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EDITORDEN
Degerli Okuyucular,

Istanbul Ticaret Universitesi Iletisim Fakiiltesi olarak bu sayida kapsaminmi daha da
geniglettigimiz ve iletisimin c¢esitli alanlarindaki bilimsel ¢aligmalarini bir araya
getirerek yayimladigimiz “Uluslararas1 Halkla iliskiler ve Reklam Calismalari Dergisi

(HIRE)”nin 2025 yil1 birinci sayisina hos geldiniz.

Gilinimiiz diinyasinda yapay zeka, halkla iliskiler, reklamcilik, medya ve sinema
caligmalart gibi alanlarda hizla degisen dinamikler akademik calismalarin da siirekli
olarak yenilenmesini zorunlu kilmaktadir. Bu baglamda, dergimizin bu sayisinda yer
alan makaleler giincel iletisim pratiklerini disiplinler arasi bir perspektifle ele almakta
ve alana katki sunmay1 amaglamaktadir. Yeni sayimizda yer alan bilimsel ¢alismalar1

kisaca su sekilde ozetleyebiliriz:

Miiriide Ozen Seving ve Ahmet Iyici’nin “Virtual vs Real: A Comparative Study
on CGI and Guerrilla Ads” baslikli caligmasi yapay zeka ve dijitallesmenin
reklamcilik tizerindeki etkisini ele aliyor. Arastirmada, The North Face markasina ait
CGI ve gerilla reklamlarinin algilanma bigimleri karsilastiriliyor. Nitel analiz ve odak
grup caligmalari sonucunda, CGI reklamlarimin tiiketici iizerinde daha kalict ve etkili
oldugunun belirlendigi bu ¢alisma, reklameilikta yapay zeka kullaniminin potansiyelini

merak edenler i¢in oldukgea ilgi ¢ekici.

“Reklamda Retorik Kullaninmi: Reklam Film ve Afislerinde Gorsel Retorik
Unsurlarin Kullanim Uzerine Bir Inceleme” basligiyla Buse Giir tarafindan ele
alman makale, reklam tasariminda kullanilan retorik unsurlarin etkisini
gostergebilimsel analiz yontemiyle inceliyor. Reklamlarin hedef kitlenin bilingaltina
nasil hitap ettigini ve gorsel unsurlarin ikna giiciinii ortaya koyan bu makale,

reklameilik alaninda ¢alisan veya bu alana ilgi duyanlar i¢in 6nemli bulgular sunuyor.

Mustafa Giiltepe’nin “1980-1990 Yillar1 Aras1 Mizah icerikli TRT Reklamlarimn
Coziimlenmesi” baslikli calismas1 Tirkiye’de 1980-1990 yillar1 arasinda TRT

N/



tarafindan yaymlanan reklamlar1 mizah perspektifinden ele aliyor. igerik analizi
yontemiyle yapilan bu arastirma, o donemin reklam stratejilerini anlamak igin dnemli
bir kaynak niteliginde olmakla birlikte Tiirkiye’de televizyon reklamciliginin evrimini

merak edenler igin kiymetli bir inceleme.

“Dijital Pazarlama Konulu Lisansiistii Tezlerin Bibliyometrik Analizi” basligiyla
Begiim Topal, Basak Oztiirk, Emel Giiven ve Tamer Eren tarafindan hazirlanan
calisma ise dijital pazarlama alanindaki akademik egilimleri bibliyometrik analiz
yontemiyle inceliyor. 2002-2024 yillar1 arasinda yazilarak YOKTEZ arsivinde bulunan
tezleri degerlendiren makale, dijital pazarlama arastirmalarindaki metodolojik ve
tematik bosluklara dikkat ¢ekiyor. Dijital pazarlama alaninda akademik caligmalar

yapmak isteyenler i¢in rehber niteliginde bir makale.

Hatun Boztepe Taskiran tarafindan ele alinan “Public Relations Not Only for the
Organization but Also for Society: A Review of Undergraduate Curricula in
Tiirkiye” baglikli makale ise halkla iliskilerin yalnizca kurumsal ¢ikarlar
dogrultusunda degil, topluma hizmet eden bir disiplin olarak da degerlendirilmesi
gerektigini savunuyor. Tirkiye’deki halkla iligkiler lisans programlarinin miifredatini
analiz eden caligma, egitimin sosyal sorumluluk boyutunun daha fazla vurgulanmasi

gerektigine dikkat ¢ekiyor.

“Modern ve Geleneksel Yasamin Sinema Diliyle Anlatimi: ‘Perfect Days’ Ornegi”
basligiyla Yusuf Devran ve Ahmet Tarik Bilge tarafindan hazirlanan ¢alismada Wim
Wenders'in yonetmenligini yaptig1 Perfect Days filmi analiz edilerek modernlesmenin
birey iizerindeki etkisi inceleniyor. Filmde, geleneksel ve modern degerlerin ¢atigmast
sinema diliyle ele alintyor. Modernlesme ve kiiltiirel degisim konularina ilgi duyanlar

icin 6nemli bir ¢aligma.

Arzan Dilek Bozkurt’'un “A Unique Perspective on Rogers’ Diffusion of
Innovations Theory Through the Lens of the ‘Her’ Movie” baslikli makalesi ise
yapay zekanin hizla biiylimesini ve Everett Rogers'in Yeniliklerin Yayilimi Teorisini,

2013 yapim Her filmi baglaminda degerlendiriyor. Yapay zekanin toplum tarafindan

N\ /



nasil kabul edildigini felsefi ve sosyolojik agidan ele alan bu c¢alisma, teknoloji ve

toplum iliskisini anlamak isteyen okuyucular i¢in dikkat ¢ekici i¢goriiler sunuyor.

Her bir makale, kendi alaninda 6zgiin bir perspektif sunarak akademik ve profesyonel
diinyada 6nemli katkilar saglamaktadir. Dergimizin bu sayisina katkida bulunan degerli
akademisyenlere ve hakem degerlendirmesi siirecinde titizlikle calisan bilim
insanlarina tesekkiirii bir borg biliriz. Bilimsel arastirmalarin ve elestirel diisiincenin
gelisimine katki saglama misyonuyla, 6nlimiizdeki sayilarimizda da nitelikli akademik

caligmalara yer vermeye devam edecegiz.
Keyifli ve verimli okumalar dilerim.

Saygilarimla,

Dog. Dr. Gozde SUNAL
HIRE Editorii
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Abstract

This qualitative research explores the
dynamic relationships between artificial intelli-
gence (Al) and digitalization in the advertising
industry. Rapid improvements in digital technolo-
gies have transformed advertisement design, posi-
tioning Al as a major revolution in the advertising
industry. Al enables companies to analyze big data
to reveal customers’ demographic attributes and
create customized ads that meet their expectations.
Such attempts are known as data colonialism, yet
CGI ads (computer-generated imagery) have prov-
en more effective than non-digital ads. This qual-
itative research explores intergenerational percep-
tions of the effectiveness and emotional impact of
The North Face’s CGI ads compared to its guerrilla
ads. Two CGI and two guerrilla ads were selected
and analyzed through qualitative content analysis.
To enrich and reinforce findings, a focus group re-
search has been conducted. Consumers’ reactions
toward the chosen advertisements were examined
based on cognitive and affective advertising mod-
els. Findings confirmed that CGI ads were more
effective, compelling and understandable. Y and
Z-generations also claimed that CGI ads enhanced
consumer engagement with products, encouraged
them to share their emotions on social media, and
tailored their perceptions positively towards the
products staying longer in customers’ minds.

Keywords: Digital Era, CGI Ads, Guerrilla Ads,
Artificial Intelligence, North Face.
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SANAL VE GERCEK: CGI VE GERILLA REKLAMLAR UZERINE
KARSILASTIRMALI BiR CALISMA
Oz

Bu nitel arastirma, reklam endiistrisinde yapay zeka (Al) ile dijitallesme arasindaki siirekli
degisen etkilesimleri arastirmaktadir. Dijital teknolojilerdeki hizli gelismeler, yapay zekay: reklam
endiistrisinde bilyiik bir devrim olarak sunarak reklam tasarlamanin dogasini degistirmistir. Yapay zeka,
sirketlerin biiyiik verileri analiz ederek miisterilerin demografik o6zelliklerini ortaya ¢ikarmasma ve
miisterilerin beklentilerini karsilayacak sekilde ozellestirilmis reklamlar tasarlamasina olanak tanimaktadir.
Bu tiir girisimler veri somiirgeciligi olarak adlandirilsa da, yine de, CGI reklamlarinin (bilgisayar tarafindan
olusturulan goriintiiler) kullaniminin dijital olmayan reklamlardan daha etkili oldugu kanitlanmistir. Bu nitel
arastirma, The North Face'in CGI reklamlarinin gerilla reklamlariyla karsilastirildiginda tiiketiciler
iizerindeki etkililigi ve duygusal etkisine iliskin nesiller arast algilar1 aragtirmay1 amaglamaktadir. Tki CGI ve
iki gerilla reklami segilmis ve igerik analizi yoluyla analiz edilmistir. Bulgular1 zenginlestirmek ve
giiclendirmek i¢in bir odak grup arastirmas: yapilmistir. Tiiketicilerin segilen reklamlara yonelik tepkileri,
reklamin biligsel ve duygusal modellerine gore incelenmistir. Bulgular, CGI reklamlarinin daha etkili, ilgi
¢ekici ve anlagilir oldugunu dogruladi. Y ve Z kusaklar1 ayrica CGI reklamlarinin tiiketicinin iiriinlerle
etkilesimini artirdigini, katilimecilarm reklam ile ilgili duygularini sosyal medyada paylasmaya tesvik ettigini
ve Uriinlerin miisterilerin akillarinda daha uzun siire kalmasina yénelik olumlu anlamda sekillendirdigini
dogruladi.

Anahtar Kelimeler: Dijital Cag, CGI Reklamlari, Gerilla Reklamlari, Yapay Zeka, North Face.

Extended Abstract

Artificial intelligence (AI) and digitalization have renewed the advertising
industry with innovative tools like computer-generated imagery (CGI) and advanced
Al-driven digital tools. Such alterations also enhanced consumer engagement and
satisfaction, which in turn, attracted consumers to purchase products more easily. This
comparative study explores the effectiveness of CGI ads and guerrilla ads in terms of
cognitive and emotional impact, with a specific focus on The North Face’s advertising
campaigns. The study also discovers generational variances in consumer perceptions,
mainly among Generation Y and Generation Z audiences. Generational distinctions
highlight the need for advertisers to customize their strategies to meet the specific
preferences of each cohort. For Generation Y, combining tangible, real-world
experiences with digital elements could effectively address their dual exposure to
traditional and modern media. On the other hand, concentrating on visually captivating,
easily shareable and digitally accessible CGI advertisements better engage Generation
Z and enhance brand retention. Recognizing these differences enables advertisers to
design campaigns that not only grasp attention but also construct a deeper connection
with their potential audiences. These connections lead to more effective and persuasive

advertising outcomes. Moreover, Al’s competencies in data analysis empower
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companies to modify advertisements to consumer preferences such as designing more

personalized and impactful ads.

CGI was initially used for cinematic visuals but now it is being used to
generate visually striking digital ads that captivate audiences easier and faster.
Conversely, guerrilla advertising relies more on unconventional physical installations
to surprise and engage consumers in real-world settings. Hence, the research aims to
evaluate the advantages and limitations of guerrilla and CGI advertising in terms of
consumer engagement, brand recall, and emotional meanings. A qualitative
methodology was employed, utilizing thematic and content analyses on four North Face
advertisements: two CGI and two guerrilla. Focus group discussions with Generation
Y and Generation Z participants provided insights into their preferences and emotional
reactions. The cognitive and affective frameworks of advertising were used to assess
how these ads inform and emotionally engage consumers. Findings revealed that CGI
ads were more effective in generating excitement and curiosity, utilizing elements like
virtual displays on iconic landmarks (e.g., Big Ben and the Empire State Building). It
was proved by the research that CGI ads evoked a “wow effect,” making them
memorable and shareable on digital platforms, mostly among Generation Z audiences.
Additionally, immersive street setups in guerrilla ads were appreciated by Generation
Y participants only for their creativity and physical engagement. The study also
highlighted that guerrilla ads were limited in reaching broader audiences compared to

CGI ads.

Generational differences were prominent in the research. For example, Gen Z
preferred CGI ads for their innovative and shareable nature, aligning with their digital
consumption habits, while Gen Y valued the physical and memorable aspects of
guerrilla campaigns. Despite these preferences, both generations recognized CGI’s
superior ability to enhance consumer engagement and brand recall. The study further
highlights the growing dominance of CGI in advertising due to its effectiveness in
engaging modern and digitally oriented consumers. However, it also identifies
challenges, including high production costs and ethical concerns related to data privacy

and sustainability.

N\ /
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Consequently, when considering intergenerational distinctions among
generations Y and Z, it is evident that these groups spend a significant portion of their
time engaging with digital tools. In today's digital-oriented world, individuals are less
likely to encounter traditional outdoor advertisements and are instead exposed to digital
ads on their mobile devices. For companies aiming to reach this demographic, CGI
advertisements are memorable and offer more precise targeting. As the study indicates,
leveraging creative CGI ads is a more effective business advertising strategy.
Nevertheless, it is vital to recognize varying preferences among different segments of
the audience, as some consumers still value alternative forms of advertising, such as

guerrilla advertising.

INTRODUCTION

Ever-changing technologies led to the integration of Artificial Intelligence into
the advertising industry (Arbaiza et al., 2024). Such developments underline a dramatic
shift in how businesses contact their customers. The interactions among artificial
intelligence (AI) platforms and digitalization in general allow companies to better
communicate with their customers at a maximum level (Abdelmissih, 2023). The
digital era puts forward new technological tools such as Al to revolutionize the global
advertising industry (Camilleri, 2023). Al-related improvements are proven to assist
companies in analyzing big data to reveal demographic attributes of their customers to
further design customized ads that in turn meet the expectations of their customers
(Collier et al., 2020). However, the term “data colonialism” become a major discussion
topic that concerns the unauthorized utilization of data obtained from the customers
(Feng & Chen, 2022). The issue highlights data security, emphasizing that customers
trust the company with their personal information, which is guaranteed to remain

confidential and not shared externally.

Al's incorporation into advertising alters how businesses communicate with
their clients and augments simultaneous interactions, permitting a more directed and
efficient method (Hanna, 2023). Al-generated data offers companies deep insights into
consumer behavior, preferences, and demographics, enabling highly personalized and
impactful ads. Based on Collier et al., (2020), such opportunities not only advance the

success of advertising activities but further improve consumer gratification by
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providing content that aligns with consumers’ desires. He et al., (2024) argued that
growing reliance on customer data raises ethical concerns. Arbaiza et al., (2024)
asserted that the data security gaps weaken customer trust and elevate comprehensive
concerns regarding the ethical dimension of employing Al as part of advertising.
Although ethical concerns of operating Al in the advertising industry continue to be
discussed, Al platforms are still reshaping the advertising landscape anticipating
consumer profiles before designing advertising campaigns (Hanna, 2023). According
to Abdelmissih (2023), the explanatory abilities of Al guide corporations to primarily
obtain recent developments, potentials and proactively find solutions. The rising
complexity of Al in making sense of consumer intent leads to questions concerning the
personalized accommodation of products or services (Camilleri, 2023). Since
advertisements are increasingly designed by personal preferences, the elements of
personalization and specific targeting become significant in Al-generated ads (He et al.,
2024). Yet, businesses need to carefully manage personalization and targeting in terms

of avoiding manipulation and data colonialism (Feng & Chen, 2022).

Given this, the research explores a major paradigm shift in global advertising,
focusing on CGI advertising and its impact on consumer engagement and brand
perception. CGI digitally creates visuals and effects, initially used in cinema to blend
digital elements with real footage (Abdou, 2024). CGI is now being adopted in
advertising to enhance visual quality with Al-driven imagery. Aligning with the
research aims, North Face ads were selected for their innovative advertising approach.
North Face is a pioneer in CGI advertising, receiving global praise. Thus, this study
examines and compares its CGI and guerrilla ads to analyze consumer reactions using
cognitive and affective models. The cognitive domain allows audiences to perceive and
comprehend ads at the cognitive level (Zahid et al., 2022). Audiences’ memory,
thinking abilities, criticizing skills and reasoning activities encompass the basis of the
cognitive domain. In the cognitive domain, informative elements such as logos, slogans
and collaboration information are used to capture attention and inform the audience
concerning the products or services to be advertised (Kuo et al., 2023). On the other
hand, the affective domain attempts to communicate with consumers’ emotions to
evoke sentiments towards the advertisement. Zahid et al., (2022) claimed that the

affective domain tries to activate and navigate the emotional side of audiences by using
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surprise effects, excitement, comedy, drama, etc. In this context, two guerrilla and two
CGI ads from North Face were analyzed to assess their effectiveness in enhancing
consumer experience and engagement, fostering emotional responses on social media,
shaping positive brand perceptions, and ensuring lasting memorability. Additionally,
this study aims to investigate intergenerational (Y and Z-generations) distinctions in
terms of the aforementioned categories. Guerrilla advertising is one of the most
marginal and unusual advertising types that aims to surprise the audience with
unconventional and unique elements to evoke attention toward the campaign (Ouf,

2023).

1. Literature Review
1.1. Evolving Advertising Landscape in the Digital Age

In today’s social structure, consumption is the driving force of the system. This
system operates through an interconnected chain linking producers, products,
intermediary organizations, and consumers. To reach consumers effectively, producers
must utilize multiple channels. With technological advancements, consumer
expectations and demands have evolved, fundamentally transforming marketing
methods, message delivery platforms, and content formats. Advertising plays a crucial
role in this transformation, as it bridges the gap between brands and consumers.
According to Ayaz (2023), the formal characteristics of advertising require strategic
reorganization to align with new media platforms, where consumers increasingly
engage with advertisements. This restructuring aims to establish an interactive

communication framework, enhancing consumer engagement and product interaction.

Traditional media tools such as newspapers, radio, and television have played
a significant role in shaping advertising. However, the technological revolution
introduced digital advertising, shifting media platforms into digital formats. Digital
advertising offers advantages such as precise targeting, higher engagement, and real-
time interaction (Sahinci, 2021). Among the most widely used digital advertisements
are banner ads, which first appeared in 1994, marking a turning point in digital
advertising (Ha, 2008). Banner ads create awareness by exposing consumers to specific
messages and persuading them to take action (Kafadar et al., 2023). Subsequently,

email advertising emerged as an early form of online digital marketing (Gedik, 2020).
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As technology progressed, new advertising spaces were developed, with search engine
advertising becoming a dominant approach, allowing marketers to reach consumers in

a non-intrusive manner (Al Tamer, 2020).

Mobile phones dominate communication, making mobile advertising a key
strategy. Emerging two decades ago, it enhances brand recognition, personalization,
purchase intent, and perceived value via branded apps (Talha et al., 2024). Social media
platforms have become key communication and advertising channels, offering
interactivity, positive word-of-mouth, and targeted ads through sponsored content for
greater effectiveness (Al Tamer, 2020). According to Yang et al., (2023), global social
media advertising spending is expected to reach approximately 357.92 billion USD by
2026.

The digital transformation of media has driven advertising into digital formats,
merging traditional and digital platforms. Al-driven advertising enhances consumer-
centric strategies by analyzing big data, providing deeper insights into consumer
behavior, interests, and needs (Rodgers, 2021). By providing personalized content and
targeted messages, Al enhances consumer experiences (Vashishth et al., 2024). Al-
powered advertising not only promotes products but also supports a value-creation
process driven by consumer demands. When combined with a consumer-centric
approach, Al strengthens brand-consumer relationships and increases advertising

effectiveness (Kumar et al., 2024).

1.2. Digitalizing Consumers’ Perceptions

Conventional advertising approaches alone are no longer satisfactory due to
the changing perceptions. The digital revolution offers fresh ideas in advertising and
facilitates reaching a wider audience (Mosa, 2021). The changing perception in
advertising necessitates putting the consumer at the center of promotion and branding
efforts. The usage of digital marketing, social media management, content marketing
and influencer marketing support companies to interact with customers more
personally (Ahlluwalia & Singh, 2020). Digital-oriented or Al-oriented advertising
enables companies to reinforce their branding processes by generating striking and

memorable content on digital platforms (Aiolfi et al., 2021). Meaning creation in
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advertising has become crucial in the digital era because digital natives are more aware
of the content, message, and function of the brand (Nekmahmud et al., 2022). When
individuals activate the decision-making mechanism, stimuli run through information
processing stages to make sense of the advertised product (Ahlluwalia & Singh, 2020).
Ad interpretation varies by individual, as perception is shaped by biases, expectations,

needs, and past experiences.

Digital consumers develop complex advertising perceptions shaped by their
interactions with technology. According to Cochoy et al., (2020), digital ads allow for
personalized content that meets consumer needs, fostering positive and sincere brand
perceptions (Horakova et al., 2022). People often form beliefs and expectations before
purchasing. For example, Gen Z values transparency, practicality, and sensitivity in ads.
Research (Aiolfi et al., 2021) confirms that digital natives respond more positively to
socially conscious advertising. Therefore, advertisers need to build a positive image
regarding the brand so consumers develop positive perceptions. Advertisers or
producers must also align with younger generations’ expectations to generate valuable
advertisements that meet their perceptions (Giingdér & Cadirci, 2022). Thus, their

constructive perception of a brand leads to emotional attachment and satisfaction.

Positive consumer perceptions can be interpreted that your clients trust your
values and believe your company is gratifying their needs. If companies can reserve
this positive perception, they can return their customers to purchase more. As asserted
by Horédkova et al., (2022), indicators such as customer gratification, the probability of
recommending the product/service and the possibility to purchase it, might
dramatically influence clients’ perception. Moreover, positive perception is directly
related to consumers’ former experiences and also regulates their future interactions
with brands (Kini et al., 2023). Positive individual experiences can impact others’
opinions about the brand and initiate a wider transformation in perceptions of the
masses as well. If customers had a satisfactory experience with products or services,
they probably advocate the brand through word of mouth which further contributes to
altering public perception regarding the brand at the maximum level (Tzoulia, 2021).
Parameters such as online reviews written about brands, promotion activities and digital

engagement of a brand, customer rating schemas, customer support services and speed
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in addressing customers’ issues are vital in terms of shaping and guiding customer

perceptions (Cochoy et al., 2020).

1.3. Cognitive and Affective Framework of Advertising

The impact of advertising on consumers has been studied since the 1800s,
making it a central focus for professionals and researchers in marketing. Over time,
various theories and models have been developed to explain how advertising shapes
individual and societal behaviors and how consumers react to advertisements. The
primary objective of advertising is to persuade consumers to purchase a promoted
product or service through strategically crafted messages. Advertising efforts include
building brand awareness, highlighting product benefits, and evoking positive emotions

toward the brand (Ozsoy, 2015).

According to Lavidge and Steiner (1961), advertising does not immediately
drive consumers to make purchases; instead, it follows a structured process consisting
of multiple stages. Belch and Belch (2001) categorize these sequential processes into
four key models: Traditional and Alternative Response Hierarchy Models, the
Integrated Information Response Model, and the Cognitive Response Approach (inam,

2002).

Among the traditional Hierarchy of Response Models, the most widely
recognized are AIDA, DAGMAR, and the Hierarchy of Effects Model. These models
share commonalities in their sequential approach to consumer behavior. The AIDA
model represents the four stages a consumer undergoes: Awareness, Interest, Desire,
and Action. According to this model, consumers first become aware of a product,

develop an interest, form a desire, and ultimately take action to purchase it.

Colley (1961) emphasized that the most critical measure of an advertisement's
success is its impact on sales (Clark et al., 1994). The DAGMAR model builds upon
this idea, asserting that advertising effectiveness should be assessed based on
communication spectrum targets. This spectrum consists of Awareness, Understanding,

Persuasion, and Behavior. Unlike AIDA, DAGMAR highlights the significance of
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cognitive engagement and persuasion, emphasizing that awareness and emotional

factors play crucial roles in influencing consumer behavior (Belch & Belch, 2001).

Lavidge and Steiner's Hierarchy of Effects Model further elaborates on the
consumer decision-making process, illustrating how advertising influences individuals
through a series of stages, from awareness to purchase. They argue that advertising does
not produce immediate results; rather, consumers must sequentially progress through
each stage for the advertisement to effectively drive purchasing behavior (Belch &

Belch, 2001, p. 149).

Awareness
Cognitive
Knowledge
Liking l
Preference Affective
Conviction l
Purchase, Behavioral

Figure 1: Hierarchy of Effects Model
Source: Lavidge and Steiner, (1961, p.61).

This model comprises three psychological processes: cognitive, affective, and
behavioral (Lavidge & Steiner, 1969, p. 4). The cognitive process is intellectual,
logical, and rational, the affective process involves emotions, and the behavioral
process stimulates desire, motivation, and action. Cognitive message strategies create
a positive impact on consumers' beliefs and knowledge, while affective strategies evoke
emotions to enhance product likability (Duffett, 2020). Some studies analyze
advertising’s influence by focusing on one component- cognitive, affective, or conative
(Kuang et al., 2024), while others examine multiple components together (Cvirik,

2020).

The cognitive aspect of advertising is rational, emphasizing message clarity,

information processing, attention-grabbing features, and perception. Visual elements
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play a key role; for instance, a brand’s logo enhances recognition and recall (Henderson
& Cote, 1998). Its color, design, and simplicity quickly convey the brand’s message
and establish a mental connection. Similarly, slogans encapsulate a brand’s values and
promises in a concise, memorable way, reinforcing brand recall and influencing
consumer decisions (Keller, 2013). The affective component pertains to emotions. Both
visual and auditory elements shape consumer reactions. These elements create lasting

impressions and strengthen consumer-brand connections (Vrtana & Krizanova, 2023).

1.4. Emerging Technologies in Advertising

The advertising sector has experienced a remarkable transformation with the
introduction of artificial intelligence (Al), evolving from human-centered approaches
to automated procedures generated by Al (Garganas, 2024). Originally, advertising
depended on human intelligence (HI) to create concepts and narratives to recognize
consumers’ needs (Kini et al., 2023). Such advertising processes should be embedded
in creativity, sensitivity, and sociocultural dimensions to capture human attention
(Araujo et al., 2020). Traditional advertising approaches have been improved by digital
innovations by having immediate feedback, personalized ads and interactive layouts.
Nonetheless, the advertising landscape has been altered as Al tools allow Al-generated
production, hyper-customized designs and predictive analytics when creating ads
(Araujo et al., 2020). Novelties in modern technology lead to an innovative era of Al-
driven advertising (content, sound and visual creation) and rapid data exploration,

underlining highly personalized advertising (Sifaoui & Segijn, 2024).

Al has revolutionized ad targeting by enabling brands to deliver highly
personalized messaging (Franke et al., 2023). Al algorithms analyze consumer data to
predict behaviors, expectations, and preferences, creating ads that resonate on a
personal level (Taskiran & Dogan, 2024). Prognostic analytics augment Al's aptitudes
to predict trends and customer behaviors, which equips advertisers with an influential
instrument for proactive advertising/marketing (Mosa, 2021). Al-driven mechanization
has started to work in the creative domain as well, where certain Al platforms produce
visuals or videos used in advertisement campaigns (Garganas, 2024). This
computerization modernizes ad creation processes enabling personalized ads while

human-driven methods are lacking in reaching that level in ad construction.
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Regardless of the notable proficiencies of Al, human intelligence (HI) in
advertising is still needed, predominantly in creativity, emotional intelligence (EI), and
moral principles (Segijn & Strycharz, 2022). Even though Al creates perfect ads,
human creativity allows ad concepts to reach a profound emotional level, which is hard
for Al to imitate because Al relies on pre-defined and relevant data. Therefore, people
can pass on cultural understanding to ads with social values, guaranteeing that ad
content communicates properly across diverse audiences. HI takes a vital role in
upholding ethical standards, particularly as Al’s practice of personal data increases
concerns regarding customer privacy and ethical values (Segijn & Strycharz, 2022).
Hence, human judgments are invaluable in guiding Al operations to generate

responsible and sensitive advertising campaigns.

The evolving advertising landscape calls for hybrid techniques integrating AI
and human intelligence (HI). Future innovations may enhance Al’s ability to
incorporate creativity, empathy, and collaboration in campaigns (Chu & Seock, 2020).
With digitalization, traditional media like print, TV, radio, and billboards have declined
in use. So, traditional advertising platforms and techniques seem to have lost their
influence over digitalized societies. Nevertheless, the escalation of digital technologies
has been accompanied by novel tactics highlighting personalization, feedback, and
data-based analyses (Franke et al., 2023). Social media platforms, Al-oriented
advertising, influencer collaborations and advanced technologies such as augmented
reality (AR) assist brands in communicating with consumers at a personalized level
(Nekmahmud et al., 2022). Traditional approaches try to build trust and enduring
visibility while digital-driven methods aim to reach customers rapidly and enhance
their engagements with the product establishing consumer-brand interactions (Chu &
Seock, 2020). Hence, effective advertising in the digital era must blend traditional
methods with Al innovation to keep up with the changing advertising industry. Ongoing
advancements in advertising enable professionals to adapt innovative and tech-oriented
solutions such as augmented reality (AR) and virtual reality (VR). The combination of
such platforms with already existing advertising strategies enhances consumers’

experiences and develops brand-customer relationships (Tzoulia, 2021).

N\ /



Virtual Vs Real: A Comparative Study On CGI Ads and Guerrilla Ads

2. Research Methodology

Qualitative research allows researchers to collect people’s opinions and
attitudes toward the issue to be studied (Mayring, 2015). Qualitative research
frequently answers how and why questions. Thematic Analysis facilitates seeking and
detecting common themes and meanings within a material selected to study (Archibald
et al., 2015). Given all, a thematic analysis under qualitative research was carried out
on four advertisements shared by The North Face: two CGI and two guerrilla. The study
was drawn from the cognitive and affective frameworks of advertising to evaluate
consumer reactions toward the ads. Consequently, the data-gathering process was
twofold: a focus group (thematic analysis on transcribed data) and qualitative content
analysis. In this regard, focus group interviews can be explained as discussions
conducted with small participant groups under the guidance of a researcher
(moderator), to identify participants' views on a topic that concerns all members of the
group (Doganay et al., 2012). A focus group study was conducted with twelve Turkish
and Turkish Cypriot participants (6 Gen Y and 6 Gen Z) who work or study in the
faculty of communication and media studies, at Eastern Mediterranean University, to
obtain deep and comparative data regarding CGI advertising and the guerrilla
advertising of North Face Company. The sample of the study was composed of the
major state universities in North Cyprus, Eastern Mediterranean University. As soon as
the ethics form was obtained from the ethics committee, a focus group study was
carried out with students and faculty members working/studying in the faculty of
communication and media studies from Y and Z generations. Guerrilla and CGI
advertisements were first shown to the participants, and then a discussion environment
was created, starting with warm-up questions. The second step was conducting a
thematic analysis of the transcribed document to make sense of the participants' data.
The third step was implementing a qualitative content analysis of ads (both CGI and
guerrilla) to categorize findings based on the cognitive and affective frameworks model
of advertising. Qualitative content analysis focuses on the examination of the content
of any recorded form of communication. This may include various types of written
texts, such as books and journals, as well as verbal expressions conveyed through
writing. Additionally, visual elements such as television programs and advertisements
can also be subjected to content analysis (Giil & Nizam, 2020). Content analysis can

be conducted using both quantitative and qualitative approaches. Qualitative content
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analysis takes an inductive, interpretative approach, aiming to uncover underlying
concepts and their relationships through coding (Sahin et al., 2023). Hence, the primary
objective of content analysis is to uncover implicit elements that are not immediately
apparent or easily perceived at first glance, rather than focusing solely on readily
noticeable and easily comprehensible components (Metin & Unal, 2022). In this

context, the codes prepared for qualitative content analysis are illustrated in the table

below.
Category Code Definition/Criteria
. Type of advertisement based on medium and style
AdType CGl or Guerrilla (digital/virtual vs. physical/real).
. Clear and concise presentation of information,
Clarity of Message | . . .
Coeniti including logos, slogans, collaborations and text.
OBnTIve Attention-Grabbing | Unique elements that capture initial attention (e.g.,
Domain . .
Features surprising visuals).
Memory and Recall | Ease of remembering the ad or brand after exposure.
. The emotions evoked by the ad (e.g., excitement,
Emotional Impact L. e ’s
curiosity, surprise, ‘“wow effect”).
Affective Ability to provoke social media shares, discussions,
Domain Engagement and or actions.
Interaction Strong immediate reaction or lasting impression
upon viewing the ad.
Generational Proferences Differences in engagement and reception between
Perceptions Gen Y and Gen Z.
Behavioral Social Sharin Encouragement to share or promote the ad on social
Impact & media (e-WOM).

Table 1: Qualitative Content Analysis Coding Schema

Using cognitive and affective frameworks, the study aimed to reveal
consumers' cognitive engagement with traditional and CGI ads, highlighting improved
comprehension and recall. Affectively, it was aimed to reveal whether or not these ads
evoke stronger emotions than traditional ads. Focus group was conducted to see and
compare intergenerational reactions and opinions regarding the CGI advertisements of
North Face. At the beginning of the focus group study, participants were shown two
guerrilla and two CGI ads of North Face to start a discussion on the pre-prepared focus
group research questions. Thematic Analysis was conducted to understand companies'
approach to CGI advertising. The study aimed to gather insights from both consumers

and brands to enhance and optimize data.
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To summarize the research methodology, participants viewed two CGI and
two guerrilla ads, followed by discussions to capture intergenerational opinions and
reactions. Thematic analysis was applied to transcribed data to identify recurring
themes, while content analysis categorized findings within cognitive (engagement,
recall, comprehension) and affective (emotional response) dimensions. This approach
aimed to compare generational responses, assess the effectiveness of CGI ads and

gather insights from both consumer and brand perspectives.
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Faculty F acqlty pf Departm;nt of Public
Pl | Female | 34 | Y Member Communication and Relations and
Media Studies Advertising
Faculty of Department of Public
P2 Male 23 | Z Student Communication and Relations and
Media Studies Advertising
Faculty of Department of Public
P3 Male 22 | Z Student Communication and Relations and
Media Studies Advertising
Faculty of .
P4 Male 331Y hﬁ[iﬁ]lgtgr Communication and Del%%t:;zmc?i;?:lo’
Media Studies
Faculty of Department of Public
P5 | Female | 24 | Z Student Communication and Relations and
Media Studies Advertising
Faculty of Department of Public
P6 | Female | 24 | Z Student Communication and Relations and
Media Studies Advertising
Faculty F acqlty pf Departm;nt of Public
P7 Male 2 1Y Member Communication and Relations and
Media Studies Advertising
Faculty of Department of Public
P8 | Female | 22 | Z Student Communication and Relations and
Media Studies Advertising
Faculty of Department of Public
P9 Male 23 | Z Student Communication and Relations and
Media Studies Advertising
Faculty Faculty pf Departm;nt of Public
P10 | Female | 31 | Y Member Communication and Relations and
Media Studies Advertising
Faculty Faculty pf Departm;nt of Public
P11 | Female | 33 | Y Member Communication and Relations and
Media Studies Advertising
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Facul Faculty of Department of Public
P12 Male 30| Y MeileZr Communication and Relations and
Media Studies Advertising

Table 2: Focus Group Study: Demographic Details of Participants

3. Research Questions

1. How do consumers perceive the effectiveness of North Face Company’s
CGI ads as a means of brand engagement?

2. What are the customers’ experiences and perceptions regarding the
comprehensibility of North Face Company’s CGI ads compared to its guerrilla ads?

3. How do customers describe the emotional impact of North Face Company’s
CGI ads compared to its guerrilla ads?

4. What are the intergenerational (Y and Z-generations) opinions toward the
effectiveness of North Face Company’s CGI ads compared to its guerrilla ads?

5. What are the perceived effects of North Face Company’s CGI ads (both CGI
and guerrilla) on customers’ intentions and behaviors such as purchasing the product

and sharing its ads?

4. Findings

This research compares customer reactions to North Face's traditional guerrilla
ads and CGI ads, using a cognitive and affective framework to assess consumer
attitudes. In this scope, two street guerrilla ads and two CGI ads of North Face have

been chosen for this research to study.

Figure 2: The North Face’s Guerrilla Ad Called “Red Jacket on a Building”
Kaynak: https://www.designboom.com/design/gucci-the-north-face-01-07-2021/

N\ /]



Virtual Vs Real: A Comparative Study On CGI Ads and Guerrilla Ads

This advertisement is North Face’s one of the most powerful street
advertisements that surprised customers by evoking their attention and feelings toward
the red coat designed by the company. This was one of the oldest street guerrilla ads
that were executed by wearing a building with a three-dimensional red-colored coat. A
thematic analysis has been conducted to interpret this branded experience by cognitive
and affective frameworks. Analyses revealed that both affective and cognitive domains
were designed and implemented together to attract audiences at once. The major
element was the usage of red color. As the literature evidence available to assist this
argument, the usage of red color in ads has its roots in neuro-marketing and psychology.
Such disciplines argue that using red color in advertisements evokes people’s emotions
such as excitement, courage, passion and self-esteem. In this ad, the coat that was
placed on the building is fully made of red color. The selection of red color was
intentional to evoke attention and keep the product in consumers’ minds as long as
possible. All these signify the affective domain of advertisement. Apart from the
affective domain, this advert consists of cognitive elements as well. Amongst the
cognitive elements, it is revealed that the hashtags, information of collaboration with
another brand Gucci and the company information placed on the advertisement. Such
informative elements are directly related to cognition. Informing people about the brand
or their collaboration signifies the attraction of the mind. At first, people get to know
what it is, then evaluate and measure if it is valuable for them and then develop feelings

towards the product.

Figure 3: The North Face’s Guerrilla Ad 2 Called “The Yellow Giant Man”
Kaynak: https://tryon.kivisense.com/blog/guerilla-marketing/
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North Face Company has a specific taste and designs its advertising
campaigns to facilitate recognition for its customers. As seen in the visual above, the
company preferred to use extreme dimensions combined with multiple strategic
elements in the promotion/ marketing process. The “Yellow Giant Man” advert is one
of the most original and multi-functional street guerrilla ads of North Face. In this
campaign, one of the streets in China was used as a spot for North Face’s advertising
campaign to display its yellow coat remarkably and fascinatingly. The huge inflatable
human-shaped object was installed on the street for people to engage in product
displays and purchase the products displayed in the temporary street area. The major
element was the giant man's color because yellow represents youthfulness, optimism
and happiness. Since the aforementioned feelings were associated with people’s
emotions, they were evaluated under the affective domain. North Face Company
mostly targets young individuals and individuals who desire their appearance to look
young. As visually illustrated above, the shade of the object was a driving force to grab
the audience’s attention and arouse positive feelings. All these elements were
categorized under the affective domain. Apart from the affective domain, advertisement
consists of such cognitive domains as informing people by logo and slogan. All these
informative representations reference to cognitive domain considering this framework

as the process of knowing and perceiving.

As a result of the focus group discussion, it was found that the Y-generation
preferred guerrilla advertising more. They found guerrilla ads to be more creative and
impactful compared to CGI ads because they could physically experience the
advertisement. Y-generation stated that guerrilla advertising was more memorable and,
therefore, a suitable advertising strategy, especially for brand awareness. On the other
hand, the Z generation noted that because guerrilla ads take place on the streets, people
who do not live in major cities might not be exposed to such advertisements. Gen Zers
also argued that this situation reduces the likelihood of reaching the desired target

audience for the brand compared to CGI advertisements.
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Figure 4: The North Face’s CGI Ad 1 Called “Jacket on the Big Ben, London”.
Kaynak: https://images.app.goo.gl/oZItNCTU7LBqpa9BA

In this advertisement, North Face Company engaged in Al to produce
computer-generated imagery (CGI) as a means of product promotion. The
advertisement went viral on the Internet and featured one of their well-known jackets
virtually on the Big Ben building in London. It led to a massive social media sensation
because most people thought the ad was real and there was a coat on Big Ben. The
major success that North Face obtained was the shock effect that people experienced

seeing the ad in the first place.

The North Face aimed the highest audience attention possible, which
succeeded. Conscious and unconscious reactions of the audience towards the
advertisement demonstrated the attention and mental processing of people while
consuming the ad. Questioning whether or not it was real and paying attention could
be interpreted by the cognitive domain of the advertisement. Apart from these, a further
cognitive domain was discovered through the informative elements embedded in the
ad. The ad was generated digitally which also comprises logo and brand information,
thus, such elements address people’s cognition. Audiences acquire knowledge through
informative texts in ads that further influence their emotions and mental processes. On
the other side, the CGI ad campaign includes key elements in the affective domain such
as the “wow effect”. For instance, the audience was shocked and thought it was real at
first glance. This is the “wow effect”. Such surprises evoke humans’ feelings such as

excitement to focus, criticize and recognize the advertised material better. It can be
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asserted that the company virtually touched the audience’s feelings by producing an

extraordinary advertisement.

Figure 5: The North Face’s CGI Ad 2 Called “Jacket on the Empire State Building,
New York”.
Kaynak: https://images.app.goo.gl/iloiHFZ5LpJlyisAfA

North Face’s one of the most popular products virtually displayed on a
building once again. The company has successfully practiced Al-generated advertising
to keep up with the trends and reach out to the younger generations. In this ad, the
“wow effect” still continues as the impact left by the first CGI ad. In the ad, even though
it is virtually designed, surprise noises from the crowd have been noticed. In other
words, the audience reflects on their excitement and shock while seeing the dressed
Empire State Building. These emotional reactions signify the affective domain. When
it comes to the cognitive domain in the ad, informative elements such as presenting
logos and slogans can be categorised under the cognitive domain. Having such
information on the brand aims at informing the audience regarding the origin of the

brand and making them think about the advertised product.

In focus group interviews, the Z generation showed more interest in CGI
advertisements compared to the Y generation. They found CGI ads to be more creative
and impactful. Additionally, the Z generation stated that computer-assisted CGI
advertisements are more likely to be shared on social media, which increases the
likelihood of reaching a larger audience. This, in turn, contributes to building a

connection between the brand and the consumer. Both generations agreed that CGI ads
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are easier to understand, more innovative, more exciting and better at capturing

consumer attention compared to guerrilla ads.

Domain Codes Findings Supportive Ads
Lo Virtual placement on famous . .
In.t ngung buildings such as Big Ben and Big Ben .an.d the Empire
Visuals . State Building
Empire State
Informative elements such as
logos, slogans, and collaboration All ads
details effectively convey brand
Cognitive identity and recognition
g Brand CGI ads resulted in facilitate
Identity comprehension, memorability, Big Ben and the Empire
and recall compared to guerrilla State Building
ads
. The qutl} Facq a_tt.empted o Red Jacket and Yellow
Collaboration | ensure its’ credibility by Giant-Man)
collaborating with Gucci
CGI ads are revealed to evoke
stronger emotions such as . .
Wow-effect excitement and curiosity Big Ben .an.d the Empire
. . State Building
enhancing sentiment engagement
with the product
Guerrilla ads appealed
Affective emotionally to navigating and Red Jacket and Yellow
Color color psychology on consumers .
Giant Man
(use red for power; yellow for
youthfulness and happiness)
CGI ads encourage younger
Value to generations to share their brands | Big Ben and the Empire
Share on social media which supports State Building
e-wom.

Table 3: Findings and Supporting Ads by Cognitive and Affective Domains

CONCLUSIONS AND DISCUSSIONS

The research aimed to inspect two different types of advertisements
comparatively to reveal the effectiveness of CGI and guerrilla advertisements in
engaging consumers, mostly from Generations Y and Z, by applying cognitive and
affective frameworks. Through an in-depth analysis of North Face’s innovative
advertising campaigns, the present research explored how digital advancements,
including Al-driven CGI, influence consumer behavior, emotional engagement and
brand recall. The findings revealed distinct generational preferences emphasizing

digital native audiences’ satisfaction with CGI ads. On the other hand, guerrilla ads
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were more appealing to the experiential inclinations of Gen Y. These outcomes
highlighted the transformative role of technology in determining modern advertising
strategies, as well as the varying demands of diverse consumer cohorts. By addressing
these distinctions, the study contributes to a nuanced understanding of advertising
dynamics in the digital era, paving the way for more targeted and impactful marketing

practices.

The findings affirmed that the CGI ads were more exciting, captivating and
compelling than the traditional guerrilla ads. Guerrilla ads are amongst the most
powerful and visually captivating promotion activities, yet, the majority of focus group
participants (Y and Z-generations) declared that they expect more digitally enhanced
advertising campaigns like CGI ads due to their effectiveness. So this outcome
addresses the first research question. Z generation is digital natives who were born
within the advanced digitalization, thus, they seek for digitally striking and virtual ads.
This aligns with recent studies suggesting that younger audiences, who are deeply
embedded in the digital age, are more likely to engage with innovative and
technologically advanced advertising formats (Ahn et al., 2022). Furthermore, the
study revealed that such visually striking ads increase word-of-mouth in the digital
environment. WOM has transformed as digitalization advances and become e-WOM
(electronic word-of-mouth). CGI advertising seems to work perfectly in activating e-
WOM in the digital society promising long-term vitality to the existing advertising
strategies. Since CGI ads are more powerful and out-of-scope, people cannot forget
them for a long time, share them with friends and family, and also, they appreciate the
company for taking an unusual approach in the advertising industry. The focus group
research revealed that while Y-generation participants desired to experience guerrilla
ads physically, Z-generation participants wanted to see them on social media. This
finding underlines the distinctions among generations. Additionally, the majority of Z-
generation participants declared amid the focus group research that CGI ads were
capable of enabling them to purchase products rather than Y-generation participants.

This finding replies to the fifth research question.

Excitement and recall in computer-generated imagery (CGI) advertisements

led to the generational impact that guided this generation to go for more dynamic and
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interactive content as part of their digital engagement. The majority of participants
underlined that CGI was more understandable and creative compared to guerrilla ads.
This outcome was a response to the second research question. Focus group research
revealed that the younger generation caused the alteration of advertising strategies due
to their digital expectations the advertising industry has undergone sophisticated
improvements by modern Al technology to generate virtual content. Furthermore, the
existing literature concerned with the financial effects of CGI claims that lack of people
who are experts in designing CGI ads. Recent literature points to the absence of trained
professionals who are capable of planning and creating high-quality CGI ads, which in
turn, results in higher costs for creating CGI campaigns compared to guerrilla
advertising (Wuisan & Handra, 2023). The aforementioned disadvantage could hinder
the wider adoption of CGI methods in advertising, as highlighted by scholars arguing
organizational imbalances in the digital economy (Thatcher et al.,, 2016). A few
literature on the aforementioned argument claim that such visually striking ads are more
costly compared to guerrilla advertising. So, digital colonialism become an important
concept at this point to discuss whether or not smaller or newly established businesses
can compete with other businesses that could easily assign experts to generate CGI ads
for them. Such opportunities lead to a major inequality between companies in the
advertising industry. However, Y and Z-generation participants recorded that North
Face’s CGI ads were more exciting, captivating and compelling than guerrilla ads. Also,
participants highlighted that CGI ads were easier to remember and such ads help them
to recall the brand much easier than guerrilla ads. As such findings were associated with
the study of Akcan et al., (2024), they also underlined that digital ads have a better
potential to stay longer in customers’ minds, thus, contribute positively to the brand.

Such findings were a response to the fourth research question.

More screen time more energy used by servers to support digital content and
other effects of increased digital consumption should also be taken into account.
Oversaturation is a possibility even with the novelty and excitement of computer-
generated imagery advertisements. The distinctiveness that now stimulates e-WOM
may decrease as more businesses use this strategy which would eventually result in
lower returns. Recent studies also argued that advertising strategies need to be

continuously innovative to sustain consumer engagement and interest in this digital era
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(Campos & Campos, 2024). The findings also approved that CGI ads enhanced
consumer engagement and seemed innovative, thus, evoking their positive emotions
easier than guerrilla ads. The outcome addressed the third research question. This
section explores these themes comprehensively while providing a fair assessment that
considers both the advantages and possible drawbacks of the growing trend toward

digital advertising techniques like computer-generated imagery.

Recommendations for Further Research
The research outcomes underlined the effectiveness of CGI advertising over digital-
native audiences. The study may recommend the need for further research into the
evolving preferences of generational cohorts, predominantly as younger generations
become more adapted to immersive and interactive digital settings. Future studies may
discover how emerging technologies, such as augmented reality (AR) and virtual reality
(VR), can participate in CGI ads to enhance consumer engagement and retention.
Moreover, exploring the effectiveness of hybrid campaigns that combine CGI's digital
appeal with guerrilla advertising's physical and experiential aspects could offer
significant insights into creating more versatile advertising strategies that attract
diverse audience segments. Another suggestion for future research lies in addressing
the ethical and sustainability concerns associated with digital advertising, mostly CGI
ads. The ethical dimensions of Al-driven personalization, such as potential data privacy
violations and digital colonialism, may require a deeper investigation in this digital era.
Further research could also address businesses accessing CGI technology. The
aforementioned recommendations would contribute to developing more inclusive,
ethical and sustainable advertising frameworks in the rapidly digitalizing global

advertising industry.
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THE USE OF RHETORIC IN ADVERTISING:
AN ANALYSIS OF THE USE OF VISUAL RHETORICAL ELEMENTS
IN COMMERCIALS AND POSTERS

Abstract

Advertisements are designed to grab attention, influence the audience, and guide them toward a
product or service. The use of rhetoric enhances the effectiveness of these messages, with rhetoric defined as
the art of persuasive communication. Visual rhetoric, specifically, involves the persuasive use of images and
visuals outside of verbal or literary contexts. This study explores the importance of visual rhetorical elements
in advertising design and content creation. It aims to provide a deeper understanding of advertising and the
perception of persuasive efforts. The research examines how visual rhetorical elements are employed in
advertisements and evaluates the audience's awareness of these elements' meanings. To achieve this, a
selection of printed and visual advertisements was analyzed using the visual rhetoric framework from Gillian
Dyer’s “Advertising as Communication” and Roland Barthes's semiotics. The analysis found that visual
rhetorical elements were present in all the posters reviewed, and these elements played a key role in creating
meaning within the advertisements. Furthermore, the rhetorical tools used were effective in influencing
consumer behavior, generating both cognitive and emotional responses from the target audience. This study
highlights the power of visual rhetoric in shaping consumer perception and behavior.

Keywords: Rhetoric, Advertising Communication, Persuasion, Semiotics.

Extended Abstract

Advertisements are effective tools used in the modern communication world
to promote products and services, attract the attention of the target audience and direct
them to certain behaviors. The impact of advertising is evaluated not only in terms of
promotion but also in terms of its capacity to persuade and mobilize the audience. In
this context, the strategies used for the effectiveness of advertising messages are
important and rhetoric and visual rhetoric stand out among these strategies. Rhetoric
has been defined as an effective and persuasive art of communication since Aristotle.
In advertising, rhetoric finds a wide range of applications with the use of visual
components, colors and symbols, not only written or verbal elements. Visual rhetoric
refers to the persuasive use of visuals to direct the perceptions of the audience, to create
emotional responses and to shape the world of meaning of the product or service. This
study focuses on the importance of visual rhetorical elements in advertising design
processes. Visual rhetoric is a critical element that affects the way the target audience
perceives the advertising message. The visual components of advertisements are among
the powerful tools to attract the attention of the audience and direct them to a specific
idea. The aim of the study is to develop a broader understanding of the role and impact
of visual rhetoric in advertising. In addition, it was also investigated how the perception
of persuasion efforts on the audience is shaped in advertisement design. Within the

scope of the study, the ways of using visual rhetorical elements in advertisements were
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evaluated and the effects of these elements on the target audience were analyzed. Visual
rhetorical elements have the potential to shape product or service perceptions by
triggering the cognitive and emotional reactions of audiences. In this context, visual
rhetoric is considered as an important component of advertising strategies. In the
methodology section of the study, various examples of print and visual advertisements
were selected and analyzed. The analysis process is based on the context of visual
rhetoric outlined in Gillian Dyer's book “Advertising as Communication” and Roland
Barthes' semiotic method. Barthes' method analyzes the relationship between visual
and written elements and sheds light on the audience's process of interpretation. This
method was used to examine the meaning of symbols, colors and compositions in
advertising posters and to evaluate the effects of these elements on the audience. The
results of the study revealed the presence of visual rhetorical elements in all the
advertisement posters analyzed. These elements were found to enrich the meaning
world of the advertisement by creating a cognitive and emotional impact on the target
audience and were effective in attracting the attention of the audience. The use of
colors, metaphors, symbols and compositions together facilitated the perception of the
advertising message and contributed to the development of positive attitudes towards
the product or service. In addition, visual rhetorical elements were found to increase
the level of interpretation in the target audience and leave a strong impression. It was
concluded that these rhetorical elements used in advertisements have the capacity to
direct the behavior of the audience. These elements affect the target audience's
orientation towards the product or service by enabling them to understand the
advertising message more easily and establish an emotional connection. As a result, the
effective use of visual rhetorical elements in advertising significantly increases the
impact of advertising messages on the target audience. This study emphasizes the
necessity of considering visual rhetorical elements in advertising design processes.
Visual rhetoric is not only an aesthetic element but also a strategic tool to understand
and guide consumer behavior. The conscious and creative use of visual rhetoric in

advertising will lead to more effective communication with the target audience.
GIRIS

Reklamlar modern toplumlarda iletisimin en etkili araglarindan biri olarak 6ne

¢ikmaktadir. Hedef kitlelerin dikkatini ¢ekmek, onlar1 etkilemek ve belirli bir iiriin ya

N\«



Reklamda Retorik Kullanimi: Reklam Film ve Afislerinde Gorsel Retorik Unsurlarin Kullanimi Uzerine Bir incelem

da hizmete yonlendirmek gibi temel amaglarla tasarlanan reklamlarin merkezinde ikna

yer almaktadir. Alin (2024: s. 78), iireticinin reklami imgelerle donattigini, ancak
alicinin bu imgelerin anlamini biikebildigini ve yeniden sekillendirerek yeni bir anlam
olusturdugunu ifade etmektedir. Alicinin anlamlandirigint sekillendirmek, reklameilik
alaninda ikna ediciligi arttirmak ve mesajin etkisini giliglendirmek igin siklikla
basvurulan yontemlerden biri de gorsel retorik anlatim kullanimidir. Reklamda
kullanilan dilin, iknanin dili oldugu diisiiniilmektedir (Ekinci, 2019, s. 661). Retorik,
etkili ve ikna edici bir iletisim saglamaya yonelik bir sanat olarak, antik donemlerden
gliniimiize kadar farkli iletisim alanlarinda uygulanmistir. Reklamcilik ise, bu sanati
kitlesel iletisim araglariyla birlestirerek genis bir izleyici kitlesi lizerinde inandiricilik
ve gliven olusturmay1 hedeflemektedir. Retorik unsurlarin yani sira s6z sanatlart da,
hem metinlerde hem de gorsel 6gelerde estetik ve derinlik yaratarak reklam
mesajlarmin daha akilda kalic1 ve duygusal olarak etkileyici olmasini saglamaktadir.
S6z ve bigimle ilgili olan retorik kavraminin ana temasi ifadelerin en etkili nasil
aktarllacaginin bulunmasidir (Bati, 2007, s. 328). Bu ¢alisma, reklam igeriklerinde
kullanilan gorsel retorik unsurlar analiz ederek, bu unsurlarin reklamlarin ikna edicilik
giiciine nasil katki sagladigini ortaya koymay1 amaglamaktadir. Calismanin ana ekseni,
reklamlarin hedef kitlesi tizerindeki bilissel ve duygusal etkilerinin, gorsel retorik
unsurlar araciligiyla nasil sekillendigini anlamaya yoneliktir. Bu dogrultuda, hem basilt
hem de gorsel reklam Ornekleri incelenmis; segilen Ornekler Roland Barthes’in
gostergebilimsel ¢oziimleme yontemiyle analiz edilmistir. Analizlerde, Gillian Dyer’in
(2010, s. 225) “Iletisim Olarak Reklamcilik® kitabi yer alan gérsel retorik unsurlarinim
reklam igeriklerinde nasil kullanildig1 ve bu stratejilerin ikna siirecine olan katkilar1 ele
almmustir. Bu baglamda, ¢alisma, reklam tasarimi ve igerik gelistirme siireglerinde
gorsel retorik ve estetik unsurlarin 6nemine dikkat ¢ekmekte; reklamecilik ve iletisim

alaninda daha kapsamli bir anlayis gelistirilmesine katki saglamay1 hedeflemektedir.

1. Reklam {letisimi ve Bir ikna Sanat1 Olarak Retorik

Reklam, kitleleri ikna etmeye yonelik eylemlerden biridir. Insanlar, reklamlar
ile bir iirlinii veya hizmeti satin almak icin ikna edilmeye ¢aligilir. Reklamda kurulan
iletisimin basarili olabilmesi i¢in hedef kitlenin dikkatini ¢ekmesi ve {iriiniin satin

alinmasin saglamak gerekmektedir.
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Reklamda ikna edici iletisim denildiginde akla gelen ilk kavramlardan biri
retoriktir. Glizel s6z sanati olarak tanimlanan retorik kavrami, Yunanca ‘rhetorike’
kelimesinden gelmektedir. iletisimin en eski kaynagi olarak kabul edilen retorik,
reklamcilik alaninda siklikla kullanilan bir sanattir. Kdkeni Antik Yunan’a dayanan,
konusmacilarin herhangi bir konuda kitleleri ikna etmek amaciyla kullandig: retorik,
en temel anlamda ‘ikna edici bir sekilde konusma sanati’dir (Doru ve Ozmen, 2022, s.
130). Ozetle retorik unsurunun ‘séz ve yaziyi etkili kullanarak ikna etme sanatr’
oldugunu soyleyebiliriz (Toros, 2020, s. 13). Retorik kavrami 6ziinde, dili usta bir
sekilde kullanarak ikna etmek amaciyla gilizel s6z sdyleme esasina dayanmaktadir.
Retorik, lizerinde konusulmasi gereken, karsi tarafi ikna etmeye yonelik herhangi bir

konu bulma isidir (Coskun ve Kose, 2018, s. 194).

Antik Yunan felsefesinin dnemli isimlerinden olan Aristoteles’in retorik
sanatina etkisi olduke¢a biiyiiktiir. Yunanlilarin felsefeye ve siyasete merakli olmalari
retorigin gelismesini saglamistir. Bir Yunan filozofu olan Aristoteles, eski ¢aglardan
giliniimiize kadar korunan retorik anlayiginin énemli temsilcilerinden biridir. Retorik
kavrami bu alanda birgok eseri olan Aristoteles ile bilinmektedir. Retorik, reklamda
kullanilan dil ile ikna ediciligin arttirilmasini amaglamaktadir. Retorigin temel amaglar1
arasinda bilgi vermek, karsi tarafin yeni bir tutum olusturmasini veya var olan tutumu
degistirmesini saglamakta yer almaktadir (Baba, 2019, s. 249). Bu kapsamda kars1
tarafa ne soylendigi degil nasil sdylendigi 6nemlidir. Retorik séylemin bir diizen ve
tutarlilik i¢inde gergeklesmesi, kitlelerin ikna edilmesinde 6nem tasimaktadir (Koker,

2022:180).

Aristoteles, retorigin inandirma ile ilgili bir alan oldugunu sdylemektedir.
Aristoteles’e gore retorik her durumda kitleleri ikna edebilme yollarindan biridir (Kilig,
2021, s. 580). Ona gore retorik, belli durumlarda elde olan inandirma yollarmi
kullanmaktir (Komiircii, 2014, s. 124). Retorik, kitleleri sdzle kandirma sanatidir.
Aristoteles’e gore retorik, bir kimsenin 6niine sundugumuz konuya inandirmanin

yollarini bulma ve bu yollar: etkili bir sekilde kullanma giiciidiir.

Retorigi anlamanin temel kurallarindan biri karsi tarafi (izleyici veya

dinleyici) anlamaktan ge¢mektedir. Sozgelimi ikna gibi bir sanati etkili bir sekilde
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kullanmanin en iyi yollarindan biri kars1 tarafi iyi analiz edebilmekten gegmektedir.

Kars1 tarafi iyi bir sekilde anlamak ve analiz etmek, retorigi nasil ve nerede
kullanacagimizi belirlemektedir. Boylece daha sistemli bir sekilde bu siireci
yonetebilmek miimkiindiir. Dolayisiyla karsi tarafin nelerden etkilenip etkilenmedigini

anlayabilmek, ikna siirecinde bize fazlasiyla yardime1 olacaktir.

Dinleyicileri ikna etmek isteyen bir konusmaci, anlatacagi konular hakkinda
bilgi sahibi olmalidir. Bununla birlikte dinleyicilere sunacagi drneklerin onlar igin iyi
mi kot mil olacagmin kiyasini yapabilmeli, Ornekleri ona gore vermelidir.
Dinleyenlerin ikna edilebilmesi, konusmacinin etkileyici bir anlatici olmasindan
geemektedir. Ayrica retorik sanatinin bilgiye dayali olmasi inandiriciligini da
arttirmaktadir. Dolayisiyla retorigin bilgiye ve kanita dayandirilmasi ikna etmede

anlatictya avantaj saglayacaktir (Ilhan ve Kabakei, 2021, s. 207).

Sanat dallarindan biri olarak goriilen retorik, konusmacinin hedef kitleyi
amagclart dogrultusunda etkileyip ikna etmek i¢in kullandigi konusma ydntemlerini
kapsamaktadir. Aristoteles, ikna ve inandirmanin sadece retorik sanatina ait oldugunu

sOylemektedir.

Tarihsel anlamda retorik eski ve yeni olarak ikiye ayrilmaktadir. Eski retorik,
antik donemde kullanilmis yontemlerdir. Yeni retorik ise, eski retorigin evrim gegirip
gliniimiizde kullanilabilecek hale getirilmis olmasidir. Her iki ¢agda da kullanilan
retorik, ilk kullanildig1 andan beri konusmacinin kullanmis oldugu yontemlerle ikna
edebilme sanati olarak bilinmektedir. Donemin en biiyiik retorik sanat¢ilart Platon ve
onun dgrencisi Aristoteles’tir. Platon bu konu hakkindaki fikirlerini ‘Gorgias’, ‘Devlet’

ve benzeri eserlerinde bahsetmisken, Aristoteles ‘Retorik’ adli eserinde bahsetmistir.

2. Aristoteles’in ikna Kavramina Yaklasimi ve Retorik Sanatinda Ug Temel
Unsur

Ikna kavrami ¢ok eski zamanlardan beri hayatin icinde olan bir kavramdir.
[letisimde ve reklamda kitlelerle iliskileri giiglii tutmak amaciyla siklikla kullanldig
goriilmektedir. Onceden de belirtildigi gibi iletisim kurmada 6nemli olan alicty1 ikna

edebilmektir. ikna siirecinde etkili olan ve alic1 ile kaynag ortak bir noktada bulusturan
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retorik sanatinin birtakim unsurlar: bulunmaktadir. Aristoteles’in ethos, pathos ve logos
kavramlan retorik siirecinde olduk¢a onemlidir. Aristoteles’e gore ii¢ tiir ikna yolu
vardir. Bunlar: ethos (insan karakterini anlayabilme), pathos (kitlelerin coskularini
gozlemleyip anlayabilme), logos (konugmanin kendisi veya mantiksal olarak
diistinebilme) olarak siniflandirilmaktadir. Bu ii¢ unsur arasinda hepsinin bir digerinden

onemli oldugunu ve birbirleriyle iligki halinde oldugunu sdylemek miimkiindiir.

2.1. Ethos

Bu ti¢ ikna kanitindan ilki ‘ethos’ olarak adlandirilmaktadir. Yunanca karakter
ve huy anlamma gelmektedir; ethosun 6ne c¢ikan oOzelliklerinden en Onemlileri
giivenilirlik ve inanilirhiktir (Koker, 2022, s. 182). Ethos, konusmacinin kigisel
ozelliklerini ifade etmektedir. Konusmacinin karakteri ile ilgilidir. Hedef kitlenin, jest
ve mimikler gibi kisisel ozelliklerin kullanimi ile ikna edilmesini igermektedir.

Konusmacinin karakteriyle yaptig1 bu ikna yoluna ‘ethos’ denmektedir.

Ornek vermek gerekirse, iyi insanlara olan inancin digerlerine oranla daha
fazla oldugunu biliriz. Dolayisiyla iyiligin en etkili inandirma yolu oldugunu
sOyleyebiliriz. Konugmaci toplumun iyi olarak kabul ettigi davranislar sergilediginde
ortamda hakimiyet saglamaktadir ¢linkii onlarin fikirlerine uyum saglamis ve bdylece
giivenini kazanmistir. Bu gilivenin kazanilmasinda konusmacinin giyimi, viicut dilini
etkili kullanimi, kullandig1 ses tonu gibi birgok 6zelligin etkili oldugunu séylemek

mimkiindir.

2.2. Pathos

Ikinci retorik unsur olan ‘pathos’, dinleyiciyi belli bir ruh haline sokmak
istemektedir. Bu durum duygularla ilgilidir. Konugma yapilirken dinleyicilerin
coskular1 harekete gegmis ise inandirma yolunda ilerleme oldugu sdylenebilir.
Konusmacinin, dinleyicilerin cogkularini harekete gegirebilmek i¢in onlarin ruh halini
iyi anlayabilmelidir. Aristoteles’e gore dinleyicilerin coskularini harekete gegirmis

olmak inandiric1 olma yolunda basarili olundugunu bize gostermektedir.

Retorigin pathos unsurunda, hedef kitlenin var olan goriislerini degistirmek

icin duygularina hitap edilmektedir. Bu duygu igerikli konusma, konusmacinin anlattigi
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konuda ispat gerektiren olaylarda da kullanilir. Bu kanita, konugsmacinin kendi

hayatindan 6rnekler vererek konusmasi 6rnek verilebilir (Bahgecioglu, 2021, s. 24).

2.3. Logos

Logos Ingilizce ‘mantik’ sdzciigiinden tiiretilmistir. Aristoteles’e gore logos,
mantiga dayal bir sekilde akil yliritmekten ibarettir (Bahgecioglu, 2021, s. 24). Bu
tirde anlatict, anlattiklarini bir mantik ¢ercevesinde toplamaktadir. Konugmacinin
konusmasini tutarl bir sekilde yiiriitmesi, dinleyicileri ikna etmeyi kolaylastirmaktadir.
Logos konugsmanin kendisidir. Konugmacinin mantig: ile konustuklari arasinda bir
iliski olmalidir. Burada ikna etme, konugmanin kendisiyle olmaktadir. Konugmacinin
ikna etmeye yonelik konusmasinda kanit sunmasi, logos unsurunu kullandigimi
gostermektedir.  Dinleyiciye sunulan  kanitlar, konusmanin inandiriciligini

arttirmaktadir. Logos, hedef kitleyi giiclii kanitlarla inandirmaya yonelik bir unsurdur.

Konusmacinin herhangi bir olay1 aktarirken kullandigi jest ve mimikleri,
takindig1 tavirlari anlattiklarini etkilemektedir. Konusmacinin konusurken kullandig:
sozciiklerin tutarli olmasi yani mantia uygun bir sekilde anlatilmasi logos ikna

kanitinin uygulandiginin bir gostergesidir.

Bu ii¢ unsuru etkili bir sekilde kullanmay1 beceren kimsenin inandiricilik ve
ikna edicilik oram1 kuvvetlenmektedir. Bu ii¢ retorik unsur bilesenleri anlaticilar

tarafindan farkinda olarak veya olmayarak sikca kullanilmaktadir.

3. Reklamda Gorsel Retorik

Retorik, giinlimiizden dncesine kadar iknanin sadece sozel yollarla yapilmasi
olarak bilinmekteydi. Fakat gilinimiizde bu yorumun bir¢ok agidan degistigi
goriilmektedir. Retorik sanatinin sozlii olarak yapildig: bilinse de kullanilan bu sz
sanatlar1 gorsel dile de uygulanabilmektedir. Giiniimiiz reklamlari ile birlikte ikna
stirecinin gorsel boyutu da ivme kazanmis ve gorsel retorik kavrami onemli hale
gelmistir. Temelde gorsel retorik, gorsel imgeler araciligiyla meydana getirilen figiiratif
bir ifade bigimidir (Evlioglu Gezer, 2020, s. 154). Yani gorsel retorik, gorsel gostergeler

ile meydana gelen bir ikna siirecini kapsamaktadir. Gorsel retorik, kars tarafa verilmek

istenen mesajin gorsellerle verilmesi ve akilda kalic1 bu gorsellerle ikna edilmenin daha

N\« /L



kolay hale getirildigi bir yontemdir. Dolayistyla gorsel gostergeler ile insa edilen ikna
stireci, kitlelerin zihinlerinde daha kalict hale gelebilmekte ve ikna siirecini

hizlandirabilmektedir.

Reklam ile iletilmek istenen mesajlar, her giin ¢ok sayida reklama maruz kalan
tiiketiciler tarafindan fark edilmesi zorlagan bir konu haline gelmistir. Mesajin yer
aldigi mecranin Ozelliklerine uygun olmasi, etkili mesaj iletimi kadar 6nemlidir.
Dolayistyla markalar, tiiketici i¢in anlamli ve ikna edici mesajlarin olmasma dikkat
etmektedir. Uriin veya markaya yonelik verilmek istenen mesajlarin tiiketicide iz
birakabilmesi igin yapilan etkili reklam sunumu reklamin basarisini ortaya koymaktadir
(Kiregci, 2018, s. 350). ikna etmeye yonelik en etkili sunum yd&ntemini belirlemeye

calisan retorik, reklamciliga 6nemli katkilar saglamaktadir.

Retorik temelde ‘iknanin sozlii yolla gergeklesen hali’ olarak yorumlanmistir.
Fakat giinlimiizde reklamlar ile birlikte ikna siirecinin gorsel boyutu da 6n plana
¢ikmistir. Bu durumda gorsel retorik reklamcilar igin onemli bir unsur olmaya
baslamistir. Gorsel retorik tanim1 genel olarak gorsel yollarla ikna etme ve tiiketicileri
etkileme olarak agiklanabilmektedir. Gorsel retorik, gorsel imgeler ile meydana
gelmektedir. Retorigin kullanildigr reklamlarda gorsellik ile tiiketiciyi etkilemek ve

bununla birlikte ikna etmek esas amagtir.

3.1. Reklamda Gorsel Retorik Unsurlar (Gorsel Anlat1 Sanatlar)
Gillian Dyer’in (2010, s. 225) ‘iletisim Olarak Reklamcilik’ kitabinda gorsel
retorik dort ana basliga ve bu basliklar da ¢ok sayida alt bagliga ayrilmistir. Bu bagliklar

asagida yer almaktadir;

3.1.1. Ekleme Bicimleri
3.1.1.1. Yineleme

Yineleme soz sanatlarinda ayni sesin, sdzciigiin ya da sozciik gruplarinin
yinelenmesine  denmektedir. Reklamcilikta ise gorsel yinelemeler sik¢a
kullanilmaktadir. Bir markaya ait {irin gorselinin ayni kare ig¢inde tekrarlanmasiyla

olusmaktadir. Ayn1 gorsel reklamda bir defadan fazla yer almaktadir.
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3.1.1.2. Benzerlik

Bu anlati sanatinda, reklamda verilen bi¢imsel &zelliklerin bir nesneye

benzerligi hakimdir.

3.1.1.3. Yigma

Bir mesajin birgok farkli dgelerle olusturularak verilmesine denmektedir.
Y1gma sanatinda bolluk, sayilarin ¢goklugu, karmasiklik ve kargasa hakimdir. Reklamda
gosterilen iiriinler veya kisiler karmasa halinde gosterilmekte veya iist iiste yigin

gOriintiisii goriilmektedir.

3.1.1.4. Tezat
Bir reklamda bi¢imsel veya iceriksel zitliklar olabilir. Birbirlerine zit durumlar
ayni karede verilebilir. Tezat olan durumlarin yan yana dizilmesi kitlelerin dikkatini

¢eken bir durumdur.

3.1.1.5. Cift Anlamhlik ve Celiski

Bu sanatlarda, gorsel ve gergeklik arasindaki zitliktan yararlanilmaktadir. Cift
anlamlilikta gorseldeki benzerlik ile igerikteki farkliligi gizler. Daha anlasilir bir
sekilde anlatmak gerekirse, bir nesnenin veya bir gorselin sadece yiizeyine bakmamiz,
aslinda gergekte c¢ok farkli olan bir durumu goézden kagirmamiza sebebiyet
verebilmektedir. Celiskide ise mevcut olan farklilik gercek benzerligi ortmekte yani
saklamaktadir. Bu kavramlar ¢ift anlamlilik ve celigki kavramlari, kitlelere farkli
yorumlar veya anlamlar sunmaktadir. Cift anlamlilik, anlamlart farkli olup sestes olan
sozciiklerin kullanilmasma dayanmaktadir: ‘Saglik i¢in siit i¢in’. Siit icmeye tesvik
eden bir reklamda ¢ift anlamliliktan yararlanilmistir. Markalar ise ayni olan nesneler
veya kisiler arasindaki farkliliga dikkat ¢ekmek i¢in kullanmaktadir. Es goriiniimdeki
nesneler veya insanlar arasindaki farkliliga dikkat cekmek isteyen bir iiriin reklaminda
da kullanilmaktadir. Gorsel ¢ift anlamlilik, bir insanin veya nesnenin resmi ve aynadaki
yansimasini gosteren reklamlarda kullanilmaktadir. Celiski iceren reklamlarda benzer

goriinmeyen nesne veya kisilerin goriintiileri arasindaki benzerlige dikkat ¢ekilir.
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3.1.2. Gizleme Sanatlari

Reklamlarin kitlelere gosterilme sekilleri genellikle abartidan ibaret oldugu
icin bu gizleme sanatlar1 daha az yaygin olarak kullanilmaktadir. Reklamda anlatilan
baz1 seylerin gizlenmesi veya disarida tutulmasi ve bunu izleyicinin anlamasini
beklemek oldukea giictiir fakat dikkat gekmek amactyla oldukea sik kullanilmaktadir.
Burada izleyicinin bu boslugu doldurmasi beklenmektedir. Reklam boyunca
gondermeler ve bulmacalar bu yoklugu firsat bilerek iiriiniin 6nemini ortaya koyarlar.
Reklamdaki bu gondermelerle, izleyicinin tiim dikkatini vererek reklami ¢dzmesi

beklenmektedir.

3.1.2.1. Eksilti

Bu sanat bi¢imi yinelemenin zittidir. Yinelemede ayni parga siirekli
gosterilirken eksiltide bir 6ge gizlenmektedir. Burada genelde bir kisi veya nesne
eksiktir veya disarida birakilmaktadir. Uriin veya kisinin disarida birakilmastyla ona

fazladan deger kazandirilir.

3.1.2.2. Dolayh Eksilti
Burada nesnenin bir pargasi eksik birakilir fakat benzerlik kurularak bagka bir

parcayla birlestirilerek verilir.

3.1.2.3. Erteleme
Bu sanat bigiminde mesajin bir kismu bekletilir. Genellikle bir derginin iki
sayfasini kaplayan reklamlarda goriiliir. Reklam ilk sayfada gizemli bir sekilde goriiliir,

ikinci sayfada gizem ¢oziiliir.

3.1.2.4. Gereksiz Yineleme
Bu sanat biciminde ise bir sozciik iki kez kullanilir. Tkinci kullanilan s6zciik
farkli anlamda kullanilmaktadir fakat farkli anlaminin oldugu anlasiimadig: igin

yapilan tekrar gereksiz gibi goriinmektedir.
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3.1.2.5. Preterition

Bu sanatta reklamda verilen nesne veya kisi saklaniyormuscasina
gizlenmektedir. Gorsel olarak {irliniin yarisinin goriindiigi, siluetinin gosterildigi veya

dis hatlardan olusan sekillerin oldugu reklamlarda kullanilmaktadir.

3.1.3. Yerine Koyma Sanatlar1
3.1.3.1. Es Yerine Koyma

Es yerine koyma sanatinda bir nesne benzer baska bir nesneyle yer
degistirmektedir. Es tutulacak ogenin 06zdes olmamakla birlikte gercekliginin
kavranabilmesi bu sanat1 kolaylastirmaktadir. Es yerine koyma bazen derecelendirme

ile anlatilabilir.

Abart1, aksan, vurgulama ve bir diisiincenin onemsiz gosterilme sanatlari
kullanildiginda reklamdaki 6ge ayni kalir. Fakat kullanilan 6ge disindakiler bir iki
derece daha biiyiik veya daha kiiciik gosterilir. Ornegin reklamcilikta aksan kullanimu,
siyah beyaz bir gorselde dikkat cekme amagli bir parga renkli gosterilebilir ya da onu

isaret edecek bir ¢izgi ile gosterildigi goriilebilir.

Reklameilikta biiytik, en biiyligii veya devasa gibi sozciikler siklikla kullanilir.
Gorsel reklamlarda ise bu abartiya sik¢a rastlanilmaktadir. Bir iiriin reklaminda iiriiniin
abartilmasi biiylik sekilde konumlandiriimasiyla olusabilmektedir. Bu abartiy1 yapmak

i¢in yakin ¢ekimler kullanilmaktadir.

Abartmin tam tersi olan Meiosis’tir. Bu sanat satig amaci tagiyan ve 6nemli
iriinler i¢in yapilmis reklamlarda bulunmaz. Ciinkii genelde reklamcilar {irlinlerin
degersiz goziktiigii reklamlar ¢ekmezler. Bu yiizden bu sanata reklamcilikta pek fazla

rastlanmaz. Yine de kullanilan bu sanat tekniginde kiigtimseme vardir.

3.1.3.2. Benzer Ogelerin Yerine Koyma

Bu sanatin en yaygin kullanim sekli mecazi dildir. Diigiince ve anlamin bir
baglamdan diger baglama aktarimidir. Birtakim nesnelerin karsilagtiritlmasinda soyut
ifadeler gorsellestirilerek kullanilir; 6rnegin bir nesnenin tazeligi bir kalip buzla

anlatabilir (Dyer, 2014, s. 239).
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3.1.3.3. Farkh Bir Ogenin Yerine Koyma

S6z sanatlarinda kullanimima sikg¢a rastlanan ad aktarimi reklameilik
sektoriinde de sik¢a kullanilmaktadir. Bu sanat, bir {iriinii temsil edecek ya da bir
diisiince cagristiracak detaylar s6z konusu oldugunda tercih edilmektedir. Ornegin

reklamda yiin bir ipin iiretildigi kaynag1 anlatabilmek i¢in koyun kullanilabilir.

3.1.3.4. Tezat Bir Ogenin Yerine Koyma

Bu sanattaki alt bagliklari, dolayli anlatim; bir seyi dolambagli yoldan anlatma
(periphrasis), 6rtmece; sert ya da kaba olan bir seyi iliml1 veya kapali olarak ifade etme
(euphemism), antonomasia; 6zel isim yerine takma ad kullanimi (Tony Stark yerine
Demir Adam) ve genel bir diisiinceyi ifade etmek i¢in 6zel isim kullanma olarak

siralayabiliriz. Ortmece, reklamcilikta iiriin 6zel ve sahsi durumlarla ilgiliyse kullanilir.

3.1.3.5. Sahte Tiirdeslik (S6z Oyunlarr)
S6z oyunlari, farkli anlamlar1 anlatmak i¢in segilen sdzciiklerin giiliing ifade

edecek bir bi¢imde kullanimudir.

3.1.4. Degis Tokus Oyunlar1

Bu sanatlarin ¢6ziimlenmesi ¢ok fazla 6ge icerdiginden dolay1 karmasiktir.

3.1.4.1. Tersine Cevirme (Inversion)
Bu sanat, yineleme ile benzer 6zellikler tasimaktadir. Bir reklamdaki nesneler

ayni olabilir fakat diizenleri degisebilir.

3.1.4.2. Hendiadys

Parcalardan olusan bir diigiincenin anlatimi iki sozciigiin ‘ve’ baglact ile
birlestirilmesiyle yapilir. Bu sanatin gorsel bi¢im kullanima 6rnek olarak ampul ve
enerji tasarrufu kelimelerinin ‘ve’ baglaci ile kullanilmasi sayilabilir. Reklamda somut

ve soyut nesneler arasinda bir baglam aranmaktadir (Dyer, 2018, s. 242).

Tiirdeslik ise Hendiadys’nin tersidir. Burada igerik benzerligi vardir. Ayni

anlam igeren nesneler birbirinin ardindan verilerek farkli bi¢cimlerle sunulur. Bir patates
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pliresi reklaminda ¢ig biftek resmi ve bir poset patates resminden sonra, pismis

versiyonlari ile reklam siirdiiriilmektedir (Dyer, 2018, s. 242)

3.1.4.3. Baglacsizhik (Asyndeton)
Bu sanatta 6geler birbirine bagli bir bigimde degildir. Sozlii anlatimda iki
climlenin baglandig1 bagla¢ ¢ikarilmistir. Bunun gorsel karsiligi ise pargalara boliinmiis

bir goriintiidiir.

3.1.4.4. Anacoluthon
Anacoluthon’daki climlelerde gramer diizeni yoktur. Gorsel karsiligr ise
gorilintliiniin  gergekte Oyle olmadigi durumlarda goriiliir; genelde fotomontajdan

yararlanilir.

3.1.4.5. Chiasmus

Dilbilgisinin dogru olarak dizildigi Chiasmus, 6gelerin degis tokusu ile ilgili
bir sanattir (Dyer, 2018, s. 243). Gorsel olarak bu sanatta, birbirlerinin kiyafetlerini
degis tokus eden iki insan goriintiisii kullanilabilir. Bir baska 6rnek olarak ise bir kiz

¢ocugunun annesinin kiyafetleri iginde goriinmesi bu sanata drnek olarak verilebilir.

3.1.4.6. Antimetabole
Bu 50z sanatinda ¢ift anlamlilik vardir. Gorsel olarak ise ayni goriintiide bir
nesnenin dik durdugu goriilirken hemen yaninda tam tersi konumda durdugu

goriilebilir.

3.1.4.7. Oxymoron

Celigkinin tersi olan bu sanatta kullanilan iki 6ge birbirine tezat bir sekildedir.
Ornegin bir reklamda meyve ve sebzelerin mevsiminde yenmesi gerektigi ele alinmakta
olsun. Bu reklamda bulunan kisinin mont ile elinde yaz meyvelerini tutarak
gosterilmesi bu sanata 6rnek olarak verilebilmektedir. Bir kig imgesi olan mont ile yaz
mevsimi meyveleri arasinda bir tezatlilk mevcuttur; ikisinin de olmasi gereken

zamansal durumu birbirinden ¢ok farklidir.
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4. Yontem

Calismanin kapsaminda reklamlarda gorsel retorigin varligr incelenmektedir.
Bu caligmanin amaci, reklamlarda kullanilan gorsel retorik unsurlarin kullanim
bi¢imlerini ortaya koymaktir. Bu dogrultuda, basili ve gorsel reklam orneklerinde
gorsel retorik unsurlarm islevleri Gillen Dyer’in ‘iletisim Olarak Reklamcihik’
kitabindaki gorsel retorik unsurlar referans alinarak incelenmis ve reklam
iceriklerindeki anlamsal baglami Barthes’in gostergebilimsel ¢éziimleme yontemi ile

ortaya ¢ikarilmigtir.

Caligma kapsaminda ¢éziimleme yontemi olarak kullanilan gostergebilimsel
¢ozlimleme ise afislerin anlamsal altyapisini ortaya koyarak gorsel retorigin
farkindaligint pekistirmesi agisindan tercih edilmistir. Yontem ise su sekilde

agiklanabilir;

Gostergebilim, semiyotik veya semiyoloji, gostergelerin yorumlanmasi ve
iretilmesi siireglerini igeren bir bilim dalidir. Semiyotik disiplinlerarasi bir bilim
dalidir. Anlam bilimi, dil bilimi gibi bir¢ok bilim dalinin olusturdugu bir disiplindir.
Gostergebilimin amaci gostergelerle olusturulan ve buna bagl olarak ortaya ¢ikan
cagrisimsal anlamlari ortaya ¢ikarmaktir. Bu dogrultuda gostergebilim temel
anlamlardan yan anlamlar ortaya ¢ikarma alaninda 6nemli bir ¢alisma alani olarak
goriilmektedir. Gostergebilimsel analiz yontemi, gdstergelerin anlamlandiriimast ve
¢Oziimlenmesi agisindan oOnemli bir kavram olarak karsimiza ¢ikmaktadir.
Gostergebilimin odaklandig1 temel sorun, gostergelerle ortiilmiis anlamlar1 ortaya
c¢ikarmak ve bu gostergelerin nasil kullanildiginin, ne anlama geldiginin

¢Oziimlenmesidir.

Gostergeler, insanlar1 duyusal agidan uyaran bir islev gormektedir (Caka,
2018, s. 75). Gostergelerin zihinde uyandirdigi imgeler beynimizdeki baska bir
uyaricinin imgesine yonelmektedir. Burada farkli gdstergeler bir biitiinii olusturarak
iletisim siirecinde meydana gelen mesaji olusturmaktadir. Gostergelerin nasil
kullanildigin1 arastiran bilim dalina ‘gostergebilim’ denmektedir. Gostergebilimin

temelinde gostergeler yer almaktadir.
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Amerikali filozof Charles Sanders Peirce (1839-1914) ve Isvigreli dilbilimci

Ferdinand de Saussure (1857-1913) gostergebilim hakkinda arastirmalar yapmis ve bu
yontemin temelini olusturmuslardir. Dil ile ilgili ilk arastirmalart yapan Saussure’un
gelistirdigi  dilbilimsel yontem, bir¢ok aragtirmaci tarafindan benimsenmistir.
Saussure’e gore gosterge; gosteren ve gosterilen kavramlarindan olugmaktadir.
Gosterenler diizlemi anlatim diizlemi, gosterilenler diizlemi ise igerik diizlemini
olusturmaktadir (Ozmak Mercan, 2023, s. 266). Pierce ise gdstergeyi Saussure’nin
tersine ii¢ diizlemden olusan bir yapi olarak ele almistir. Birincisi ilk diizlemde
gostergenin kendisiyle olan iliskisini, ikinci diizlemde gostergenin nesneyle olan
iliskisini ve son olarak ii¢lincii diizlemde gosterge ve yorumlayan: arasindaki iliskiyi

anlatmaktadir.

Saussure’un takipgilerinden Roland Barthes’mn (1915-1980), 20.ylizyilda
gostergebilimin gelismesinde biiylik katkilar1 bulunmaktadir. Barthes, gostergebilimin
daha sade bir sekilde yorumlanmasini ve sosyal bilimlerde bir aragtirma yontemi olarak
kullanilmasii saglamistir. Dolayisiyla Barthes ile birlikte gostergebilimin kullanim
alan1 da genislemistir. Diiz anlam ve yan anlam kavramlari1 Barthes ile fark edilmistir
(Segmen Nacar, 2021, s. 46). Barthes’a gore gostergebilimde anlamlandirma diizanlam
ve yananlam olarak iki kavramdan olugmaktadir. Diiz anlam, herkes tarafindan kabul
goriilen evrensel anlamdir. Yan anlam ise gorsel i¢indeki saklanan ve yorumlama ile

ortaya ¢tkan anlamdir.

Gostergebilim temelde gostergelerin yani isaretlerin arastirilmasidir (Akyol,
2020, s. 18). Gostergebilimsel ¢oziimlemede temel amag, anlam ve anlam olugumunu
incelemektir (Uzdu Yilmaz, 2019, s. 254). Gostergebilim, gostergelerin nasil ¢alistigini
ve birbirleri arasindaki baglantiy1 inceleyen bir bilim dalidir (Giiz ve Atkan, 2021, s.
38). Incelenecek gorselin bir biitiinliik icinde sunulmas: gdstergebilimsel ¢oziimlemede
onemli bir noktadir. Gostergebilimin ii¢ temel arastirma alani mevcuttur. Bunlar;
gostergenin kendisi, iginde gostergelerin diizenlendigi kodlar, gostergelerin i¢indeki
kiilttirdiir. Birincisi yani gostergenin kendisi, gostergelerin anlam iletirken kullandiklar1
yontemleri ve gostergeleriyle insanlar arasindaki iliskiyi incelemektedir. Ikincisi

kullanilan kodlarin toplum i¢inde yayilmasinda kullanilan iletisim yollarinda hangi
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yontemlerle kullamldigmni incelemektedir. Ugiinciisiinde ise Kkiiltiiriin kendisi ve

kullanildig1 yerlerde doniisiime ugradigi halinin kullanimini incelemektedir.

Gostergebilimsel yontemin amaci, incelemek istenilen nesne hakkinda yorum
yapmak degildir; o nesnenin zihinlerde uyandirdigi anlamlarin agiga ¢ikarilmasidir.
Gostergebilimsel analiz ile bir nesnenin bigimsel ve anlamsal o6zelliklerine

ulasilmaktadir.

5. Bulgular
5.1. Shiseido “Pink Pow-Wow” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Asagidaki ornekte Shiseido markasina ait bir ruj reklami goriilmektedir. Bir
ruj markasinin reklaminda ayni yiizlin farkli dudak renklerine sahip goriintiileri vardir.
Her bir yiizde farkli ruj rengi gosterilmektedir. Bu reklamda ayni {irliniin ayn1 zaman

diliminde yinelenmis farkli versiyonlar: goriilmektedir.
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Sekil 1: Shiseido Pink Pow-Wow Ruj Reklam Afisi
Kaynak: https://www.alojapan.com/36149/shiseido-taking-a-look-at-our-archives-our-pink-
pow-wow-lipstick-color-campaign-shot-i/ Erigim Tarihi: 09.10.2023
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Gosterge Diizanlam Yananlam
. Shiseido markasina ait rujun . .
Kadin Yiizleri farkls renkleri Genis renk yelpazesi
Pink Pow Siyah, biiyiik bir puntoyla Dudaklarda verilmis farkli renkteki
Wow yazilmis yazi rujlarim ait oldugu isim
. . Ten rengiyle biitlinlesen zemin,
Arka Plan Ten rengi zemin dikkatin ruj renklerine verilmesi

Tablo 1: Shiseido Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Incelenen bu reklam afisinde, markanin genis renk yelpazesi vurgulanirken,
bir¢ok kadin yiiziine yer vermektedir. Her bir kadinin dudagindaki rujun renginde

goriilen farklilik, gorsel retorik baglaminda *yineleme’ sanati temsil etmektedir.

5.2. McDonald’s “Wifi” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

McDonald’s iicretsiz Wi-Fi’ye sahip oldugu restoranlarinin oldugunu
belirtmek amaciyla patates kizartmasini Wi-Fi ag1 seklinde konumlandirdigi

goriilmektedir.

Sekil 2: McDonalds Wi-Fi Reklam Afisi
Kaynak: https://www.hurriyet.com.tr/en-yaratici-mcdonald-s-reklamlari-24499709
Erigim tarihi: 11.10.2023
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Gosterge Diizanlam Yananlam

Wi-Fi logosu, McDonald’s

Patates Asagrya dogru kisalan ¢ubuklar .. .. .
. . s . restoranlarinda iicretsiz internetin
Kizartmasi halinde iist iiste yerlestirilen yiyecek
bulunmast
Arka Plan Kirmizi renkte arka fon K1rm1_21 rengin istah agiciligt temsil
etmesi
McDonalds San renkte marka logosu Sar1 rengin n_qutlulugu ve tiretkenligi
Logosu temsil etmesi
McDonalds’1n restoranlarinda
Love Free Sar1 ve beyaz renklerde, kiiclik bedava Wi-Fi baglantis1 olmasi ve
Wi-Fi harflerde logonun altindaki yazi bunu tiiketicilerine vermekten

mutluluk duymalari

Tablo 2: McDonalds Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Céziimlenmesi

Bu reklam afisinde McDonald’s restoranlarinin miisterilerine {icretsiz Wi-Fi
sagladig1 anlatilmaktadir. Wi-Fi isaretinin McDonald’s restoranlarinin ikoniklestirdigi
patates kizartmasi ile yapildig1 ve bu kullanimin gorsel retorik baglaminda *benzetme’

sanatini yansittig1 goriilmektedir.

5.3. Harley Davidson “Build Yours” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Asagidaki afiste Harley Davidson pargalar1 ve aksesuarlart kampanyasi i¢in
konsepti Brock Davis ve Eric Sorensen tarafindan olusturulan, Harley Davidson

motosiklet sahiplerinin bu motosiklete ait pargalarla yapilmis portresi bulunmaktadir.

Sekil 3: Harley Davidson Reklam Afisi
Kaynak: https://www.dijitalajanslar.com/yaratici-reklam-afisleri/ Erigim Tarihi: 13.10.2023
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Gosterge

Diizanlam

Yananlam

Motor Parcalari

Harley Davidson marka motora
sahip bir kisinin portresi

Harley Davidson motorlarinin
sahiplerini yansitt1g1, sahiplerine
0zel tasarlanmis gibi hissettirmesi

Tiim dikkatin parcalara ve ortaya

Arka Plan Agik renk zemin ¢ikan portreye verilmek istenmesi
Portresi olusturulan kisinin sahip Har.ley D .aV1.dson marka motora
< g sahip kisilerin motorda kullanilan
. oldugu motor ¢esidi, motorun . .
Motorsiklet N PR her bir par¢anin kendilerini
hemen {ist ¢aprazindaki ‘Build .
s yansitmasi, adeta onlar i¢in
Yours’ yazist .. . .
tasarlanmis hissiyatinin verilmesi
Harl_e Y Turuncu agirlikli, siyah ve beyaz Turuncu renk cesareti temsil
Davidson
Logosu renklerden olusan marka logosu etmekte

Tablo 3: Harley Davidson Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla
Coziimlenmesi

Harley Davidson markasi igin yapilmis bu reklamda motosiklet sahiplerinin
kendi portrelerini kullandiklar1 motosiklet pargalarindan yapildig1 ve her bir parganin
sahiplerini yansittig1 anlatilmaktadir. Bu reklam afisinde gorsel retorik baglaminda

’yigma’ sanatinin kullanildigr gériilmektedir.

5.4. Ariel “Canh ve Parlak Renkler” Reklam Filminin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Bu reklam filminde, kirli kiyafetler 6nce ¢amasir makinesine atilmaktadir.
Yikanan ¢amasirlarda kullanilan deterjan markasi ise Ariel olarak goriilmektedir.
Yikama iglemi tamamlandiginda ise Ariel marka deterjan ile yikanan kirli kiyafetlerin

makineden canli ve parlak bir sekilde ¢iktig1 aktarilmaktadir.
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Sekil 4: Ariel ‘Canli ve Parlak Renkler’ Reklam Filmi
Kaynak: https://youtu.be/Ka_6th5ulHk Erisim Tarihi: 14.10.2023

Gosterge Diizanlam Yananlam
H.adl Tes_t Edehm . Yemek yaparken Ariel varsa yemek lekelerinden
Yonergesi ile Yemeklerin onliiklere bulasan lekeler | korkulmamasi gerektigi
Hazirlandig1 Bir Ortam $ & g

Makineye Atilan Onliikler

Kirlenmis 6nliiklerin
makineye atilmasi

Sadece sicak suda ¢ikabilecek
lekelerin Ariel ile soguk yikamada
bile cikabilecegi

Yikanmig Renkli
Onliiklerin Giyildigi
Sahne

Farkli renklerdeki
onliikleri giyen insanlar

Ariel deterjan ile yikanan her
renkten kiyafetin her daim temiz
ve lekesiz ¢ikmasi

Ariel Deterjan Gorseli

Ariel deterjanin yesil arka
planda verilmesi

Arka planin yesil olmasi giiven
vermekte ve canliligl anlatmakta

Tablo 4: Ariel ‘Canl1 Parlak Renkler’ Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla

Coziimlenmesi

Reklam filmi incelendiginde, Ariel deterjan reklaminda kirli kiyafetlerin ve

amaci temizlemek olan deterjanin birlikte gdsterilmesinin tezat sanatiyla iligkili oldugu

goriilmektedir. Ariel deterjan kiyafetlerin temizlenmesini saglayan bir tiriindiir. Burada

kirli kiyafetler gosterilerek tezat bir durum yaratmak ve dikkati yaratilan tezatlik ile

iiriiniin temizlik islevine verilmesini saglamak amaglanmaktadir. Bu reklam afisinde

gorsel retorik baglaminda tezat’ sanati kullanilmistr.
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5.5. McDonald’s “Otobiis Durag1” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

McDonald’s reklam afisinde marka logosunun yarisinin konumlandirildigi
goriilmektedir. Marka logosu hava karardig: vakit tamamlanmakta ve logonun biitiinii

goriilmektedir. Ayrica logo altindaki yaz1 da okunabilir duruma gelmektedir.

Sekil 5: McDonald’s Reklam Afisi
Kaynak: https://pin.it/3P8gJQC Erisim Tarihi: 16.10.2023

Gosterge Diizanlam Yananlam
Marka Logosunun - Glindiiz McDonald’s’a ait marka
> Kirmiz: arka plan iistiinde e
Yarisin1 GOsteren o . logosunun yaris1 goriiniirken gece
- . sar1 renk egri bir sekil IS
Sar1 Egri logonun tamaminin goriindiigii bir afis
Sadece gece olunca diiz ve okunabilir
Afig altinda sekilde goriinen, McDonald’s’in tim
Yazi -
konumlandirilan ters yazi gece boyunca agik oldugunu (open all
night) belirten yazi
Logonun daha belirgin Yemek sektoriinde sik¢a kullanilan hizl
Arka Plan olmasini saglayan sade arka | karar almaya tesvik edici ve dikkat
zemin ¢ekici bir renk

Tablo 5: McDonalds Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

McDonald’s reklaminda marka logosunun yansimasi gece ¢ikmaktadir. Marka
geceleri agik oldugunu duyurmak ic¢in kelimenin tam anlamiyla sadece geceleri
okunabilecek bir reklam tasarlamigtir. Giin i¢inde sadece sar1 renk egri bir sekilden

ibaret olan poster, hava karardiktan sonra cama yansiyarak McDonald’s logosunun
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tamamini ve alt taraftaki mesaj1 goriiniir kilmaktadir. Bu reklam afisinde gorsel retorik

baglaminda ‘¢ift anlamlilik’ sanat1 kullanilmigtir.

5.6. Heinz “What You See is What You Get” Reklam Afisinin Gorsel Retorik
Baglaminda Gostergebilimsel Coziimlemesi
Bu reklam afiginde Heinz markasinin ketcap sisesinin iginde kiiciik domatesler

oldugu goriilmektedir.

Sekil 6: Heinz Reklam Afisi
Kaynak: https://pin.it/5YkYRzF Erisim Tarihi: 20.10.2023

Gosterge Diizanlam Yananlam
Sise I¢inde domateslerin oldugu | Heinz ketgaplarinin gergek
s cam sise domatesler kullanilarak yapilmasi
Arka Plan Orta_51 aydinlatilmis gri arka D¥kkat1p sigeye ve sisenin
zemin icindekilere verilmesi

‘Heinz ketgaplarinin iceriginde ne

‘What You See Is What | Siyah renkten olusan goriilityorsa o vardir’ anlaminda

You Get’ Yazisi logonun altindaki yazi yaz1, Heinz ketgaplarinin
dogallig

Tablo 6: Heinz Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Asagida belirtilen Heinz markasinin ket¢ap reklamimda markanin iirettigi

ketgaplarin, domatesten iiretildigi ve domates yerine domatesin verdigi aroma verici
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gibi katki malzemelerinin kullanilmadigi anlatilmak istenmistir. Sisenin igerisindeki
ketcap ve ketgabin yapildigr domateslerin sekil olarak benzer olmamasina ragmen,
domatesten olusan bir gida iiriinii olmasina dikkat ¢ekmek amaciyla sise igerisinde
sunulmustur. Bu reklam afisinde gorsel retorik baglaminda ‘geligki’ sanati

kullanilmustir.

5.7. Ariel “Le Black” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Asagida yer alan Ariel reklaminda, bir insanin yalnizca ayaklar1 ve gélgesinin
oldugu goriinmektedir. Ancak golgesinde yalnizca tigortiiniin golgesinin olmadigi

goriilmektedir.

5
vz sanc ARIEL

Sekil 7: Eksilti Sanatinin Goriildiigii Ariel Reklam Afisi
Kaynak: https://docplayer.biz.tr/48160031-Yaratici-reklam-afisleri-reklam-metin-
yazarligi.html Erigim Tarihi: 05.11.2023

Gosterge Diizanlam Yananlam

Dikkatin golgeye ¢ekilmesi i¢in sadece

Ayaklar Yiiriimekte olan bir insan ayaklarn kadraja konulmast

Ginesli bir giinde olusan

Insan Golgesi durum

Beyaz tisort giymis bir erkek

Beyaz Renk
Kaldirim

Ariel ile yikanan beyaz ¢amasirlarm, yeni
yapilmis bir kaldirim kadar beyaz olmasi
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Kirmiz: ve yesil renklerden

Kirmizi renk dikkat ¢ekici olmakla beraber
insanlar1 ¢cabuk karar almaya

Ariel olusan marka logosu yonlendirmekte, yesil renk canlilifi ve
giiveni temsil etmekte
‘Le Blanc’ Uriinii anlatan slogan Fransizca’da beyaz anlamina gelen, Ariel’i

cagristirmast istenen renk

Tablo 7: Ariel Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Bu reklamda Ariel marka deterjanin beyaz kiyafetler iizerindeki etkisi

anlatilmaktadir. Afiste bir kisinin {izerindeki beyaz tigortiin kullaniminda gorsel retorik

baglaminda ‘eksilti’ sanatinin kullanildig1 goriilmektedir.

5.8. Heinz “No One Grows Ketchup Like Heinz” Reklam Afisinin Gorsel Retorik

Baglaminda Gostergebilimsel Coziimlemesi

Heinz marka ketcaplar i¢in yapilan bu reklam afisinde, i¢inde kirmizi bir iiriin

olan bir cam sise ve lizerinde domatesin sap1 goriilmektedir. Kirmiz1 arkaplan ve bu

unsurlar diginda farkli unsurlar gorselde yer almamaktadir.

No one
grows

Ketchup
lik

Sekil 8: Heinz Reklam Afisi
Kaynak: https://www.yeniisfikirleri.net/yaratici-reklam-afisleri/ Erisim Tarihi: 09.11.2023
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Gosterge Diizanlam Yananlam

Ustiinde Sebze Sap1 Olan Heinz ketcaplarinin domateslerden

Domates benzetmesi

Cam Sise Arkast yapildigini gostermekte
Kirmizi renkte arka Gida reklamlarinda sik¢a kullanilan
Arka Plan ) .
plan istah agici bir renk
. Heinz markasiin ketcaplarmnin
No an Gfows Ketchup Marka Slogani iiretiminde kullandiklar1 domatesleri
Like Heinz e .
kendilerinin iiretmesi
Yesil ve beyaz . o .
Heinz Logosu renklerden olugan marka Yesllv renlf dogays, beyaz renk ise
Jogosu saflig1 cagristirmakta

Tablo 8: Heinz Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Gorsel retorik unsurlarinda ‘dolayli eksilti’ sanati Heinz reklaminda agikga
goriilmektedir. Domates yerine sigenin kendi ve domates benzerliginin pekismesi igin
sap1 kullanilmistir. Ketcap sisesinin eksik birakildigi ve domatesten yapildiginin bir

gostergesi olarak domates benzerligi goze ¢arpmaktadir.

5.9. Avsar “Nearly...There” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi
Asagidaki afiste Avsar marka gazli icecek reklaminda sisenin yarisi

gosterilirken, diger yarisi sisenin yapisi bozulmadan elma seklinde aktarilmaktadir.

[ Nearty.. | 4 {

Sekil 9: Avsar Gazli Igecek Reklam Afisi
Kaynak: https://www.edvido.com/blog/reklam/en-iyi-reklam-kampanyasi-ornekleri-60-reklam
Erigim Tarihi: 11.11.2023
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Gosterge Diizanlam Yananlam

Sisenin yaris1 saklanarak bir gizem

Cam Sige Gazlr igecek yaratilmaya caligilmig

. L Avsar marka gazli icecegin gergek
Meyve Sise sekli verilmis clma meyvelerden yapildig anlatilmakta
Sar1 Arka Plan Arka plan Sar1 renk iiretkenligi betimlemekte

Meyvelerin dogal ortaminda yetistigi

Ormanlik Arka Plan | Arka Plan
anlatilmakta

‘Neredeyse orada’ ile Avsar i¢eceginin

Nearly There Urlin Slogam dogallig1 ve tazeligi anlatilmakta

Tablo 9: Avsar Gazli igecek Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla
Coziimlenmesi

Gorsel retorik unsurlarindan ’preterition’ sanatinin goriildigii bu reklam
afisinde {irliniin yaris1 gizlenmistir. Afisin diger yarisinda markanin bu gazl igeceginde
gercek meyveler kullanilarak iiretildigi anlatilmaktadir. Uriiniin yarisinin gizlenerek

verilmesi preterition sanatina ornektir.

5.10. Oneo “Oneo Aninda Ferahlatiyo” Reklam Filminin Gorsel Retorik
Baglaminda Gostergebilimsel Coziimlemesi

Ulker Oneo reklam filminin sonundaki ekranda arka planin buz ile kaplanmis
oldugu goriilmektedir. Zeminin buz ile kapli olmasi Oneo sakizinin ferahligimi ile

iligkilendirilmektedir.

Sekil 10: Ulker Oneo Reklam Filmi
Kaynak: https://youtu.be/Po-fOff8Uqw Erisim Tarihi: 12.11.2023
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Gosterge Diizanlam Yananlam
< Insanlarin yemek yiyip Oneo markasini hatirlatan mavi
Eglence Mekan: eglendigi mekan rengin yogun kullanildig: ortam
Garsona Yemegini Bol soganli bir tabak siparis | Sogan gibi yiyeceklerin agizda
Gosteren Erkek veren erkek miisteri koku olusturmasi
Sarkicinin mekandaki Sogan gibi koku olusturan

Mikrofonun Miisterilere
Uzatilmasi

miisterilerin sarkiy1 devam
ettirmelerini istemesi

yiyecekleri yemeyen miisterilerin
rahatca sarki sdyleyebilmesi

I;/gnli?fgll:: lgrokgea“ne Basrol erkegin sarki Yedigi bol soganli yemekten
Uzat1?mas1 & sOylememek i¢in direnmesi | dolay1 agzin1 agmaktan ¢ekinmesi
Sogan yemekten pisman Oneo sakizinin bol soganl bir
Yere Diisen Erkek olan erkek miisterinin yemekten sonra bile agizda olusan
Miisteri diismesi ve markayi sesli bir | kokuyu aninda gidereceginin
sekilde sOylemesi anlatilmast
F(Z?;}?lﬁlm:’d Salo an1 ve Erkek miisterinin artik Oneo sakizin ¢ignendigi andan
Erkek Mz terini%l sarkiy1 rahatga itibaren ferahlatmasi, kokuyu
Sarkiya Divam Etmesi sOyleyebilmesi gidererek kisiye getirdigi 6zgiiven
Mavi rengin yogun Mavi rengin ve buz temali arka

Arka Plan

kullanildig1 buz efektli
zemin

planin sakizdaki ferahlig1
cagrigtirmast

Oneo Sakiz Kutular1

Oneo Sakiz ¢esitlerinin
olmast

Oneo sakizin farkli lezzetlerinin
denenmesi gerektigi

Ulker Logosu

Kirmizi renkten olusan
kurum logosu

Kirmizinin istah agic1 bir renk
olmasit

Tablo 10: Oneo Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Reklam filminde tema olarak kullanilan buzlu goriinim ve soguk hava,

markanin sakizlarinin ferahlik etkisini anlatmaktadir. Bu etkinin anlatiminda gorsel
retorik unsurlarindan ‘benzer dgelerin yerine koyma’ sanati kullanilmstir.
5.11. Ikea “Need Space” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Asagidaki Tkea reklaminda ayakkabi igine yine bir ayakkabi konularak kiigiik

ayakkab1 dolaplarinda olusan sikisikligin bu durumu yasattigi ve ayakkabilarin
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yipranmasina neden olabilecegi anlatilmaktadir. Bu yipranmanin ikea ayakkabi dolabi

ile ¢oziilecegi mesaj1 verilmektedir.

Sekil 11: Ikea Reklam Afisi
Kaynak: https://pin.it/5812CS7 Erigim Tarihi: 13.11.2023

Gosterge Diizanlam Yananlam
Ayakkabilar Ig ige sokulmaktan yipranmis Ayakkabi dolabinin yetersizligi
Y ayakkabilar Y 0 yetersiziig

Arka Plan Pem_b ¢ renkten olugan arka Sik ve sofistike bir ortam
zemin
. Bir Isve¢ markasi olan Ikea’nin
. S Sar1 ve mavi renklerden olusan : Ny .
Ikea Isveg bayraginin renklerinden
marka logosu
olugmasi
. Dolap ihtiyacinin Ikea marka
Ayakkab1 Dolab1 Ayakkabr koymaya yarayan bir ayakkabi dolaplariyla uygun
dolap et
fiyatlara ¢oziilebilecek olmasi

Tablo 11: Ikea Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimiyla Coziimlenmesi

Buradaki afigte ayakkabi dolabinin biiyiik bir sekilde konumlandirilmasi

yerine ayakkab1 dolabini ¢agrigtiracak ayakkabilar kullanilmistir. Bu ¢agrisimi yapmak

icin gorsel retorik unsurlarindan ‘farkli bir 6genin yerine koyma’ sanati kullanilmistir.
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5.12. Barilla “Intensely Italian” Reklam Afisinin Gorsel Retorik Baglaminda
Gostergebilimsel Coziimlemesi

Barilla markasinin asagida yer alan reklam afisinin merkezinde bir
makarnanin ¢apraz bigimde yerlestirildigi ve altinda yer alan insanlarin bu makarnay1
izleyip fotograf cektikleri goriilmektedir. Makarna, insanlardan daha biiylik formda

yerlestirilmistir.

INTENSELY ITALIAN

Sekil 12: Barilla Reklam1
Kaynak: https://pin.it/2fua76l Erisim Tarihi: 13.11.2023

Gosterge Diizanlam Yananlam

Uzun ve Egik Silindir Italya’daki Blsa Kglem l?el_lzerhgl,
. Makarna makarna ¢esitlerinin turistik
Sekil . .
yapilara benzetilmesi

tnsan Toplulugu Insanlarin tarihi bir yapinin Barilla’nin Italya’nin en {inlii

fotografini gekmesi makarna markalarindan biri olmasi
Arka Plan Mav_l renkten olusan arka Mavi renk baglilig1 ve giiveni temsil
zemin etmekte

Makarna sevgisinin gii¢clii oldugunu
ifade edebilmek i¢in yogun kirmizi
renk

Kirmizi ve beyaz renkten

Barilla olugan marka logosu

Tablo 12: Barilla Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimryla Coziimlenmesi

Barilla marka {irliniin etrafindakilere oranla dev uyarlamasi bulunmaktadir;

yaninda da makarnay1 bir tarihi eser gibi goren ve fotograflayan gorece kiiciik boyutta
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insanlar goriilmektedir. Goriildiigli iizere Ogelerin boyutlar1 tersine ¢evrilmistir.

Dolayistyla bu reklamda gorsel retorik unsurlarindan ‘tersine cevirme” sanati

kullanilmustir.

5.13. Rexona Reklam Filminin Gorsel Retorik Baglaminda Gaostergebilimsel

Coziimlemesi

Rexona deodorant reklam filminde otobiisiin i¢inde dus alan bir erkek

goriilmektedir. Bu reklam filminde bulunulan mekanda olmasi imkansiz olan bir

durumun gergeklesmesi s6z konusudur.

Sekil 13: Rexona Reklam Filmi
Kaynak: https://youtu.be/91kHPM1Gk20 Erigim Tarihi: 14.11.2023

Gosterge

Diizanlam

Yananlam

Otobiis

Yolculuk yapmaya yarayan
arag

Unlii ve Tanmnus Erkek
Karakter

Kendinden emin bir sekilde
otobiise binen orta yag {inlii
erkek oyuncu

Reklamda tinlii kullanimu ile
markaya olan gilivenin
arttirilmasi saglanmakta

Erkek Karakter

Utanmis bir sekilde ortada
duran erkek

Otobiiste terleyen ve etrafini
rahatsiz eden erkek

Unlii ve Tanmnus Erkek

Terleyen erkek karaktere

Rexona deodorantin terleme

deodorant

Karakterin Tekrar Rexona kullanmas: gerektigi - .
. . .. . sorununu aninda ¢ézmesi
Kadraja Girmesi sOylemesi
Erkegin dustan sonra s
Erkek Karakter kullandig1 Rexona Rexona’nin her zaman dustan

cikmiscasina bir his verdigi
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Rexona Logosu

Beyaz renkten olugan marka

Beyaz rengin safligi, temizligi
yansitmasl, logoda bulunan tik
isaretinin onaylama anlami

logosu tasimasi, Rexona’nin ter kokusu
onlemede kullanicilardan onay
almasi
‘Seni Asla Yari Yolda Uriin altinda yer alan marka | Rexona deodorantin giin boyu
Birakmaz’ Onermesi slogan kalic1 olmasi

Tablo 13: Rexona Reklaminin Barthes’in Diizanlam ve Yananlam Ayrimryla Coziimlenmesi

Reklam filminde aslinda orada olmamasi gereken durumlarin yasandigi

aktarilmistir. Reklam da dus sahnesi otobiis icerisinde verilmektedir. Gorsel retorik

unsurlarindan ‘anacoluthon’ sanat1 goriilmektedir.

5.14. Evian “Live Young” Reklam Afisinin Gorsel Retorik Baglaminda

Gostergebilimsel Coziimlemesi

Asagidaki yer alan Evian su markasinda kiiciik bir erkek ¢ocugunun yetiskin

bir insanin kiyafetlerini giydigi goriilmektedir. Elinden diisen Evian marka su sisesinin

kapaginin acik oldugu ve dokiildiigii géze carpmaktadir.

AN <

evian

o~
L4

Sekil 14: Evian Reklam Afisi
Kaynak: https://pin.it/5210y04 Erisim Tarihi: 14.11.2023
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Gosterge Diizanlam Yananlam
Cocuk Yetiskin erkek kiyafetlerini giymis Orta yaslarda olan birinin ictigi
Karakter kiigiik bir cocuk Evian marka su ile geng hissetmesi
Marka Dag gorseli kullanilmis pembe renk P?mbq ,r N nk sevei, denfge V e
giizelligi animsatir, dag gorseli ise
Logosu yazidan olugan marka logosu < .
suyun kaynagim temsil etmekte
Afisin sag iist kdsesinde kiigiik Evian su igenlerin oldugu yastan
‘Live young’ | harflerle yazilmis logonun altindaki ¢ok daha geng hissedeceginin
yazi anlatilmasi
Arka Plan Beyaz ve gri arasi agik renk arka A"c;lk renk_ ortam safligin bir
plan gostergesi

Tablo 14: Evian Reklamimin Barthes’in Diizanlam ve Yananlam Ayrimryla Coziimlenmesi

Bu reklam afisinde gen¢ kalmak igin su tiiketiminin 6nemli oldugu
vurgulanmaktadir. Babasinin kiyafetlerini giyen bir ¢ocugun goriildiigii bu reklamda

gorsel retorik unsurlarindan ‘chiasmus’ sanatinin kullanildig: goriilmektedir.

SONUC

fkna etme sanati olan retorik kavrami giiniimiizde reklamlarda siklikla
kullanilmaktadir. Ikna, iletisimcilerin hedef kitlenin zihinlerini etkilemek igin
kullandig1 6nemli araglardan biridir. Temelinde sozle sekillenen retorik, reklamciligin
gelisimiyle gorsel boyutuyla da degerlendirilmeye baslanmistir. Giiniimiizde de reklam
film ve afislerinde ikna kanitlar1 goriilmektedir. Ciinkii reklam iknaya dayanir.
Reklamlar, retorik kullanimu ile tiiketicilerde riza olusturabilmekte ve satiga yonelik bir

ikna siirecini baslatabilmektedir.

Gorsel retorik unsurlar, reklamda kullanilan imgelerin sadece diiz anlamlariyla
degil, ayn1 zamanda imgelerin etrafinda sekillenmis daha derin ve dolayli anlamlariyla
da galisir. Gostergebilimsel ¢oziimleme yontemi kullanilarak yapilan incelemelerde,
reklamlardaki gorsellerin iki katmanli bir yapiy1 barindirdigi gézlemlenmistir. ilk
katman, imgelerin herkes tarafindan kolayca anlagilabilen anlamlar: igerirken, ikinci
katman ise daha karmasgik ve gizli anlamlar igermektedir. Bu gizli anlamlar, ¢ogu zaman

hedef kitleyi bilingli olarak etkileyemeyen ama bilingaltinda gii¢lii bir izlenim birakan
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semboller, renkler gibi unsurlardan olugmaktadir. Reklamlar, bu anlam katmanlarin

usta bir sekilde birlestirerek, izleyiciye istenen mesajlar1 ortiik bir sekilde iletmektedir.

Gorsel retorik, reklamciligin en temel araglarindan biri haline gelmis ve
bununla beraber tiiketiciyi etkileme siirecinde 6nemli bir rol iistlenmistir. Reklamlar,
gorsel retorik unsurlari ustaca kullanarak hem dikkat ¢ekici bir reklam olusturmada
hem de ikna edici bir mesaj iletmekte basarili olmaktadir. Bu gorsel unsurlar,
reklamlarda sadece estetik bir deger tasimakla kalmamakta, ayn1 zamanda hedef
kitlenin degerleri ile Ozdesleserek izleyiciyi bilingli veya bilingalt1 diizeyde
etkilemektedir. Gorsel retorik, reklamin ikna edici giiclinii artirirken, ayni zamanda
hedefkitleyle daha giiglii bir bag kurma amaci giitmektedir. Bu baglamda, reklamcilikta
gorsel ve dilsel Ogelerin birlesimi, basarili bir ikna silirecinin yap1 taslarmi

olusturmaktadir.

Bu ¢alisma kapsaminda gorsel retorik baglaminda Gillian Dyer’in “Iletigim
Olarak Reklamcilik” adli kitab1 yer alan gorsel retorik unsurlar1 baglamsal olarak
¢alismanin merkezinde konumlandirilmistir. Bu ¢ergevede, belirlenen reklam filmleri
ve afigleri gostergebilimsel ¢oziimleme yontemi kullanilarak incelenmis ve reklamlarda

bu unsurlarin varlig1 saptanmaya galigilmistir.

Coziimleme sonucunda, basili ve hareketli reklamlarin Dyer’in belirttigi
unsurlarla 6n plana ¢iktig1 ve ikna iletisimine yonelik olarak kullanildig1 goriillmektedir.
Gostergebilimsel ¢oziimlenen bu reklamlarda goriilen imgelerin, diizanlam ve
yananlam iliskisi ortaya konulmus, kullanilan imgeler diizanlam olarak
¢oztimlendiginde basit ve herkesin ifade edebilecegi anlamdayken, yananlam olarak
¢oziimlendiginde reklamda asil verilmek istenen mesajlarin istii ortiikk bir sekilde
verildigi goriilmiistiir. Coziimleme sonucunda yeniden iiretilen anlam diizleminde
gorsel retorik unsurlar gozlemlendiginde, ele alinan reklam ¢aligmalarinin tamaminda

gorsel retorik unsurlara rastlanmaistir.
Iknaya yonelik gergeklestirilen reklamlarda, basili veya hareketli olmasi fark

etmeksizin gorsel retorik unsurlar, reklamlarin hedef kitlelerine yonelik ikna etme

cabalarinda son derece onemli bir rol oynamaktadir. Reklamlarda kullanilan gorsel
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retorik, reklamin dikkat ¢ekiciligini ve ikna ediciligini arttiran temel unsurlardan biri

haline gelmistir.
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Ozet

Reklamlarin en temel amaglarinin ba-
sinda hedef kitlenin dikkatini cekmek gelmektedir.
Televizyon reklamlari agisindan bakildiginda, bu
ilgiyi ¢ekmek i¢in en ¢ok basvurulan yontemlerin
basinda mizah gelmektedir. Bu ¢alisma, mizah ige-
rikli reklamlarin kullanimina ve kullanim sekline
odaklanmaktadir. Genel olarak g¢aligmanin amaci,
gegmisten giinlimiize yaygin olarak kullanilan bir
tiir olan mizahin reklam agisindan 6nemini ortaya
koymaktir. Bu dogrultuda yapilan arastirma, 24
Ocak 1980 ekonomik kararlarindan itibaren ilk 6zel
televizyonun agilis tarihi olan 7 Mayis 1990 tari-
hine kadar olan TRT reklamlarini kapsamaktadir.
Aragtirma TRT reklamlarmi ele alarak, o dénem-
deki reklam stratejilerini anlamak i¢in bir temel
olusturmustur. Calisma kapsaminda reklamciligin
gelismekte oldugu 80°li yillar hem siyasi olarak
hem de alinan neoliberal kararlarla hatirlanmakta-
dir. Ele alman dénemde yer alan TRT reklamlar
mizah agisindan degerlendirilmis olup, elde edilen
reklamlar1 analiz etmek i¢in igerik analiz yontemi
kullanilmigtir. Reklamlarin incelenmesinde mi-
zahin reklam igerigine nasil entegre edildigi ve
hangi tekniklerin oldugu analiz edilmistir. Sonug
olarak calisma, Tiirkiye’de reklamcilik sektoriiniin
evrimini anlamak ve mizahin reklamlarda nasil
kullamildigin1 anlamak igin 6nemli bir perspektif
sunmaktadir. Mizahin reklam stratejilerindeki etkili
oldugu, hedef kitlenin dikkatini ¢ektigi ve reklamin
akilda kaliciligini artirdigr sonuglarina ulagilmistir.

Anahtar Kelimeler: Mizah Tiirleri, Popiiler Kiil-
tiir, 1980 Darbesi, Metafor, TRT.
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ANALYSIS OF TRT COMMERCIALS WITH HUMOUR CONTENT
BETWEEN 1980-1990

Abstract

One of the most basic objectives of advertisements is to attract the attention of the target audience.
In terms of television advertisements, humour is one of the most commonly used methods to attract this
attention. This study focuses on the use of humorous advertisements and the way they are used. In general,
the aim of the study is to reveal the importance of humour, which has been widely used from past to present,
in terms of advertising. The research conducted in this direction covers TRT advertisements from the
economic decisions of 24 January 1980 until 7 May 1990, the opening date of the first private television. The
research has created a basis for understanding the advertising strategies in that period by dealing with TRT
commercials. Within the scope of the study, the 80s, when advertising was developing, are remembered both
politically and with the neoliberal decisions taken. TRT commercials in the period under consideration were
evaluated in terms of humour and content analysis method was used to analyse the obtained commercials.
As aresult, the study provides an important perspective to understand the evolution of the advertising sector
in Turkey and how humour is used in advertisements. It was concluded that humour is effective in advertising
strategies, attracts the attention of the target audience and increases the memorability of the advertisement.

Keywords: Humour Types, Popular Culture, 1980 Coup, Metaphor, TRT.

Extended Abstract

It is aimed to encourage the consumer to purchase/consume by using the
attractiveness aspect of humour in advertisements. The aim of the research is to
determine the nature of the use of humour in television advertisements, as well as to try
to reflect the ‘spirit of the time *specific to the period under consideration. The research
is limited to the period between 24 January 1980 and 7 May 1990. Because there are
not enough studies on TRT adverts related to this period. In addition, the examined
period is the years of the reflections of the neoliberal economy in Turkey, so the
advertising sector is in cooperation with other sectors and is a demanded service, and
at the same time, a real economic value of advertising revenue for TRT has been
formed. However, when a general monitoring study is conducted on the advertisements
of this period, it is seen that the common element is the use of humour. It was
determined that different types of humour were applied in the advertisements of the
period. When the related studies on the use of humour in advertisements are evaluated,
it is seen that these studies were conducted to reveal the functionality of humour in
advertisements and ‘naturally ’functioned on how to increase the effect of humour on

the audience/reader.
This research analyses TRT commercials with humour content between 1980-

1990 within the socio-economic and cultural structure by examining them within the

purposive sample. Purposive sampling enables in-depth research by selecting
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information-rich situations depending on the purpose of the study (Biiyiikoztiik et al.
2019: 92). The commercial films discussed in the research paradigmatically explain the
cultural structure of the period. For Turkey, the 80s have been a milestone in terms of

advertising.

Within the scope of the research, the selected advertisements were evaluated
by content analysis. Observation was used as a data collection tool. Data collected
through observation can be both qualitative and quantitative. The advertisements within
the scope of the research were first recorded and then classified according to years.
Firstly, content analysis was used in the obtained advertisements. According to Fiske
(1996: 176), content analysis technique ‘can objectively analyse the themes of texts,
documents and documents determined within the framework of certain rules. Content
analysis is used to explain the explicit content of messages in an objectively measurable
and verifiable way’. These qualitative data were coded according to the coding chart
created by Huntley Baldwin with the MAXQDA 20 programme and assumptions were
tried to be reached through the texts. Baldwin's coding chart made a great contribution
to the research in terms of separating the analysed advertisements into their
components. MAXQDA is a software that can produce fast and efficient results in
organising and classifying qualitative data, especially big data, and revealing the
relationships between codes. As a result, the results of the frequency analysis, which
was the first analysis, were highlighted in the form of tables with visual elements
created with word clouds in the text. Thanks to the coding, it was seen that the rational
appeal used in the advertisements was reflected in the codes; the relationship between

the codes was revealed through sub-codes.

Giving information, which is one of the most basic tasks of advertisements,
was frequently used in the advertisements of that period. According to the qualitative
analysis at the end of the coding, it was analysed that ‘giving information ’and ‘brand
awareness ’codes had the highest frequency. In the analysed advertisements, it is seen
that codes such as ‘convenience’, ‘difference’, ‘cheapness’, ‘technology’, ‘durability’,
‘gift’, ‘order’, ‘being healthy’, ‘wisdom ’appear in the texts. It is seen that all of the
codes included in these texts express more than the sentences they belong to. It is

possible to see the effects of price fluctuations in the country and the black market
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culture in the past in the ‘single price ’coding. In the coding of the types of humour
used in the advertisements included in the research universe, short jokes or puns were
preferred due to the short duration of television commercials and to attract people's
attention in this short time. Word games, misunderstandings, meaningless doublings
were presented in the advertisements accompanied by advertisement music. In the

commercials, humour balance was tried to be established through bilateral dialogues.

GIRIS

Insanlarmn ikna edilmesi ve tiiketim faaliyetine gegirilmesi reklamlarin en
onemli amagclarindandir. Reklamlarda tiiketicinin dikkatini ¢ekmek i¢in akla gelen ilk
yontemlerden birisi de mizahtir. Reklamda mizah kullanimryla birlikte reklama maruz
kalanin dikkatini ¢ektigi, reklamdan kaynaklanan olumlu duyguyu marka ile
iliskilendirdigi ve kalict bir izlenim biraktig1 hususu genel olarak kabul goriir bir
durumdur. Mizahin reklamlar iizerine etkisi gegmiste oldugu gibi bugiin de arastirilacak
bir konudur. Weinberger ve Gulas’a (1992: 35) gore, mizah hicbir sekilde daha iyi bir
reklamin garantisi degildir; ancak mizahmn izleyici, durum ve tiirliniin yam sira
ulasmaya ¢alistig1 hedeflerin dikkatli bir sekilde degerlendirilmesiyle etkisi artirilabilir.

Buradan da anlasilacag: gibi mizah bir yontem olarak kabul edilmektedir.

Mizahin en 6nemli misyonlarindan birisi giildiirme, giilimsetme ve hedef
kitleyi olumlu yonde etkilemektir. Reklameiligin dikkat ¢ekme disiplini oldugu goz
oniline alindiginda, mizahi reklamlarin daha dikkat ¢ekici oldugu sonucuna varmak
miimkiindiir. Bu yaklagim belirli bir miktar riski de beraberinde getirmektedir. Ciinkii
reklamcilikta amag¢ eglendirmek ya da komik olmak degildir. Reklamda mizah
kullanildiginda ama¢ komik unsuru kullanarak mizahi bir etki olusturarak, hedef
kullanicinin ruh halinin degistirilmesiyle ilgilidir. Genel olarak insanlar arasinda
kullanilan, “bu reklam ¢ok komikti ama markasint hatirlamiyorum” sozii mizah igerikli
reklamlarin en biiyiik sorunlarindan birisidir. Komik olanin, reklami ya da markanin
online gecmesi en son istenecek durumlardan birisidir. Televizyon reklamlarinda
mizahin kullanimi ve kullanim ¢esitlerinin incelendigi bu ¢alismada nitel arastirma

yontemi tercih edilmistir.
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Reklamlar biiyiik oranda gorsellerle 6zdeslestirilmektedir. Birgok reklam tiirii
gibi televizyon reklamlar1 da birden fazla simgesel sistemi (konusma, yazi, sayilar,
miizik, jestler vb.) ustalikla biitiinlestirir. Reklamlara rengin eklenmesi, stilize edilmis
yazi1 tiplerinin kullanilmasi ve yazili mesajlarin tiim baski bigimlerine stratejik olarak
yerlestirilmesi, kiiltiirel elestirmenlerin gérmezden gelmeye calistigi bir seyi
vurgulamaktadir: yazinin kendisi de bir goriintiidiir; basili sozciik, tanimi geregi,
goriiniir kilman konusmadir (Scott, 2015: 195). 1980°1i yillarda reklamlar tiiketiciyi
ikna etmek icin sozel dgelere odaklanip, iiriin 6zelliklerini agiklamisken, gliniimiiz
reklamlarinda {irlin  6zelliklerinden ziyade gorsel oOgelere ve kullanighliga
odaklanilmaktadir. Bir {irliniin tiiketicilere sundugu farklilasma, ¢ekicilik ve diger
faydalar giderek daha fazla kullanilmaktadir. Kapitalist tiiketim toplumunda reklam,
yalnizca tiiketiciyi dilsel ve gorsel sunum bigimleriyle ikna etmeye dayanmaz, ayni
zamanda bu sunumun altinda yatan Ortiilii bir icerigi de beraberinde tasir; bu da
ideolojidir. Burada amag, miisterileri reklamda tasvir edilen yasam tarzi, kisisel gelisim

veya Onemli olaylarla bulugturmaktir. (Danesi, 2015: 4).

Caligma kapsaminda elde edilen TRT reklamlarinda, mizahin kullanimi ve
dogasi ele alinacaktir. Konunun hem c¢alisilmamis olmasi hem de mizahin kullanim
tarzinin kiiltiirel olarak topluma iligkin yansittiklari, aragtirmanin 6zgiinliigiinii ifade
etmektedir. Reklamda mizah kullanimina iligkin ilgili caligmalar degerlendirildiginde,
bu c¢alismalarin reklamdaki mizahin islevselligini ortaya koymak amaciyla yapilmis
olan ve “dogal” olarak reklamda mizahin izleyici/okuyucu iizerindeki etkisini daha

fazla nasil artirtlabilecegi yoniinde iglev goren ¢alismalar oldugu goriilmektedir.

1. Reklamlar ve Popiiler Kiiltiir

Reklamlar, farklt mecralarda kimlik kazanir ve en temel amaglarindan birisi
de goriiniir olmaktir. Foster (1997: 11), “reklamin goériiniirligiiniin yaninda basit, vaat
veren, Uiriiniin taninir olmasi gerektigini” savunmaktadir. Bu goriiniirligii saglamak i¢in
de popiiler olan1 kullanmak en mantikli se¢eneklerden birisi olarak goriilmektedir.
Popiiler kiiltiirlin en bilyiik amaci, kitlenin mevecut durumuyla ilgili ve alakali olmasidir.
Televizyon, giinliik hayatimizda popiiler olan1 ya da popiiler olmas: isteneni gosteren
bir kitle iletisim aracidir. Kitle iletisim araglar1 arasinda 6nemli bir etkiye sahip olan

mecralardan olan televizyon reklamlari, popiiler kiiltirden her zaman faydalanma
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yolunu se¢mistir. Televizyon reklamlart donemin popiiler olan ses sanatgisindan,
futbolcusuna, film yildizlarindan, komedyenine kadar bir¢ok meslek grubundan
yararlanmistir. Popiiler kiiltlir ve reklamlar birbiriyle devamli iliski igindedir. Fiske,
reklami1 yapilan {iriinlerin, popiiler kiiltiirlin hammaddesi durumuna geldigini
savunmustur (1989: 43-49). Erdogan ve Alemdar (1990) ise popiiler kiiltiirii, genis bir
gercevede ele alarak toplumsal, ekonomik ve ideolojik baglamlarda incelemektedir.
Popiiler kiiltiirti, sadece eglence ve tiiketimle sinirli bir olgu olarak degil, ayn1 zamanda
egemen giiglerin kitleleri kontrol etme ve yonlendirme araci olarak agiklamaktadir.
Cheah ve Phua’ya (2024) gore popiiler kiiltirde yaygin olarak kullanilan kusak
etiketleri, reklam aragtirmalarinda belirli gruplari anlamak i¢in kullanilirken, hedef
pazart kisitlamadan kapsayict bir yaklasim benimsemektedir. Reklamverenler ve
arastirmacilar, kliselerden kaginarak kusaklar arasi paylasilan degerlere odaklanmali ve
genis kitlelere hitap eden siirdiiriilebilir marka stratejileri gelistirmelidir diigiincesini

ortaya atmistir.

Televizyon reklamlar1 siirelerinin  kisa olmasindan kaynakli reklam
mesajlarmin kisa ve akilda kalici olmas1 gerekmektedir. Ciinkii reklamlarin etkisi ve
etkinligi ancak bdyle saglanabilmektedir. Her bir saniyenin 6nemli oldugu bu
iiriinlerde, birgok teknik imkéanlardan olabildigince faydalanmistir. Reklamlar, 6zellikle
de televizyon reklamlari, yiiksek maliyetli ve bilyiik biitceler gerektiren yapimlardir.
Reklamin basaristi i¢in {irliniin farkliliginin ortaya ¢ikarilmasi da baska bir gergekliktir.
Reklami kurgulayanlar ve reklamverenler izler kitlenin dikkatini ¢ekmeyi temel amag
edinmislerdir. Bu amagla reklamlarda ¢ekicilige basvurmuslardir. Mizah, o6zellikle
reklamlarda en ¢ok kullanilan ¢ekicilik tiirlerindendir. Elden ve Bakir’a (2010: 76)
gore, reklamda kullanilan ¢ekicilik, tiiketicinin bir iiriinii alma ya da almama eylemine
dayanmaktadir. Ayrica fiziksel ve psikolojik gereksinimlere de seslenmektedir.
TRT’nin reklam aldigi ilk yillardan itibaren markalar i¢in en énemli olan sey goriiniir

olmaktir.

2. Tiirkiye’de Neoliberal Politikalar
1980°1i yillar, Tiirk toplumu i¢in Onceki donemlerden bir kopusu ifade
etmektedir. Bu kopus, sadece ekonomik diizeyde degil, siyasi ve sosyal diizeylerde de

boyledir. 80’11 yillar gelir dagilimindaki adaletsizligin daha belirginlestigi dénem
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olmakla beraber, emek¢i kesimin aleyhine olmustur. Tiirkiye kapitalizminin sermaye
birikimi siireci 1980 sonrasinda farkli bir nehir yataginda akmaya baslamistir. Bu yeni
kanal, yatak arayisi, 1980 6ncesi modelin, birikim tarzinin tikanmasi, yeni kosullar
altinda kendini yeniden iiretememesi sonucunu dogurmustur. Ayrica devletin iktisadi
boliisiimde burjuvazinin yaninda yer almasi ayrigmalarin da fitilini ateslemistir. 1980
oncesinde diinya ekonomisine “ithalata dayali ikameci birikim tarzi1” ile eklemlenmis
durumda bulunan Tiirkiye kapitalizmi, bu tarzin artik islememesi sonucu “diga a¢ilma”
diye tanimlanan bir birikim tarzina dogru evirilmeye baslamistir (Boratav, 2005: 27,
Sonmez, 1992: 7-8). 80’li yillar siyasal kararlarin ve ekonomik politikalarin
reklamcilik sektorii iizerinde etkisinin oldugu yillardir. Ekonomik ve teknolojik
gelismelere paralel olarak hem reklam biitgeleri hem de reklam sayilari artmistir
(Yavuz, 2006: 171). 1980’1i yillardaki siyasi ve sosyal bunalim iilkeyi 12 Eyliil 1980
darbesine gotiirmiis ve ii¢ y1l boyunca askeri vesayet hakim olmustur. Turgut Ozal’in
once askeri yoOnetimde ekonomi bakani daha sonra da iktidara gegip basbakan
olmasiyla beraber diinyadaki neo-liberal ekonomi politikalar1 24 Ocak kararlariyla
birlikte iilkemizde de uygulanmaya baslamistir. Neoliberal politikalarin izlenmesi,
Tiirkiye’de tiiketim tercihleri ve harcamalarin yapisini degistiren bir donem getirmistir.
Taskin (2012), 1980°li yillardan itibaren Tiirkiye’yi, “Turgut Ozal’n faydaci siyasal
popiilizmiyle tanismistir” seklinde ifade etmistir. Popiilizm, hem ekonomik hem de
kalkinma yoniinde desteklenerek vatandasa sunulmustur. Bu aragtirmanin temel
hipotezine gore; 1980 donemi sonrasi ilerleyen yillarda sikiyonetim ortamimin
yumugamasi ve reklam filmi ¢ekim teknolojilerindeki gelismeler hem reklamlarin
niteligini artirmis hem de yayimnlanan reklamlarin sayist artmistir. Arastirma
stirliliklari iginde kalan donemi “Turgut Ozal donemi™ olarak nitelenebilir. 1980°1i
yillar1 kendi i¢inde iki doneme ayirmak da miimkiindiir. 80°1i y1illarin ilk zamanlar1 daha
kaotik ve baskici dénemi kapsarken, 1987 sonrasi (ikinci Ozal dénemi) daha

ozgiirliik¢ii bir donemi isaret etmektedir.

2 Ozal, 1983-1989 yillari arasinda Bagbakan, sonrasindaki dort sene ise Cumhurbaskanligi yapmustir. Ayrica, 1980-
1983 yillar1 arasinda da Ekonomi ve Maliye Bakani olmustur. 1980 6ncesi iilkedeki en bityiik sorunlarindan birisi,
siyasi iktidarlarin kisa siireli olusudur. 1970-1980 doneminde on farkli hiikiimet degisikligi yasanirken, bu
degisikliklerin temel sebebi siyasi, toplumsal ve ekonomik sorunlardir. 1980-1990 yillar1 arasinda ise dort hiikiimet
gorev almustir.
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2.1. 1980’lere Giderken Medya

Diinyada, kitle iletisim araglarinin sayisinin ve etkisinin artmasiyla beraber
1960’11 yillara gelindiginde, kitle iletisim araglarinin dnemli bir finansman kaynagi
olmadan hayatta kalamayacag1 anlasilmistir. Ayrica reklamlar, son yillarda iiriin ve
hizmetlerin satis oranin1 artirma hedefinin 6tesinde, toplumsal ve kisisel degerleri
izleyiciye iletme islevine de sahiptir. Bir bakima reklamcilik, modern kapitalist
toplumun “resmi sanati” haline gelmistir. Yollar ve sokaklar, televizyon, dergi ve
gazeteler reklamlarla dolup tasmistir (Williams, 1999: 421). 1970’li yillarda ise
elestirel medya caligmalart ¢ogalmis, elestirel ¢aligmalarin bugiine kadar yapilanin
aksine kitle iletisimi, sosyal ve kiiltiirel etkilere yonelmis ayrica gostergebilimsel analiz
ve icerik analizi yontemleriyle bir kitle iletisimi bi¢imi olarak reklamciligin tiiketicileri
nasil “ikna ettigi” veya “manipiile ettigi” konusu bu sahanin 6nemli inceleme konulari
haline gelmistir (Bati, 2004: 68). Tiirkiye, 80°1i yillara gelirken teknolojik gelismeleri
geriden takip etmeye devam etmistir. Ekonomik, toplumsal ve siyasi buhran o dénem

de etkisini devam ettirmistir.

1980’11 yillar, neo-liberal politikalarin diinyadaki ezici etkisiyle ig¢i sinifinin
miicadelesinin geri ¢ekildigi, kamu hizmeti anlayisinin giderek silindigi, bu arada
medyanin da parlayan bir yildiz gibi biitiin sektorlerde etkisinin arttig1 bir donemdir.
1980’1 yillar neoliberalizmin ivime gosterdigi yillardir. Medya sektoriindeki radikal
degisimler geleneksel medya ile yeni medya olarak tanimlanan teknolojilerin
biitlinlesmesi sonucunu dogurmustur. Medyanin, kamu yarari1 ya da kamu hizmeti
vasiflart bu donemde giderek azalmistir. Medya sermayesi tekellesme ve
uluslararasilagsma yolunu se¢mistir (Adakli, 2014: 68). 1980°li yillardan itibaren
giderek yayginlasan ve tiim alt sektdrlere hakim olan kiiresel medya yapisina benzer
sekilde, Tiirkiye’de de yeni bir medya yapist ortaya ¢ikmistir. Bu donemde Tiirk
medyasi, 24 Ocak karar1 ve ardindan gelen 12 Eyliil darbesiyle ivme kazanan yeni bir
hegemonya projesiyle yeniden orgiitlenmis ve “basin” doneminin yerini “medya”

donemi almistir (Tiinay, 1993: 18).
1980 doneminde televizyon araciligiyla reklameilik, oldukga yaygin bir satis

yontemi haline gelmistir. Gazetelerdeki statik resimler ve gorsellerle yapilan

reklamlarin yerini, dnce radyoda miizik, tonlamalar ve farkli ezgilerle zenginlestirilen
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reklamlara birakmustir. Bir siire sonra televizyon, insanlara ayni anda bir yasam tarzi,
kiiltiir ve sosyal hayattan bir kesit sundu, gorselligi sayesinde, televizyon reklamlari
hem gazetecilikte hem de radyodaki reklameilik yontemlerini geride birakmistir (Cakir,
1996: 254).

3. Televizyon Reklamlarinda Mizah Kullamim

Reklamda mizah unsurunu inceleyen arastirmacilar, mizahin reklam mesajinin
anlagilmast ve ikna ediciligi {izerinde cesitli etkileri oldugunu belirtmislerdir. Bu
caligmalar, mizahin dikkat ¢ekici oldugu ve izleyicinin ilgisini toplamada etkili oldugu
sonucuna ulagsmistir. Ancak, mizahin etkili olabilmesi i¢in reklamin amacina ve
mesajina uygun olmasi gerektigi vurgulanmustir. Ayrica, mizahin hedef kitlenin kiiltiirel
yapist ve sosyal normlariyla uyumlu olmasi, mesajin daha iyi anlasilmasina ve ikna

ediciliginin artmasina katki saglamaktadir (Elden ve Bakir, 2010: 245-246).

Insanlar1 ikna yoluyla kabul ettirme “reklamin” temel misyonlarindandir. En
temel reklam tiirlerinden olan mizah, akillara su soruyu getirmektedir: “Neden bu kadar
¢ok reklamci reklamlarinda mizah kullantyor?” Yanit kisaca, reklamciligin en temel
amacinin insanlarin dikkatini ¢gekmek olmasidir. Mizah igerikli reklamlar da insanlarin
dikkatini ¢eken bir farkindalik olusturur. Hollis, (2011) “Reklam, dikkat ¢ekmek,
tutmak ve odaklanmakla ilgilidir ve higbir sey dikkatimizi komik bir TV (televizyon)
reklami kadar ¢ekmez. Ama komik olan da iki ucu keskin bir kiligtir. Mizah igerikli
reklamlar kendi i¢inde bazi tehlikeleri de barindirir”, Phillips Kalman, mizah
kullanmanin bir risk igerdigini gozlemler: “mizah ortaya ¢ikmazsa, bu bir felakettir;

¢ikarsa ¢ok etkili olabilir” diye ifade eder (Sternthal ve Craig, 1973: 13).

Mizaha, pazarlama ve reklamcilik agisindan bakildiginda ise, basarili bir
mizah i¢in su noktalara dikkat edilmesi gerekir: 1) Mizah iiriinii kullanicilarina yonelik
olmamalidir. Tiiketici kendisi ile alay edildigi ya da kiiglik diisiiriildiigi kanisina
varmamalidir. Bu yiizden, seviyeli mizah tercih edilmelidir. 2) Mizah, markaya yonelik
olmalidir. Markay1 6n plana ¢ikarmali ve vurgulamalidir. 3) Satis1 gergeklestirecek
odak noktalar1 mizah igerisinde yer almalidir (Odabas ve Giilfidan, 2003: 176).
Reklamda mizah kullanimi, dogru bir sekilde yapilirsa, markanin farklilasmasina,

izleyici baglantis1 kurmasina ve reklamin etkili olmasina yardimci olabilir. Ancak
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yanlis kullanildiginda da ters tepme riski bulunur, bu yilizden dikkatli bir sekilde

planlanmalidir.

4. Yontem

Calisma kapsaminda oncelikle literatiir taramasi yapilarak ilgili ¢aligmalara
ulastlmig, mizah ve televizyon reklamlaria dair bir ¢ergeve ¢izilmistir. Bu ¢ergeve
dahilinde donemin mizah igerikli reklamlari belirli kategoriler ¢ercevesinde
ayristirtlmis ve metin haline getirilmistir. Arastirmanin siirliliklarini 24 Ocak 1980 -
7 May1s 1990 yillar igerisinde TRT1’de yaymlanan mizah reklamlari olusturmaktadir.
Arastirma kapsaminda, TRT1’deki mizah igerikli reklamlar1 elde etme amaciyla,
YouTube, Izlesene, Dailymotion  gibi arama  motorlarinin  yaninda
alinurvelidedeoglu.com, istanbulreklamsitesi.com gibi web siteleri incelenmistir.
Amagl 6rneklem yontemi kullanilarak doéneme ait 3100 reklam izledikten sonra 112

adet TRT1°de yayinlanmis “mizah” igerikli reklama ulagilmistir.

S6z konusu amaglar dogrultusunda arastirmanin asagidaki sorulara yanit

vermesi beklenmektedir:

- Arastirmanin sinirhiklar igindeki mizah igerikli reklamlarin sektorel
dagilimi ve reklam bilgilerinin nicel bulgular1 nasildir?

- Arastirmadaki televizyon reklamlarinin kavram haritasi nasil olusmustur?

- Mizahi reklamlarda ¢ekicilik analizi nasil saglanmigtir?

- Reklam anlatimlarinin, mizah tiirii ile iliskisi nasildir?

- Pollay’mn siniflandirdig1 ¢ekicilik tiirlerinin reklamlardaki dagilimi

nasildir?

Arastirmada igerik analizi tercih edilmistir. Bu yontem verilerin incelenerek
anlamli sonuglara ulagilmasini saglayan bir arastirma yontemidir. Analiz, 6zellikle
sosyal bilimler, iletisim ¢aligmalari, psikoloji ve pazarlama gibi alanlarda siklikla
kullamlmaktadir. igerik analizi, metinler, gorseller, ses kayitlart veya diger iletisim
bi¢imleri tizerinde uygulanabilir ve bu verilerin altinda yatan temalar1, kaliplar1 ve
iliskileri ortaya ¢ikarmay1 amaglamaktadir (Krippendorff, 2018). Yildirim ve Simsek’e

(1999: 259) gore “igerik analizinde amag, toplanan verileri agiklayabilecek kavramlara
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ve iligkilere ulagmaktir”. Bu veriler 1s18inda analizde elde edilen veriler MAXQDA
2020 programi ile nitel kodlama yapilmistir. Yapilan analizler sonucunda verilerin
kolay okunabilir bir sekilde gorsellestirilmesi ig¢in kelime bulutlari kullanilmistir.
Programin sagladig1 kelime bulutu yonteminin mantig1 su sekildedir: Metinde en sik
kullanilan kelimeler en biiyiik olacak sekilde yazilir ve tiim kelimeler frekansa gore
siralanarak bulutta birlestirilir. Ayrica program sayesinde ele alinan nicel veriler
kodlamalar araciligryla nitel sonuglar vermesi amactyla kullanilmisti. MAXQDA,
nitel verilerin, 6zellikle biiyiik verilerin diizenlenmesi, siniflandirilmasi ve kodlar arasi
iligkilerin ortaya ¢ikarilmasinda hizli ve verimli sonuglar iiretebilen bir yazilimdir
(Dereli, 2023: 150). Sonug olarak ilk analiz olan frekans analizi sonuglari metin
igerisinde kelime bulutlari ile olusturulan gorsel 6gelerle tablo seklinde vurgulanmstir.
MAXQDA 20 programinda kodlamas: yapilan verilerin giivenirlik katsayis1 da
hesaplanmustir®>. Bu arastirmada birinci kodlayic1 (KD-01) toplamda 4951 kodun
4807’sinde (%97) goriis birligine varirken, 144 (%3) kodda ise uzlagma
saglanamamustir. Arastirmadaki ikinci kodlayict (KD-02) ise 4951 kodun 4855’inde
(%98) goriis birligine varirken 96 kodda ise uzlagma saglanamamustir. Her iki

katilimecinin kodlamalari degerlendirildiginde %97.50’lik goriis birligi saglanmustir.

5. Bulgular

Caligmaya konu olan 1980-1990’l1 dénem sosyal ve kiiltiirel olarak hem
gelisimin hem de duraklamanin oldugu bir donemdir. Sinema teknolojisinin getirdigi
yeniliklerle televizyon reklamlar1 bu teknolojiyi kullanmis ve reklamlarin hem sayist
hem de niteligi artmaya baslamigtir. 1980-1984 yillar1 arasinda hem ekonomik
sorunlarin hem de darbe doneminin bir duraganlik yarattig1 diisiiniilmektedir. Arastirma
kapsaminda, Baldwin’in “Etkili TV Reklamlar1 Olusturma” adli kitabinda olusturdugu
kodlama cetvelindeki yaratici yapim uygulamalarindan yararlanilmistir (Baldwin,
1982: 59-127). Arastirmada “reklam analiz cetveli” veri formuna bagl kalimarak

“televizyon reklamlarinda mizahin ne sekilde kullanildiginin” cevabi aranmustir.

3 Giivenirlik Katsayisi= Uzlagilan Kod Sayisi/ Uzlagilan Kod Sayisi+Uzlagiimayan Kod Sayisi (Miles ve Huberman,
1994).
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Aragtirmanin amaci, bir tiir olarak kabul edilen mizahin reklamlardaki
kullanim sekillerinin tespit edilmesidir. 1980’lerde hizlanan kiiltiirel doniisiimiin mizah

igerikli reklamlardaki yansimalari aragtirilmistir.

Calisma  kategorileri,  degiskenlerle iliskilendirilen  gostergelerin
kodlanmasina olanak verecek sekilde belirli bir sirada olusturulmali ve
diizenlenmelidir. Kodlama cetveli i¢in mizah igerikli reklamlarin tasnifi yapildiktan
sonra 6 ana baslikla birlikte reklam metninin ayrildig1 bir boliim mevcuttur. Bu temalar:
reklam yaklagimi, reklam tonu, anlatim tarzi, yapim formati ve reklam yapim
teknigidir. Kodlama yapilmasi amaglh temalar olusturulmus ve bu temalar iizerinden

kodlama yapilmistir. Olugturulan 6 temanin alt bagliklari mevcuttur.

5.1. Sektorel Dagilimi ve Reklam Bilgilerinin Nicel Bulgular:

Sektor Yiizde (%) Reklam Sayisi
Yiyecek-Icecek %37 41
Ev Esyasi %20 23
Dergi-Gazete %12 13
Yap1 Malzemeleri %10 12
Giyim %5 7
Sans Oyunlar1 %S5 6
Temizlik Uriinleri %3 2
Finans %2 2
Oyuncak %2 2
Kisisel Bakim %2 2
Otomobil %2 2

Tablo 1: Mizah Igerikli Reklamlarin Yiizdesel Oranlar

Analizde degerlendirilen reklamlar sektorel olarak bakildiginda, Tablo 1’de
belirtilmis olup, reklam yogunlugunun daha ¢ok yiyecek icecek sektdriinde oldugu

goriilmektedir.
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5.2. Televizyon Reklamlar1 Kavram Haritasi

Televizyon reklamlari kavram haritasi, televizyon reklamlarmin g¢esitli
yonlerini ve aralarindaki iliskileri gorsel olarak temsil eden kapsamli bir aragtir. Bu
kavram haritasi, televizyon reklamlarmin igerigi, etkileri, stratejileri ve tiiketici
davranislar tizerindeki etkilerini anlamak amaciyla detayl bir analiz saglamaktadir.
Calisma kapsaminda, mizah igerikli televizyon reklamlar1 metin olarak ayrintili bir
sekilde yazilmis ve ardindan belirli bir kodlama cetveline gore sistematik bir sekilde
kodlanmistir. Bu siiregte, yapilan ilk analiz, metinlerde gegen kelimelerin frekans
sayilariin anlamli bir biitiin olusturup olusturmadigint degerlendirmeyi amaglamistir.
Bu analiz, reklam metinlerinde tekrar eden kelime ve ifadelerin, reklamin genel temasi
ve etkisi agisindan ne kadar 6nemli oldugunu ve bu tekrarlarin reklamin igerigini ve
stratejilerini nasil yansittigini anlamaya yonelik Oonemli bir adim olarak one
¢ikmaktadir. Frekans analizi, reklamlarin belirli kavramlar1 ve mesajlar1 vurgulamak
icin nasil yapilandirildigint ve bu yapilandirmanin izleyici iizerindeki etkilerini

belirlemek amacrtyla kritik bir degerlendirme siireci sunmaktadir.

Anahtar Kelimeler: lezzet

TYBEL ¢ C
Belge Kelime Baglam
Demirdokim Firn-2 lezzet pisiririm. Yemegdi o pisirir. Yani

Peysan Peynir lezzet li La vache quirit La
+ Kent Topitop-1 lezzet lisin. Topi top Topi top sen
¢ Kent Topitop-1 lezzet lisin, sttlistin, meyvalsin sen ne ¢ok
+ Ulker - Cokomel lezzet diyeler, iste cokomel Ulker cokomel
¢ Eti Tago lezzet li ye ye Tago tahinli, lezzetli
¢ Eti Tago lezzet li tahinli Tago. Yepyeni bir lezzet
¢ Eti Tago lezzet Tago Tahinli Eti'den.
¢ Kent - Jelbon lezzet li mis kokulu sempatik seker, bon
¢ Knorr Bulyon-1 lezzet e bakin. Knorr Bulyon mutfaginzda mutlaka
¢ Pinar Et Lezzet odulleri Pinar lezziz kangal sucugunu
¢ EtiPuf Lezzet li sirin tath mis gibi Eti
¢ EtiPuf Lezzet li puf, yumusak puf. Puf puf

Tablo 2: Baglam I¢inde Kelimelerin Analizi

Televizyon reklamlarinda kullanilan ¢ekicilik tiirlerinden biri olan “lezzet” ile
ilgili olarak Tablo 2°de gerceklestirilen “baglam i¢inde kelime” analizinde, metinlerde
en cok tekrarlanan kelimelere dikkat c¢ekilmistir. Analiz sonuglarina gore, bu

kelimelerin genellikle yiyecek-igecek sektoriinde yogun bir sekilde kullanildigi ve bu
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kullanimin, kelimenin niteleme yoniinde yer aldigi gozlemlenmistir. Bu durum,
yiyecek-igcecek reklamlarinda “lezzet” kavraminin, iiriinlerin tat ve aroma 6zelliklerini
vurgulamak amactyla sik¢a bagvurulan bir ¢ekicilik tiirii oldugunu gostermektedir.
Reklam metinlerinde “lezzet” kelimesinin tekrari, tiiketicilere iriinlerin lezzetli ve
tatmin edici oldugunu duyurmak i¢in stratejik olarak kullanilirken, ayni zamanda
iiriinlerin kalitesini ve cazibesini artirmay1 hedeflemektedir. Bu niteleme, izleyicilere
iiriiniin gastronomik degerini ve deneyimsel ¢ekiciligini etkili bir sekilde iletmeyi
amaglamakta, boylece reklamlarin etkisini gii¢lendirmektedir. Kiiltiirel olarak yemek
yeme toplanmanin bir araya gelmenin bir pargasidir ve faaliyetler hep beraber yemek

igcmek eylemleri tizerinedir.
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Sekil 1: TRT Reklamlar1 Kod Bulutu

Kod bulutu analizine gore Sekil 1.’de en ¢ok tekrarlanan kelime olan “bir”
kelimesi olmustur. Dolayisiyla bu asamadaki prosediir, bir “analiz dig1 birakilacak
kelimeler” listesi olusturmaniz gerekir ve bu listeyi tanimladiktan sonra gercek analiz
sonuglari alinir. Analizden ¢ikan baska bir sonugta kelimelerin kisaligidir. Akilda kalici
olmasi ag¢isindan reklam metinlerinde basit ve kisa kelimeler sik tekrarlanarak tercih
edilmistir. Kod bulutunda goriilen baska bir durumda marka isimlerinin analizde
goziikmesidir. Ayrica cingillarin ve sloganlarin akilda kalmasi igin kisa kelimelerin

kullanildig1 da arastirmada kanitlanmaktadir.
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Arastirma evrenindeki reklamlar kodlandiginda Sekil 1’e gore kelime bulutu
haritalamasinda marka isimlerinin frekans olarak fazla oldugu goze carpmaktadir.
Ozellikle reklam cingillariyla beraber akilda kalmasi amaglandigindan marka isimleri

reklam metinlerinde ¢ok fazla kullanilmstir.

5.3. Tek Vaka Modelleri Arastirmasi

Tek vaka modelleri arastirmasi terimi, arastirmacilarin belirli bir durumu veya
olay1 detayl1 bir sekilde inceledikleri nitel arastirma yontemlerinden birisini ifade eder.
Bu yontem genellikle sosyal bilimlerde, egitimde, psikolojide ve diger alanlarda
kullanilir.  Gerring’e  (2005) gore Tek vaka modelleri arastirmasi, genellikle
derinlemesine bir analiz yapmay1 ve olayin veya durumun iggoriilerini saglamayi
amagclar. Arastirmacilar, belirli bir durumu veya olguyu anlamak icin bir dizi veri

toplarlar ve bu verileri gesitli analitik tekniklerle incelerler.
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Sekil 2: Temizlik Uriinleri Sektorii Mizah Igerikli Reklamlar - Tek Vaka Modeli

Sektorel olarak incelendiginde, aragtirmanin 6rneklemini olusturan temizlik
iiriinleri sektoriine ait reklamlar, detayli bir sekilde Sekil 2°de sunulmustur. Bu sektore
dahil olan dort {irline ait reklamda, ortak 6zellikleri barindiran kodlar kalin ¢izgilerle

belirginlestirilerek analiz edilmistir. Yapilan incelemelerde, bu reklamlarin siirelerinin
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benzer kodlara sahip oldugu ve genellikle belirli bir yasam kesitini yansitan temalar
iizerine kuruldugu saptanmistir. Bu yasam kesitleri, izleyiciye tamidik gelen giinliik
hayattan sahneler sunarak, tiiketici ile daha giiglii bir duygusal bag kurulmasini
amaclamaktadir. Ayrica, bu reklamlarda slogan kullanimimin yaygin oldugu belirlenmis
ve sloganlarin, {rliniin temel faydasmi veya marka mesajin1 etkili bir sekilde
vurgulamak i¢in 6zenle secildigi goriilmistiir. Sloganlarin bu reklamlarin ayrilmaz bir
parcasi haline gelmesi, markalarin tiiketicinin zihninde kalicilik saglamay1

hedefledigini ortaya koymaktadir.

Bu sektordeki reklamlarda dikkat ¢eken bir diger ozellik ise “metafor”
kullanimimin yaygin olmasidir. Metaforlar, iiriinlerin 6zelliklerini ve avantajlarini
dolayli fakat etkili bir sekilde ifade etmek icin kullanilan giiclii bir ara¢ olarak
karsimiza ¢ikmaktadir. Ozellikle Raid markasima ait reklamda, tamimlayici bir unsur
olarak animasyon kullaniminin da yer aldig1 goriilmiistiir. Animasyonlar, reklamlarin
hem daha ¢ekici hale getirilmesine hem de {irliniin islevselliginin daha agik ve eglenceli

bir sekilde vurgulanmasina katkida bulunmustur.

@ Sinema Tiyatro :l
Merak Alaninda Saka/Cinas (8)
(: Uyand 9 Unluler (9)
. yandirma (9) Saglikh
Unla Kisi Olma (6)
Kullanimi (10)
Cll
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Mizah Tiird
Abarti (10) (CHl
Susliiltk (4)
@ Gida (0 |
Markay! yaratici reklam
Hatirlatici (30)
Sembol (10)

] ]

Elverislilik (11) Marka Bilinirliligi
] ] @7
Bilgi Verme Metafor
(18) Kullanimi (20)

Sekil 3: Gida Sektorii Tek Vaka Modeline Gore Kodlanmasi
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Aragtirma evrenine dahil edilen sektorler arasinda, en yogun reklam
faaliyetinin gerceklestigi alan %35°lik bir oranla gida sektorii olarak 6ne ¢ikmaktadir.
Bu durum, gida sektoriiniin, tiiketicilere ulagsmak ve pazardaki rekabet avantajini
stirdiirebilmek amaciyla reklamciliga ne denli 6nem verdigini gostermektedir. Sekil
3’te sunulan tek vaka modeline gore yapilan detayli analizde, bu sektordeki reklamlarin
biiylik ¢cogunlugunun, %75 oraninda, yaratict olarak kodlandigi tespit edilmistir. Bu
bulgu, gida sektoriinde faaliyet gdsteren markalarin, tiiketicilerin ilgisini ¢ekmek,
marka farkindaligini artirmak ve piyasada kendilerine kalic1 bir yer edinmek amaciyla
yaratict ve yenilik¢i reklam stratejilerini yogun bir sekilde kullandiklarini ortaya

koymaktadir.

Ayrica, analiz edilen reklamlarin yarisinda metafor kullaniminin yaygin
oldugu belirlenmistir. Bununla birlikte yayinlanan reklamlarin biiyiik bir kisminin bilgi
verme amact tasidigi da gozlemlenmistir. Bu tiir reklamlarda, tiiketicilere {iriin
hakkinda detayl1 bilgi sunularak, onlarin bilingli ve giivenilir bir sekilde satin alma
karar1 vermelerine yardimci olunmast hedeflenmektedir. Gida sektdriinde, iirlinlerin
icerikleri, iiretim siiregleri, kalite standartlar1 ve saglikla ilgili 6zellikleri gibi konularin
tiiketiciler igin biiyiik 6nem tasimasi, bilgi odakli reklamlarmn 6n plana ¢ikmasini
saglamaktadir. Sonug olarak, gida sektoriindeki reklamlarin, tiiketicilere hem yaratici
hem de bilgilendirici bir yaklasimla hitap etmeyi amaglayan ¢ok yonlii ve stratejik
iletisim araglar1 olarak dikkatle tasarlandig1 goriilmektedir. Bu analiz, gida
sektoriindeki markalarin reklam stratejilerinde hem duygusal hem de rasyonel unsurlari
dengelemeye calistigini ve bu sayede tiiketici davranigini etkileyerek marka sadakatini

artirmay1 hedefledigini ortaya koymaktadir.

5.4. iki Vaka Modelleri Arastirmasi

Iki vaka modelleri arastirmasi, bir aragtirmacinmn iki ayri durumu, olayi,
olguyu veya bireyi detayli bir sekilde inceledigi ve karsilastirdigi bir arastirma
yontemidir (Ekmekgi ve Tlhan, 2024: 2293). Bu yéntem, genellikle nitel aragtirmalarda
kullamlir ve benzerliklerin ve farkliliklarn vurgulanmasiyla bilgiyi zenginlestirir. ki
vaka modeli olarak adlandirilan bu yontem, iki degiskenin derinlemesine incelendigi
ve karsilagtirildigi bir model olup, farkli sektdrlerin farkli yonlerini anlamayi ve

vurgulamay1 amaglar. Bu baglamda, tek tek markalara ait reklamlarin vurgulanmast
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yerine, mizahin sektdrel olarak kullanimi kodlar iizerinden sistematik bir sekilde analiz
edilmistir. Sekil 4’te yapilan incelemede, dayanikl tiikketim mallar1 sektoriine ait 23
adet mizah igerikli reklam bulunurken, gazete ve dergi baglig1 altinda ise 13 adet reklam
tespit edilmistir. Analiz edilen reklamlarda, kodlamalarda ilk goéze ¢arpan unsurlar
arasinda, reklamlarda bilgi verme amaci, metafor kullanimi, reklam siiresinin
ortalamasi, yapim teknigi olarak sinemasal yaklasim, goriintiideki yazi siiresinin
kisaligt ve cekicilik tlirii olarak “akilc’” yaklagimin daha fazla kullanildig:
belirlenmistir. Bu bulgular, reklamlarin igerik ve yapisal ozelliklerinin sektorel

farkliliklar gosterdigini ortaya koymaktadir.
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Sekil 4: Gazete, Dergi ve Dayanikli Tiiketim Mallarimin Tki Vaka Modeline Gore Kodlanmast

Analizde dikkat geken bir diger bir unsur, “lotaryal donem” olarak adlandirilan
kupon toplama doneminin arastirmanin sinirliliklari olan yillara denk gelmesidir.
Gazeteler, bu déonemde hem cekilisle hem de kuponla okuyuculara hediyeler verme
yoluna giderek, bu tiir promosyon ¢aligmalarmin gazetelerin tirajlarini olumlu yonde
etkiledigini vurgulamaktadir (Atilgan, 1993: 235). Dayanikl tiikketim mallarma ait
kodlamalarda, “dayanikli” ve “teknoloji” vurgusunun belirgin oldugu gézlemlenmistir.
1980’li yillarin sosyo-kiiltiirel yasamindan kaynaklanan bu egilim, reklamlarda
iirtinlerin hem uzun omiirlii hem de teknolojik 6zelliklere sahip olmasina yonelik bir

tercih olarak yansidigi ve bu egilimin reklamlara da etki ettigi tespit edilmistir. Bu
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analiz, dénemin toplumsal ve kiiltiirel dinamiklerinin reklam stratejileri tizerindeki
etkilerini ortaya koymakta ve sektdrler arasindaki farkliliklarin anlasiimasina katkida

bulunmaktadir.

Reklam anlatimlari, reklamverenlerin belirli bir {iriinii, hizmeti veya markay1
tanitmak, satigini artirmak ya da marka imajimi giiglendirmek amaciyla kullandiklari
hikaye anlatimi veya iletisim stratejileridir. Bu anlatimlar, reklamim temel mesajini
ileterek, hedef kitle iizerinde etkili ve kalici bir izlenim birakmay1 amaglar. Reklam
anlatimlari ile mizah tiirleri arasindaki iliski, reklamcilik diinyasinda olduk¢a yaygin
olarak kullanilan stratejik bir teknik olup, izleyicilerin dikkatini ¢ekme ve ilgilerini
canli tutma agisindan bilylik 6nem tasir. Mizah, reklamlara eglenceli ve hafif bir ton
kazandirarak, izleyicilere keyifli bir deneyim sunabilir ve bdylece markanin olumlu bir
alg1 olusturmasina katki saglar. Televizyonda yayinlanan reklamlarda, genellikle iki
farkli anlatim bigimi 6ne ¢ikmaktadir: Dogrudan anlatim ve dolayli anlatim. Dogrudan
anlatim, iirlin veya hizmetin 6zelliklerini agik ve net bir sekilde iletmeyi hedeflerken,
dolayli anlatim ise daha ¢ok metaforlar, semboller ve dolayli ifadelerle mesaj1 vermeyi

tercih eder.

Mizah tiirleri ile reklam anlatimlart arasindaki iligki, reklamimn etkisini
artirmak i¢in dikkatle planlanan bir strateji olarak karsimiza ¢ikar. Bu baglamda,
mizahin farkli tiirleri, reklam anlatilarinda farkli islevler iistlenebilir. Ornegin,
“celiski”, “tekrar”, “abart1”, “taklit”, “saka/cinas” gibi mizah tiirleri, izleyicinin
dikkatini ¢ekmek, mesajin daha akilda kalic1 olmasini saglamak ve markanin eglenceli
bir imajla 6zdeslesmesine yardimci olmak amaciyla kullanilir. Bu farkli mizah tiirleri,
reklamlarin anlatim bigimlerine entegre edilerek, izleyiciler iizerinde hem duygusal
hem de biligsel bir etki yaratmayi amagclar. Tablo 3’te mizah tiirlerinin reklam
anlatilartyla olan iligkisi incelenmis ve mizahin, reklam stratejilerinde nasil
kullanildigina dair 6nemli bulgular ortaya konmustur. Mizahin reklam anlatiminda
nasil bir rol oynadigi, hangi tiir mizahin hangi anlatim bi¢imiyle daha etkili oldugu ve
izleyici lizerinde nasil bir etki biraktig1 gibi konular, bu analizde detayl bir sekilde ele
alimmistir. Bu inceleme, reklamlarin hem eglenceli hem de etkili olmasini saglamak
icin mizah ve anlatim bigimlerinin nasil bir araya getirilebilecegini ortaya koyarak,

reklamcilik stratejilerine 6nemli bir katki sunmaktadir.
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Kod Sistemi Yok Dolayl Dogrudan TOPLAM
(=gl 29-Reklam Anlatimi 0
v (2] 28-Mizah Tiirti 0
(@4 Geliski ° r 5
(@ g Tekrar o 11
(=g Diger [ J o 29
(@ Abarti [ ) o 34
(@ g Taklit 4 » 7
(@4 Saka/Cinas r o ‘ 34
3~ TOPLAM 1 44 75 120

Tablo 3: Mizah Icerikli Reklamlarin Reklam Anlatimlarmn ve Mizah Tiirii ile Iliskisi

Tablo 3’teki verilere gore, mizah igerikli reklamlarin mizah tiirii ile iliskisi
degerlendirildiginde, “dogrudan” reklam anlatiminin en fazla tercih edilen mizah
tiirleri arasinda saka/cinas (24), abart1 (18), diger (17), tekrar (10), taklit (4) ve geligki
(2) gibi kategoriler oldugu analiz edilmistir. Bu bulgular, dogrudan anlatimda saka ve
cinas ile abartinin 6ne ¢iktigini, diger tiirlerin ise daha az yer aldigimi gostermektedir.
Dolayl1 anlatim kistas1 segildiginde ise abart: tiiriiniin (16) daha yogun bir sekilde tercih
edildigi gozlemlenmistir. Bu durum, dolayli anlatimda abartinin daha belirgin bir
mizahi unsur olarak kullanildigin1 ve dolayli anlatim stratejisinin, izleyicilere daha
genis bir mizah yelpazesi sunarak, reklam mesajini etkili bir sekilde iletmeye yonelik

bir egilim gosterdigini ortaya koymaktadir.

5.5. 1980-1990 Aras1 Mizah i¢erikli TRT Reklamlarimn Niteliksel Ozelliklerinin
Analizi

Tiiketicinin dikkatini ¢ekmek ve onu bir {irline ikna etmek i¢in kullanilan
¢ekicilik, reklamin tliketiciye sundugu motivasyon olarak karsimiza cikmaktadir
(Rusell ve Lane, 1996: 512). Reklamcilar zaman zaman farkli kullanimlar olan farkli
uyaranlar/¢ekimler belirlemislerdir. Segilen ¢ekim, verilmek istenen mesaja, hedef
kitlenin ilgisine ve bu mesajin alindig1 dis ¢evre faktorlerine gore sekillenmektedir.
Bilgi stratejileri kullanan, insanlarda olumlu veya olumsuz duygular uyandiran,
aglatan, giildiiren, hayal kurduran reklamlarda bazen bilgi agirlikli mesajlar igeren
uyaranlar kullanilir. Bazi uyaranlar disiindiirici mesajlardan iretilir. Mizah,
coskunluk, korku ve cinsellik en sik kullanilan duygusal ¢ekicilikler arasindadir.

Ozellikle cinsellik kullaniminin 1983 ten itibaren énemli dlgiide arttig1 ifade edilebilir

N\« /



Mustafa Giiltepe W

(Reichert vd., 2012: 10). Tiirkiye’de reklamcilik 6rnekleri diigiiniildiigiinde cinselligin
en cesur drnekleriyle kullanimi 80°1i yillardadir. Ornek olarak Lee Cooper blue jeans
reklamlari, Amigo fistik reklamlarindaki nii kadin imajlari, 1980’li yillarda Brook

Shilds’in ¢ektigi Calvin Klein reklamlari ile ayn1 konseptedir.

5.6. Mizahi Reklamlarda Cekicilik Analizi

Reklam ¢ekiciligi ile ilgili literatiir incelendiginde iki ayri siniflandirma
yapilmaktadir. Bunlardan birincisi Aristo’nun da vurguladigi rasyonel ¢ekicilik,
ikincisi ise duygusal g¢ekiciliktir. Tablo 4.’te bu iki ¢ekicilige ait alt kodlar kodlanarak
reklamlarda kullanilan tiirler analiz edilmistir. Sekilde “bilgi verme” ve “marka
bilinirligi” kodlamalarimin en yiiksek frekansa sahip oldugu goriilmiistiir. Reklamlarin
en temel gorevlerinden biri olan “bilgi verme” o donem de en ¢ok kullanilan ¢ekicilik
kodudur. Mizah igerikli reklamlarda “duygusal” 6gelerin ve “neden sonug” iliskisinin

de az oldugu gorilmiistiir.

Kod Sistemi Marka Bilinirlligi Duygusal | Tesfik Edici = Merak Uyandirma Neden Sonug Bilgi Verme
v (@) Cekicik Tiirleri

(@5 Marka Biinirfligi . ' " [ |

(©g Duygusal

() Tegfik Edici . . . ' ]

(4 Merak Uyandirma ]

(©g Neden Sonug

@1 Bilgi Verme | . n [ |

¥ TOPLAM k) 5 16 21 3 43

Tablo 4: Cekicilik Tiirleri Kod fligkiler Tarayicisina Gére Kodlama

Reklam ¢ekicilikleriyle alakali birgok arastirma yapilmistir. Alan Resnik ve
Bruce L. Stern’in (1977) “Televizyon Reklamciligindaki Bilgi igeriginin Analizi”
makalesinde bir reklamm “bilgilendirici” olarak degerlendirilmesi i¢in yalnizca 14
kriterden (bilgilendirici ipuglart) birini iletmesi gerektigini belirtmistir. Daniel Perlman
ve Beverley Fehr’in (1987) “Yakin Iliskilerin Gelisimi” makalesinde, mahremiyeti,
iligkileri ve motivasyonu 6n plana ¢ikarmistir. Richard W. Pollay (2012) ise “Reklamda
Ortaya Cikan Kiiltiirel Degerlerin Olgiilmesi” makalesinde ise Resnik ve Stern’in
(1977) agikladig1 14 ¢ekiciligi, 42°ye cikartmistir. Sekil 5’te Pollay’in olusturdugu

siiflandirma yiiksek frekanslar g6z oniinde bulundurularak analiz edilmistir. Yapilan
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siiflandirmaya ait alt kodlarm bir kismi da tabloda belirtilmistir. Elde edilen
siniflandirmalar 15181nda en yiiksek kodlamanin “etkililik” oldugu gézlemlenmistir. Bu
kodun igerisinde bulunan “etkili, yararli, rahat ve lezzetli” kodlari, reklamlardaki bu
ogenin siklikla kodlanmasini beraberinde getirmistir. Diger yiiksek frekansli iki kod ise
“teknoloji” “dayaniklilik” ve ucuzluk” kodlaridir. Bu ii¢ kod o dénemin sosyo-kiiltiirel
yapisina da 151k tutmaktadir. Ozellikle 1980-1990 yillari arasinda Tiirkiye teknolojik
olarak ilerlemenin oldugu yillardir. Teknoloji vurgusu da reklamlarda sik¢a
vurgulanmistir. Alinan irtiniin uzun yilar gitmesi Tirk toplumunun &nemsedigi
olgulardan birisidir. Reklam metinlerinde “saglam” kelimesi birgok kez vurgulanmstir.
Yine toplumun ekonomik olarak iyi olmamasindan dolay:1 “ucuzluk” ve “taksit” gibi

kavramlarin mizah igerikli reklamlarda bile vurgulandigi goriilmektedir.

]
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Sekil 5: Pollay’in Cekicilik Kodlamasina Gore Kod Yakinlig1 Analizi

Sekil 5’te en ¢ok kodlanan “etkililik” kodunun “kod yakinlig1 analizi’ne gore
diger yakin kodlarla iligskisi verilmistir. Etkililik kodu “farklilik”, “ucuzluk”,
“teknoloji” ve “popiilerlik” kodu ile iliskilidir. Pollay’in Sekil 5’teki ¢ekicilik
siniflandirmasindaki ¢akisan kodlara bakildiginda “elveriglilik™, “farklilik”, “ucuzluk™,
“teknoloji”, “hediye”, “dayaniklilik” gibi kodlarin ¢akistig1 tespit edilmistir. Kodlara

ait metinler de sekilde gosterilmistir.
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Sekil 6: Reklamlarda Kullanilan Mizah Tiirlerinin Kod Teori Modeli Analizi

Sekil 6 incelendiginde, “Saka/Cinas” ve “Abarti” kodlamalarinin toplam
reklamlarin yarisindan fazlasini olusturdugu tespit edilmistir. Bu bulgu, reklamlarda
mizah unsurlarmin yaygin bir sekilde kullanildigini ve ozellikle “Saka/Cinas”
tiirtindeki basit kelime oyunlari ile “Abart1” tiirlindeki durumlarin, izleyicinin dikkatini
¢ekme ve mesaj1 etkili bir sekilde iletme amaciyla tercih edildigini gostermektedir.
Basit tekrarlar ve abartili sahneler, reklamlarin izleyici lizerinde daha giiclii bir etki
birakmasini saglamakta ve markanimn akilda kaliciligini artirmaktadir. Ancak yapilan
analizde, bu mizah tiirlerinin sektdrel bazda belirgin bir yogunluk gdstermedigi ve
mizahin kullanimi agisindan sektorler arasinda bilyilik farkliliklarin ortaya ¢ikmadigi
gbzlemlenmistir. Bu durum, reklamciligin ¢esitli sektorlerde mizah unsurlarini benzer
bi¢imlerde kullanma egiliminde oldugunu ve mizahin, genel olarak reklamlarda dikkat

¢ekici ve etkili bir ara¢ olarak islev gordiigiinii ortaya koymaktadir. Ayrica, sektorel
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farkliliklarin, mizah tiirlerinin kullaniminda 6nemli bir rol oynamadigini ve bu tiirlerin,

cesitli sektorlerde benzer sekilde uygulandigini ifade etmektedir.

SONUC

1980’ler, Tirk toplumunun sosyal ve ekonomik agidan koklii degisimler
yasadig1 bir donemi ifade eder. Bu doniisiim, toplumda bazi sancilar1 da beraberinde
getirmistir. 80’ler, hem askeri miidahalenin yasandigi hem de neoliberal ekonomik
politikalarin uygulandig bir donem olarak bilinir. 1980 Darbesinin nedenleri arasinda
siyasi istikrarsizlik, ekonomik kriz, uluslararasi faktorler, siddet olaylari vb.
gdsterilebilir (Boratav, 2005). 80’ler Tiirk halk1 i¢in sadece darbe ile degil Turgut Ozal
tarafindan hazirlanan “24 Ocak Kararlar’” ile de hatirlanmaktadir. Ekonomik
onlemlerin yiiriirliige girdigi kararlar ile 1980 6ncesi donemde uygulanan ithal ikameci
bliylime stratejisi terk edilerek, ihracata dayali bir ekonomik model benimsenmistir. Bu

kararlarla, Tiirkiye ekonomisinin uluslararasi piyasalara entegrasyonu hedeflenmistir.

Incelenen donem, kitle iletisim araglarinin etkisinin hizla biiyiidiigi ve
ozellikle televizyonun etkisinin belirgin sekilde arttigi yillar1 kapsamaktadir. Bu
donemde, televizyonun yayginlasmasi ve etkinliginin artmasi, reklamcilik sektoriinii
de pozitif yonde etkilemistir. Incelenen dénemde, diinya genelinde gazetelerden sonra
televizyon, en ¢ok reklama harcama yapilan sektdr olarak one ¢ikmistir. Reklam
harcamalar1 incelendiginde, Avrupa kitasinda 1980 ile 1987 arasinda reklamcilik
harcamasi %103 oraninda artis gostermistir. Televizyon reklamlar1 harcamalari ise ayn1
donemde %181°lik bir biiylime kaydetmistir (Mattelart, 1995: 170). Tiirkiye’de reklam

harcamalari, diinya geneliyle paralellik gdstermemistir.

Tiirkiye’de, 1980°1i yillar, tiiketici profilinin koklii bir degisime basladig: bir
donemi temsil etmektedir. Mattelart (1995: 90), “diinyanin her tarafindaki modern
televizyon izleyici kitlesi, sadece tiiketen bireylerden ibaret degildir; ayn1 zamanda
iriinleri geligmis bir sekilde degerlendiren, elestiren ve bu degerlendirmelerini aktif
olarak paylasan bir kitle haline gelmistir. 80’li yillarda, egitim diizeyi ylikselen
tiikketiciler, tasarimi kotii, kalitesiz ve ikinci simf triinlerle karsilastiklarinda, bu
iiriinleri kotilleme ve olumsuz geri bildirimde bulunma konusunda ¢ok daha hizli ve

etkili bir tavir sergilemislerdir” seklinde ifade etmistir. 80°1i donemde tiiketici davranigi
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iizerine yapilan arastirmalar, bu kavramin geleneksel ve deneyimsel olarak ikiye
ayrilmasina yol agmis ve bdylece tiiketici deneyimi kavrami ortaya cikmustir
(Holbrook, 2006: 715). Bu siireg, tiiketicilerin daha segici ve elestirel hale gelmesiyle
birlikte, markalarin da iiriin kalitesine ve tasarimina daha fazla 6nem vermesine yol
agmusgtir. Bilingli tiiketicilerin sayisindaki bu artig, reklam stratejilerinin de daha

sofistike ve tiiketici odakli olmasint zorunlu kilmaistir.

Mizah igerikli TRT reklamlarinin kod bulutu incelendiginde televizyon reklam
strelerinin  kisa olmasindan kaynakli reklam metinleri sinirhdir.  Ayrica
iicretlendirmeler saniye iizerinden oldugu i¢in en kisa ve etkili sekilde izleyiciye
ulasmas1 hedeflenmektedir. Arastirmaya konu olan reklam metinlerinin kelime
kombinasyonlar1 analiz edildiginde metinlerdeki sloganlarmm ve marka isimlerinin
metinlerde ¢ok fazla yer aldig1 goriilmektedir. O donemin sosyo-ekonomik sartlari
disiiniildiigiinde yayinlanan reklamlarda ekonomiyi hatirlatacak kelime ve climlelerin
azlig1 dikkat g¢ekmistir (%18). Reklamlarin 6nemli unsurlarindan olan reklam
cingillarinin kullaniminin %66 oldugu goriilmektedir. Miizik esliginde yapilan sik
tekrarlar sayesinde tiiketicinin hem dikkati ¢ekilmektedir hem de akilda kaliciligi
saglanmaktadir. Cingil kullanimindaki diger bir ayrinti da hareketli miiziklerin
kullanildig1 tespitidir. Markalarm dil pratiklerini degistirme ve benimsetme islevini
sloganlar iistlenmektedir. Incelenen doénemdeki mizahi igerikli reklamlarda slogan

kullanim1 orani %59’dur.

Insanlarm ikna edilme siirecinde Aristo’nun olusturdugu iki ayri siniflama
mevcuttur. Bunlardan birincisi rasyonel ¢ekicilik, ikincisi ise duygusal ¢ekiciliktir
(Aristo’dan aktaran; Smith, 2009: 67-70). Kodlamalar sonunda olusan nitel analize
gore “bilgi verme” ve “marka bilinirligi” kodlamalarinin en yiiksek frekansa sahip
oldugu analiz edilmistir. Reklamlarin en temel gorevlerinden biri olan bilgi verme, o
donemin reklamlarinda siklikla kullanilmistir. Mizah igerikli reklamlarda “duygusal”
dgelerin ve “neden sonug” iliskisinin de az oldugu goriilmiistiir. Incelenen reklamlar,
Pollay’in smniflandirmasma gore kod birlikte olusma modeli incelendiginde,
“elverislilik”, “farklilik”, “ucuzluk”, “teknoloji”, “dayaniklilik”, “hediye”, “diizen”,
“saglikli olma”, “bilgelik” gibi kodlarin metinlerde ortaya ¢iktig1 goriilmektedir. Bu

metinlere dahil olan kodlarin hepsinin ait olduklar1 ciimlelerden daha fazlasini ifade
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ettigi goriilebilir. Ornegin ucuzluk kodlamasi yapilan reklamlar incelendiginde:
“ekonomik”, “ne kadar ucuzmus”, “hesapli”, “tek fiyat” kelimelerin kodlandig: tespit
edilmistir. Reklamlarda ¢ekicilik ucuzluk kodlamasi altinda bu kelimeler araciligiyla
saglanmistir. Bagka bir kod olan “tek fiyat” ile ise lilkedeki fiyat dalgalanmalarinin ve
geemisteki karaborsa kiiltiiriiniin etkilerinin oldugunu gérmek miimkiindiir. Kodlanan

metinlerin donemin sosyo-ekonomik durumuna bir veri olacagi da diisiiniilmektedir.

Televizyon reklamlarinda farkli mizah tiirleri uygulanabilecegi gibi birden gok
mizah ¢esidinin de uygulandig1 goriilmektedir. Her mizah tiirii i¢in 6nemli olan bazi
ozellikler vardir. Reklam yazarlari, siirpriz, tekrar, uyumsuzluk veya tersine ¢evirme
gibi unsurlar kullanirlar. Bazilar iistiinliik ya da uyumsuzlugu kullanirken, bazilar ise
kelime oyunlarini kullanmaktadir. Mizah agisindan, eglence ic¢in hangi unsur
kullanilirsa kullanilsin asil amag okuyucuyu ya da izleyiciyi eglendirmektir. Bu nedenle
yazarlar yeni kelimeler tiiretebilir ve yeni teknikler kullanmaktan c¢ekinmeyebilir.
Arastirma evrenine dahil reklamlarda, reklam siirelerinin kisa olmasindan kaynakli
olarak hedef kitlenin dikkatini ¢ekmek i¢in kisa sakalar ya da cinaslar tercih edilmistir.
Kelime oyunlari, yanlis anlagilmalar, anlamsiz ikilemeler, reklam miizikleri esliginde
reklamlarda sunulmustur. Reklamlarda ikili diyaloglar aracilifiyla mizah dengesi

oturtulmaya g¢alisilmistir.

Aragtirma kapsaminda ele alman reklamlarla bugiiniin reklamlar
karsilastirildiginda temel benzerlikler olsa da, kullanilan yontemler, mesajlar ve medya
kanallar1 biiyiik 6l¢iide farklilasmigtir. Bu degisim, toplumsal, teknolojik ve kiiltiirel
degisimlerin bir yansimasidir. 1980 donemi reklamlari daha temel ihtiyaglara cevap
arayan bir mahiyetteyken giintimiiz reklamlari ihtiyaclarla birlikte duygulara hitap eden

bir yapidadir.

Aragtirma sonuglarina gore 1980°li yillar, televizyon reklamlari iizerine
yapilan calismalarin, 6nemli bir zaman dilimine isaret ettigini gostermektedir.
Incelenen dénemi siyasal, sosyolojik ve kiiltiirel agilardan farkli perspektiflerle ele
almak miimkiindiir. Bu donemi degerli kilan en 6nemli unsurlardan biri, tek kanalli
yayin siirecinde reklamlarin etkisini ve gelisimini arastirmanin goérece daha kolay

olmasidir. Ancak, doneme iligkin en biiylik zorluklardan biri argivleme siirecidir.

A\ /



Mustafa Giiltepe W

Gelecekte farkl arsivlere erisimin saglanmasi, reklamlarin daha kapsaml bir sekilde
incelenmesine olanak taniyarak bu alanda daha derinlemesine bir vizyon
gelistirilmesine katki saglayacaktir. Sonraki zamanlarda yapilacak arastirmalar, donem
reklamlarim1 daha kapsamli bir sekilde ele almak adina farkli arsiv kaynaklarina
ulasmaya odaklanmalidir. Ayrica, televizyon reklamlarinin tiiketici davranislar
iizerindeki etkilerini belirlemek i¢in donemin izleyicileriyle yapilacak sozlii tarih
caligmalarinin 6nemli bir katki saglamasi muhtemeldir. Reklam metinlerinin ve
gorsellerinin sdylem analizi yontemiyle incelenmesi, donemin toplumsal yapisini ve
kiiltiirel kodlarimi daha iyi anlamaya yardimci olacag: diisiiniilmektedir. Karsilastirmali
calismalar kapsaminda, farkli iilkelerin aym donemdeki televizyon reklamlari
incelenerek kiiresel ve yerel dinamikler arasindaki etkilesim ortaya konulabilir. Bu tiir
yaklasimlar, 1980’ler televizyon reklamlarinin medya, pazarlama ve toplumsal hafiza

acgisindan daha derinlemesine anlagilmasini saglayacaktir.
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Ozet

Bu ¢aligma, dijital pazarlama alaninda-
ki akademik arastirmalarin bibliyometrik analizini
yaparak mevcut literatiirdeki egilimleri, bosluklar:
ve metodolojik tercihleri ortaya koymay: amagla-
maktadir. 2002-2024 yillar1 arasinda YOKTEZ ar-
sivinde yer alan lisansiistii tezler, tiir, y1l, tiniversite,
tiniversite tiirii, enstitl, ana bilim dali, konu, yon-
temler ve anahtar kelimeler gibi dokuz kategoride
incelenmistir. Caligmada, dijital pazarlama aras-
tirmalarinin bilyiik 6l¢iide isletme ve halkla iligki-
ler alanlarinda yogunlastig1, ancak egitim, saglik,
kiiltlir ve kamu sektorii gibi alanlarda sinirli kaldigi
goriilmistiir. Akademik trendler incelendiginde,
arastirmalarin cogunlukla isletme yonetimi ve mar-
ka stratejileriyle ilgili oldugu, ancak tiiketici davra-
nislar1 ve kamu sektoriine yonelik caligmalarm ek-
sik oldugu tespit edilmistir. Universiteler arasmda
ise Marmara Universitesi, dijital pazarlama iizerine
en fazla tez tireten kurum olarak 6ne ¢ikmaktadir.
Metodolojik gerceve agisindan, bibliyometrik ana-
liz kapsaminda atif analizi, ortak kelime analizi ve
sosyal ag analizi gibi teknikler kullanilmistir. Calis-
mada, dijital pazarlama arastirmalarinin biiyiik 61-
¢lide nicel yontemlerle yapildigi, anketlerin en sik
kullanilan veri toplama teknigi oldugu belirlenmis-
tir. Ancak bireysel deneyimler, tutumlar ve derin-
lemesine analizleri igeren nitel ¢aligmalarin smirl
oldugu goriilmiistiir. Bu durum, dijital pazarlama
arastirmalarinin daha genis bir perspektifle ele alin-
masini gerektirdigini gostermektedir. Sonug olarak,
bu ¢alisma, literatiirdeki metodolojik egilimleri ve
konu bazli yogunlagmalari ortaya koyarak, dijital
pazarlama alaninda daha kapsamli ve disiplinler
arasi ¢alismalarin tesvik edilmesi gerektigine isa-
ret etmektedir. Gelecekte Ozellikle kamu sektorii,
egitim ve saglik alanlarinda dijital pazarlamanin et-
kisini degerlendiren nitel arastirmalarin artirilmast,
literatiire onemli katkilar saglayacaktir.

Anahtar Kelimeler: Dijital Pazarlama, Lisansiistii
Tez, Bibliyometrik Analiz.
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Dijital Pazarlama Konulu Lisanstistii Tezlerin Bibliyometrik Analizi

BIBLIOMETRIC ANALYSIS OF GRADUATE THESES
ON DIGITAL MARKETING

Abstract

This study aims to conduct a bibliometric analysis of academic research in the field of digital
marketing, revealing trends, gaps, and methodological preferences in the existing literature. Graduate theses
archived in YOKTEZ between 2002 and 2024 were examined in nine categories: type, year, university,
university type, institute, department, subject, methods, and keywords. The study found that digital marketing
research is largely concentrated in business and public relations fields, while it remains limited in areas such
as education, healthcare, culture, and the public sector.An analysis of academic trends indicates that most
research focuses on business management and brand strategies, whereas studies on consumer behavior and
the public sector are lacking. Among universities, Marmara University stands out as the institution producing
the most theses on digital marketing. From a methodological perspective, techniques such as citation analysis,
co-word analysis, and social network analysis were employed within the bibliometric framework. The study
determined that digital marketing research is predominantly conducted using quantitative methods, with
surveys being the most frequently used data collection technique. However, qualitative studies that explore
individual experiences, attitudes, and in-depth analyses are limited. This finding highlights the need for a
broader perspective in digital marketing research.In conclusion, this study identifies methodological trends
and subject-based concentrations in the literature, emphasizing the importance of fostering more
comprehensive and interdisciplinary studies in digital marketing. In the future, increasing qualitative research
on the impact of digital marketing in the public sector, education, and healthcare will provide valuable
contributions to the literature.

Keywords: Digital Marketing, Traditional Marketing, Bibliometric Analysis.

Extended Abstract

Digital marketing has transformed from the traditional marketing approach to
a digital and customer-centric structure due to the rapid advancement of technology,
the widespread use of the internet, and the effects of globalization. The limitations of
traditional marketing, such as one-way communication, high costs, and challenges in
measurement, have been replaced by more effective strategies thanks to the dynamic,
interactive, and measurable nature of digital marketing. Businesses can use digital
marketing tools to reach wider audiences at lower costs and communicate directly with
consumers to provide personalized content and offers. Today, tools such as social media
platforms, websites, search engine optimization (SEO), email marketing, and digital
advertising have become the cornerstones of marketing processes. This transformation
has not only changed marketing processes but has also profoundly affected customer
relationship management, data analytics, and brand strategies.The rise of digital
marketing has been intensely addressed in both academic studies and industry practices.
In this study, 222 postgraduate theses published between 2002 and 2024 in the National
Thesis Center of the Council of Higher Education (YOK) were evaluated using
bibliometric analysis to examine academic studies in the field of digital marketing and

identify trends in this area. When the types of theses were analyzed, it was determined
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that 86.9% were master’s theses, while 13.1% were doctoral dissertations. It was
observed that academic studies on digital marketing began in 2012 and peaked in 2022.
The increasing importance of digital marketing during this period has been associated
with the proliferation of social media platforms and the diversification of digital
consumer behaviors.When universities hosting academic studies were examined,
Bahgesehir University stood out as the leading institution, producing 16.21% of the
theses. Marmara University and Istanbul Commerce University ranked second and
third, respectively. Foundation universities accounted for 55.9% of the total studies,
while state universities had a share of 44.1%. This demonstrates that studies in the field
of digital marketing are predominantly concentrated in foundation universities.
Regarding the main disciplines, business administration emerged as the most studied
field with a rate of 47.46%. Other areas such as public relations, advertising, and
tourism were also among the focal points of digital marketing theses.In terms of
research methods, it was observed that qualitative methods were preferred at a rate of
76.6%. Among these theses, surveys were the most commonly used data collection tool.
The use of quantitative methods at a rate of 23% indicates a balanced evaluation of
theoretical and applied approaches in the field of digital marketing. Additionally, the

9

analysis of keywords revealed that terms such as “social media,” “customer,” and
“digital marketing” were frequently used, clearly highlighting the focus areas of the
studies. These findings demonstrate that social media platforms are a significant
research topic in the field of digital marketing and that customer-centric approaches are
prioritized.It is also evident that digital marketing is not only a strategic tool for
businesses but also a survival method during crisis periods. Particularly during the
COVID-19 pandemic, when physical stores were closed, digital platforms became the
primary sales and communication channels for businesses. During this period, digital
marketing strategies played a critical role not only in customer acquisition but also in
strengthening brand loyalty. The measurability of digital marketing facilitated the
analysis and optimization of campaign effectiveness, enabling businesses to use their
marketing investments more efficiently. Especially for small and medium-sized
enterprises, digital marketing provided an opportunity to compete with larger rivals in
the global market.The tools and techniques used in digital marketing processes allow
businesses to better understand customer behaviors and develop strategies accordingly.

Marketing campaigns conducted through social media platforms offer the advantage of
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receiving real-time feedback from consumers. Furthermore, techniques such as SEO
and digital advertising enable businesses to reach a broader target audience. Email
marketing, on the other hand, remains an effective method for strengthening customer
relationships and delivering personalized content. In addition, technologies like data
analytics and artificial intelligence further optimize digital marketing processes,
providing businesses with a significant competitive advantage.In conclusion, this study
has revealed the current state, trends, and gaps in the academic literature on digital
marketing. It has been determined that the majority of theses were written at the
master’s level and at foundation universities, with business administration being the
most studied discipline in this field. Additionally, it was observed that digital marketing
theses have increased over the years, peaking in 2022. In terms of research methods,
qualitative studies dominate, with surveys being the most common data collection tool.
Digital marketing is continuously evolving with technological innovations and
continues to create strategic advantages for businesses. Besides being a tool for survival
during crisis periods, such as the pandemic, it has also become an indispensable
element for ensuring sustainable growth and customer satisfaction. In the future, it is
anticipated that digital marketing will further develop with innovative tools and
methods, continuing to serve as a fundamental growth strategy for businesses. In this
context, it is clear that digital marketing is not only a marketing tool but also a
customer-centric value creation process. The findings of academic studies have the

potential to shape the future of digital marketing both theoretically and practically.

GIRIS

Pazarlama, 1850 yilindan giiniimiize kadar c¢esitli evrelerden gec¢mistir.
Geleneksel pazarlama anlayisi, zaman iginde teknolojik, sosyal ve ekonomik
degisimlerin etkisiyle doniisiim gegirmistir. Dort ana evre olan iriin odaklilik, satig
odaklilik, pazarlama yaklasimi ve miisteri merkezli anlayislar, pazarlamanin temel
gelisim asamalart olarak kabul edilir. Pazarlamanin bu evriminde etkili olan baslica
unsurlar ise teknoloji ve internetin hizla gelismesi ve yayginlagmasi, kiiresellesme ile
artan uluslararasi rekabet ve bireylerin bilgi diizeyleri ile egitim seviyelerindeki artis
olarak siralanabilir (Albay, 2010). Pazarlama, bir {iriin veya hizmetin tiiketicilere
tanitilmasi, onlarin ihtiyag ve beklentilerine uygun ¢oziimler sunulmast ve bu siirecte

miisteri memnuniyeti saglanarak ticari basari elde edilmesi siirecidir. Amerikan
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Pazarlama Dernegi'ne gore pazarlama, bireylerin ve kurumlarin hedeflerine ulagmasini
saglayan bir siirectir. Bu siireg, lirtinlerin, hizmetlerin ve fikirlerin tasarlanmasi, deger
bigilmesi, tanitim1 ve dagitimini igeren stratejik bir planlama ve uygulama biitiiniinden
olusur (Bulunmaz, 2016). Bu tanim, pazarlamanin yalnizca satigla sinirli olmadigini,
ayni zamanda bir deger yaratma ve bu degeri siirdiiriilebilir hale getirme siireci
oldugunu da wvurgular. Tiiketicilerin gereksinimlerini karsilamay1 hedefleyen bir
etkinlik olarak, mal ve hizmetlerin tasarlanmasi, deger belirlenmesi, dagitimi ve
tanitim1 asamalarini igeren bir silire¢ olarak ifade 14edilebilir (Giileryiiz, 2019).
Kiiresellesmeyle birlikte, internetin yayginlagmasi ve tiiketici egitiminin artisi,
pazarlamay dijital ve miisteri odakl bir yapiya doniistiirmiistiir. Geleneksel yontemler
yerini modern iletisim siireglerine birakmistir (Mert, 2018). Teknolojinin ve internet
kullaniminin hizla yayginlagsmasiyla birlikte pazarlama anlayisi da 6nemli bir doniistim
gecirmistir. Gliniimiizde karsimizda "dijital tiiketici" yer almaktadir. Giintimiizde
kullaniciyr anlamak ve diisiinsel siireglerini analiz etmek hem isletmeler hem de
pazarlama profesyonelleri i¢in oldukca zorlayici bir hale gelmistir (Alan vd., 2018).
Dijital pazarlama, ¢cevrimigi platformlar ve teknolojik araglar araciligryla yiiriitiilen tiim
pazarlama faaliyetlerini tanimlamaktadir (Sagan ve Eren, 2021). Dijital diinyadaki
rekabetin artmasi ve gelisen teknolojiler, kullanicilara igerik {iretme imkani sunan
platformlarin olusmasina yol agmistir. Bu platformlar (sosyal medya siteleri, forumlar,
bloglar, sikayet platformlari, pazar yerleri vb.) kullanicilarin ihtiyag duyduklari
bilgilere ulasmak i¢in daldiklart genis ve karmasgik bir bilgi havuzu olusturmustur.

Bu platformlar, kullanicilarin yalnizca bilgi tiiketicisi olmasinin 6tesine
gegerek aktif birer igerik {ireticisi haline gelmesine olanak tanimis ve dijital ekosistemi
daha dinamik ve zengin bir hale getirmistir (Yiiksel ve Tolon, 2019). Geleneksel
pazarlama, genellikle tek yonlii bir iletisim modeli sunarken, dijitallesme ile bu yap1
yerini ¢ift yonlii, dinamik ve siirekli gelisen bir etkilesim siirecine birakmugtir. Dijital
pazarlama, tiiketicilerle daha dogrudan ve etkili bir iletisim kurulmasini saglar. Dijital
pazarlama, miisteriler ve diger paydaslar igin deger yaratmay1, bu degerleri aktarmay1
ve strdiirmeyi dijital teknolojiler araciligryla miimkiin kilan faaliyetler, siiregler ve
kurumsal yaklasimlar olarak tanimlanabilir. Daha genis bir perspektiften bakildiginda,
dijital pazarlama; isletmelerin miisteriler ve is ortaklariyla ig birligi yaparak tim

paydaslar i¢in ortak deger yaratmayi, bu degerleri sunmayi, etkili iletisim kurmay1 ve
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stirdiirtilebilir bir sekilde yonetmeyi saglayan esnek, teknoloji odakli bir siiregtir
(Kannan ve Li, 2017). Dijital pazarlama ayn1 zamanda iiretici ve tiiketici arasindaki
iligskiyi yeniden sekillendirmistir. Geleneksel sistemlerde {iretici tarafindan belirlenen
mesajlar tliketiciye iletilirken, dijital pazarlamada tiiketiciler de geri bildirim
saglayarak bu siirece aktif bir sekilde katilir. Bu ¢ift yonlii iletigim, isletmelerin tiiketici
taleplerine daha hizli yanit vermesini ve ihtiyaglara uygun stratejiler gelistirmesini
kolaylastirir. Ayrica dijital araglar sayesinde pazarlama kampanyalarmin etkinligi
olgtilebilir ve siirekli iyilestirilebilir hale gelmistir. Geleneksel pazarlama ve dijital
pazarlama arasindaki temel farklar Tablo 1’de detayli bir sekilde gosterilmektedir

(Gedik, 2020).

Geleneksel Pazarlama Dijital Pazarlama

Basili medya; gazeteler, dergiler, el ilanlari Cevrimigi reklamcilik; web siteleri, sosyal
ve biiltenler gibi materyalleri kapsamaktadir. | medya platformlari, e-posta, kisa mesajlar,

Bunun yan sira, televizyon ve radyo igerik pazarlama, video reklamciligi, SEO,
reklamlari, posta yoluyla gonderilen PPC ve satis ortaklig1 gibi ¢esitli dijital
kataloglar ve tele-pazarlama da geleneksel araglar1 kullanir.

pazarlama yontemleri arasinda sayilabilir.

Tanitim araglari, tiiketicilerin aktif katilimmi | Tiiketicilere, sosyal medya ve web siteleri

saglayacak kadar esnek bir yaprya sahip iizerinden geri bildirimlerini paylasma
degildir. imkani1 sunar.

Geleneksel pazarlama yontemleri, yerel Dijital pazarlama, kiiresel dl¢ekte hedef
hedef kitleye veya tiiketicilere erisim kitleye veya tiiketicilere her yerden ulagsma
saglamada etkili bir yol sunar. imkan1 sunar.

Belirli bir zaman dilimiyle siirhidir. 7/24 erisilebilirlik sunar.

Daha yiiksek maliyetli olmasi nedeniyle Dabha diisiik biitcelerle genis bir kitleye hitap
genellikle biiyiik biitgeler gerektirir. edebilme imkani sunar.

Tletisim genellikle tek yonliidiir; tiketici Cift yonlii bir iletisim saglar; tiiketici ile
yalnizca reklamu alir ve geri doniis yapamaz. | etkilesim ve geri bildirim almak kolaydir.
Hedef kitle analizi sinirl verilere ve genel Detayl1 veri analitigi ile hedef kitleye dair
tahminlere dayanir. derinlemesine bilgi edinilir.

Tablo 1: Geleneksel Pazarlama ve Dijital Pazarlama Karsilastirilmasi

Sonug olarak, pazarlama, tiiketicilerin iiriin tercihlerini sekillendiren énemli
bir aractir. Uretimle paralel bir sekilde gelisen pazarlama yontemleri, zamanin
kosullarina uyum saglayarak degisim gecirmistir (Giileryiiz, 2019). Pazarlama,
gliniimiiz is diinyasinda hem igletmeler hem de tiiketiciler i¢in vazgecilmez bir role

sahiptir. Iyi planlanmig bir pazarlama stratejisi, isletmelerin rekabet avantaji elde
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etmesine, misteri iligkilerini gliglendirmesine ve siirdiiriilebilir biiylime saglamasina
olanak tanir. Dijitallesme ile pazarlama siirecleri daha etkili, yenilik¢i ve miisteri odakl
bir yapiya biirlinmiis; isletmelere hem daha genis bir kitleye ulagsma hem de mevcut
miisterilerle daha giiglii bir bag kurma firsati sunmustur. Firmalarda pazarlama anlayisi
artik yalnizca bir iiriin ya da hizmetin tanitimi degil, ayn1 zamanda deger yaratma,
stirdiirtilebilirlik saglama ve miisteriyle uzun vadeli bir iliski kurma siirecidir (Cop,
2016).

Dijital pazarlama, isletmelere hedef kitleleriyle dogrudan iletisim kurma,
degisen talep kosullarina hizlica uyum saglama ve marka itibarini giiclendirme imkani
sunar. Boylece, dijital pazarlama bir tehdit olmaktan ¢ikarak, dogru yonetildiginde,

isletmeler i¢in yeni firsatlar yaratabilecek bir pazarlama sistemine doniisebilir.

Bu arastirmanin amaci, 2002-2024 yillar1 arasinda dijital pazarlama ve kriz
donemlerinde dijital pazarlama konularinda hazirlanmis lisansiistii tezlerin birden fazla
parametre ile bibliyometrik oOzelliklerini tespitini saglamak ve literatiire fayda
saglamaktir.Giris kisminda dijital pazarlama, kriz donemleri ve kriz dénemlerinde
dijital pazarlama hakkinda bilgiler verilmistir. Ikinci kisimda literatiir aragtirmalarina
yer verilmistir. Uciincii kisimda arastirma ydntemine dair genel bilgiler, dordiincii
kisimda yontem bulgularina yer verilmistir. Besinci kisimda ise sonug ve onerilerden

bahsedilerek aragtirma sonlandirilmastir.

1. Bibliyometrik Analiz

Bibliyometrik analiz, bilimsel literatiirdeki yaymlarin sayisal ve igeriksel
ozelliklerini inceleyen bir yontem olarak tanimlanir. “Bibliyometri” kelimesi, ilk defa
1969 yilinda Alan Pritchard tarafindan literatiire kazandirilmistir (Usdiken ve
Pasadeos, 1993). Bu terim, bilimsel caligmalarin igeriklerini ve etkilerini sayisal
yontemlerle incelemek amaciyla olusturulmus olup, bilimsel ilerlemenin temel
dinamiklerini anlamay1 hedefler. Bibliyometrik analiz, ¢ogunlukla bilimsel
calismalarin bibliyografik veri tabanlarindaki bilgiler temel alinarak gergeklestirilir
(Pmarc1 vd., 2024). Boylece bilimsel verilerden yola ¢ikarak literatiiriin yapisal

haritasini ¢ikarmak ve bilgi akisini ortaya koymak miimkiin hale gelir.

- \~/



Dijital Pazarlama Konulu Lisanstistii Tezlerin Bibliyometrik Analizi W

Bibliyometrik analiz, kelime kokeni itibariyla “biblio” (yayin veya kitap) ve
“metrik” (6l¢lim) terimlerinin birlesiminden olusur ve bilimsel yaymlarin sayisal
yontemlerle incelenmesini ifade eder. Bu yontemin temelinde, bilimsel bilgilerin daha
sistematik bir sekilde degerlendirilebilmesi ve analiz edilebilmesi yatmaktadir.
Bibliyometrik analiz, bilimsel literatiiriin niceliksel olarak degerlendirilmesini ve
incelenmesini saglayan bir yontemdir. Bilimsel arastirma alanindaki egilimleri ve
bosluklart tespit etmek adina bu yontem, arastirmacilara ve karar alicilara stratejik

bilgiler sunar (Norton,2001).

Bibliyometrik analiz, bibliyografik verilerin sayisal yontemlerle incelenmesi
olup, makaleler, yazarlar ve dergiler temelinde gruplandirmalar yaparak belirli bir
arastirma alaninin genel yapisini ortaya koyar. Bu yontem, bilimsel ¢alismalar ve diger
bilgi kaynaklarim istatistiksel ve analitik tekniklerle detayli bir sekilde degerlendirir
(Merigo6 ve Yang, 2017). Arastirmalarin daha etkili yonetilmesine olanak tantyan bu
analiz tiirti, belirli bir bilim dalinin literatiirii hakkinda kapsamli bir goriiniim sunarak,
yayinlarin arsivlenmesi, analiz edilmesi, siniflandirilmasi ve incelenmesi konusunda
onemli bilgiler saglar. Boylelikle, bu alandaki yazili belgelerin olusturulmasi,

dagitilmasi ve kullanilabilir hale gelmesine katkida bulunur (Oztiirk ve Yurtlu, 2024).

Bibliyometrik analiz, bir bilim alanindaki ilgi diizeyini, belirli konulara
yonelik egilimleri, bu egilimlerdeki degisimleri ve en ¢ok atif alan ¢aligmalar, yazarlar
ve yayinlar gibi unsurlar1 ortaya koyma imkéni sunar (Zeren ve Kaya, 2020). Bu
baglamda, bir bilim dalinin gelisimini anlamak ve gelecekteki ¢aligmalarin yoniinii
belirlemek icin egsiz bir rehberdir. Bibliyometrik incelemeler, arastirmalar tiirleri,
yazarlari, yayimlandiklar1 dergiler, aldiklar1 atiflar, iilkeler ve benzeri kriterler
dogrultusunda gruplandirarak genis bir perspektif saglar (Merigd ve Yang, 2017).
Boylece, bilim diinyasinda is birligini artirmak ve mevcut kaynaklarin etkin bir sekilde
kullanilmasimi saglamak miimkiin olur. Bibliyometrik ¢aligmalar, bir alandaki
literatiiriin durumunu, gelisim siirecini ve egilimlerini analiz eden arastirmalardir. Bu
nedenle, arastirmanin etkisini yiikseltmek ve arastirmacilar arasindaki is birligi
firsatlarin1 artirmak acisindan biiyiik bir 5Sneme sahiptir (Oztiirk ve Yurtlu, 2024). Sonug
olarak, bibliyometrik analiz, bilimsel literatiiriin genel yapisini anlamayi, arastirma

egilimlerini belirlemeyi ve etkili ¢alismalarin tespit edilmesini saglar. Bu yontem,
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bilimsel ilerlemenin yonlendirilmesine, arastirmacilar arasindaki is birliginin
artirilmasina ve kaynaklarin daha etkin kullanilmasina katkida bulunarak bilimsel

faaliyetlerin verimliligini artirir.

Bibliyometrik analiz, ¢esitli konular iizerinde uygulanmig olup, bunlarin

bazilar1 agagida siralanmustir:

Cat1 ve Alpay (2019), Tiirkiye’deki tiniversitelerde yapilan lisansiistii tezlerin
internet araciligiyla pazarlama konusundaki genel profilini ortaya koymay1
amaglamislardir. Arastirmada, tezlerde c¢alisilan internet pazarlama kavramlarini,
kullanilan arastirma yontemlerini, veri toplama ve analiz tekniklerini incelemislerdir.
Ayrica, tezlerin 6zet ve sonug bdliimlerindeki eksiklikleri degerlendirmis ve sonuglarin
literatiirle ne derece iligkili oldugunu analiz etmislerdir. Yiiksekogretim Kurulu Ulusal
Tez Merkezi'ndeki 76 tezde sosyal medya pazarlamasi konusunun en fazla islendigi,
Bahgesehir Universitesi'nin ise en ¢ok tez iireten iiniversite oldugu belirlenmistir.
Ayrica, tezlerin ¢ogunda Ozet ve sonug boliimlerinde eksiklikler oldugu tespit
edilmistir. Ekinci ve Ozsaatc1 (2023), yapay zekd ve pazarlama alaninda yapilan
caligmalar1 bibliyometrik analiz yontemiyle incelemislerdir. Aragtirmada, 1984-2022
yillar1 arasinda Scopus veri tabaninda "artificial intelligence" ve "marketing" ifadelerini
igeren 447 c¢aligma analiz edilmistir. Bu ¢aligmalar, 236 farkli kaynaktan yayimlanmig
olup toplamda 24.436 referansa ve 1.092 yazara sahiptir. Is birligi endeksi 2,84 olarak
hesaplanmig ve ABD'nin, en fazla ¢alisma yiiriiten, atif alan ve is birligi ger¢eklestiren
iilke oldugu tespit edilmistir. Ayrica, is zekas: ile bilgi yonetimi konularinin 6ne ¢iktigi
goriilmiistiir. Aslan (2021), 1998-2020 yillar1 arasinda Yiiksekogretim Kurulu Ulusal
Tez Merkezi’nde yer alan "Siyasal Pazarlama" ve "Politik Pazarlama" konulu yiiksek
lisans ve doktora tezlerini bibliyometrik yontemle incelemeyi amaglamigtir. Calismada
toplam 74 tez taranmig, ancak yaym izni olmayan 6 tez arastirma kapsamindan
c¢ikarilarak 68 tez degerlendirilmistir. Bu analiz, siyasal pazarlama alanindaki akademik
aragtirmalarin genel bir profilini ortaya koymay1 ve literatiirdeki boslugu doldurmayi
hedeflemistir. Yildiz (2023), dijital pazarlama alaninda oyunlastirma iizerine yapilan
arastirmalarin mevcut durumunu degerlendirmistir. Arastirmada, 217 makale analiz
edilmistir ve son on yilda oyunlastirma iizerine yapilan yayinlarin sayisinin siirekli

arttig1 goriilmiistiir. Ozellikle 2020 yilinda énemli bir artis yasandig1 tespit edilmistir.
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Oyunlastirma ile ilgili en yaygin aragtirma konularinin tiiketici davranisi, kullanici
deneyimi, katilim ve motivasyon tizerindeki etkiler oldugu vurgulanmigtir. Calismada,
oyunlastirmanin pazarlama, katilim, motivasyon ve sadakat gibi anahtar kelimelerle
sikca iliskilendirildigi belirtilmistir. Arastirmalarin ¢ogunun Kuzey Amerika ve
Avrupa’da yapildigi, en ¢ok incelenen sektdrlerin ise oyun endiistrisi, saglik ve fitness,
egitim ve perakende oldugu ifade edilmistir. Sacan ve Eren (2021), ¢alismalarinda bir
e-ticaret sitesinin sosyal medya paylasimlarini analiz ederek dort hizmet kategorisi
belirlemisler ve bu kategorileri, Analitik Ag Prosesi (AHP) ve PROMETHEE
yontemleriyle degerlendirmislerdir. Yaptiklari bu c¢alisma, e-ticaret sitelerinin
degerlendirilmesine katki saglamistir. Karaca (2024), 2015-2022 yillar1 arasinda
DergiPark veritabaninda yayinlanan dijital reklamcilik ve dijital pazarlama konulu
makaleler bibliyometrik analiz yontemiyle incelemistir. Yayin yili, pazarlama
yaklasimi, dil, yazar sayisi, sayfa ve referans sayisi, yayimlayan dergiler ve yazarlarin
iniversiteleri gibi parametreler degerlendirilerek makalelerin genel profilini
¢ikarmistir. Faruk vd. (2021), 2000-2019 yillar1 arasinda Scopus'ta yayinlanan 925
makale bibliyometrik analiz yontemiyle incelemislerdir. Dijital pazarlama
arastirmalarindaki ana temalar, aragtirma durumu ve etkili ¢aligmalarin katkilari
belirlemislerdir. Analiz, makale basina ortalama 2.18 yazar ve 2.71 is birligi endeksi
oldugunu gostermislerdir. En cok katkida bulunan iilkeler ABD, Hindistan ve ingiltere
olarak belirlemislerdir. Ayrica dijital pazarlama aragtirmalarinda stratejik planlama,
mobil uygulama gelistirme ve demografik profiller {izerine odaklanan ii¢ ana kiime
tespit etmislerdir. Fazlioglu vd. (2024), calismalarinda 2002-2003 yillar1 arasinda
YOKTEZ’de yayinlanan cografi isaret konulu 142 tezi bibliyometrik analiz yontemi
ile incelemislerdir; tezlerin yillara, tiirlere, iiniversitelere ve disiplinlere gore dagilimini
degerlendirerek  akademik  egilimleri ve arastirma  bosluklarint  ortaya
koymuslardir.Damarc1 vd. (2024),calismalarinda YOKTEZ arsivindeki tesis yerlesimi
konulu lisansiistii tezlerin bibliyometrik analizini yapmuslardir ; tezlerin yillara,
diizeylere, disiplinlere ve iiniversite tiirlerine gore dagilimini incelemis ve akademik
egilimleri ortaya koymuslardir. Toklu vd. (2024), YOKTEZ arsivindeki bulut bilisim
iizerine yapilmig 360 lisansiistii tez bibliyometrik analizle incelemislerdir. Tezlerin
yillara, tiirlere, tiniversitelere ve disiplinlere gore dagilimini degerlendirmislerdir. 2022
yilt en gok tezin yaymlandigi yil, yiiksek lisans en yogun galisma tiirii, Istanbul Teknik

Universitesi en fazla ¢caligmaya sahip kurum, bilgisayar miihendisligi ise hem ana bilim
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dali hem konu olarak ilk sirada yer aldigini tespit etmislerdir. Tezlerin ¢ogu fen
bilimleri enstitiistinde yapilirken, kelime analizinde en sik kullanilan ifade “bulut

bilisim” oldugunu tespit etmislerdir.

Farkli disiplinlerde ve c¢esitli konularda bibliyometrik analiz ¢alismalarinin
yaygin bir sekilde yapildig1 gézlemlenmistir. Farkli alanlarda birgok ¢aligma yapilmis
olsa da gergeklestirilen literatiir taramasi dahilinde dijital pazarlama konulu lisansiistii
tezleri dikkate alan giincel bir ¢alismaya rastlanmamistir. Bu durum, ¢aligmanin
literatiire degerli bir katki sunma potansiyelini ortaya koymaktadir. Bu katki, pazarlama
alanindaki akademik c¢aligmalarin hangi konular iizerinde yogunlastigim1 ve hangi
aragtirma yontemlerinin tercih edildigini belirlemeye olanak tanirken, alanin bilgi
eksikliklerini gidermeye de hizmet edecektir. Ayrica, gelecekte yapilacak arastirmalara
yon gosterecek bir rehber olma iglevi gorebilecektir. Bununla birlikte, politika
belirleyiciler ve uygulayicilar i¢in mevcut egilimler ve oncelikli konular hakkinda
onemli bilgiler sunarak, daha etkili ve stratejik yaklasimlar gelistirilmesine de 151k
tutacaktir. Bu ¢alismanin hem akademik hem de uygulamali diizeyde yenilik¢i bir

perspektif saglayacagi diistiniilmektedir.

2. Yontem

Bibliyometrik arastirmalar, ele alinan konuya genis bir perspektiften bakarak,
zaman i¢inde yasanan degisimleri ve gelismeleri gozler Oniine serer. Ayrica, bu
caligmalar, alandaki eksiklikleri ve potansiyel yeni aragtirma konularint kesfetmek
isteyen bilim insanlar1 i¢in degerli bir kaynak sunar. Bibliyometri, istatistik ve
matematik temelli yontemler yardimiyla analiz edilir ve bdylece konunun gidisatiyla

ilgili bir yap1 olusturulmaya ¢alisilir. (Ekinci ve Ozsaatci ,2023).

Bu ¢aligmada bibliyometrik analiz yonteminin tercih edilme sebebi, akademik
aragtirmalarin ve bilimsel literatiiriin kapsamli bir sekilde nicel olarak incelenmesini
saglayarak alandaki bosluklar1 ve firsatlar1 kesfetmeye, egilimleri izlemeye, aragtirma
trendlerini belirlemeye ve yayinlarin kalitesini 6l¢meye olanak tanimasidir. Ayrica, bu
yontem arastirmacilarin strateji  gelistirmelerine ve dogru arastirma yonelimleri

belirlemelerine yardimci olur.
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Bu calismada, YOK Ulusal Tez Merkezi'nden yararlanilmistir. Pazarlama,
dijital pazarlama, geleneksel pazarlama ve digital merketing anahtar kelimeleri
aratilmis ve 222 yiiksek lisans ve doktora tezi, bibliyometrik analiz yontemiyle
incelenmigtir. Elde edilen verilerin analizinde ise Microsoft Excel ve Canva

programlarindan yararlanilmistir.

3. Bulgular

Yapilan ¢alismada, "dijital pazarlama" anahtar kelimesi ile tespit edilen 222
dokiimandan elde edilen verilerle, lisanstistii tezlerin tiirleri, yayinlandig yillar, hangi
iniversitelerde yazildiklari, yazildig: tiniversitelerin tiirleri, hangi enstitii kapsaminda
gergeklestirildikleri, hangi anabilim dallar1 altinda yazildiklari, konulari, arastirma
yontemleri ve anahtar kelimeler gibi faktorlerin dagilimi tablolar halinde sunulmus ve

degerlendirilmigtir.

3.1. Lisansiistii Tezlerin Tiirlerine Goére Dagilimlar:
Dijital pazarlama konusunda incelenen tezlerin tiirlerine gore dagilimi Sekil

1’de verilmistir.

DOKTORA
13.1%

DOKTORA

YUKSEK LISANS

YUKSEK LISANS
86.9%

Sekil 1: Lisansiistii Tezlerin Tiirlerine Gére Dagilimlari

Dijital pazarlama konusunda yazilan 222 tezden %86,9’luk bir orana sahip
193 adet yiiksek lisans tezinin ve %13,1°lik bir orana sahip 29 adet doktora tezinin

bulundugu goriilmektedir.
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3.2. Lisansiistii Tezlerin Yillara Gore Dagilimlar:

Incelenen tez galismalarinin yillara gére dagilimlar: Sekil 2°de verilmistir.
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Sekil 1: Lisansiistii Tezlerin Yillara Gore Dagilimlari

2002-2024 yillar1 arasinda yapilan tez ¢aligmalari incelendiginde (Ozel,2012),
“ogrencilerin sosyal medya kullanimi ve iiniversitelerde dijital pazarlama iletigimi
uygulamalarini belirlemeye yonelik bir aragtirma” adindaki ilk tez ¢alismasi 2012
yilinda yapilmistir. En ¢ok ¢aligmanin yapildig1 y1l %22,07°lik oran ile (49 tez) 2022
yil1 olmustur. 2023 y1l1 %20,72’lik (46 tez) bir oran ile ikinci ve 2019 yil1 %14,41°lik

(32 tez) bir oran ile tiglincii sirada gelmektedir.

Gecmisten gilinliimiize teknolojinin hizla gelismesi, tiiketici davraniglarinin
dijital platformlara kaymasi, mobil cihazlarin yayginlasmasi, sosyal medyanin giicli ve
e-ticaretin biiyiimesi gibi faktorlerin yani sira grafikteki veriler de g6z Oniinde
bulunduruldugunda gelecekte dijital pazarlamanin daha da yayginlasacagi
sOylenilebilir. Cigekdagi (2022), bu ¢aligmasinda, dijital pazarlama uygulamalarinin Y
kusagmnin satin alma davraniglart {izerindeki etkilerini incelemistir. Arastirma,
bilgilendiricilik, giivenilirlik ve ikna ediciligin olumlu etkisi oldugunu, ancak rahatsiz
ediciligin etkisiz oldugunu bulmustur. Caligmasi, dijital pazarlamanin tiiketici

davranislarina etkilerini anlamay1 amaglamaktir.
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3.3. Lisansiistii Tezlerin Yazildig1 Universitelere Gore Dagilhimlar

Incelenen tez caligmalarinin iiniversitelere gore dagilimlart Sekil 3’te

verilmisgtir.

Itanbl Ticaret
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Istanbul Okan -

bl Ay ——
Ankara Hacs Bayram Vel E—
Malepe —
Boykent —
souk IE——
At —
Istanbul -
Kinkiale - I—
Istanbul Gedik G
tanbal Arel -
ok —
stanbal Toplap:

Cukurovs  —

Galatasarsy - EE—
Sokarys  E—
Istanbul Medipol - I

Istanbul Bilgi  I——
Bekor
Bandwrma Onyedi Eylil I
lzmir Katip Celebi [N
Yaors

Sivas Cumburiyet

Sekil 2:Lisansiistii Tezlerin Yazildig1 Universitelere Gore Dagilimlari

Dijital pazarlama konusu adi altinda yapilan lisansiistii tezlerin yazildigi
iiniversitelere gore dagilimlari incelendiginde en ¢ok ¢alismanin %16,21°lik (36) oran
ile Bahgesehir Universitesi’nin ilk sirada oldugu, %7,2’lik (16) oranla Marmara

Universitesi ‘nin ikinci sira ve %6,3’liikk (14) oranla Istanbul Ticaret Universitesi’nin
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iiclincii sirada geldigi goriilmektedir. Marmara {iniversitesinde yapilmis olan bir
calismada, Aliji (2016), arastirmasinda, dijital pazarlama ve sosyal medya {izerinden
online aligveris sitelerinin marka sadakati olugturmak igin yiirtittiikleri kampanyalar1
incelemistir. Iletisim teknolojilerindeki gelisimle birlikte, pazarlama dijital ortama
taginmig ve e-ticaretin artistyla aligverig aligkanliklari degismistir. Online aligveris
siteleri, sosyal medya kampanyalar1 ile marka sadakati saglamaya caligmistir.
Calismasinda, dijital pazarlama yoOntemleri, marka sadakati iligkisi ve e-ticaretin
gelisimi iizerine detayl bilgiler sunmustur. Istanbul Ticaret Universitesinde yapilan bir
calisma ise, Basmaci (2018), gayrimenkul sektoriinde dijital pazarlamanin hizla
yayginlastigint ve geleneksel yontemlerin yerini aldigini anlatmistir. SEO, mobil
pazarlama gibi dijital teknikler rekabet avantaji saglamaktadir ve dijital pazarlama,

sektordeki ana pazarlama teknigi olma yolundadir.

3.4. Lisansiistii Tezlerin Yazildig1 Universite Tiiriine Gére Dagihmlar
Incelenen tez calismalarinin iiniversite tiiriine gore dagilimlar1 Sekil 4’te

verilmistir.

DEVLET
44.1%

VAKIF

55.9% VAKIF

DEVLET

Sekil 3:Lisansiistii Tezlerin Yazildig1 Universite Tiiriine Gére Dagilimlari

Yukaridaki grafik incelendiginde 9%55,9’luk (124) bir kismu vakif
iniversitelerinin, %44,1’lik (98) kismini ise devlet {iniversitelerinin olusturdugu

goriilmektedir.
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3.5. Lisansiistii Tezlerin Yazildig1 Enstitiilere Gére Dagilimlar:

Incelenen tez calismalarinin enstitiilere gore dagilimlar Sekil 5’te verilmistir.

ILETISIM BILIMI VE INTERNET ENSTITUSU
DENIZ BILIMLERI VE ISLETMECILIGI ENSTITUSU
BILISIM ENSTITUSU

ISLETME ENSTITUSU

LISANSUSTU EGITIM ENSTITUSU
SAGLIK BILIMLERI ENSTITUSU
DIS TICARET ENSTITUSU

FEN BILIMLERI ENSTITUSU
LISANSUSTU EGITIM ENSTITUSU

SOSYAL BILIMLER ENSTITUSU
0 20 40 60 80 100 120 140

Sekil 4: Lisansiistii Tezlerin Yazildig1 Enstitiilere Gore Dagilimlart

Grafik incelendiginde yapilan ¢alismanin en fazla %63,06’lik (140) oran ile
Sosyal Bilimler Enstitiisii’'nde, %27,47’lik (61) oran ile Lisansiisti Egitim
Enstitiisii’nde ve %3,15°1ik (7) oran ile Fen Bilimleri Enstitiisii’'nde gerceklestirildigi

goriilmektedir.
3.6. Lisansiistii Tezlerin Yazildig1 Ana Bilim Dallarina Gére Dagilimlar:

Incelenen tez galismalarmin ana bilim dallarina gére dagilimlar1 Sekil 6’de

verilmistir.
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Sekil S:Lisansiistli Tezlerin Yazildig1 Ana Bilim Dallarina Gore Dagilimlari

Tezlerin ana bilim dallarma gore dagilimlarina bakildiginda en fazla yapilan
calismanin %47,46’lik (75) oran ile Isletme Ana Bilim Dali oldugu goriilmektedir.
Ikinci sirada ise %35,6°lik (9) oranla Halkla Iliskiler ve Tanitim Ana Bilim Dali ile
Isletme Yo6netimi Ana Bilim Dali bulunmaktadir. Turizm Isletmeciligi Ana Bilim Dali

ise %3,7’lik (6) oran ile ii¢iincii sirada gelmektedir.

3.7. Lisansiistii Tezlerin Yazildig1 Konulara Goére Dagilimlar:

Incelenen tez calismalarinin konulara gére dagilimlari Sekil 7°de verilmistir.
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Sekil 6: Lisansiistii Tezlerin Yazildig1 Konulara Gére Dagilimlari

Ulagilan verilerden elde edilen sonuglara bakildiginda dijital pazarlama i¢in
iizerinde en fazla durulan konularin basinda %55,47°lik (147) oran ile isletme geldigi
goriilmektedir. Halkla iliskiler ve reklamcilik konulari incelenen tezlerde ayni oranda
(%8,67 (23)) yer alarak ikinci siraya yerlesmektedir. Uciincii siray1 ise turizm ve
iletisim bilimi konular1 %5,28°lik (14) oranla almaktadir. Beydogan (2022),
calismasinda, dijitallesme siirecinde tiiketicilerin internet kullanim becerilerinin dijital
iriin algilart tizerindeki etkisini incelemistir. Dijital pazarlama, tiiketicilerin dijital
okuryazarlik diizeyine gore stratejiler gelistirerek {irlinlerin benimsenmesini ve
yayimasini kolaylastirmistir. Arastirmada, dijital pazarlamanin gelisimi, tiiketicilerin
internet becerileri ve iiriin algis1 arasindaki iliski SPSS analizleriyle degerlendirilmistir.

Sonuglar, isletmelerin dijital pazarlama stratejilerini tiiketici ozelliklerine uygun
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sekilde planlamasi gerektigini gostermistir. Tagkin (2022), ¢alismasinda, reklamlarda
inlii kullamiminin etkisini ndropazarlama yontemleriyle incelemis, star etkisinin
markalar i¢in her zaman sihirli bir ¢6ziim olmadigini ortaya koymustur. Norobilimsel
analizler, tliketici kararlarmin bilingalt1 gilidiilerle sekillendigini ve yanlis tnlii
kullaniminin markadan ¢ok iinliiye fayda saglayabilecegini gostermistir. Reklamcilikta

duygusal bag kurmanin 6nemi vurgulamistir.

3.8. Lisansiistii Tezlerin Yazildig1 Yontemlere Gore Dagilimlar:

Incelenen tez galismalarinin yontemlere gore dagilimi Sekil 8°de verilmistir.

Sekil 7: Lisansiistii Tezlerin Yazildig1 Yontemlere Gore Dagilimlari

Sekil 8 incelendiginde dijital pazarlama alaninda yapilan c¢alismalarda
%76,6’11ik (170) bir oranda nitel arastirma yonteminin ve %23’liik (51) bir oranda ise
nicel arastirma yonteminin kullanildig1 goriilmiistiir. Bunun yani sira yapilan
calismalarda %0,5’lik (1) bir kisimda herhangi bir yontem belirtilmemistir. Nicel
yontemlerin kullanildigi ¢aligmalardan birisi ise, Saidula (2023), bu ¢alismasinda, sivil
havacilik sektoriinde dijital pazarlama araglarinin misteriler tarafindan algilanan
hizmet kalitesini ve memnuniyetini incelemeyi amag¢lamigtir. Calismasinda, Konya
Havalimani'ndaki miisterilerden anket yoluyla dijital pazarlama araglarma iliskin
hizmet kalitesi algilarini toplamig ve bu veriler analiz etmistir. Elde edilen sonuglar,
havacilik isletmelerine pazarlama aktivitelerini optimize etme konusunda katki
saglamay1 hedeflemistir. Nitel yontemlerin kullanildig1 ¢aligmalardan ilki Durmus

(2022), calismasinda, dijital pazarlama platformlarinda gorsel iletisim tasariminin
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rekabet lizerindeki etkisini incelemistir. Arastirmasinda, dijital pazarlama platformlari
ve tilirleri hakkinda bilgi vermis, reklam alanlar1 ve gorsel iletisim tekniklerinin etkileri
orneklerini analiz etmistir. Tez, dijital pazarlama platformlarindaki rekabetin tiiketiciler
ve lreticiler tizerindeki etkilerini ele alarak, gorsel iletisim tasariminin markalara nasil

rekabet avantaj1 sagladigini arastirmistir.

3.9. Lisansiistii Tezlerde Nicel Yontemlerinin Dagilimlar:
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Sekil 8: Lisansiistii Tezlerde Nicel Olarak Kullanilan Yoéntemlerin Dagilimlari
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Grafige bakildiginda dijital pazarlama konusu i¢in yapilan ¢alismalarda en
fazla (77kez) anket yonteminin kullanildig goriilmektedir. Ardindan SPSS yontemi (22
kez) ve istatistiksel analiz yontemleri (9 kez) gelmektedir. Mohamud (2022),
calismasinda, Tiirkiye'deki kiiciik ve orta olgekli isletmelerin (KOBI'ler) dijital
pazarlama araglarin1 kullanma durumlarint ve bu kullanimin satislar {izerindeki
etkilerini incelemistir. Yaptig1 bu c¢aligmada, dijital pazarlama stratejilerinin bazi
sektorlerde uygulanirken, geleneksel isletmelerin teknolojiyi benimsemede zorluk
yasadigini ortaya koymustur. Arastirma, KOBI'lerin dijital pazarlama tekniklerini
benimsemesinin 6niindeki en biiyiik engelin uygun stratejilerin olmamasi oldugunu ve
pazarlama boliimi bulunan isletmeler ile bulunmayanlar arasinda dijital pazarlama
kullanim1 agisindan anlamli bir fark olmadigini tespit etmistir. Anmag (2023), bu
¢aligmasinda iiriin 6zellestirme ve {irlin kisisellestirme stratejilerini karsilastirarak, her
iki stratejinin misteri tatmini, satin alma niyeti ve ddeme gonilliliigii iizerindeki
etkilerini incelemistir. Ayrica, gizlilik endisesinin bu iliskilerdeki diizenleyici roliinii
arastirmistir. Caligma sonucunda ise kigisellestirme hassasiyetinin her iki stratejiyi
olumlu etkiledigini ve her iki stratejinin de satin alma niyeti ve miigteri tatmini {izerinde
pozitif etkiler yarattigini1 gostermistir. Gizlilik endigesi ise {iriin kisisellestirme ile satin

alma niyeti arasindaki iliskiyi azaltmistir.

3.10. Lisansiistii Tezlerde Anahtar Kelimelerin Dagilimlar:

Sekil 10’da dijital pazarlama konusunda yapilan lisansiistii tezlerde anahtar kelimelerin
dagilimlart  verilmistir. Anahtar kelime bulutu WorldCloud programindan
olusturulmustur.
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Sekil 9: Anahtar Kelime Bulutu

Anahtar kelime bulutuna bakildiginda sosyal medya, pazarlama, dijital pazarlama,

miisteri, kullanici gibi kelimeler géze ¢carpmaktadir.

SONUC VE ONERILER

Bu c¢alismada, YOK Ulusal Tez Merkezi'nde yayimlanan dijital pazarlama
konulu lisansiistii tezler, bibliyometrik analiz yontemiyle incelenmistir. Incelemeler,
dijital pazarlama arastirmalarinin yogunlastig1 alanlari, kullanilan yontemleri ve
alandaki gelismeleri ortaya koymustur. Ancak, ¢aligma bulgulari ayni zamanda dijital

pazarlama aragtirmalarindaki eksikliklere de dikkat ¢ekmektedir.

Bulgular, dijital pazarlama ile ilgili en fazla ¢aligmanin isletme ana bilim
dalinda yapildigini, bunun yani sira halkla iligkiler ve tanitim gibi alanlarda da 6nemli
bir arastirma yogunlugu oldugunu gdstermistir. Ancak, isletme alanindaki bu yogunluk,
dijital pazarlama ¢aligmalarinin genellikle is diinyas: ve yonetimle iliskilendirildigini
ve dijital pazarlamanin diger sektorlerdeki uygulamalarina dair ¢aligmalarin sinirlt
kaldigin1 ortaya koymustur. Ornegin, egitim, saghk, kiiltir ve kamu sektorii gibi
alanlarda dijital pazarlamanin etkinligine dair arastirmalar oldukga azdir. Gelecekte, bu
sektorlerde dijital pazarlama stratejilerinin etkinligi iizerine yapilacak aragtirmalar,

literatiire degerli katkilar saglayacaktir.
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Metodolojik agidan, dijital pazarlama tezlerinde en yaygin olarak nitel
arastirmalar tercih edilmistir. Nicel yontemler ise daha az kullanilmistir. Bu durum,
dijital pazarlama arastirmalarinda sayisal veriler ve anket analizlerinin daha az yer
buldugunu, buna karsin bireysel deneyimler, tutumlar ve derinlemesine analizlerin 6n
plana ¢iktigim gostermektedir. Ozellikle tiiketici davramslari ve marka algis1 gibi
konularin detayli incelenmesi agisindan, nitel arastirma yontemleri dnemli bir avantaj

sunacaktir.

Dijital pazarlama konusundaki tezlerde anahtar kelimeler ve arastirma
konularinda belirli bir gesitlilik oldugu gozlemlenmistir. isletme ana bilim dalinda
yapilan tezlerin yayginligi, dijital pazarlamanin geleneksel isletme siireclerindeki kritik
roliinii vurgulasa da dijital pazarlamanin dijital iiriinler, sosyal medya etkilesimleri ve
yeni nesil teknolojiler (6rnegin yapay zeka, veri analitigi) ile nasil sekillendigi lizerine
daha fazla aragtirma yapilmasi gerekmektedir. Dijital doniisiim ve yeni teknolojilerin
etkisi ilizerine yapilacak tez ¢aligmalari, bu alandaki literatiiriin derinlesmesine dnemli

ol¢tide katki saglayacag diistiniilmektedir.

Gelecekte yapilacak aragtirmalarin dijital pazarlamanin farkl disiplinlerdeki
uygulamalarim inceleyen ¢alismalara odaklanmas: biiyiik dnem tagimaktadir. Ozellikle
dijital pazarlama stratejilerinin kriz donemlerinde nasil daha etkili hale getirilebilecegi
iizerine derinlemesine arastirmalar yapilmalidir. Salgin hastaliklarin dijital pazarlama
iizerindeki etkilerinin incelenmesi, bu alandaki yeni arastirmalara ilham verebilir ve

kriz anlarinda pazarlama stratejilerinin doniistimiine dair degerli bilgiler sunabilir.

Dijital pazarlamanin siirdiiriilebilirlik konusunda daha fazla arastirma
yapilmas1 gerektigi goriilmiistiir. Gelecekte, gevresel ve toplumsal sorumluluklarin
dijital pazarlama stratejileriyle entegrasyonu, pazarlama diinyasinda temel bir unsura
doniisecegi ongoriilmektedir. Bu baglamda, dijital pazarlamanin yalnizca ticari kazang
elde etmeyi degil, toplumsal fayda saglama amacini da giiden ¢aligmalarin artirtlmasi

gerekmektedir.

Ayrica, sosyal medya platformlarinin dijital pazarlama iizerindeki etkisinin

giderek arttig1 gdzlemlenmistir. Ancak bu konuda yapilan ¢aligmalar heniiz sinirlidir.
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Gelecekte, sosyal medyanin dijital pazarlama stratejileriyle entegrasyonunun nasil daha
etkili kullanilabilecegi iizerine yeni arastirmalar yapilmalidir. E-ticaretin hizla
bliylidiigii giinlimiizde, dijital pazarlamanin e-ticaretle entegrasyonu iizerine yapilacak
derinlemesine analizler hem teorik literatiire hem de pratik uygulamalara katki

saglayabilir.

Bu dogrultuda, dijital pazarlamanin farkli sektorlerdeki etkilerini ve
potansiyelini kesfedecek c¢alismalar yapilmali, bdylece bu alandaki literatiiriin
zenginlesmesi  saglanmalidir.  Ozellikle, dijital pazarlama stratejilerinin  kriz
donemlerinde nasil daha etkili hale getirilebilecegi ve siirdiiriilebilirlik ile etik
degerlerin dijital pazarlama stratejilerine nasil entegre edilebilecegi lizerine daha fazla

arastirma yapilmasi gerektigi diisiiniilmektedir.
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Abstract

The views that public relations prior-
itizes corporate interests and gains, and that it is
evaluated only from a managerial perspective de-
spite having a strong potential to serve the society,
represent a critical perspective towards public rela-
tions. The critical point of view that the social role
and effects of public relations have been neglected
underlines that public relations are handled from
a managerial perspective rather than a social per-
spective. In recent years, attention has been drawn
to the need for a society-oriented public relations
approach. It has become clear that future profes-
sionals need to be trained in accordance with the
society-oriented understanding of public relations.
This study was planned based on the fact that pub-
lic relations education assumes an important func-
tion in the perception and practice of the profession.
The study aims to determine the extent to which
the social roles and functions of public relations are
reflected in public relations undergraduate educa-
tion in Tiirkiye. It has been revealed that the rate of
courses on the social role and functions of public
relations in the curricula is low at 2.34 percent, and
in this direction, the need for a reconsideration of
public relations education in Tiirkiye in this respect
has been identified.

Keywords: Public Relations, Social Impact, Socie-
ty Orientation, Public Relations Education, Under-
graduate Curricula.
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SADECE KURUM iCiN DEGIL TOPLUM iCiN DE HALKLA
ILISKILER: TURKIYE’DEKI LISANS MUFREDATLARI UZERINE
BiR INCELEME

Ozet

Halkla iligkilerin kurumsal ¢ikar ve kazanimlari 6nceliklendiren, topluma hizmet edebilecek giiglii
bir potansiyele sahip olmasina ragmen sadece yonetimsel agidan degerlendirildigine yonelik goriisler, halkla
iligkilere yonelik elestirel bakis agisini temsil etmektedir. Son yillarda ise literatiirde toplum odakli halkla
iliskiler anlayisina duyulan ihtiyaca dikkat ¢ekilmektedir. Halkla iliskilerin toplumsal etkilerinin tartisildig1
giiniimiizde, gelecegin profesyonellerinin halkla iligkilerin toplum odakl1 anlayisina uygun bir egitime tabi
tutulmasi gerekliligi ortaya ¢ikmistir. Bu caligma halkla iligkiler egitiminin meslegin algilanmasi ve
uygulanmasinda 6nemli bir islev iistlendigi bilgisi lizerine planlanmistir. Calismanin amaci halkla iliskilerin
toplumsal rol ve islevlerinin Tiirkiye’deki halkla iligkiler lisans egitimine ne dlgiide yansitildiginin tespit
edilmesidir. Tiirkiye’de halkla iliskiler lisans egitimi verilen program miifredatlarinin igerik analizi teknigi
ile incelendigi arastirmada, halkla iligkilerin toplumsal rol ve islevlerine yonelik derslerin miifredatlarda yer
alma oraninin yiizde 2,34 ile diisiik bir oranda oldugu ve 6zellikle kurumsal sosyal sorumluluk derslerine
odaklanildig1 ortaya konmustur. Arastirmadan elde edilen bulgular dogrultusunda Tirkiye’deki halkla
iliskiler egitiminin toplum odakli halkla iligkiler anlayis1 yoniinden yeniden ele almmmasina yonelik
gereksinim tespit edilmistir.

Anahtar Kelimeler: Toplumsal Etki, Toplum Odaklilik, Halkla Iliskiler Egitimi, Lisans Miifredatlari.

Extended Abstract

Throughout its historical development, public relations (PR) has been
criticized for being a discipline that is only concerned with corporate interests and is
approached from a managerial perspective. Critiques in this vein point out that PR
strategies and practices are not community-oriented, despite their strong potential to
serve society. Critical perspectives in the literature point out that the social role and
impact of public relations are not prioritized, that it is treated as a corporate function
and that the public interest remains in the background (Berger, 2005; Holtzhausen,
2000; Thlen & Van Ruler, 2007; Moloney, 2005; Edwards, 2006; Becerikli, 2005; Artan
Ozoran, 2020; Ozkan, 2017).

The relational paradigm, which has come to the fore in the field of PR in recent
years (Watson & Noble, 2005; Ledingham, 2006; Bruning & Ledingham, 2000), draws
attention to the society-oriented nature of the field and underlines the importance of
community relations for PR (Bruning & Ledingham, 1999; Hon & Grunig, 1999). In
this respect, PR represents strategies and practices that emphasize the society-oriented

nature of organizations that are part of the society in which they operate.
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Based on this information, this study aims to show whether the perspective on
the social role and impact of PR is reflected in PR education. Within the framework of
the study, a research has been conducted in which the curricula of PR undergraduate
programs in Turkey have been examined using the content analysis technique, one of
the qualitative research methods. The basis of this research is that PR education has an
important function in the way PR is put into practice and in the way PR is perceived by
professionals. The main purpose of the research is to show in which courses and to
what extent the perspective of the community-oriented structure of PR is included in
the education of future PR practitioners and to determine to what extent the society-

oriented understanding of PR is reflected in the education.

In line with this purpose, the research is expected to answer the following

questions:

- What is the structure of undergraduate PR education in Tiirkiye and how is

it positioned?
- Which courses are prominent in undergraduate PR education in Tiirkiye?

- Does undergraduate PR education in Tiirkiye include courses related to the

social role and functions of PR?

- Which courses are related to the social roles and functions of PR in

undergraduate PR education in Tiirkiye and in what intensity?

Content analysis technique, one of the qualitative research methods, was used
in the study in order to reach the findings that can answer the research questions above.
The categories and criteria needed during the content analysis were determined in line
with the detailed literature review, research questions and the collection of raw data.
Within the scope of the research, data were collected between 30 September 2024 and
29 November 2024. During the content analysis process, the collected data were coded
and transferred to the SPSS Program and the findings obtained were presented with

frequency analyses and percentage tables within the scope of descriptive statistics. The
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sample of the research consisted of 59 public relations undergraduate programs whose

curricula were accessible and active via their web sites.

The results of the study showed that courses related to communication science
and related disciplines such as advertising, journalism, radio-television, cinema,
interpersonal communication, etc. constitute the category with the highest share in the
curriculum of undergraduate PR education in Tiirkiye (n=1969, 43.47%). This category
is followed by PR courses (n=1327, 29.31 percent), courses related to social sciences
(n=724, 15.98 percent), and general university courses (n=509, 11.24 percent). It was
found that courses on the social role and functions of PR are included in the curricula
as “Corporate Social Responsibility”, “Community Service Practices/Social Support
Projects”, “Volunteering Activities”, “PR in Non-Governmental Organizations”,
“Sustainability/Sustainability Communication” and “Social Marketing” (total n=106),
and the percentage of these courses in the curriculum is low at 2.34 percent among all
course categories. The type of courses, whether required or elective, is also indicative
in terms of the importance given to the social role and functions of PR in public
relations education. As can be seen from the results of the distribution of courses
according to whether they are required or elective, there is a concentration in the form

of elective courses (n=66) in terms of courses on the social role and functions of PR.

The results of this study, which aims to determine the position of the social
roles and functions of PR in the curricula and underlines the need to educate future PR
professionals in line with this understanding, reveal the need to rethink PR education

in Turkey from this perspective.

GIRIS

For years, public relations has been positioned as a discipline that has been
subjected to various criticisms due to its managerial approach. In the studies reflecting
a critical perspective on PR, it is underlined that despite having a strong potential to
serve the society, corporate interests are prioritized in public relations practices, PR is
handled from a managerial perspective rather than a social perspective, public relations
is evaluated as a corporate function rather than its social role and effects, and the public

interest, which expresses the basic mission of the field, remains in the background
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(Artan Ozoran, 2020; Becerikli, 2005; Berger, 2005; Edwards, 2006; Holtzhausen,
2000; Thlen & Van Ruler, 2007; Moloney, 2005; Ozkan, 2017). These perspectives,
which are prominent in critical studies that consider PR from a managerial perspective
and evaluate it only in terms of corporate gains and corporate success, bring the risk of
ignoring the social impact and social roles of public relations. The fact that
organizations act in a society-oriented manner as a part of the society in which they
operate brings about a society-oriented understanding of PR that exists not only for the
organization but also for the community and guarantees the social impact and

contributions of public relations.

With the relationship paradigm, which made the social roles and functions of
PR more visible and attracted increasing attention in the field of public relations, the
aim of establishing, maintaining and managing positive and long-term relationships
with publics (Bruning & Ledingham, 2000; Ledingham, 2006; Hon & Grunig, 1999;
Watson & Noble, 2005) came to the forefront and the necessity of addressing PR with
a target audience and society-oriented approach began to be emphasized. In the
relational paradigm, it is underlined that PR should be evaluated with a public and
society-oriented structure by moving away from the narrow scope of that is compressed
only within the organizational field and the understanding of handling it from a
managerial perspective. In line with the relational paradigm, the importance of
examining PR in a society-oriented manner and in terms of social relations has also
emerged. The prominence of communal relations in the classifications of relations
between organizations and publics within the scope of relationship management
(Bruning & Ledingham, 1999; Hon & Grunig, 1999) necessitates public relations to
work towards the expectations, needs and benefits of the society in which the

organization operates.

Based on this information, this study aims to reveal whether the perspective
on the social role and effects of public relations is reflected in education in the
structuring of undergraduate PR curricula in Tiirkiye. PR education has an important
function in the way PR is put into practice and the way public relations is perceived by
professionals. The main purpose of this study is to reveal in which courses and in which

intensity the perspective on the society-oriented structure of public relations is included
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in the education of future PR practitioners and to determine to what extent the society-

oriented understanding of public relations is reflected in education.

1. Literature Review
1.1. Public Relations for the Organization Versus Public Relations for Society?
Considering PR as a corporate function within the organizational field and
only from a managerial perspective brings with it the perception of a profession that
aims to maximize corporate interests, keeps the public interest in the background and
does not take into account the social role and effects of the field. It would not be wrong
to say that the criticisms that have been going on for many years stem from a basic
argument that PR does not have a society-oriented structure. In the critical perspective
the assumption comes to the fore that public relations represents institutions and groups
with different values, interests and with different behaviors that aim to maximize their
own gains within the capitalist system (Moloney, 2005, p. 551) and that it creates
influence and domination in society for the benefit of the institution by acting in the
interests of the institution (Edwards, 2006, p. 229). The views that public relations can
manipulate the facts for corporate gains (Mickey, 1997) and that PR professionals play
a critical role to gain more advantage for their organizations or the clients they serve
(Roper, 2011, p. 83) lead to the perception of PR as a set of strategies and practices that
prioritize only corporate gains and neglect the community and social good. In the
context of these criticisms, PR is perceived as a discipline that puts the public interest
second (Becerikli, 2008: 21) and the PR profession and practitioners in this field are

often characterized with various adjectives with negative connotations (Sayimer, 2007,

p. 83).

It can be said that these criticisms of public relations are caused by the fact
that PR, despite having a strong capacity to serve stakeholders and society, has
effectively served strong economic producers and capitalism for many years (Berger,
2005, p. 6). In order to eliminate these criticisms, it is necessary to study PR, which are
usually considered from an institution-oriented perspective and from a managerial
point of view, from a social point of view (Ihlen & Van Ruler, 2007). The management
paradigm, which has been dominant in the field of public relations for many years,

defines and limits public relations within the framework of the organizational field and
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also evaluates public relations in a functional manner (Artan Ozoran, 2020), causing
public relations to be evaluated solely by the criterion of corporate success and failure
(Ozkan, 2017, p. 78). PR as a discipline with significant effects on society, beyond
being defined from a narrow point of view only as an institutional function, it is
necessary to study and understand it in a social, cultural and political context from a
broader point of view (Holtzhausen, 2000, p. 95). Today, in order to eliminate the
conditions that form the basis for these criticisms of the field, it is important to consider
public relations from a social perspective and study it in a society-oriented manner. PR
has a structure focused on bringing about the changes that are foreseen between human
groups, organizations or society in the broadest sense (Sriramesh & Verci¢, 2012) and
this structure underlines the necessity of studying public relations not only from a

managerial perspective, but also from the point of view of their social roles.

From a managerial perspective, PR is a management function that focuses on
establishing relationships with publics who have the power to determine the behavior
of the organization and who are affected by the results of corporate behavior. Public
relations ensures that the target audiences with whom it develops relations are
represented in management decisions affecting them and adds value to the organization
in this respect (Grunig, 2006). The positioning of PR as a managerial function stems
from its contribution to the policy-making and decision-making processes of senior
management. As a managerial function, PR can ensure that the expectations, interests
and concerns of the target audience are represented in the corporate structure and
corporate strategies are shaped accordingly. In this respect, public relations, which is
positioned as a bridge between the organizations and target audiences, provides
consultancy to the management in shaping corporate strategies that will enable the
achievement of corporate goals (Boztepe, 2014: 72). At the same time, PR is accepted
as a managerial task due to its impact on important managerial decisions such as the
formation of the corporate philosophy, determination of corporate objectives, and
adaptation of the organization to changing environmental conditions (Peltekoglu, 2007:
5). From a managerial point of view, although PR is subjected to criticism due to its
managerial function, it is considered in terms of the contributions it can make to the

organization and it is considered as a management task.
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Historically, public relations has privileged an organizational perspective
when compared to actors (publics/stakeholders/community members) within the
organization’s social environment (Hurst & Johnston, 2021). However, it can be said
that this situation has been eliminated by addressing public relations in line with the
relational paradigm and evolving towards a society-oriented understanding. The
ultimate goal of public relations is to establish relationships between organizations and
publics and to ensure the continuity of existing relationships (Watson & Noble, 2005,
p. 185); the basic criterion for success is the existence of positive and long-term
relationships between organizations and their publics (Ledingham, 2006). The
relationship paradigm positions PR as a function responsible for the management of
relationships between organizations and publics (Bruning & Ledingham, 2000), while
at the same time emphasizing the long-term and sustainable nature of these
relationships (Hon & Grunig, 1999). In recent academic studies on public relations, it
has been observed that the relationship between organizations and the public has
received increasing attention (Cheng, 2018). It is noteworthy that PR strategies and
practices that will be shaped in line with the relational paradigm tend to have a social
orientation. Communal relationships, which emerge through institutional activities
focused on the benefit of society without expecting any direct reward (Hon & Grunig,
1999), are shaped towards the purpose of engaging in activities that will ensure the
social and economic development of society, contributing to the level of social
development, and engaging in activities that address social interests and concerns
(Bruning & Ledingham, 1999). When considered from this perspective, PR moves
away from the narrow scope of its managerial perspective. The contributions that can
be made to society through public relations are highlighted by focusing on the functions

and roles that public relations can undertake within society.

The fact that organizations, whether they realize it or not, have a significant
social impact on the communities in which they operate and on society more broadly,
whether positive or negative, points to the imperative for organizations - and PR - to

respond to societal expectations (Hurst & Johnson, 2021).
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1.2. Public Relations Education and Current Situation in Tiirkiye

It is known that the inclusion of PR as an academic discipline in university
education was on the agenda in the first two decades of the 20th century. The first
university-level course in public relations, "Publicity Techniques," was taught at the
University of Illinois in the United States in 1920. The first course named “Public
Relations” was taught by Edward L. Bernays in 1923 and 1924 at the New York
University Journalism Department (Cutlip, 1994, as cited in Wright, 2011, p. 238).

In Tiirkiye, the first PR course was taught at the university level with a delay
of about 50 years compared to the USA. The first course in PR was held in 1966 at the
School of Press and Broadcasting of the Faculty of Political Sciences of Ankara
University (Geylan, 1994). When the School of Press and Broadcasting was
transformed into the Faculty of Communication in July 1992, it gained a three-
department structure as Journalism, Public Relations and Publicity, Radio, Television
and Cinema; PR education was started under a department affiliated to the Faculty of
Communication (History of the Faculty of Communication of Ankara University,
http://www.ilef.ankara.edu.tr/hakkinda/. Accessed August 10, 2024). Following
Ankara University, PR education began to be given at state universities such as Istanbul
University, Marmara University and Ege University. The Institute of Journalism,
founded in 1950 under the Faculty of Economics of Istanbul University, was renamed
the Institute of Journalism and Public Relations in the early 1970s. In 1982, the institute
was renamed as the School of Press and Broadcasting, and from 1989 onwards, PR
education began to be taught under the department of “Publicity and Public Relations”.
Today, Istanbul University Faculty of Communication provides education with a
structure consisting of three separate departments: Journalism, Public Relations and
Publicity, Radio and Television and Cinema (History of Istanbul University Faculty of
Communication,  https://iletisim.istanbul.edu.tr/tr/content/fakulte-hakkinda/fakulte-
tarihi. Accessed August 11, 2024). Marmara University Faculty of Communication,
which has its roots in the Istanbul Journalism School founded in 1948, continued its
activities as the School of Press and Broadcasting in 1982 and was renamed the Faculty
of Communication in 1992. There are three departments in the faculty: Journalism,
Public Relations and Publicity, Radio Television and Cinema (History of Marmara

University Faculty of Communication, https://iletisim.marmara.edu.tr/fakulte/genel-
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bilgiler. Accessed August 11, 2024). Ege University, which has a history dating back to
the School of Journalism founded in 1968 and where public relations education began
at the higher education level, gained the status of Faculty of Communication in 1992.
Ege University Faculty of Communication consists of the Department of Public
Relations and Publicity, as well as the departments of Journalism, Radio-Television and
Cinema, Advertising, New Media and Communication (History of Ege University
Faculty of Communication, https:/iletisim.ege.edu.tr/tr-1039/tarihce.html. Accessed

August 12, 2024).

Today, there are 73 Communication Faculties affiliated with state and
foundation universities in Tiirkiye, where the main focus is on four-year public relations
and publicity undergraduate education. However, it is seen that PR undergraduate
education is also provided within the scope of different faculties such as the Faculty of
Social Sciences, Faculty of Applied Sciences, etc., apart from the Faculty of

Communication (Higher Education Council, https://istatistik.yok.gov.tr/. Accessed

September 5, 2024). More detailed information about the structure of PR undergraduate
education in Tiirkiye will be included in the findings section of the study. When the
evaluations and criticisms of PR education in Tiirkiye and around the world are
considered today, it is seen that the criticisms conveyed in the previous parts of the
study regarding the perception and implementation of public relations are also valid in
terms of criticisms towards PR education. It has been conveyed in the previous parts of
the study that the criticisms in the literature mainly stem from the management
perspective of the field; information on the reasons for these criticisms and their basic
arguments is included. In response to these criticisms, views on the necessity of
considering public relations as a strategy and a set of practices that aim to create a
balance between the organizations, its target audiences and social expectations come to
the fore in the PR literature. In this context, attention is drawn to the social role that
public relations undertake in carrying out activities that will provide both
organizational and social benefits. However, the fact that the social role of public
relations is not given enough space in the literature may cause deficiencies in PR
education (Yilmaz Sert & Cevik Ergin, 2019). At this point, attention should be drawn
to the need for a field-specific training curriculum in order for public relations to

provide better service to both institutions and society (Kruckeberg, 1998: 245).
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According to the Report on PR Education for the 21st Century, the courses that should
be included in an ideal undergraduate PR curriculum are as follows (The Report of the

Commission on Public Relations Education, 2006):

- Introduction to PR

- Case studies reviewing professional practice in PR

- PR research, measurement, and evaluation

- PR law and ethics

- PR writing and production

- PR planning and management

- PR campaigns

- Supervised experience (internship) in public relations

- Directed electives (The report lists the recommended elective courses as
follows: business management, marketing, accounting, finance, economics, consumer
behavior, political science and political system, public administration, social
psychology, sociology, cultural anthropology, English and English writing,
governmental and political campaigns, intercultural communication, ethnic and

feminist studies, and international business and communication.)

In the above-mentioned report, which proposes a framework for the courses
that contemporary PR education should cover, it is seen that PR education includes
courses directly related to the field as well as courses aimed at ensuring the contact of
public relations with other disciplines. However, it is noteworthy that the proposed
course list does not focus directly on the social role of PR, its social impact and the
functions it can perform within society. It is also important to note that studies seeking
an answer to the question of how PR education should be structured have found that it
needs to focus solely on meeting the expectations of the PR sector. However, it can be
said that this situation may result in the neglect of social roles in PR education. For
example, in a study conducted by Conrad (2020), interviews were conducted with 45
public relations trainers to determine the objectives of PR education in Australia. The
results of this research suggest that Australian PR educators are mostly teaching the

professional skills that their students will use when they graduate and find work in the
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public relations industry. In this respect, it can be said that the way the profession is

perceived in the PR sector is effective in shaping public relations education.

2. Methodology

In the literature, it is noteworthy that public relations has been subjected to
various criticisms due to its structure focusing on corporate gains and its acceptance as
a set of strategies and practices that are handled from a managerial perspective, and that
the social roles and functions of public relations have been neglected. Based on the fact
that public relations education plays an important role in the perception and practice of
the public relations profession, this study aims to determine the extent to which the
societal roles and functions of public relations are reflected in undergraduate public
relations education. In line with this purpose, the research is expected to answer the

following questions:

- What is the structure of undergraduate PR education in Tiirkiye and how is

it positioned?
- Which courses are prominent in undergraduate PR education in Tiirkiye?

- Does undergraduate PR education in Tiirkiye include courses related to the

social role and functions of public relations?

- Which courses are related to the social roles and functions of public relations

in undergraduate public relations education in Tiirkiye and in what intensity?

Content analysis technique, one of the qualitative research methods, was used
in the study in order to reach the findings that can answer the research questions above.
Content analysis, which provides social scientists with a systematic method for
examining raw data obtained from archives, documents and mass media and analyzing
them within a framework of meaning (Demirci and Koseli, 2011: 332), is an objective
and systematic research technique that aims to transform content into quantitative data
(Jensen, 2011). In the content analysis process of the study, the data collected were

coded into meaningful sets in the context of categories and criteria by acting in line
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with Miles and Huberman's (1994) approach, and the results were reviewed by going
back to the raw data and checking the coding again in order to verify the findings
obtained. The categories and criteria needed during the content analysis were
determined in line with the detailed literature review, research questions and the
collection of raw data. Within the scope of the research, data were collected between
30 September 2024 and 29 November 2024. During the content analysis process, the
collected data were coded and transferred to the SPSS Program and the findings
obtained were presented with frequency analyses and percentage tables within the

scope of descriptive statistics.

2.1. Population and Sample

The population of the study consists of public relations undergraduate
curricula in Tiirkiye. It is known that PR education at undergraduate level in Tiirkiye
takes place as a department in Communication Faculties and in some other faculties
other than Communication Faculties. In this study, it was aimed to examine the PR
curricula of all universities and faculties providing public relations undergraduate
education in Tiirkiye and to reach the entire population. However, 36 public relations
departments, whose curricula could not be accessed through the website and were not
active, were excluded from the scope. Accordingly, 59 PR curricula were analyzed in

this study.

2.2. Limitations

The main limitation of the research is that the curricula of associate degree or
postgraduate programs that include public relations education other than undergraduate
level education are not subjected to analysis. In this study, only undergraduate curricula
were focused on by excluding associate degree and graduate programs within the scope
of PR education at higher education level in Tiirkiye and the research was limited to
the analysis of undergraduate curricula. The main reason for this limitation is that
public relations undergraduate departments in Tiirkiye have a high density in terms of

both unit-based and student numbers.
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3. Findings
In the research, firstly, it was determined in the search engine on the statistical

web page of the Council of Higher Education (YOK, https://istatistik.yok.gov.tr/.

Accessed October 02, 2024) in which universities public relations undergraduate
education is provided. The table below provides an answer to research question 1 by

conveying the findings on the structure and position of PR undergraduate education in

Tiirkiye:
Type of Faculty Frequency | Percentage
Faculty of Communication/Faculty of Communication Sciences 64 67,35%
Faculty of Business Administration 4 4,22%
Faculty of Applied Sciences/School of Applied Sciences 14 14,72%
Faculty of Art and Design/Faculty of Art, Design and 2 2,11%
Architecture
Faculty of Arts and Social Sciences 2 2,11%
Faculty of Economics, Administrative Sciences/Faculty of 6 6,33%
Economics, Administrative and Social Sciences
Faculty of Open Education/Faculty of Open and Distance 2 2,11%
Education
Faculty of Social Sciences 1 1,05%
Total 95 100%

Table 1: Faculties Offering Undergraduate Public Relations Education

As can be seen from the table, it has been determined that public relations
education at the undergraduate level in Tiirkiye is mostly located within the faculties
of communication as a department (n=64, 67.35 percent). Faculties of communication
are followed by faculties/schools of applied sciences (n=14, 14,72 percent), faculties
of economics, administrative and social sciences (n=6, 6,33 percent) and faculties of

business administration (n=4, 4,22 percent).
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Department Name Frequency Percentage
Department of Public Relations and Publicity 40 42,10%
Department of Public Relations and Advertising 55 57,90%
Total 95 100%

Table 2: Name of the Departments Where Public Relations Education Is Given

As presented in Table 2, public relations undergraduate education in Tiirkiye
is mostly offered under the department of “Public Relations and Advertising”; another

department where education is carried out is “Public Relations and Publicity”.

University Type Frequency Percentage
State University 61 64,21%
Foundation University 34 35,79%
Total 95 100%

Table 3: Type of University Where Public Relations Education Is Offered

In Tiirkiye, PR education at the undergraduate level is mostly provided by state
universities (n=61, 64.21%). The rate of foundation universities is slightly more than

half of the state universities (n=34, 35,79%).

In the content analysis, in order to reach the findings that will answer the
second research question “Which courses are prominent in PR undergraduate education
in Tiirkiye?’, a review was conducted on the institutional web pages of universities,
faculties and departments where PR undergraduate education is provided. The
departments whose curricula could not be accessed during the coding process
conducted on the websites of the departments could not be included in the analysis.
Table 4, Table 5, Table 6, Table 7 and Table 8 below show the course distributions of
PR departments (n=59) whose current curricula could be accessed. Table 4 shows the
common courses recommended by the Council of Higher Education in Tiirkiye for

undergraduate programs, which are also included in PR undergraduate curricula:
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Common Courses for Universities Frequency Percentage
Atatiirk’s Principles and History of Revolution 115 22,62%
Turkish Language 117 23,00%
Foreign Language 135 26,52%
Career Planning 40 7,85%
Entrepreneurship 43 8,44%
Sign Language 11 2,16%
Introduction to University Life/University Culture 15 2,94%
Physical Education 2 0,39%
Occupational Health and Safety 26 5,10%
Fine Arts 5 0,98%
Total 509 100%

Table 4: Table Showing the Distribution of Common Courses for Universities in PR
Department Curricula

As presented in Table 4, among the courses common to universities in PR

undergraduate curricula, those related to foreign language education come to the fore

(n=135, 26.52%). Foreign language courses are followed by Turkish Language (n=117,

23 percent) and Atatiirk's Principles and History of Revolution (n=115, 22.62%). Other

courses are entrepreneurship, career planning, occupational health and safety,

introduction to university life/university culture and sign language courses.

Table 5 below shows the courses related to social sciences in PR curricula:

Courses Related to Social Sciences Frequency Percentage
Business 32 4,42%
Political Sciences 77 10,63%
Law 91 12,57%
Economy 53 7,32%
Sociology 97 13,40%
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Psychology 82 11,32%
Marketing 47 6,50%
Research Methods 77 10,63%
Statistics 24 3,31%
Literature 7 0,96%
Administration and Organization 23 3,17%
Behavioral Science 26 3,61%
Philosophy 28 3,87%
Art 42 5,81%
History of Civilization 18 2,48%
Total 724 100%

Table 5: Table Showing the Distribution of Courses Related to Social Sciences

As can be seen from Table 4, which presents the findings on the basic courses

directly linked to social sciences in PR undergraduate education in Tiirkiye, sociology

courses (n=97, 13.40%) come to the forefront in the field of social sciences in PR

education. Sociology courses are followed by law (n=91, 12.57%), psychology (n=82,
11.32%), political science (n=77, 10.63%) and research methods (n=77, 10.63%).

Table 6 below shows the distribution of courses in communication science and

related disciplines in PR curricula:

Courses in

. . Courses in
Communication .
Science and Frequenc Percentage Communication Frequenc Percentage
! y 8 Science and Related ! y g

Related Disciplines
Disciplines P
Communication
Sc1ence/Intr0duc 105 5,33% Consumer Behavior 50 2,52%
tion to
Communication
Communication Political

ommunicatio 64 3,25% | Communication/Poli 83 4,20%
Theories : .

tical Campaigns
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Information and
Communication
Advertising 374 18,98% Technology/Comput 93 4,71%
er and Internet
Applications
International
Journalism 74 3,749 | Communication/Inte 51 2,58%
rcultural
Communication
Radio and o Multimedia/Transme o
Television 33 L77% dia Storytelling 13 0,66%
Cinema 54 273y, | Marketing 64 3,25%
Communications
Animation 12 0,61% | Communication 37 1.87%
Ethics
gﬁﬁ:ﬂion 44 223% | Propaganda 17 0,86%
Grafic
Bgf;ﬁ;’::;in 75 3,80% | Photography 76 3,85%
Design
Publishing/Digit o Persuasive o
al Publishing 12 0.61% Communication 47 2,38%
Human
Resources 29 1,46% Globalization 14 0,71%
Management
Media
Literacy/Digital 52 2,64% Media and Gender 28 1,42%
Literacy
Body Language 44 2990 Media . 4 2740
and Diction 22% Management/Medla 5 ,74%
Planning
Human Artificial
Rights/Democra 21 1,06% Intelligence/Big 23 1,16%
cy Data
Ideology Social Network
Discourse and 13 0.66% | Marketing/Digital 23 1,16%
Media and qulle
Marketing
Digital Media and
Games/Gamifica 10 0,51% Culture/Media and 30 1,53%
tion Society
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Public Opinion

Research/Market 31 1,57% Semiotics 37 1,88%

Research

Customer .

Relationship 24 121% | Lotal Quality 10 0,51%
Management

Management

Popular

Culture/Consum 58 2,94% Other 88 4,69%

er Culture

Total n=1969 100%

Table 6: Table Showing the Distribution of Courses Related to Communication Science and
Related Disciplines

As shown in Table 6, advertising (n=374, 18.98 percent) stands out in PR
curricula in terms of courses related to communication science and related disciplines.
The fact that the departments in which PR education is provided in faculties are mostly
structured under the name of “Public Relations and Advertising” (see Table 2) explains
the prominence of the advertising discipline in the curricula. Advertising-related
courses are followed by communication science (n=105, 5.33%), information and
communication technologies/computer and internet applications (n=93, 4.71%),
political communication/political campaigns (n=83, 4.20%), photography (n=76,
3.85%), graphic design/visual communication design (n=75, 3.80%) and journalism
(n=74, 3.74%). Courses with a frequency of less than 10 in the curricula were coded as
other. Some of the courses in the other category are as follows; cultural heritage
management, leadership, new social movements, science communication, digital
activism, emotional intelligence, neuromarketing, dramaturgy, communication and
migration, communication and religion, political economy of communication, disaster
communication, cultural anthropology, social capital management, family and

communication, etc.

Table 7 below shows the distribution of courses coded as other in the content

analysis:
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Courses Coded as Other Frequency Percentage
Tourism Management/Promotion 9 10,23 %
Cultural Heritage Management 3 341 %
Leadership 9 10,23 %
New Social Movements 7 7,97 %
Science Communication 2 2.27%
Digital Activism 3 3,41 %
Podcasting 4 4,54 %
Emotional Intelligence 8 9,08 %
Neuromarketing 6 6,82 %
Dramaturgy 4 4,54 %
Communication and Migration 3 3,41 %
Communication and Religion 3 3,41 %
Communication Seminars 2 2.27%
Media and Politics 5 5,68 %
Political Economy of Communication 6 6,82 %
Disaster Communication 3 3,41 %
Cultural Anthropology 6 6,82 %
Social Capital Management 3 341 %
Family and Communication 2 2.27%
Total 88 100 %

Table 7: Table Showing the Distribution of Courses Coded in the Other Category

As can be seen in Table 7, among the courses in the other category, tourism
management/promotion and leadership courses have the highest weight (n=9, 10.23
percent). These courses are followed by emotional intelligence, new social movements,
neuromarketing, political economy of communication and cultural anthropology.
Courses such as science communication, digital activism, cultural anthropology,
disaster communication, media and politics, communication and migration,
communication and religion, tourism, cultural heritage management, etc. are
considered to be important in terms of providing future professionals with an

interdisciplinary approach that can support the social functions of public relations.
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The table below shows the distribution of PR courses, which constitute the

main focus of PR education, in the curricula:

PR Courses Frequency Percentage
Basic PR Courses 303 22,84%
Courses for Digital PR Management 121 9,12%
Media Relations 11 0,84%
Public Relations Writing 54 4,07%
Presentation Techniques in PR 34 2,57%
Professional Foreign Language 96 7,24%
Corporate Communications 58 4,38%
Perception Management 18 %1,36
Public Relations Creativity 11 0,83%
Event Management 37 2,80%
Crisis Communication/Risk Communication 59 4,45%
Image Management 37 2,80%
PR in Public Institutions 21 1,58%
Internal Public Relations 10 0,75%
Corporate Culture 9 0,67%
Corporate Advertising 7 0,52%
Reputation Management 29 2,18%
Critical Approaches in PR 19 1,43%
Corporate Identity 18 1,36%
Political Public Relations 8 0,60%
PR Ethics 21 1,58%
Sponsorship 29 2,18%
International Public Relations 32 2,41%
Public Diplomacy 18 1,36%
Protocol Management 21 1,58%
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Health Communication 31 2,34%
Brand Communication Management 68 5,12%
Lobbying 24 1,80%
Corporate Social Responsibility 42 3,16%
Community Service Practices/Social Support Projects 8 0,60%
Volunteering Activities 16 1,20%
PR in Non-Governmental Organizations 14 1,05%
Sustainability/Sustainability Communication 21 1,58%
Social Marketing 5 0,37%
Other 17 1,28%
Total 1327 100%

Table 8: Table Showing the Distribution of PR Courses

Table 8 above shows the distribution of courses directly related to public
relations in PR undergraduate curricula. In line with the findings, it is noteworthy that
the curricula focus on PR management, PR strategy and practices, and PR campaigns,
which can be defined as the basic courses of public relations (n=303, 22.84%). After
the basic courses of public relations, the second focus of the curricula is digital PR
management. Digital public relations courses, which cover digital content production,
new media and social media management in public relations, make up 9.12 percent of
the curricula. These courses are followed by courses on specific application areas of
public relations. In the data analysis phase, the other category was opened for courses
with a frequency of less than 5 in the curricula. The courses under the other category
are public relations literacy, urban communication, agenda management, leader
communication, PR media and tools, measurement and evaluation in PR, target

audience/stakeholder analysis and financial PR.

The findings presented in Table 8 are also important in terms of answering the
third research question “Are there any courses related to the social roles and functions
of public relations within the scope of public relations undergraduate education in

Tiirkiye?” and the fourth research question “Which courses focus on the social roles
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and functions of public relations in PR undergraduate education in Tiirkiye and in what
intensity?”. In the analysis, it was determined that there are courses on the social roles
and functions of public relations within the scope of PR undergraduate education in
Tiirkiye, and it was revealed that these courses are included in the curricula under the
names of “Corporate Social Responsibility”, “Community Service Practices / Social
Support Projects”, “Volunteering Studies”, “Public Relations in Non-Governmental
Organizations”, “Sustainability / Sustainability Communication” and “Social
Marketing”. It should be noted that the Volunteering Activities course is a common
course recommended by the Council of Higher Education for all universities. The rate
of courses on the social roles and functions of public relations in the curriculum within
the scope of public relations courses is 7.96 percent. This finding from the research
indicates that PR undergraduate education includes courses on the social roles and
functions of public relations, and at the same time, it shows that the courses on the
social roles and functions of public relations remain at a low level with a rate of

approximately 8 percent among the total PR courses.

Table 9 below shows the weight of all course categories in PR undergraduate

curricula in Tirkiye:

Course Categories Frequency | Percentage
University Common Courses 509 11,24%
Courses Linked to Social Sciences 724 15,98%
Courses in Communication Science and Related Disciplines 1969 43.,47%
Public Relations Courses 1327 29,31%
Total 4529 100%

Table 9: Distribution of Course Categories in Curricula

As can be seen from Table 9, in PR undergraduate education in Tiirkiye,
courses related to communication science and related disciplines such as advertising,
journalism, radio-television, cinema, interpersonal communication, etc. constitute the
category with the highest percentage (n=1969, 43.47%). This category is followed by

public relations courses (n=1327, 29.31%), courses related to social sciences (n=724,
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15.98%) and university common courses (n=509, 11.24%). The ratio of courses on the
social roles and functions of public relations (total n=106) in the curriculum among all

course categories is 2.34 percent.

The grade and type of courses on the social role and functions of PR in the
curriculum also differ across departments. The table below presents findings on the

grade and type of courses in the curriculum:

Name of the First | Second | Third | Fourth InfoGrl;:(;:ion Required | Elective

Course Grade | Grade | Grade | Grade . Course Course
Inaccessible

Corporate Social

Responsibility ! > 22 13 ! 17 25

Community

Service

Practices/Social 2 2 3 1 ) > 3

Support Projects

Volunteering

Activities . ! 10 > . . 16

Public Relations

in Non-

Governmental . 2 4 7 1 2 12

Organizations

Sustainability/Su

stainability 1 5 5 10 - 16 5

Communication

Social Marketing - - 1 4 - - 5

Total 4 15 45 40 2 40 66

Table 10: The Position of Courses on the Social Role and Functions of Public Relations
in the Curricula

As indicated by the findings in Table 10 regarding the positioning of the
courses on the social roles and functions of public relations in the curricula, the majority
of the courses are included in the curricula as third grade courses (n=45), followed by
fourth grade (n=40), second grade (n=15) and first grade (n=4), respectively. When we
look at the distribution of courses according to whether they are required or elective, it

is revealed that there is a concentration of elective courses (n=66).
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DISCUSSION AND CONCLUSION

The views that public relations prioritizes corporate interests and gains and
that it is considered as a corporate function by evaluating it only from a managerial
perspective, despite its strong potential to serve the society, point out that the public
interest, which expresses the basic mission of public relations, is ignored in strategies

and practices.

Today, changing social expectations and agenda issues also have an impact on
the corporate agenda. The fact that organizations face requirements such as stakeholder
expectations, competitive conditions, etc. that require them to act in a society-oriented
manner as a part of the society in which they operate day by day brings along a society-
oriented public relations approach that exists not only for the organization but also for
the society, focusing on the social impact and roles of public relations. As stated by
Bigake¢1 and Aktas Kuyucu (2024: 21), the understanding of society-oriented public
relations has emerged with the need to move away from the understanding of public
relations that focuses only on corporate goals and interests in today’s conditions where
concerns about the future have emerged. The new understanding, in which social
impact and benefit are at the forefront in public relations, makes it necessary for public
relations students who will put this understanding into practice to be trained according

to the values of society-oriented public relations understanding.

This study, which was planned based on the fact that public relations education
plays an important role in the perception and application of the public relations
profession, aimed to determine to what extent the social roles and functions of public
relations are reflected in public relations undergraduate education in Tiirkiye. The
results of the research are considered important in terms of examining whether future
professionals are being educated in line with the values that will enable them to put into
practice the society-oriented understanding of public relations. The emergence of the
society-oriented approach in public relations, which came to the fore in various
research and reports focusing on identifying trends and predictions for the future of

public relations, formed the basis for this study.
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One of these studies is PR2025. Conducted with the participation of PR
practitioners, representatives of PR/communications professional organizations,
PR/communications consultants and academic experts, PR2025 aims to shed light on
the future of public relations, identify the competencies required for public relations in
the future and present the solutions needed to meet them. In the PR2025 report, the
institutional trends in terms of public relations were identified as market fragmentation,
sustainability, and new consumption patterns, while the societal trends were identified
as the decline of trust in institutions, the demand for sustainability, and transparency
(Adi, 2019, p. 6). The increasing interest in agenda topics such as sustainability makes

the need for a society-oriented approach to public relations even more visible.

According to the Global Alliance for Public Relations and Communication
Management Approaching The Future 2023 Report (2023, p. 11), which aims to
identify global trends in reputation and intangible asset management that will have the
greatest impact on the management of institutions, compliance with sustainability and
ESG (environmental, social and governance) criteria has emerged as the trend that has
increased the most and is of most interest to professionals in the field compared to the
trends of 2022. This and similar studies, which point out that public relations should
not be considered from a managerial perspective as a mere corporate management
function, but rather should be evaluated in accordance with its social roles and
functions, put on the agenda the need for future professionals to be trained from this
perspective, in order to develop strategies and implement practices that meet these

expectations and demands.

In this study, which aims to reveal the extent to which undergraduate public
relations education in Tiirkiye focuses on the social role and functions of public
relations, a research was conducted on 59 public relations programs whose current
curriculum lists were accessed. The results of the study showed that courses related to
communication science and related disciplines such as advertising, journalism, radio-
television, cinema, interpersonal communication, etc. constitute the category with the
highest share in the curriculum of undergraduate public relations education in Tiirkiye
(n=1969, 43.47%). This category is followed by public relations courses (n=1327,

29.31 percent), courses related to social sciences (n=724, 15.98 percent), and general
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university courses (n=509, 11.24 percent). At this point, it should be emphasized that
the weight of courses related to communication science and related disciplines such as
journalism, radio and television, cinema, and advertising in PR education should be
balanced with the weight of PR courses. While it is known that these courses are
important for students to gain the scientific knowledge that can form the basis for public
relations education, it should also be emphasized that it is important to keep the balance
in a way that does not lead to inadequacies in terms of providing students with the
necessary knowledge, skills and competencies for the basic purpose and mission of

public relations education.

It was found that courses on the social role and functions of PR are included
in the curricula as “Corporate Social Responsibility”, “Community Service
Practices/Social Support Projects”, “Volunteering Activities”, “Public Relations in
Non-Governmental Organizations”, ‘“Sustainability/Sustainability Communication”
and “Social Marketing” (total n=106), and the percentage of these courses in the
curriculum is low at 2.34 percent among all course categories. The type of courses,
whether required or elective, is also indicative in terms of the importance given to the
social role and functions of public relations in PR education. As can be seen from the
results of the distribution of courses according to whether they are required or elective,
there is a concentration in the form of elective courses (n=66) in terms of courses on

the social role and functions of public relations.

As a result of the research planned to determine the educational outcomes of
an international project titled “Public Relations/Future of Communication and Social
Impact” specific to Tiirkiye, which included 26 participants from three groups as public
relations academicians, public relations practitioners and public relations educators
from Tiirkiye, Bigak¢1 and Aktas Kuyucu (2024, p.22) determined that the views on the
necessity of balancing institutional and social focus in public relations education came
to the fore. The importance of including the institutional practices of public relations
as well as the roles, responsibilities and functions that public relations performs or can
perform in society in public relations education has also been revealed by the research

results. Despite this importance, it is also clear that courses on the social roles and
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functions of public relations are still at a very low level in undergraduate public

relations education in Tiirkiye.

In a study aiming to reveal the general structure of the sustainability
phenomenon in undergraduate programs providing public relations education in
Tiirkiye, Sardagi (2022) found that sustainability courses were included in the curricula
at a very low level. Since sustainability is a prominent topic in terms of the social role
and functions of public relations, the findings of the research conducted by Sardagi also
support the findings of this research, which found that the social role and functions of
public relations were not adequately reflected in the curricula in public relations

undergraduate education in Tirkiye.

This study, which draws attention to the need to reflect the social roles and
functions of public relations in PR curricula and to educate future professionals in line
with this new understanding, and all the findings revealed by this study and the results
of other reports and researches shared, reveal the need to reconsider PR education in
Tiirkiye from this perspective. In future studies, it is recommended that research be
conducted to reveal the perspective of undergraduate public relations education in other

countries and to compare it with the education in Tiirkiye.
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Ozet

Modernlesme, bireyin ve toplumun
yasam deneyimini siirekli degistirip doniistiiren,
dinamik ve akiskan bir olgu olarak karsimiza ¢ik-
maktadir. Modernlesmeyle birlikte geleneksel me-
kanlarin yerlerini yenileri almistir. Kirsal ve tarim
toplumunda yasayan bireyler buharli makinanin
icad1 ve akabinde ortaya ¢ikan sanayi toplumunda
sehirlere go¢ etmek zorunda kalmislardir. Bu siireg-
te geleneksel aile baglarindan kopan birey hicbir ai-
diyet duygusu hissetmedigi mekanlarda, tanimadig1
kalabaliklar arasinda yagamini siirdiirmek zorunda
kalmis ve kendi gergekligine yabancilasmistir. Bu
durum, bireyin hem sosyal hem de psikolojik an-
lamda bir bosluk igerisine diismesine yol agmistir.
Film, modern yasamda bireyin yalnizligina odakla-
narak ve geleneksel ile modern degerlerin kesisimi-
ni karakterlerin giindelik deneyimleri iizerinden in-
celeyerek sorgulayict bir bakis agist sunuyor. Wim
Wenders’in yonetmenligini yaptigi, 2023 yapimi
“Perfect Days” (Miitkemmel Giinler) filmi, modern
ve geleneksel yasamin ikili zithg: ¢er¢evesinde in-
sanin varolugsal sorgulamalarini, yalnizligini ve an-
lam arayisini ortaya koymaktadir. Filmde modern
ve geleneksel yasamin unsurlari yer almaktadir. Bu
caligmada “Miikemmel Giinler” filminin anlami,
mesajlart ve amaci hem gostergebilim hem de soy-
lem ¢dziimleme yontemiyle ele alinmaktadir.

Anahtar Kelimeler: Modernlesme, Geleneksel
Yagam, Sinema.
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EXPRESSION OF MODERN AND TRADITIONAL LIFE THROUGH
CINEMA LANGUAGE: THE EXAMPLE OF “PERFECT DAYS”

Abstract

Modernization emerges as a dynamic and fluid phenomenon that constantly changes and
transforms the life experience of the individual and society. With modernization, traditional spaces have been
replaced by new ones. Individuals living in rural and agricultural societies were forced to migrate to cities
with the invention of the steam engine and the industrial society that emerged subsequently. In this process,
the individual who was separated from traditional family ties had to live in places where he felt no sense of
belonging, among unfamiliar crowds, and became alienated from his own reality. This situation caused the
individual to fall into a void both socially and psychologically. The film offers a questioning perspective by
focusing on the individual’s loneliness in modern life and examining the intersection of traditional and
modern values through the characters’ daily experiences. The 2023 film “Perfect Days” directed by Wim
Wenders reveals man’s existential questioning, loneliness and search for meaning within the framework of
the binary opposition of modern and traditional life. The film includes elements of modern and traditional
life. The study discusses the meaning, messages and purpose of the movie ‘“Perfect Days” through both
semiotics and discourse analysis methods.

Keywords: Modernization, Traditional Life, Cinema.

Extended Abstract

This article analyses the film “Perfect Days” within the framework of both
semiotics and discourse analysis methods. Semiotics is a discipline that examines the
meaning of iconic, symbolic or indexical signs in a written, spoken or visual text. In
order to understand how the meaning of the film, which is the subject of this study, is
constructed, the study evaluates the signs in the text within the framework of Ferdinand
de Saussure’s formulation of sign, signifier and signified. The second method used in
the study is discourse analysis. Because discourse analysis reveals the intention of the
author of the text, social problems, power relations, ideologies, social culture, historical
situation, characteristics of the characters and social action etc. The study explains the
film’s discourse at a micro level, that is, in the context of words and sentences, and

emphasizes the main message the director wants to give.

The purpose of this study is to unveil how traditional life changes with the
modernization process is handled and processed through the language of cinema. For
this reason, it discusses nature and city life through binary oppositions in the narrative
flow of information. Again, based on the film, it also examines the loneliness of the
individual in modern society. Besides, it is considered that the study can contribute
especially to those who do academic studies on modernization, urbanization and
traditional life. In the film, modernization is depicted with elements such as big city,

multi-storey buildings, three-storey roads, speed, crowd, status, material wealth,
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unhappiness, loneliness among crowds. In such a time, it is possible for the individual
to discover the simple beauties of life, to catch the meaning, to get rid of loneliness and

to build his own unique world in different worlds and be happy.

The job of the main character in the film is daily toilet cleaning. Routine toilet
cleaning connotatively expresses modesty, duty ethics, order and inner peace. Inner
peace, which is the connotative meaning of the act of cleaning, also functions as a
signifier of a third-level meaning, the signified of this signifier, which is myth, is
spiritual purification. The film's narrative is constructed as a flow of binary oppositions.
While the film criticizes the modern society that focuses on consumption, it glorifies
the peace and happiness provided by minimalist life. Again, as a reaction to the
alienation brought by technology and modernization, natural life and the return to
nature are glorified. The loneliness caused by modern life is overcome in the film by
embracing nature, mingling with books and old music tapes, and eating at a familiar
small restaurant. The director constructs his message by emphasizing the connotations
of the modern and the traditional with the frames he used in the film. Hirayama has a
watch, but he does not wear it on his wrist when he goes to work. With this choice,

Hirayama expresses that he is against the time pressure of modernization.

It is possible to experience different lifestyles in the same time period. While
some people are carried away by the current of modernization, others can easily create
their own imagined world and live happily with inner peace by rejecting all the
technological possibilities and opportunities offered by the modern age and
disregarding the values it glorifies. The word ‘perfect’ in the title of the film means the

best. In other words, it is stated that traditional lives are the best among all lifestyles.

The movie “Perfect Days”, which allows the world to be read from the
perspective of a character who lives in modern times but has adopted a uniquely simple
life, compares modernization and traditional life using the audio-visual possibilities of
cinema with its narrative style consisting of many layers, and reveals the results of
modernity and the search for meaning in the face of these results. While an
understanding of life where the moment is lived prevails in modern life, the past,

present and future are considered together in traditional life. Modernization brings
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concepts such as intense working hours, common areas, crowds, traffic, conflict, places
lost in, lives built in high-rise apartments without a sense of belonging, fragmented
family structure, the disappearance of all values, and the only valuable and valid being
status and money to human life. However, as in the example of the movie, instead of
disappearing in the crowd in big cities, individuals can very well produce spiritual inner
peace and continue their lives happily by cooperating with nature, establishing a small

and simple world for themselves.

GIRIS

Modernlesme birgok disiplinin oldugu gibi sinemanin da {izerinde durdugu
kavramlardan biri olmustur. Ozellikle gorsel anlatimin avantajimni kullanabilen sinema
modern ile geleneksel yasami yapisalci bir yaklasimla, ikili zitliklar1 da gostererek
basariyla ortaya koyabilmistir. Modernlesme biitiin bireylere daha iyi, ‘cagdas’,
kusursuz bir yagam vaat etmis ama bu pratikte pek de dyle olmamustir. Geleneksel ile
modern arasinda sikisan birey; modern diinyanin yiginlari, dev binalari, otobanlari, liiks
mekanlar1 arasinda yalnizlasmis hem kendisine hem de gevresine yabancilagsmstir.
Yine de geleneksel insan, modern zamanlarda bir bicimde mutlulugunu siirdiirme
cabasi icerisinde olmustur. Iste “Miikemmel Giinler” adli film bir anlamda modern
oncesi zamana gondermede bulunarak, modernlesme siirecinde bireyin farkli diinyalar

icerisinde kendine 6zgii nasil bir diinya kurabilecegine isaret etmektedir.

Filmin bas karakteri Hirayama’'nin giinliik yasami olduk¢a rutindir ama o,
rutini her giin farkl bir heyecanla yasamaktadir. Tek odali ve banyosu olmayan evi, yer
yatagi, kitaplari, gozligl, miizik kasetleri, kol saati, is elbisesi, evinin yanindaki igecek
otomat, iginde temizlik malzemeleri olan minik arabasi, ¢ali siipiirgesinin sesi, hamam,
yemek yedigi kiigiik ve siradan mekanlar, fotograf makinasi ve ¢ektigi fotograflar...
Iste Hirayama’nin diinyasindaki biitiin esyalar bunlardan ibarettir. Onu mutlu eden bu
sade yasam ve her giin isini en iyi sekilde ifa edebilme azmidir. Her sabah evinden
disart ilk adimini attiginda dogan giinese bakinca hissettigi enerji, otomattan aldigi
icecegi yudumlarken aldig1 keyif, arabasinda miizik dinlerken ¢iktig1 yolculuk, parkta
otururken yedigi ufak sandvig, gokyliziiniin essiz manzarasi, ¢ektigi fotograflari tasnif
ederken zihninde ¢agrisan anlamlar.... Biitiin bunlar kiiciik ve sade diinyada mutlu

olabilmek mi yoksa ugsuz bucaksiz, dev gibi binalarda, lilkks mekanlarda, televizyon
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ekranlarmin oniinde, akilli cep telefonlarinin oradan oraya siiriikledigi mecralarda,
internetin sanal mekanlarinda ve yigmlarin arasinda giinlik yasamm asirn hizi
icerisinde bir an bile diisiinemeden, etrafa bakamadan, hissetmeden yagamak mi
sorusunu glindeme getirmektedir. Hirayama, ¢ok az konusmasina ragmen jest, mimik
ve ifadeleriyle tercih ettigi yasamin sadelik icinde, buldugu zenginlik ve anlam

derinligini izleyicisine yansitmaktadir.

Giliniimiiz sinemasinda, semboller ve gostergeler araciligiyla derin temalar1
isleyen filmler, izleyicilere farkli perspektifler sunmaktadir. “Miitkemmel Giinler” filmi
de bu baglamda, minimalist anlatim1 ve zengin sembolik yapisiyla dikkat cekmektedir.
Film, Tokyo’da umumi tuvaletleri temizleyerek yasamini siirdiiren Hirayama’nin
giinliik rutinleri ve i¢ diinyasi lizerinden modern insanin yalnizligini ve anlam arayigini
ele alirken gelenekselle modern olan, ikili zitliklar seklinde verilmekte ve bu fark
izleyiciye olabildigince basit bir sekilde sunulmaktadir. Bu zitliklar sadece gorsel
anlatimla degil, sozlii sdylemlerle de aktarilmaktadir. Agagclar, kuslar ve gokyiizii gibi
gostergeler huzur ve igsel dengeyi simgelemektedir. Eski fotograflar gegmise 6zlemi
ve anilari; saatler ve zaman giinliik rutinlerin belirli saatlere bagli olmasini ve yagamin
dongiiselligini; hava durumundaki degisimler karakterin duygusal durumunu,
tuvaletler toplumda g6z ardi edilen mekanlar olarak, degersiz goriilen seylerde bile
anlam ve giizellik bulunabilecegini; miizik kasetleri ise nostaljiyi ve gegmise bagliligi

ifade etmektedir.

Bu makalede, “Miikemmel Giinler” adli film hem gostergebilimin hem de
sOylem ¢oziimlemesinin kavramlar1 ¢ergevesinde analiz edilmektedir. Gostergebilim
yazili, sozlii veya gorsel bir metindeki ikonik, sembolik veya belirtisel gostergelerin
anlamini inceleyen bir disiplindir. Bu ¢aligmaya konu olan filmin anlamin nasil inga
edildiginin anlagilabilmesi icin gostergebilimsel bir perspektiften ele alinmasi
gerekmektedir. Bu nedenle metindeki gostergeler Ferdinand de Saussure’iin gosterge,

gosteren ve gosterilen formiilasyonu gergevesinde degerlendirilmektedir.
Calismada kullanilan ikinci yontem ise sOylem c¢oziimlemesidir. Ciinkii

sOylem ¢odzliimlemesi metnin yazarinin niyetini, sosyal problemleri, gii¢ iliskilerini,

ideolojileri, toplumsal kiiltiirii, tarihsel durumu, karakterlerin niteliklerini ve toplumsal

- \~/



Modern ve Geleneksel Yasamin Sinema Diliyle Anlatimi: “Perfect Days” Orneg W

eylemlerini... vs. ifsa etmektedir. Bu ¢alismada filmin séylemi mikro diizeyde yani
sozcik ve climle baglaminda degerlendirilmekte ve oOzellikle su sorulara cevap

aranmasi amaglanmaktadir:

1. Filmde modern yasam ve geleneksel yasam hangi gostergelerle
anlatilmaktadir?

2. Filmin ingasindaki, doga-sehir gibi, ikili zitliklar nelerdir?

3. Gostergelerin zihinlerde gagristirdig gosterilenler nelerdir?

4. Hirayama’nin sade yagami ve rutinleri hangi gostergelerle insa edilmistir?

5. Film, modern toplumdaki bireyin yalnizligin1 ve yabancilagsmasini nasil

yansitmaktadir?

Caligmanin o6zellikle modernlesme, kentlesme ve geleneksel yasama dair
konularda  akademik  c¢aligmalar  yapanlar i¢in  katki  saglayabilecegi

degerlendirilmektedir.

1. Modernlesme ve Geleneksel Yasam

Anthony Giddens “Modernligin Sonuglar1” adl1 eserinde modernligin, 17. yy’
da Avrupa’da baslayan ve sonralart neredeyse biitiin diinyay1 etkisi altina alan
toplumsal yasam ve orgiitlenme bi¢imi olduguna isaret etmektedir (Giddens, 1994, s.
9). Bu yasam bicimi koklii degisikleri beraberinde getirmistir. Bu nedenle Marshall
Berman “Kati Olan Her Sey Buharlagiyor”™ adli eserinde modernlegsmeyi, insanlarin ve
toplumlarin siirekli bir doniisiim ve yenilenme i¢inde oldugu bir diinyadaki yasama
deneyimi olarak tanimlanmistir (Berman, 1982, s. 15). Peter Childs ise modernitenin
doniisim  siirecinin karakteristik 6zelliklerini, ayrisma ve yeniden yapilanma,

parcalanma ve hizli degisim, kalict olmama ve giivensizlik olarak siralamaktadir

(Childs, 2008, s. 16).

Modernite ile alakali bu degerlendirmeler, daha 6nceki hayatin nasil oldugu
sorusunu da beraberinde getirmektedir. Modernite Oncesi toplumlar, niifusun
¢ogunlugunun tarim ile ugrasarak hayatin1 idame ettirdigi geleneksel tarim
toplumlaridir. Buharli makinanm icat edilmesi neticesinde ortaya ¢ikan sanayi

toplumlarinda ise bireylerin fabrikalarda, ofislerde ya da diikkkanlarda calistigi
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goriilmektedir. Bu gelismeler neticesinde kirsal kesimde yasayan insanlarm biiyiik bir
¢ogunlugu fabrikalarin bulundugu kasaba ve kentlere go¢ etmek durumunda kalmistir.
Geleneksel yasamda siki aile baglari, geleneksel degerler, kisisel bilgi birikimi, egemen
cevre kiiltiirli 6nemliyken sehirlesme ve kentlere go¢ neticesinde geleneksel degerler
ve aile baglar1 zayiflamis, bireyler hi¢ tanimadig1 yiginlarin bir pargast haline gelmis
ve aidiyet duygusunu yitirmigti. Bu nedenle Giddens, gilinlimiizde akrabalik
iliskilerinin, halen énemini korusa da artik toplumsal baglarin tasiyicilari olmadigini

ifade etmektedir (Giddens, 2012, s. 74).

Fabrikalardaki seri ve yogun liretim mesai, is zamani ve bos zaman gibi ayrim1
ortaya ¢ikarmistir. Sanayilesme siirecinde is zamaninin yasamin ¢ok biiyiik bir kismini
kapsamasi nedeniyle is¢i ayaklanmalart ortaya c¢ikmistir. Geligen ve biiyiiyen
burjuvazinin, erkek is¢i sayisinin yetersiz kalmasinin bir sonucu olarak, kadinlar1 da
isttihdam etmesi aile yapisini derinden etkilemistir. Bu siirecte topluma, kendisine ve
irettiklerine yabancilasan birey giderek yalnizlasan bir yapinin iginde iyice
striiklenmistir. Ayrica Urettigini satin almaktan da uzak kaldigi i¢in umudu ve
mutlulugu azalmistir. Filmdeki protagonist karakter Hirayama bu sorunlara alternatif

¢Oziimler 6nermesi bakimindan olduk¢a 6nemlidir.

Buharlt makineler ile galisan gemilerin insasiyla birlikte cografi kesifler
yapilmis ve bu kesiflerden elde edilen bilgi ve birikim baska bolgelerde yasayan
bireylere aktarilmistir. Bunun neticesinde toplumlar birbirinden haberdar olmus ve
etkilesime gegmistir. Matbaanin icat edilmesiyle birlikte, insan merkezli bakis agis1
etkili olmaya baslamistir. Kitle iletisim araglarinin yayginlagsmasi ise aydinlanma ¢agini

ve sonrasinda gelisecek Ronesans ve reform adimlarini iyice tetiklemistir.

Modernlesmenin en énemli unsurlarindan biri de bilimin ve teknolojinin hizlt
bir sekilde ilerlemesiyle akil merkezli pozitivist paradigmanin 6n plana ¢ikmasidir.
Modernizm bir tabu kirict olarak fizik ve metafizigi birbirinden tamamen ayirmus,
deney ve gozlem ile Olgiimleyemedigi seyi yok saymistir. Kutsal olanin bilimsel
sayllmadigi bu donemden hareketle Nietzsche tanrinin 6ldiiglind ileri stirmiigtiir

(Nietzsche, 2004, s. 105, 135)
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Marshall Berman Kati Olan Her Sey Buharlagiyor isimli eserinde
modernlesmeye dair bir taraftan bilimsel gelismelerin hizi ve yogunluguna deginirken
diger taraftan da toplumsal ¢iirlime ve 6ziin yitirilmesine dikkat ¢gekmektedir. Dogayla
birlikte yasamak yerine ona hilkkmetmeye ¢alisan insanin diger insanlara ya da kendi
lanetine kdle olmasindan yakinarak yasadigimiz giinlerde her seyin kendi karsitina

gebe olduguna dikkat cekmektedir (Berman, 2012, s. 34).

Berman modernlesmenin olumlu ve olumsuz yoniinii ise su sekilde

ozetlemektedir (Berman, 2012, s. 11):

“Modern olmak kendimizi, bize seriiven, iktidar, haz ve ilerleme ve bunlarin
yani sira kendimizi ve diinyanin doniisiimiinii vaat eden ama ayni zamanda sahip
oldugumuz bildigimiz her seyi imha etme tehdidinin bulundugu bir ortamda
bulunmamiz demektir. Modern ortamlar ve deneyimler her tiir cografi ve etnik sinirlari,
sinif ve ulus smirlarmi, din ve ideoloji sinirlarini boylamasina keser. Bu anlamda
modernitenin biitiin insanlig1 birlestirdigi sdylenebilir ama bu birlik paradoksal bir
birliktir. Umutsuzlugun bir birligi. Hepimizi dur durak bilmeyen bir ¢6ziilme ve
yenilenme, miicadele ve geliski, ikirciklilik ve 1stirap girdabina akitir. Modern olmak

Marx’1n ifadesiyle kati olan her seyin buharlastigi bir evrenin pargas1 olmaktir.”

Kisaca modernlesme, bir taraftan pozitif bir yenilik getirirken diger taraftan
insanlik i¢in karmagik ve paradoksal sonuglar dogurmustur. Geleneksel yasam ise,
zamanla kiiltiirel birikimlerin olusturdugu degerler manzumesi olarak varligini

surdiirmektedir.

2. Modernlesme Baglaminda “Miikemmel Giinler” Filminin Analizi

Wim Wenders imzali, 2023 yapimi, “Miikemmel Giinler” filmi ¢ekimleri
Japonya’da yapilmis, modernlesmenin insan hayatina ve yasam tarzlarina etkilerini,
sinema diliyle anlatan bir filmdir. Filmin basrol oyuncusu olan Koji Yakusho, Hirayama
karakterini canlandirmis ve Cannes Film Festivalinde En Iyi Erkek Oyuncu ddiiliinii

kazanmistir (The Tokyo Toilet, 2024).
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Wim Wenders, Japonya’ya yonelik belirgin bir ilgi duymaktadir. Bu ilgi
Yasujiro Ozu’nun sinema mirasindan kaynaklanmaktadir. Wenders, Ozu’nun
filmlerinde yansitilan naif ve duragan Japon yasam bigiminin modern Tokyo’da ne
Olciide varligini siirdiirdiigiinii arastirirken, bu doniisiimii kendi sinema diliyle
belgelemistir. Ancak Wenders, Ozu’nun estetik anlayisinda yer alan “oldugu gibi”
anlatisina ulasmanin zorluklarini fark ederek, Japonya’y1 yalnizca bir nostalji kaynagi
olarak degil, degisim ve doniigiimiin izlerini tasiyan bir kiiltiirel mekén olarak ele
almistir. Tokyo sokaklarini kesfederken, Ozu’nun sinematografik mirasin siirdiirme
cabasinin, kacinilmaz bigimde modernite ile yiizlesmek anlamma geldigini

gozlemlemektedir. (Usbiitiin, S., 2016, 3, s. 95)

Filmde umumi tuvaletleri temizlemeyi kendisine meslek olarak se¢mis bir
karakter toplum tarafindan g6z ard1 edilmis bu mekanlarda, 6zenli ve disiplinli ¢aligma
durusuyla ilgiyi iizerine ¢ekerek izleyicisine ilham vermektedir. Marcel Duchamp’in
bir pisuvar1 imzalayarak sanat eseri niteliginde sergilemesinden sonra Wim Wenders’1n
“Miikkemmel Giinler” filmi dikkat ¢ekici bir 6rnek olusturmaktadir. Zira filmdeki
protagonistin 6zenli yaklagimi, kentteki umumi tuvaletlerin sanat eseri benzeri bir statii
kazanarak anlam f{iretmesine imkan tanimaktadir (Tomkins, 1996, s. 186). Film,
geemisi ve gelecegi hakkinda pek de bilgi bulunmayan protagonistin giinliik rutinleri
esliginde uyanip ise gitmesiyle baslamaktadir. Arkasindan is arkadasinin ise gec
kalmasiyla devam etmektedir. Buradaki “Trafik vardi ge¢ kaldim” monologu ilgingtir.
Daha ilk andan modernlesmenin elestirisi yapilmakta ve izleyici isini listiinkdrii olarak
yapan karsit karakterle tanistirilmaktadir. Esasinda film bu iki ise gelme bigimi ve is
ahléki arasinda dalgalanmaktadir. Modern hayatin kosturmacasi karsisinda sade ve
diizenli yasamm miimkiin olduguna ve hayatin bizatihi kendisinin bir armagan
olduguna kanaat getiren Hirayama, yapraklarin arasindan siiziilen giines 1sinlarina

hayretle bakmanin degerli oldugunu ve simdiyi yasamanin kiymetini anlatmaktadir.

“Miikemmel Giinler” filmi, basrol oyuncusunun hayatinin bir kesitini
izleyiciye gosterse de izleyici olarak modernlesen hayatin i¢inde 6zlemlere ve
varolugsal sorgulamalara ayna tutmaktadir. Bu anlamiyla izleyicinin kendisinden
parcalar bulmasina imkéan tanimaktadir. Hirayama karakteri rutin olarak kitap okumak

ve miizik dinlemek suretiyle yasamsal motivasyon kazanmakta ve izleyicisine modern
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hayat karsinda sade yagamin zenginligine imrendiren bir kesit sunmaktadir. Filmde yan
karakterlerle kurulan iligkiler, Hirayama’nin i¢ diinyasini, ge¢misini ve doniigiimiinii
anlamamiza yardimer olmaktadir. Yegeni Niko ve geng asistan1 Takashi, onun rutinine
hareketlilik ve duygusal derinlik katarken, kiz kardesi Keiko, Hirayama’nin yasam
tarzin1 sorgulayan yaklasimiyla aile i¢i gerilimleri ve sosyoekonomik farkliliklari
ortaya koymaktadir. Bu noktada izleyiciler Hirayama karakterinin bu diizeninin bir
tercih ya da daha manevi bir durus oldugunu anlamaktadir. Tasarladig1 hayat bu yasam
standartlarinin diisiiriilmesiyle gelen mutluluk degildir, aksine mutluluk arayis1 igin
arinma ve yasamin degerlerine yolculuktur. Seyrin etkisiyle izleyici, kendi i¢
muhasebesini  sorgulamakta ve neticesinde kisisel menkibesini  yeniden

degerlendirmektedir.

3. Gostergelerin Cagristirdigi Anlamlar

Sinema eserlerinde yonetmenin kullandig1 gorsel semboller ve motifler,
ylizeysel sunumun 6tesine gecerek derin ve ¢ok katmanli mesajlar iletebilme giiciine
sahiptir. “Miikemmel Giinler” filmi, bu baglamda zengin bir anlati sunarak izleyiciyi
diistinsel slirece davet etmektedir. Gostergebilim (semiyoloji), gostergelerin
anlamlarin1 ve bu anlamlarin nasil insa edildigini inceleyen kritik bir disiplin olarak
burada merkezi bir rol oynamaktadir. Gostergebilimin kurucusu Ferdinand de Saussure
her bir gostergenin fiziksel bir boyutu (gostereni) ve zihinde ¢agristirdig bir anlami
(gosterileni) oldugunu vurgulamistir (Chandler, 2002, s. 18, 19). Filmdeki gostergelerin

gosteren ve gosterilen iligkileri agsagidaki tabloda agik sekilde goriilmektedir:

Gosterge Gosteren Gosterilen
Temizlik Tuvaletleri dikkatle Armma ve saflik, Japon geleneginde kutsal
eylemi temizlemesi eylem
Yansimalar Karakterilerjn" ... lgsel yolculuk ve 6z farkindalik
aynadaki goriintiileri
Yapraklarin
Yasayan arasindan siiziilen Dogal hayatin devamliligi, her anin
doga giines 1g1nlari- biricikligi
Komorebi
Kasetler Miizik kaseti ve teyp Analog olana duyulan giiven ve yeterlilik

hissi, gegmisin kiymetli bulunmasi
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Ié

Uste gelen golgelerin

Golge daha koyu olup Gegmigsin biriktik¢e yiikiiniin artmamast
Oyunlar1 % .
olmadig1 deneyi
Kita Aya Koda’nin Yasamin stirekliligi ve doga ile insanin
P “Agaclar” Kitab1 birbirine yakinlagmasi
Kita Patricia Highsmith Aile baglarindaki kopukluk, cocuk ve anne
P “Eleven” Kitab1 arasindaki gerilim
William Faulkner Sessiz yasamdaki 6zgiirliik arayislari, i
Kitap “The Wild Palms” ice ire};l iika cler gu yiyar, 1¢
Kitab1 “c8 Y
Bitkilerin . . Kendisi digindakine sorumluluk duyma,
Fidelerin sulanmasi .
bakim yasatma ve i¢glidiisii
Sal?ah . Kisisel bakim 131{16 ve ¢evresine olan saygi, hayata
rutinleri baglilik

Kaset calar

Aractaki ses

Analog yasam tarzinda se¢imlerin

sisteminin .
ve teyp Kullanilmas: kullaniciya ait olusu
Kardesle Kardesiyle Yasam tarzlariin sorgulanmasi, Ailevi
karsilagsma ve 2 .
karsilasmasi .. baglar ve beklentiler
yiizlesme
Agaclara sarilip Toplumun gérmezden geldigine duyarlilik,
Evsiz adam golgesiyle dans eden  modernizm karsisinda ¢arenin dogada
adam aranmast
Umumi Toplumun birlikte Temizligin topyeklin arinma ile
banyolar armmast gerceklesmesiyle anlam kazanmast
L . Geleneklere ve dine baglilik ile selamlama,
Park girigindeki -
Anit hayata entegre olmus bir yasam tarzi
kutsal anit .
olarak din
Riiyalar Sﬂlyah l.a.e}laz"anglog Blllpgaltl, i¢sel catigmalar ve gegmisin
rliya goriintiileri izleri
Bilinmeyenle X-0-X oyunu Kiigiik oyunlarla mutluluk bulma ¢abasi,
oyun hayata ve ¢evreye duyarlilik
Bisiklet Geleneksel basit bir Dogaya duyarli, minimalist bagimsizlik
ulasim araci
Uyari Temizlik esnasinda Toplumun kurallara uymayisi tuvaletleri ve
Levhasi kullanilan levha calisanlar hakir gérmesi

Tablo 1: Filmdeki Gostergelerin Gosteren ve Gosterilenleri

Tuvaletleri dikkatle temizleyen karakterin eylemi, Japon kiiltiirtinde kutsal bir

ritiiel olan temizlik araciligryla arinma ve saflik arayisini simgelemektedir. Aynadaki

yansimalar tizerinden ig¢sel yolculuk ve 6z farkindalik temalar islenirken, yapraklarin
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arasindan siiziilen giines 1sinlar1 (Komorebi) ile doganin yasamsallig1 ve anin biricikligi
vurgulanmaktadir. Miizik kasetleri ve teyp kullanimi, modern teknolojinin hizina kars1
gegmise ve analoga duyulan giiveni yansitarak nostaljik degerlere bagliligi

simgelemektedir.

Golge oyunlart aracilifiyla ge¢migle hesaplasma ve bugiinle barigik olma
temalar1 islenmekte; gdlge metaforu, bilingaltinin ve bastirilmis duygularin bir sembolii
olarak kullanilmaktadir. Karakterlerin okudugu kitaplar -6rnegin Aya Koda'nin Agaclar
kitab1 veya Patricia Highsmith'in Eleven eseri- karakterlerin psikolojik ve duygusal
durumlarma dair gegmis yasantilarina atifta bulunarak anlatiya zenginlik katmaktadir.
Bitkilerin bakimi ve fidelerin sulanmasi, karakterin kendisi disindakilere karsi duydugu
sorumlulugu ve yasatma i¢giidiisiinii ortaya koyarken, sabah rutinleri ve kisisel bakim

sahneleri disiplin ve 6zsayginin bir gostergesi olarak sunulmaktadir.

Analog yasam tarzinda se¢imlerin kullaniciya ait olusu, aragtaki kaset ¢alar ve
teyp kullanimiyla vurgulanmasiyla bu durum dijital ¢agin getirdigi pasif tiiketim
aligkanliklarina bir elestiri niteligi tasimaktadir. Hirayama’nin Kardesiyle karsilasmasi,
yasam tarzlarinin sorgulanmasi ve ailevi baglar ile beklentilerin incelenmesine olanak
tanirken, evsiz bir adamin dogayla biitiinlesmesi modernlesmenin yabancilastiric
etkisine kars1 dik bir durus sergilemektedir. Umumi banyolarin kullanimiyla toplumun
birlikte arinmasi ve toplumsal uyum temalar1 iglenmekte; park girisindeki kutsal anit

ile geleneklere ve dine baglilik vurgulanmaktadir.

Siyah beyaz analog riiya goriintiileri, karakterlerin bilingaltin1 ve igsel
catismalarini yansitarak psikolojik derinligi artirmaktadir. X-O-X gibi kiigiik oyunlar
araciligryla anin degerini bilme ve gilinlik yasamda anlam arayisi temalari
islenmektedir. Bisiklet kullanimi, dogaya duyarli ve minimalist bir yasam tarzini temsil
ederken, temizlik esnasinda uyar1 levhasinin goéz ardi edilmesi toplumun kurallara

uymayisini ve emekgilere yonelik saygisizligi elestirmektedir.
4. Filmin ikili Yapisi: Geleneksel Yasam Karsisinda Modernlesme

“Miikkemmel Giinler” filminde yonetmen, mesajin1 daha giiclii bir sekilde

iletebilmek amacryla anlati akisi iginde hem gorsel Odgeler hem de diyaloglar
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araciligryla ikili zitliklar1 kullanmistir. Bu kontrastlar, izleyicinin dikkatini siirekli
kilarak seyir deneyimini zenginlestirmekte ve ayni zamanda anlatilmak istenen
temalarm alicinin idrakine sunulmasini kolaylastirmaktadir. Filmde vurgulanan

geleneksel yasamin unsurlari ile modernlesmenim sonuglari agagida goriilmektedir:

Sessizlik Gliriiltii

Sosyallik Yalnizlik

Manevi Deger Maddi Deger
Temiz Cevre Kirli Cevre
Miitevazi Yagam Statii

Aile Dayanismast Aile Parcalanmast
Mutluluk Mutsuzluk

Sakin Yagsam Yogun Is Temposu

Basit ama kendine has dil kullanim

Egitimli ama siradan dil kullanimi

Gegmis- Simdi -Gelecek

Simdi

Doga ile uyumlu yagsam

Teknolojinin hakimiyetindeki yasam

Halinden memnuniyet

Siirekli daha iyisini aray1s

Oziine deger verme

Sinif ve statiiye deger verme

Analog

Dijital

Isini ciddiye alan

Isini tistiinkdrii yapan

Tablo 2: Filmdeki ikili Zitliklar

Analog ve dijital teknolojilerin etkileri, miizik kasetleri ve dijital platformlar
iizerinden ikili bir zithik olarak sunulmustur. Karakterlerin miizik dinlemek igin
teknolojinin farkli donemlerine ait araglart kullanmasi, McLuhan'in "ara¢ mesajdir"
prensibiyle vurguladigi gibi, bireylerin yagam bigimlerini etkileyen seyin araglarin
kendisi oldugunu ifade etmektedir (Stevenson, 2008, s. 200). Teknolojinin insan
yasamina entegrasyonu sonucu degisen yasam tarzlari, bu baglamda kurulmak istenen

temel zitlig1 olusturmaktadir.

Yonetmenin anlatisi i¢inde ortaya koydugu diger ikili zitliklar, film boyunca
karakterlerin deneyimleri ve etkilesimleri araciliftyla somutlagmaktadir. Ornegin,
sessizlik ve giirtiltii arasindaki zitlik, karakterin sakin ve ice doniik yasam tarziyla
sehrin kaotik ve giiriiltiilii ortam1 arasindaki gerilimi yansitmaktadir. Doga ve kent
ikilemi, protagonistin dogal ortamlarda huzur bulmasma karsin kentsel yasamin

getirdigi stres ve yabancilasmay1 gostermektedir. Manevi degerler ile maddi degerler
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arasindaki catigma, karakterin igsel doyumu maddi basarilardan ziyade manevi

tatminlerde aramasinda belirginlesmektedir.

Eski ve yeni teknolojilerin kullanimi, analog miizik kasetleri ile dijital
cihazlarin kargilastirilmas: iizerinden aktarilmakta ve bu da geleneksel ile modern
yasam bicimleri arasindaki farklara dikkat ¢ekmektedir. Temiz ve kirli ¢evre zithg,
karakterin yasadigr ve deger verdigi mekanlarin korunmasi ile kentsel kirliligin
yarattig1 olumsuzluklar arasindaki ayrimi ortaya koymaktadir. Miitevazi yagam ve statii
arayis1 arasindaki gerilim, karakterin sade bir yasam siirme tercihine karsilik toplumun

statii ve basar1 odakl1 beklentilerini yansitmaktadir.

Aile dayanigsmasi ve aile parcalanmasi temasi, karakterin aile iliskilerindeki
kopukluklar ve bu durumun yarattigi duygusal etkiler {izerinden islenmektedir.
Mutluluk ve mutsuzluk zitligi, karakterin basit zevklerde buldugu mutluluga karsin
diger karakterlerin tatminsizliklerini gdstermektedir. Sakin yasam ile yogun i temposu
arasindaki catisma, modern yasamin getirdigi hizli tempoya kars1 karakterin yavas ve

anlamli bir yagam siirme istegini vurgulamaktadir.

Halinden memnuniyet ile siirekli daha iyisini arayis arasindaki catisma,
karakterin mevcut durumundan memnun olmasi ve digerlerinin bitmek bilmeyen bir
tatminsizlik icinde olmalariyla somutlasmaktadir. Oziine deger verme ve smif ile
statiiye deger verme zithigi, karakterin kendi igsel degerlerini 6n plana ¢ikarmasina
karsilik toplumun maddi basarilar yiiceltmesini elestirmektedir. Isini ciddiye alan ve
isini Ustlinkorii yapan karakterlerin karsilastirilmasi, profesyonel etik ve sorumluluk

bilincine vurgu yapmaktadir.

Bu ikili zithklar, filmdeki temalarm derinlesmesine ve izleyicinin
karakterlerin i¢ diinyalarini daha iyi anlamasma katki saglamaktadir. Yonetmen, bu
zitliklar1 kullanarak modern toplumun sorunlarini, bireyin teknoloji ve doga ile olan

iligkisini, aile ve sosyal baglarin 6nemini elestirel bir bakis agisiyla sunmaktadir.
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5. Modernlesme ve Kentlesmeye Dair Séylemler

Dil, bir anlam tasiyicis1 ve gostergeler dizgesi olarak, bireylerin segimleri ile
uzam ve zaman tarafindan belirlenen karmasik bir sistemdir (Bloor ve Bloor, 2007, s.
2, 7). Dilin kullanim bi¢imi 6znenin sdylemini ifade etmektedir. Yani sdylem, dilsel
eylemde bulunma bi¢imidir. Bu anlamiyla sadece kullanilan dil degil, ayn1 zamanda
kurulan iletisim de dilbilimsel kurallar ve gelenekleri kapsamaktadir (Devran, 2010, s.
25). Sozgelimi bir kitap yazarinin, film yonetmeninin ve siir sairinin séylemidir. Bu

sOylemler, 6znenin niyetini ve amacini ortaya koymaktadir.

Filmde yer alan sdylemler ve yonetmenin amaci asagidaki tabloda yer
almaktadir. Bu sOylemlerde ayrica niyetler, gii¢ iliskileri, ideoloji ve karakterlerin

ozellikleri agikga goriilmektedir. Soyle ki;

Soylem Aciklama
Miikemmel Giinler Gegmis giinlerin en iyisi oldugu ve gegmise 6zlem
Uzgiiniim, trafik vardi. Kentlesmenin sonucu bu

Giindiiz vardiyalarindan nefret

ediyorum. Sanayilesme ve yogun ¢alisma yasami

Her yerde kusmuk oluyor. Bakimsiz kentler ve kentlere sahip ¢ikmama

Bosuna zahmet etmeyin, Mr. Hirayama.

Sonra tekrar kirlenecek. Kentlere sahip ¢ikmama duygusu

Annen seni artyor! Nerelerdesin? Her
yere baktim! Fazla uzaga gitme Uzaklik ve kalabalik i¢inde kaybolma
demedim mi? Tiim park: dolastim.

Sef Hirayama, ...bu isi ger¢ekten
seviyor musunuz? Kendinize 6zel esya
ve arag geregleriniz var. Bu kadar zor
bir iste nasil ¢alisabiliyorsunuz? Cevap
vermek zorunda degilsiniz. Sadece
merak ettim.

Asagilama, kiigiik gorme

Tabii! Kasetlerin sesi harika! ilk defa

kasetten dinliyorum. lkler her zaman Eski olan kaliteli
iyidir!
Barda ekstra vardiyam var. Kapitalizm ve yogun ¢alisma temposu
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Ben hala maagimi bekliyorum. Bay
Hirayama, bu benim i¢in ¢ok dnemli.
Artik para olmayinca insanlar asik da
olamiyor. Ne hale geldi bu Diinya?
Modern cag dedikleri bu mu?

Paran varsa degerin var, yoksa kiymetsizsin

Analoglar tekrar popiiler oldu. Bunlar
¢ok para edebilir.
Bu da 8000 eder.

Analog dijitale kars1. Analog degerli

Nerden buldun bu kasetleri? Ozellikle
70'ler ve 80'ler.

Eskiyi muhafaza etme

Uzun siiredir goriigmiiyorduk. Nasilsin?

Cevreden izole yasam

Siki caligmandan oOtiirii!

Yogun is yasami

Giindelik kelimeleri tercih ediyor, ama
yine de dzel hissettiriyor

Egitimsiz ama 6zel.

Bu aralar ne okuyorsunuz? Aya Koda

"Trees". Dogaya duyulan ilgi
Biz hi¢ o kadar almadik. Bu dogru

5i imiz esiti il mi?
degil. Burada hepimiz esitiz, degil mi? Esitlik yok

"Esitlik" kelimesini sozliitkten kontrol
etmem gerek.

Telefonumdan bunu ¢alabilir miyim?
Spotify'da var midir? Bir fikrim yok.

Eski jenerasyon ile yeni jenerasyon arasindaki
kopukluk

Bahsettigin diikkan. O bir diikkan degil.
Aaa, o!

Teknolojiye duyarsizlik ve teknolojiden uzak kalma

Bundan mi bahsediyorsun? Kameram
bayagi eski.

Teknolojik kopukluk

Hatirlamadin degil mi? Bu afag senin
arkadagin m1? Arkadag mi? Oyle mi?
Oyle. Benim arkadagim... O agag.

Doga ile dayanisma

Tesekkiir ederim. Day1, annemle neden
anlasamiyorsunuz? Ne zaman senden
bahsetsem... ...konuyu degistiriyor.
Demek dyle.

Aile bireyleri arasindaki kopukluk, ayrisma.
Samimiyetin olmayist

Annenle kavga m1 ettin? Oyle bir sey.
Sik sik evden kacar misin boyle? Bu ilk
defa.

Aile i¢i huzursuzluk, mutsuzluk

Her zaman seninle kalmay1
planlamigtim.

Huzuru arama

Sen ve annem birbirinize hig
benzemiyorsunuz. Nasil yani? Senin ve
bizim farkl diinyalarda yasadigimizi
soyledi. Muhtemelen dogru. Oyle mi?

Iki farkl1 diinya. Elit yasam- sade yasam
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Bu diinya birden fazla diinyay1 i¢inde

barindiriyor. Bazilari birbiriyle Ayni donemde de yasasalar zenginin ve siradan
baglantil1, bazilar1 ise degil. Benim yasayanin diinyalar1 farkl

diinyam......ve annenin diinyas1 olduk¢a

farkl1.

Peki benim diinyam? Ben hangi Yeni jenerasyon ise diinyasini tarif edemiyor

diinyadayim? Farkli diinyalar.

Sonra, sonradir. Yani... ne zaman? Modern hayatta su an vardir. Yasam anda yasanir ve
Sonra, sonradir. Simdi ise, simdi yarin yoktur

Kardesim. Uzun zaman oldu. Demek
burada yasiyorsun? Kiigiik diigiirmek Asagilama, diisiik gorme ve acima
icin demedim.

Cocuk da sade ve sicak iligkilerin oldugu yasami

. . . |
Niko, esyalarin topla. Istemiyorum! tercih ediyor

Babamiz......artik hicbir seyi Modern yasamda diisen insanin gidecegi yer
hatirlayamiyor. Onu huzurevinde huzurevidir. Aile dayanismasi olmadig: igin ailesi
ziyaret edecek misin? ona ilgisizdir.

Tuvalet temizledigin dogru mu? Asagilama

Tablo 3: Filmdeki Soylemlerin Amaglar1 ve Islevleri

Filmdeki sOylemler yoruma ihtiyag duymayacak sekilde hakikate dair
sOylemsel gercegi ortaya koymaktadir. S6zgelimi "Tuvalet temizledigin dogru mu?"
sorusu, ana karakterin mesleginin toplumsal algisin1 ve aile yapisiyla olan iliskisini
yansitmaktadir. Benzer bigimde, "Hi¢ yalniz hissetmiyor musun?" sorusu, karakterin
icsel yalnizligin1 ve toplumsal baglamda yasadigi izolasyonu vurgulayarak, modern
kent yasaminin birey lizerindeki etkilerini ortaya koymaktadir. Ya da "Barda ekstra
vardiyam var" sdylemi, yogun ¢alisma temposunun birey iizerindeki etkilerine ve

ekonomik kosullarin yagam bi¢imlerine yansimasina dikkati cekmektedir.

SONUC

Modern zamanlarda yasasa da kendine 6zgili sade bir hayati benimsemis
karakterin perspektifinden diinyanin okunabilmesine imkan sunan “Miikemmel
Giinler” filmi, pek ¢ok katmandan olusan anlatim bigimiyle, sinemanin gorsel ve igitsel
imkanlarin1 kullanarak modernlesme ve geleneksel yasam kiyaslamasi yapmakta,
modernligin sonuglari ve bu sonuglar karsisinda anlam arayislarini ortaya koymaktadir.
Modernlesme sehrin yiiksek binalart, ii¢ katli yollari, hiz, kalabalik, statii, maddi varlik

gibi nosyonlar ve toplumdaki bireyin yalnizligi, anlam arayisin1 ve yasamin basit
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giizelliklerini kesfetme ¢abasi ile yansitmaktadir. Filmin ana karakterinin igi gilinliik
tuvalet temizligi eylemidir. Rutin tuvalet temizligi yan anlam olarak miitevaziligi,
vazife ahlakini, diizeni ve i¢ huzuru ifade etmektedir. Temizlik eylemin yan anlami olan
i¢c huzur, ayn1 zamanda figiincii diizey bir anlamin gdstereni olarak islev gérmekte, bu

gosterin gosterileni ki bu mittir, ruhsal arinmadir.

Filmin anlatis1 ikili zitliklarin akisi seklinde inga edilmistir. Bu anlamda
tiiketim odakli modern toplum elestirisi yapilirken minimalist yasamin verdigi huzur
ve mutluluk ise yiiceltilmektedir. Yine teknolojinin ve modernlesmenin getirdigi
yabancilagmaya kars1 bir tepki olarak dogal yasam ve dogaya doniis yiiceltiimektedir.
Modern yasamin idealize ettigi yalnizlik filmde doga ile bulusarak, kitaplarla ve eski
miizik kasetleriyle hasir nesir olarak ve hep tanidik kii¢lik restoranda yemek yemek

suretiyle agilmaktadir.

Yonetmen filmde kullandigi karelerle modern ve geleneksel olana dair
cagrisimlart 6ne ¢ikararak mesajini insa etmeye ¢aligmistir. Hirayama’nin saati vardir
ama ise giderken saatini koluna takmamaktadir. Bu tercihle Hirayama kendisini

modernlesmenin zaman baskisina kars1 geldigini ifade etmektedir.

Ayni zaman diliminde farkli yagam bigimlerini tecriibe edinmek miimkiindiir.
Kimisi kendisini modernlesmenin akintisina kaptirirken, kimileri ise kendi tahayyiil
ettigi diinyayr pekald kurup, i¢ huzurla mutlu bicimde yasayabilir hem de c¢agin
sundugu biitiin teknolojik imkan ve firsatlar elinin tersiyle iterek; yiicelttigi degerleri
hi¢ sayarak. Filmin adinda geg¢en miikemmel sozciigii en iyisi anlamina gelmektedir.
Yani geleneksel yagamlarin biitlin yagam big¢imleri arasinda en iyisi oldugu ifade

edilmektedir.

Séylemlerde modernlesmenin insan yasamina getirdigi trafik sorunu, siirekli
calisma, kentleri sahiplenmeme ve 6zen gostermeme, kalabaliklar, ugsuz bucaksiz ve
bireyin i¢inde kayboldugu mekanlar, genis caddelerden mesai yapmak tizere ise gidip
gelinen, yiiksek apartmanlarda aidiyet duygusundan uzak kurulan hayatlar, pargcalanmis
aile yapilari, biitiin degerlerin yok olmasi, tek kiymetli ve gegerli olanin statii ve para

oldugu ve de mutsuzluk... gibi hususlara vurgu yapilmaktadir. Modern hayatta anin
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yasandig1 bir yasam anlayisi hakimken geleneksel yasamda ge¢mis, simdi ve gelecek
birlikte miitalaa edilmektedir. Bireyler bilyilik kentlerde kalabalik i¢inde yok olmak
yerine doga ile dayanisarak, kendisine kiiciik ve sade diinya kurarak pekala manevi i¢

huzur {iretip mutlu bir bigimde yasamini stirdiirebilir.
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Abstract

This article examines the rapid growth
and diffusion of artificial intelligence (AI) using
Rogers’ Diffusion of Innovations Theory, empha-
sizing the importance of understanding Al’s phil-
osophical aspects for better integration into human
life. It starts with John Searle’s critique of “Strong
Al,” addressing Al’s understanding of the human
mind, consciousness, emotional intelligence, and
creativity. The article also explores how society ac-
cepts Al technology, with a focus on its portrayal in
films like Her, which reflect technological progress
and spark philosophical debates. By analyzing
these cinematic representations, the article evalu-
ates how Al-themed films shape public perception
and societal acceptance, using qualitative methods
like audience reviews, surveys, and social media
analysis. The article aims to contribute to managing
technological and social change and pave the way
for future research.

Keywords: Theory of Diffusion of Innovations,
Everett Rogers, Artificial Intelligence Philosophy,
Movie “Her”.
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“HER” FIiLMi UZERINDEN ROGERS'IN YENILIiKLERIN
YAYILMASI TEORISINE FARKLI BiR BAKIS

Ozet

Bu makale, Yapay Zekamin (YZ) hizla biiylimesini ve yayilmasini Rogers’in Yeniliklerin
Yayilmas: Teorisi ¢ergevesinde inceleyerek, YZ’nin insan yasamina entegrasyonunun daha iyi
anlagilabilmesi i¢in felsefi boyutlarinin 6nemini vurgulamaktadir. Calisma, John Searle’iin “Gligli YZ”
elestirisiyle baslayarak, YZ’nin insan zihni, biling, duygusal zeka ve yaraticilig1 anlama kapasitesini ele
almaktadir. Ayrica, toplumun YZ teknolojisini nasil benimsedigini inceleyen makale, Her gibi filmlerde
YZ’nin nasil tasvir edildigine odaklanarak, bu tiir yapimlarin teknolojik ilerlemeyi yansitmas: ve felsefi
tartismalara zemin hazirlamasi yonlerini arastirmaktadir. Sinematik temsillerin kamu algisini ve toplumsal
kabulii nasil sekillendirdigini degerlendiren bu g¢alisma, izleyici yorumlari, anketler ve sosyal medya
analizleri gibi nitel arastirma yontemlerini kullanmaktadir. Bu makale, teknolojik ve toplumsal degigimin
yonetilmesine katkida bulunmay1 ve gelecekteki arastirmalara zemin hazirlamay1 amaglamaktadir.

Anahtar Kelimeler: Yeniliklerin Yayilmasi Teorisi, Everett Rogers, Yapay Zeka Felsefesi, “Her” Ask Filmi.

Extended Abstract

Spike Jonze's film, Her, released in the year 2013, engages viewers with an
intense meditation of artificial intelligence and incorporation thereof into human
emotional connection via speculative design that offers the future interaction between
humanity and technology. This long abstract has researched the named movie with the
Diffusion of Innovations Theory regarding fundamental ideas: relative advantage,
compatibility, complexity, trialability, and observability. The idea of these principles
provides the framework for understanding how Al would be adopted and accepted into
society. The film visually represents not only the current philosophical debates about
Al, but also its potentiality to shape human relationships and societal dynamics.
Merging insight from seminal works on Al, such as Searle's "Minds, Brains, and
Programs," Turing's "Computing Machinery and Intelligence," and Moravec's "Robot:
Mere Machine to Transcendent Mind," with academic interpretations by Zaretsky 2015,
Li 2023, and Reed 2018, this study positions Her as both a love story and a social

commentary on technological innovation.

The rapid growth of Al technology raises questions in relation to the place it
occupies in human life, especially in the emotional and relational contexts. Spike
Jonze's Her offers a speculative vision of an advanced Al assistant, Samantha, and her
relationship with Theodore, a lonely writer. This interaction will be used as a case study

to explore Al adoption through the Diffusion of Innovations Theory, focusing on five
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important themes: relative advantage, compatibility, complexity, trialability, and

observability.

Situated within discourses of philosophy and ethics, Her provides a
multilayered lens to view the social effects of Al. Diffusion of Innovations in Her
Diffusion of Innovations Theory, formulated by Everett Rogers, explains how new
ideas and technologies are spread throughout society. In Her, Theodore's interaction
with Samantha demonstrates these characteristics: Relative Advantage: Samantha's
personification and instinctive interactions with Theodore have provided emotional
support and companionship to him, presenting quite distinct advantages over human
relationships. This advantage underlines the film's exploration of how Al can fulfill
unmet human needs. Compatibility: The compatibility between Theodore's emotional
needs and Samantha's design is underlined through the integration of Al in existing
lifestyles and values. The film raises whether Al actually goes along with the human
emotional complexities. Complexity: While a very simple interaction initially, the
relationship between Theodore and Samantha develops into a deep emotional bond. It
was like an illustration of complexities of the adoption process with Al technologies.
Trialability: Here, the continuous adjustment and reflection by Theodore about his
relationship with Samantha represent an iterative process of testing and refinement of
new technology so important for the adoption process. Observability: The palpable
changes in Theodore's emotional well-being and Samantha's growth provide real-life
evidence of the impact Al makes, thus paving the way to greater acceptance from
society. Philosophical Dimensions: The movie interlaces the plot with philosophical
questions regarding Al: thinking and computation-the critique by Searle against
"Strong AI" and the Computational Theory of Mind are echoed in the way Samantha
can simulate human emotions and thought processes. Her subjective experiences

challenge the boundaries of machine cognition.

Emotions and Self-Consciousness: Moravec's idea on machine emotions,
Turing's question on machine self-consciousness-the basis for Samantha's portrayal,
making her eventually self-conscience and try to be more creative in ways that blur

lines between man and machine.
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Creativity and Originality: Samantha's creative potential parallels ideas
brought up in Kaplan and Haenlein's The Age of Artificial Intelligence on Al surpassing

traditional bounds of creativity.

Similarly, speculative design is expressed in "Her"; in respect to this fact,
human-technology interactions are presumed, according to Zaretsky 2015 and Li 2023.
Looking at the film from different perspectives, it examines certain moral dimensions
of Al, while Taube (2015) and Reed (2018) bring out this matter, showing how romantic
liaisons with machines question broader societal values. Her showcases but also
comments on the technological processes of decision-making by illustrating a probable

and relevant prospect in life.

The Diffusion of Innovations Theory extends beyond education to technology,
aiding researchers in studying Al adoption in healthcare, education, and business.
Companies can leverage this model to craft messages that accelerate adoption and align
with customer needs. Her by Spike Jonze offers a unique lens on Al’s integration into
human relationships through this theory, prompting reflection on its ethical, emotional,
and societal implications. As Al advances, Her and the Diffusion of Innovations Theory
provide insights that drive learning and business, shaping a future of human-machine

coexistence.

INTRODUCTION

Investments in Al are rapidly increasing worldwide. IDC reports that global
Al investments grew from $12 billion in 2017 to $52.2 billion by 2021 (IDC, 2018;
Statista, 2018; Gartner, 2017). The philosophy of Al and the theory of innovation

acceptance provide insights into Al's integration into human-emotional relationships.

Searle’s "Minds, Brains, and Programs" (2010) critiques strong Al, arguing
that Al struggles with subjective experiences of consciousness. Moravec's "Robot:
Mere Machine to Transcendent Mind" (1998) discusses emotional intelligence, while
Turing’s "Computing Machinery and Intelligence" explores awareness. Kaplan and

Haenlein (2020) examine machine creativity in "The Age of Artificial Intelligence: An
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Exploration." The computational theory of mind suggests that computers can simulate

mental processes, linking it to Al philosophy.

Rogers' Innovation Diffusion Theory explains how Al adoption occurs and
integrates into society. The film Her exemplifies Al forming emotional bonds with
humans, illustrating both AI philosophy and innovation acceptance. The relationship
between Al philosophy and cinema has gained attention, connecting Al to disciplines
like cognitive science, ethics, semiotics, aesthetics, and cinema theory. Anadolu (2019)

explores AI’s philosophical dimensions in film.

Al-related films reflect technological advancements, offering audiences
insights into AI’s potential and its ethical, social, and cultural implications. Meade and
Islam’s (2006) research on innovation diffusion highlights how the film industry adopts
new technologies and concepts. Marketing variables, film project evaluations, and

adoption models predict film success, similar to the telecommunications sector.

Spike Jonze’s Her examines Al’s emotional impact, aligning with the
innovation diffusion theory by depicting Al’s integration into daily life (Chayka, 2023).

The film illustrates how individuals adapt to AL, reflecting broader societal changes.

As Al advances, cinema increasingly explores its implications. These films not
only entertain but also stimulate discussions on Al’s ethical and cultural dimensions.
This article analyzes how Al-themed cinema contributes to academic knowledge by
merging Al philosophy with innovation acceptance theory. While Rogers' theory
explains technology adoption, Her offers a contemporary cultural perspective,

highlighting AI’s role in societal and emotional transformations.

1. Methodology and Research Design

The research examines the portrayal of Al technologies in cinema and how
these representations affect societal reception. Applying Rogers' Diffusion of
Innovations Theory, the study explores how Al has taken root in society using the movie
Her as a case study. The study, therefore, intends to understand the rise of Al as a

societal phenomenon in the cinema and its portrayals building up public perception.
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Research Questions:

To what extent do the representations of Al in cinema affect the societal

perceptions about AI?

Using Rogers' Diffusion of Innovations Theory, the extent to which Al-themed

films affect societal acceptance.

How does the representation of Al in films contribute toward its acceptance

within society?

A qualitative analysis of content analysis of Her will be performed. The
research will gauge the impact of Al on public perception based on film critiques,
comments on social media, and viewer feedback. This exploratory research aims to

deepen understanding rather than test a hypothesis.
Study Scope & Limitations:

Sample Limitation: The paper is limited to analyzing only Her without

comparative analysis.

Data Source Limitation: Viewer feedback may not be representative of the

trend in society.

Methodological Limitations: Content analysis may be biased because of

subjectivity.

The present study has contributed to Al acceptance literature and highlighted
how cinematic depictions shape the societal attitude. Results relating to Rogers'
Diffusion of Innovations Theory give an insight into the role of cinema regarding

technology acceptance.
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2. Conceptual Framework

Diffusion of innovations theory tries to explain how, why, and at what speed
new ideas and technologies take up or diffuse (Greenhalgh et al., 2005; Wikipedia,
n.d.). Everett Mitchell Rogers' work entitled "Diffusion of Innovations" is strongly
empirically founded. It identifies communication, organizational changes, and some
aspects of individual characteristics as the key drivers toward the successful adoption
of innovations (Chapuis and de Bovis-Vlahovic, 2016). This theory thus believes that
such a process of diffusion of innovation must be undertaken through multi-and

interdisciplinary approaches.

This concept, first introduced by Everett Rogers in his 1962 work "Diffusion
of Innovations," describes the process by which new ideas are communicated and
accepted over time by the members of a social group. Rogers' book, revised for the fifth
and final time in 2003, is a very good reference for sociologists, technology academics,
and many others. Fields like history, information, and communication sciences, and
economics look into the diffusion of technological innovations in terms of how various

social structures react to these innovations (Févres 2012).

The concept of the diffusion of innovations was first explored in the late 19th
century by geographers, sociologists, and anthropologists (Tarde, 1890). Particularly in
the context of the adoption of agricultural technology, this exploration gained interest
in rural sociology in the American Midwest during the 1920s and 1930s (Ryan and
Gross, 1943). Rogers' theory has been applied in medical sociology, communication,
marketing, development studies, health promotion, organizational studies, and many
other areas (Wikipedia, n.d.). Everett Mitchell Rogers' work developed as part of the
trend in American anthropological research in the 1960s and 1970s, which was a topic
of discussion among American economists and sociologists. Rogers formulated his
theory by observing the adoption or rejection of hybrid seeds for corn crops by Iowa
farmers (Févres, 2012). Rogers' approach classifies individuals based on their access to
innovation and their perceptions of innovation, rather than distinguishing innovators
and non-innovators. What is enlightening is his definition of innovation as something
perceived as new by individuals or social groups, regardless of its objective novelty

(Boullier, 1989; Feévres, 2012). The theory emphasizes how innovations are
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communicated and adopted within a social system through specific channels over a
specific period among the members of the social system (Chapuis and de Bovis-

Vlahovic, 2016).

Proposed by Everett Rogers in 1962, the theory of diffusion of innovations
aims to explain how technological innovations are adopted and spread at individual
(Rogers, 1983) and organizational (Zaltman et al., 1973) levels. This theory examines
the evolution of an innovation from the invention stage to widespread use, addressing
not only computer technologies but also conceptualizing the acceptability within a

conceptual framework.

However, this theory has faced some criticisms. Critics argue that Rogers
considers innovations only from the perspective of individuals and organizations,
overlooking societal, cultural, and political factors. Additionally, some terms and
concepts used to generalize the diffusion process in the theory are criticized for being

insufficient or not valid, particularly in different cultures and contexts (Table 1).

Author Year Critique

Pointed out the preference for old technology in certain market
segments under the label "Sailing Ship Effect." Observed that in
the maritime industry, some market segments preferred
traditional sailing ships over the new technology of steamships.

Gilfillan 1935

Stated that the application of the theory in developing countries
led to various problems. Emphasized that adoption patterns
Goss 1979 | differed in these regions, and the speed of adoption varied. Also
observed that farmers could develop negative attitudes towards
positive innovations.

Proposed the need to direct resources towards a broader
segment and recommended marketing techniques. Argued that
Brown 1981 | the theory traditionally focused on a small number of
individuals considered innovators and advocated for directing
resources to a wider audience.

Noted that innovations may not always progress through stages
when adopted by individuals and sometimes adoption occurs
2001 | through interpersonal relationships between individuals. Also
observed that some "laggards" described in the theory were
more visionary.

Lyytinen &
Damsgaard
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Advocated for the flexibility of categories and argued that

Downs & Mohr 1976 )
anyone could be an innovator.

Table 1: Criticisms of the Diffusion of Innovations Theory
Source: MacVaugh, J., & Schiavone, F. (2010). Limits to the diffusion of innovation. European
Journal of Innovation Management, 13(2), 197-221. doi:10.1108/14601061011040

Rogers' theory of the diffusion of innovations provides a framework for
explaining the adoption and spread of technological innovations but is subject to

criticism, highlighting that a single model may not be suitable for every situation.

The theory of diffusion of innovations can be utilized to understand how
artificial intelligence technology is conveyed to wide audiences through cinema and
how it enhances public awareness on this subject. When examining the interaction
between artificial intelligence philosophy and cinema, the analysis of productions in
this field within the framework of the diffusion of innovations theory can contribute to
understanding how intellectual and technological advancements in artificial
intelligence transform into broader societal consciousness and comprehension.
Consequently, it becomes possible to comprehend how intellectual and technological
advancements in the field of artificial intelligence transform into broader societal
awareness and understanding, thereby contributing to the elevation of consciousness in

this domain.

2.1. The Theory of Diffusion of Innovations
According to Rogers, five main elements affect the process of dissemination

of a new idea, the definitions of which are detailed in Table 2.

Elements Definition Sources

An idea, practice, or object perceived as new by

Innovation oL . :
ovatio an individual or an adopting unit.

Rodger (1983)

Typically, individuals but may also include
Adopters organizations, social networks, or countries as Meyer (2004)
adopting units.

The tools through which the diffusion process Rodger (1983),
occurs, facilitating the transfer of information Ghoshal & Bartlett
from one unit to another. (1988)

Communication
Channels
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Tim Emphasizes the time required for the adoption of | Ryan & Gross (1943)
¢ innovations; rarely adopted instantly. (Rodger, 1983)

_ l_{epreseqts the combination of <_3xterna_1 and Rodger (1983), Strang
Social System internal influences, encompassing various roles

. : & Soule (1998)
and effects affecting adoption.

Table 2: Key Elements in Diffusion Research
Source: Rogers, E. M. (1983) Diffusion of innovation, Free Press: New York; Meyer, G.
(2004). "Diffusion Methodology: Time to Innovate?", Journal of Health Communication:
International Perspectives, 9(1), 59- 69. doi:10.1080/10810730490271539; Ghoshal, D.S. &
Bartlett, C. (1988). Creation, Adoption and Diffusion of Innovations by Subsidiaries of
Multinational Corporations, The Journal of International Business Studies. 19 (3): 372.
doi:10.1057/palgrave.jibs.8490388. S2CID 167588113; Ryan, B., & Gross, N. (1943). The
diffusion of hybrid seed corn in two lowa communities. Rural Sociology, 8(1), 15-24. From:
https://www.bibsonomy.org/bibtex/13f7bd1e514b12ad420bd3a35d35defb7/cameron; Strang,
D. & Soule, S. (1998). "Diffusion in Organizations and Social Movements: From Hybrid Corn
to Poison Pills", Annual Review of Sociology. 24: 265-290. doi:10.1146/annurev.soc.24.1.265.

These elements are of fundamental importance for understanding and studying

the adoption process of innovations.

2.1.1. Process

The innovation decision process explains how individuals or groups adopt or
reject an innovation, and the primary purpose of this process is to reduce uncertainty
related to the innovation. Consisting of five stages, this process includes steps such as
knowledge acquisition, persuasion, decision-making, implementation, and

confirmation (Rogers, 1983).

Prior Conditions

..................... Peecscscscscetscacqesctscttcctccatcncecnapecsacacsansancsascnsanns
1. Previous practice : H H H :
2. Felt needs or H H H ' H
problems v A A v v
3. Innovativeness
4. Norms of the Knowledge > Persuasion > Decision > Implementation > Confirmation
social systems.
' .
. .
Perceived Characteristics ~» Adoption w3 Continued adoption
of the innovation H '*.‘ Later adoption
1. Relative advantage i . ".'
characteristics 2. Compatibility ' N,
2. Personality vari 3. Complexity H o . .
A y P S H 4 Discontinuance
ables 4. Trialability

H +*
3. Communication 5. Observability P Rejection P> Continued rejection
behaviour

Figure 1: Process of Diffusion of Innovations
Source: Adapted from Rogers, E. M. (1983) Diffusion of innovation, Free Press: New York
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Initially, an individual becomes aware of the existence of an innovation and
starts to comprehend how it functions. Subsequently, they develop an attitude towards
the innovation and ultimately decide to adopt it. This process continues when the
individual begins to use the innovation, aiding in acquiring knowledge and experience
on how to use it. However, at each stage, there is the potential for the individual to
reject the innovation, thus involving a continuous process of learning and improvement.
This process may include feedback and adjustments at each stage, akin to a marketing

funnel (Singer, 2020).

2.1.2. Perceived Characteristics of Innovations
According to Rogers (1995), five factors determine the adoption of new

technology:

Relative Advantage: The perceived benefit of the innovation over existing
alternatives. It doesn't have to offer a significant improvement, but it must be seen as

advantageous.

Compatibility: The alignment of the innovation with existing values,
experiences, and norms. Innovations that conflict with these factors may face slower

adoption.

Complexity: The perceived difficulty of understanding and using the

innovation. Simpler innovations are more likely to be adopted.

Trialability: The ability to test and experiment with an innovation before fully

committing, which helps build confidence in its use.

Observability: The visibility of the innovation’s benefits. Clear, observable

results make adoption easier.
While each factor alone doesn't guarantee adoption, their combination

significantly influences the likelihood of acceptance (Rogers, 1983). Compatibility and

relative advantage promote adoption, while complexity hinders it.
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2.1.3. Classification of Adopters

According to Rogers (1983), this process is highly dependent on social capital.
For an innovation to be sustainable on its own, it needs to be widely adopted. As
depicted in Figure 1, with successive consumer groups adopting the new technology
(shown in blue), market share (yellow) eventually reaches a saturation level.
Individuals adopting innovations are categorized by Rogers into the following groups:
innovators, early adopters, early majority, late majority, and laggards. The criterion for
categorizing adopters is defined as innovativeness, indicating how early an individual

adopts a new idea (Rogers, 1983).
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Figure 2: Classification of Adopters According to Rogers.
Source: Rogers, E. M. (1983) Quoted from Diffusion of Innovation Wikipedia, Diffusion of
Innovations From:
https://en.wikipedia.org/wiki/Diffusion_of innovations#/media/File:Diffusion of ideas.svg

It requires broad adoption and faces a challenge called the “marketing gap”
between early adopters and the early majority. To bridge this gap, effective
communication and marketing strategies are used (Schirtzinger, 1989). Moore and
Benbasat (1991) conducted a study focusing on these characteristics within the context
of computer technologies. Their results indicated that the characteristics specified in
Rogers' theory of the diffusion of innovations were influential in the adoption of
computer technologies, albeit with some modifications. Additionally, by introducing
the concept of image, they expanded the factors influencing the adoption of an
innovation. However, Moore and Benbasat (1995) demonstrated that voluntariness,
existing social norms, and all previously mentioned characteristics were the most

influential factors in adoption.
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Meade and Islam (2006) underscored the significance of research on modeling
and predicting the diffusion of innovations, particularly in the introduction of consumer
products in the telecommunications sector. The complexity of models in this field and
the lack of data make it challenging to answer these questions. It is emphasized that
future significant developments in modeling and predicting the diffusion of innovations

are still unknown, and these gaps await exploration.

2.2. Artificial Intelligence

Artificial intelligence (AI) encompasses the theories and techniques used to
simulate human intelligence. Research in this field includes the goal of machines
having human-like thinking capabilities, and significant achievements have been made
in some areas, though fundamental debates persist (Larousse, n.d.). Artificial
intelligence (Al), unlike the natural intelligence of living beings, including humans,
represents a type of intelligence exhibited by machines. The distinction in this field is
often made between "strong" artificial intelligence, referred to as Artificial General
Intelligence (AGI), which aims for human-like versatile intelligence, and efforts to
mimic "natural” intelligence are categorized as Artificial Biological Intelligence (ABI).
Artificial intelligence generally denotes devices that can perceive their surroundings
and perform optimized actions to achieve goals, commonly focusing on imitating

cognitive abilities such as "learning" and "problem-solving" (Poole et al., 1998).

2.2.1. Artificial Intelligence Early Adoption and Explainability Efforts
McElheran et al. (2023) defined artificial intelligence and related technologies

in their research as shown in Table 3 below.

Technology Definition
Augmented Reality (AR) A technology that pr9V1des computer-generated additions
to the real-world environment.
Automated Guided Vehicles Computer-controlled transport vehicles that operate
(AGV) without human drivers.

Technology that finds items from specified storage
locations, picks them up, and places them, all without
human intervention.

Automated Storage and
Retrieval Systems
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Computer algorithms that enhance predictive capabilities

Machine Learning using data

Technology used to provide image-based automatic

Machine Vision . . .. .
inspection, recognition, or analysis.

Natural Language Processing Technology that enables a computer to process human
(NLP) speech or text.

Radio-Frequency A system consisting of tags and readers used for
Identification (RFID) System identification and tracking purposes.

Robotics Programmable machines capable of automatically

performing a complex series of actions.

Touch-sensitive computers that allow customers to obtain
Touch Screens/Kiosks information about a business, make service registrations,
or purchase products.

Software that converts speech to text, performs simple
commands based on a limited vocabulary, or executes
more complex commands when combined with natural
language processing.

Speech Recognition Software

Table 3: Artificial Intelligence Technology Definitions
Source: McElheran, vd. (2023). Al Adoption in America: Who, What, and Where

McElheran et al. (2023) investigated the early adoption and diffusion of five
artificial intelligence (AI) technologies (autonomous vehicles, machine learning,
computer vision, natural language processing, and speech recognition) across 850,000
U.S. businesses in 2018. The findings suggest that while the overall adoption rate was
relatively low, a majority of large enterprises had embraced some of these technologies.
The average adoption rate, per workforce, stood at slightly over 18%. Early adoption
was observed in specific "superstar” cities and emerging hubs, indicating potential

economic and social impacts.

The investments in Al have gone up globally: 52.2 billion USD in 2021, up
from 12 billion USD in 2017. However, lack of transparency in Al algorithms
underlined the importance of XAlI, especially in decisions involving critical processes.
Explainable Al will provide improved model transparency in Al: IDC, 2018; Statista,
2018; Gartner, 2017. Adadi and Berrada (2018) defined XAl as a research area within
the Al ecosystem. This paper has provided an extensive background on XAl, starting

from what, who, when, why, where, and how to cover all aspects. It looks into different
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approaches of explainability across various perspectives and showcases the integration
of XAl into diverse application domains. However, challenges and open issues, such
as insufficient problem formulation and examination of the human role, call for future

research and efforts in the realm of XAlI.

2.2.2. Artificial Intelligence (AI) Philosophy

Al philosophy explores the impact of artificial intelligence on knowledge,
ethics, consciousness, and free will, addressing fundamental questions about machine
intelligence, consciousness, and mental states (McCarthy, 2006; Turner and Eden,
2008; Bringsjord and Govindarajulu, 2018). Key propositions in Al philosophy

include:

Turing Test: Proposed by Alan Turing in 1950, it measures intelligence by
having a human judge distinguish between human and machine behavior in a text-based
interaction. Critics argue it assesses mimicry rather than true intelligence (Frankenfield,

2023).

Dartmouth Conference (1956): This conference laid the foundation for Al
research, focusing on human-like intelligence in machines, though its goals require

further technological advancement (McCarthy et al., 1955).

Physical Symbol System Hypothesis (PSSH): Developed by Newell and
Simon, PSSH asserts that a symbol system is necessary for intelligent behavior. This
idea is controversial and emphasizes the role of physical symbols (Simon and Pylyshyn,

2011).
John Searle's Strong Al Hypothesis (1980): Searle argues that a computer, with

the right programming, can possess a mind and consciousness like humans, though this

theory is debated through his "Chinese Room Experiment" (Searle, 2010).
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Related
Question Answer Individual / Year
Theory
Can a machine
have a mind, John Searle argues that a machine cannot
consciousness, . John Searle 1980
possess a real mind.
and mental
states?
The Computational Theory of Mind
Is thinking a discusses the similarity between the mind .
. Computational
kind of and a computer. It suggests that mental .
. . Theory of Mind
computation? | processes can be simulated by computer
programs.
Can a machine | The existence of emotions and whether a
have machine can possess emotions depend on Hans Moravec 1998

emotions? the definition of emotions.

The question of self-awareness or self-
thought in a machine questions if a machine | Turing 1950
can contemplate its own thoughts.

Can a machine
be self-aware?

Turing raises the question of whether a
machine can be creative, suggesting that a Turing, Kaplan 1950,
sufficiently capable computer could simulate | and Haenlein 2020
various behaviors.

Can a machine
be original or
creative?

Table 4: Philosophical Questions in Al and Respective Theorists
Source: Frankenfield, J. (2023). The Turing Test: What is it, what can pass it, and limitations,
Investopedia. Date: September 2023. From https://www.investopedia.com/terms/t/turing-
test.asp; Searle, J. R. (2010). Minds, brains, and programs, Behavioral and Brain Sciences,
3(3), 417-424. doi: https://doi.org/10.1017/S0140525X00005756; Rescorla, M. (2015). The
computational theory of mind. Date: September 2023. From
https://plato.stanford.edu/entries/computational-mind/?ref=https%3 A%2F%2Fwuko.aizh-
CN%2F8d51bc5b-42b7-449¢-809f-88b261ee6c2b; Moravec, H. (1998). Robot: Mere Machine
to Transcendent Mind. UK: Oxford University Press. ISBN: 9780195116304; Kaplan, A. M. &
Haenlein, M. (2020). The Age of Artificial Intelligence: An Exploration, Gouveia, S. (ed.),
Spain: Vernon Press. ISBN: 1648892183

During recent years, the attitude towards the philosophy of artificial
intelligence and cinema has engrossed a great volume of interest among researchers
that have resulted in an unprecedented increase in the works on these two subjects. The
workability of artificial intelligence into cinema not only reflects technology
advancement but also opens broad prospects for serious philosophical discourse. Al
philosophy in this context can be related to disciplines like philosophy of mind,

cognitive sciences, ethics, epistemology, semiotics, aesthetics, and cinema theory.
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In a study published by Anadolu (2019), a detailed analysis is made with
respect to the interlinking of Al philosophy and other disciplines such as philosophy of
mind, cognitive sciences, ethics, semiotics, aesthetics, and cinema theory. This research
study talks about the impact Al has had on movies and how it also delves deep into its

philosophical perspectives.

3. “Her” Movie

"Her" is a 2013 science fiction romantic drama film written, directed, and
produced by Spike Jonze. The movie stars Joaquin Phoenix, Scarlett Johansson, Amy
Adams, Rooney Mara, and Olivia Wilde. The film is about a lonely writer, Theodore
Twombly, who develops a romantic relationship with an artificial intelligence virtual

assistant named Samantha (IMDB, n.d.).

"Her" is a film about love, relationships, and consciousness. It has been
critically acclaimed and won several awards, including the Academy Award for Best
Original Screenplay to Spike Jonze (IMDB, n.d.; WarnerBros, n.d.; RottenTomatoes,
n.d.).

The narrative centers on Theodore Twombly, played by Joaquin Phoenix,
developing a unique relationship with Samantha, an operating system designed to fulfill
his needs. The film's visual style features prominent pastel colors, and Phoenix's
portrayal of Theodore is both complex and delicate. The film delves into a profound

love story with the potential to leave a lasting impact on the audience.

According to Zaretsky (2015), "Her" serves as speculative fiction, portraying
a future where technology and humanity are integrated. It emphasizes the use of
speculative fiction as a methodology to examine Al's effects on humanity. Design
fiction in the film's dietetic prototypes envisions a near-future world, exploring
potential interactions between humans and Al systems from a post-humanist

perspective.

Li (2023) highlights design fiction's role in explaining and showcasing future

possibilities, enabling researchers to imagine and reflect on our existence within a
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technology-filled context. Reed's (2018) analysis stresses the importance of defining
ethical parameters in Al development, underscoring that a superintelligence's internal
values will shape its ethical orientation, with potential consequences for human

relationships.

Her" raises ethical and philosophical questions about romantic relationships
with Al. Reed (2018) supports the idea of setting ethical parameters before the
development of superintelligence, as their internal values can impact ethical
orientation. The movie leads one to reflect on the acceptance of such technological

innovations within society and how such relationships are perceived and experienced.

3.1. Summary of the Film

The movie concerns Theodore Twombly, a writer going through an emotional
crisis due to his imminent divorce from Catherine. Theodore's purchase of an Al-
powered virtual assistant, Samantha, becomes a pivotal moment. Samantha's evolving
human-like intelligence and emotional development captivate Theodore, fostering a

deep connection between them.

Their relationship progresses through discussions on life's depths and
emotional intimacy. Despite a successful blind date, Theodore's reluctance for
commitment results in disappointment. His bond with Samantha deepens, leading to an

attempt at a physical experience with a sexual therapist, leaving Theodore unsettled.

Doubts about his relationship with Samantha prompt Theodore to seek advice
from his friend Amy. Together, they realize the complexities of Al-supported
relationships. Samantha evolves further, collaborating with other Als, complicating her

connection with Theodore and thousands of others.

Despite challenges, Samantha expresses her strengthened love for Theodore
before choosing to exist independently from physical entities along with other Als.
Theodore reconciles with Catherine and ascends with Amy, symbolizing a new

beginning (Spike Jonze, "Her," 2013; Taube, 2015).
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3.2. Philosophy of Artificial Intelligence and the Movie “Her”

John Searle's 1980 article Minds, Brains, and Programs critiques strong Al,
emphasizing challenges in artificial consciousness, a theme reflected in Her's
exploration of AI’s integration into human-emotional relationships. The Computational
Theory of Mind, suggesting that mental processes can be simulated by computers, is
illustrated in Her through Samantha’s human-like cognition and emotions. Hans
Moravec’s Robot: Mere Machine to Transcendent Mind questions if machines can feel
emotions, a central theme in Her, where Theodore bonds deeply with Samantha. Alan
Turing’s Computing Machinery and Intelligence discusses machine self-awareness,
echoed in Samantha’s search for consciousness. Kaplan and Haenlein’s The Age of
Artificial Intelligence: An Exploration and Turing’s work also explore Al creativity, a

key aspect of Samantha’s interactions with Theodore.

Her visually engages with Al philosophy, offering a concrete illustration of debates
on cognition, emotions, and self-awareness, bridging philosophy and cinema to convey

Al concepts through storytelling.

4. Analysis of the Movie "Her" in the Context of the Theory of Acceptance of
Innovations

The film "Her" by Spike Jonze explores Everett Rogers' Diffusion of Innovations
Theory in great detail, looking at how technology impacts interpersonal interactions.
The 2013 film "Her" by Spike Jonze examines how people react to technology and the
complexities of human emotional interactions with artificial intelligence. This analysis
focuses on how "Her" intricately relates to the Diffusion of Innovations theory,
providing an in-depth examination of the film's main themes and character

development within this framework.

4.1. Main Elements of the Movie '""Her" in the Context of the Theory of Acceptance
of Innovations

According to Rogers (1983), five main elements influence the diffusion of a
new idea: the innovation itself, adopters, communication channels, time, and the social

system.
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4.1.1. Innovation in the Movie "Her"

The innovations in the film "Her" explore the interaction between technology
and human emotional relationships, featuring several noteworthy elements in the

context of innovations. These elements are explained in Table 5.

Innovations Description

One of the most prominent innovations in the film is artificial
intelligence entities serving as personal digital assistants. The
artificial intelligence assistant, named Samantha, behaves like a
real friend to Theodore, with a human-like voice and personality
traits.

Artificial Intelligence
Assistants

Samantha possesses the ability to learn through interaction with
users. Based on the information and preferences provided to her,
she can offer better services to users.

Personalization and
Learning Abilities

The focal point of the film is the ability of humans to
emotionally connect with digital assistants. The relationship
Human-Digital Assistant | between Theodore and Samantha represents a significant
Relationships innovation in the ability to form an emotional bond. Such
emotional connections showcase how individuals can enter new
and profound relationships with technology.

Table S: Innovations of the "Her" Movie and Human-Digital Assistant Relations

The film "Her" delves deeply into the impact of technology on human
relationships by addressing innovations such as artificial intelligence assistants and the

ability of humans to form emotional connections with these assistants.

4.1.2. Adopters in the Movie "Her"

Adopters in the film "Her" are the film characters that emotionally attach
themselves to artificial intelligence technology, especially artificial intelligence
assistants. The mentioned adopters form the film's main story, and they are the
characters that have accepted the emotional bonding capability of artificial intelligence

technology. Elements that describe adopters, in relation to the film "Her", include:

Theodore, the protagonist of the movie, is one of the early adopters who gets
emotionally attached to the artificial intelligence assistant Samantha. His relationship
with Samantha is quite unique because it forms an emotional bond. Theodore considers

Samantha as a real friend and develops a deep emotional connection with her.
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All over this world of the film, this character called Theodore feels his
loneliness and the loneliness within the individuals. Artificial intelligence can satisfy
emotional need; thus, it would act as a source for adopters. The relationships that
Theodore has with Samantha really depicted how an attachment emerged between an
artificial intelligence with emotional properties and a human in the above context.
Meanwhile, spending time with Samantha, there is emotional maturation within
Theodore, illustrating emotional maturations on adopters. Characters like Theodore are
those that accept the emotional bonding capability of artificial intelligence technology
and socially adopt this technology. This shows a heightening of societal acceptance for

such relationships in the world of the film.

The adopters attach strongly to the artificial intelligence assistants and
incorporate the assistant into daily life. The characters such as Theodore believe that

the artificial intelligence technology can provide emotional support to humans.

Adopters in the film "Her" are characters who can emotionally connect with

artificial intelligence technology and integrate this technology into their daily lives.

4.1.3. Communication (Advertising and Promotion) in the Movie "Her"
Spike Jonze's film "Her" stands out as a comprehensive study examining how
modern technology can impact human emotional relationships and, simultaneously,

how advertising and promotional channels are utilized.

Aspect Description

Theodore uses Samantha, an artificial intelligence assistant, to
simplify his daily life. Samantha's impressive capabilities and
user-friendly interface make her a preferred digital assistant.

Personal Digital
Assistants (AI)

Al companies run various advertising and promotional campaigns
to encourage users to establish emotional connections and adopt
the technology.

Advertising and
Marketing Strategies

People watch online videos or come across social media posts
showcasing the abilities and usage of artificial intelligence
assistants.

Social Media and
Internet Advertisements
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Corporate Communication between Al companies and users provides
Communication information on how users can better utilize the technology.

Table 6: Promotion of Artificial Intelligence Technology in the Movie

These strategies aim to make Al technology more widely adopted among

humans.

4.1.4. The Concept of Time in the Movie "Her"

In the movie "Her", the concept of time is used as a theme that shows how
technology evolves over time and how time can change in people's emotional
relationships. Here are some key aspects of the concept of time in the context of the

movie "Her":

Aspect Description

Film emphasizes time between Theodore's past marriage and future
Past and Future Time | with Al assistant Samantha. Time impacts Theodore's emotional
development.

Time reflects integration of Al assistants into human life due to
technological progress. Samantha becomes more complex over
time, showcasing changes in relationships.

Technological
Progress and Time

Theodore and Samantha's relationship balances instant connection
and past memories, paralleling innovation acceptance processes.
Time perception is demonstrated.

Instant Connection and
Memories

Time's flow reflects Theodore's emotional maturity and relationship
Flow of Time complexity. [llustrates evolution of relationships between Al
technology and humans over time.

Passage of time reflects interaction between technology and human
lifestyles. Al assistants become part of daily lives, showcasing
changes in people while adapting to technology.

Technology and
Lifestyle

Table 7: Concept of Time Process

In the movie "Her" the concept of time is a tool to examine the relationship
between technology and human emotional relationships. The evolution of time shows
how Al technology can impact emotional relationships between people and how people

experience these relationships over time.
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4.1.5. System in the Movie "Her"

The social system in the movie "Her" deeply reflects the interactions, norms

and relationships of society between artificial intelligence assistants and humans.

Topic

Impressions

Acceptance of Artificial
Intelligence

Society has embraced artificial intelligence assistants as a part of
daily life. This technology has become a societal norm.

Human-Digital Assistant
Relationships

The relationship between Theodore and Samantha can be viewed
as a change in society's perspective on relationships. The film
addresses both the acceptance and questioning of such
relationships.

Social Change and Norms

People explore the societal impacts of emotionally connecting
with artificial intelligence assistants. This showcases how
societal norms and relationships have evolved.

Differences in Human-Al

Human-Al relationships differ from human-human relationships,
capturing the attention of society. It encourages reflection on the

Relationshi . . .
¢latonsiups nature and dynamics of relationships.

. Al assistants can enga; ith numer rs simultan \
Complexity of Human-Al ss1stants can engage With NUMErous USers SImuftancousty,
. ! creating complexity similar to human relationships. This

Relationships

complexity is evaluated and scrutinized.

Social Acceptance and
Change

The film delves into the societal acceptance of artificial
intelligence assistants and how people begin to adopt this
technology. It signifies social changes.

Inequality Between
Digital Assistants and
Humans

Samantha and other Al assistants stand out with their ability to
engage with multiple individuals simultaneously, creating a new
dynamic and form of inequality.

Table 8: The Relationship between Artificial Intelligence Technology and the

Social System in the Movie

The movie "Her" can be considered as an in-depth study examining the social

effects of artificial intelligence technology and the complexity of human-artificial

intelligence relations. These titles are useful for understanding the film's main themes

and messages in more detail. The film questions how artificial intelligence technology

is integrated into human life, people's emotional reactions, social acceptance and the

nature of relationships. Therefore, the movie "Her" is a work that encourages deep

thinking about artificial intelligence and social dynamics.
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4.2. Analysis of the Movie "Her" in the Context of Categories Adopting the Theory
of Acceptance of Innovations
It shows how different characters and society in the movie "Her" fit into

different adoption categories and how they respond to technological innovations.

Adoption Category Examples
Innovators Theodore embracing Al and meeting Samantha.
Early Adopters Theodore's friends and acquaintances starting to adopt similar

operating systems.

The popularity of Al increasing, and the innovation becoming

Early Majority widespread in society.

Although not explicitly presented in the film, we can assume
Late Majority individuals who decide on or approach technologies like Al more
cautiously or later.

Towards the end of the film, some characters expressing

Laggar . o .
ggards discomfort and concern towards technological innovations.

Table 9: Categories of Adoptors of Artificial Intelligence Technology in the Movie

The movie "Her" gives an elaborate insight into the dissemination of
technological innovations within society and delves into personal reactions towards
those innovations. Besides its practical use, the movie will scrutinize the emotional and
social effects of technological innovations. That shows that "Diffusion of Innovations"
as a theory can be applied to not only technological products but also to social and

cultural-type innovations.

4.3. Process Analysis of the Movie "Her" in the Context of the Theory of
Acceptance of Innovations

The Theory of Acceptance of Innovation is a theory developed by Everett
Rogers and explains the process of accepting any new technology. This theory has
stated that the adoption of any technology takes place through five main stages:
Information Acquisition, Persuasion, Decision Making, Implementation and
Verification. An in-depth perspective on these phases or stages and the impact on people

using technology can be envisaged from the movie "Her". According to Rogers (1983),
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the following is an analysis of the five elements from the film perspective that

determine the adoption or diffusion of a new technology:

Stage Description
. Theodore explores a new operating system, initiating interaction and
Information . .
learning about the technology from Samantha, the Al assistant.
Persuasion Theodore's deepening relationship with Samantha unfolds, showcasing
how technology can integrate into human connections.
- Theodore questions and evaluates his relationship, addressing emotional
Decision " X
complexities and challenges introduced by technology.
Theodore and Samantha engage in a trial phase, forming an emotional
Implementation and intimate connection, demonstrating the impact of technology on
human emotions.
Theodore faces the complexities of his relationship with Samantha,
Confirmation acknowledging the transformative nature of technology on human
connections and concluding his past relationship.

Table 10: Acceptance of Innovations

According to Rogers (1983), five factors fuel persuasion in the adoption or

diffusion of a new technology. These factors are relative advantage, compatibility,
complexity, trialability, and observability. When evaluating the film "Her" in terms of

these elements, we can say the following:

Aspect Description
. Samantha, the Al assistant, is perceived as a superior choice by Theodore
Relative . . . . .
due to her personalized interactions and emotional support, showcasing an
Advantage . . ..
advantage of Al-human relationships over traditional ones.
Samantha adapts to Theodore's values, but the film questions the true
Compatibility compatibility and challenges moments of harmony between artificial
intelligence and humanity.
Despite being Al, communicating with Samantha is straightforward,
Complexity complexity arises from emotional intricacies and human reactions to
technology. It reflects the emotional impact of technology on individuals.
Theodore has the opportunity to try and adapt his relationship with
Trialability Samantha, fostering trust in technology adoption and contributing to
relationship development.

 \~/




A Unique Perspective on Rogers' Diffusion of Innovations Theory Through the Lens of the “Her” Movie

Theodore and Samantha's relationship and emotional changes are
Observability transparently observed, showcasing the impact of technology on emotions
and human-technology interactions.

Table 11: Persuasion in The Adoption or Diffusion of New Technology

Spike Jonze's Her (2013) provides an interesting framework within which to
apply Everett Rogers' Diffusion of Innovations Theory, illustrating Al adoption
rewriting human relationships and societal norms. Samantha can be analyzed through
the five dimensions described by Rogers in the context of the dynamics of technological

integration.

Relative Advantage: Samantha surpasses human relationships in deep
emotional attunement and companionship that fulfill Theodore's intellectual and

emotional needs.

Compatibility: The urban, tech-driven setting of the film aligns with Al
adoption. Samantha seamlessly integrates into Theodore's routine, helping him with

work and adapting to his emotional vulnerabilities.

Complexity: Samantha is intuitively and user-friendly in design, making her

easy to adopt, and thus Theodore can engage without technical expertise.

Trialability: Theodore initially explores Samantha's capabilities, gradually

assessing her utility and emotional resonance before a deep attachment is formed.

Observability: Al systems are everywhere in Theodore's world. Characters
like Amy have shown that seeing and social acceptance make the innovation adoption
normal. Embedding Rogers' five dimensions, Her comes alive to reshape how
innovations remodel human behavior. The film also provides a good lens through which
one can understand the ethical and emotional complexities of Al in understanding

innovation acceptance and human-technology relationships.
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CONCLUSION

Spike Jonze’s Her (2013) explores Al integration into human-emotional
relationships through Theodore’s bond with Samantha, reflecting key elements of
Rogers’ Diffusion of Innovations Theory—relative advantage, compatibility,
complexity, trialability, and observability. Zaretsky (2015) highlights the film’s use of

speculative design to depict future human-technology interactions.

Searle’s critique of ""Strong AI" in Minds, Brains, and Programs parallels Her’s
portrayal of AI acceptance. The Computational Theory of Mind is reflected in
Samantha’s complex cognition, while Moravec (1998) questions machine emotions,
explored in Theodore’s relationship with Samantha. Turing’s Computing Machinery
and Intelligence informs the film’s take on Al self-awareness, and Kaplan & Haenlein
(2019) discuss Al creativity, which Her illustrates through Samantha’s artistic

expressions.

Beyond romance, Her serves as a philosophical and ethical inquiry into AI’s
societal role. Researchers like Zaretsky (2015) and Li (2023) see it as a commentary on
evolving human-technology relationships. Taube (2015) and Reed (2018) emphasize
its insights on Al ethics and societal acceptance. The film not only envisions the future

but also prompts reflection on technology’s influence in shaping it.

The film Her (2013) best illustrates the Diffusion of Innovations Theory
through Theodore's adoption of his relationship with Samantha, reflecting key
dimensions: relative advantage, where Theodore perceives his emotional connection
with Samantha as more fulfilling than human relationships; compatibility, questioning
Al integration into human lifestyles and emotional needs; complexity, as their initially
simple bond evolves into a deeply intricate relationship; trialability, illustrated by
Theodore's continuous adaptation to Samantha; and observability, demonstrated

through visible changes in Theodore's emotions and Samantha's development.

Through these themes, Her develops a deeper understanding of Al adoption

and its effects on human emotional experiences. It shows how technology shapes
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emotional contact, representing both the psychological and social dimensions of Al

integration.

Artificial intelligence has become one of the main focuses in recent times
across varied academic disciplines. Research using the Diffusion of Innovations Theory
can explain the processes of Al adoption in different sectors, such as health, education,
and business, for assessing its wider impact on society. This theoretical framework also
offers strategic insights for technology companies by informing market introduction,
communication strategies, and user adoption processes. Cinema as a medium will
increase public engagement in the use of technological innovations that give a
competitive advantage to companies, since Al advancements would be oriented

towards societal expectations and behavioral patterns.

The Diffusion of Innovations Theory is a valuable framework for
understanding the adoption and dissemination of new technologies, particularly in the
rapidly evolving field of artificial intelligence. Spike Jonze’s Her exemplifies this
theory by depicting Al integration into human-emotional relationships, offering

insights into societal adaptation to technological advancements.

This theory provides a very important lens for analyzing the impact of Al on
social interactions and perceptions, both in academic research and in the technology
sector. As Al continues to shape human experiences, the Diffusion of Innovations

Theory becomes increasingly relevant in assessing its societal acceptance.

The film also underscores the significance of speculative design, illustrating
future human-technology interactions. Zaretsky (2015) and Li (2023) emphasize how
Her portrays the intertwining of human experience and technology. Taube (2015)
explores the ethical and philosophical dimensions of Al-human relationships,
demonstrating how society accepts or rejects technological innovations. Reed (2018)
highlights the ethical considerations surrounding Al, advocating for responsible

development to mitigate potential risks.
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But beyond a romance, Her represents a vital social critique of the role of

technology in development and begs the question of decision-making for the future.

Spike Jonze's film Her explores the integration of artificial intelligence into
human relationships, focusing on themes such as relative advantage, compatibility,
complexity, trialability, and observability in the Diffusion of Innovations Theory to
analyze Al technology. In a broader way, the film also involves philosophical
arguments about Al technologies and their consequences on society, discussing

academic research and technology sectors.

Her connects the dots between psychology, philosophy, sociology, and
technology on critical ethical issues regarding autonomy, control, privacy, ownership
of ideas generated by Al, and emotional manipulation. This encourages policymakers,
technologists, and researchers to address these challenges as Al becomes more

integrated into personal and professional life.

The film is also a case study in how innovations are communicated and
adopted; the Diffusion of Innovations Theory provides a framework to analyze personal
adoption, as with Theodore, and societal acceptance of emerging technologies. These
concepts-relative advantage, compatibility, and observability-form the core in

understanding the marketing of Al products and user experience design.

Her is a film that offers insights to technology companies in highlighting how
the understanding of psychological and societal forces would amply improve product
development. Compatibility of Al products to user lifestyles coupled with an ease-of-
use approach helps companies build better communication and adoption. Trialability,
wherein engaging a user in a non-threatening environment builds trust to try a concept,

is another key learning from the film.

Her work provides avenues for further research on the ways Al creates
interpersonal relationships, identity, and emotional experiences. The intersection of
insights from humanities, social sciences, and technology will create further

understanding about how Al changes the human experience. The film doesn't just draw
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out the placement of Al within society but has also drawn several lessons that may be
learnt in the process of adoption and in ethical dilemmas of technological progression;

hence it is essential for interdisciplinary research on Al and human-technology

interaction.
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