addition producing contrary content to child development and It should be 
considered in the context of children's rights. 
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