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KISA OZET

KURUMSAL ISLETMELERIN DURAGAN REKLAM
ILETILERININ TASARIM ILKELERI VE GOSTERGEBILIM
COZUMLEMESI: IMGE VE ANLAM KATMANLARI

Duygu DALKILIC

Iletisim, insanlik tarihi boyunca gesitli araglarla saglanmus, teknolojinin gelismesiyle bu
araglar da evrilerek giiniimiizde bireylerin diinya ¢apinda hizli ve kolay bir sekilde
iletisim kurabilmesine imkan saglamistir. Reklam ise, Ozellikle endiistri devrimi
sonrasinda, alici ve satici arasinda iletisim kurmayi amaglayan 6nemli bir ara¢ haline
gelmistir. Bugiin reklam, iirlin tanitim1 yapmanin 6tesine gecerek, markalarin prestijini
artiran stratejilerin gelistirilmesine de yardimer olmaktadir. Reklamin temel amaci, hedef
kitleye bilgi sunma ya da hedef kitleyi satin almaya tesvik etmenin yani sira, marka
imajin ve degerlerini etkili bir sekilde yansitmak bu dogrultuda onlarin dikkatini cekmek

ve ilgisini siirdiirmektir.

Kurumsal isletmeler de reklamlari, yalnizca gorsel gekicilik sunmakla kalmayip ayni
zamanda markanin toplumsal baglamdaki yerini giliclendiren anlamlar da tasimaktadir.
Bu nedenle reklam stratejileri de markalarin imajin1 pekistiren, uzun vadeli basarilarini
destekleyen unsurlar olarak planlanmakta; ayni1 zamanda reklamlarin estetik algiya hitap
etmesi gerekliliginin yaninda, markanin toplumsal degerlerle uyumlu mesajlarini etkili

bir bigimde iletmeli ve hedef kitle ile giiglii bir bag kurulmasina yardimci olmaktadir.
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Bu ¢alismada, Beymen, Boyner, D’S Damat, LC Waikiki, Saat&Saat, Mudo, Koton,
PTTAVM.com, Ulker ve Ipekyol markalarimin Cumhuriyet’in 100. Yili duragan
reklamlarinin tasarim ilkeleri ve Ferdinand de Saussure’iin gostergebilimsel ¢oziimleme
yontemi olan diiz anlam, yan anlam o6geleri dogrultusunda imge ve anlam katmanlar1
cergevesinde incelenip calisilmig, dilsel ve gorsel unsurlarin nasil birlestirildigi ve
markalarin Tiirkiye Cumhuriyeti’nin 100. yilina yonelik tasarimlarinda uyum ve tutarlilik
diizeylerinin nasil sekillendigi de ¢oziimlenmistir. Ayrica, kullanilan imaj unsurlarinin
mesajin algilanmasindaki rolii ile markalarin Atatirk ve Cumhuriyet degerleriyle
kurdugu iligkinin tasarimsal olarak nasil ifade buldugu, markalarin kendi kimliklerini
Cumbhuriyet’in 100. Y1l ve Atatiirk imaj1 ile nasil biitiinlestirdigi de anlamlandirmaya

calisiimastir.

Anahtar Kelimeler: Kurumsal Isletmeler, Duragan Reklam, Reklam, Gostergebilim,

Imaj, imagoloji, Imge, Tasarim Ilkeleri.
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ABSTRACT

DESIGN PRINCIPLES AND SEMIOTIC ANALYSIS OF STATIC
ADVERTISING MESSAGES IN CORPORATE BUSINESSES:
LAYERS OF IMAGE AND MEANING

Duygu DALKILIC

Communication has been provided by various tools throughout human history, and with
the development of technology, these tools have evolved and today have enabled
individuals to communicate quickly and easily worldwide. Advertising, especially after
the industrial revolution, has become an important tool that aims to establish
communication between buyers and sellers. Today, advertising goes beyond product
promotion and helps to develop strategies that increase the prestige of brands. The main
purpose of advertising is to attract and maintain the attention of the target audience by
effectively reflecting the brand image and values, as well as providing information to the

target audience or encouraging the target audience to purchase.

The advertisements of corporate businesses not only offer visual appeal but also carry
meanings that strengthen the brand’s place in the social context. For this reason,
advertising strategies are planned as elements that reinforce the image of brands and

support their long-term success; at the same time, in addition to the need to appeal to



aesthetic perception, advertisements should effectively convey the messages of the brand
in line with social values and help to establish a strong bond with the target audience.

In this study, the static advertisements of Beymen, Boyner, D'S Damat, LC Waikiki,
Saat&Saat, Mudo, Koton, PTTAVM.com, Ulker and Ipekyol brands for the 100th
anniversary of the Republic were analyzed and studied within the framework of image
and layers of meaning in line with the design principles and Ferdinand de Saussure's
semiotic analysis method. Year static advertisements of the brands Ulker and Ipekyol
have been analyzed and studied within the framework of image and meaning layers in
line with the design principles and Ferdinand de Saussure's semiotic analysis method of
plain meaning, connotation, and how linguistic and visual elements are combined and
how the harmony and consistency levels are shaped in the designs of the brands for the
100th anniversary of the Republic of Turkey. In addition, the role of the image elements
used in the perception of the message and how the relationship of the brands with Atatiirk
and the values of the Republic finds expression in design, and how the brands integrate
their own identities with the 100th Year of the Republic and Atatiirk's image have also
been tried to make sense.

Keywords: Corporate Enterprises, Static Advertisement, Advertisement, Semiotics,

Image, Imogology, Imagery, Design Principles.



