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I. INTRODUCTION

The recent developmengs schieved in technology and science heave
enabled the Western countries to apply eutomation to provide
large scsale mass production. In a market economy, where sellers
have the freedom of what produce and consumers have the maximum
freedom of choice with respect to what to buy, advertising heas
become an important toel for the meximization of prefits,

especlally for the mass producing enterprises.

Put, even in the West "... some people are highly critical of
advertising on social and economic grounds“l, and many enti-
edvertising books and articles have been and will be being
written., Whether sdvertising contributes to over zll economy of
2 country or increases the efficiency of consumer choice, is
beyond the scope of this paper,_because many suthorities have
dealed with the problem and teking into account =11 the rros e
cons mentioned by them, o satisfactory solution to this aspect of

»dvertising hes not been brought up. However adﬁertising is one

.

5
“Punn, 8. Watson. Advertising., New York: Holt, Rinehart and
‘.fiﬂStOY!, IEC., 1951, pl 50
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of the best means of communicating with masses and is a useful

device when used approptiately. In short it is inevitable,

In this paper I have tried to pﬁt forward the existing structure
of the Advertising Institutions as they are in Turkey and have
tried to search for the factors responsible for the iﬁefficiency
of the Advertising Process in Turkey, as it is today. In Turkey
advertising is a relatively new field of activity both to the
business enterprises and to the people who have chosen
advertising as a profession. For instance, use of medium of

radio has started only after 1951, in Turkey.

However, especially after the May 27 Revolution, by the release
of the distribution of advertisements to the newspapers and
magazines, through state sponsored institutions, & great path of
development and improvement has been opened for advertising.

But as moat of the concerned aunthorities say advertising is still
not efficient in Turkey and greait progress has to be achieved

in order to reach a satisfactory level,

The aim of this paper iz to bring the main problems of
~advertising to the surface and provide better understeanding of

these problems by the people in this business,

It has Yeen mentioned above that advertising is not efficient in
Turkey at its present situation. In order to dig out the reasonsr

Tor this inefficiency, this paper is prepared mainly by
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interviewing several advertising ageﬁcies and large advertisers
in the Turkish market., With regard to the advertisers emphasis
is given to the foreign business enterprises which have a parent
company outside of Turkey and operate in our countries as legal h
entities. The reason behind such an emphasis is mainly due to
the fact that a foreign business enterprise brings technical
knqwledge and know~how, beside capital and the executives who are
in charge of the advertising departments have at least
familiarity with the proper functioning of advertising and could
be able to meke comparisions with regard to the functioning of

advertising in Turkey and in the Western countries,

When it seemed to clarify and strengthen the arguments and
discussions carried out during the interviews, certain books zaxnd

articles are also referred to.

There sre three main chapters in this paper, each being devoted
to the problems of the Advertisers, the Advertising Agencies and
the Advertising Media. However, there are problems relcted to
all of.these advertising institutions. Such problems are

mentioned in one of these chapters only, in order to avoid

repetition.

In the Conclusion and Recommendaﬁions chepfers, the main factors
which lead to the present inefficient structure of the
Advertising Structure are mentioned with brief explenations &s

derived from the content of this paper and certain suggestions
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have been made to improve the situation within the frame of the
interviews held and written material used in the preparation of

this paper.

In order to be able to present and reflect the points
fiscussed with full objectivity, additional personal remarks
and comments have been kept to a minimum throughout the whole

paper., -
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I1. THE ADVERTISERS

In this chepter of the paper, I shall try to put forward the
attitude of the advertisers with regard to advertising and the
advertising agencies. At the end of the chapter the consumer is
discussed briefly in order to be able to identify the group to
whort advertising is to appeal..

A, ATTITUDL TOWARDS ADVERTISING

In Turkey the notion of advertising, its contribution to ssles
and therefore to profits of & business enterprise is very new ard
5till it 15 not realized in full by the businessmen., This should
not be astonishing, because as mentioned medium of radio was
made use of only after 1951 and as Mr., Nezih Neyzi mentioned in
his speech at the Basindsa Ilan ve Reklam Semineri, " Advertising
has gained importance only after the development of domestic
industry. Sales and advertising problems were given stress after
the development of domestic industry and cure of the iInflation,
since there was no difficulty met in selling, advertising could

not be important."l In fact, still for most of the products

L Yevzi, Mezih. Basinda Ilan ve Reklam Semineri. Istanbul:Yenilit
Basimevi, 108455, p.hHR,
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there exists a sellers merket in the Turkish Econcnmy.

Another reason is that there is still not yet a capitel market
where savings can be channeled into the hands of the investors. |
As the rate of capital accumulation is relatively low, the stage
of mass production, which permits large scale advertising yield

high returns, has not yet been reabhed in Turkey.

The non-existence of a capital market also does not provide for
the separation of ownership and mansgment in the business
concerns., As far as advertising is concerned, the last word of
approval from a company may come from the owner if he is in the
business also, though he may not be femiliar with the notion

of advertising.

As Mr. FTejat Gbneng says, " Businessmen lack enirpreneurship,
and do not recognize the benefits of cdvertising for their
compenies., If an engineer becomes the executive and everything
is asked from him in the company, how could he possibly know
about advertising to contribute and comment on. "1 The lack of
entrpreneurship in a somehow different sense is stated by

Mr. Brol Moran, " It is really a problem, especiglly the
Turkish businessmen do not value advertising, but the same
cannot be said for the foreign ones, even if they are not

satisfied with our performences, they at least sppreciate,"<

er. Weiat GOneng, Yeni Ajans Advertising Agency.
BMr. Erol Moran, Moran Reklam Advertising Agency.
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' Mr. Nadir Kamran approaches the problem from another point of
view and in a rather technical wey :

"An advertiser and the advertising agency may have different
attitudes towards an zsdvertising campaign, though the
advertiser realizes that a campaign prepared by the
' agency would be much more efficient end effective than
the visualisation of it by himself. An advertisement
may be weak for an advertiser, whose main interest is
in his product and its quality, where as the consuwaer
is alwsys interested in the benefit he or she can get
out of the product in question, and the advertisement
i prepared by the agency mzy be the most effective one
to influence the consumer to dbuy that stuff. The
factor of importance to the consumner is ~What is in it
for me ? - What sort of a benefit can I get from this
product ?- Therefore, the benefit to the sudience is
to be emphasized, but usually the advertiser do not
realize this, but just to ssy besi for a product is
not enough, it has to be proved."l

But the advertiser who do not face competition end who is not

sure whether he will be able to find the necessary raw
material for his finsl product, in most of the times is not in =

position to consider his future earnings.

dr. Insan KSroglu says, "Businessmen do not give heavy emphesis
to advertising, most of the time they consider it as an exXpense
item which has to be incurred =and not 2s = means of increasing
sales."® 1In fact, we cen also say that, for some businesamen
-edvertising is only @ matter of prestige; the publicity of their
product or name of their firm is considered is considered not to

increase the sales, but just to show that now they esre in such a

L. A '

Ar. Nadir Kamran, ian Ajans Advertising Agency.
o . o

i“r, IThsan Koroglu, Argelik A, Se
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position that they can advertise.

Beside the sbove mentioned points that reflect the general
attitude of businessmen in evaluating advertising, we should
also include that they show resentments snd are usually rignt.
in order to gain their sympathy as Mr. Semiral Bilbsgar says :
"iuch falls to the advertising agencies to develop the
notion of advertising within the asdvertising agencies’®
nature. In order to win the psychology of the
sdvertiser and gain his confidence for the preperation

of advertisements is very important, and should be
considered as a duty of the advertising agencies."l

2. RELATIONSHIPS WITH THE ADVERTISING ~AGENCIES

The business enterprises I have visited were more or less heavy
advertisers and have seperate advertising departments to hendle
the function of advertising and its problems; most of these
people were not satisfied with the services offered by the
advertising agencies. In his report to Chember of Commerce

Wr. Affan Bagar says that "Sometimes rightly or wrongly the
advertisers accuse the advertising sgencies. They, not only
scorn the services and the cooperation provided by the sgencies
but evaluate them as parasites making a living through the

advertisers’ means. "<

Such an evaluation of the advertising agencies is well-justified

lBilbagan Semiral., Basinda f1an ve Reklam Semineri. Istanbul:
Yenilit Basimevi, 1965. p. 1=b.

ir. Affan Bagar, from hie unpublished report.
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becsuse beside the few well-established ones, most of the
advertising agencies are adventurers in the market. As this
problem is discussed in the Agency Structure chapter it will
not be discussed here, but it is a fact that such adventurers
damage the reputation of the advertising profession even after

they leave the business.

So when the advertiser and the advertising sgency accuse each
other, they both have a fight to do go, because each has
weeknesses and they show little effort to improve their
situation., Actually some measures which are egssentisl to
improve the situation cannot be reslized immediatly, for instance
the increase of competition both in the product market and in the

agency market, or, change in the attitude of both parties.

Another advertiser Mr. Halit Talayer stetes, "It is a must for
the company to work by itself, therefore the advertising
department becomes somehow an advertising agency in the COmpanyJﬁ
‘his statement mey be true for the particular company and for
the companies where specilization on functional basis has been
realized, end, this statement refiects a coummon attitude of the

aedvertisers whom I have interviewed.

2ut in Turkey beside the foreign enterprises and the few big

Turkish companies, mostof the business concerns are either family

%ﬂr. Halit Talayer, Good Year Lastikleri 7. A. e
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corporations or one man compenies, and to what extend division
of labor and specilization on functional basis is rezlized, is
questionable, and, this creates a problem to the advertising
agencies as far as cooperation is concerned, as Mr. Affan Bagar
says, "In most of the fimas the authority for advertising
problems, is not left to the advertising depariment
or tc the menager of this department. kven for the
gimplest advertising planning the last word is spoken
by the Genersl lanager, or by the Comaerce lManager, or
by the Personnel Maneger, or by the Finance ianager,
or by the ilarketing Manager if there is zmy. If the
owner is in the business also, then he retains tne

right to ssy the last word of approval, and the nuaber
of ideas thus rises to three or four."i

So, what happens is this: évery decision even for a gingle
sdvertisement, is made by an authority or by suthorities who
gre not familiar with the pronciples and the concepts of
advertising. Therefore, as most of the advertising agencies
clsim, when an advertisement appears in a daily newspaper with
s naked woman beside the product, with no relation whatsoever,
it is hot an outcome of the advertising agency only, but the

advertiser has to be blamed also.

When an advertiser insists on ceftain advertisements that, in
the eyes of the agency are not the appropriate ones, the agency

has not much to do at that moment. TIt, either has to refuse to

prepare such advertisementis on the bagis that it would be

sgainst the established quality principles of the agency or will

lﬂr. Affan Bagar, San Organizasyon Advertising Agency.
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have to accept the idea of the advertiser since he is the
customer, who who will also be able to buy the seme service froa
enother advertising agency, and, it is the second alternative
which the advertising agencies choose in most of the ceases,
because they very well know that if not this time, next time the
advertiser will go to another agency since it does not have

much superiority over the other advertising agencies es Ir.

Remzi Balkanli says, " In Turkey asdvertisements are prepared

from the point of view of the advertisera, who have a right to do
this, because the Turkish Advertising Agencies do not heve
gkilled and specialized copy writers and so on, In Hurope and in
US4 there are copy writers who make more rnoney then novel writers,

when compared,"d

Hr, Affan Bagar seays that, ¥n relation to same problem:

"When someone sees an unpleasant advertisement of =a
certain product, he should not blame the sdvertising
agency of that company alone. It could slso be
thought that the advertising agency people should be
men of principles, but even under such a condition

the advertiser is able to find a so-celled adventurer
advertising agency to place an advertisement zs he has
visualised,"? ‘

Furthemore the other advertising agency may even accept to give
back certain percent of its commission which is received from the

media. There i3 saying in the advertising people enviorment

1 .
Balkanli, Remzi. Mukayeseli Basin ve Propaganda. Ankara: Resiuli
Posta MHatbaasi Ltd. $ti., 1961, p. 674.

2, -
lir. Affan Bagar, San Organizasyon advertising Agency.
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that sometimes the advertisers ask to share the commission of the
agency, which may accept it in order to increase the number of
accounts handled, at the expense of lower quality advertisements.
It is doubtful whether an association or a federation formed
among the advertising agencies may check such practices, because
the organisation may contribute a lot to the present structure
but this return of commission cannot easily be avoided since in
most of the times this is in the fomm of & secret agreement

between the advertiser and the advertising agency.

So, the essential change is to occur in the attitudes of the
advertising agencies. They should feel the need to increese
their efficiency and offer various other services to their
customers. Because at present, due to incomﬁlete services 6f the
sdvertising agencies, adVertiseré make use of ceratin aethods

appropriate to them for Market Research and Advertising Control.

For instance, some compenies have signed & contract with the
PEVA-Researcn Institute for media survey and to measure the
effectiveness of their advertising campaigns. Regularly, at the
end of two months these surveys are carried out. Furthermore
companies carry out market researches through Peva-Institute
individually, as BP Petrolleri A. $. has agreement with this

institution for three research programme annually.

Argelik A, §. carries out price anslysis and consumer research

by the compeny itself. Fomms of questionnaires are sent to the

?
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{ customers who have purchased a product of the company, to
measure the efficiency of the advertisements and which media
influences the consumer most to buy that product. The professim
of the customers, their income levels and purchasing power are
also estimated by means of the Guarantee Certificates of the
product gold.l Furthemmore the reports general sales agencies
and territorial sales stores which sell the products of the
company are used for market enalvysis. At the time of the
interviews, a new-ice-box of 4 1/2 feet size was questioned as

to its applicability in the offices.

Lever Brothers Tiirkiye Sanayi ve Ticaret Ltd. $ti. with its own
crew of 18 people carries out extensive researches, especially

in Anatolia. PFor instance as Mr. Hadi Kolman says, "We have

found out that in Anatolia the house-wives put lavender-leaves
among their laundries after they are being washed, and we have
the same smell in our detergent which provides additional

gatisfaction to the consumer."<

All of these services should be carried out by the advertising
agencies., In fact all the fﬁll gservice advertising agencies
are to include these to their field of activities, but as they
Wwill be discussed in detail in the next chapter, it is enough

to say here that none of the advertising agencies in Turkey is

lsee appendix IV for the forms,

ZMr. Hadi Kolman, Lever Brothers Tiirkiye Sensyi ve Ticaretl
Limited 3ti.
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a full service one.

C. THEE CONSUMER

So far I have tried to examine the relationships between the

advertisers and the advertising agencies. We have seen that
both pariies have resentments towards each other, and the
advertisers r{ghtly or wrongly insist on the advertisements
which they find appropriate to be placed on the bazis that they
Xnow the consumer better than the agencies and therefore the
advertisements they insist should be more influential to the

consumer,

Tt becomes evident that the consumer is a source of friction
and resentment to the advertisers and to the agencies in their
relations, therefore it may be beneficiel to all, if we study

the consuer very briefly at this part of the paper.

Iven the advertising agencies admit that due to various reasons
as discussed in the Media Structure Chapter, to reach the
consumer in the most effective way is not possible, and even if

they can be reached as Ilr. Semiral Bilbagar says, "In Turkey

- people are illiterate and one cannot easily influence them with

the proper advertising methods.“l

The rate of illiteracy is really a bottleneck because more then

1Mr. Semiral Bilbagar, Basin Orgenizasyon Advertising Agency.
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50 percent of the people in Turkey cen neither read nor write:l

Humber of literate people {000) Percent of Totel
Male Female

1927 . 852 260 11

1955 5479 2436 41

1960 6158 2743 ' 40

Therefore when the advertiser insists on an sdvertisement which
seems most appropriate for being placed in a newspaper, he is not
édmpletely wrong; because he may have a better chance to know
the consumer for his product and may be able to insert a Dbetter
motive or a better layout to influence the reader, though the
advertisement prepared as such may not necessarily be a high
quality work and may not be prepared willingly by the

advertising agency.

It is not possible to deal with the problem of consumer with

211 its aspects in this paper, but the following cases and the

examples may suffice to show the level of consumer and their

reaction to advertising in broad lines.

ilr. Nejat Goneng says, "To influence the Anstolian consuaer is
really a greal problem and there is no easy waey to solve it.

Level of illiteracy is & bottleneck. Therefore our attitude

1Cillov, Heluk. Tiirkiye Ekonomisi. Istanbul: Iktisat

Fokiiltesi Yayinlar:i, 1965. P.209.
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inevitably turns to the average people and not to intellectusls
who resent for instance use of sex motive, which is applicable
for Anatolian consumer. So, the advertising agencies have to

surrender from théir ideala.nl

In fact the gereral education level and the rate of illiteracy
is also an importent factor leading to inefficiency of
advertising. lir. Ihsan Koroflu says, "People are more likely to
percieve and accept things as they are presented, therefore the
copy and the idioms have to be simple, since to imply something
is not guite possible."2 In order to be able to identify the
situation an example was set.® The advertissment for ifiele
products, that appeared in the Germman and Itslian magszines,
ghows o man sitting with an apron and telling sbout the utility
provided by the Eiele products. This advertisement although
has a man in it does not imply that in the countries where
printed, a1l the house-work is carried out by men and not by
women, However it is not quite possible to prepare an
advertisement like that in Turkey, and when Argelik A, $.
company prepared an advertisement with the theme of comfort and
lutility provided by one of its consumer durables, a‘woman
reading a book was placed in the advertisement. The nzme of the
book at first was -Agk Bahgesi(Garden of Love)- but lster on it

was changed to -Gocuk Bakim:(Child Care)-, in order to appesl -

Lifr, Nejat Goneng, Yeni Ajang idvertising Agency.

Rir. Ihean KSroglu, Argelik A. §.
33ee Appendix ITI, for the advertisements.
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to notion of motherhood of the housewives.

For another example Mr, Nejat Gdneng¢ says, "When we had a
campaign for a detergent, we also established a lottery snd a
nunber was given to each customer who would sent three
carton-covers of the detergent boxes. Much to oﬁr astonishment

we also received three boxes of detergent in full."l

Wumber of examples could easily be increase for such changes in
order to bring the advertisements to the level.of the consumer,
again Mr. ihsan Kbroglu says that for & hand woven shoe, it is
not also possaible to place a woman in a shoe of a large size,
and showing the woman sewing the shoe with an exaggerated size
needle, The same is true for gas oven advertisements, I eam told
that in Burope their pipes are not placed in the zdvertisements
but it is known and accepted as ovens with pipes from their
shape and size. But in Turkey one has to include the pipes into
the advertisements as well as to explain that the ovens are

with pipes.

Iy, ilehmet Aktar ssys, "The themes and the mofives to appeal

" should be different according to group characteristics of the
consumer whom we want to influence, but this is not done in
Turkey and an advertisement of a tractor, for instance, is drawn

or pictured with its full outside details, no shadowing or lines

lﬂr. WHejat Goneng, Yeni'hjans Advertising Agency.
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are used for loose identification of the trasctor."l This is
almost true for all the advertisements in Turkey, because they
are not different according to demographic factors of 2 group

and advertisements appearing in a newspaper for a certain product
may very well be seen in another newspaper, which has different
readers in attitude and beliefs, Some advertisements of the same
product differ in theme and motive when placed in magazines and

in newspapers, but the differences are negligible.

All of these examples and cases may provide at least some notion
of the difficulties encountered by the advertisers or rather by
the advertising agencies. A very last comment made by dMr. Nejat
Géneng is also worthy mentioning:

"The problem is not with the peasants, who have the

notion of abstiract values and eagerness to grasp new

things, but it is the big class of town-people wvho

are literate but conservative in their attitudes.

They demand and ask what advertisements are today.

We have to appeal to them therefore, the advertisements
are at such a standing at present."é

S0, if the rate of illiteracy in comparision to nbw, decreases
in Turkey, then the influence of town-people over the
advertiaing is likely to lessen and the advertisements which are

to appeel and reach to the peasants will inevitably be works of

quality.

lilr. dehmet Aktar, iobil 0il T. A. §.

=) .
“ilr. Nejat Gineng, Yeni Ajans Advertiging Agency.
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IIT. THE AGHNCY STRUCTURE

In this chapter of the paper, I shall try to put forward the
present situation of the adveriising agencies in Turkey, the
functions they perfomm, the way they operaﬁe and the factors

that are responsible for the inefficiency of the structure.

A, A CCJIPARATIVE AWALYSIS

Advertising as a profession is very new in Turkey. It has
started to develop and show some progress very recently,
particularly after the Msy 27 Revolution. But, still none of
the advertising agencies in Turkey is in a position to fulfil
the very first condition required for agency-membership in the
miropean Association of Advertising Agencies, The constitution
of this association states &3 & prerequisite, that a member
should have "The experience and ability within its own
orgenisation to supply & media buying plan and a creative plen,
and to be able to aodvise on sales snd distribution problems, and

to supply & meriketing plen and to interpret research. "l

larticle fo. 5. The Constitution of the Huropean hssociation of

Advertising Agencies. London: The Fanfare Fress Ltd. p. 1.
See Appendix I, for Article D.
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dowever among these requirements only media buying plan and the
creative work for the advertisements are carried out by the

advertising agencies and the others are not.

The advertising agencies in Turkey do very little with regard to
marketing snd in handling sales and distribution problems., 4As it
may be seen fully in the Appendix II, & report of Huropean
Agsociation of Adver%ising Agencies with regard to Full
Advertising Agency Service, Full lerketing Service function is
considered essential for the effectiveness of advertising? "If
effective advertising is to be produced then it is necessary to
study tie broader picture of marketing s well es advertising,
Therefore, the sdvertising agency should have an understanding
of marketing and modern techniques of merchandising and sales
promotion.“l But, beside the few big agencies, in Turkey most
of them do not have a falr knowledge of what marketing is and
whet its principles, are. 1In fact with regard to market
information and advise, it is the advertiser who assumes the
burden to search for facts and offer them to the agency, so that
the agency cen prepare advertisements in line with the general
policy of the advertiser. As stated by Hr. Zuydam, "We do not
have an agency to carry out extensive market surveys and

researches, Therefore with =a persomnel of 18 people we carry H

out survevs of our own, "®

1Fu11 Advertising Agency Service, Report of the Commission on
Advertising of the ICC (October 1960). & Guide to Full
idvertising sgency Service and Rewmunerstion. Zurich. p. 17.
- See Appendix II, for full report .

L

“lir. Zuydeni, Lever Brothers Tirkive Sanayi ve Ticaret Ltd. Sti.
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It is true that none of the advertising agencies in Turkey is
crgeniged weli enough to carry out what is called iiarket Kesearch
as Mr. Hadi Kolman says,"A research department orgesnized for
efficient operation requires an additional fund of 300,000 T.L.
and since the agencies are earning money at their existing
structure they are not likely to invest that much."l This
statement is very true, but the advertising agencies will
inevitably establish market research departments as the
advertisers realize the importance of it and the competition
gets keener among the advertising agencies.

.
For the time being, only PEVA-Institute of Dr. Nezih Neyzi, is
engaged in market research. Apart from individusl requests,
recently this Institute has engaged in = media and slogan
researchj for which about 20 advertisers pay, for the control
of their advertisements' effectiveness. Nir. Alican Sipahioglu
says, "PEVA-Institute is the only one which carries out market
research in Turkey and our company is & regular customer . Iut
being the only one, it is not possible %o make eny comparisons,
furthemore reseafches may also be reflecting o situation vhich
nay not be exact, as Istanbul, Anksrs and Izmir is by no mesns

all Turkey. Furthermore statisties are not adequate too."2

_Hr. Nezih Neyzi, in his zddress on Research in Advertising has

T - '
«iTe Ilodl Kolmen, Lever Brothers Tirkiye Sanayi ve Ticaret Ltd. B

P/
iUr, Alican Sipahioglu, BP Petrolleri 4. g.
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stated, "In our country, research in =zdvertising is not
established yet. Upon study of 35 advertising agencies, four of
which had relatively good orgaenisation and cepacity to carry out
research, 1t was found out that all of these agencies regarded

regearch as useless."l

The functions of the 30 advertising agencies, with regard to
thelr ssrvices and supply of informetion required for an
efficient advertising cempaign, as stated by lir. Nezih Neyzi is
as follows:®?

The related percentages are derived from the answers
received from 3F advertising agencies.

Yervices and functions _Percentages
Tnowledge about the product . « « «+ « + .+ 54
Knowledge zbout the competitive products. . . . z0
Present i{arket Analysis e v e s e a s e s 40
Future linrget Analysis s e . « & & e ko)
Knowledge about the sidveritising Medla. e s+ s at
Freparation of Advertising Flan. .+ + + + o+ 1C0
Coordinetion of the plan with sales cempaign . . >0
Copy~writing and Art wWork. .+ « « o+ «+ « = ° 160
Furchase of Space e e e s e e s e s g0
Plecing of the Advertlsements s e e e e s &3
Supervision of the sdvertisements . + + + o 94
ﬁdvertiSing Research . . . . . . . . .t Q

Beside other functions, this table illustrates perfectly that
there is no research carried out by the advertising agencies

whatgoever.

As for merchandising énd sales promotion, asccording to the

lﬂeyzi, Hezih, Besinda Ilan ve Reklam Semineri, IstanbuliYenili
ﬁ&SHQGVi’ 1965, p. 55—560

2
Tbid. p. 55.
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the report of the Commission on Advertising of the ICC, "The
Full Advertising Agency Service should include.gdvising thue
zdvertiser on the best methods to be followed for any particular
product. This would involve advice and assistance on matters
such as premiums, samples, consumer tests, special deals, free

deals, dealer participation schemes and guarantees.“h

But in Turkey almost all of these methods and policies azre
carried out by the decisions of the executives of & business
enterprise and the material necessary for such & decision is
always collected by the means of that certain business
enterprise, r. Melmet Aktar says:
"There is no advertising agency in our country in the sense
I understand, which can provide some ideas &3 to
nmerchandising and sales promotion. We, as sdvertisers
have to sclve our problems to a certein extend and esk
for their help. In fact I believe the agencieg are
another medium between the advertiser and the mediza."
This last comment is shared by most of the advertisers with whou
I had interviews, but some did not blame the agencies only, due

to the other various factors mentioned through out this paper,

The report of the Commission on idvertising of the ICC, under
the topic of & full marketing service, includés campaign planning
ziaong the functions of the advertising sgencies, "...while it is

the responsibility of the advertiser to decide upon the policy

2
full sdvertising Agency Service, Report of the Commission on
advertising of the ICC (Cetober 1%60). A Guide to Full
advertising Agency Service and Remuneration. Zurich, p. 18
2

4r. dehmet Aktaer, Mobil 0il T. A. §.
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of the campaign, the advertising agency must nevertheless, be
able to offer sound advice on the formaztion of policy and to
draw up the campaign plan complete with schedules timing and
estimated costs."l This function in most of the times is H
performed by the advertising agency alone, buit the advertiser
also to & certain extent contributes before the final Shaping

of the campaign is reslised., In general, before the beginning
of the finencial year, the agency submits the plan with schedules
timings and estimated costs, then the plan is discussed with

the zdvertiser and the finel form is reached, liiore or less,

with small differences in procedures this is the genersal

procedure in preparing advertising plans.

Another main function in the repori of the Commission oun
Advertising of the ICC, for a Tull Advertising agency Bervice, is
A Tull Crestive Service which includes, "...copy writing, leyouts
typography and designing; scriptwriting end supervision of
production for television, cinema or radio advertising; the
service would also include the supervision and purchase of
finished artwork and ci.esignss.":2 This function is performed
fully by all the well-established advertising agencies in Turkey.
But as 1r. Semiral Bilbsgar state at his speech in the

Advertising Seminar of 196% ; the quality and srtwork of the

advertisenents prepared are not good, "The important thing for

1Full sdvertising Agency Service, Report of the Commission on
Advertising of the ICC {Qctober 196C). 4 Cuide to Full
Advertising Apency Service and Temuneration. Zurich. p. 1l&.

PN
Ihid.p. 18.
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a reader is to see well prepared advertisements being placed to
the newspapers among interesting news or articles...but in our
country, generally to prepare an advertisement means to send
the clichées to the print media; only timing is given attention
but artwork and quality of the advertisement not being teken

into consideration."1

Another main function mentioned in the report of the Comcission
on Advertising of the ICC, is A Pull iedisz Service, "The
Advertising Agency must be knowledgeable on the subject of medis
research and surveys. It should plan the purchase of media
within agreed appropristion and arrange the booking and

purchasing of time and space."2

Aotuelly, the advertising agencies do purchase time znd spesce
but the available knowledge best suiting the need of the
advertiser for his product, with regard to media selection, is
based on nothing but on past experience and on some statisticel
Tigures of Basin Ilan furumu and Prime wHinistry Statisticel
Institute. So, it would be correct to say that when an agency
advises the advertiser for the selection of & certain medium,
it is wost likely an arbitrary evaluation with no scientific
basis. It is also interesting to note that, none of the

zdvertising agencies beside the Yeni hjans Advertising agency

“Bilbegar, semiral, Hasinda Ilan ve Reilam Semineri, Istanbul:
Tenilil: Besimevi, 1965, p. 121-123.

.':) .

ﬁull Advertising Agency Service, Deport of the Commission on
advertising of the ICC(Cctober 1960). 4 Guide 4o Full
advertising Agency Service nd Tlemunerstion. Zurich. p.lY,

MARG! WOVERSIES! KTWPBATET gy 7ic] ONVERSITES! KUTUPHANES!
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which hendles all the advertising services of the Tiirkiye ig
Bankasi, has subscribed to the serial media research prograuue

of the PEVA~Institute.

Another main function mentioned in the report of the Commission
on iAdvertising of the ICC, is A Complete Production Service that
requests the agency to, "...issue instructions for the purchase
of type settings, blocks, printing and other finished material

which is required in the advertising cempzign."l This function

is realised by almost 2ll of the advertising agencies in Turkey.

The last function of a Full Service Advertising iLgency as stated
in the report of the Commisgion on aAdvertising of the ICC, is

4 Public Relations Advisory Service that is supposed ",..,to
advise the advertiser on matters concerning public relations
services and relations with the sdvertiser, whenever required
and be resdy to cooperate with any public relations services
that the advertiser may employ.”g .However in Turkey, the notion
of public relations is very new not only for the zdvertising
agencies but for the majority of advertisers, which do not have

a department under this title,

Sy this brief comparison of the functions mentioned in the

report of the Commission on Advertising of the ICC for A Full

1.
“ull sdvertising agency Service, Report of the Comuission on

advertising of the ICC (October 1960). 4 Cuide to Full
aGvertising Agency Service and Remuneration., Zurich. p. 19.

2

“Ibid. p. 10.
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Service Advertising Agency and the functioning of the
Advertising Agencies in Turkey, we can arrive at a conclusion
that none of the advertising c¢gencies in Turxey are capable of
functioning a3 a full Service Advertising Agency. Of course,
there is no need to gay here that none of the agencies in lurkey
is a member of the Buropean Association of the Advertising

Agencies,

B. HOW THE ADVERTISING AGLNCIES WORK
In Turkey there are aboui 100 advertising agencies at present.l
But only few of them are capable to offer satisfactory and

high quality services, in Turkey.

in fact only the well-established agencies in Turkey are able to
place advertisements directly with fhe print medisa, and, gel u.
comaission of 15-25 percent depending on the quantity of the
sdvertisements placed through certazin newspaper or magazine,
However, ihe rest of the sdvertising agencies which may be
referred to as the smeller ones, work through big advertising
agencies., lir, Trdal Xili¢ says, "we work through Reklamcilik
Ltd., gti. Advertising Agency, which gives us a higher percentage
allowance than the media if we place the sdvertisements
directly, and, open credit accounts, Therefore we prefer to

. - P
nlace our adveritisements through this advertising agency."

1Source: Basin ilen Kurumu, rlonthly Bulletins, See Appendix V
for full list of Advertising igencies.

2
v

“Ur. Brdal Kilig, TV Reklam Advertising hgenoy.
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The same point has also been mentioned by ir. Krol kioran,

"There has been no change since 1940 and the system seems to run
smoothly, where the Reklamcilik Company now has increased the
percentage of rebates to its member agencies. Reklamcilik now
keeps only 5-10 percent snd gives 15-20¢ percent of the rebates
of press advertising to the smell member agencies, thus enabling

them to work on no-or-very little capital.”l

This system rightly or wrongly prevails in the market today; of
course the small-member agencies are happy to work through =
big advertising agency end place their advertisements in a
newspaper with 15=-20 percent commission, which would not have
veen received otherwise. On the other hand, the big advertisiag
agencies are also happy on two counts at least ¢ first, they
get an extra 5-10 percent commission from the advertising

which they have not prepared but just handied them to the print
media, second they can exert monopolistic power in the market
snd sikce their initisals appear in the newspapers when the
advertisements are printed by this way, they mske & propaganda

of themselves as if they are having & large number of accounts,

This system seems likely to persist for a long time unless &n
organisation among the advertisers in the form of an association

or a federation, to place the adveritisements of small advertising

lsource: iforan, Ercl. Unpublished Repori,
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agencies, is founded. As a second solution the newspapers and
the magazines may give returns on annuel base, with relatively
high percent for a certain minimum and little increasses as the

guantity of advertisements placed increase.

Beside the few well-established agencies and some small ones
wnich might survive through the asbove mentioned methods, the
advertising sgencies are financially wesk end are not in =
position to offer required services; they also lack qualified
personnel and equipment beside sufficient capitel. A case told
bty Hr, Erol Moran illustrates perfectly the situation of such
agencies, "Upon visit to an advertising agency, &t the entrance
a secretery met me and asked whether I hed come tc see the
doctor or the zdvertising agency."1 At present, by registering
to the Chamber of Commerce only anyone mey establish en
cdvertising agency in Turkey. In most of the times the
permission is received, then an office room is rented, snd thus
an advertising agency is created in Turkey. The number of
adventurer advertising agencies, is very large and while one of
them goes off the market, another comes in and so it goes ouj;
but the prestige of the advertising profession and the
"econfidence of the advertisers in the agencies are certainly

domaged,

"here i3 no organisation even among the advertising agencies

v themselves to set certsin minimum requirements to open an

%ﬂr. ¥rol lioren, soran hNeklam Advertising Agency.
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advertising agency in Turkey, or at lezst to accept to the
membership of that orgenisastion, so anybody in Turkey can own
title of advertising agency without fulfilling eny obligeation
or requirement., Therefore, &s most of the people I have
interviewed said, an association or a control &nd supervisory

orgonisation is essentisl for adventurers of this kind.

Wheﬁ these small agencies buy spoce or rent time in the media
they are asked to psy in cash but they gre not inm & position to
zet cash from the advertiser end accept notes. Some meanage to
stay in the mearket but & high percentage of them, efter & short
time, face the situation of banzrupcy under these conditions,
and either go out of the marxzet immedietly or try tc extend
thelir survivsal in‘tne profession by lowering the quality of
their artwork. In either of these cases taey ruin one thing,
the prestige of the advertising agencies. ir. Hejat Foneng
says that, "Advertising Agencies in Turkey do not heve & good
reputation, bvecause mos® of them are considered &s non-serious

zdventurers, "t

Az the attitude of the sdvertisers change towards sdvertising
by realizing the importance of 1t, they will not sdvertise
through such adventurers, though the terms of payment may be

: T r 2 " — s n
more favourable, Then the nunber of such agencies mey lessen.

lnr. Nejat Goneng, Yeni sjens Advertising isgency.
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It is the well-estublished advertising agencies with which we
are primarily concerned. These are the ones that wey contribute
to the incresge of over all efficiency of advertising in Turiey.
but we must admit here that even the well-esiablished ones are
not producing effective high quality =dvertisements. A4s ir.
Temzi Balkanli stetes @

"In advertising, the essential thing is not to

spend large sums of cash or place large size

advertiseaents, but to have effect and iupact.

In fact, the value of an advertisement is

measured through its effect and impsct on the reader.

It is possible to produce good advertisements with

less Spending. If it is studied, it can be rezlized

that in Turkey advertisements which are prepared oy

apending large sums of money are w1thout impect and
effect 90 times out of a hundred.”

It is true that the advertisements prepared by the agencies are
not of high quality, but =25 a member of a well-established
advertising sgency says that, "There are graduates of Glzel
Sanatlar Akademisi, who are capable of producing perfect artwork,
but the consumer is not at such & level to evaluate this, but
when the artwork is not good the intellectuals resent this. but
when there is an exhibition or on some specific occasions we

o
stress the artwork."”

v, Semiral Bilbagar who says, "The businessmen believe thet

conauaers look et the advertisements, then go and buy the

1“ kanli, Remzi. iukayeseli Basin ve Propagenda. Ankaras
R881m11 Bostm Watbaas: Lid., §ti., 1961, p.C73.

Zir. Nejat Gdneng, Yeni Ajans hdvertising AgenCy.
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product, therefore for the advertiser the quality is of
secondary importance."l, also mentions the zdvertiser zs sncther
cause of the low quality of the advertisements, as the
advertisers and the consumer is discussed in the previous
chapter, they will not be disscussed here.

al

C. WHAT ARE THL SHORTCCHMINGS OF TiII ADVERTISING AGENCIES

Whatever may be the contribution of the other advertising
institutions to the present inefficiency of advertising in

Turikey, the advertising agencies heve a lot to do with it.

iir, Alican Sipsahioglu, gives the following exemple as evidence
of the lack of proper attitude, "For Life lMagezine IP was
preparing sdvertisements and 600 film-poses were consumed by a
foreign sdvertising agency. Cf these 600 poses only 15 would be
gelected, But in Turiey, if 12 film-poses are consumed, the
cgency starts to show soule 1’.‘(—:'3en“l:r,:usent."'r"j It is also interesting
to note that beside the Yeni Ajans advertising sgency, which
handles =211 advertising problems of Tirkiye ig Genkasi, none

of the sdvertising agencies have been a customer of PXEVA
Institute or jointly have they carried out resesrches for their
OWIl. chéver the advertising agencies are not completely.wrong

wnen they say thet the esttitude of the advertisers and the

Lir. Seairel Bilbaser, Bszin Crgenizeasyon advertising Agency.

EHr. Alican Sipehicglu, »P Petrolleri i .
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literacy level of the consuwer zre influencing their ztiitudes

algo, Since the agencies Delieve thet they are saiisfying the

market demand as it stasnds now.

A bagic difficulty facing the sdvertising agencies is the lack
of qualified personnel., In order to provide creative work and
good artwork, being & good designer is not enough, but one
should at least be scquainted with the principles and the
enviormment of 2dvertising. Therefore = school to téach the
principles and concepts of edvertising, economics, psychology

end sociology will contribute & lot to this difficulty.

Another bottleneck to the advertising sgencies in Turkey is the
shoertage of model-girls. Almost 21l of the sdvertising sgencies
and even the adveritisers say that due to social pressures many
capable, well-educated, beautiful young girls do not choose this
profession, even if they want to. Auong the girls whio pose for
adverbisements, some do not even want to show their fsces, of

course helf-naked poses are impossible with then,

Wostly movie stars are employed as model-girls, but Mr., Nejat
.”Gﬁneng says that, "We cannci use every movie star or a populer
remale in our zdvertisements as = model-girl, because hexr
appearasnce znd her reputation is supposed to create =&
favourable image for the cdvertiser in concern. I1f the

model-girl we choosge is not the appropriete one, we iose this




THESIS

ROBERT COLLEGE GRADUATE SCHOOL
BEBEK, {STANBUL PAGE 34

effect from the very beginning."l It is also very costly to
employ the services of & well-%known movie star, so lack of
model-girls, is really = problem for the sdvertising agencies

in producing effective advertisements,

Beside the above mentioned ones, lack of techniecal equipment
and material is also an important problem to the agencies, Tor
instance it ig szid that Xodachrome films are the best ones for
multicolor photos, but there is not any lazboratory in Turkey

to develope them perfectlv. 1In general Perrania films are
made use of for such purposes. In order to minimize this
limitation Basin Organizasyon Advertising Agencyv cooperates
with a photograph studio in ZEngland, through ordering photos
from the Studio’s Catalogue. Yeni Ajans Advertising agency
mekes use of the available photos in the collection of the

Ottimar Photograpn Stndio.

Although these shortcomings and bottlenecks exist, sometimes
high quality advertisements which are eligible forinternationzl
prizes, are being produced. TFor instance two advertisements
of Basin Organizasyon Advertising igency have won the firat

prizes of Premio furppe Tizzoli-1966, prepsred for magazines

and newspapers, 2

1Mr. Tejot Cdneng, Yeni Ajeans Adve rtising Agency.

ESee Appendix VI, for the advertigements.
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These difficulties and the inefficienéy in the operations of the
advertising agencies are all common to the edvertisers, and
though they are not saztisfied completely, more or less they
share the seme attitude as Mr. thsan Xdroflu states,"The
advertising 9géncies are not well orgenized in our country, thev

do not funection properly and do not know the market well enocugh

but they are inevitable.“l

Hr., Nadir Xemran says, "None of the advertisers, whatever the
aize of their advertising depariments are, can prepare
advert{isements as efficient as the advertising agencies, if they
worked themselves without the cooperation of the agencies."?
This statement mey be true, but it is largely believed that the
advertising agencies do not show greaﬁ efforts to improve their
functioning, especially if the cost of such an action is
relatively hidh and not likely to bring immediate returns. ‘The
main reason stoping or delaying the agencies to take such
measures, is the lack of competition among the zdvertising
agencies., Although they sgsert that they dont make much profite
from their profession, the advertisers do not accept this
argument and say that it is just the contrary of what the
agencies have been saying and the advertising agencies in

Turkey are easy-money nekers with regard to the services they

provide.

er. Thean ¥Oroflu, Arcelik A. §.

Zyp. Nadir Kemran, Men hjens Advertising Agency.
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However it is interesting to note that Mr. Zuydam shares an

opposite point of view as e heavy advertiser :

"Turkey is a developing country, snd not much
industrilizetion has taken nlace to provide
mass production, where sdvertising could be
moast efficient and beneficial to ©ll perties.

In Fngland £ 700 millions, in USa 2 14,00
millions is spent for advertising where zs in

Tuarkey only 5 8 millions is spent. Therefore
the cdvertising asgencies do not have much chance
to expand their business, and not much should be
expected from sdvertising under these existing
cireumstances. 1 thing, @dvertising is quite
responsive within these limits, otherwise the
advertising agencies would not be able to pay
gselaries to their emplovees.”

If competition gets keener cmong the sdvertising agencies, they
will inevitably search for means to increase the efficiency of
their operations and will even supply their customers with
market research and public relations services. It is not the
agencies themselves, btut the whole enviornment is likely to
urge them to improve their present situation. Furthermore it
should also be remembered that, advertiéing has not yet become

a profession to invest large sums of capital, in Tur<ey.

D, BASIY IT.AY KURUMU
Begide the advertising agenciles, there is another institution

i i ia d it is
which places advertisements only to print media an

called Basin Ilan Hurumu.

IMr. Zuydeam, LeveT Brothers Tﬁrkiye Seneyi ve Ticaret Ltd. gri.

o
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Basin ilan Kurumu wes created by Law No. 195 on January 2, 1981,
It is a seperate legal entity and emong its wvarious functions,
guch as ~providing credit facilities and finencial aids to
members of preas- the very first one is to distribute official
announcements, advertisements of state enterprises and
advertisements of foreign enterprises which has not got =

registered branch office or a representative, in Turkey.

According to the Article 24 of Lew 195, the Basin Ilan Kurumu
is entitled to receive 15 pmercent commission from the
announcements and the advertisements for which the BIX acts as
an advertising agency to place them in the print media, snd 10
percent from other kind of sdve rtisements and announcemenrts.
But this article was charged later =s, "Maximum commission of

25 percent"l by the decision of the Turkish Govermment.

According to the Article No. 42 of the same low, "Advertisements
and announcements of the institutions which zre seen in the
Genersl Budget of the State and/or tied to State with annexed
budgets, municipalities, villages, State Economic FEnterprises,
the omes with more then helf of its capital owmed by the

pﬁblic enterprigses, and the advertisements and the
aﬁnouncements of the foreign legal and personal entities are

to be ploced to the megazines and to the newspapers in the

1T. C. Resmi Cazete, October 31, 1961.
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areas where BIX has branch offices, only through the

coordination of Bix."l

For example an Inglish or = Hungarian business enterprise, if
not represented in Turkey, must place ites advertisements through
BiIX, ox, if & state enterprise wants to purchase 10 tons of

dry beens or 5 tons of soap, it also has to mzke the
announcement of the adjudication througe BIK. The BIK is also
entitled to act as an advertising =2gency, and any business
concern that wants to place zdvertisements through the services

provided by BIX mey very well do so.

The total amount of announcements and sdvertisements placed
through BIX, for the vear of 1964 is as follows:<
Prom the officiel ones. . . « « & 21,209,85?.60 Telis
Through coordination of BIK . . . §,049,174.51 T.L.
Trom the foreign ones . . + . « & 856, 397,83 T.L.
From the private ones . . ., « « « 1,919,440.75 T.T.,

TOTLL 32,008:, 800,89 T.0.
Sy U

There nre many arguments against the functioning of BIK,
especially with regard to Article lo. 43, for limitting the

wren of activity of the privately owned advertising cgencies.

'"1T, 0. Temi Cazete, Jenuary 1,1°01.

21es1n Tlen Xurumu Vinetim Zurulu 1964 Yala Fezliyet Reporu.
"~ fstepbul:istenbul Matbassi, 1965, p. 5b.
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The words of Mr, Nagit Ulug, at his gpeech in the advertising
Seminer of 1965, summarizes the main points of arguments
pgainst BIK, "The announcements and the advertisements which
are declared in the Law Mo, 195, csnnot be administered through
2 monopoly because advertising in all the free countries of the
world is under the autonomy of the private enterprise, in other
words it is free, with the erceptions of Nussiz znd Iron
Curtain Countries. These limitations do not allow our
edvertising agencies to become full service ones and the market

cannot expand. This law has to be improved."l

The arguments raised as such mey be true znd msy have sound base
from theoretical point of view, but in practice the argument
that Article No. 42 of the Law 195 limits the expansion of the
activities of the advertising agenciés iz not well=founded,
because it is first the agencies themselves who do not feel the
need of expanding their activities., However, it may be more
appropriate if BiK_increases its control and supervision
functions over the advertising agencies, amnd receiving certain
amount of fee from the agencies which handle foreign
advertisements and the advertisements of the state owned
enterprises, The announcements could s5till be placed by
coordination of BIX, not in the deily newspepers, but in the

m A Tesmi Gazete or trade papers, thus providing ease both to

Le e

buyer and sellel.

Tuiug, MNesit. Bosinds ilan ve Teklam Semineri, Istanbul:
Venilic Baawmevi, 1965, p. 69
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IV. MEDIA STRUCTURE 1IN TURKEY

In this part of my paper I shall try to present the existing
structure of the media used for advertising in Turkey. Frint
media, radio, cinema, outdoor and poster media, point of sale
end direct consumer media are used widely. But among them, it
is the print media which has won great popularity and has wide
application, through daily newspapers and weekly or monthly

nagazines.

There i3 another media which is used widely in the West but will
not be seen in Turkey for many yvears, it is television.
Television may be an investment project not justifiable for an
underdeveloped country on an economic basis, but in the future
jt is believed that it will bring an explosion to advertising,
gince another mass medium will be functioning. Especially the
sdvertising agencies, rather than the advertisers, are keen

for television medium, which is hoped to provide lerke sums for

the improvement of other services.
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A, PRINT MEDIA-

Print Media is the most widely used one in Turkey. "Dally
newspapers and a few magazines handle more than 50 percent of

- Turkey’s consumer advertising.“l Press advertising is importent
is important both for the newspespers and for the advertiser who
can place advertisements for a dzy long to masses. For the
newspapers as Mr. Haluk Cillov savs, " I we assume that the
average cost of each paper is 24.32 kurug (11.5 kurug for raw
materisls, 5.5 kurug for sslaries and 7.3 kurug for various
erpenditures) end selling price being 25 kurug, then we can
easily see how vital is the 7 kurug of advertising revenue per

paper, for the newspapers to survive and exist."2

whether this revenue makes the press more independent of
outside influences to defend their ideals and beliefs or makes
them depender and serve as & public relations department to
certain business enterprises, has alwals been discussed in the
world. The people I had interviews with have said that in
Turicey there is not a problem like that, because by the
establistment of Basin f1an Xurumu, the newspepers have the
ohznce of receiving odvertisements from this prgaenisztion
which hendles the advertisements of officiel state enterprises

and forelgn advertisements coming from abroead.

lyoren, irol. TFrom his unpublished report.

2011107, Haluk, Bosinda 1lan ve Reklam Semineri. Istanbul:
venilik Basimevi, 1065, DPe Ol
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But it is slso a fact that a very well known company did cut
the advertisements to =2 daily newspaper, when this paper had en
srticle about the strike which took place in that company.

However the paper was a big one &nd could afford to write about

the strike,

Almost all of the executives of the advertising ¢gencies I had
interviews with said that the place of print media will incresase
in the advertising process and it is gquite likely that space
prices will increzse in narallel . The figures given below
give the total advertising revenues of the nine mezin papers of

Tatenbul, for the vear in concern in current prices .1

Years Peverve in T.T.
11982 23,082,211 .--
1963 34,102, 08 e~
1964 ' 46,745,200 ==

and these figures show us how rapidly the cuantity of
cdvertisements is increasing, in the print mecdia., However

the figures may vary & 1little bit, since there is not & centreal
end nationwide ssscciation to check these figures and provide
the correct data to the sdvertisine cpencies. Nevertheless
print medis is the most widely used one and will be so in the
Foture. Access to large pumber of peorle is eesy and the
sivertising agencies in Turker hove the facilities and

personnel to preduce sdvertisements for print media with higher

L1pid. p. 4%.
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quality and print work with respect to other media advertising.
Furthermore there is no limit to space devoted for zdvertiscments
in the papers, and, after the Hey 27 Tevolution page limitation

for daily newspapers has alaoc been removed.

dowever there are weasknesses in print media, the main one is
lack of selective advertiaing. This is an outcome of mzinly two
reasons; The first is, that even the newspapers do not know
exactly who their readers are, to which income group they belong,
what their sexdistribution is and so on, thet is to say the
demographic factors related to the readers are not xnown.
Second, there are not much professional and trade pepers or
nagazines, whiéh have circulations enough to provide a fair
return to the advertiser, This reasoning applies well enough
for the local papers and magazines too. An advertiser might be
willing to plece an advertisement to a local paper, but as

Mr., Nedir Kamran says, "The local papers do not have the ability
to.communicate with the local society due To their low
cireulation figures."l Furthermore the people who read the big

national papers and the local papers are somewhat idemticsal.

" inother weaxness with regard to print medie is, "...the
reluctant attitude of‘the intellectuals towards advertising in

the newspspers,'® This is true not only for print medie but for

sdvertising in general,

;Mr. Wadir Kaaran, llan Ajans Advertising asgency.
25intel Film-Altin Reklam, 1965-1968 Catelogue, p. 2.
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Also motivation research is never carried out by the
institutions of advertising, and as aresult = certain
advertisement appears both in the Cwshuriyet and Terciman papers,

though they are read by different groups of people.

A common source of resentment by the advertising agencies is
that they can get no help from the papers whatsoever. For
example, figures of circulation and actuzl ssles volume can
never be known exactly. In his report to Chamber of Commerce,
Hr. Affan Bagar states that, "To a certain extent we can get
the ecirculation figures from Besin Ilan Kurumu for these papers
to which it gives official advertisements. But for the ones
which do not receive advertisements and the magezines we cannot

know, "

In Turkey the main newspapers which get the mejor portion of
the advertigements are hilliyet, Hirriyet, Akgam, Cumhuriyet
and Terciman. They appesl to verious groups but it is not
known clearly who are the readers with regard to demographnic
factors. Recently, Hiirriyet newspeper hes been able to learn
sbout the profession of its readers through Headers C&ards
assigned to individuai readers. But when it comes to Anatoliean
readers, judgements msy be mislesding because the paper which

srrives early, is read in most of the villages end towns, or,

1Ba§ar, sffen. Unpublished report to Istanbul Cheamber of
Corunerce.
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according to political party they support, therefore only

generalizations can be made,

Very broadly, we can describe the major newspapers &s follows :
Hirriyet : A typical boulevard-type newspaper, it tends to be =
paper of 10 minutes but not of 11, Big pictures, sensationsl
news{the heroes being mostly common people) cover the first
page, in general. Some_hasic educational and general knowledge
is given to the readers, and this paper has the highest
circulation figure in Turkey. None of the azdvertisers can miss
this paper, because it also has thé best distribution system in

the country and is very popular among the house wives who cTe

the purchasing agents of the families,

Miliivet : This newspaper is a supporter of evolutionary
socialism and has editorials every day by well-known writers,
People of zll age, especially the younger generations read this
peper, because it has a good magazine page and the best sportis

page smong all the newspapers.

Cughuriyet ¢ A very old newspaper, there aré people for whom
reading Cumhuriyet has become & matter of nebit and a sign of
prestige, beceuse until recent times it wes believed to be the
only peper for intellectuzls, It can be ssserted that young
people below the age of 18 do not resd it regulerly end the

same can be said for the average house wives also. &Anyway
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this paper aims to the intelliectuals in Turiey.

Akgem : Recently this paper has become the supporter of the
leftist movements in Turkey. It contains editorials and

articles supporting its cause. PFurthemore emphasis is given

to sports page and society news.

Terciiman :A typisel conservative newspeper for Turkey, with
religious stories and so forth, and, nationalist in belief and

attitude., It also orgenizes lottery and concerts for the

readers,

Tt should elweyse be bern in mind that these descriptions are
verv loose and based on general consensus, becsuse &8 Mr. Af fan
Bagar says, Although circulation figures, digstribution of sales,
factors with regard to readers as merital status and nunber of
sf children are vitally important for the advertising agencies,
slmost all of the papers and the magazines are reluctant L0

: ; 1
provide these infomations.”

The following list gives the couplete number of newspapers in

. - -]
Turkey's three main cities, namely Istanbul, Ankara snd IzmliTi

%Mr. Affan Bagar, San Organizasypn Advertising Agency.

ZSource: Price/column/mn T.L. for adver?isements are ta%en frowm
Bosin Ilan Kurumu-Price List fox the first thfee %OPE?E-Of N
1666. The seles Tigures are taken also from & publicetion oL

Basin flan Turumu, &s of November 1, 1966.
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Istanbul Wewsvapers:

Neme Price/column/cm-T.%.
Akgem ~ 40=35
Cumhuriyet = 40-35
Diinya- 40-35
Ekonomi 20-15
Ekspres 20~15
Hergiin 20-15
Haber 30-25
Hﬁrriyetf“ 60-55
istanbul Postasi 15-10
Tsql Postasa 25«20
Milliyet 45=-40
Son Havadis 35=30
Son Seat 20-15
Tércﬁman'/x 40=-35
Yeni Istanbul 35=-30
Apoyermatini 5
Embros (Greek) 5
Tamanzk {Armenian) 10-6
Marmara {Armenian) 10-6
20-15

Ti¥g Ticeret Postas:

Xpigures are per month.

Sales
106,436
107,455

15,526

1,384%
7,987
8,41C

11,168
468,031

1,7%¢
2,780
166,145
64, 349
6,903
149,389
13, 841
3,109
2,806
1,701
1,735
1,868
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ankara Newspaners:

Xwigures are per month.

Tame Price/column/cm-T.1.
hdalet 3025
Ankara Ticaret Postasi 12
Inkilap 10-4
Glindem 10
Havadis 2515
Is ve HEkonomi 15-10
Ig Alemi 10
Medenivet 12=10
Son Baski 25=15
Ulus 20-15
Vatan 25-15
Yeni Tanin 30-25
Daily Wews (English) 20-10
Devrim 15=5
Ixtisaet ve Piyasa 15
Zafer 2b6-195
Tzmir Mewspapers:
Demokrat Izmir 30-12
- Ege Ekspres 30-12
Lge Telgraf 25=10
Ticaret 35-10
Yeni Asar 30-12

_Sales
20,468
2,524
1,562

0,293
9,263
2,755
6,335

22,070
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B. DIRICT CONSIMIT CONTAQT

If advertising is accepted as 2 way of getting into contact with
the consumer to increase the sales of = product of an
advertiser, then we can place Direct Consumer Contact under the
chapter of Media Structure, though it may be argued that it is
also & part of sales promotion activities rather than the true

functioning of an advertising department.

It is also argued that Direct Consumer Contact %3 the most
sppropriate way to reach the consumer in Turkey, because in the
country more then 50 percent of the populstion is illiterate,
therefore if the consumer that is, the potential user of the
nroduct cannot have a chance to see the advertisement sppearing
on & papef or ejﬁagazine, then the noney spent for this
advertisement is nothing but o waste from the advertiser’s
point of view. Mr, Slireyys Kevukeu says that, "In Anstolia

the newspapers are read by the literate people in loud voice and
the rest listens to him, Of course, one cennot =zssert that the
one while reading the paper will also read the advertisements,
but most probably he will read the news only."l Furthermore,
as far ag print media is concerned, &3 I had mentioned
previously, there jg no difference in the zdvertisements

according to damographic factors of the readers,

Lyr. Sireyys Kevukgu, Tirk Philips Sensyi 4. 3.
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Mr, Zuydam says, for reaching the ultimate consumer :

L =)

It is not laock of krowledge what creates the problem
to us. We %now whern the house wives 1isten to radio
and we know which newspapers or magnzines they read,

but wi?h a press of one million deilv cireulation

five millions house wives carnot be resched. So one

can reach the 40 percent of the populsticrn; let us

say they havg the 60 percent of the purchesing vower,

for the remainder 40 percent of the purchasing rower

in the market, that is to sy to commete with the

other firmms in the ssme industry vou have to usse

other medin,"l
Among the other medis Direct Consumer Contact is the most
promising one. Tt has glso been asserted by Mr, Hzlit Teleyer
of Good Year Compeony, "Direct Consumer Contsct is the most
appropriate onme for us, especizlly for truck znd tractor tire
sales."ﬁ, because the customers in that cese are experts in the
market and know exactly what to look for and what to evalusnte
upon purchasing the product; thet is to sey they cere for the
meximm weight the tires may carry, whether the tire iz metsllic
or the Life expectancy of the tire in the roads they will use.
But for the auvtomobile tires, use of mass medie is morTe
appliceble, since the buyers are literate but zre not exverts
of the product they use. or instance & white line¢ around the
tire may sppeal to them more then enyihing to buy that tire.
Although Direct Counsumer Contact brings higher returns then eny
other media, it has not won much popularity, the main recson

beings its requirement for larger amcunts of cosh than eny other

medis, ond, necessity of immediate cash spending, especially

Litr, Zuvdam, Lever Brothers Sanarl ve Ticoret Ltd., Jti.

e

?,I‘Er. Halit Talearser, Gocd Year Lastikleri T. A e
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if we consider the fact that the advértiser pays partly in cash
to the agency for the use of print media, As s result, we cen
say that it i1s beneficial and brings high returns to the big
compenies which are financially strong and no: facing the probles
of liguidity, and, that which are selling to consumers who are
experts in the market in economic sense, znd are intereted to

know all aspectis of the product they will use.

But, perhaps the point which makes the Direct Consumer Contact
~as direct mail or door-to-dooxr- most appropriate media in
theory is, its measurability with respect to other mediaz, as

" Joel Dean ssys :

"advertising that permits keyed responses usually

molkes neasument of resnlts compurastively ecsv...
though results arc distorted by outside influences,

and enquiries have to be converted into szles, o

fairly setisfacltory estimate of marsincl cdvertising
costs can often be obtained here. Another methed is

to very advertising oulley systematicelly among crees
and to compare the first differences in szles{i.e. the
percentage increases and decreuscs)...local zdvertising
wes monipulsted systematicelly in selected arezs; znd
guarterly first differences in advertising were
correlated with quoerterl:: first differences in business
lagged one quorter,"-

For local advertising in Turkey we can say that, through print
mediz only nationwide advertising is possible, since beside
Lnxera, Istenbul and Izmir no papers and magezines with high

cireulation figures are available for locel readers., Tor the

1Deam, Joel., Monagerial Economzcs. New Jersey:Prentice-izll, Irc.
7ifth onrinting, 1955, pp. 3920-3592,
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radio medium the gituation is =2lmost the same., Although there

are few stations apart from Istanbul, Ankzre and Izair, they arve

far from being satisfactory to provide sound basis for

measuring of returns.

C. RADIO MUEDIA

Radic advertising is relatively new when compared to print
media, It started around the year 1951, but as Mr. Erol Moran
says, "In the last three or four vears due to tecunical
advances made in recording, acquiring better speskers and
nerrators, radio advertising has become a very important one,

in today's consumer advertising."l

This statement may be true,but the relative incresse of
importance of radio asdvertising is not only due to technicel
improvements, but increesse in the number of redio stations,
over all increase of advertising expenditures in the country

and incre:se in the numberiof radio sets .

"According to the Prime Minigtry Statistical Institute figures
as of Mearch 1965, the number of registered radic receivers in
Turizev smounts to 2,315,210 and more or less half of this

smount is distrituted in the six large cities as follows:

1Moran, #rol. TFrom his unpublished report.

2Dﬁnya Wewspaper. March 1, 1965.
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Hame of the city | Mumber of redio receivers
Istanbul 480,836
Ankars . : 194,826
Iznir 180,745
Konya 74,145
Burss 66,668
Adana . 60,521

However, the unregidtered receivers and small transistor
radios are not included in these figures. Though no one cen
estimate the exact figure for them it can be asserted that
they are much more than any one con expect, since most of the
Turkish workers in Germany bring at least one portable radio

receiver when they come home on periodic visits,

Although the number of radio receivers have inorezsed

-

considerably during the recent years, due to low power of the
stations for broadcasting and limitted power spread at any
hour of a day, &s mentioned in the catalogue of Sintel Film-
Altin Reklam, "As hundred percent return cennot be rezlized
through advertising from one station only, for s nationwide

programming of a campaign use of few stations is necessary."l

There are mainly two types of commercial brocdecest over the

radioc stoations of the Turkish Radio and Television Institution.

lgintel Film-Altin Reklem, 1965-1966 Catalogue, p. 5.
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One is aspot anﬁouncements read by the speakers of the
‘Institution, under the title of "Kisa Ilanlar® mainly after the
daily news bullettina. The other end more common type is the
advertisements broadcasted at regular times under the title of
"Reklamlar Gegidi". Thev are et 1.30 pems - 2.C0 polis,

18,00 p.i. = 18,40 pei, and 22.00 p.m. = 22.30 p.m. The time
is rented by the radio administration to the agency which wants

to rent a time of five or ten minutes basis.,

The rental wates set by the Radio Ldministration ig, a® followsg'
Time 1.30-2.0C pr1 _18.00-18.40 Du Lu—2ie3C DU
5 minutes I'ent-al 84-0." T.L. 1,200." TIL. l’ 560."‘ TQL.
25 percent municipal ‘
tax— 2100- ToI-!o EOC.- T-L- EQOo“ T.I_o
2 percent govt., tax 17.- T.L. 24.- T.L, 31.- T.0.
T 0 t & 1 I’OE."?." Tl]'-‘u 1,52"":0" "‘-I&'o 1’9810" rllo]’a‘o
10 Yi’linutes I‘Gl’ltr’.ﬂ. 960."' TaIAn 1’560¢— T'Il. 2,0!’20." T.I_‘.
o5 percent mun. tex  24C.- T.T. 39C.- T.I. DLC.= Tale
E percent govt. 'tax lg." T.I-. 51-" TCIJ- Zj::!.o"' T.Lo
T 0 t & l l’:.flg." T.IJ. 1,981.- TlL. 2,,591." T.L.

The numbef of seconds azllowed for the reading or singing of

advertisements are 1imitted to 45 - 6C in five-minute

srogramies and 90 - 120 in ten-minute progremmes. However the

- ;Moran Irol. Trom his unpublished report.




THESIS

ROBERT COLLEGE GRADUATE SCHOOL
BEBEK, ISTANBUL PAGE DO

amount of seconds for advertisements are longer for noon
programmes, as there is not much demand by the sdvertising

agencies and by the advertisers for that time.

"The number of words that can be told directly on these
prograries are also limitted to 220 words per ¢€C seconds end the
rest is direétly proportional %6 this ratio."l The sdvertizing
agencies in general cherge 25 to 35 liras per word to their
customers depending on the time oF the program &nd cn its

relative popularity.

Again, based on the seame report of Mr. Erecl Moran the cost of
preparing a 1C-ninute cdvertisement can roughly be calculated

23 follows 3

onlv Musical Musicel plus & Narrctor
One speaxer 100 T.L. Two speeskers se0 7T.l.
Studio Rent 15¢ T.L. gtudio Rent 15C T.L.
Technician 10¢ T.L. Technician ikele TfL.
Tech, Recording 5C T.T. Tech, Pecording 8¢ 7.1,
Tarrator 6CC TuTie
_—Zoo Talie 1,1C0 T,

mor a short-play agein one spesgker, & technician, studio rent
end technicel recording expenses are incurred plus a copy
| uriter for 400 T.T. &nd three zctors each for 10C T.L. Thus,

o short pley is produced for 1,100 T.L.
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If an agency charges on the average 30 T.I.. per word for 20
words to his customer, then it will collect 68,600 T.L., Assuning
that the agency places this programe between 10.00-10.30 pm,

1t will have %o pay 2,591 T.L. to the Radio idministration end
the production costs will vary between 400 to i,lOO T.L. on the
average. Then the gross profit of the sgency will be between
2,909 T.L. to 3,609 T.L., which is quite a respectable amount
indeed., However this leads to the entry of adventurers into the

profession and lowers the quality of the radio advertisements.

Fof redio advertigements the agengies can be grouped into two
8 direct time renting ones from the radio administration tnd
fills this time-with various programmes; and, the ones which
do not have a contract agreement with the radio adminisirstion
end placing their progremmes only through buying time from the
agency which has zlready got z time in the belts, Recently
most of the advertising agencies try to have programmes under
their own name, whether they themselves car fill it or nct
without geting sdvertisements from the smaller ones, because

it is becoming a matter of prestige.

Compared to print medisz, redio rdvertising does not necessitete
large swms of money, therefore many of the smell size agencies
are engeged in radio advertising, 4As a result of this, the
ouality of the advertisements zre not £t desired level.

Nelatively few of these agencies have really specisalized in

radio advertising.
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A source of ‘trouble is the unifomity of time rentals &1l over
the country. The Turkish Radio Administration has set up ecual
prices for Adana and Istanbul radio stations, For instance if
an advertiser wants to tdvertise over the radio for 10 ninutes
fa the 22.,00-22.30 slot, regardless of the number of listeners
it will have to pay 2,591 T.I. The burden is again on the
Radio Station because no one is likely to rdvertise over idsns -
Station, if it is charged the seme rental for Istanbul Station.
At thot hour an advertisement hes more chence of being listened
to in Istonbul Redio Station than Adena Nedic Station. But the
advertising agencies to avoid this problem charge diffefent
prices for different »radio stetions in the country, from the

advertisers, who wants to have a nationwide compsien.

Another point of resentment with regard to radie zdvertisements,
is mentioned by Mr, Affen RBagar, "All over the world, if =
nrogramme is znnounced a8 an cdvertisinge rrogramme, it does not
dreow any attention and therefore it is not listened to...
furthermore the advertising srencies and the edvertisers have
bored the public with their monctoncus advertisements."l This
.staiement certainly has some points in it ., Many pecple do
"resent the rdvertising progremmes over the radlo stations end

trv to avoid them., Also if an sdvertisement is not listened to,

then from the sdvertizer point of view, it is ncthing but =

weate of monsey,.

1Bé§ar, Affen. Prom his unpublished report to Chamber of
Commerce of Istanbul.
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#11 of these arguments raised here lezads us to believe that
there is so much wrong and missing in the rzdio media structur

of Turkey and a lot must be done %o improve the situation,

D. CINEMA MIDIA

Cne of the rmedis which has won popularity, recently, is the
cinema media. It has the chance of reaching large number of
people and whether people like it or not watch the advertisements
on the curtain once they are in the szloon. Also, today in
Turkey movies are inevponsive, in comperision to theatres(10 77).
sport gemes(lowest price for soccer is 5 TL) and any other
entertainments., Due these reasons cinema mediz has great

chance and advantage to reech various kinds of people ot all
levels, and giving advertisements to certsin cinemas, selsctive

advertising may become possible in comparisicn to other medie,

slthough the coast of‘adver{isement films in Turker is 1/4 of
that in Western Countries, "Cinsna mediw is more appropriate
for the achievement of long run returns, because large numbder
of strips of commercials is necessary for an effective
cempaign. This expenditure increases the cost of the campeign

when only short run objectives are iried to be attained,"d

In genersl, strips of commercials are prepared on 35 mm filus

lgintel Tilm~Altin Reklam, 1965-1966 Catalogue, p. 8.
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in black wnd white, colored or dessin animee{cartoon). The

most appropriate length for edvertisements is 45-75 meters.

The cost of a 35mm black-white sdvertisement film 28 stated in
the 1965-1966 catalogue of the Sintel Film, is as follows:
Hormal Tilms (with decoration, story and artists)

First 30 meters 80 T.L./meter
31-60 meters 70 T.L./aeter
61-90 meters 60 Tol./meter

. 91 weters and more 50 T.L./meter

Dessin Animee (cartoong)

First 30 meters 150 T.L./meter
31-60 meters 140 T.L./mever
61=-90 meters 130 T.L./meter

91 meters snd more 120 T.L./meter
To these prices the expenditures of traveling, transportstion,

rent of accesories, artists and model payments are not included.

Tor 35mm Bastmancolor films the same agenoy cherges:

Normal Filmg (with artists, story and decoration)

First 30 melers 200 T.L./meter
31-60 meters 180 T.L./meter
61-80 meters 160 T.L./meter

91 metgrs and more 140 T.L./meter
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Dessin animee{cartoons)

First 20 neters 300 T.L./meter
31-60 meters 27¢ T.L./meter
61-90 meters 240 T.L./meter
o1 meters and more 210 T.L./meter

Again, te these prices the expenditures of traveling,

transportation, rent of accesories, artists snd model payments

zre not included,

ixtra copies in black and white strips cost 4-6‘T.L. per copy
and for coloured ones tney cost 20-30 T.L. percopy, depending
on the number of copy required., r. Erdal Kilig¢ says thet,
"Although we have specialized in cartoon films with artisits
such as Turhan Selguk, Tongug Yagar and ¥Yalg¢in CQetin for high
quality works, fixed costs cannot be reduced since only big
companies or new product introducers are making use of cinema

. 1
nedia,"

Distribution of films un the three main cities, nemely Ankare,
Istanbul and Izmir is done by few coupanies, but the leading

f£ima in the business is Viktor Castro and Compeny.

The prices, tax rates and the cepacities of the mein cinenas,
2
in three main city are as follows:

Lir, Hrdal Kilig, TV Reklem Advertising Agency.

2yoren, Erol. Trom his unpublished report.
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Izuix
Nems Location Capacity Cost/film dunicipal Tex
Tayyare Alsancak 800 375 TL "5 TL/film
Xonsk Konak 1000 275 TL " "
ixbal Kargiyeka 850 325 TL " "

B, OUTDOOR SIGHS AND BILLBCARDS MLUIA

This media is not very popular in Turkey, it csn only be
considered as =2 supplement to other medies, In big cities,
municipelity taxes on billbeoerds are high, for instance in the
Istanbul City Zone tex rate is 210 TL/square meter, Therefore
they are seen mostly along the highways and outside the city
zone, where the tax rate falls to 48 TL/squaere meter,
Furthemore, there is 100-20C TL/mz/yeer tax for permission

to erect them and 0.80 TL/m® fiscel tex being collected et the

time of erection.

Due to these reasons and the requirement of permission from
the Turkish Highway Department, the use of this mediz has
decreased during recent yesrs, and the result is =2 deeline in
the revenue of the municipeslities. Unless cerftain measures
are taken, it is gquite likely that revenue reslized from this

source will continue to decline.

Before passing to next topic, I would like to mention s&nd

discuss posters very briefly. They are vrepared by the art
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departments of the advertising agencies, cost 1-2 Ti. depending
on the quality and ariwork for that certain poster, and the
govermuent tex on them is 15 kurug/poster, and surprisingly
there is no rental charge for the space tihey cover., Lhe
organizations which provides sticking of the posters ito the
walls and places where poster advertiéing is =llowed, charge

50 kurug,poster,

Today, & new trend is emerging in outdcor advertising and it
is use of Plexiglass, that is multicolor gless boxes luminated
by fluorescent lamps from inside., This system is not only

low priced but also provides good asight to eyes.

¥, POINT OF SALL MIDIA

This medis is also relatively new, but it is geining wide
zmcceptance; not only the sdvertigsers but the store owners anc
vetailers are involved in the process of growtn. It is
especially a very useful device for consumer goods, which are
purchased by impulse., However iir., Nejat GUneng says, "It away e
'appropriate ta use this mediz only in big cities for consuuer
goods, but ik fnatolia it does not creste an impulse to buy

even & consu@er good as soap, becesuse the people have great
williﬁgness to accept them as & part of the decoration of the
store or just snother device addaed to the appearence of the

store, from which they meke their purchases."l

lmr. Nejat GOneng, Yeni Ajens Ldvertising Agency.
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In one of my visits to an aldvertising agency I was told a case
that in an Anatolian village, & peassnt was asked whether he he.d
z Vim detergent or not, nodding his head he had gene into his
house and brought 2 box of Fay detergent; to such & customer,
point of sale medis would not meen much, but to a person wac

has mcre knowledge =bout the products and does not visualize

o brand as & product neme, it may provide efficient results,
nevertheless, for impulse buying goods, the use of point of sale

media has started widely.
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V. CONCLUSION

In the previous chapters, I have tried to present the existing
structure of the Advertising institutions in Turkey and
discussed the relevant problems in relation to their proper
functioning., In the light of these chapiers, we can review the
factors which cause the present inefficiency of the Advertising

Yrocess in Turkey.

It should be noted that, none of these factors can be mentioned
23 the main cause of the inefficiency of the existing structure
if they are evaluated alone. In fact, they cre complementary
to each other, znd though mentioned seperately under different
headings, they are very wmuch related, of course, with varying
degree of contribution to the present inefficient structure of

‘advertising process in Turkey.

Al NCH-ZCOHOLIIC FACTORS

As mentioned in the Advertiser Chepter, in Turkey more then 20

percent of the population above the zge of six, is illiterste,
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1f we take inte account that advertising is supposed to create
desire in the minds of vedple for a certain good or service,
then it is desirable to bring the level of =dvertising works
to that of the consumer group, who are expected or hoped to

utilize the good or the services to satidfly their needs znd wents

The peasants in Turkey, as discussed, have appreciation of
abstract values snd new notions, but the so-called town-people
lack this, and even in the cities advertisenents are perceived
28 in the form they are given. The illustrative exauples

nentioned in the Advertising Chapter, reflects such an attitude,

Only the intellectuals appreciate the high quality of art work
in the advertisements, but in cowparison to other groups in
concern, the intellectusls are the least interested and
responsive ones to advertising, 2s most of the interviewers

have mentioned.,

Be GEWERAL: ECONOMIC FACTORS

(1) Lazeck of Competition in the Troduct Market

This factor is a very important contributor to the inefficiency
of advertising at its present level, because advertising cen
only be efficient and beneficial to all partigs when competition
is keen and economic growih in a country has reached the stage
of mass production, Then, the advertising costs will be lower

per unit produced and therefore the advertisers will be able to

1
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efford large scale advertisineg. On the other hand, the
advertising agencies will have sufficient esmount of funds
available for more gualified and specislized personnel,

equipment, research and so on.

In fact as most of the interviewers have stated there is a
great parallel between the stage of economic growth in a country
end the level of advertising works. &8s the country gets more
developed, higher is the quality of advertising in that country.
In nnost of the Turkish Industries, lack of competition is a
dominant charscteristic; only few industries os textile, ice-bm
and soft drinks are competitive, and upon a shori study of the
advertisements in various media, one cen easily recognize theat
they are the heavy advertisers beside the banking institutions.
Tor the larger part of the Turkish Economy, the same argunent
cannot be followed, because in most of the industries there is
still & "Sellers ﬂarket" and therefore businessmen do not feel
the need to advertise.

-

(2) Logk of Cepital Iormation and & Cepital iarket

in Turkey there is nct & capitel meriket where stocks and bonds
bonds of business enterprises can be sold, therefore savings

sve not easily channeled into the hands of the investors.

iost of the times, expengion of business enterprises in Turzey

is realized through reinvestment of profits. However this 1s
5 ]
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e limitting fector for capital accumuletion and &z far as
edvertising is concerned %o operate efficiently, mass producing

enterprises cannot easily be esthablished under such condition,

(3) Low per Capita Income

In Turkey nationzl income per cepita is around 1800 T.L., =nd

if it is assumed that & high percent of this low income goes to
necessity goods as food, clothing and sheltering, then the
ultimate consumer in the market is not left with much to spend

for cther goods and services.

In fact 2ll of the above mentioned factors sre different wspecis
of economic growth, and, complementixry tc each other. It cen
be argued that full efficiency and benefit from advertising

can only be rezlized at higher stages of economic growth, where

mass production is possible,

C., FACTCRS RELATED WITH THE ADVERTISERS

(1) Attitude towards hdvertising

Generslly, beside the few big business enterprises and
foreign companies, present and future cdvertisers evaluate
adVertising_not as & means of increszsing sales and thereby
profits of their business, bﬁt rather 8 an expense item which
haes to be incurred vecause that much gales volume isg reached

or that much is earned. We can say that, the iuportance of

sdvertising has not yet been realized by the businessmen for

their enterprises.
e
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(2) Attitude towards the Advertising Agencies

If the general attitude of the businessmen for advertizing
itaelf, is in the nanner mentioned above, then their atiitude
towards the sdvertising epencies cennot be much different;
even in the eyes of the heavy sdvertisers, the advertising
agencies, with respect to the services they give, zare easy money
mekers. This is the resson, vhy, sometimes, the cdvertisers
ask the agency to return pert of the commission received from
the media for the placement of adve rtisements. Some egencies
do give a certain percent of their comissicn back to the
sdvertiser, but this further reduces the vrestige of the
sdvertising agencies and the Imuge of their profession is

adversly affected.
TIn short, much better service jg expected from the sdvertising
agencies and according to the advertisers, the zgencies provide

the least possible.

(3) Owrership-Mensegment Structure

Most of the business enterprigses in Turkey are either family
corporations or one man comperies, and there is not much
seperation of ovnership and menagment. Turthermore there is

not much division of labor ond departmentalization in such

compenies el ther.-

mherefore, it is often = member of the femily, most likely an
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engineer, who coordirates the advertising wotivities of e
onterprise., He may know nothing sbout the principles and the
concepts of advertising, but still may be the final autherity
cpprove the Plan of an cdvertising cempaign or even = single

advertisement,

Ag mentioned in the chapter on Advertisers, even.the Personnel
and Accounting Managers handle the ageney relationships and

if the owner is actively pearticipating in the manamment of the
enterprise, he is included too. A4s & result, the number of

the ideas for an advertisement increesse; but by no meuns they
are creative and, in most of the times they do not coincide
with what the advertising agency suggests. ZEspecially, this is
a common point of resentment mentioned by most of the

Advertising Agencies.

D, TACTORS RELATED WITH THE ADVIRTISING AGERCIES

(1) Attitnde towards hdvertisers

Moat of the advertising agencles shere the commen attitude
towards the advertisers that they 4o not know much sbout the
sdvertising principles and they do not have departments on
functiongl basis so that the right men could handle the

relationships with the zdvertising agencles.

so, rightly or wrongly, according to advertising =gencies

the poor gquality of en advertisement is not only due to
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limitations and incajebilities of the agency, obut the

advertiser has to be Dblemed zlso.

(2) Lack of Resnonsibility

Beside the few well-~established ones, & large number of the
advertisiﬁg agencies act as adventurers in the profession and
as o result, are not able to perform their services effectively.
Certain basic requirements should be met, but at present no
qualifications are needed for registraticn., Just %y renting

an office-room and certain number of minutes in the radio

belt programmes they ¢all themselves advertising agencies,
However, their life in the profession with their inefficient
end limitted services, is not long and they ruin the prestige
of the zdvertising as a2 profession not only during their

existence but even after thev are off the market.

Much to our sorrow, there is not an orgenisetion or an
association to control the advertising agencies or to set
certain standards which are to be fulfilled before beconing =&

registered advertising agency.

™irthermore, some aﬂvertising agencies are said to be giving
baer certain smount of their commissions which they receive
from the media, to the advertisers. This may increzse the
number of accounts for the agency applving this systen, but

she over all prestige and the quality of the artwork of the

advertising spencies decline,
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(3) Tag: of Gompetition

In general, the advertising rgencies do not feel the reed for
Improving and expanding their business activities, such &3
edding Market Nesearch, advertising Researech and Fublic
Relations., 1In fact most of the advertising agencies act as o
nedium between the advertiser and the edvertising medie., The
well-established agencies have a zood earning power and thce
new entries to the profession do not influence their orofita,
since the new ones are mostly cdventurers and cannot compete
with the existing advertising agencies, On the other hand the

nuber of advertisers increase dey after dgy.

We must admit that advertising =zs a prefession is very new in
Turkey and 1%t has not yetl reached a stable stage for investing
funds, but eveniually by the entry of well orgenized , properly
furictioning zdvertiising agencies inte the market, the existing
ones will inevitably realize the need to revise and improve
thelr present structure and will'ﬁrovide verious other services

to the advertiser, as it is the case in the West,

() Lag: of Tersonnel

The advertising apgenciesz lack qualified perscnnel who regard
rdvertising os o profession. Clizel Senatlar fkadoemisi end
matbiri Ciizel Sanstlar Qkulu graduates are able to provide high
quelity artwork, but preperation of a layout and a cepy is not

énly z matter of perfect design, -
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There is no zdvertising school in Turkey to teach the theory
and principles of sdvertising, main concepts in economies,
rsychology and so forth., Therefore the édvertiaing agencics
cannot eagily find young men who really know what advertising
means in economic sense and have familicrity =t least with its

main aspects,

There are few people who have studied zdvertising in the
foreign countries, but they do not have enough femilierity with
the market. The main educztion in Turtey for zdvertising is
through individual efforts by reesding books relatel to
cdvertising. However, there is not much publication written

in Turkish and for foreign books at least fair knowlecdge of

one foreign language is essentisl.

E. TFaCTCRS RHELATED WITH THI MEDIA

(1) nodio Medin

A11 the radioc stations sare administered by the Turkish DNadio

and Television Institution which applies the same rentol reates

to &l sdvertising programmes of the different rodio stations,
Put the rentals should be differentiated, because the number
of people lisiening to Istanbul Radio Station is not the same

at any time cf & dey in comparison to the number of listeners

L. of Izmir Radi Station. As a result the sdvertisers prefer the

stations with larce number of listeners, sinece eousl zmount is

peid regardless of the number of listeners.
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another point of resentment with regard to redio media iz theat
the time for zdvertisements is known in advance and az they lest
@n hour three times a day, not much recple keep their sets onen
and turn_them on after the advertisements are over, though the

rrogramme might be an intereting one.

(2) Print Media

The print medi= neys 15 4o 25 percent commission to the
advertising egencies, if they can pleece advertisements above
2 certain minimum, Put only few bipg cdvertising agencies wre
~ble to fill this minimum and receive 25 percent commisaion,
Therefore, the small advertising sgencies, inevitably rlace
their advertisements through these big ones, which give them
15 or 20 percent return from the commission received from the
medis, However this situation mekes the omell agencies
dependant on the big ones clthough thevy carry out the

nreperation of all the advertisements,
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VI. EECOMMIMLTICNS

All of the problems discussed in the previous chepter need to
be solved, but much to our regret for some of them there cennot
be immedieste solutions under the existing structure of the

Turkish Jeonomy and the advertising institutions in Turkev.

The level of literasey, for instance i3 not 2 problem for
s@wartising only, but an important bottleneck for thé entire
Turkish Economy and only through long range planuing anc
heavy investrient 1t is most lizely to be solved., Turthermore
todey, Turkey is trying to develop ecemomicelly with every
nossible means and resources availeble, however even from zn
.optimistic point of view it will teke years to esteblish
competiticn in most of the sectors and accumulation of cepiteld

through o capital mariket,

But one thing isg sure that even in %he near future changes
will oceur in the sttitudes of the businessmen towards

advertising and advertising agencies, tecuuse every decision
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of expansion and engagement in new activities will inevitably
lead them to knock the door of the advertising agencies.

owever ruch fulls to the advertising agencies to create

Gl
o
Q
3
1

Yavourable imzge both for the advertising profession and for

the cdvertising agencies, Eefore they cen establisih Public
Telations departments in their business for their custoners,

they have to consider their own goed will as far ag their
profes;ion is concerned. Aifter all, thev are the ones to
convinee and gain the confi dence of their present and potential
customers, s3ince under the existing structure they are not likzely

to perfomm their duties quite efficiently,

The advertisers may not be familiar with the principles of
advertising and may insist on an adveriisement that the agency
would never anprove, but the agency should try to convince him

for a better one and not just shrug shoulders.

It is known and accepted even by the cdvertisers that at presert
the sdvertising agencies heve many problems and limitetions
'which need to Ye overcome, btut they should try to expand their
cotivities ond offer more efficient 3ervices to their
‘customers, otherwise new entries into the market Tacked up with
strong financial means and technical know-how, will draw mony

sooounts from the existing agencies.

.n association or a federation is essenticl for the cdw riising
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agencies to provide self-control and the necessary colleaboretion
for the acceptance of their profession in the country. 4&s, we
said advertising is a new profession in Turkey, s0 there still
exists adventurers who damage the reputation of the agencies in
general, 1In order to prevent such people from entering the
market, the association or the federation should have members
from the Chamber of Coumerce and Easin Ilan iurumu in order to
maintain neutrality in establishing certain stendards and
minimum requirements as to capital, number of personnel and so onJ
unless these requirements are fulfilled no edvertising sgency
should Dbe allowed to become the member of the association or

the federation formed,

Only through ascting in unision the cdvertising =gencies con
promote their profession and win the confidemce of the
businessmen., They are to carry out seminars, conferences ond
supply additional information to the edvertisers at regular
intervals during & year, Furthermore, the smell sgencies moy
have the chance of placing their zdvertisewents through their
own asscciation and can enjoy higher returns than placing toeam

through the big advertising agencies.

Gscablishmaent of & Code of Hthics, is also essentiel., Only in
this way advertisements which state dishonest, unethical or 1lles 2

arguments can be checked and controlled,
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T e . .
In short, an orgenisation eithler in the form of o association
or a federation formed by the edvertising cgencies, is essenilinl
Tor increusing the efficiency of the edvertising process in

Turkey.

“oday, a school devoted to the education of sdvertising men ox
o seperate depertment in the schools of high education, is &
nust for the increscse of efficiency in edvertisimg . IF,
foundation of = gchool is not possible, & depertment in the
Glizel Sanatlar Axademisi or in the Tetbiki Glizel Ssnatlar Uguluy,
cr in the schools which give degree in econocmics could be
established, noé“onlytn teach perfect design, but theory end
principles of advertising, psycnology and various otaer relateld
courses. Only in this way demeand for qualified personnel can

be met.

Again, much fallé to the advertising cgencies here, tney are w
provide recruition programmes or regular seminars for the
interested young people, if they are really in need of personnel
as they mention and if it will take some time 1o ave rn

Advertising School.

“he Turkish Radio and Television Institution (TRT), should
algo revise the structure of the cdvertising belts. Xirstv of
all the ndvertisements shculd be distributed among the regular
»rogranes of the radio stations, beczuse to have an hour of

advertisements, three times & dey is boring to the public who




THESIS

ROBERT COLLEGE GRADUATE SCHOOL
BEBEK, ISTANBUL PAGE 7¢

most of the time have chance to listen to one rafio stabtion

only, due to power limitations. sccording to the eatimated

number of listeners at any time of the dey, rent differentisls
ghould be applied for different, over.sll redio siations. Lut

as TRT is a nationwide institution it is not likely to favour

price discrimination.

The newspapers and the magazines should also give certain
minimum percent commission to every sdvertisement being placed
and the amount of guantity discount then may incresse in persliel
to the space rented by the agencies; in this way the
monopolistic attitude of the big advertising agencies could be
reduced and the small sgencies can have the chance of placing
tieir wdvertisements directly, with their initials eppearing

onn the advertisements, However this system must be open to

the advertising agencies which are to be registered by the
orgenisation to be founded, otherwise the system mey result in
superficially promoting the survivel of the small inefiicient
agencies,

The 188t recomendation to be made is related to Basin Ilan
Kurumu, which places advertisements end snnouncenents of state
owned, state-sponsored snd foreign enterprises which heve no
mroneh office or representstive in Wurkey., The sdvertiseaments
mey be placed in the delly newspapers end in the meagozines, Lus
the smunouncements could very well e pleced in the trade

. , i G > of Triae oini
mogezines or in the T. C. Teeni Gazete of the Triae winistry,
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and the people who are concerned with these srinouncewents waey

read then,

vor the foreign sdvertiseumcnts and even for the cdvertisesents
of the state-owned enterprises, if Lesin Ilan Kurumu &ssuies
that it is an advertising agency then it should sct in the
nerket, as any other vdvertising sgeney., But if it is zn

institution to regulate ¢nd control the :dvortising .gencies,

then 1t should act as its ststus requires. The most sppropricte

way would be %o charge certain percent tix froo the foreign

vdvertisements pluaced through sdvertising cgencies, and, increu ¢

its function to contrel ond supervise the zdvertising agencles

- e e -
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Appendix I
The Constitution of the European Association of Advertising

Agencies

Membershin: Artiele Yo, 6

There are two classes of membership:

() Advertising Agencies in BEurope fulfilling the following
conditions (these to be known as Agency Members):
First Condition. The experience and gbility within its own
organisation to supply a marketing plan, to interpret
research and to supply a2 media buying plan and a crestive
plan, and to be able to advise on seles and distribution

provlens,

Second Condition. 1Independence from media snd advertisers;
sufficient financisl standing; no rebating of commission to
an edvertiser unless at least the equivalent amount is paid

to the agency b& the advertiser in the form of a fee.

Third Condition. XNot to handle directly competing products

or services unless there is agreement by the respective

advertisers.

Fourth Condition. That, as far as possible, agencies should

act as principals at law,
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(b) Organisations (Lssociations in Europe), representing the
advertising agencies of their own countries, whereby the
majority of members of such orgenisations zre or are
striving to be full service advertising agencies &3 in
Article, 5 (a) above (these to be known as Organisétion

Members),
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Appendix II
. Full Advertising Agency Service

Report of the Commission on Advertising of the ICC

Introduction

Cver the past ten to fifteen years there has been a growing
economic need in most countries to develop local industries, to
increase productivity and to expand both national and
international trede. Consequently, with increasing competition
the role of advertising has become progressively more importent
as the need has grown to communicate to more pecple in en

inereasing number of countries,

This development of advertising as an essential component of
guecessful marketing has been accompanied by constent
improvements in advertising techniques and aesthetic
presentation, Much of the credit for these advances in
advertising is due to advertising sgencies which, over recent
vears, have brought together highly qualified specialists in

the gservice of industry and trade,

The Commission on Advertising of the Internaﬁional Chamber of
commerce consists of representatives of advertisers, cdvertising
agencies and media owners, who have jointly considered it
advisable, under present-day circumstances, to provide &
definition of a "full sdvertising agency service", This
definition can only be offered as a guide because the

requirement of the edve rtisers vary according to the product
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and merkets involved,

It should be emphasized that this study purposely omits ony
reference 4o the financial side of the orgenisation of an
agency, to its personnel and to its methods of working; neither
does it prejudge anything as regards the conditions in which
advertising agencies may be recognized in the various countries.
The ainm is to define all the services which may be expected from
a modern advertising agency cleaiming to provide a full
advertising agency service; such a service mey be used wholly or

partly according to the individual needs of the advertiser.

At this juncture it is adviseble to point out those matters
which ere the responsibility of the advertiser himself, and for
which it wouldbe unreasonable to expect an advertising agency
to act in anything more than an zdvisory capacity. Tor exzmple
the advertiser is responsible for the product itself, product
development and for marketing and sales policy; he should elseo
he aware of the general marketing situstion in those countries
in which he desires to promote his product. If the
responsibilities of the advertiser are over-looked there could
" be occasions when he expects more than can come within the

runctions of the advertising agency.

Therefore, the study assumes thet the sdvertiser will detemmine
whet he requires from en advertising &gency and clearly define

what he considers are his own responsibilities for the promotion
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of the business.

SubJect to these preliminary observations, it is possible to list
the essential functions which an advertising egency should be
capable of fulfilling. These functions, which are briefly
described below, are based upon an analysis of the reports which
have been received from the various Neitionsl Committees of the
ICC,

— In the field of marketing, tc collaborate clcosely with the

F appropriate departments within the advertiser'’s organisation
on the study of the product, its markets and distribution.

To facilitate this collaboration the advertiser has the
responsibility of providing his edvertising agency within all
H relevant information concernong the product, marketipg,

distribution and sales,

— In the field of advertising, to conceive, to conduct and to
interpret copy testing, medis resesrch and studies of
competitive advertising. 1In addition, any other studies or
regearch necessary tp provide a so0lid foundetion uwpon which
the advertising plen can be created and subsequently checked

for the efficiency of the methods employed.

— To draw up the advertising campaien plan with an assessment add
allocation of expenditure within the agreed appropriation, and
to help to coordinate the campaign with other szles premotion

activities.
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— To supervise and Implement the zdvertising ceampeign.
~- To ensure good coordinastion between advertising, ssales

promotion end other pubiicity.

For the fulfillment of these functions it is essential that
close cooperation should be maintained between the zdvertising

agency and the advertiser.

On the above basis, the Commission on Advertising considers that
the constituent elements of a full adveriizing agenecy service

can be defined as follows:

A FPull Marketing Service

The primary role of an advertising agency is creative and lies in
the conception and realization of the advertising campsign. I
affective advertising is to be produced, then it is necessary

to study the broader picture of marketing as well as
advertising. Therefore, the advertising agency should have zn
understanding of marketing and modern technigues of merchandising
snd sales promotion. In this way, the sdvertising ggency should
be equipped to make a useful contribution to the preliminary

- discussions held before the plans for advertising sare mede; when

required, the advertising agency should also be in & position

to offer specialist advice.

Marketing Infomation and Advice

The advertising agency should be prepared to collaborate with'ﬁhe

o R e s

ST Sy
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advertiser in the study of =all problems related to the
development of both new and existing product markets. Thus it iz
necegsary for the advertising agency to make sure that relevant
infomation has been collected and studied before submitting

proposals to the advertiser.

The advertising agency should be competent to give advice on the
best sources for obtaining market information and be qualifiea to
supervise research operations especially in relation to product,
consumer and statistical research. It could also be expected to
nrovide reliable advice on product testing , copy testing and
gampling. On the more general matters concerning marketing and
publicity, the advertising agenc& should have available general
statistical data and other informsation likely to be of value

when planning the advertising campaign.

In short, the advertising agency should be conversant with &ll
modern techniques and methods for obtaining informetion znd be
prepared to provide general data collectéd from published

infomation or derived from the experience of the advertising

agency itself,

Merchandising and Sales Tromotion

In this field, the full sdvertising agency service should
inelude advicing the advertiser on the best methods to be
followed for any particular product, This would involve advice

and assistance on matters suech gs »remiwns, senmples, consuner
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tests, special deals, free deals, dealer participation schemes

and guarsntees,

In many cases packaging cen become a merchandising aid to
increase sales, In this respect, the advertising agency should
be in a position to offer advice and to arrange the production
of new designs and pack testing, in order to assist the
advertiser in deciding upon the most suitable pack for the

particular market.

On zll matters coming within this section it is absolutely
escential for the 2dvertiger snd the advertising agency alike to
ensure thatclose collaboration isg maintained between the

departments and executives concerned.

Campaign Planning

The advertising agency should be capable of analysing the
findings of the research and studies to vhich reference has
already been made, and from this information produce ¢ ceampalgn
plan to include proposals for effective markxeting and advertising
while it is the responsibility of the advertiser to decide upon
“the policy of the campaign, the advertising agency must,
nevertheless, be able to offer sound advice on the formation of
nolicy end to draw up the campaign plan complete with schedules

timings end estimated costs.
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A Full Creative Service

A full creative service ought not to stop at the production of
press advertisements but should include all espects of the
creative work necessary for the total cempaign. Thus, a full
creative service would cover press edvertisements, literature,

sales promotion and merchandising material as well as point-of-=u

display, exhibitions and packaging designing. Such & service

would involve copywriting, layouts, typography and designing;

seriptwriting and supervision of production for television,
cinema or radio advertising; the service would include slso the

supervigion and purchase of finished artwork and desigms.

A Full Medis Service

It is extremely important that the advertising agency has
available expert knowledge on the individusl characteristics of
advertising media, and is in a position to give the advertiser
unbiassed advice on the choice of media best suited to meet

specific needs.

™e advertising agency must be knowledgezble on the subject of
media research and surveys. It should plen the purchase of medis
within the agreed zppropriation and arrange the booxing and
Fpurchase of time or space, The term "medis" is Intended to

include press, television, radio, cinemsa, exhibitions, outdoor

and direct mail sdvertising.

Jith reference to outdoor advertising, the advertising agency
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should be equipped to select sites, to bool: gpaces and to check
bookings, or should employ and supervise an independent

organisation which is capable of carrying out this type of work.
Under the heading of a full medisz service is included the more
day-to-day matters of voucher checking, invoice c¢hecking and

arranging payments direct to medis suppliers.

A Complete Production Serviece

The advertising ageney should be in = position to issue
instructions for the purchase of typesettings, blocks, printines,
and other finished material which is required in the advertising
cempaign, Thus, it is necessary for the orgsenization of an
advertising agency to include a producfion service which is able
to advise on techniques and methods of reproduction and to

direct work to completion.

A Public Nelsations Advisorv Service

It is expected that a full zdvertising agency service would be
gqualified to advise the advertiser on matters concerning wvublic
relations, whenever required, znd be recdy to cooperate with any

“public relations services that the advertiser mey employ.
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Appendix IV

Meslediniz ' B et eee et et eee e e et R
Sahn aldigimiz tarih B it st e ssr et ean s e
Odeme sekli iPegin/Taksii

Taksit siiresi : Kac ay vade ile aldiysaniz liitfen fizerini €iziniz.

Seri No :
Fabrikadan ¢cilag farihi

B - 290tipi ARCELIK buzdolabina ait garanti belgesini vyukanda
“yamnl dékiime uygunsblarak aldigim1 ve garanti belgesindeki hu-
suslar ile mutabik ofldugdumu bildiririm.

(lmza)

cinsi oldugrunu da liit-
fen isaretleyiniz:

-Gazete I Rady. |:| : Six.xemu‘ ]

h varsa, olanlar isaretleyiniz:

Camasir makinasi Termosifon |:|
Elektrik siiptirgesi Biitdngazn Ocak
Gaz sobas: vevd hnm R I—_-I

SAYIN MUSTERI
Garanti belgenizin degerlendirilebilmesi i¢in bu kuponun doldu-
rularak 15 giin icinde Miiessesemize génderilmesini ehemmivetle
ve pesin tesekkiirlerimizle rica ederiz.

ARCELIK A S. ‘
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© Saym Miigterimiz,

Yuvamza ARGELIK buzdolab: almak suretiyle, Miiessesemize gosterdiginiz yakin aléka ve 1t1-
mada tegekkiir eder, buzdolabmnizi mutlu giinlerde kaullanmamz dileriz.

Miiessesemiz modern g¢aligmalara biiyiik Snem vermekte ve sik sik anketler tertip etmektedir, Bu

anketlere verilen cevaplar degerlendirilerek, sizin 6z malimz olan Fabrikamiz caligmalarma stk tutmalkta- -

dir. .

Bu defa sizin de kiymetli fikirlerinizden istifade étmegi arzulamakiayiz. Asagidaki yazill suallere
cevaplarimz liitfederek, Miilessesemize géndermenizi rica eder, yardimlarimza gsimdiden tegekkiir ederiz.

Saygilarmmizla,

-

ARCELIK A. §.

NOT : Sualleri cevaplandirdikian sonra igaretli yerlerden keserek katlayip, yvapigtirmaniz kafidir. Adres
ve pul tarafimizdan hazirlanmigtir.

Liitfen buradan kesiniz

SUAL I — Buzdolabmiz alirken agsagidaki faktérlerden hangisi karar vermenizde rol oynadi?
0 IKRAMIYE
O BUZDOLARI iHTIVACI

O Bagka sebepler mevcut ise liitfen belirtiniz

SUAL II — fkramiye Kampanyamz olmasaydi yine de bir buzdolab: alacakmiydiniz?
[ ]

0D HAYIR O EVET

SUAL III — Yukardaki suale cevabimiz evetse ne Zaman buzdolab1 almay: dilgliniiyordunuz?

SUAL IV — Ikramiye Kampanyamizdan ne sekilde haberdar oldunuz?
O GAZETE
O RADYO
1 AFig .
O BAYILERDEN
1 TANIDIKLARINIZDAN

Ruradan vanistiriniz
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Appendix V
List of Advertising Agencies

ag of January 30, 1966

Arglin Reklam
Ankers Caddesi Akin Hen 38/8
Istanbul

Bates Reklam
Cetalgegme Sok., Aydinlik Henl
Cefaloflu~ Is+anbu1

Diinyanin Sesi Ajansi
Megrutiyet Cad. Terhan Han
Bevoglu~Istanbul

Lren Reklam
Bliyiik Hendek Cad. Aydln Han
Karakdy-Istanbul

Piba Reklam
Postacilar Sok. Sarp Ap. 5
Beyoglu~Istenbul

Grafike Reklam
Gelipdede Caddesi 66/1
Karakty-Iatanbul

Igik Reklan
Yonve Sokak Giftel ishana
AnafartMWar-Ankara

Istanbul Reklam
Wurnsmenive Cad. Dofancsy dan
Gafaloflu~Istenbul

T1ter Reklam
D Bevler Sok. No.32 Tat 2
fzmir

Wutmaen Reklam
Ankcara Ceddesi .)6/"5 ‘
Cafaloflu-Istanibul

Band Reklam
Tiinel, Galipdede Cabdesi 59
Xerekdy, Istenbul

Sergio Basin Ajans:
Bovaci Ahmet Sokexk 12/3
Gemberlltqq-Istqnbul

Tkspres Is Reklem Birosu
Belediye Yeni, Yeni Cargas 37
Ankara

Yeni Ajans
Asirefendi Cad. Tiyssa Han
Sultanhamem-Istanbul

Tize Reklam
Tekatliyan Ia Hani Xat 3 No. 5
Beyoflu- Istanbul

Goren Reklam
Kocasfa Sokak 8/1
Beyoflu-Istanbul

Istanbul Gazetesi Reklam Blirosu
T™inel Galipdede Caddesi 59
Karakdy~Istanbul

flancilik Xollektif Sirketi
Ankers Caddesi, An<¢rm Han Kat 1
Cefaloglu-Istendbul

Keamers Reklam
Metropol Han Ketl 4
Beyoglu-Istanbul

Kyltiir Yeyin Limited Qrtaxlifa
miirl Ticaret Bernkes: Ighani 4
Bahgekapi-I3tertul

PAGE 0
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Kovo Reklam Ajans:
Tstiklal Cad. No. 348/9
Beyoflu-Istanbul

Merkiir Feklam
Teki Glimrik Sok. Yeni Han 39
Rarakoy~Istanbul

Reltlam Moran Ltd. §ti.
Istiklal Caddesi Mo, 405
Bevoflu=Istanbul

Rekter Reklamcilik ve Ticaret
14, Zgeli Ighani 210
Tevzipaga Bulvari~Izmir

TPadar Reklam
inkara Ced., Cafaloflu Yokugu 40
Istanbul

Ses Reklam
Belkar Sokek Selanet Han
Bevroglu-Istanbul

Savag Teklanm
~Mizgarli Sokak Ovo Han 3
Armiara

meklame1lik Mollektif Sti.
Thusuud Ceddesi ¥o. 75
Cefaloflu~-Tatanbul

veni fstanbul Ilancilaik
Miiellif Caddesi 6-8
Beyoflu-Istanbul

ara ilancilik
Sanayi Cad. Kologlu fApt.
TMlus-inkarsa

Iko Reklameirlik
Cumhurivet Bulvera 182/A
Iznir

ur Peklan
Halit Ziya Bulvaer: Kirca
Tzmir

fshen:

Sebe Reklen
warokol, Bostan Sokak 5-2
Tegvikiye-Iatenbul

Merkez Reklam ¥ollektif Sirketi
Tkatliyan Ishani 33
Bevoglu-Istanbul

Peri Ilangilik ve Reklamcilik
Nofubenk Ishena
Sirteci-Istenbul

Nessam Cehit Matbaesi
YWeceti Bey C:oddesi Yo. 185
Rarakdy-Istanbul

Reklom 3tildyo
RBenkalar, Sen Piyer Han 22/23
Karekdy-Iatenbul

San Crganizasyon
Pransiz Gegidi 15-17
Karakoy~Istanbul

Sark Reklam
Tiizgerly Sok., DoZug Hen Kat 3
Ankars

Stilteks Reklam Ajensi
Galipdede Csddesi 107/10¢
Karekoy~Istanbul

Ta¢ Reklem
14, Zgeli Ishana 21C
Fevzipage Bulveri~-Izmir

Yildiz Reklam Ajansi
Ankars Caddesi To. 45
Cagaloglu~Istanbul

Ginar Rekleam
Tuna Ceddesi Tuna Hen 2/3
hnkara

Goksu Reklam Blirosu
Ulus Tsheni E-Eleku No.419
snkearsa

 Sevgl Neklem

Glizel Izmir Han 7
Izmir

K1smet Reklam
M1s1rly: Han Kat 1 Daire 3
Bevoglu=Istenbul

PAGE ¢ ¢
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1T1im Reklam
B. Parmakkapi, Tel Sok. 2
Beyoflu=-Istanbul

Santral Organizasyon
Molla Tenari Sokak No. 25/2
Cafaloflu-Istanbul

Yorik Reltlam
2« Beyler Sok. Toktay Han
Izmir

fvni Bezci
Kizaley Ishama 83/8
Izmit-Yocaelil

Cir Reklam Birosu _
Tecati Bey Cad, Bozdag Ap. 1
TImir

Can Reklam
1330 Sok. Akman Han No. 3/303
Imir

Fon Feklam Kollektif $ti.
Tokatliyan @ghani Kat 3/28
Beyoflu~Igenbul

Rek~Tur Peklam
Turvosmaniyve Cad. Emek Iqhanl
Cegaloglu~- Idanbul

Tezer Reklameailik ve Ticaret
8b6. Sokek MNo. 41
Temir

Zafer Rekleam Blirosu
Abidinpaga Cad., Kurttefali Han
Alana

Has Reklam
Atatiitk Bulvari, Hiyitkk Han
-Ankara

Tilm Reklem
Ugar Sokal Ugar Ap. 1l
Yenigehir-inkara

Uzsen Peklam Ajansi
Tecatibey Ced, Gayret Han 206
Rarakoy~-Istanbul

“Izmir

Yosun Reklam
Panberlitug Falas Yo. 6
Cafaloflu~Istanbul

Ser Helklam
Sekarys Cad. Nazmi Apt. 3/10
Kizilgy-Angara

Tress Reklam Ortazklifa
854 Sokak Ak Han 3
Temir

Tam Tam Reklam
Kemeralti, Veysel Qikmazi 33/A

Advertis Werbegentur
Atatiirlk Bulvaeri, Foto 4ap, O
Kizirlay-Ankare

Tiirksel Haberler ajens:
smayc Ced. Saxiroflu Hen 11/13
Anlka

Czer Tekleam
Halit Ziya Bulvari, Kubilegy Han
Izmir

Reklamc1lik ve Matbaacilik Sii.
Gazi Osmanpega Bulvari Ho. 40
Iznir

Cevik Reklam Borosu
Ligeh Efendi Sokak,
inkars

Saray Han

Gsvye Reklam
erakxcilar, Exberiye Han 2/9
felmutpaga~Istanbul

¥ent Oyunculary Komandit 3ti,
Tstiklal Ceddesi 140

“Beyoglu-Istanbul

Selzhattin Eyyubi
Seyehat ve Turizm Acent651
EBonkel ar-inkars

Atilla Sediz
856 Sokek Giingdr Isheni 205
Tomir
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Taylan Feklam
863 Sokak Turgutlu Ishani 120
Kemercoltl—-Izmlr

RBeta Reklam DaZitim
Abidinpaga Caddesi 94
Adana

Yagatan Reklem
8683, Sok. '"urgutlu Ighany 106
fzmir

Bors Reklam
Ali Minif Yefen Aga Cad, 36=1
Adans

Renk~ig (Cihan) Reklem
Behgeliler Hon 112
Tevzipagae Bulveri-Izmir

Cukureva Reklam
Alsarsay Sinemasi Yani
Adana

Turizm Reklam
Cankiri Caddesi No, 14
inkara

fmerian Reiflam
Tokatlivan Igham 3/4
Beyo#lu-Istanbul

Hent OI‘F‘aan syon
*’12.110,y Mithatpagse Cad. 24/9
Ankara

Tarikis
Sosyal Han 10
Yenigehir-inkarsa

Yiksel Reklem
Pefik Saydsm Cad.
Beyvoglu-Igtenbul

Kazablanks G.

Ckurer Reklan
B.Xardigali Han Fo,., 139
Tzmir

Imbat Reklam
M.Zemelettin Cad. Hazzet Han 308
Izmir

Man ajans .
Ebhusuut Cazddesi 79
S8irzeci-Istenbul

Siimer Reklam .
Alipaga Meydani Turgutlu Ishena
Iznir

Basin Crganizasyon
Sireselviler Wo. 59/4
Tekgin~Istanbul

Tunz Peklem
Tune Ced. Tuna Han Kat £ ¥Wo. 11
hArkare

PAGE:
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Appendix VI
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YUKSEK OKTANLI BENZIN, ITINALI SERVIS
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