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The recent developmen~s achieved in technology and science have 

enabled the Western countries to apply automation to provide 

large scaJ.e mass production. In a market economy, where sellers 

~ave the freedam of what produce and consumers have the maximum 

freedom of choice ,lith respect to ,.,hat to buy, advertising has 

became an important tool for the maximiZation of profits, 

especially for the mass produCing enterprises. 

:3ut, even in the West " ••• some people are highly critical of 

~dvertising on social and economic grounds"l, and many £..nti-

[cdvertising books and articles have been and will be being 

wri tten. \'lhether adver'tising contributes to over aJ.l economy of 

~. country or increases the efficiency of constll'ner choice, is 

1::leyond the scope of this paper, because many authorities have 

1eaJ. ed wi th the problem ann taJci ng into 8.ccount 8.11 the pros am. 

~ons mentioned by them, 8. satisfactory solution to this aspect of 

o.rtve:c-tising he.s not been brought up. However advertising is one ,---_._-
"7l1mn, S. \latson. AdVertising. lTew Yor]o Holt, Rineh8.rt and 
Winston, Inc., 1951, p. 3. 
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of the best means of communicating with masses and is a useful 

d.evice when used appropriately. In short it is inevi ta.ble. 

In thi8 paper I have tried to put fOTW£,rd the existing structur(" 

of the Advertising Institutions as they are in Turkey and have 

tried to search for the factors responsible for the inefficiency 

of the Advertising Process in Turkey, as it is today. In Turkey 

advertising is a relatively new field of activity both to the 

busines~ entel~rises 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, a great path of 

development and improvement has been opened for advertising. 

But as most of the concerned author! ties sa.,V advertising is still 

not efficient in Turkey and great progress has to be achieved 

in order to reach a satisfactory level. 

711e aim of t'1is pc.per is to bring t'fJ.e main problems of 

advertising to the surface and provide better understanding of 

these problems by the people in this business. 

It has been mentioned above that adve'rtising is not efficient in 

":,'urkey at its present situation. In order to dig out the reaSOlcB 

for this inefficiency, this paper is prepared mainly by 

I 
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interviewing several advertising fj.gencies and large advertisers 

in the Turldsh market. With regard to the advertisers er:l;;Jhasis 

is given to the foreign business enterprises which have a parent 

company outside of Turkey and operate in our oountries as legal 

entities. The reason behind suoh an emphasis is mainly due to 

the fact that a foreign mlsiness enterprise brings teohnical 

knowledge and know-how, beside oapi tal and the exeouti ves who arc 

in charge of the advertiSing departrJlents have at least 

familiarity wit:<1 the proper funotioning of advertising and oould 

be able to make comparisions with regard to the functioning of 

advertising in Turl,ey and in the Western countries. 

When it seemed to clarify and strengthen the arguments and 

discussions carried out during the intervie\vs, certain books and 

articles are also referred to. 

There ere three main chapters in this paper, each being devoted 

to the problems of the AdVertisers, the Advertising Agencies and 

the Advertising Hedia. However, there are problems related to 

all of these advertiSing institutions. Such problems are 

mentioned in one of t:<1ese chapters only, in order to avoid 

repetition. 

In t:<1e Conclusion and Recommendations ch!'.pters, the main factors 

'.,hich lead to the present ineffiCient structure of the 

Advertising structure are mentioned with brief explanations as 

derived from the content of this p8.per 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 

~iscussed with full cbjectivity, additional personal r~~arks 

and comments have been kept to a minimum throughout the whole 

paper. 
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II. TIm ATJVERTISERS 
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In this chapter 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 

whom. advertising is to appeal. 

A. ATTITlTilE TO"{APJ)S ADVERTISnm 

In Turkey the notion of advertising, its contribution to ss-les 

cmd therefore to profi ts of a business enterprise is very new aDi 

"till it is not realized in full by the businessmen. This should 

not be astonishing, because as mentioned medium of radio was 

m.ade use of only after 1951 and as Hr. Nezih Neyzi mentioned in 

his speech at the Eas~nda 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 inflation, 

since there was no difficulty met in selling, advertising could 

not be importc~nt ... 1 In fact, still for most of the products 

'I l,eyzi, lTezih. EaSlnda han ve Reklam Semineri. Istanbul :Yenili'c 
EnSlrlf?'~i, 19t.;f). r.~~. 
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there exists a sellers market in the Turkish Economy. 
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Another reason is that there is still not yet a ca.pi tal 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 reached in Turkey. 

The non-existence of a capital market also does not provide for 

the separation of ownership and manapment 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 familiar with the notion 

of advertising. 

As Mr. l~ejat Gonen" says, " :Businessmen lack entrpreneurship. 

and do not recognize the benefits of [.dvertising for their 

companies. If an engineer becomes the executive and everythinf 

is asked from him in the company, ho\v could he possibly know 

about advertising to contribute and comment on. III The lack of 

entrpreneurship in a somehow different sense is stated by 

Mr. Erol Moran, " It is really a problem, especially the 

Turldsh businessmen do not value advertising, but the same 

cannot be s~dd for the foreign ones, even if they are not 

satisfied with our performances, they at least appreciate. n2 

~r. Nejat Gonenq, Yeni Ajans Advertising Agency. 
2r.fr. J.~rol Moran, Moran Reklam i.dvertising Ag,,'ncy. 
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Hr. l:radir Kamran approaches the problem from another .point of 

view and in a rather technical way : 

"An advertiser and the advertising agency may have differen 
atti tudes towards an I""dvertising campaign, though the 
advertiser realizes that a campaign prepared by the 
agency would be much more efficient and effective than 
the visualisation of it by himself. An advertisement 
may be we&~ for an advertiser, whose main interest is 
in his product and its quality, where as the consumer 
is always interested in the benefit he or she can get 
out of the product in question, and the advertisement 
prepared by the agency may be the most effective one 
to influence the consumer to buy that stuff. The 
factor of importance to the conswner is -~hat is in it 
for me ? - ~hat sort of a benefit can I get from this 
product?- Therefore, the benefit to the audience is 
to be emphasized, but usually the a.dvertiser do not 
realize this, but just to say best for a product is 
not enough, it has to be proved. ,,1 

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

sure whether he will be able to find the necessary raw 

material for his fine.l product, in most of the times is not in a 

position to consider his future earnings. 

Hr. Ihsan Koroglu says, ":BuSinessmen do not give heavy emphe"sis 

to advertising, most of the time they consider it as an expense 

i tern whi ch has to be incurred and not ~lS a means 0 f increaSing 

sales.,,2 In fact, we can also say that, for some businessmen 

advertising is only a matter of prestige; the publicity of their 

product or name of their firm is considered is considered not to 

increase the sa~es, but just to show that now they are in such a 
" 

L 1:r "'lr. ,adir Kamran, Han Ajans Advertising Agency. 
C) 

"1Cr. ihsan }Coroglu, Argelik: A. 9. 
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position that they can advertise. 
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Beside the above mentioned points that reflect the general 

attitude of businessmen in evaluating advertising, we should 

also include that they show resentments c>nd are usually right. 

In order to gain their sympatb,v as Hr. Semiral .ailba~ar says : 

"j:<luch falls to the advertising agencies to develop the 
notion of advertising within the advertising agencies' 
nature. In order to win the psychology of the 
advertiser and gain his confidence for the preperation 
of advertisements is very important, and should be 
considered as a duty of the advertising agencies. III 

.a. RELATIOHSHIl'S \lITH THE ADV.lliR'l'ISING AGENCIES 

The business enterprises I have visited were more or less heavy 

adverti3ers and have seperate advertising departments to handle 

the funotion of advertising and its problems; most of these 

people were not satisfied with the services offered b,y the 

advertising agencies. In his report to Chamber of COmfuerce 

i-Ir. Affan Ba!?ar says that "Sometimes rightly or wrongly the 

advertisers accuse the advertising a>gencies. They, not only 

scorn the services and the cooperation provided by the agencies 

but evaluate them as parasites making a living through the 

advertisers I means. 112 

Such an evaluation of the advertising a.gencies is well-justified 

lBil ba~ar, Semiral. Baslnda ilan ve Reklam Semineri. I sta.nbul: 
Yenili'c Baslmevi, 1965. p. 125. 

2 Hr. Affan Baf,lar, from his unpublished report. 
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because beside the few well-established ones, most of the 

/ advertising agencies are adventurers in the market. As this 
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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 \'/hen the advertiser and the advertising egency accuse each 

other, they both have a right to do so, because each ha,s 

weaknesses and they show little effort to improve their 

situation. Actually some measures which are essential to 

improve the situation cannot be realized 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 Hr. Halit Talayer ste,tes, "It is a must for 

the coapany to work by itself, therefore the advertising 

department becomes somehow an advertising agency in the company."l 

~~is statement m~ be true for the particular company and for 

the companies where specilization on functional basis has been 

realized, and, this statement reflects a common attitude of the 

advertisers whom I have interviewed. 

Rlt in Turkey beside the foreign enterprises and the few big 

Tur';:ish cO!:lpanies, mostof the business Concerns are either family 

~'Ir. Halit Tals.yer, Good Year Lastikleri T. A. 9' 
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corpora,tions or one man companies, and to what extend division 

of labor and specilization on funotional basis is realized. is 

questionable, and, this creates a problem to the advertising 

agencies as far as cooperation is concerned, as Hr. Affan il~ar 

says, "In most of the firms the authority for advertising 
problems, is not left to the advertising department 
or to the manager of this department. ~ven for the 
sil'!llllest advertising planning the last word is spoken 
by the General Hanager, or by the COlDT;lerCe li,i:anager. or 
by the Personnel Hal'l!"ger, or by the }o'inance .'lr>nager, 
or by the Harl,eting i'Ianager if there is any. If the 
owner is in the business also. then he retains the 
right to S!w the last word of apprOVal! and the number 
of ideas thus rises to three or four." 

So, what happens is this: every decision even for a single 

advertisement, is made by an authority or by authorities who 

are not familiar with the pronciples and the concepts of 

advertising. Therefore, as most of the advertising agencies 

c18"i;-,1. when an advertisement appears in a daily newspaper with 

a naked woman beside the product. with no relation whatsoever. 

it is not an outcome of the advertising agency only. but the 

advertiser has to be blamed also. 

When an advertiser insists on certain advertisements that, in 

the eyes of the agency are not the appropriate ones. the agency 

has not much to do at that moment. It. either has to refuse to 

prepare such advertisements on the basis that it would be 

against the esta,blished quality principles of the agency or will 

~Ir. Affan Ba~ar, 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 same service from 

another advertising a,gency, and, it is the second alternative 

which the advertising agencies choose in most of the cases, 

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 as l<1r. 

Remzi Balkanll says, " In Turkey advertisements are prepared 

from the point of view of the advertisers, who have a right to do 

this, because the Turkish Advertising Agencies do not have 

skilled and specialized copy writers and so on. In Europe and in 

USA there are copy writers who make more money than novel writers, 

when compared. ,,1 

l'lr. Affan Bassar says that, In relation to seme problem: 

"When someone sees an unpleasant advertisement of a 
certain product, hE' should not blame the edvertising 
agency of that company alone. It could also be 
thought that the advertising agency people should be 
men of principles, but even under such a condition 
the advertisE'r is able to find a so-celled adventurer 
advertising agency to place an advertisement as he has 
visualised. ,,2 

Furtherr.lore the other advertising agency may even accept to give 

back certain percent of its cOllllllission which is received from the 

media. There is saying in the advertising people enviornment 

lBallcanll, P.emzi. I'lukayeseli BaSln ve Propaganda. Ankara: P.esimli 
Posta Hatbaasl Ltd. ~ti., 1961, p. 674. 

8'1 l'r. Affan }lassar, San Organizasyon Advertising Agency. 
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that sometimes the advertisers ask to share the commission of the 

agency, which m~ 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 m~ 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 form of a secret agreement 

between the advertiser and the adve rtising agency. 

Sc, the essential change is to occur in the attitudes of ~he 

advertising agencies. They should feel the need to incree,se 

their afficiency and offer various other services to their 

customers. llecause at present, due to incomplete services of the 

s,dvertising agenCies, advertisers make use of ceratintllethods 

appropriate to them for Harket Research and Advertising Control. 

For instance, some companies have signed a contract with the 

P:ENA-Resen.rch 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 liP Petrolleri A. 9' has agreement with this 

institution for three research progrrumae annually. 

Argelik A. 9' carries out price analysis and consumer research 

by the company i tsalf. Jl'orms of questionnaires are sent to the 
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customers who have purchased a product of the comp~'n.Y, to 

measure the efficiency of the advertisements and which media 

influences the consumer most to buy that product. The profession 

of the customers, their income levels and purchasing power are 

also estimated ~ means of the Guarantee Certificates of the 

product sold. l Furthermore the reports general sales agencies 

and territorial sales stores which sell the products of the 

company are used for market analysis. At the time of the 

intervieWS, a new-ice-box of 4 1/2 feet size was questioned as 

to its applicability in the offioes. 

Lever Brothers Tiirkiye Sanayi ve Ticaret Ltd. 9ti. with its own 

crew of 18 people carries out extensive researohes, especially 

in Anatolia. For instance as Hr. 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 

satisfaction to the consumer."2 

All of these services should be carried out ~ the advertising 

agencies. In fact all the full service advertising agencies 

are to include these to their field of aotivities, but as they 

will be disoussed in detail in the next chapter, it is enough 

to s~ here that none of the advertising agencies in Turkey is 

lSee ~ppendix IV for the forms. 

2 x~r. Hadi Kolman, Lever Brothers Tiirkiye San~i ve Ticaret 
Mmited 9ti. 
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So far I have tried to exrunine the relationships between the 

advertisers and the advertising agencies. We have seen that 

both parties have resentments towards each other, and the 

advertl"er!3 rightly or wrongly insist on the advertisements 

which they find appropriate to be placed on the basis that they 

,mow the consumer better than the agencies and therefore the 

advertisements they insist should be more influential to the 

consumer. 

It 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 beneficial to all, if we stu~' 

the consumer very briefly at this part of the paper. 

Even the advertising agencies admit that due to various reasons 

as discusserl in the Hedia Structure Chapter, to reach the 

consumer in the most effective W93' is not possible, and even if 

they can be reached as Hr. Semiral Bilbafjar says, "In Turkey 

people are illiterate and one cannot easily influence them with 

the proper advertising methods. ,,1 

'rhe rate of illiteracy is really a bottleneck because more thm 

~Ir. Se.'lliral Bilba'!ar, Bas~n Organizasyon Advertising Agency. 
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percent of the people in Turkey can neither read nor 
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wri te: l 

Humber of literate 12 eo121e (000 1 :l.:ercent of To tal 
!'Iale Female 

1927 852 260 11 

1955 5479 2436 41 

1960 6158 2743 40 

7herefore when the advertiser insists on an advertisement which 

seems most appropriate for being placed in a newspaper, he is not 

completely wrong; because he may have a better chance to know 

the consumer for his product and may be able to insert a better 

mctive or a better layout to influence the reader, though the 

advertisement prepared as such m~ 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 conswner with 

all 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. 

l'lr. Nejat GonenQ says, "To influence the Anatolian conSUiller is 

really a great problem and there is no easy way to solve it. 

Level of illiteracy is a bottleneck. Therefore our attitude 

lCilloV, H~uuk. Turkiye Ekonomisi. Istanbul:iktisat 
Fakultesi YaYlnlar1, 1965. p.259. 
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inevitably turns to the average people and not to intelleotuals 

who resent for instanoe use of sex motive, whioh is applioable 

for Anatolian oonsumer. So, the advertising agenoies have to 

surrender from their ideals. ,,1 

In faot the geteral eduoation level and the rate of illiteraoy 

is also an important faotor leading to ineffioienoy of 

advertising. l1r. Ihsan Ko):,oglu says, "People are more likely to 

peroieve and aooept things as they are presented, therefore the 

oopy and the idioms have to be simple, sinoe to imply something 

is not quite possible.,,2 In order to be able to identify the 

s1 tuation an example was set. 3 The advertisement for liliele 

products, that appeared in the Gennan and Italian magazines, 

shows a man sitting with an apron and telling about the ut~lity 

provided by the Hiele products. This advertisement although 

has a man in it does not imply that in the oountries where 

printed, all the house-work is oarried out by men and not by 

women. However it is not qui te possible to prepare an 

[',dvertisement like that in Turkey, and when Arc;elik A. 9. 

oompany prepared an advertisement with the theme of oomfort and 

utility provided by one of its oonsumer durables, a woman 

reading a book was plaoed in the advertisement. The name of the 

book at first was -~k B&~c;esi(Garden of Love}- but later on it 

was ohanged to -Qoouk BakllUl(Child Care)-, in order to appeal 

ll1:r. Nejat Gonenc;, Yeni Ajan~ l .. dvertising Agenoy. 
'). i 
...... 1/ r. ihsan Koroglu, Arc;eli~ A. 9 • 

Appendix III, for the advertisements. 
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to notion of motherhood of the housewives. 

PAGE l? 

For another example l'Ir. Nejat Gonenct says, "'men we had a 

campaign for a detergent, we also established a lottery and a 

nunber was given to each customer who would sent three 

carton-covers of the detergent boxes. Much to our astonishment 

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

Number of examples could easily be increase for such changes in 

order to bring the advertisements to the level.of the consumer, 

again Hr. Ihsan Koroglu says that for s. hand woven shoe, it is 

not also possible to place a woman in a shoe of a large size, 

and showing the woman sewing the shoe ·"..i th an exaggerated size 

needle. The same is true for gas oven advertisements, I am told 

that in Europe their pipes are not placed in the e.dvertisements 

but it is known and accepted as ovens with pipes from their 

;3hape 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. 

"Ir. llIehmet ilktar says, "The themes and the mo:'!;i ves 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 tr~ctor, for instance, is drawn 

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

IHr. Uejat Gonenct. Yeni .Il-jans Advertising Agency. 
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are used for loose identification of the tre,ctor. ,,1 This is 

almost true for all the advertisements in Tur~ey, because they 

are not different according to demographic factors of a group 

and advertisements appearing in a newspaper for a certain product 

may very well be seen in another newspaper, which has different 

reader" 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 3,re 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 Mr. Nejat 

Goneng is also worthy mentioning: 

"The problem is not with the peasants, who have the 
notion of abstrs,ct vv,lues and eage rness to grasp new 
things, but it is the big class of town-people who 
are literate but conservative in their attitudes. 
They demand and 8,sk what advertisements are today. 
IJe have to appeal to them therefore" the advertisements 
are at such a standing at present. II;;: 

So, if the rate of illiteracy in comparision to now, decree,ses 

in Turkey, then the influence of town-people over the 

advertising is likely to lessen and the advertisements which are 

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

quali ty. 

lHr. Hehmet Jlktar, Hobil Oil T. A. ii). 
2-,dr. Nejat Goneng, Yeni i,jans Advertising Agency. 



THESIS 
ROBERT COUEGE GRADUATE SCHOOL 

BEBEK. iSTANBUL 

II I. THE AGENCY smuc TURE 

In this chapter of the paper, I shall try to put forward the 

present situation of the advertising agencies in Turkey, the 

functions they perform, the way they operate and the factors 

that are responsible for the ineffiCiency of the structure. 

A. A COHPAi1ATIVE ANALYSIS 

Advertising as a profession is very new in Turkey. It has 

started to develop and show some progress very recently, 

PAGEl9 

particularly after the He,y 27 Revolution. lJut, still none of 

the advertising agenCies in Turkey is in a position to fulfil 

the very first condition required for agency-membership in the 

JI:uropean Association of Advertising Agencies. The constitution 

of this association states !),s a prerequisi te, that a member 

should have "The experience and ability wi thin its ovm 

organisation to supply ~, media buying plan and a creative plan, 

and to be able to [tdvise on sHles and distribution problems, and 

to supply!), me.r":eting plE'.n and to interpret research. ,,1 

lArticle ~To. 5. The Constitution of the E.uropean i.ssocic:.tion of 
Ad"Iertising i.gencies. London: ''(he l'anfare Fress Ltd. p. l. 
SRe A))oenrlix I, for Article 5. 
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:-iowever among these requirements only media buying plan and the 

creative worl< for the advertisements are cs,rried out by the 

advertising agenCies and the others are not. 

The advertising agenCies in Turkey do very little with regard to 

marketing fl.nd in handling sales and distribution problems. As it 

[Jlay be seen fully in the Appendix II, a report of l!.'uropean 

Association of Advertising AgenCies with regard to Full 

Advertising Agency Service, Full l!iEcrketing Service function is 

considered essential for the effectiveness of advertising. "If 

effective fl.dvertising is to be produced then it is necessary to 

study t:le broader picture of marketing E,S well as 2,dvertising. 

Therefore, the e,dvertising agency should have an understa.nding 

of marketing and modern techniques of merchandising and sales 

promotion. ,,1 :But, beside the few big agenCies, in Turkey most 

of them do not have a fair knowledge of what marketing is and 

what its prinCiples, are. In 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 a,gency, so that 

the agency can prepare a.dvertisements in line with the general 

policy of the advertiser. As stated by 1ir. Zuydam, "-we do not 

have an agency to carry out extensive market surveys and 

researches. Therefore \ITi th a personnel of 18 people we carry 

out surveys of our own.,,2 

l};ull Adverti sing Agency Service, Report of the Oo=i s sion on 
Advertising of the ICC (October 1960). i" Guide to Full 
Advertising .:c.genoy Service oud Remuneration. Zurich. p. 17. 
See Appendix II, for full report • 

" '<lrr. Zuydan, I,ever Brother!? 'I'Hrkiye Sanp>yi ve Tics,ret Ltd. Gti. 
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It is true that none of the advertising agencies in Turkey is 

organised well enough to carry out what is caJ.led 11arket Research 

as 1'Lr. Hadi Kolman says,"A research department orga.nized 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. ,,1 This 

statement is very true, but the advertising agencies will 

inevitably establish market research departments as the 

advertisers realize the importance of it a.nd the competition 

gets keener emong the advertiSing agencies. 

~. 
For the time being, only PEVA-Institute of Dr. Nezih Neyzi, is 

engaged in market research. Apart from individual requests, 

recently this Institute has engaged in 8. media and slogan 

research; for which about 20 advertisers pay, for the control 

of their (J.dvertisements' effectiveness. I~r. Alicen Sipahioglu 

says, "PEVA-Institute is the only one which carries out market 

research in Turkey end our compeny is a regular customer. But 

being the only one, it is not possible tc make any comparisons, 

furthennore researches ma;)' also be reflecting e. s1 tuation whi ch 

r;lay not be exact, as Istanbul, Anka,ra and Izmir is by no mea,ns 

all Turll:ey. Furthennore statistics are not adequate too. ,,2 

;·lr. Uezih Ueyzi, in his clddress on Research in Advertising has 

1 
J.~r • IIadi Kolman, I,ever Brothers Tiirkiye Sanayi ve Ticaret Ltd • .,>a. 

2 
Hr. Aliean Sipahioglu, BP Petrolleri A. :;;. 



THESIS 
ROBERT COLLEGE GRADUATE SCHOOL 

BEBEK. iSTANBUL PAGJ!Z~ 

stated, "In our country, research in advertising is not 

established yet. Upon study of 35 advertising agencies, four of 

which had relatively good organisation and ce.paci ty to carry out 

research, it was found out that all of these egencies regarded 

researoh as useless."l 

The funotions of the 35 advertising agencies, with regard to 

their servioes and supply of infonnation required for an 

efficient advertising oampaign, as stated by lVir. Nezih Neyzi is 

as follows: 2 

The related peroentages e.re derived from the answers 
reoeived i'rom 35 advertising ac:encies. 

Services and functions 
X:noliledge o.bout the product 
Kno\vledge ",bout the competitive products. • • • 
Present .iIr,rket Analysis •.• • 
~?uture }Lr1rket i.i..nalysis •• ••• 
Knowledge about the •. dvertising 11edia. • • 
l'rel)aratiol1 of Advertising Plan. 
Coordin1),tion of the plan \-1i th sales campaign 
Copy-wri ting and Art 'work. • • 
Purchase of S-,Jace • •• 
Pla,cing of the Advertisements 
Supervision of the ["dvertisements 

• 
• • 
• 
• • 

.i~dverti sing HeseB,rch .•.•.. 

• 
• 

• • 
• • 
• • 
• • 

• 

• • 
•• 

Percente.ges 
54 
20 
40 

85 
100 

;:,0 
100 

80 
83 
94 
o 

Beside other functions, this table illustrates perfeotly that 

there is no researoh oarried out by the advertising agencies 

\'ihatso ever. 

As for merchandising and sales promotion, aocording to the 

1., . '! ., reyzl, J-,eZln. 
.o8slffievi, 1<;165, 

2 
Ibid. p. 55. 

Baslnda Ilan ve Reklam Semineri, Istanbul:YeniJi;: 
p. 55-56 • 
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the report of the Commission on Advertising of the ICC, "The 

Full Advertising Agency Service should include advising the 

",.dvertiser 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 guarELntees. 111 

But in Turkey almost all of these methods and policies are 

carried out by the decisions of the executives of a business 

enterprise and the material necessary for such a decision is 

always collected by the means of that certain business 

enterprise. Hr. Hehmet Aktar says: 

"There is no advertising agency in our country in the sense 
I understand, which can provide some ideas U3 to 
merchFmdising and sales promotion. We, as 5.dvertisers 
have to solve our problems to a certain extend. and c'$"K 
for their help. In fact I believe the agencies are , 
another l:1.ediura bet\leen the advertiser and the media.,,2 

Thii3 last cOllll1lent is shared by most of the gdvertisers with who).LL 

I had intervie\vs, but some did not blame the agencies only, due 

to the other various factors mentioned through out this po.per. 

The report of the COllll1lission on 1.dvertising of the ICC, under 

the topic of g full marketing service, includes c~illlpaign planning 

e;;lOng the functions of the advertiSing 2.genci es, " ••• \"lhile it is 

the responsibility of the advertiser to decide upon the policy 

-:-------"- -, 
"::"'ull .l.dvertising Agency Service, Report of the Co=ission on 
';'dvertising of the ICC (October 1>:60). A Guide to Full 
.!l.dvertising Agency Service Emd Remunera,tion. Zurich. p. 18 

'J 
,~ 

AI'. Aebmet A};:t!',r, Hobil Oil T. A. 9. 
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of the carapaign, the advertising agency must nevertheless, be 

able to offer sound advice on the forma,tion of policy and to 

draw up the campaign plan complete with schedules timing and 

estjmated costs. ,,1 This function in most of the times is 

performed by the advertising a,gency alone, but the advertiser 

also to a, certain extent contributes before the finaJ. shaping 

of the campaign is rea,lised. In general, before the beginning 

of the fina,ncial year, the agency subni ts the pl:::.n with schedules 

ti.'llings and estimated costs, then the plan is discussed with 

the 8,dvertiser and the finaJ. form is reached. Hore or less, 

,1ith small differences in procedures this is the genera]. 

procedure in preparing advertising plans. 

Another main fUnction in the report of the Co:nmission on 

Advertising of the ICC, for 8, Full Advertising Agency Service, is 

A Full Creative Service which includes, " ... copy writing, layouts 

typography and designing; script,ilriting a.,nd supervision of 

production for television, cinema or radio advertising; the 

service would also include the supervision and purchase of 

finished g,rt\vork and designs. "S This function is performed 

fully by all the well-established advertising agencies in Turkey. 

:But as Hr. Geniral Bilbe:iilar state at his speech in the 

Advertising Serainar of 1965 ; the quality and 8.,rtlllOr~ of the 

advertisenents prepared are not good, "'.(he important thing for 

lFull AdVertising i.gency Service, Report of the COllUnission on 
Advertising of the ICC (Octobel' 1960). 1~ Guide to ]'ull 
Advertising Agency Service and Remuneration. Zurich. p. 18. 

'J 
"Tb'd .l.. ~ .p. Hl • 

--
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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 clichees to the print media; only timing is given attention 

but artwork and quality of the advertisement not being taken 

into consideration."l 

Another main function mentioned in the report of the Com.caission 

on Advertising of the ICC, is A Full lIIedi£'. Service, "The 

Advertising Agency must be knowledgeable on the subject of medifl' 

research and surveys. I t should plan the purchase of media 

wi thin agreed appropriation and arrange the booking and 

purchasing of time and space. ,,2 

Actually, the advertising agencies do purchase time ",nd space 

but the available kno\>11edge best. sui ting the need 0 f the 

Fcdvertiser for his product, wi th regard to media selection, is 

based on nothing but on past experience a.nd on some statisticEl~ 

figurel3 of :aasln Ilan iCurumu and l'rirlle .,J:inistry Statisticw. 

Institute. So, it would be correct to say that when an agency 

advises the advertiser for the selection of b certain medium, 

it is lilost likely an arbitrary evaluation wi th no scientific 

basis. It is also interesting to note that, none of the 

"d.vertising 8.gE'ncies beside the Yeni 1.jans Advertising .i\.gency 

... .Ji1baE?ar, :3emira1. wSlnda I1an ve Re',:lam Semineri, Istanbul: 
Yenili:,: 138.81nevi, 1965, p. 181-1i~3. 

'1 

"';1.111 Advertising Agency Service, =:e:port of the COn!r!lission on 
"~dvertisinc: of the ICC(October lSCO). A Guide to Full 
. .!I.dvert:i::'!ing Agency Servic~· Lnd. ~~e::ll..,:ner£',tion. ~urich. p.19. 

BO~AZiCl OtilVERSITESi KUTUPHANESI 
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'whioh hs"ndles all the advertising servioes of·the T[irkiye i~ 

BankaSl, has sub.soribed to the serial media researoh progreJllllle 

of the rb~A-Institute. 

Another main funotion I.lentioned in the report of the COJLl!uission 

on Advertising of the ICC, is A..Complete Produotion Servioe that; 

requests the agenoy to, " ... issue instruotions for the purohase 

of type settings, blooks, printing and other finished mi?"terial 

whioh is required in the advertising o81ilpaign. "1 This function 

is realised by almost all of the advertising agencies in Turkey. 

The last funotion of a li'ull Servioe Advertising 1.genoy as stated 

in the report of the Commission on Advertising of the ICC, is 

A Publio !lelations .Advisory Service that is supposed " ••• to 

advise the advertiser on matters ooncerning public relations 

servioes and relations with the advertiser, whenever required 

and be read;! to oooperate with any publio relations servioes 

that the advertiser may employ.,,2 However in Tur:cey, the notion 

of public relations is very new not only for the 8"dvertising 

a;:~encies but for the majority of advertisers, which do not have 

a department under this title. 

"By t,1is brief comparison of the funotions mentioned in the 

r8port of th8 CommisSion on Advertising of the ICC for A Full 

1. 
-"ull .'.dvcl'"Gising ",genoy Servioe, Report of the COJLl!!lission on 
AdVertising of the ICC (Ootober 1960). A Guide to J:ull 
;"dvertising i,genoy Service and Hemuneration. Zurioh. p. 19. 

') 

'""Ibid. n. 19. 
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Service Advertising Agenc;y- and the functioning of the 

Advertisj.ng Agencies in Turkey, we can arrive at a conclusion 

that none of the advertising <.gencies in Turkey are capaule 0 f 

functioning as a :l!ull Service Adver-tising Agency. Of course, 

there is no need to say here that none of the agencies in l'urkey 

is a member of the European Association of the Advertising 

B. HO"IV TI-lE ADVERTISmG AGIlliCIES WORK 

In Turlcey there are about 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 w 
place advertisements directly with the print media, and, get a. 

cOllllllission of 15-25 percent depending on the quantity of the 

8.dvertisements placed through certain newspaper or magazine. 

However, the rest of the adv,"rtising e,gencies which may be 

referred to. as the smaller ones, work through big advertising 

agencies. Hr. Erdal K1I1Q says, "We work through Reklamclllk 

Ltd. 9ti. Advertising Agency, which gives us a higher percentage 

allowance than the media if we place the advertisements 

directly, and, open credit accounts. Therefore we prefer to 

nJ_8.ce our advertisements thrcugh this advertiSing agency.,,2 

lSource: BClSl_ll 11an Kurumu, >'Lonthly Bulletins. See Appendix V 
for full list of Advertising j.gencies. 

~'lr. Erdal 1C111Q, TV neklam Advertising Agenoy. 
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The same point has also been mentioned by JYlr. Erol i-loran, 
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"There has been no ohange sinoe 1960 and the system seems to run 

smoothly, where the Reklemo~l~k Company now has inoreased the 

peroentage of rebates to its member f1gencies. Reklemc~l~k now 

keeps only 5-10 percent and gives 15-20 percent of the rebates 

of press advertising to the small member agenoies, thus enabling 

them to work on no-or-very little oapi tal. ,,1 

~bis system rightly or wrongly prevails in the market tod~; of 

oourse the small-member agencies are happy to work through a 

big advertising agenoy and plaoe their advertisements in a 

newspaper Vii th 15-20 peroent oommission, whioh would not have 

been reoeived otherwise. On the other hand, the big advertisine: 

agencies are also happy on two oounts at least : first, they 

get an extra 5-10 peroent commission from the advertiSing 

whioh they have not prepared but just handled them to the print 

:dedia, seoond they oan exert monopolistic power in the market 

c'ud siillce their ini tials appear in the newspapers when the 

'1dvertisements are printed by this w~, they make a propaganda 

of themselves as if they are having a large number of aocounts. 

'Chis SysteJJl seems likely to persist for a long time unless En 

organisation among the advertisers in the form of an ,cssoci,,>tion 

or a federation, to plaoe the advertisements of smp.ll advertising 

lSource: 1ioran, Erol. Unpublished Report. 
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agencies, is founded. As a second solution the newspapers and 

the magazines may give returns on annu8~ base, with relatively 

high percent for a certain minimuIa. and little increases 8.S the 

quanti ty of c',dvertisements placed increase. 

Beside the few well-established agencies and some S1il~l ones 

which might survive through the above mentioned methods, the 

advertising v.gencies are financially weak !md are not in a 

po si tion to offer required services; they also lack qu~ifi ed 

personnel and eqUipment beside sufficien-~ capi t£.l. A case told 

by Hr. Erol l'Ioran illustrates perfectly the si tU2.tion of such 

R.gencies, "Upon visit to an advertiSing 8,gency, e.t the entrs.nce 

a secret".ry met rile and asked whether I heed come to see the 

doctor or the advertising &.gency. ,,1 At present, by registering 

to the Chamber of Commerce only anyone may establish on 

adverti sing agency in Turkey. In most 0 f the times the 

pennission is reoeived, then an office room is rented, and thus 

an 8.dvertising agency is created in 'l'urkey. 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 on; 

but the prestige of the advertising profession and the 

oonfidence of the advertisers in the agencies are certainly 

d81l1aged. 

'..'here is no organisation even rua.ong the advertising agencies 

ly themselves to set certe.in minimum requirements to open an 

1, - ,- 1" - - I' k1 u A' d t· l' " .i.'J.r • .,;,:.iro 11orr .. n, J.I.Loran ~e ... 81 ver lS nc: .,("'~gency. 
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",dvcrtising agency in Turkey, or Ett least to accept to t11e 

l:teL'lbership of that organisation, so anybody in Turkey co.n o\m 2 

ti tle of advertising agency without fulfilling c·.ny o'ulie;ation 

or requirement. Therefore, as most of the people I ha.ve 

interviewed s8.id, an association or a control ['nd supervisory 

organisation is essential for adventurers of this kind. 

'when these srilE,ll agencies buy sppce or rent time in the medi a 

they are asked to pay in cash but they 2re not in c" llosi tion to 

get cash from the advertiser pud accept notes. Some ms.nage to 

stay in the market but E' high percentage of them, eSter co short 

time, face the si tua.tion of bankrupcy under these condi tior.s, 

and either go out of the market immedi2.tly or tI'j' to extend 

their surviv3.1 in the profession by lowering the qU8.1i ty of 

their art\lor:';:. In either of these CE.ses they ruin one thing, 

the prestige of the adverti sing 2"gencies. :dr. lTej at Ganen" 

says that, "Advertising Agencies in Turke;J- do not hEwe g good 

I reputEttion, becr.use most of them 2.re considered 8.S non-serious 

adventurers. ,,1 

As the attitude of the advertisers chlange towards advertising 

by realizing the iml")ortance of it, they II/i11 not [,dvertise 

through such 8.dventurers, though the terms of payment may be 

more favourable. Then the number of such agencies may lessen. 

1. r J,.·.Lr. l{ejat Ganenq, Yeni ".jan~ i.dvertising Ag€ncy. 
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It is the well-established advertising [O,gencies with ",hich \/e 

>'-re primarily concerned. These 8,re the ones that m2,y contribute 

to the increase of over all efficiency of advertising in Turl;ey. 

But we must admit here that even the well-established ones are 

not producing effective high quality advertisements. As J:·1r. 

P.emzi Balkanl1 states : 

"In advertising, the esoential thing is not to 
spend large sums of cash or plD,ce 12,rge size 
advertisements, but to have effect and iJllpact. 
In fact, the value of an [l,d.vertisement is 
measured through its effect and, impact on the reader. 
It is possible to produce good advertisements with 
less spending. If it is studied, it can be reslized 
that in J:'ur:c:ey advertisements 1Ilhich are prepared by 
spending large sums of money 8.re without impect and 
effect 90 times out of a hundreo .• "1 

It is true that the advertisements prepared by the agencies are 

not of high quality, but as a member of a well-established 

advertising 8.gency says that, "There are gr8.duates of QUzel 

Sanatlar Akademisi, who are capable of producing perfect artwor<c, 

but the consumer is not at such a level to evaluate :thiS, but 

when the artv/Orl.c is not good the intellectuals resent this. But 

when there is an exhibi tion or on some specific occasions we 
<) 

stress the artwork. 11"" 

Hr. 8emiral llilbaSlar '."rho says, "The businessmen believe thLt 

consumers look at the advertisements, then go and buy the 

lll1311;anl1, Remzi. llukayeseli :l32.S 1n ve :propag8,nda. Ank ara: 
P.esimli Posta j,latbaas1 I,td.. Gti., 1961, p.673. 

2,[,11'. Nejat Goneng, Yeni Ajans j,dvertising Agency. 

I 
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produot, therefore for the advertiser the quali~ is of 

secondary importanoe."l, also mentions the £',dvertiser as ccnother 

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. 

C. WHAT AIlE Tm: SHOmCOHINGS OF THE ADVEETISUW AGENCIES 

'Il11a,tever may be the contribution of the other advertising 

insti tutions to the present inefficiency of advertising in 

Tur:,~ey, the advertising agencies haNe a lot to do with it. 

!!ir. Alican Sipa.hioglu, gives the following eX£'1llple as evidence 

of the le,clc of p,roper attitude, "For Life liIagezine BP viaS 

preparing advertisements Hnd 600 film-poses v/ere consumed by a 

foreign p,dvertising agency. Of these 600 poses only 15 \/ould be 

selected. But in Tur'ce~r, if 12 film-poses /?,re consumed, tile 
c, 

[,gency stl''orts to sho\, 'lome resentment. "'~ It is also interestin[: 

to note that beside the Yeni AjHns ">!ivertising i.gency, which 

handles 13.11 gdvertising problems of Tiirkiye i~ J3s,nkasl, none 

of the gdvertising agencies heNe been a customer of Pl.'VA 

Insti tute or jointly ':lave they cc,rried out resec,rches for their 

o\m. ;-[owever the advertising ngencies F,re not cOLrpletely wrong 

',:hen they say th8,t the attitude of the advertisers and the 

l!~r. SOlflira,l j3ilba~al', 13f'Sln Orp,niz2,syon .Il.dvertising j'e-ency. 

\lr. Alic8u Sipe.hioglu, .PP Petrolleri i •• Ii· 
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literacy level of the conSUlller PTe influencing their ecttitudes 

also, since the 8"gencies believe th'"t they ,,"re s,,"tisfyine; the 

market demand as it stands no\~ • 

.A basic difficulty facinr: the c"dvertisingagencies is the lack 

I of qualified personnel. In order to provide creative work and 

good art\'lOr~, being a good designer is not enough, but one 

should at least be !wquainted wi th the prinCiples and the 

enviornment of ndvertising. Therefore c' school to te£1ch the 

principles ","nd concepts of f),dvertising, economics, psychology 

,md sociology will contribute a lot to this difficulty. 

Another bottleneck to the advertising p{l:encies in Tur'<ey is the 

shortap:e of model-girls. Almost all of the e"dvertising 8"gencies 

and even the fidvertisers say that due to social l,ressures many 

capable, well-educated, beaut1,pul young girls do not choose thia 

profession, even if they want to. iWlOng the girls \'!ho pose for 

fldvertisements, some do not even w8nt to sho1:i their fs,ccs, of 

course hG.lf-naked poses are impossible with them. 

"{ostly ruovie ste.rs ,,"re employed as model-girls, but l'Ir. Nejc"t 

Gonen9 says that, "We cannot use ,every movie star or a populEr 

f' ale l'n our 8.dvertisements as 8" model-girl, bec8us(' her "em. -

appearance and her reputation is supposed to create a 

favourable imaGe for the ["dvertiser in concern. If the 

model-girl we choose is not the appropri8te one, we lose this 
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effect fron the very beginning. ,,1 It is also very costly to 

employ the services of D \lell-knovlU movie star, so lack of 

model-girls, is really a problem for the 8dvertising 8.gencies 

in producing effective advertisements. 

Beside the above mentioned ones, lack of technical e~uipment 

and material is also an important problem to the agencies. For 

instance it is said that Kodachrome films are th~ best ones for 

multicolor photos, but there is not any laboratory in Tur'<ey 

to develope them perfectly. In general Ferrania fiLms are 

made use of for such purposes. In order to minimize this 

limitation Basln Organizasyon Advertising Agency cooperates 

\·lit:'1. a photograph studio in England, through ordering photos 

from the Studio's Catalogue. Yeni Ajans Advertising Agency 

m~~es use of the available photos in the collection of the 

Ottl!mar l'hotograph St 11dio. 

A1 thouelP these shortcomings and bottlenecks exi st, sometimes 

high quality advertisements which are eligible for lnterno.tion&l 

prizes, are being produced. For instance two advertisements 

of BaSln Organizasyon AdvertiSing Agency have won the first 

prizes of Premio Jmrppe Ttizzoli-1966, prep8.red for magazines 

and newspapers. 2 

IHr. :Te.;at C-onenq, Yeni Ajans Advertising .hgency. 

2See A:;>:;>endix VI, for the E,dve:ctisements. 
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These difficulties and the inefficiency in the operations of the 

8dvertising agencies are all common to thE' rdvertisE'rs, and 

though they are not s8.tisfied completE'ly, more or less they 

share the same attitude P.S I·fr. Thsan Koroglu states, "ThE' 

advertising sgencies are not well organized in our oountry, they 

do not funotion properly and do not know the market 'well enough 

but they are inevi table. "I 

Ur. nadir Kamran says, "1Tone of the adVertisers, whatever the 

size of their advertiSing departments are, can prepare 

~dvertisements as efficient as the advertisinb agenoies, if they 

\,orked themselves \,/ithout the cooperation of the agencies."2 

This statement mHy be true, but it is lcrgely believed that the 

advertising ar-enoies do not show great efforts to improve their 

functioning, especially if the cost of such an action is 

relatively hi&! and not likely to bring immediate returns. The 

main reason stoping or delaying the agenoies to talte such 

measures, is the lack of oompetition emong the advertising 

agencies. Although they assert tl--tat they dont malee much profits 

from their profession, the c'.dvertisers do not a.ccept this 

t and sa" that it is J'ust the contrary of what the argumen v 

agencies ha.ve been saying and the advertising agencies in 

Tur:tey are easy-money m::..kers with regard to the services they 

provide. 

IJ1r. Thsa.n r·~orO[l'.l, Arcelik A. 9· 

~r. :Uadir Kamran, 1.f8.n A.jans Advertising Agency. 
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However it is interesting to note that Hr. Zuydam shares an 

opposi te 1'0 int of view as !), heavy adverti ser : 

"Turkey is a developing country f1,nd not much 
industrilizstion has taken nla~e to nrovide 
mass production, where advertising could be 
most efficient and beneficial to ,,',11 p2.rties. 
I~ Englan~ " '700 millions, in USi. :t H, seo 
mIllions IS spent for adYertiCling where as in 
Turl~ey only" 8 millions is spent. 'l'herefore 
the ,;,dvertisins agencies do not hewe much chEmce 
to expand their business, and not much should be 
expected from e,dvertising under these existing­
circumstances. I thi .. n:.c, ,.dvertisinf, is quite~ 
responsive \lithin theCle li~'lits, otherwise the 
advertisin" 8,gencies would not be able to pay 
salaries to their empl()yees. ,,1 
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If competi tion gets keener Elllonf the [',dverti sing al?enci es, they 

will inevitably search for means to increrse the efficiency of 

their operations and \vill even supply their customers with 

market research and publi c relations services. It is not the 

agencies themselves, but the whole enviornment is likely to 

urge them to improve their present situation. ~urthermore it 

should also be remembered that, advertising has not yet become 

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

D. BABIK tLAi'T KURUMU 

Beside the advertising agencies, there is another institution 

\,hlch places advertisements only to print media and it is 

called Br,SlTI Ilan Kururau. 

lJlir. Zuydem, Lever Brothers Tiirkiye Sanayi ve Ticaret Ltd. 9ti
• 
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BaSln I1an Kurumu was created by Le,w No. 195 on January 2, 1961-

It is a seperate legal pntity and among its various functions, 

such as -providinp: credit facilities !),nd fimmcia1 8,ids to 

members of prees- the very first one is to distribute official 

announcements, advertisements of state enterprises and 

advertisements of foreign enterprises which has not got a 

registered branch office or a representative, in Turkey. 

AccordinG: to the Artir::le 24 of Law 195, the BaSln han Kurumu 

is entitled to receive 15 rercent commission from the 

8,nnouncements and the advertisements for which the BIK acts as 

an advertising agency to place them in the print media, and 10 

percent from other ldnd of adve rti sements and announcemE'l't'l. 

Eut this article was char9;ed later 2,S, "Meximum com'1lission of 

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

According to the b-rticle No. 42 of the same IVM, "Advertisements 

gnd announcements of the institutions which !?re seen in the 

General Eudget of the State and/or tied to sta,te with annexed 

budgets, municipalities, villages, State Economic J~nterprises, 

the ones vii th more th~'m half of its capital owned by the 

public enterprises, and the advertisements and the 

announcements of the foreign legal and persone,l entities are 

to b 1 d to the mF.,gazines and to the newspapers in the epnce ' 

IT. C. Resmi Gazete, October 31, 1961. 
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areas "here BIK has branch offi ces, only through the 

coordination of njx. ,,1 
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For example an English or e, Hungarian business enterprise, if 

not represented in Turkey, must place its advertisements through 

BIK, or, if !1" state enterprise wants to purchase 10 tons of 

dry beans or 5 tons of soap, it fUSO has to m~:ke the 

announcement of the adjudication throue,P BIT. The 1:iIK is also 

entitled to act e"S an advertisin@; ngency, and ccny business 

concern that wants to :place s"dvertisements through the services 

prc vided by B:tC mo.y very well do so. 

The total 8l!lount of announcements and E"dvertisements placed 

throug."l1 nIT, for the year of 1964 is s"s fOllows: 2 

From the offi cial ones. . . 
Throuffl coordination of nlK 

From the foreign ones 

From the private ones 

TOT ilL 

• • 

• • 21,209,837.60 T.L. 

8,049,174.51 T.L. 

856,397.83 T.L. 

32,031. .. , 85C'. 6'2 r-; "T" 
.!. • J. .. I • 

'Chere are many arguments against the functioning of BlK, 

especially "lith regard tc Article Ho. 42, for limi tting the 

[rea of activity of the privately owned advertising Lgencies. 

lT, C. 'Cesmi G'cczete, J,,,nuLry 1,1901. 

2 · r" t' ." 1 '06L~rl -]3e,sln Ilan T(urumu 'one IJ'l ",uru u ~ .... ,1 1 
Istc\nbul: 19t!?nbul Hatbaas1, 1965, p. 55. 
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1'he words of Mr. NaSii t Ulug, at his speech in the i.dvertising 

Seminar of 1965, sUITmlarizes the main points of ar~~ents 

against EiK, "The announcements and the e,dvertisements which 

are declared in the I,aw lTo. 195, csnnot be ad,17linistered through 

a monopoly because advertising in all the free countries of the 

"Iorld is under the autonomy of the private enterprise, in other 

"lOrds it is free, with the e}cceptions of !'.ussia s.nd Iron 

Curtain Countries. These limitations do not allow our 

2,dvertising agencies to become full service ones and the mar:<et 

cannot expand. This law has to be improved. ,,1 

The arguments raised, as such mEW be true a,nd may have sound bailc 

from theoretical point of view, but in practice the argument 

that Arti ole No. 42 of the Law 195 limits the expansion of the 

activities of the advertising agencies is not well-founded, 

because it is first the agencies themselves who do not feel the 

need of expanding their activities. HOvlever, it may be more 

appropriate if Bix increases its control a,nd supervision 

functions over the advertising :;;,gencies, ~d receiving certain 

amount of fee from the agencies which h8,ndle foreign 

advertisements and the advertiseaents of the state owned 

enterprises. The announcements could still be placed by 

coordination of niK, not in the daily newspapers, but in the 

T. C. Reami Gazete or trade papers, thus providing ease both to 

buyer <"nd seller. 

lUluf" 1Tp'l§i t. Be,slndrc I18,n ve ::teklam Gemineri. 
YenilFc BW31mevi, 19(',5, p. 69. 

Istanbul: 
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IV. llEDIA STnuCTURE IH TURKEY 

PAGE /~O 

In this part of my paper I shall try to present the existing 

Btructure of the media used for advertising in Turkey. Print 

j media, radio, cinema, outdoor and poster media, point of sale 

and direct consumer media are used widely. But among them, it 

is the print media which has won great pcpulari ty and has \vide 

application, through daily newspapers and weekly or monthly 

magazines. 

j 

There is another media which is used widely in the \vest but will 

not be seen in Turkey for many years, it is television. 

Television may be an investment project not justifiable for an 

underdevelolled country on an economic basis, but in the future 

it is believed that it will bring an explosion to advertising, 

since another mass medium will be functioning. Especially the 

advertising agencies, rather than the advertisers, are keen 

for television medium, which is hoped to provide large SUlllS for 

the inprovement of other services. 



A. PRINT MEDIA' 

THESIS 
ROBERT COU.EGE GRADUATE SCHOOL 

BEBEK. tsrANBUL PAGB41 

Print nedia is the most widelY used one in Turkey. "Daily 

newspapers and a few map:azines handle more than 50 percent of 

Turkey's consumer advertising. ,,1 Press advertising is important 

is important both for the newspapers and for the advertiser who 

can place advertisements for a day long to masses. For the 

newspapers as l-Ir. Haluk Cillov says, " If we assume that the 

average cost of eaoh paper is 24.32 kuru~ (11.5 kuru§ for raw 

materials, 5.5 kuru~ for salaries and 7.3 kuru~ for various 

e,:pendi tures) a.nd selling prioe being 25 kuru!?, then we can 

easily see ho" vital is the 7 '~uruli of advertising revenue per 

paper, for the newspapers to survive and exi st. ,,2 

'.fuether this revenue ma'kes the press more independent of 

outside influences to defend their ideals and beliefs or makes 

them depender and serve as a publio relations department to 

cert<1in business enterprises, has alwa.\s been discussed in the 

"lOrld. The people I had intervievl8 with have said that in 

Tur~cey there is not a problem like that, because ~r the 

establisbment of Basln Ilan J{urumu, the ne\Vspe.pers have the 

chanoe of receiving advertisements from this orr;anise.tion 

\vhich handles the advertisements of officiD.l state enterprises 

and forei'gn advertisements cooing from abroad. 

1M l' 1 From his unpublished report. _ore.n, ..•• 1'0 • 

2Cillov, Ho1tl1.::. ]3o.s1ndo. han ve Reklsm Semineri. istanbul: 
Yenilik J3as~~evi, 1965, p. 31. 
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J3ut it is also a fact that a very well known company did cut 

the advertisements to a daily newspaper, w!1en this paper he.d E.n 

p,rtic~e about the strike \Vhich took place in that COillpgny. 

~ Ho"eve r the paper \,as a big one cnd could afford to write hbou t 

the strike. 

/ 

1l.1most all of the executives of the advertising (.gencies I had 

intervie\>lfl with said that the place of print media will increo,s8 

in the 8,dvertising process flud it is quite likely that space 

prices \'lill increase in pgrallel. The fi/"ures given below 

give the total advertising revenues of the nine ms,in papers of 

Istanbul, for the year in concern in current prices :1 

Year,! P.ever..ue in T .JJ. 

1962 25,082,211.--

1963 34,132,881.--

~9M 46,746,23~.--

and these fie:ures show us hOvl rapidly the Quantity of 

8.dvcrtisemcnts is inoreHsing, in the print media. Eowever 

the fie:ures mE'.y V(lry Po little bit, since there is not g centr2l 

and natioD\vide gssocirction to cheCk these figures and provide 

the correct data to thE' HdvE' rti si nr q:.enci es. Nevertheless 

pri"t media is the most widelc' l1sed one and will be so in the 

future. Access to Im"[':e nu.rnber of peo1'le is ei-"sy and the 

advertising agencies in TurkeY IHwe the facilities &_nd. 

personnel to produce advertisements for print med.ia \Vi th highu' 

lIbido p. 
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qUD.li ty and print work -,Ii th respect to oth",I' media advertising. 

li'urthermore there is no limit to space devoted for advertisement;} 

in the papers, and, after the l'ip.y 27 :Revolution page limitation 

for daily newspapers has also been removed. 

However there are weaknesses in print media, the main one is 

lack of selective advertising. This is an outcome of mainly t .. ,,) 

reasons: The first is, that even the newspapers do not know 

exactly \{ho their readers are, to which income group they belone. 

\,hat their sexdistribution is and so on, thE'ot is to say the 

demographic factors related to the readers are not known. 

Second, there are not much professional and trade papers or 

Llagazines, which have Circulations enougtl to provide a fair 

return to the advertiser. This reasoning applies well enough 

for the local papers and magazines too. An c;,dvertisE:r u:Light be 

willing to place an adVertisement to a local paper, but as 

xiJ:r. HadirKamran says, "The local papers do not hEwe the ability 

to cormnunicate with the local society due to their low 

ci rculs,tion figures. ,,1 l:i'urthermore the people Who read the big 

national papers and the local papers are somewhat idemtical. 

"~nother weaJ.cness wi th regard to print media, is, " ••• the 

reluctant attitude of the intellectuals towards 8.dvertising in 

the newspapers.,t2 'fhis is true not only fOl' print mediC'. but for 

advertising in general. 

~([r. Hadir KDlnnm, Han Ajans Advertising Agency. 

2Sintel Film-j\lt~n TIeklam, 1965-1966 Catalogue, p. 2. 
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Also motivation research is never Carried out by the 
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institutions of advertising, and as aresult a certain 

advertisement appears both in the Cumhuriyet and Terciimc1n 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 actual sales volume ca,n 

never be known exactly. In his report to Chamber of CODllllel'Ce, 

Hr. Affan Bai?ar states that, "To a certain extent we can get 

the circulation figures from Basln ilan Kurumu for those papers 

to which it gives official advertisements. But for the ones 

'which do not receive advertisements and the magazines \ve cannot 

kno\;,. ,,1 

In Turkey the main newspapers which get the me.jor portion of 

the advertisements are hilliyet, Hiirriyet, Akl§am, Cumhuriyet 

and Terci.iman. They appeal to various groups but it is not 

known clearly who are the readers with regard to demographic 

factors. Recently, Hiirriyet newspaper h&6 been able to 1 eEcrn 

about the profession of its readers through Readers C~rds 

assigned to individual readers. But when it comes to An2.tolian 

readers, judgements m!3-Y be misleading because the paper which 

arrives early, is read in most of the villages and to\ffiS, or, 

1 Bai?ar, Affan. Unpublished report to Istanbul Chamber of 
Cotl)'nerce. 
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according to political party they support, therefore only 

generalizations can be made. 
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Very broadly, we can describe the maj or newspapers bS follows 

Ifurriyet : A typical boulevard-type newspaper, it tends to be 0. 

paper of 10 minutes but not of 11. :Big pictures, sensationEl 

news(the heroes being mostly common people) cover the first 

page, in general. Some basic educational and general knowledge 

is given to the readers, and this paper has the highest 

circulation figure in Turkey. None 'of the [),dvertisers Cf.cn miss 

this paper, because it also has the best distribution system. in 

the country and is very popular among the house Vii ves who 8.re 

the purohasing agents of the families. 

Hilliyet : l'his newspaper is a supporter of evolution[,ry 

socialism and has editori8.ls every day by well-knovm writers. 

People of all age, especially the younger generations re~"d thL3 

paper, because it has a good magazine page and the best sports 

page anlOng all the newspapers. 

Cumhuriyet : A very old newspaper, there are people for .. ,hom 

reading Cumhuriyet has beoome 8. matter of h<,,,bi t and a sign of 

prestigE', because until recent times it W8S believed to be the 

only llaper for intellectu8"ls. It can be Esserted that young 

f 18 do no t reecd it reg'ule,rly and the people below the age 0 

h . ve~ also b,:nvwa .... r same can be said for the averar;,e .ouse Wl., .." v 
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this paper aims to the intellectuals in Turkey. 

PAG&j,0 

Ak§am : Recently this paper has become the supporter of the 

leftist movements in Turl.ey. It contains editorials and 

articles supporting its cause. Furthermore emphasis is given 

to sports page and society news. 

Tercliman :A typiaal conservative newsp&per for Turkey, with 

religious stories and so forth, and, nationalist in belief and 

atti tude. It also organizes lottery and conc{,rts for the 

~eB.(lers • 

It should pl1i!rys be born in r;;.inci that these descriptions are 

very 100Be and based on general consensus, becs,use as Hr. J>.ffan 

Ba~ar says, Although circulation figures, distribution of sales, 

factors with regard to readers as marital status and number of 

of ohildren are vitally important for the advertising agenCies, 

almost all of the papers and the magazines are reluctant to 

provide these informations."l 

'rhe following list gives the complete number of newspapers in 

Turkey's three main cities, namely Istanbul, Ankara and Izmir;2 

IHr • J-ffan Ba~ar, San organizB,syon Advertisin" Agenoy. 

2Source: price/column/clll T.L. for advertisements are tsl-cen from 
BGSln han Kurumu-l'rice List for the first three months. of . 
1966. The sales figures &re te,ken also from c. publl0Et.lon O~ 
BaSln Ilan Kurumu, 8S of lTovember I, 1966. 
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Istanbul Newspapers: 

Name Price/column/cm-T.L. 

Ak::jam 

Cumhur1Yet 

Dunya-

Ekonomi 

Ekspres 

Hergiin 

Haber 

HUrr1yet -

Istanbul Postasl 

I::jgi Postasl 

Ml1liyet 

Son Havadis 

Son Saat 

Terciiman/ 

Yeni Istanbul 

Apoyevmatini 

Embros (Greek) 

Jamanak (Armenian) 

Hamara (Ameni an) 

Tiir\ Ticaret postasl 
'"" 

-------
XPigures are per month. 

40-35 

40-35 

40-35 

20-15 

20-15 

20-15 

30-25 

60-55 

Hl-I0 

25-20 

45-40 

35-30 

20-15 

40-35 

35-30 

5 

5 

10-6 

10-6 

20-15 
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Sales 

106,436 

107,452 

13,526 

1,842 

7,987 

8,410 

11,168 

468,031 

1,779 x 

2,780 x 

166,145 

64,349 

6,903 

149,389 

13,8,n 

3,109 

2,662 

1,701 

1,735 

1,868 

__ ----_----ll 
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l:I~ ;J?rice!co1umn/cm-T.J:..., 

Ada1et 30-25 

Ankara Ti caret Postas~ 12 

in.'k::ilap 10-4 

Giindem 10 

Havadi s 35-15 

lfil ve Ekonomi 15-10 

I~ A1emi 10 

}·fedeniyet 12-10 

Son Baskl 25-15 

tJlus 20-15 

Vatan 25-15 

Yeni Tanin 30-25 

Daily lTeivs (English) 20-10 

Devrim 15-5 

Iktisat ve Piyasa 15 

Zafer 25-15 

l.zmir lTe;vspapers: 

Demokrat I zmir 

Ege Ek:spres 

Ege Te1graf 

Ticaret 

Yeni AS1:r 

XFigures are per month. 

30-12 

30-12 

25-10 

35-10 

30-12 

Sa1eL 

25,468 

2,524 

1,562 

1,156 

8,360 

1.,593 

1,737 

4,024 

4,223 

1(3,012 

5,105 

7,418 

1,151 

1,060 

1,839 

8,618 

9,293 

9,263 

2,755 

6,335 

22,070 

x 

x 

x 

x 

I 
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J3. TlIREC'l' COHSl~mI: ~OlTTACT 

PAGE ,,9 

If advertiGing is accepted as a way of getting into contact with 

the consumer to increase the sales of c, product of an 

advertiser, then we Can place Direct Consumer Contact under the 

chapter of ~redia Structure, though it may bE' e.re;ued that it is 

also a. part of sales promotion activities rather thl1,n the true 

functioning of an advertising department. 

It is also argued that Direct Consumer Contact is the most 

E',ppropriate w~ to reach the consumer in Turkey, because in the 

,/ country more than 50 percent of the populati on is illi terate, 

therefore if the COnS1J1l1er that is, the potential user of the 

product cannot have a ohanoe to see the advertisement !3,ppef1I'ing 

on a paper or I? magazine, then the money spent for this 

advertisement is nothing but e, waste from the advertiser's 

point of vie\'I. Mr. SUreyya Kp,vu'<gu says that, "In il.nEctolia 

the newspapers are read by the literate people in loud voice an~ 

the rest listens to him. Of course, one cannot 8.ssert that the 

one ",<Ihn!" reading the paper will also read th!" advertisements, 
1 

but most probably he \1111 read the nevs only." Furth!"rmore, 

RS far as print media is concerned, PS I had mentioned 

nreviously, there is no differenCe' in the E"dvertisements 
• 
accordinrr to demographiC factors of the readers. 

1MI'. SUreyya Ka,vukgu, Tiirk Philips S2,nf:.yi A. 9' 
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Mr. Zuydam says, for reaching the ultimate consumer: 

"It is not l2.ck of lmowledge what creates the problem 
to us. '.Ie ''.:no'vl when the house vives listen to radio 
a,nrl we kno'vl "'hich ne\-ISpa::,eI's or m2.€,T.zines they rend, 
but lvith 1', press of one mil1ion ddlv circulation 
fi ve mIllions house vives cannot be ·rN;ched. So one 
can rench the 40 percent of thE' popul,ticr:; let us 
say they hf:v~ the 60 percent of the purchasin" power, 
for the remr,lnder 40 percent of the purchasinp' rOller 
in the mc.rket, that is to SoN to COMpete wi th the 
other firms in the S8me industrv vou have to use 
other medif\."l " . 
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Amon!." the other medi" Direct Consumer Contact is the most 

promising one. It has also been asserted by 1'1r. Holi t Ta.18.yer 

of Good Year Compr.ny, "Direct Consumer Contc,ct is the most 

appropriate one for us, especi2.1ly for truck and tractor tire 
f) 

sales. " .. , because the customers in that Cf'se f'.rE' experts in t1:J.<C 

mar1<et and leno'vl exactly 'vlh2,t to loo'c for and \:hat to EV(llu~~tE' 

upon purchc,sing the product; thc.t is to scc.~r they C2.re fOl' the 

M8Xil'!llm "vIei £"11 t the ti res Ma,r ce.rry, whether the ti re is mete'llic 

or the life expectancy of the tire in the roc-ds they "iill use. 

But for the automobile tires, use of m~'.sp MediC'. is more 

ap))lic~).lJll'), since tho buyers s.re litorr.te but c',re not experts 

of the product they use. Par inst£.nce E \Ihi te lin.: [J.round t'le 

tire may appeal to them more th8,n ".nything to buy that tire. 

Al though :li.rect COnSUrlOl' Contact brings hi gher returns than 0;.11,/ 

other media, it has not \'/on Much p"pularity, the Main relzon 

t -fa,. large" ~·~o'·lnto of cosh than &.m.' othe~' beine: its requireMen • _ - • =, L 

d l't'· of immediate cash spending, especially med ia, c.n ,11ecess J --_ .. _------
~ i '.'e Tl'c~ret Ltd.'. Rti. IHr. Zuydam, I,over Brothers "ar",.~' _. .. 

;Ir. Halit Talayer, GoO<l. Year I,asti:':leri T. A. :;. 
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if we consider the fact that the p,dvertiser pays partly in c2.sh 

to the agency for the use of prInt media. As n result, 'we CLn 

s8i7 that H is beneficial and brings high returns to the big 

companies \'ihich are financiallJ' strong' and no'~ facinr, the proble:! 

of liquidity, and, that whi ch are selling to consumers wh'e are 

expert."! in the market in economic sense, £'..nd are intereted to 

ceno\! all aspect3 of the product they will use. 

But, perhaps the point which ma.~es the Direct Consumer Contact 

-as direct mail or door-to-door- most appropriate media in 

theory is, its measure.bili ty with respect to other medi a, ;"6 

Joel Dean says 

"Advertising that perrIlits l:eyed responses usually 
I'H',kes me".su'('l~ent of results ca:n:paratively e["zy ... 
thouph 1'e8111 ts ars di started by autsi de influence s, 
and enquiries have to be converted into sales, D. 

fD,irl~r sB,ti,sfactor"r estimate of marrinLl c.ctvertising 
costs can often be obtained here. Another method i9 
to vary advertising outlby systematically ",mons [.TeE c.) 

and to compare the first differences in sales(Le. the 
percentare increc:.ses and dccrNc8cG) ••. 1,oc;),1 adv€'rtising 
\!C1S ''If;nipulpted systematiccclly in selected 8,rea3; and 
ouartel'lv first diffprences in ad.vertising were 
c'orrelo.t'ed ~li t!: qUD.rterl:' first differences in busines;:, 
lagGed. one quc,rter. ,,1 

For local adVertising in Turkey we CF"n s£w that, throne':! print 

medii1 only ni1tionwide advertiSing is possible, since beside 

1'.nkar8,. 1 ste,nbul and I zmi r no papers and magazi neG wi th hi [',.h 

circulation figures are available for local reu.ders. 1'or the 

l])ean, 
::!'ifth 

Joe 1. MnllC'.{!e ri a1 ;; c 0 11 OM i c s • 
. ~. lq~") p~ 3QO-~Q~ urlnvlng, . ~), J it- .. " "'-JoJ. 

Ne\'/ J'ersey:Prentice-Hall, 1r.o • 
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radio medium the situation is a~most the same. Although there 

are fe\'I stations apart fro!'! Istanbul, Ankara and IZ'llir, the"r are 

far from being satisfactory to provide sound basis for 

measurin~ of returns. 

C. PJIIlIO :r.Il!JDIA 

Radio 8,dvertising is relatively new when compared to print 

media. It started around. the year 1951, but EcS 111'. Erel Horen 

says, "In the last three or four years due to technical 

advances made in record.ing, c),cquiring better speakers cnd 

narrators, radio advertisin~ has become a very impertE,nt one, 

in today's consumer advertising."l 

This statement may be true, but the relative increEse of 

importance of radio G,dvertising is not only due to technical 

improvements, but increase in the num.ber of r2,dio stations, 

over all increase of (J,dvertising expenditures in the country 

and incretse in the number\of radio sets. 

"According to the Prime Ministry Ste,tistical Institute figure3 

2,[) of }{arch 1965, the number of rel!istered radio receivers in 

Turkey amounts to 2,315,210 and more or less half of this 
~) 

81llount is :iistributed in the six large cities a,s fol10\,iS: 

1M """1"0' Prom his ummblished re-nort • ... 0 ran, .::..1_ J... ...- ~ 

2Diinya Hewspc,-:per. Murch 1, 1965. 

~----------------~II 
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Name of the citx 

Istanbul 

Ankara 

Iznir 

Kon,va 

Bursa 

Adana 

llilt'1lber of r~.dio rc;cei vers 

480,886 

194,826 

160,?45 

74,145 

66,668 

60,521 

However, the unrc;~istered receivers and small transistor 

radi as are not included in thesE' figures. Though no one cem 

estimate the exact figure for them it C8.n be asserted the.t 
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they are much more than F.ny one can C'xpect, since most of the 

Turkish vlOrkers in Germany bring at lee.st one portable radio 

receiver \"hen they come home on periodic visits. 

AI though the number of radio receivers have incres,sed 

considerably during the recent years, due to lO'ii pOvier of the 

stations for broadcasting and limi tted power spread at any 

hour of a day, 8.S mentioned in the cat8.10gue of Sintel Film­

Al t1.n Reklam, "As hundred percent return cannot be re21ized 

through advertising fran one station only, for a nationwide 

programming of a campaign use of few stations is neces3ary. ,,1 

There are mainly two types of commercial bro£dcFst over the 

ad , t t' n of the Turkish Radio and Television Insti tution. r J.O s 'l. 1.0 S 

-------
lSintel:&'iJ.m-Alt:tn Rek12m, 1965-1966 Catalop:ue, p. 5. 
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One is spot announcements read Qy the speakers of the 

rnsti tution, under the title of "K1Sn. ilanlar" mainly after the 

daily ne'"s bul1ettins. The other Cl.nd more common type is the 

advertisements broadcasted at regular tim",s under the title of 

"Reklamlar Gegidi". They are r.t 1.30 p.m. - 2.00 p.Ll., 

18,00 :p.m. - 18.40 p.m. and 22.00 p.m. - 22.30 p.m. 'J.'he time 

is rented by the radio administration to the agency which wants 

to rent a time of five or ten minutes basis. 

The rental :!rates set by the TIadio 1.dministration is, as folIo',,,,: 

1,illo 1.30-2.00 pm H'.OO-18.40 pel ~t;-22.00 pm 

5 minutes rental 840.- T.L. 1,200.- T .L. 1,560.- rn T 
J. ,J...J • 

25 percent municipal 
tax 210.- m T 300.- T.L. 390. - T.1. • 

J.. •• ~.' • 

q 
'-' percent govt. tax 1'7.- T.L. 24.- T.L. 31. - T .JJ. 

T 0 t a 1 1,06'7.- ~ .T:. 1,52/1. - T .L,. 1,92.1.- l' • J~. 

10 !:linutes rental 960.- T .1;. 1,560.- ... T 2,O!J:O.- T .1,. .i ..... 1 • 

percent tax 240.- T .:::::. 390. - T'!H 510.- m , 

25 mun. J. ... L. 

2 percent govt. tax 19.- T.1. • 31.- T .1,. Ill. - T .L. 

T 0 t a 1 1 ')1(1 -,..... "'. T .Ii' l,S'ECl.- T .L. ~,5S'1.- ':i:.L. 

'rhe number of seconds a.llowed for the read:i.ng or singing of 

R.dvertisements are limitted to 45 - 6C in five-minute 

pro gra!rJaes and. 90 - 120 in ten-minute pro grBI'll:le s • However the 

-------
,-, .0 1 F'rom his unpublished report. -ho ran .uro • 

1 

1 
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&mount of seconds for advertisements are lon(!er for noon 

programmes, as there is not much demand by the advertising 

8,gencies and by the advertisers for that time. 
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"The number of words the,t can be told directly on these 

prograr.lr:les are also limi tted to 220 words per 90 seconds p,nd tl'.e 

rest is directly proportional to this ratio."l The advertising 

agencies in general charge 25 to 35 lir8.s per ~lord to their 

customers depending on the time 0 f the program [,nd on its 

relative popularity. 

Again, based on the same report of Mr. Erol I~oran the cost of 

preparing a 10-minute advertisement can roughly be calculated 

8.S follOWS : 

Onlv Uusical ----
One speac:er 100 T .L. Tva spef'kers 

studio Rent studio Rent 150 T .r" 

Technician 100 T.L. TechniciLn 10C T .1" 

Tech. Recording 50 T .ll. Tech. P.ecordinr 

lTarrator 600 T .r" 

Lj:CO ':: .1: I 
1,100 TIT!e 

"'or a short-play again one Spefi,1ter, a teohnician, stuelia rent 

[,nd technic!].l recordine; expcr.ses are incurred plus 8. copy 

.",riter for 400 T.r" Lnd three .c.ctors N\ch for 100 T.L. Thus, 

u. short 'ClfW is produced for 1,100 T.L. 
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I f an a/<ency ch"rp:es on the average 30 T .J" per word for 8;::;0 

words to his customer, then it vl111 collect 6,600 T.L. ASdumine: 

that the agenc:lr places this progr8IT'Jlle between 10.00-10.30 pm, 

1 twill h!we to pay 2,591 T.L. to the Radio Ad..'llinistr5.tiol1 E~nd 

the production costs will vary bet\\leen 400 to 1,100 T.L. on the 

average. Then the graBs profit of the [wency will be between 

2,909 T.T" to 3,609 T.L., which 1s quite a respectable Ellllount 

indeed. However this leads to the entry of adventurers into the 

profession [cnd lowers the quality of the rr,dio c'.c.vertisements. 

For radio 8.dvertisements the agemries can be grouped into tv/o 

o.s di rect time renting ones from the r£,dio gdmini strati on end 

fills this time with vgrious progrEllllY,es; and, the one" which 

do not have a contr8ct agreem('nt 'vlit!1 the r!?odio 8dministrc.tion 

[',nd placing their prop:rS1l11nE'lS only throueh buying tir.1e frora the 

agency which has already got a time in the belts. Eecently 

most of the advertisinl!: agencies tr:r to have progre.mr.1es under 

their own name, whether they thems€'lvE's car fill it or not 

without geting [;.dvertisel'lE'nts from the sm5.11er ones, because 

it 1s becom.inf! a matter of prestige. 

Ccmpared to print medi£;., ro,dio ,dvertisin[" does not neoessi tete 

large SUl'lS of money, t1:1.erefore m8.ny of the S'1l8.11 size agenciecl 

are enp:e.ged in rs.dio advertisinG' 1.8 a result of this, the 

qU8.1ity of the ndve"ctisements r.re not pt desired level. 

l1elativelY few of these' ap:enoies h".VEO really speoi8.1ized in 

ra.dio 8.rl.vertisinr:. 

I 
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A source of ·trouble is the uniformity of time rentE!ls all over 

the country. The Turkish Radio Adr.linistration has set up equal 

prices for Adana and Istanbul radio stations. For instance if 

an advertiser wants to -i:.dvertise over the radio for 10 minutes 

in the 2~;.00-22.30 slot, regardless of the number of listeners 

it ",;Till have to pay 2,591 T.T .. The burden is again on the 

T:(adio Station because no one is likely tc ['.dvertise over t.dp,nn 

Station, if it is churred the same rental for Istanbul Ste.tion. 

At that hour un advertisement hr-.fl more chc-nce of beinr; listened 

to in Istanbul Ro,dio Station than A.duno. ,,&dio Ste,tion. But the 

advertising g,gencies to r.void th:f.s problem chn,rge different 

llrices for different J.'ac1.io ste.tiona in the country, from the 

adYertisers, \;Tho ,;ants to haye u nationwide ccmpaisn. 

Another point of resontment with reC'ard to rudio advertisement'c, 

is mentioned ~ Hr. Affnn Ilu:;'Er, "Allover the world, if (;, 

progrnmme is [,nnounced 2.S un [.dvert18in[, rro/Zranme, it does not 

dr~\" anv attention clTId therefore it is not listened to ••• 

fur'thermore the 8.dvertifling c,(?,encies and the ad.':,:rtisers h8,VG 

th i t d t · t ,,1 'bored the publi.c with . e r mono onOl.l.s r::. ver lsemen s. This 

st[),tement certs,inl,r has some points in it. Nany people do 

resent th", f'dYertising progrommes over the r8"dio stations end 

try' to avoid them. Also if en ,,"dvertisement is not listened to, 

then frOM the !?,dvertiser pcdY't of view, it is nothing but a 

waste of money. 

lJ3a~ar, Affan. From his unrublished report to Chamber of 
Commerce of Ist8nbnl. 

I 
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}~l of these arguments raised here le2~s us to believe that 

there is so much wrong and missing in the rs,dio media structure 

of Turkey and a lot must be done to improve the situation. 

One of the media whioh has \\ion popularity, reoently, is the 

cinema media. It has the chance of reaching large number of 

people and whether people like it or not watch the advertisement~ 

on the curtain once they are in the sdoan. 1\.1 so , toda,y in 

Turkey movies are inc':pcTIsive, in cor,lpc,rision to theatres (10 '~:':.), 

sport games(lowest price for soccer Is 5 TI,) and <my other 

entertainments. Due these reasons cinema media has Great 

chance and advantage to ree.ch various :dnds of people c,t aJ.l 

1 evels, and giving advertisements to certain c1ne:::J.a.s , selective 

advertising may become possible in corlparision to other media • 

• uthough the cost of advertisement films in Turks,' is 1/4 of 

that in \lestern Countries, "Cir;,,;-nu mer.licc is more appropri£'.te 

for the achievement of long run returns, because large number 

of strips of commercials is neceSsa17 for an effective 

cPr.J.paign. This expenditure increases the ccst cf the campaign 

when only short run objectives are tried to be attained. ,,1 

In genernl, strips of commercials are prepared on 35 rom films 

lSintel Filn-Alhn :?eklem, 1965-1966 CataJ.ogue, p. 8, 
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in black ~nd white, colored or des din animee(cartoon). The 

most appropriate length for advertisements is 45-75 meters. 

The coat of a 35= blac:t-whi te 8,dvertisement film as stated in 

the 1965-1966 catalogue of the Sintel Film, is as follows: 

l'iormal Film....,E! (with decoration, story and artists) 

First 30 meters 80 T.L./meter 

31-60 meters 70 T.L./meter 

61-90 meters 60 7.L./meter 

91 meters and more 50 T.L./meter 

Pessin Animee (cartoo~) 

First 30 ;-deters 150 T.L ./meter 

31-60 meters 140 T.L ./met.er 

61-90 meters 130 T.L./meter 

91 meters !l,nd more 120 T.L./meter 

'ro these prices the expenditures of traveling, transportg,tion, 

, artl'sts and model p~rn'ents are not included. rent of accesorles, J-

}j'or 35lJllJl Bastmancolor films the serne agency chs,rges: 

uormal l!'ilms (\;Tith artists, story and decoro,tion) 

Ji'irs t 30 meters 800 T.L./meter 

31-60 meters 180 T.L./meter 

61-90 meters 160 T.L./meter 

91 me"t.,iiIs and more 140 T.L./meter 

~----------------~II 
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Dessin Aninlee (cartoons) 

:l!'irst 30 raeters 300 T.L./meter 

31-60 meters 270 T.L./meter 

61-90 meters 240 T.L./meter 

91 meters and more 210 T.L./meter 

PAGE 60 

Again, to these prices the expenditures of traveling, 

transportEl,tion, rent of accesories, artists I?nd model paym.ents 

8,re not included. 

~tra copies in black and white strips cost 4-6 T.L. per copy 

and for coloured ones they cost 20-30 T.L. percopy, depending 

on the number of cQPY required. 1ir. ErdaJ. K~11y says that, 

".Al though we have specialized in cartoon films with artisi ts 

such as Turhan Se1yuk, Tonguy Yaiiiar and YaJ.y~n Qetin for high 

quaJ.ity works, fixed costs cannot be reduced since only big 

companies or new prcduct introducers are making use of cinema 

r.1edia. ,,1 

Distribution of films un the three main cities, namely, Ankara, 

Istanbul and Izmir is done by few companies, but the le['~ing 

fi'nu in the business is Viktor Castro and CompLny. 

'i'he :prices, tax rates and the capacities of the main cinemas, 
2 

in three nain city are as follows: 

lMr. Erda1 K~119, ~~ Reklam Advertising Agency. 

21'10 ran, Erol. From his unpublished report. 
\. 
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Istanbul 

Name Location Capacity Cost/meter l'~unici12a1 Tax 

Atlas Beyoglu 1600 10 1'L 50 1'L/15 meters 

Y •. Helek " 1200 ... 
" " 

Konak Niflantafll 900 .. " " 
Site ~iflli 1000 " 11 " 
:Einek Beyoglu 850 .. " " 
Riiya " 1000 .. " " 
Saray " 1100 6 TL " " 
Yeni Ar " 1100 5 TL " " 
Levent Levent 400 10 TL " " 
9an Taksim 1350 6 TL " " 
Renk Fatih 1000 6 TL " " 
Opera Kadlkoy 1100 6 TL " " 
For the other coneme.s in Istanbul, &.S Lale at Beyog1u, III arill 8.rE, 

at Beyazlt, inci at I'angaltl, Yeni at BeyaZlt, hu1var e.t .;J.cs8.r;·y. 

3.eks ar KadlkCiy, LUks at Beyog1u, Sunar at Uskiidar, TaksirJ. at 

Taksim, Yeni Atlas at Kurtulufl and Tan at I'anga1 h, co st/meter 

varies 'bet\~een 4-6 TL, however the municipal tax is the ssme, 

namely 50 TL/15 meters. 

An1~ara 

Home Location CEwaci ty Cost/film l"luni 0 ip aJ. Tax 

.BiiyiJ.~ Yeniflehir 1550 450 l'L 2C5 TL/fiLn 

" 1250 " " " Ulus 

Renldi Bahge1ievler 560 " " " 

__ ---------11 



Izmir 

HeIne Looation 

Ta:yyare Alsanca'c 

Kanak Konak 

ikbal Karf?lyaka 
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Cap£1.ci ty Cost/film 

600 375 TL 

1000 275 TL 

850 325 1'L 

E. OUTDOOR SIGHS lJ.1l) }3ILLBOA.'RDS r,rwIA 

PAGs62 

Municipal j,1ro;:. 

75 'L'L/ fi 1m 

" " 

" " 

/ This media is not very popular in Turkey, it com only be 

considered as " suppleuent to other media,. In big cities, 

municip8.lity tAxes on bi.11bof?,rds are high, for instance in the 

Istanbul City Zone tax rate is 210 l~/square meter. Therefore 

they are seen mostly along the highways and outside the ci ty 

zone, where the tax rfCte falls to 48 TL/square meter. 

Furthennore, there is 100-200 TL/m8/yee,r tax for permission 

to ereot them f),nd 0.80 TL/m2 fiscal tax being collected at the 

time of erection. 

Due to these reasons and the requirement of permission from 

the Turkish Highway :0epartment, the use of this media has 

decreased during recent yea,rs, and the result is a dee1ine in 

the revenue of the municip8,li ties. Unless certain measures 

are ta.'-<:en, it is quite likely that revenue reEl,lized from thLs 

source will continue .to decline. 

Before passing to next topic, I would like to mention p,nd 

discuss posters ver'J briefly. They [cre prepared by the art 
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departments of the advertising agencies, cost 1-2 TJ~ depending 

on the quality and artwork: for that oertain poster, and the 

government tex on them is 15 kuru,?/poster, and surprisingly 

there is no rental charge for the spa,ce they cover. ,,'he 

organizations which provides sticking of the poster3 to the 

walls and places where poster D,dvel'hsing is 6110wed, charge 

50 kuru,?/:poster. 

Tod~, a new trend is emerging in outdoor advertising and it 

is use of l'lexiglass, that is mul ticolor gl&,SS boxes luminated 

by fluorescent lamps from inside. This system is nct only 

low priced but also provides good sight to eyes. 

F. POINT OF SALE l:w:DIA 

:Chis media is also relatively new, but it is gb,ining wide 

aoceptanoe; not only the advertisers but the store owner::> and 

retailers are involved in the process of growth. It is 

especially a very useful device for consumer goods, which are 

11urchased by impulse. However 1,ir. Uejat (;-onen9 says, "It may be 

approprie.te to use this media, only in big ci ties for consu;aer 

goods, but iill Anatolia it does not crea,te an impulse to buy 

even a conswaer good as soap, because the people have great 

"lillingness to accept them as e, pe.rt of the decoration of the 

store or just [mother device ["deled to the appee,rencE: of the 

store, from \v1'1ic11 they me,l~e their purchr,ses. ,,1 
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In one of roy visits to an advertising agpnc~T I vms told 2" case 

that in an Anatolian village, a pease.nt was asked \'Ihether he hE-1 

a Vim detergent or not, nodding hi s head he had. gone into hi s 

house and brought a box of Pay detergent; to such a customer, 

point of sale media. would not ue2n much, but to a person \,ho 

':las more knowledge <,.bout the products and does not visuclize 

8, brand as a J.)roduct nBllle, it mo;), provide efficient results, 

nevertheless, for impulse buying goods, the use of point of sale 

media has started widel¥. 
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In the previous chapters, I have tried to present the existing 

structure of the Advertising Insti tutions in Turkey and 

discussed the relevant problems in relation to their proper 

functioning. In the light of these chapters, we can revie" thE 

factors which cause the present inefficiency of the i.dvertising 

l'ro cess in Tur~:ey. 

It should be noted that, none of these factors can be mentioned 

e.s the main cause of the inefficiency of the existing structure 

if they are evaluated alone. In fact, they [ere complementcl.ry 

to each other, and though mentioned seper8,tely under different 

hes,dings, they are very much reh,ted, of course, wi t2'1 vaI",fing 

degree of contribution to the preuent inefficient structure of 

. advertising process in Turkey. 

A. lJClJ -liCOl.fO~~IC :b',ACTORS 

As mentioned in the Advertiser Ghs,pter, in Turkey more tha,n 50 

percent of the population above the q;e of six, is illi tCI's,te. 
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If we take into account that advertising is Supposed to create 

desire in the minds of people for e, certain gooo. or service, 

then it is desirable to brine the level of codvertising works 

to that of the Consumer group, who e,re expected or hoped to 

utilize the good or the services to satidfy their needs and wants 

~he peasants in Turkey, as discussed, have appreciation of 

/ a,bstract values a,nd ne" notions, but the so:"called t0W11-people 

lack this, and even in the cities advertiseJlents are perceived 

as in the form they are given. The illustrlltive eXl?~ples 

nentioned in the Advertising Chapter, reflects such an attitude. 

Only the intellectuals appreciate the high quality of art work 

in the advertisements, but in comparison to other groups in 

concern, the intellectu8~s are the least interested and 

responsive ones to advertising, <"s most of the intervie\'iers 

have mentioned. 

B. GEl{!:mAL EC01'IOHIC FACTORS 

(1) Iiacl: of Oompetition in the Product l'larket 

This factor is a very important contributor to the inefficiency 

of advertising at its present level, because advertising can 

only be efficient an':l, beneficil?J. to all parties when competi tion 

is keen and economic growth in a country has reached the stage 

of mass production. Then, the advertising costs will be lower 

per unit pro anced and therefore the adverti sers will be able to 
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s,fford large scale advertisilllZ. On the other hand, the 

advertising agencies will h&.ve sufficient !?Jnount of funds 

available for more qualifi ed and speci alized personnel, 

equipment, research and so on. 

In fact as most of the interviewers have stated there is a 

."G807 

great parallel between the stage of economic gro.,th in a countrJ 

and the level of advertising works. ;..s the country gets i..'lore 

developed, higher is the quality of a,dvertising in that country. 

In most of the Turkish Industries, lack of oompetition is a 

dominant characteristic; only few industries 8S textile, ice-b~ 

and soft driru~s are competitive, and upon a short study of the 

advertisements in various media, one can easily recognize th2,t 

they are the heavy advertisers beside the ban..1<ing insti tu tions. 

};'or the larger part of the Turkish Economy, tt.e same urgufilent 

cannct be follo\Jed, because in most of the industries there is 

j still a "Sellers Harket" and therefore businessmen do not feel 

the need to advertise. 

(2) L,,-cl: of C8,pi tal 1'ormation and [" Ca"pi tal 1,Iarket 

In '.curkey there is not ,c capital mE'Tket 'lhere stoc~s <x.d bond::; 

j bonds of business enterprises can be sold, therefore savings 

are not easilJ' chnnneled into the hands of the investors. 

host of the tiLles, exp[,nsion of business enterprises in 'fur;,;ey 

gh . tent of profi t~ XOI'lever this is is realized throu. relnves ill ". 
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c', linli tting fo"ctor for capi tal aCCUlliulation and as far as 

sdvertising is concerned to operate efficiently, mass producine; 

enterprises cannot easily be esc&ablished under such condition. 

(3) Lo\,r per Capita Income 

In :Lurl<ey national incoLle per capi ts. is around 1800 T.L., e.nd 

if it is assumed that D. high percent of this low inoome goes to 

necessi ty goods as food, clothing and sllel terine:, then the 

ul timate consumer in the market is not left \;i til much to spend 

for other good.s and services. 

In f2"ct 8.11 of the above mentioned fB.ctors 0,re different ["5i?ec~3 

of economic growth, and, ccmplementc"ry to each other. It can 

be argued. that full efficiency and. benefit from l.cdverti . .,inc 

can only be re8.lized at higher stages of economic growth, ,Ihere 

~nass production is possible. 

C. FACTORS RELATJill ~JITH TIIE hiJ'v~P..TIS:SRS 

(1) Attitude towards Advertising 

Generally, beside the fe';/ big business enterprises and 

foreign companies, present and future c:.dvertisers ev&.luate 

advert:i.sing not as a means of increasing sales and thereby 

profits of their business, but rather 1',.s s.n expense i tara which 

has to be incurred because that much sales volume is rea.ched 

i d 'vie can say that, the illlportEcnce of or that much s eS.rne . 

advertising has not yet been re8.1ized by the businessmen for 

their enterpri ses.' I 
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(2) Attitude towards t".e Advertising Agenoies 

PAGE 09 

If the General attitude of the businessmen for a.dvertisinc: 

itself, is in the nanner mentioned above, then their ['.tti tude 

to\~ards the advertisinc f'FenctLes cannot be much different; 

even in the eyes of the heavy advertisers, the advertising 

( agencies, ,>11th respect to the services thev give, 2re e2s~r money 

m81~ers. This is the reason, why, sometimes, the G:.dverti sers 

I 

ask the agency to return part of the cO'llmission received from 

the media for the pls.,cement of adve rtisements. Som€' E,.gencies 

do give a certain percent of their cO!lI'l1ission back to the 

advertiser, but this further reduces the ~restige of the 

advertising agencies and the ir.:[j,f,e of their profession is 

adversl~r c.ffected. 

In short, much better service is expected from the advertising 

agencies and according to the ao.vcrtisers, t:-:e agencies provide 

the least possible. 

(3) ownershin-Mauawen.L§tructure 

Most of the business enterprises in Turj(ey 8.re either family 

ti man C om"[,nies, and there is not much corpora ons or one ~ 

sepers,tion of o\-mership and m:ms'@!llent. 
Furthermore there is 

not much division of labor ('l,nd departmentp"lizatton in such 

compf'.ni eS e1 ther. 

't 1'''' often a member of the f81!1ily. most likely an 
Therefo re, J. -

I 
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en"'ineer, wl10 coor'AI'nate-." t'".·e '~veI'tJ'-"'l'-_,c~., ct' ,~' " ~ I.Ao ,-' • .L u.u. __ .... _ I.V.: [,...J .. 1 \T1 \.rJ.E.';J Ol ~':;"~:'l..' 
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onter-)rise. He may know nothing 8.bout the principles and the 

concepts of a.dvGrtising, 0'J.t 'Jtill may be the final ",uthol'it~' oc 

c.pprove the plan of an M.vertising C&1ll11""ign or even E, Gingle 

wivertisement. 

As mentioned in the chapter on Advertisers, even the Personnel 

and Accounting Managers handle the agency relationships and 

if the o-vlner is actively p1:rticipating in the m8n8,~ent of the 

enterprise, he is inCluded too. As co, result, the number of 

the ideas for an advertisement increase; but by no means they 

are oreative and, in most of the times they do not ooinoide 

wi th what the advertising agency suggests. Espeoially, this is 

a oommon point of resentment mentioned by most of the 

Advertising Agenoies. 

D. FACTORS :rtELATED \I1TH THE .'1DVI:'?TISnTG AGElrCIJ~S 

(1) Attitude toward'l Adverti sers 

}!ost of the advertising agenoies share the oommon !?tti tude 

towards the adVertisers that they do not kno" much about the 

advertising prinoiples and they do not have departments on 

funotional basis so that the right mE,n could handle the 

reln.tionships idth the 8.dvertising agencies. 

So, rightly 01' \lron[O.y, according to advertising F.gencies 

the poor quality of 2.n advertisement is not only due to 
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limitations and inca)abilities of the agency, but thE' 

advertiser has to be blamed also. 

(2) T"ack of Resnonsibility 

PAGE71 

TIeside the few well-este.blished ones, £" large number of the 

advertising agencies act as adventurers in the profession and 

as a result, are not able to perform their services effectively. 

Certain basic requirements should be met, but at present no 

qualifications are needed for registration. Just by renting 

an offioe-room and certain number of minutes in the r8.dio 

belt programmes they call themselves ccdvertising agencies. 

Ho\,ever, their life in the profession with their inefficient 

and limitted services, is not long and they ruin the prestige 

of the advertising as 8. profession not only turing their 

existence but even after t!ley are off the l!le.r'c:et. 

Huch to our sorro", there is not an orgE,nisation or an 

association to control the advertising agencie:3 or to set 

certain standards which are to be fulfilled before becoming a 

regi stered adverti sing agency. 

Furthernore, some advertising agencies £Lre said to be givinl; 

bac:·.: certain cCffiount of their c01llJ'1issions which they receive 

from th e media, to the adverti sers. Thi s may increas( the 

number of ol.ccounts for the agency applying this system, but 

the over all rr,'stiD"e and thE' quality of the 8,rtvlOrk of the 

advertising arencies declIne. 
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(3) 1.!::c': of CO"l1'letition 

In general, the ndvertIsing ['Fc-nciE's do not feel the need for 

i"lprovinr: and Eo'xpc:.nding t'heir business activities, such as 

L',ddinf. }1:(1r~<et :cesearch, Adverti_sing Research and I'ublic 

Relations. In fact most of the ndvertisinc: agencies act as a 

raedium between the adverti. ser end the adverti si ng medi p. The 

well-established agencies have a good earning power and the 

ne\'i entries to the professi0n do not influence their profits, 

since the new ones are mostly Ldventurers and C8nnot cC'TI:.pete 

",rith the existing f),dve:c-tising agencies. Cn tr-e ot]o,er hand the 

number of advertisers increase day after day. 

lie must admit that advertising "6 e, profession is very neVi in 

Turkey and it has not yet reached a stable star:e for investing 

funds, but eventually by the entry of \lell orpl-Uized , properly 

functioning 8dverti_sing ar:encies into the m8.rlret, the existing 

ones \-/i11 inevitably realize the neecl to revise and improve 

tr_eir present structure and vTi11 :provide v8,rious other "er-vices 

to the advertiser, as it is the case in the ~est. 

(4) I,ao'_: 0 f I'ersonne1 

The advertising r.c:encies 1ac1l: Q1)[l,lified personnel who regard 

G.dvprti '3i nc: ['.s a professi on. GF zel Sanat1::-.r Lk~,dcmi s i and 

Tatbi1ci Gilzel Sanatlar C:m1u grctdnates are able to provide higl'-. 

but p_,reperation of a la'<'out and a cony is not quc-.li ty artvork, _ cv • 

only L mattec- of perfect desiem.-
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./ There is no 2.dvertising school in l'url<ey to teach the theory 

and principles of advertising, main concepts in economics, 

psychology- and so forth. Therefore the adverti 'fr.g ".pencies 

cannot easily find young men who really know what c;.dvertising 

means in economic sense and have fal'lliliF,rit~· &t least with its 

main aspects. 

There arp. few people jlho hEwe studied r:.dvertisinp: in the 

foreign countries, but they do not h8.ve enough f8'!lilic:.ri t:,T "ttl" 

the marlcet. The main education in Tur'~('7 for adverti sin" is 

throug,h individual efforts by rel'.ding books relatel to 

cdvertising. However, there is not much publication written 

in Turldsh and for foreign books 2.t least fair Imowlcdge of 

one foreign language is essentif"l, 

E. Fi>.CTORS PJIT.ATED ',IITH TIf.E MEDIA 

(J) :rc'edi 0 Helli 

All the radio stations are adlninistercd by the Turkish nadio 

and Television Insti tution which applies the sc.me rentaJ. nete] 

to all rilvertising prop:raml!les of the different r:.c.io str,tjol".s. 

:But tl-te rentals s'1ould be differentihted, beca.use the number 

of people listening to Istrmbul 'Zadio Station is l~ot the some 

at any time of G- day in comp2,rison to the number of listeners 

of Izmir R8,di StatIon. As g result the advertisers prefer the 

stations Hi th lar~e number of listeners, since equ5,1 "mount is 

pe.id rep:fl.rdless of the number of listeners. 
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Another potnt of resentment with re@,ard to radio media ie, t~,~t 

the time for edvertisem"nts is known in advance and [13 they lest 

j 2"n hour three times a day, not much people keep tC1eir sets o::,en 

and turn them on after the GdvertiseY'lents 8"re over, though the 

programme mieht be an interetin~ one. 

The print media 9!'YS 15 to 25 percent commission to the 

adve rti sing Ec{tencies, if they c!'"n p12c e adverti semen ts above 

n certain minimum. Ilut onl~T few biG [,dvertising: arencies are 

r,ble to rill thi9 minimum ,,"nd recpive 25 percent commission. 

":hereforC', the small advertising: Pf"encies, inevi tabl;,' p18ce 

their 8dvertisements through these bi@' ones, vhich "ive thom 

15 or 20 percent return frcm the commission received from the 

"tedia. Ho"ever this situ".tiC'n mA){eS the sms,ll ag",ncies 

dependan t on the big ones 0;,1 thoug:h they carry out the 

;:lreperati on of all t.l-J.e Ad"" rtt sementa. 
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All of the problems discussed in the previous cherter need to 

be solved, but much to our rep:ret for some of them there cennot 

be immedic.te solutions under the existing structure of the 

Turkish :"lconomy and the e.dverti3in[" institut:!.ons in Turkey. 

gd'"~rtisinf! only, but an important bottleneck for the entire 

Turkish Econo!'lY and only throug!o. long rc.nge pl",miing ancl 

heavy investnent it is l'1ost lL~el:r to be solyec\. :;'Urther''1ore 

today, Turkey is trying to develop economic&lly ',;1 th eve~'y 

,,0 as i tIe means and resonrce s ",vailc,tle, hO\ieVer even fro!'! 

opti::dstic point of view it '"ill to":'e years to est<:.blish 

co,"-peti.tion in !'lost of the sectors and accumul",tion of oc,pi to.l 

through c. 0 api tal m",r:cet. 

:But one thine is sure that even in the near future ohan&eG 

will oocur in' the ",t.ti tudes of t"le businessl'1en towards 

advertising and advertistng aGencies, cec(;.use every decision 
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of expansion and engagc11cnt in new acti vi ties will inevi tably 

lead them to l;cnocl: the door of the advertising arencies. 

However much falls to the advertisinf, agencieG to create such v~ 

favourable iMage both for the advertising: profession and for 

the Ldvertising af'"C~ncies. 13efore they can est&..blis;l Public 

;-:elation,s departments in their business for their customers, 

they havp to consider their own good ',dll as far as their 

profession is conce:;:ned. ';Ster all, theY are the ones to 

convincE" and gain the confl. dence of their present and potential 

customers, :>ince under the existine; structure they are not lL:ely 

to perform their dnties quite efficiently. 

"he advertisers may not be familiar with the principles of 

advertising and may insist on'an advertisement that the agency 

woulrl never a:nprove, but the agency should try to convinc e hLn 

for a better one and not just shrug shoulders. 

It is 'kno\vu and accepted even by the &~dvertisers t:hat at present 

the 8~dvertising agencies have many problems and limi tations 

which need to be overcome, but they should try to expand their 

activities C1ncl offer "1ore efficient sex'vices to their 

'c 11stomers, othen-lise nn, entriet3 into the l'l&.r)(/'~t (!8c':ecl up ,;i th 

'ltronr: financiaJ. means and tec::nical know-ho\i, will dr(l.w l'!G-ny 

i;.ccounts f.rom the exi sting agenci (Os. 

<on assooiation or 8, federation is essential for the Ldw l'tisi!1g 



THESIS 
IWBEilT OOLLEGE GRADUATE SCHOOL 

BEBJ!K. ISTANBUL PAGE 7'7 

agencies to provide self-control and the necessary colllO"borctio;-, 

for the acceptance of their profession in the country. As, 'W'e 

said advertising is a new profession in Tur~ey, so there still 

exists adventurers who damage the reputation of the E,gencies in 

general. In order to prevent such people from entering the 

rnar~et, the association or the federation should h8Ne raembers 

from the Chamber of Commerce and llas1n ilan L':UrumU in order to 

maintain neutrali ty in establishing certain st8"ndc.rds and 

minimum requirements as to capital, number of personnel and so en 

unless these requirements are fulfilled no 2"dvertising s"gency 

should be allowed to become the member of the association or 

the federation fonned. 

Only through acting in unision the cdvertising 9"gencies CDn 

promote their profession and win the confideJlce of the 

businessmen. They are to carry out semins"rs, conferences c'j',d 

supply addi tionaJ. information to the f'"dvertisers at regular' 

intervals during'" year. Furtherm.ore, the smsll c.gencies Jll2"~' 

have the chance of placing their o.dvertise!hents through their 

own associ2.tion and C8,n enjoy hiB-ler returns than pl&cing t~leU1 

through the big Rdvertising &gencies. 

:Ss"vablishLlent of E, Code of Ethics, is also essenti2l. Only in 

this way f"1.dvertisements which state dishonest, unethicoQ or ilJi .. ",] 

n.rguments cnn be che~ed and controlled. 
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In short, 8,n organise.tion either in the forJll of [.,n c.s~oci2.tiol1 

or a federation formed by the EdvertiGing q:::encies, iG cs;:;entH,: 

for incre<:>.sing the efficiency of the 2dvertisinc process in 

:£urkey. 

'~'oday, a school devoted to the ed.uc8,tior. of advertising Jll8n 01' 

8, seperate depe,rtrnent in the schools of high education, is Co 

LlUst for the incree,se of efficiency in 8.dVE'rtj[li~. If, 

foundation of 11 school is not possi'ole, L clep2.rtment in the 

Guzel Sanatlar Akademisi or in the Tatbiki OUzel Ssno,tlar O,wlc.:, 

or in the schools which give aegree in economios could bE' 

established, not 'only to teaoh perfect desiGn, but theory end 

principles of gdvertieing, psychology and. various oti.er :L"el8,tei 

courses. Only in this \~13{f demand for qU8~ified personnel can 

be L1et. 

l .. ge.in, much falls to the advertising Lgencies here, thejr are to 

provide recrui tion programmes or regular seminars for the 

interested young people, if they are really in need of personnel 

as th~r mention and if it will take some timE to .:'we c,n 

Advertising School. 

':che Turldsh TI[),dio and Television lnsti tution (TnT), shOUld 

also revise the structure of thlO' r.dvertising belts. ]'irst of 

all the advertisements should be distributed among the regular 

programmes of the radio stations, bec[,use to have an hour of 

advertisements, three timEJs 8, de~ is boring to the public who 
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most of the time have cha.nce to listen to one rndio station 

only, due to pOVier limitations, According to the estimated 

number of listeners at any time of the day, rent differentials 

should. be applied. for different, over" aJ:l radio stations, but 

as TP.T is a U[?tiomlide institution it is not likely to favour 

price discrimination, 

The neVispapers and the magazines should also give certain 

minimum percent commission to every B.dvertisement being pluced. 

and the amount of quantity discount then 1:18,;)' increase in llE.rclle:" 

to the space rented by the «gencies; in this "a::! the 

monopolistic atti tude of the big advertising a.genci es could be 

reduced and the small 8.gencies can have the chnnce of placing 

t'l';ir !.dvertisements directly, with their ini ti&.ls 2.Pllee.rint; 

on the advertisements. However this system must be open to 

the advertising agencies which are to be registered. by the 

organisation to be founded, otherwise the system Lley result in 

superficially promoting the survival of the small inefficient 

e·L;:;encies. 

j,'he last recomendation to be made is related to DccSln llan 

Kurumu, \,hich places a<ivE,rtisements Fnd. bnnounuements of st8.te 

owned, state-sponsored ['no. foreign enterprises \;hich :'lese no 

office t L' V 'n or represen P,Gl e .I..L J.'he (',dv ert i S fillcn t s 

the announcement::; coul<i very \,ell be 1"12.ccd in the trade 

L_:;1.2.r.c,f.:CZ.~." n_".s_o.l.' .1.' D.,_t.h.C.' .T.'_C.' ,_'!".,.e.'l~."l.i_G.(.; z.e.t.e., _O_f_t.h_" e_I.' _r_i.'ll .. C_.'.ii.n_:l.s_t_ry_'_-I1 I 
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and. the peo}1le \,ho nre concerned vii th these r;nnouncOillents j,l[,y 

read thelil. 

PAGE c.O 

:;"or the foreign L:dvertisehlcnts [Cnd. oven fcr the ,;dvertise.:lcnt3 

of the state-o\med enterprises, if .lJLs~n ilan KurUlllt; f.·SSU:.1(,~ 

tbat it is an f:\dvert:1.sing agency then it ShOl!ld E(.Ct in the 

I18.rket, a:J an~r other i.""dvertising agency. :Bu:c if it is Ln 

institution to regulate L'nd control the IdvortisiCfcbO}ciefl, 

then it shouLl act [C8 its sk,tus requi.res. The most 8ppropl'icct( 

\Iay would be to charge certain l)ercent tEJ( frol.l tl.e foreign 

~,.d.vertisel:l.ents placed. throu~ 8,dvc~·tisine; 2"Gencios, and, inc1'o,, __ 

its function to control o'.nd supervise the t;dvertising agencies. 
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Appendix I 

The Constitution of the European Association of Advertising 

Agencies 

Membership: Article No.5 

There are two classes of membership: 

(a) Advertising Agencies in Europe fulfilling the following 

conditions (these to be known as Agency Members): 

First Condition. The experience and ability within its own 

organisation to supply a marketing plan, to interpret 

research and to supply a media buying plan and a cree.tive 

plan, and to be able to advise on sales and distribution 

problems. 

Second Condition. Independence from media and advertisers; 

sufficient financial standing; no rebcting of commission to 

an advertiser unless at least the equivalent amount is paid 

to the agency by the advertiser in the form of a fee. 

Third Condition. lTot to handle directly competing products 

or services unless there is agreement bJr the respective 

advertisers. 

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

act as principals at la\,. 

\ , 
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(b) Organisations (Associations in Europe), representing the 

adVertising agencies of their own countries, whereby the 

majority of members of such organisations are or are 

striving to be full service advertising agencies 8.S in 

Article. 5 (a) above (these to be known as Organisation 

Members) • 

PAGE 08 
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Appendix II 
. Full AdVertising Ar:ency Service 

Report of the Commission on AdVertising of the ICC 

Introduction 

PAGE 0", 

Over 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 tre.de. Consequently, ·wi th i ncre"sing competi tior: 

the role of advertising has become progressively more importl:n t 

as the need has grown to communicate to more people in an 

increasing number of countries. 

This development of advertising as an eSdential component of 

successful marketing: has been accompanied by constant 

improvements in advertising techniques end aesthetic 

presentation. Much of the credit for these advances in 

advertising is due to adverti'linf" agencies which, over recent 

years, hrwE' brought together highly qualified specialists in 

the service of industry and trade. 

The Commission on AdvertiSing of the International Chamber of 

Commerce consists of representatives of e.dvertisers, r.dvertisint; 

agencies and media ownerS, who have jointly considered it 

advisable, under present-d!o/ circumstanees, to provide a 

definition of a. "full advertising agency service". This 

defini tion can only be offered as a e:uide because the 

requirement of the advertisers vary according to the product 

I 
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a.nd markets involved. 

It should be 

reference to 

emphasized that this study purposely omits any 

the financial side of the or~anisation of an 

1',gency, to its personnel and to its methods of vlOrking; nei ther 

does it prejudge anything as regards the condi ti ons in which 

advertising agencies may be reccgnized in the various countries. 

The ain is to define all the services which may be expected fro~ 

a modern advertising agency cle,iming to provide a full 

advertising agency service; such a service ma.y be used wholly or 

partly according to the individual needs of the advertiser • 

.Il.t this juncture it is e,dvisable to point out those matters 

which are the responsibility of the advertiser himself, and for 

which it wouldbe unreasonable to expect an advertising agency 

to act in anything more than an &,dvisory cD.paci ty. },'or eX8:nple 

the a.dvertiser is responsible' for the product itself, product 

develop!'lent and for marketing and sales policy; he should Flso 

be e.ware of the genereJ. marketing situation in those countries 

in which he desires to promote his product. If the 

responsibilities of the advertiser are over-loo'r.ed there could 

be occasions ,men he expects more than can coae wi thin the 

fUnctions of the advertising agency. 

Therefore, the study assUIlles thf).t the [l,dvertiser will determine 

\<lhat he requires from r.n advertising a,>:ency and clearly define 

what he considers are hi s ovm responsi bili ti es for the promotion 
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Subject to these preliminary observations, it is possible to list 

the essential functions "hich ell advertising 8>gency should be 

capable of fulfilling. These functions, which are briefly 

described belOW, are based upon an analysis of the reports \.hich 

have been received from the various HO),ti onal Co:nmittees of the 

ICC. 

%1'1 the fi eld of marketing, to collaborate closely wi th the 

appropriate departments within the advertiser's or~anisation 

on the study of the product, its markets f.),nd di stri bution. 

To facilitate this collaboration the advertiser has the 

responsi bili ty of providing his pdvertising af:ency wi thin all 

relevant information concernong the product, marketing, 

distribution and sales. 

In the field of advertising, to conceive, to conduct and tc 

interpret copy testing, mediH reseerch and studies of 

competitive advertiSing. In addition, any other studies or 

research necessary tp provide a solid foundation upon which 

the advertising plan can be created and subsequently checked 

for the efficiency of the methods employed. 

To dra,/ up the advertising campdrn plHn with an assessment aid 

all:ocation of expenditure wi thin the agreed appropri ation, and 

to help to coordinate the campaign with other sales promotio!' 

activi ties. 
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To supervise Rnd implement the 8,dvertising campEdgn. 

To ensure good coordine,tion between advertising, sales 

promotion e,nd other publicity. 

PAGE -,'~ 

For the fulfillment of these functions it is essential that 

close cooperation should be maintEdned between the advertising 

agency and the advertiser. 

On the above basis, the Commission on Advertising considers that 

the constituent elements of a full advertising agency service 

can be defined as follows: 

A Full }!s,rketing Service 

l'he primary role of an advertisinr: 8,gency is creative and lies in 

the conception and realization of the advertising campsign. If 

effective advertising is to be produced, then it is neces.sary 

to study the broader picture of marketing as well as 

advertising. Therefore, the advertising agency should have an 

understanding of marketing amd modern techniques of m"rchandisinc' 

and sales promotion. In this w/3¥, the 8,dvertising c,gency shoul j 

he equipped to make a useful contribution to the preliminary 

, discussions held before the plans for advertising are merle; \,hen 

required, the advertising agency should also be in 8, position 

to offer specialist advice. 

Uarketing Information and Advice 

The advertising p,gency shouln be prepared to collaborate Vlith'tbc 
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advertiser in the study of all problems related to the 

development of both new and existing produot markets. Thus it is 

necessary for the advertising agency to make sure that relevant 

information has been collected and studied before submitting 

proposals to the zAvertiser. 

'rho advertising agency should be corlpetent to give advice on the 

best sources for obtaining market information and be quwifieci tD 

supervise research operations especic:J_ly in relation to product, 

consumer and statistical rese[crch. It could also be expected to 

provide reliable advice on product testing , copy testing and 

sampling. On the more general matters concerning marketing ",nd 

publici ty, the advert! sing agency should have 1W8,ilable general 

statistical data and other information likely to be of value 

\-Ihen planning the advertising cnmpaign. 

In short, the Rdve rti sing ,".gency should be convers<1nt ,Ii th c.ll 

modern techniques and methods for obtaining inforrnE:,tion and be 

prepared to provide general data collected from published 

information or derived from the experience of the adVertising 

ngenc:r its elf. 

I-rerchandising and Sales Pronotion 

In this field, the full 2,dvertisinc: ugency service should 

include advicing the advertiser on the best methods to be 

follo\>Ied for any 11articular product. This would involve advice 
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tests, special deals, free deals, dealer IJarticipstion schemes 

and guarantees. 

In many cases packaging can become a merchandising aid to 

increase sales. In this respect, the advertising s.gency 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 all matters coning within this section it is absolutely 

essential for the advertiser and the advertising agency aJ.ike to 

ensure thatclose collaboration is me,intained between the 

deparnnents and executives concerned. 

C~paign Planning 

The advertising agenoy should be caps.ble of analysinr, the 

findings of the research and studies to \iihich reference has 

already been made, and from this information produce £' c81npaign 

plan to include proposals for effective marketing ~md advertising. 

'vlhile it is the responsibility of the advertiser to decide upon 

the policy of the ca~paign, the advertising agency must, 

nevertheless, be able to offer sound. advice on the formation of 

polioy and to draw up the oempaign plan oomplete vii th schedules 

timings and estimated oosts. 



THESIS 
ROBERT COUEGE GRADUATE SCHOOL 

BEBEK. isTANBUL 

A FUllC.reati ve Servi ce 
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A full creative service ought not to stop at the production of 

press advertisements but should include all aspects of the 

creati ve \Vork: necessary for the totaJ. campaign. Thus, a full 

creative service \Vould cover press advertise-ments, literature, 

sales promotion and merchandising material as well as point-of-'3a.I;; 

display, exhibitions and pacI<aging designing. &uch a service 

would involve copywri ting, layouts, ty-pography and deSigning; 

scriptwriting and supervision of production for television, 

cinema or radio advertising; the service would include alsc the 

supervision and purchase of finished artwork and designs. 

A Full !'!edia Service 

It is extremely important that the advertising agency has 

available eXJ)ert knowledge on the individual 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. 

The adverUsing agency must be knowledgeable on the subject of 

media research and surveys. It should plan the purchase of medi~ 

\Vi thin the agreed arpropriation and arrange the booking and 

purchase of time or space. The term "mediv," is intended to 

include press, television, radio, cinema, exhibitions, outdoor 

and direct mail advertising • 

.ii th reference to outdoor advertising, the advertising agency 
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should be equi:pped to select si te3, to boo:: spaces and to check 

boo1dngs, or should employ and supervise an independent 

orp:anisation which is capable of carryine; out this tYlle of work. 

Under the heading of v. full media service is included the more 

day-to-d~ matters of VOUCher checking, invoice checking and 

arranging payments direct to medic" suppliers. 

A Complete Production Service 

The adVertising agency should be in a position to issue 

instructions for the purchase of typesettings, bloclcs, printinITii. 

and other finished material which is required in the advertising 

cGlllpaign. Thus, it is necessary for the organization of ,J,U 

adVertising agency to include a production service which is ablE 

to advise on techniques and methods of reproduction 'md. to 

direct \lOrk to completion. 

A 1;ublic :r.:el~,tions Advisorv Service 

It is expected that a full ;;:;.dvertising ap:ency service would be 

aualified to advise the advertiser on matters concerning public -
relations, \'lhenever required. and be reedy to cooperate with al1Y 

Dublic re18,tions services that the advertiser may employ. -
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M.sleginiz 

Sabn ald,{Jm,z lar!h 

Odeme ,.ldi 

Appendix IV 

,p.,in/Taksil 

Takait sUresl: Xac ay vade ile aldlysanlz liitfen iizerini 
1-2-3-4-5-6-7-8-9-ID-lI- -14-15-16-17 

Sabcl Firma (ka,e ve im 

Sari No : 

Fabrikadan ella, laribi 

8 - 290lipi ARCELtK bu olablna ail garanli belgesini YUkarlda 
. ya.,ll d6kume uygu larak aldl!hml ve garanli belgesindeki hu· 

suslar Ue mulablk dugumu bildiririm_ 

beple larcih eHini. ; 

i ile m!? 

SahC1D1D tavaiyesi Ue ml 

RekldmlarlmlzlD lesiriyla mi? 

Cevabml' rekldm ise. hang! rak • 
fen il;laretleyiniz ~ 

Gazele 0 

(1mza) 

da lill-

Sinama [J 
Evinizde a,agldaki mamuller n varaa. alanlan i,aratleyiniz; 

Cama,u makinasl 

Elaklrik supuriasi 

Ga. sobaBl 

SA YIN MUSTERi 

TermoBIIon '. " [J 
Bulanga" Ocak ' 
veya bmu "0 

Garanli belgenizin degerlendirilabilmas! ieln bu kuponun doIdu­
rularak 15 giin icinde Miiessesemize gonderilmesini ehemmiyetle 
va pe,in te,ekkiirlerimizle rica edariz. 

AR(j:ELiK A_._ 

PAGE 
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• 
Saym MU§terimiz. 

YuvanlZa ARCELiK buzdolabl almak suretiyle, Miiessesemize gosterdig:iniz 
mada te§ekkur eder, buzdolabmlZl mutlu giinlerde kullanmamZl dileriz. 

• 
yakm alltka ve iti-

• • 

Miiesseserniz modern tall§malara bUyQ.k onem vermekte ve slk slk anketler tertip etmektedir. Bu 
anketlere verilen cevaplar degerlendirilerek, sizin DZ malmlZ olan FabrikamlZ ~ah§malarma l§lk tutmakta­
dIr. 

Bu defa SlZm de klymetli fikirlerinizden istifade etmegi arzulamaktaylZ. A§aihdaki yazlh suallere 
cevaplanUlzl liitfederek, Miiessesemize g6ndermenizi rica eder. yardlmlarlmza §imdiden te§ekkiir ederiz. 

Sayg~larlmlZla, 

ARQELiK A. ~. 

NOT: Sualleri cevaplandrrdlktan sonra i§aretli yerlerden keserek katlaYlp, yapl§tIrmamz kafidir. Adres 
ve pul taraflIDlzdan hazU'lanml~tIr. 

• 
LtiUen buradan kesinlz 

~ 

SUAL I - Buzdolabmlzl ahrken a§jagJdaki faktOrlerden hangisi karar vermenizde rol oynadl? 

D iKRAMiYE 

D BUZDOLABI iHTiYACI 

o Ba§ka sebepler mevcut ise liitfen belirtiniz 

SUAL II - ikramiye Kampanyamlz olmasaydl yine de bir buzdolabl alacakmlydmlz? 
• 

D HAYIR DEVET 

SUAL m - Yukardaki suale cevabmlz evetse ne zaman buzdolabl almaYl d~ijniiyordunuz'! 
• 

SUAL IV - ikramiye Kampanyamlzdan ne §ekilde haberdar oldunuz? 

D GAZETE 
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Appendix V 

List of Advertising Agencies 

as of ~anuary 30, 1966 

Argiin Reklam 
Ankarfl. Caddesi AInn Han 36/8 
Istanbul 

BateI\' Reklam 
Catalqesme Sol;:. Aydlnllk Hanl. 
Ca.i1:alo€\lu- Istanbul 

DUnyanln Sesi Ajansl 
!ile~ rut iyet Cad. Tarhan Han 
Beyoglu-Istanbul 

Eren Reklam 
BUyUk Hendel: Cad. Aydln Han 
Karakey-I stanbul 

Fiba Reklam 
postacJ.lar SOk' S8-I'p Ap. 5 
Beyoglu-Istanbul 

Gra,fika Reklam 
GaUpdede Caddesi 66/1 
Karatcey-Istanbul 

ISl]';: ReklAm 
KonY8- Solw .. k Qiftqi Isham 
Anafartalar-An'k ara 

Istanbul 'teklam 
1TuTClsmn.niyl' Cad. Doganqa.y.tiln 
C af'aloflu- I 9 tpnbul 

II ter Re'klam 
3. J3eyJ.er Sok. Ho. 32 Kat 2 
Izmir 

TCutman Reklam 
An}\:(),ra Ced(lest 36/3 
C a€;al oi";lu- I st~m'bul 

Band Reklam 
TUnel, Galipdede Caddesi 59 
Karakey, Ista,nbul 

Sergio B8.sln Ajansl 
Boyacl Ahmet Sok~ 12/3 
({emberli taS'-Istanbul 

ElcsIlres :t~ Reklam BUro su 
Belediye Yenl, Yeni Qarf?l 3? 
Anks.ra 

Yeni Ajans 
Allirefendi Cad. PiY6.sa Han 
SUltanhamam-Istanbul 

Fiize Hek18JU 
Tokatllyan 19 Hanl Kat;:, No.5 
Beyo~lu-Istanbul 

Goren Rekl&m 
Kocaega Sokak ell 
Beyoflu-Istanbul 

Istanbul Gazetesi Rekl&m Bl\rosu 
Tunel Gelil)dede Caddesi 59 
Karakey-Istanbul 

i1at1clllk Kollekti f $i rketi 
Ankarr, Cf,ddesi, j.nc{E.ra Han Kat 1 
C BITal ogl u-I stp.nbnl 

K8IDera Reklam 
Hetropol Han Kat 4 
Beyoglu-Istanbul 

:<W.l tUr YpYln Limi ted Orta'dlg l 
Turk Ticaret :BPUk8,Sl i~hanl 4 
J3ahqekapl- I 'ltr,r:rul 
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I;ovo Reklam Aj8~n81 
1sti~lnl Cad. lTo. 348/9 
:Se:lrogl u-Istanb1.1l 

!{erkiir Heklam 
::3ski Gi,imri?~ Sok. Yeni Han 39 
,T(arakoy-Istanbul 

';le1:lem Uoran I,td. ~tl.. 
1stiklal Carldesi Ho. 405 
Beyoglu-Istanb1.1l 

Rekter Reklamc ll1k ve Ti caret 
14. 2geli If/ham. 2~0 
Fevzip~a J31l1Varl-Izmir 

y.:c;.dar Re'.dam 
Ankara Cad. Cagaloglu YokUlilU 40 
Istanbul 

Ses Reklam 
Bekar Eol.calc SeleJ1Jet Han 
Be:roglu-Istanbul 

Sava'1 Rekl al!1 
TIUzgarll Sokak Ovo Han :3 
An},:ara 

?:ekl8rlCl11k K011e1dif :;:ti. 
Eb1.1suud Caddesi l'~o. 75 
C t'.f aJ.or:l 1.1- Istanbul 

Yeni Istanbul Ilancll1k 
Hiie11if Caddesi 6-8 
Beyoi":1u-1stanbu1 

i .. rD. Ilanclllk 
Sannyi Cad. K010gl1.1 Apt. 
Ul 1.1 s - Jmlc ar a 

Eko Reklamclllk 
qUMhnriyet Bul ve,I'l l82/A 
1zm1r 

ITur Reklem 
Haltt Z1ya Bulvarl Klrca if/henl 
izmir 

Sebe. '1eld?.J1J 
Xaro1:01, Bost8.n Sokalc 5-2 
Te~vikiye- I ste.nb1.1l 

Iferkez Rek1a'11. Kollckt1f §ir'1:eti 
Tkatllyen ishc;.nl 33 
Beyoglu-Istnnb1.1l 

Feri Ilanclllk ve Reklamc111:c 
:!)oe:ub£m": iSlhenl 
Sirkeci -Istf\nbu1 

nessam Cahi t H£"tbassl 
Hecsti. Bey Cf,ddcsi lTo. 165 
Karakoy-Isto,nbu1 

Rek1um StFdyo 
Bank ala.r, Sen Piyer Han 22/Z3 
Kars1:oy-IztE:nbul 

San Orgeni zG.syon 
FranS1Z Ge9idi 15-17 
Karakoy-Istanbu1 

~ark Rek1am 
~.. 1 a k D· .r..UZg£'..T 1 1..10. oguii 
Ankara 

Stil teks Rek1am Aj WSl 
Galipdede Caddesi. 107/lCl9 
Kare,koy-Istanbu1 

Ta9 Re:dam. 
14. :;;;ge1i Isham 2~0 
Fevzipa~a Bulvarl-1zmir 

YlldlZ Re%lam i.jansl 
.t.n'knr8, CadJesi lTo. 45 
Cagaloglu-Istanbu1 

Qlnar Rek1am 
Tuna Caddesi Tuna Han 2/3 
Jillkare.. 

Gok sn Re leI am Bii. 1'0 s u 
Ulus t§hBIl1 E-Bleku no .419 
J .. nkara. 

Sevgi TIelclrm 
Gi3.zel izmj.r H2"n 7 
izmir 

Kl sl11et Rekl aIll 
Hlslrll Han Kat 1 Daire 3 
Beyogl1.1-Istanbu1 
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IUm Reklam 
B. Parmakkapl., Tel Sok. 2 
Beyoglu-Istanbul 

Santral Organizasyon 
Holla Fenari Sokak :No. 25/2 
Cag al oglu -Istanbul 

Yoriil{ Reklam 
2. Beyler Sok. Tokt~ Han 
Izmir 

Avni Bozoi 
KJ.zJ.la,y Isham 83/8 
Izrnit-Xocaeli 

0ur Reklam BUroau 
lTecati Bey Ca,d. Bozdag Ap. 1 
Izrnir 

Can Reklam. 
1330 Sole. A.1mlan Han Ho. 3/303 
Izrnir 

Fon Reklam Kollektif $ti. 
TokatlJ.yan Olr;:ham Kat 3/28 
J30yoglu-Islanbul 

Rek-Tur Reklam 
Huruo smaniye Cad. Enek I~ham 
C fJ,g alogl u - I Etan bul 

Tezer ReklamcJ.ll.k ve Ticaret 
856. Sokalc lIo. 41 
Izmir 

Zafer Reklam BUrosu 
i\.bidinpa!)l2, Cad. Kurttefali Han 
.,clana 

Has Reklam 
Ataturk Bulvan, IlUyi.:k Han 
An1(;ara 

o zs en Rekl a'll Aj ans J. 
lTecati bey C8.d. Gayret Han 206 
Karakoy-Istanbul 

Yosun Beldam 
Qemberli ta!jl Palas Ho. 6 
Caealoglu-I s tanbul 

Ser Reklam 
Sakarye, Cad. He,zmi Apt. 3/10 
Klz).lay-Ankara 

Press Reklam Ortakllgl. 
854 Sokak lJ!:. Han 3 
Izmir 

Tam Tam Reklam 
Kemel'al tJ., Veyse1 QJ.kmazl 33/A 
Izmir 

Advertis Werbegentur 
Atattirk Pulvan, Poto Ap. 5 
Kl zll a,v-Ankara. 

Tilr'csel Haberler j,j8.nsl 
Sec.carya Ca.d. ~akiroglu Han 11/13 
Anl.car I). 

cher Relclam 
J:.Ialit Ziya Bulvan, Kubil~ Han 
1zmir 

ReklamC1J.1k va Hatbaaclllk 9ti. 
qiazi Osmanpa!)la Bul van no. 40 
1zrnir 

Qevik Reklam Boresu 
i.gah Efendi Sekak, Sar~ Han 
Ankara 

Gaye Reklam 
Tc,rakg11ar, Ekberiyo Han 2/9 
He.1'lIl1uipa.i;ra-I stanbul 

Kent Ovuncularl Komandit 9ti. 
Istik1Ew. Cadclesi 140 
Beyoglu-Istanbul 

SelahC',ttin Byyubi 
Se:re.hht ve Turi zrn Ac entesi 
b[mkalar-Ankara 

Atilla Sediz 
i}56 SOk2": Gungor I!)lh2om 205 
I zmj r 
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Taylan '<;:eklam 
363 Soke.'!;: Turgutlu I!i'ham 120 
F.:emeral t~-Izrnir 

Beta Reklam DagItlm 
Abidinpa!i'a Caddesi 94 
Adana 

Ya~atan Reklam 
[]1)3. Sok. Turgutlu Il§ham 106 
Izrnir 

Bora Reklam 
Ali HUnif Yegen N';a Cad. 36-1 
Adana 

"Cenk- iii' (Cihan) Rekl am 
]3[·hqelHer Han 112. 
:revzipal§a Eulvc,rl-1zmir 

Cul(urova Reklaln 
..\lsar1.W Sinemasl Yanl 
Adana 

Turi zrn Reklam 
Qanklrl Caddesi Ho. 14 
Ankara 

hmeri 'kan Reklsm 
To'kathyan I~ham 3/4 
Beyoglu-1stanbul 

T(ent Organi z8,syon 
T(1Z~lay. Jlli tho, tpal§a Cad. 24/9 
Ankara 

Tanki" 
Sosyal Han 10 
Yeniiii ehi r-An.kara 

YUksel ReklDlll 
r:E'fil~ Saydrun Cad. Kazablan:~E, G. 
Beyogln-1stsnbul 

Okurer Reklan 
~.Kardlqal1 Han Ho. 133 
1zrnir 

Imbat Reklam 
M.Kem8,lettin Cad. Hazzet Han 306 
Izrnir 

Han Ajans 
Ebusuut C["o,desi 79 
Si rkeci-I stp"nbul 

Siimer Reklam 
~li:paiila Heydanl Turgutlu lii'ham 
1zrnir 

BaSIn Or[anizasyon 
Slr8,sE'lvnerl~o. 59/4 
Ta:Icsim-1stanbul 

Tuna P.ekl em 
Tuna Cad. Tuna Han Kat 2 no. 11 
l..nkara 

" 
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Appendix VI 

VUKSEK OKTANLI BENZiN, iTiNALI SERViS 
DAiMA BP iSTASVONLARINDA 
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