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OZET

Bu tez calismasi, dijital reklamcilik alaninda {iretken yapay zeka
teknolojilerinin yiikselisini ve bu teknolojilerin sektérde nasil bir doniisiim yarattigini
kapsamli bigimde incelemektedir. 21. ylizyilda dijitallesmenin hiz kazanmasiyla
birlikte reklamcilik sektorii, yalnizca kullanilan mecralar bakimidan degil ayni
zamanda iiretim siiregleri, igerik tasarimi, hedefleme yontemleri ve is giicti yapisi
bakimindan da bir doniisiim stirecine girmistir. Bu doniislimiin en belirgin
boyutlarindan biri, iiretken yapay zeka teknolojilerinin reklamcilik uygulama ve
pratiklerine entegre olmasi olmustur.

Geleneksel reklamciliktan dijital reklamciliga gegis, internetin yayginlasmasi
ve web teknolojilerinin de gelismesiyle birlikte hizlanmaktadir. Ozellikle sosyal
medya, mobil uygulamalar ve hedefli reklam sistemleri gibi yeni araglarla reklamcilik
daha interaktif, veriye dayali ve kisisellestirilebilir bir yapiya biirinmektedir. Bu
siiregte yapay zeka, veri analizi, kullanic1 davranislarinin 6ngoriilmesi ve otomasyon
gibi islevlerde etkili bir rol tstlenmektedir. Bu donemde ise iiretken yapay zeka
uygulamalarinin gelismesiyle birlikte dogrudan icerik iiretme siireclerine dahil
olmaktadir. Metin, gorsel, ses ve video igeriklerinin insan miidahalesi olmadan
olusturulabilmesi, reklamcilik sektorlinlin yaratici dogasinda yeni bir doniisiim
yaratmaktadir.

Tezin temeli liretken yapay zeka teknolojilerinin dijital reklamcilik pratiklerini
nasil doniistiirdiigii, sektorde calisan bireylerin bu degisime nasil uyum sagladiklar1 ve
gelecekte bu teknolojilerin reklameilik meslegi tizerindeki etkilerinin ne olabilecegi
sorularina yanit aramaktir. Nitel bir arastirma olarak kurgulanmis calismada
kapsaminda veri toplama teknigi olarak derinlemesine goriisme kullanilmistir.
Bulgular betimsel analiz ile incelenmistir. Istanbul merkezli reklam ajanslarinda

reklam stirecinde ¢alisan yaratici ekip tiyeleri, stratejistler ve yoneticilerle 15 katilimct
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ile goriismeler gerceklestirilmistir. Goriigsmelerde katilimcilarin iiretken yapay zekayla
ilgili bilgi diizeyleri, deneyimleri, beklentileri, kaygilar1 ve ongoriileri analiz
edilmistir.

Gortismelerden elde edilen bulgular dogrultusunda yapay zeka kullanan sektor
calisanlarinin biiyiik ¢cogunlugunun yapay zekayr ozellikle igerik iiretimi, grafik
tasarim ve dijital pazarlama alanlarinda yogun bi¢imde is siire¢lerine entegre ettikleri
gortilmektedir. Katilimcilar tarafindan yapay zekd dogrudan yaratici degil, ancak
yaratict siireci hizlandiran ve destekleyen bir ara¢ olarak goriilmektedir. Yapay zeka
kisisellestirme ve hedeflemede etkili olsa da sezgisel yaraticithigin yerini
alamamaktadir. Katilimeilar agisindan etik ve veri gizliligi konularinda kaygilar 6ne
cikmakta, seffaflik beklentisi yaygindir. Reklam ajanslarinda roller doniismektedir;
uygulayict roller zayiflarken yaratici karar vericilik 6ne ¢ikmaktadir. Katilimeilarin
biiylik kismi1 yapay zekay: faydali bulmakla birlikte, duygusal mesafe ve giivensizlik
hisleri dikkat ¢ekmektedir.

Anahtar Kelimeler: Dijital Reklamcilik, Uretken Yapay Zeka, Dijitallesme,
Yapay Zeka Destekli Igerik
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ABSTRACT

This thesis comprehensively examines the rise of generative artificial
intelligence technologies in digital advertising and how these technologies have
transformed the industry. In the 21st century, with the acceleration of digitalization,
the advertising industry has entered a transformation process not only in terms of the
media used but also in terms of production processes, content design, targeting
methods and workforce structure. One of the most prominent dimensions of this
transformation has been the integration of productive artificial intelligence
technologies into advertising practices and practices.

The transition from traditional advertising to digital advertising is accelerating
with the spread of the internet and the development of web technologies. Especially
with new tools such as social media, mobile applications and targeted advertising
systems, advertising is becoming more interactive, data-based and customizable. In
this process, artificial intelligence plays an effective role in functions such as data
analysis, prediction of user behavior and automation. In this period, with the
development of productive artificial intelligence applications, it is directly involved in
content creation processes. The ability to create text, visual, audio and video content
without human intervention creates a new transformation in the creative nature of the
advertising industry.

Within the scope of the thesis, firstly, the concept of digital advertising is
discussed in the historical process, and the processes from traditional advertising to
digital platforms are discussed. The types of digital advertising, the advantages and
challenges that new media tools bring to the sector are discussed. The concept of
artificial intelligence is defined in general and the types of artificial intelligence and

productive artificial intelligence systems are examined.



The basis of the thesis is to seek answers to the questions of how productive
artificial intelligence technologies transform digital advertising practices, how
individuals working in the sector adapt to this change, and what the effects of these
technologies on the advertising profession may be in the future. Descriptive analysis
method was preferred for qualitative research and semi-structured questions and
evaluation of the problems. In-depth interviews were used as the data collection
technique of the research. Interviews will be conducted with 15 participants, including
creative team members, strategists and managers working in the advertising process in
Istanbul-based advertising agencies. In the interviews, it is aimed to analyze the
participants' knowledge levels, experiences, expectations, concerns and predictions
about productive artificial intelligence. In line with the findings obtained from the
interviews, the vast majority of sector employees who use artificial intelligence have
intensively integrated artificial intelligence into their business processes, especially in
the fields of content production, graphic design and digital marketing. The most
preferred tool is ChatGPT.

Artificial intelligence is not seen as directly creative, but as a tool that
accelerates and supports the creative process. Although it is effective in
personalization and targeting, it cannot replace intuitive creativity.

Concerns about ethics and data privacy are prominent, and the expectation for
transparency is widespread. Roles in agencies are evolving, with creative decision-
making gaining prominence while implementing roles are weakening. While the
majority of respondents find Al useful, feelings of emotional distance and distrust are

notable.
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