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Ozet

Giliniimlizde markalar, pazarlama mesajlarinda {iriin ve hizmetlerinin tanitiminin yani sira
toplumsal, ¢evresel, ekonomik ve politik konulara da yer vermektedir. Marka aktivizmi agisindan
degerlendirildiginde markalarin toplumsal cinsiyet esitligi, ¢evrenin korunmasi, engellilik gibi
konularda farkindalik yaratmaya yonelik pazarlama mesajlarinin 6ne ¢iktig1 goriilmektedir. Bu
caligmanin amaci, Tiirkiye’deki aktivizm temali reklamlar1 duygusal ve rasyonel reklam
cekicilikleri agisindan incelemektir. igerik analizi ydntemi kullanilarak, reklamlarda kullanilan
cekiciliklerin dagilimi ortaya konmustur. Amagl 6rnekleme yontemi kullanilarak, 2016-2026
yillar1 arasinda ticari markalar tarafindan yayimlanan cevresel ve toplumsal bir soruna dikkat
ceken ve bu konuda farkindalik yaratmay1 veya toplumsal degisimi desteklemeyi amacglayan 8
reklam incelenmistir. Reklamlarin incelenmesinde literatiirde yer alan reklam cekiciligi
siiflandirmalarindan yararlanilmigtir. Elde edilen bulgulara gore, aktivizm temali reklamlarda
duygusal ¢ekicilikler 6ne ¢ikmaktadir. Duygusal ¢ekiciliklerin rasyonel unsurlarla desteklendigi
goriilmektedir. Toplumsal ve ¢evresel konulara yonelik pazarlama iletisimi mesajlarinda duygusal

ve rasyonel ¢ekiciliklerin bir arada kullanildig1 ortaya konmustur.
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Abstract

Today, brands are incorporating social, environmental, economic, and political issues into their
marketing messages, in addition to promoting their products and services. Within the context of
brand activism, it is evident that marketing messages aimed at raising awareness of issues such as
gender equality, environmental protection, and disability have become increasingly prominent.
The purpose of this study is to examine activism-themed advertisements in Tiirkiye in terms of
their emotional and rational appeals. Using content analysis, the distribution of the appeals used
in the advertisements was identified. Using purposive sampling, eight advertisements published
by commercial brands between 2016 and 2026 were analyzed. The advertisements were selected
based on their focus on a social or environmental issue and their aim to raise awareness or promote
social change. In the analysis of the advertisements, classifications of advertising appeals found in
the literature were utilized. According to the findings, emotional appeals are prominent in
activism-themed advertisements. It was observed that emotional appeals are supported by rational
elements. It was found that emotional and rational appeals are used together in marketing

communication messages addressing social and environmental issues.
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