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PREFACE

The use of culture as an important extension of economic and political
power relations has led modern communication tools such as media and
advertising to become ideological instruments that shape social values, go-
ing beyond the mere promotion of products and services. Therefore, the fun-
damental motivation of this research is to reveal the effects of global capital
on the cultural sphere and to critically discuss the decisive role that adver-
tisements play in cultural transformation. In this regard, the study not only
presents a theoretical framework of cultural imperialism literature but also
constitutes an applied analysis that aims to fill an academic gap in Tiirkiye.

This work aims to contribute to the understanding of contemporary cultural
imperialism by analysing the cultural symbols featured in Turkish television
advertisements and their relationship with Western or local cultural codes.
It is the published version of a doctoral thesis entitled “Advertising as a Tool
of Cultural Imperialism'. An Examination of Local and Western Advertisements in
the Case of Turkey”.!

Preparing this work involved an intensive period of reading, reflection and
evaluation. Examining how cultural values are represented in media texts
sometimes revealed a broad field of discussion that went beyond the scope
of this study. Nevertheless, it is believed that the findings obtained contrib-
ute to an important debate on the relationship between cultural imperialism
and advertising. It is hoped that this study will open the door to new ques-
tions and research in communication studies and advertising.

I would like to express my heartfelt gratitude to the many individuals who
generously supported me throughout the process of producing this work.
First and foremost, I sincerely thank Prof. Dr. Yasar Zorlu for his guiding
approach, constructive criticism, and academic mentorship at every stage of
the research process. I would like to extend my thanks to Prof. Dr. Mustafa
Akdag, Prof. Dr. Hasan Giilliipunar, Prof. Dr. Mustafa Koger, and Assoc.
Prof. Dr. Mahmut Akgiil, who inspired me with their academic knowledge
and contributed their thoughts throughout the research process. I would
like to express my gratitude and respect to my colleagues and friends, with
whom I constantly exchanged ideas during this research process and who
provided their unwavering support at every stage. Without their help and
contributions, it would have been very stressful and exhausting.

! The work in question has been translated into English using DeepL translation software

for publication in book format.
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Of course, my greatest gratitude goes to my father, who spared no effort to
get me to where I am today; my mother, who gave me strength with her love
and moral support; my brother and sister, who have always been by my side;
and my beloved wife, who has made my world a better place since she en-
tered my life. Thank you for believing in me and encouraging me to realise
my dreams.

Nedim KARADUMAN
21 November 2025, Kayseri



INTRODUCTION

The concept of imperialism refers to the military, economic, and socio-cul-
tural pressure that powerful countries unjustly exert on weaker countries.
Linked to colonialism, the physical occupation of other weaker countries by
overseas countries has now given way to economic occupation based on free
trade. Today, economically stronger countries are in a highly effective posi-
tion to integrate new regions into their own economic interests through free
trade. Western developed countries, in particular, have eliminated trade bar-
riers with globalisation, a new phase of imperialism, thereby creating pow-
erful international capital structures. This situation has transformed the
economies of weak and developing countries, forcing them to submit to the
monopolistic competition of global Western capital. This transformation has
brought with it similar fluidities and increasingly intense interconnections
between societies. Consequently, globalisation has political, environmental
and socio-cultural dimensions as well as economic ones. The phenomenon
of globalisation, which forms the focus of this study, is examined within the
context of cultural imperialism, along with its cultural dimension.

Said states that imperialism is not simply an act of accumulation and seizure,
but is supported and driven by effective ideological structures that encom-
pass the idea that it requires the exploitation of certain countries and socie-
ties and the associated flow of information (Said, 2016, p. 40). This struc-
ture, particularly with the independence of third world countries, has ush-
ered in a new era that can be characterised as cultural dependency (Moham-
madi, 1991, p. 326). This has brought concerns and debates about cultural
imperialism to the fore. In this regard, Ritzer (2011a, p. 89) emphasises that
the concept of imperialism is used in a much broader perspective, for exam-
ple, to include "cultural imperialism". By this, he means the expansion of
colonial power through cultural activities and institutions such as education
and media, or through the asymmetric influence of one culture on another.
In this sense, culture is used as a tool for economic and political control.

Barker states that there is no precise definition of the concept of cultural
imperialism, but that it is used in the sense that it is reinforced and facili-
tated by the importation of cultural forms as part of the imperialist domina-
tion process (Barker, 1989, p. 292). James Petras, on the other hand, views
this domination as an integral dimension of any sustainable global exploita-
tion system. In this regard, he defines the concept of cultural imperialism as
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the systematic penetration and domination of the West's dominant rules
into the cultural life of the popular classes in order to reorganise the values,
behaviours, institutions, and identities of powerless societies to suit the in-
terests of imperialist societies. (Petras, 1993, p. 140). From this perspective,
the loss of influence of traditional culture, to whatever degree, and the re-
placement of this culture with Western capitalist codes is considered cul-
tural imperialism.

We can see that the concept of cultural imperialism was critically con-
structed to define the international flow of cultural elements. The main area
of examination for this concept is the dependency relationships established
between imperialist empires and their colonies in economic, political and
cultural terms, while after the Second World War, with globalisation, it has
been the spread and effects of cultural products produced in capitalist soci-
eties to the detriment of dependent countries. Special importance is attached
to the communication technologies and content that have developed during
this process. This is because these technologies are important carriers of cul-
ture. In particular, the dominance established by the Western media indus-
try over the world by creating an ideological cultural framework has paved
the way for discussions of cultural imperialism. These discussions are also
seen as serving the international development of communication and in-
creasing the interests and power of capitalist countries.

Herbert Schiller, pointing to cultural imperialism's role in serving capitalism,
defines cultural imperialism as the processes by which a society is enticed,
pressured, and forced to integrate into the values and structures prevailing
at the centre of power in the modern world system (Schiller, 1976, p. 9).
Here, it is emphasised that capitalist countries draw developing countries
into the web of the world capitalist system by offering them the "good life"
of consumerism. Viewed in this way, cultural imperialism stems from the
spread of capitalist culture, and thus from the hegemony of a structure re-
ferred to as "Western culture" (Tomlinson, 1999, p. 155). 's dominant cul-
ture and values are imposed on other countries through the media. The cul-
tural values of these countries are destroyed or transformed, making West-
ern cultural values dominant over local values.

As can be seen, the media (television, cinema, newspapers, advertising) is
the main focus of a significant part of these discussions on cultural imperi-
alism. A large part of international capital is in the hands of multinational
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corporations. These corporations also control the global spread and domi-
nance of communication tools that have developed alongside global technol-
ogy. These companies, mostly Western-based, control the processes of pro-
duction, distribution and consumption (Chomsky, 2001, p.111); they use
the media beyond a commercial marketing tool to create a consumer society.
Advertising is undoubtedly one of the most important communication tools
serving this purpose. Societies in many parts of the world are being exposed
to the influence of Western commercial mass culture, particularly through
advertising. Consequently, it is becoming increasingly difficult for econom-
ically less developed societies to preserve and continue their own local cul-
tures. According to Schiller (1969, p. 5), this situation threatens the eco-
nomic and cultural independence of other countries in a disadvantaged po-
sition. He argues that communication technologies and content, largely pro-
duced in the West, are spreading to other parts of the world and invading
developing countries. As a result, the dependence of developing countries
on industrialised nations increases, while this relationship also threatens
their traditional cultures.

In this respect, advertisements cannot be viewed merely as promotional
tools. As a form of mass communication, advertising circulates images that
reflect the hegemonic views of society (Jhally, 1987; Leiss, Kline and Jally,
1986). They selectively emphasise and reinforce certain values while ne-
glecting others, acting as a "distorted mirror" (Pollay, 1986). Consequently,
this media tool has significant cultural impacts and consequences. Adver-
tisements, through the messages they convey visually and aurally, present
certain values to the societies they are in, while also enabling these values
to become legitimate within that society. A large proportion of international
advertising is Western-centric and has a profound impact worldwide. In par-
ticular, values and ideologies that serve the interests of Western capitalist
companies are spread throughout the world through these advertisements.
Advertising, an extremely effective mass communication tool for creating
consumer demand, has also become a powerful force in capturing people's
leisure time and instilling Western capitalist values, attitudes, and behav-
iours through the content it constructs globally and locally. Individuals who
spend most of their non-working hours in front of the television are alien-
ated from their own real lives, needs and cultures through advertising and
are surrounded by Western cultural values and symbols. For this reason, it
must be emphasised that advertising causes significant transformations in
the cultural life of societies. Although its exact effects are still debated, the
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prevailing view is that advertising has a formative influence on cultures.
Given their pervasive and persuasive nature, it is difficult to argue otherwise.
Advertisements surround people everywhere, from streets to workplaces to
all communication environments used in homes. The fundamental problem
here is that advertisements, particularly the values and symbols dissemi-
nated by multinational corporations, form part of a process of cultural im-
perialism that undermines traditional values and beliefs.

There is a wealth of research in the literature on cultural imperialism. These
studies highlight different dimensions of the problem. Different definitions
have been developed in the communication literature on the subject. "Struc-
tural imperialism" (Galtung, 1979); "media imperialism" (Boyd-Barrett,
1979); "cultural dependency and domination" (Mohammadi, 1997); "cul-
tural synchronisation” (Hemelink, 1983); "electronic colonialism"; "commu-
nication imperialism"; "ideological imperialism" (Mattelart, 1984), etc. have
been used to refer to cultural imperialism. All these studies reveal the nega-
tive impact of the global communication order on underdeveloped countries.
Herbert Schiller is at the forefront of those researching cultural imperialism
in relation to the media. In his works Mass Communication and the Ameri-
can Empire (1969) and Mind Controllers (1973), he examines how the US
achieves its cultural hegemony over the world through its control of global
media. There have also been studies focusing on different media texts and
exposing their imperialist aspects. Armand Mattelart and Arial Dorfman's
work, "Imperialist Culture Industry and W. Disney: How to Read Uncle
Scrooge?" (1977), attempts to expose the imperialist aspects of the values
behind the cute and entertaining world of Walt Disney cartoons. One of the
important studies addressing cultural imperialism in terms of television pro-
grammes is Ang's (1985) study, which investigates the impact of the Amer-
ican-made Dallas series on Dutch viewers. It has been observed that the high
viewership of this series, considered a symbol of American cultural imperi-
alism, poses a threat to local culture in the Netherlands.

In connection with cultural imperialism, some researchers (Belk, Bryce and
Pollay 1986; 1985; Mueller, 1987; Tse, Belk and Zhou 1989; Ramaprasad
and Hasegawa, 1992; Wang, Jaw, Pinkleton and Morton, 1997; Cheng, 1994;
Lin and Salwen, 1995; Cheng and Schweitzer, 1996; Maynard and Taylor,
1999; Ji and McNeal, 2001; Peak 2005; Karande, Almurshidee and Al-
Olayan, 2006; Kalliny, 2010; Ying Huang, 2011; Alrefai, 2013) have re-
searched the topic in terms of advertising. These researchers have used the
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concept of Westernisation to refer to the presence of Western values in ad-
vertisements and their cultural impact in non-Western countries. These
studies have focused more on the Westernising function of advertisements
published in South and East Asian and Middle Eastern countries. The stud-
ies in question aim to measure whether the cultural values presented in ad-
vertisements published in non-Western countries are compatible with local
values and to measure Western influence. The common thread in the find-
ings is that Western values are disseminated through advertisements and
also transform local culture.

One of the first studies conducted in this field in our country is the doctoral
thesis entitled "Competition Programmes, Media and Cultural Imperialism"
by Levent Yaylagiil (2004). This study examines the impact of Western-style
competition programmes broadcast in Tiirkiye on the ideological formation
of Turkish society within the context of cultural imperialism. The game
show "Who Wants to Be a Millionaire" was selected as the sample. The study
found that game shows convey the dominant values of Western capitalist
culture to society and that viewers who watch these programmes internalise
these values, thereby contributing to the realisation of cultural imperialism.
The study addressing the direct relationship with advertising in the context
of cultural imperialism is Nergiz Giindel's doctoral thesis titled "The Reflec-
tion of Cultural Globalisation in Advertising Messages" (2010). The study
questions the values identified as belonging to global culture in Turkish tel-
evision advertisements. The results show that advertising messages are an
important carrier of values and symbols belonging to global culture and cre-
ate a homogeneous cultural environment. Another study on the subject is
Ahmet Serkan Okay's master's thesis entitled "Glocal Advertising in the
Context of Cultural Imperialism" (2015). Here, the harmful strategies of
global companies operating in Turkey towards local culture in their adver-
tising campaigns are analysed using critical discourse analysis.

Overall, the limited focus on media and cultural imperialism has also af-
fected advertising research in Turkey. Despite the comprehensive nature and
historical roots of cultural imperialism, its relationship with advertising has
not received the attention it deserves in the academic context. However, the
expansion of global capital has raised concerns about the deterioration or
disappearance of cultural diversity and local traditions in Turkey, as in many
other parts of the world. On the one hand, Turkey is developing economi-
cally as it is exposed to intensive capital transfers from multinational com-
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panies, while on the other hand, it is incorporating cultural values and sym-
bols belonging to different societies. Therefore, the importance of academic
studies providing information on the relationship between cultural imperi-
alism and advertising is increasing. Consequently, research is needed on
how multinational Western brands and the local brands influenced by them
are promoted in Tiirkiye and the relationship between them. It is also im-
portant to show viewers, who may not recognise the persuasive nature and
harmful aspects of advertising, which Western values and symbols they are
most frequently exposed to, and to develop local cultural awareness.

Building on existing approaches in the literature, this study aims to enrich
the limited academic knowledge in Tiirkiye in two ways. The first priority is
to reveal the reflections of cultural values and symbols in television adver-
tisements broadcast in Tiirkiye. The second is to reveal the relationship be-
tween modern Western values and symbols, either directly or indirectly, and
traditional values and symbols in relation to brand origin.

The first two sections of the study are devoted to theoretical discussions,
while the third section presents the research conducted for the purposes of
the study. The first section examines different theoretical studies on impe-
rialism and their relationship with capitalism. Subsequently, the spread and
effects of cultural products produced in capitalist societies on dependent
countries in the context of globalisation are discussed within the framework
of cultural imperialism. After providing definitions of cultural imperialism,
which is an extremely general and complex concept, the subject is examined
in the contexts of media imperialism, criticism of global capitalism, and crit-
icism of modernity to make it more concrete. Subsequently, the topics of
globalisation, which influences cultural imperialism, and the related global-
isation of communication and consumption are addressed.

The second chapter highlights some important moments that shaped the
origins of advertising before the early 20th century, when global advertising
gained more traction, in line with definitions and interpretations that treat
advertising as an industry. Subsequently, the relationship between advertis-
ing and culture is established, and different views are presented on what
kind of impact advertising has on culture, or whether it has any impact at
all. Furthermore, under a separate heading, the role of advertising in the
social reproduction of capitalism is questioned. Finally, the relationship be-
tween advertising and cultural imperialism is established.



CULTURAL IMPERIALISM AND ADVERTISING | 15

In the third chapter, the research design of the study is determined within
the framework of different studies and theoretical explanations. Within this
framework, the cultural values and symbols presented in advertisements
published in Tiirkiye are examined using content analysis methods.
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1. CHAPTER
IMPERIALISM, CULTURAL IMPERIALISM AND GLOBALISATION

1.1. Imperialism: Conceptual Framework

Throughout history, it has been observed that people have continuously
faced settlement issues, yet at the same time desired more than they pos-
sessed, leading to constant power struggles over lands they did not own.
This forms the core of imperialism debates. Mohammadi defines imperial-
ism as one nation's attempt to unjustly establish dominance over another
nation, stating that this dominance can be direct or indirect and can be based
on military, political, and economic foundations. From ancient times (such
as the Roman, Persian, Mongol, and Chinese Empires) to more recent his-
tory in the 20th century (such as the American, Japanese, and European Em-
pires), imperialist relations have taken different forms. As in the early Euro-
pean empires, these relations are based entirely on economic and commer-
cial foundations. While European powers met their material needs through
military occupation of colonised regions, over time this process took on a
new form as the colonising powers sought to consolidate their economic
exploitation by administering the occupied regions. (Mohammadi, 1991, p.
324).

Hobsbawm explains this process as follows: By the 20th century, many
countries outside the Western world had fallen under the domination of a
handful of colonial powers. This handful consisted of the United States, Brit-
ain, Germany, France, the Netherlands, Belgium and Japan. (Hobsbawm,
1999, p. 57) :

Approximately one-fourth of the world was divided among half a dozen states.
This division signalled the beginning of the era of imperialism based on colo-
nial domination. This direct form of political and administrative domination
led to the influx of masses of people, goods and capital into the most remote
and quiet corners of the world, helping to establish and entrench a capitalist
economic understanding and capitalist forms of relationship throughout the
world. The world was fundamentally divided into strong and weak, advanced
and backward regions.

Edward W. Said, who occupies an important place in the literature on impe-
rialism, uses the concept of imperialism to mean settling in lands owned by



18 | NEDIM KARADUMAN

others in regions not owned by oneself and keeping them under control
(Said, 2016, p. 37). The Grand Larousse defines it as "the economic, military,
cultural and similar domination of one country over another country or
countries" (1993, p. 3682).

Looking at studies on imperialism theories, we see that in the definitions
falling into the first category, the concepts of colonialism and imperialism
are used interchangeably, but later these concepts are distinguished from
each other. For example, Kiernan defines colonialism as the long-term oc-
cupation of a country's territory outside Europe or the United States by a
metropolitan country through the use of force, and refers to the period from
1870 to 1914 as the "age of imperialism" when colonialism reached its peak
(Kiernan, 2003, p. 93). Waltz (1979, p. 37), who views imperialism as a
result of the unequal distribution of power on the global stage, states that if
the tools needed to establish control are available and can be delivered, pow-
erful societies will exert influence over weaker ones.

According to Gallagher and Robinson, the concept of imperialism refers not
only to official occupations but also to informal forms of domination
achieved through economic means. They define imperialism as an effective
political process of integrating new regions into an expanding economy, stat-
ing that its character is largely determined by the varied and changing rela-
tionships between the political and economic elements of expansion in a
particular region and time (Gallagher and Robinson, 1953, p. 5). Analysing
the era of globalisation, Johnson, who provides a definition of imperialism,
broadens the concept's boundaries even further, defining domination as en-
compassing not only economic tools but also more complex power relations.
He defines imperialism as "not the spread of a state's formal domination over
others, but the imposition of its own social system on others through vari-
ous means" (Johnson, 2000, p. 19).

The renewed interest in imperialism in later periods has produced even
more confusion due to debates between competing theories. There is no
agreed-upon common definition of the term. For some, the subject of impe-
rialism theory has always been all empires. For some, it is the official colo-
nial empires of the 19th and 20th centuries, while for others, it is arguments
such as the competing empires or the new capitalist phase that Hobson put
forward as the characteristic of the world after 1870 () (Owen and Sutcliffe,
1980, pp. 2-3). These are debates about the points that distinguish imperi-
alism from the colonial periods. Evaluating these debates, Okur states that
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the imperialist period is defined by focusing on the economic conditions and
changes in ideas in the metropolitan countries that distinguish it from the
colonial era, which marked its beginning. He also points out that the Indus-
trial Revolution and the rise of capitalism are cited as the fundamental
causes of the transformation in economic conditions (Okur, 2008, p. 96).
Accordingly, a significant part of the literature consists of critical theorists
from the Marxist tradition who view imperialism as a new stage of capital-
ism and distinguish it from pre-19th-century colonial activities, while other
discussions centre on research that questions the relationship between im-
perialism and capitalism based on empirical research.

Although Marx made assessments about practices related to imperialism in
his own works, he did not use the word "imperialism". The most significant
development in the capitalist system, confirming Marx's predictions, is the
rise of monopolies. Building on this, Marxist thinkers use the term "monop-
oly capitalism" not to describe the domination of any sector by a single firm,
but to signify the transition from the relatively competitive phase of early
capitalism to a stage where large corporations, trusts, and cartels dominate
the market. Therefore, Marxist theory uses the concept of imperialism to
define a specific phase of capitalist social structure that began in the late
19th century and became a new, dominant form.

One of the first to conduct theoretical research in the field of imperialism
was Rosa Luxemburg.? In her work, Luxemburg analyses the laws of capi-
talist development. She argues that capitalism can develop unhindered, that
the way to do this is to find new non-capitalist external markets, and that
surplus production can only be converted into money through external mar-
kets. This is because the entirety of production in capitalist countries cannot
be converted into money solely within their own domestic markets. For cap-
italist accumulation to move, it needs non-capitalist social formations
around it. Foreign trade with these plays a threefold role for capitalism: a) a
source of raw materials and livelihoods, b) a source of labour power, and c)
a source of markets. Accordingly, it is argued that imperialism emerged as a
result of capitalist production relations and has a destructive character that
threatens the social structures around it by spreading throughout the world
(Valier, 1977, p. 159).

2 Luxemburg developed her views on this subject in her 1913 work Capital Accumulation

(Luxenburg, 2004).
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Hobson's 'underconsumption' theory, which is non-Marxist but influenced
by many Marxist ideas, plays an important role in debates on imperialism.
Hobson's theory presents evidence that the emergence of widespread mo-
nopoly leads to underconsumption, increased foreign investment, and im-
perialist expansion. These are: 1) Monopolisation increases the profit share
and ensures that profits remain within certain circles. 2) Accumulation be-
gins to increase because a large portion of monopoly profits is retained. 3)
Domestic investment opportunities are limited, so accumulation exceeds in-
vestment. 4) Excessive accumulation creates a lack of demand when there
is no outlet. 5) Capital exports can create a market for excessive accumula-
tion. 6) Pressure arises to protect existing investments or open the way for
new ones. Therefore, Hobson links the lack of demand to the search for for-
eign markets and annexation (Brewer, 2011, pp. 85-86).

One of the key contributors to this field is Hilferding. A crucial element of
his argument is the rise of joint-stock companies as a new organisational
form within the capitalist system. This development, which brought about
change in the capitalist system, differs from the previous organisational
structure, where individual entrepreneurship was limited by the wealth of
the owner and could only grow to the extent that they could convert their
savings into investment. Joint-stock companies can raise capital from many
small shareholders. By manipulating the shares they collect, they ensure that
wealth is concentrated in the hands of a few individuals. The rise of joint-
stock companies signifies a significant concentration of economic power
(Brewer, 2011, p. 103). Hilferding describes the rapid spread of monopoly
and the interconnection of different sectors of the economy through rela-
tionships of interdependence and domination as the transformation of cap-
italism. He states that it is the amount of capital that determines which en-
terprise will be dependent on another in these dependency relationships. He
draws attention to the importance of banks in this process. Banks, whose
main function is to centralise financial capital® , support cartelisation in the
sector to reduce risks (Brewer, 2011, pp. 104-105).

Hilferding examines these transformations through the concept of 'financial capital'. 'Fi-
nancial capital is a product of the fusion of industrial and financial capital. Industrial,
commercial and banking capital, previously separate, are now brought together under the
management of high finance through the close personal ties of industrial and banking
managers. The basis of this union is the elimination of free competition between individ-
ual capitalists by large monopolistic powers" (Hilferding, 1981, p. 301). Finance capital is
also transforming the international trading system. At the beginning of the 20th century,
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Hilferding summarises the relationship between monopoly, protectionism
and imperialism as follows: "The policy of financial capital has three objec-
tives. These are to create the broadest possible economic monopoly, to close
this area to foreign competition through protectionist tariffs, and to main-
tain this area as a colony for national cartels." (Hilferding, 1981, p. 326).
Financial capital feeds monopoly, and the resulting national monopolies de-
mand higher tariffs to increase their profits within the country. Since the
source of high profits is the enclosure of the market by tariff barriers, the
way to make more profits is through the expansion of protectionist borders
via imperialist action. (Okur, 2008, p. 118).

Following the Second World War, Frank and Wallerstein proposed alterna-
tive views that differed from the Marxist perspective. According to them,
capitalism is defined not by the special relations between classes, but by
profit-oriented production within a world exchange system or the exploita-
tion of certain regions by others. The 'big city' or 'centre' exploits the 'satellite
city' or 'periphery' for direct profit, prestige, unfair exchange, or monopolistic
control over trade. The ruling classes in peripheral regions, owing their po-
sition to their intermediary roles in the colonial system, preserve the existing
system and modes of production. In this context, underdevelopment is seen
not as a state of backwardness but as a consequence of the imposition of
exploitation on the periphery (Brewer, 2011, p. 29).

Various theoretical studies examining imperialism criticise the relationship
established by Marxist theories between capitalism and imperialism. They
attempt to refute the fundamental assumptions of Marxist theorists by ques-
tioning them with empirical research. They state that this is generally done
by referring to political theories that predict that imperialist action cannot
be explained solely by economic determinism (Okur, 2008, p. 129). Further-
more, Said, who argues that imperialism is not merely a simple act of accu-
mulation and seizure, states that it is supported by effective ideological
structures and mobilised in this direction, encompassing the idea that it re-
quires the exploitation of certain countries and societies and the associated
flow of information (Said, 2016, p. 40). In this regard, Ritzer (2011a, p. 89)
emphasises that the concept of imperialism is used in a much broader per-
spective, for example, to include "cultural imperialism". By this, he means
the expansion of colonial power through cultural activities and institutions

the general trend was that the form of protectionism also changed. Whereas earlier cus-
toms policies aimed to develop industrial sectors, in the new era they became a tool for
the powerful who wanted to dominate foreign markets (Hilferding, 1981, p. 310).



22 | NEDIM KARADUMAN

such as education and media, or through the asymmetric influence of one
culture on another. In this sense, culture is used as a tool for economic and
political control.

Mohammadi (1991, p. 326) points out that imperialism did not disappear
with the independence of Third World* countries, but rather that a different
era, which could be described as cultural dependency, began. According to
him, when the colonisers left the countries they had exploited, what they
left behind were their own values, behaviours, beliefs and social lifestyles.
They also left behind their political and educational philosophies and meth-
ods. All the social, cultural, and ideological developments left behind per-
petuated the colonial influence and paved the way for a new form of domi-
nation.

1.2. Cultural Imperialism

While imperialism occupies an important place in international relations de-
bates, it is important to examine global and local processes thoroughly in
order to understand what lies beyond the visible. Understanding global and
local processes and the interconnections between them can only be achieved
by analysing the nature of social flows, people, information, companies,
ideas and images. The most important aspect of these flows is the changes
occurring in cultural processes (Urry, 1999, p. 209). Under changing condi-
tions, cultural changes, as in all other respects, naturally manifest them-
selves over time. However, the spread of cultural changes around the world
under the influence of Western civilisations today brings significant prob-
lems with it (Turhan, 1997, p. 30). These problems are debated around the
concept of "cultural imperialism".

The concept of cultural imperialism is critically constructed to define the
international flow of cultural elements. The main area of examination for
this concept is the dependency relationships established between imperialist
empires and their colonies in economic, political and cultural terms, while
after the Second World War, with globalisation, it has been the spread and
effects of cultural products produced in capitalist societies to the detriment
of dependent countries. The international development of communication
is seen as serving to increase the interests and power of capitalist countries.
In particular, the dominance established by the American media industry

*  The term 'Third World' is a description that carries many negative connotations and has

ideological implications. This term is used for countries outside the West (such as Eu-
rope, America, Japan) that have different political structures and low levels of economic
development.
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over the world by creating an ideological cultural framework has paved the
way for discussions on cultural imperialism.

John Tomlinson (1999, pp. 13-14) states that the discourse of cultural im-
perialism does not have a long history, noting that the concept emerged in
the 1960s and has been part of general intellectual thought ever since. The
fact that it is a general concept, that it encompasses two very complex and
problematic words, and that it covers events spread across a wide geography
makes it difficult to define. According to him, it is highly unlikely that any
single definition can explain this concept on its own. Therefore, he argues
that the concept of cultural imperialism is one that must be brought together
with its own discourse.

Mattelart (1979, p. 57), who approaches the issue of cultural imperialism
with caution, notes that this general concept is often used in a negative
sense. For example, definitions such as "the use of political and economic
power to transfer and elevate the values and customs of a foreign culture to
a local culture" (Bullock and Stallybrass, 1977, p. 303) are quite suitable for
understanding what happens within a traditional society. However, many
discussions of cultural imperialism prioritise economic practices. The fun-
damental problem here is that cultural elements are positioned as a tool for
maintaining political and economic interests.

Similarly, Barker, who states that there is no precise definition of the concept
of cultural imperialism, explains that this concept is used in the sense that
it is reinforced and facilitated through the importation of cultural forms as
part of the imperialist domination process.. James Petras, on the other hand,
views this domination as an integral dimension of any sustainable global
exploitation system. In this regard, he defines the concept of cultural impe-
rialism as the systematic penetration and domination of the West's domi-
nant rules into the cultural life of the popular classes in order to reorganise
the values, behaviours, institutions, and identities of powerless societies to
suit the interests of imperialist societies (Petras, 1993, p. 140). From this
perspective, the adoption of different cultural patterns in place of traditional
culture and, as a result, abandoning or losing the old to any extent brings
about cultural exploitation (Ozdemir, 1998, p. 201).

Although the thesis of cultural imperialism is "the idea that some dominant
cultures exploit or threaten weaker cultures," this thesis actually contains
much more complex, ambiguous ideas and encompasses many different dis-
courses of domination. This thesis brings together discourses of the West
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over other countries, the centre over the periphery, modern culture over tra-
ditional culture that is disappearing, and capitalism over almost everyone
(Tomlinson, 2004, p. 123). Therefore, to clarify the ambiguity of this con-
cept, it is necessary to define the generally accepted meanings of the words
'culture' and 'imperialism'.

The word "imperialism," which carried the meaning of political supremacy
until the end of the 19th century, began to be used in an economic sense
after 1870. At the beginning of the 20th century, the ideas of a number of
people (previously examined under the heading of imperialism) linking im-
perialism to the development stage of the capitalist economic system be-
came influential. According to Williams, the emphasis on political and eco-
nomic systems in the use of the term creates ambiguity. Today, the phrase
"American imperialism" reflects this ambiguity when defining America.
Therefore, like any word that refers to fundamental social and political con-
flicts, the word imperialism cannot be reduced to a single semantic meaning.
Significant differences in meaning across different periods point to processes
that need to be examined in their own right (Williams, 2012, p. 191).

When it comes to the word "culture," Williams states that it is one of the
two or three most complex words. The word "culture," which has undergone
various transformations throughout history, was first used in the sense of
monitoring the growth of crops and caring for animals. Starting in the 16th
century, the meaning of the word was expanded to include the process of
human development. As an independent word or abstract process, "culture"
was not significant until the late 18th century and only gained popularity
after that date. From this point onwards, it is necessary to look at its usage
and definitions in other languages to trace its development. (Williams, 2012,
p. 105). We can understand the complexity of the situation by looking at
attempts to define this word. There are over a hundred definitions from Brit-
ish and American sources alone. While this large number of definitions
demonstrates the uncertainty in the field, it also reflects the breadth and
scope of the definitions themselves (Tomlinson, 1999, p. 16).

Although it is difficult to provide a satisfactory answer to this question to-
day, culture refers to "a way of life that distinguishes a society from others
by encompassing all kinds of knowledge, habits, mindsets, and behaviours
within that society, including its material and spiritual values" (Turhan,
2015, p. 37). A UNESCO report (2019) on cultural policies states: "culture
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had permeated the entire social structure and played such a significant and
decisive role that it was impossible to distinguish it from life itself."

Tomlinson (1999, p. 21) notes that it is entirely possible to derive the orig-
inal meanings of both the terms "culture" and "imperialism" from the use of
the term cultural imperialism. He therefore emphasises that the concept of
cultural imperialism must be constructed with its own discourse. From this
perspective, Edward Said synthesises the conclusions drawn from various
scientific fields of research within the scope of culture and imperialism stud-
ies as follows (2016, pp. 153-155):

1. The geographical and cultural boundaries between the West and the rest of
the world are perceived and felt so strongly that we can accept these boundaries
as absolute. The superiority of this distinction is accompanied by a deep-rooted
disconnect within the human species. In this context, the "East" is under the
domination of the West.

2. With the development of ethnography, a coding of difference and various
evolutionary schemes were created, ranging from primitive races to subordi-
nate races, and from there to superior or civilised peoples.

3. The phenomenon of the West subjugating the non-Western world has now
become a branch of historical research and, as it should be, is global in scope.
There is a convergence between the West's vast geographical reach and its uni-
versalising cultural discourses. This is undoubtedly made possible by power;
the ability to be present in all corners of the world, to learn about other peo-
ples, to codify and disseminate knowledge, to categorise examples from other
cultures, and above all, to bring those cultures under domination, goes hand
in hand with power.

4. Domination is not static; it influences metropolitan culture in many ways.
Even in the imperial sphere itself, the effects of domination are only now be-
ginning to be examined in detail, down to the minutiae of everyday life. It is
achieved not only through direct domination and physical force, but also, much
more effectively and for a long time, through methods of persuasion.

Said, noting that direct colonialism has largely ended in our time, points out
that imperialism still persists in the cultural sphere and in certain political,
ideological, economic, and social practices. He uses cultural imperialism to
emphasise the form of cultural exchange that takes place between powerful
Western countries and less developed countries. He views cultural products
produced in Western metropolises as ideological formations that serve to
perpetuate the existing relations of domination and control between these
countries (Said, 2016, p. 40). He states that the United States, which he
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defines as the last superpower and which frequently intervenes almost eve-
rywhere in the world, is extremely influential in the economic, political and
cultural spheres, and specifically points out that it has replaced the previous
great imperialist powers in the Middle East, Africa and Asia and is the dom-
inant external power (Said, 2016, p. 92).

Gerger draws attention to the structural relationship the United States es-
tablishes with dependent countries as a distinctive feature of American im-
perialism. US dominance permeates the social fabric within the system,
from institutions to lifestyles, from politics to the cultural climate, from the
scientific sphere to the media and all layers of society, through partnerships
with specific collaborators as well as by incorporating itself into the order of
the country it dominates. Therefore, this type of hegemonic structure, alt-
hough difficult, is built on a hegemony of values and is maintained through
organic harmony. In this form, American imperialism invisibly exercises its
rule locally. He describes this as a style of "organic hegemony," citing Ger-
many and Japan as examples. Here, American imperialism is culturally
formed not through military occupation after the Second World War, but
through a "hegemony of values" that transforms these countries into "little
Americas" (Gerger, 2004, pp. 17-18). From this perspective, it exports both
its own values, beliefs, rules, and its own material culture. In this respect,
the meaning of the term 'cultural imperialism' is material rather than spir-
itual. This material cultural sphere is concretised through technological ex-
change between nations (Kongar, 1994, p. 29).

There are two fundamental approaches to the international flow of cultural
products that are almost polar opposites. The first is the 'free flow' approach,
which reflects liberal cultural exchange policy, and the second is the 'cultural
imperialism' approach, defended by those who oppose hegemony in the cul-
tural sphere. According to the liberal view, just as in the free competition of
material goods, where the best product is the one that meets the widest de-
mand, there must also be conditions of free competition among cultural
products. The view that defends cultural imperialism is based on the obser-
vation of an international cultural market in which cultural products are cre-
ated using product development, market research and advertising mecha-
nisms similar to those used for other products manufactured for consump-
tion. According to this view, it is not the best intellectual products that dom-
inate, but the products of those who dominate the market (Littunen, 1983,
pp. 151-152).
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Until the end of the 20th century, the United States' foreign policy in the
field of information was shaped by the "free flow of information" approach.
During this period, the production of communication tools, services, and
content was shaped according to the needs of the American media industry.
These industries consisted of news agencies, advertising, sound recording,
film, and television content exporters. The ideology disseminated through
these sectors aimed to exert pressure on other countries and accustom them
to capitalist consumer culture. In this sense, communication practices were
of vital importance for the sustainability and transferability of the capitalist
system implemented by the United States. The "free flow of information"
that is in the interests of the United States is, according to Schiller (1980, p.
308), merely a myth. Those who create and control information shape its
content to suit their own interests and put it into circulation. Considering
the reality that information is controlled by certain groups, we can under-
stand what lies beneath the infrastructure that incorporates information into
the international business system on a global scale through the term "free
flow of information." While information circulates freely among companies
operating in the international system, great efforts are made to conceal this
from the public. Schiller (1976, p. 24) states that this system serves the in-
terests of the powerful in the world. This is because this structure perpetu-
ates dependency. According to him, in order for there to be a more equal
flow of information in the world, the principle of "free flow of information"
must be abandoned.

European Union countries, which oppose the "free flow" approach advocated
by the US in the international flow of cultural products, argue that cultural
products cannot be viewed as commercial goods. They argue that these
products have cultural and ideological aspects and, believing that the "free
flow" approach will lead to the dominance of US cultural products world-
wide, they impose restrictions on the trade of cultural products to protect
their own national and local cultural values (Machet and Robillard, 1999, p.
10). For this reason, quotas have been imposed on cultural products in in-
ternational free trade agreements such as the General Agreement on Tariffs
and Trade (GATS). EU countries, like the US, do not view the media sector
solely as a trade issue. They consider media products, which they see as part
of their national culture, to be an element that constitutes European culture.
For this reason, France, followed by other EU countries, made efforts to ex-
empt cultural products from the GATT agreements (Yaylagiil, 2004, p. 27).
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In today's world, the exchange of information and cultural products interna-
tionally does not occur according to the principle of 'free flow'. Cultural prod-
ucts, whether art, science, or entertainment, flow freely only from econom-
ically and organisationally powerful metropolises to regions with weak com-
munication power, international marketing, or cultural exchange potential.
The ultimate reason for this reality is the superiority of the dominant cul-
tural products commodified by capitalism. Contrary to the liberal view, cul-
tural products do not operate according to supply and demand. Individuals'
preferences are guided by those who limit and control this area. With the
intensity of concentration, the regulation of cultural content is centralising
and homogenising this area. There are many economic and political interests
in the international system that influence the cultural future. Today, the
United States, which leads the international arena, presents a structure not
only with its military industry but also with its cultural industry. The audi-
ence consuming the culture produced by this system has passively begun to
consume variations of the same thing (Littunen, 1983, pp. 169-172).

1.3. Different Ways of Discussing Cultural Imperialism

The thesis of cultural imperialism claims that traditional and local cultures
in many parts of the world, without distinction, are being eliminated by the
bombardment of commercial and media products from Western countries
(Tunstall, 1977, p. 57). Some critics of cultural imperialism, such as Schiller,
refer to this as domination. Tomlinson (1999, p. 40) points out that the
terms "imperialism" and "domination" are highly generalised and distinct
from each other, while both concepts carry negative connotations of power
and control. According to him, there are different levels of domination in
claims related to cultural imperialism: for example, domination exercised by
nations or capitalism, or operating in the context of a global development
process or modernity. Thus, discussing this diversity means understanding
the overarching narrative of cultural imperialism. The best approach that can
be developed for this is to discuss cultural imperialism in different ways.

1.3.1. Cultural Imperialism as Media Imperialism

In a significant portion of the discussions on cultural imperialism, the media
constitutes the main focus. However, we can first look at the distinction
made by Lee regarding the use of the terms cultural imperialism and media
imperialism. According to him, neo-Marxists use the term cultural imperi-
alism. They see the media as an important tool for establishing broader dom-
ination. In contrast, non-Marxists prefer the concept of media imperialism.
They reject the idea that media imperialism is part of this domination. They
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are generally willing to grant mass communication tools a significant degree
of autonomy within a pluralistic industrial society model. Therefore, their
preference is for a term that describes phenomena that can be examined
more concretely.

The main issues that arise in discussions of media imperialism are forms of
domination. Critics in this area are generally concerned with the structural
aspects of global media. They examine how developing countries are turned
into a "dump" filled with cheap media content. They also criticise economic
and political forms of domination by focusing on how Western news agen-
cies control the market (Tomlinson, 1999, p. 44). According to Zorlu, the
world's largest news agencies today are controlled by Western states. Since
the days when colonial competition heated up among European countries,
international news agencies have been one of the important tools serving
the military, economic and political hegemony of the West (Zorlu, 2016b,
p- 849).

In contrast, there are approaches that uniquely recognise the existence of
cultural domination. These approaches assume that imported media content
such as series, advertisements, and cartoons have a negative impact on the
culture in which they are found. Furthermore, viewing cultural imperialism
as media imperialism also reveals the central position of the media. The ex-
pansion of the media and its capacity to permeate people's lives is constantly
increasing. From this perspective, the media is placed at the centre of con-
temporary Western capitalism. In this case, it is possible to see that discus-
sions of cultural imperialism approach the media issue from two angles. The
first is the domination of one culture over another through media texts and
practices. The second is the global dissemination of the culture carried by
the mass media. In both cases, the media constitutes the essence of modern
culture (Tomlinson, 1999, p. 44).

Fejes, who states that the fundamental problem to be addressed in relation
to media imperialism is the issue of culture, says that a significant part of
the interest in this issue stems from concerns about the cultural impact of
international media. Although the cultural impact of international media,
particularly on third world societies, has not been addressed in detail, vari-
ous media products are generally seen as manipulative agents that have a
direct and immediate impact on the content, behaviour and worldview of
the audience. In recent years, there have been attempts to address the issue
of culture from the perspective of dependency, both in terms of the impact
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of media products and their broader impact on the general structure of hu-
man relations in a dependent society (Fejes, 1981, p. 287). On the one hand,
these attempts concern the production and distribution style of media prod-
ucts such as cinema, television programmes, news, advertisements, etc.,
and, in particular, the global ownership and control of multinational compa-
nies. On the other hand, they concern the meaning these structures carry for
individuals who consume the cultural products they produce. How does the
consumption of foreign media content within a society affect the cultural
structure of that society? Does the consumption and spread of Western cul-
tural values corrupt or eliminate local, traditional culture?

Herbert I. Schiller is one of the foremost researchers working on media im-
perialism worldwide. Schiller was the first to systematically address, in eco-
nomic and political terms and outside the framework of mutual cultural ex-
change approaches, mass communication technologies and the distribution
of products produced by these technologies to underdeveloped or develop-
ing countries. In his works "Mass Communication and the American Empire"
(1969) and "Mind Controllers" (1973), he characterises the relationship es-
tablished by the West with underdeveloped peripheral countries as "cultural
imperialism" in the context of communication (Erdogan and Alemdar, 2002,
p. 463). The common thesis put forward in these works is that the media is
dependent on economic and political power centres. Therefore, the media
can never fulfil its role of monitoring power and providing a democratic en-
vironment, as liberals argue. In large capitalist countries, the main function
of the media is to serve the interests of power and capital. The United States,
with its political and economic power as well as its communication domi-
nance over the world, is at the centre of these debates.

In the United States, capitalist capital dominates the information conveyed
to the public through the media and the ideas and attitudes formed through
this channel. In capitalist countries such as the US, media institutions do
not operate to serve the public. These institutions are an area where monop-
olistic companies are active and dominant. The American media industry,
controlled by global corporations, also dominates the media industries of
developing or underdeveloped countries. These companies, which control
technological and informational resources, control all processes from R&D
activities to production, distribution and consumption. They derive their
power from their control in this area (Schiller, as cited in Yaylagiil, 2018, p.
14).
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Schiller likens the dominance established by Western capitalist countries,
particularly the United States, in the field of communication worldwide to
the exploitative relationship between weak, dependent countries and devel-
oped countries. In this sense, he interprets the one-way flow of communica-
tion technology and content from Western countries to underdeveloped
countries as cultural imperialism. According to him, this process threatens
the economic and cultural independence of other countries in a disadvan-
taged position. Communication technologies and content, largely produced
in the United States, spread to other parts of the world, invading developing
countries. As a result, the dependence of developing countries on developed
industrial countries such as the United States increases, while this relation-
ship also threatens traditional cultures. Most underdeveloped or developing
countries are dependent on the West for communication technology, news,
information, entertainment, and other cultural products (Schiller, 1969, p.
5).

Schiller (1969) argues that the biggest driving force behind American media
is the US military-industrial complex. He argues that the US mass media
promotes the concept of the good life at home and abroad, for example by
creating a global consumer society, and that this serves to place the Ameri-
can communication system under American communication control. Ac-
cording to him, media imperialism is a conscious and organised effort
adopted by US military communications to maintain commercial, political
and military superiority.

As a commercial marketing tool, the media manipulates audiences to create
a consumer society that works in the interests of the capitalist system. Ad-
vertising messages, which increase their visibility through different media,
create masses that are dependent on certain brands and whose understand-
ing of social reality is product satisfaction (Schiller, 1979, p. 21). The point
emphasised here is the directive and ideological power of the media. The
picture Schiller paints for us is one of successive media applications and
technologies being incorporated into a globalised and integrative capitalist
system of domination. All media content showcases the appeal of the "Amer-
ican way of life" and consumerism. Although their effects on consumers can-
not be measured directly, they can be observed to be cumulative and perva-
sive. In this respect, according to Schiller, the effects of international media
on weaker countries constitute the institutionalisation of a form of develop-
ment (Tomlinson, 1999, pp. 64-65). In this process, the media draws and
educates its audience along this path much more powerfully than before.
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However, it conceals the truth and the long-term consequences of this path
(Schiller, 1979, p. 31).

Mattelart, who shares similar views on media institutions and multinational
commercial strategies, states that cultural imperialism is a process of alli-
ance and adaptation between global and local powers. However, this process
of alliance and adaptation involves guidance or a tacit agreement. He points
out that this situation diminishes and undermines the importance of the
other culture in the face of the culture that is being promoted and glorified
(as cited in Oniir, 2002, p. 161). Said, who states that the United States is
the most powerful force in this grouping, says that the selection, production,
and distribution of media content are also under the control of a handful of
international American companies. (Said, 2016, p. 366)According to him,
the unopposed spread of various forms of cultural control originating from
the United States creates a new mechanism of assimilation and dependency
aimed at subjugating and drawing in not only groups within America but
also weak and small cultures.

There have also been studies focusing on different media texts and exposing
their imperialist aspects. Mattelart's work with Arial Dorfman, "Para Leer al
Pato Donalt" (Imperialist Culture Industry and W. Disney: How to Read Un-
cle Scrooge), is an example of such studies. Here, an attempt is made to
expose the imperialist nature of the values underlying the charming and en-
tertaining world of Walt Disney comics. These comics are seen as powerful
ideological tools serving American imperialism. The aim is to reveal the ide-
ological assumptions that normalise the capitalist social relations that form
the basis of the stories. Dorfman and Mattelart, who suggest that Disney
should be read critically, emphasise the dangers that this type of media con-
tent creates for dependent countries. According to them, the danger stems
not so much from the inclusion of the 'American way of life' as from the
'dream of the American way of life'. The main danger for dependent coun-
tries is that the US imagines and justifies itself in this way and tries to im-
pose this dream on others (Dorfman and Mattelart, 1977, p. 149). Barker
summarises the view put forward by Dorfman and Mattelart as follows:
"American capitalism must convince the people it dominates that what they
want is the 'American way of life'. America's superiority is natural and in
everyone's interest" (Barker, 1989, p. 279).

The common ground shared by those who defend the thesis of media impe-
rialism and those who oppose it is that, because the media is at the centre
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of cultural processes, 'cultural domination' is transformed into media domi-
nation. For example, Schiller (1976, p. 9) states that "public media is the
most important example of initiatives used in the pervasive processes of cul-
tural domination." Similarly, Boyd-Barrett also claims that media imperial-
ism is "the single most important element of cultural imperialism outside of
formal educational institutions" (Boyd-Barrett, 1979, p. 119).

According to Boyd-Barret, the academic analysis of media imperialism has
revealed two important characteristics of international media activity. The
first is the one-way nature of international media flows. Here, there is a uni-
lateral flow and dominance from the US to peripheral countries. However,
the flow from other countries, such as Asian countries, to America is negli-
gible. The second characteristic is that a small number of countries (the
United States, the United Kingdom, France, Germany, and Russia) account
for a very large proportion of all international media influence in the world.
However, when the sources of these countries are examined, it is seen that
most of them are American-based media conglomerates (Boyd-Barrett,
1979, p. 117). These conglomerates significantly influence media owner-
ship, distribution channels, and media content in different countries. This is
also a cultural occupation, and the unequal balance of power in this process
justifies the use of the term imperialism. The examination of imperialism as
a general political and economic phenomenon typically relates it to the struc-
tural and economic imperatives of imperialist powers and thus provides a
framework for understanding the international relations in which these
powers are involved. Similarly, the study of media imperialism concerns not
only the media systems of developed and developing countries, but also all
aspects of the relationships between these media systems (Boyd-Barrett,
1979, p. 118).

In short, it is possible to say that there are four fundamental components of
media imperialism. These are: 1) the form of the communication tool, which
includes a specific technology on the consumer side, 2) a series of industrial
arrangements, including financial and structural relationships, that ensure
the continuation of media production, 3) values that include what to do and
how to do it in practice, and 4) the dissemination and influence of specific
media content (Boyd-Barrett, 1979, p. 120). Making a similar distinction,
Erdogan states that relations in the international media order take place in
these four main areas of activity. In international relations, depending on the
structure of developing countries, one or more of these four main activities
gain importance. According to him, the emergence and development of new
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technologies occur particularly in Western capitalist markets. These tech-
nologies, which spread from these markets to the rest of the world, are cop-
ied in other regions. This situation, manipulated as the spread of technolo-
gies, is actually the spread of the product. This is because when production
technology is exported, not only the tool is sold, but also the product pro-
duced by this tool and the values and beliefs it offers are sold (Erdogan,
1995, pp. 66-68).

1.3.2. Cultural Imperialism as a Critique of Global Capitalism

The neo-Marxist approach evaluates the world as a political, economic, and
global capitalist system rather than a structure composed of nation states.
In this respect, it criticises capitalism rather than nation states as an imperi-
alist power. Daniel Bell, who defines capitalism as an economic-cultural sys-
tem organised around the institution of property and commodity produc-
tion, states that this system is based on cultural exchange relations and the
fact that these relations permeate all units of society. In this sense, he points
out that capitalism is not merely a form of production and consumption, but
also constitutes a cultural structure that includes economic, political, social,
and symbolic elements (Bell, 1976, s. 14).

The most common views linking cultural imperialism to the spread of capi-
talism are found in the authors mentioned earlier — Herbert Schiller, Armand
Mattelart, Ariel Dorfman - and others. The distinctive feature of this per-
spective is that it sees cultural imperialism as an instrument of capitalism, a
series of practices that enable its spread as an economic system. This ap-
proach argues that capitalism creates a consumer culture, commodifying all
cultural activities and producing a homogeneous global culture. Although
cultural products are largely determined by the same market dynamics that
govern the production of goods and services in the capitalist system, the
fundamental feature that distinguishes them from traditional consumer
goods is the embodiment of the ideological characteristics of the capitalist
economy. They serve extremely effectively to encourage and develop popular
support for the system's values, or at least its products.

Herbert Schiller, pointing to the fact that cultural imperialism serves capi-
talism, defines cultural imperialism as the processes by which a society is
enticed, pressured and forced to integrate into the values and structures that
prevail at the centre of power in the modern world system (Schiller, 1976,
p- 9). Here, it is emphasised that capitalist countries draw developing coun-
tries into the web of the world capitalist system by offering the "good life" of
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consumerism. Viewed in this way, cultural imperialism stems from the
spread of capitalist culture, and thus from the hegemony of a structure re-
ferred to as "Western culture" (Tomlinson, 1999, p. 155). As can be seen,
there are elements of pressure, coercion, encouragement to participate, and
voluntarism. Today, cultural imperialism is achieved through the coopera-
tion of international capital structures and local political, economic, and cul-
tural actors. This cooperation takes the form of the underdeveloped adapting
and identifying with the character of the dominant culture (Erdogan and
Alemdar, 2002, p. 464).

Herman and McChesney present evidence that control and ownership of in-
ternational communication systems are increasingly concentrated in the
hands of a few major global corporations. These include Time Warner, Dis-
ney, News Corporation, Viacom, Bertelsmann, and others. Such global me-
dia companies influence the capitalist system not only economically but also
in many ways, from fundamental values to lifestyles (Herman and
McChesney, 1998, p. 35). According to Schiller, the political and economic
influence of these companies on a global scale also brings with it the ideo-
logical power to shape global culture. Therefore, international media com-
panies are completely integrated with the capitalist system. They also play a
vital role in the continuation and expansion of this system. Their visions and
the messages they disseminate contain beliefs and perspectives that cause
viewers to feel loyalty to the system or reinforce this loyalty. Accordingly,
capitalism not only defines global economic policy but also determines the
cultural climate through the distribution of commercialised media content
that carries its own values and way of life (Schiller, 1979, pp. 30-31).

Salinas and Paldan, who argue that cultural practices are related to the cap-
italist social structure, focus on the meaning contained in cultural practices
and lean towards the view that cultural imperialism is an instrument of the
capitalist system. Firstly, the ruling class in dependent countries allows mul-
tinational corporations to exert influence over the national economy. This is
because they can establish relationships similar to the consumption habits
and lifestyles maintained by the ruling classes in developed countries
(Salinas and Paldan, 1993, pp. 90-91). On the other hand, they see that the
interests of certain privileged groups are tied to the influence of these mul-
tinational corporations and include them in the local economic sphere of
influence. This view affects the class structure and culture of dependent
country economies. The traditional cultures of the dependent class under
the domination of multinational corporations are shaken both by changes in
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production and by cultural and ideological elements imported from devel-
oped countries. This leads to the claim that the cultural habits of societies
entering the orbit of capitalism are being changed and a lifestyle character-
ising the capitalist system is being imposed. This lifestyle consists of the
values and habits of a consumer society. Ultimately, the authors argue that
capitalism creates a homogeneous culture. According to this view, depend-
ent industrialisation and accelerated urbanisation increase cultural homoge-
neity (Salinas and Paldan, 1993, pp. 91-92).

One of the main criticisms in the discourse of cultural imperialism targeting
capitalism is cultural homogenisation. Hamelink predicts a world domi-
nated by multinational corporations, particularly in developing countries,
where cultural homogenisation threatens a delicate balance as never before.
Here, cultural homogenisation refers to decisions regarding cultural devel-
opment in a particular country being made in accordance with the interests
and needs of a powerful central country and implemented with a subtle but
destructive effect, regardless of the adaptable requirements of the dependent
country. Today, those implementing this are primarily international com-
munications firms, largely based in the United States, which develop inter-
national investment and marketing strategies. These firms pose a significant
threat to local cultures through international advertising and existing tech-
nology transfer strategies. (Hamelink, 1983, p. 22).

According to Hamelink, the arduous and delicate development process of
developing countries can only address minimal internal conflicts in order to
gain the potential to resist external pressures. Therefore, Hamelink proposes
a new international order to reduce cultural homogeneity. Accordingly, not
only will fundamental economic transformations need to support changes
in the information order, but changes in information structures will also
support fundamental economic transformation. To this end, he views na-
tional control over a country's information system as an absolute prerequi-
site for national sovereignty and cultural independence (Hamelink, 1983, s.
105,110).

According to Tomlinson, who argues that capitalism is not innocent in shap-
ing a global culture, there can be little doubt that a large part of cultural
practices in the modern era have been commercialised, transformed into ob-
jects that can be bought and sold. Consumption is one of the most important
and widespread cultural practices in contemporary Western societies. How-
ever, the more important point here is the claim that these practices have
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significantly homogenised the cultural experience by commodifying it. Such
a claim shifts the idea of capitalist culture towards a worldview dominated
by the principle of systematic consumerism (Tomlinson, 2004, pp. 129-
131). In parallel, Baudrillard deduces that all cultural differentiation disap-
pears from the experience of consumption (Baudrillard, 1988, pp. 34-35):

Here we are in the midst of consumption, which completely regulates and ho-
mogenises everyday life... All the activities that previously produced anxiety
and complexity in your separate real lives—work, leisure, nature, and cul-
ture—have ultimately merged into an endless shopping spree in air-condi-
tioned, enclosed spaces.

Many writers have addressed the critique of consumerism from different po-
sitions. The views of the Frankfurt School thinkers—Theodor Adorno, Max
Horkheimer, and Herbert Marcuse—are among the most influential.
Adorno, who says that culture today infects everything with similarity, states
that communication tools create a monopoly structure, transforming culture
into a field of commodity production. These cultural monopolies, no differ-
ent from any other business, are weak and dependent compared to the most
powerful sectors of industry, such as steel, oil, electricity, and chemicals
(Adorno, 2016, pp. 47-51). What is at stake here is the transformation of
culture into an industry in line with the interests of the capitalist system, its
production based on economic demands, and the resulting domination of
capital over societies. What facilitates this domination is the emergence of
the media and its expansion of influence to reach more people.

To understand these discussions, we must accept that culture encompasses
consumption habits within an intense market system. In today's societies,
individuals' lifestyles are determined by capitalist relations. The ideologies
shaped by consumer culture are also present within this lifestyle. Media
tools and content are produced in industrialised institutions within capital-
ist societies and disseminated from there. The culture and ideology pro-
duced in these institutions are directly linked to the capitalist system. This
system, referred to as the culture industry, legitimises capitalist relations.
This industry is owned and controlled by capitalist capitalists. Therefore,
this class spreads its own ideologies through the cultural practices produced
by the culture industry. They determine what people watch and what they
do not watch (Dagtas, 2018, p. 99).

According to Adorno and Horkheimer, the 'culture industry' constantly de-
ceives people with its promises. On the one hand, the culture industry says
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that people's needs can be met, while on the other hand, it keeps these needs
constantly alive. In this way, the perception is created that individuals can
continue their lives and be happy by constantly consuming. Beyond this, the
deception of the culture industry engraves in people's minds that they must
be content with what is offered to them. In all its forms, the culture industry,
, offers people an escape from the realities or difficulties of daily life (Adorno
and Horkheimer, 2010, pp. 186-190):

The culture industry patches together life stories and other tales of meaninglessness to
create a nonsensical plot. Here, it is not the bell that the jester rings and plays with,
but the keys of the capitalist mind, which links pleasure to the goals of progress even
in the world of images, that jingle.

Marcuse's thoughts on consumption lie in the debate between real and false
needs. He says we can distinguish between these needs. According to him,
false needs are imposed on the individual by certain interest groups. Satis-
fying these kinds of needs can make people happy. For example, acting and
consuming in accordance with advertisements, trying to be like others, i.e.
doing what they do or not doing what they do not do, fall into the category
of false needs. These types of needs have a social function. They are deter-
mined by external structures beyond human will. The emergence and satis-
faction of these needs are multifaceted and are essentially the products of a
structure that requires the control of individuals (Marcuse, 1986, p. 52).
Claus Offe explains the structural imposition of these needs using the ex-
ample of the automobile. According to him, consumers often view cars not
as a means of satisfying a need (such as the desire to use a vehicle or the
pleasure of driving), but rather as a response to urban living conditions that
make life without a car impossible. Paradoxically, such frequently heard
statements suggest that we could actually do without this need. In other
words, there is a certain awareness that there is a gap between our needs
and our demands due to the conditions we find ourselves in. (Offe, 1984, p.
225).

For some, these types of needs are both a source of entertainment and a
means of representing their identity. At the same time, they are a source of
dissatisfaction and discontent. These discontents have deep roots in the cap-
italist era. In this sense, when the West presents its culture to other cultures,
it also transfers its elements of discontent or spheres of action to them.
These spheres not only produce "false needs," but also create contradictions
between differentiated roles and interests, such as driver and pedestrian,
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producer and consumer, private interests and public interests, and capital
and labour. In this context, capitalist modernity, with its distinct structure,
becomes an irresistible proposition for other cultures. Unlike the various
products offered by advertisements , this proposition is not made at an in-
dividual level. Consumer culture is linked to urbanised industrial capitalism.
In other words, short-term economic thinking often forces underdeveloped
or less developed countries towards "modernisation”" programmes. In this
case, the critique of consumer culture is meaningful not when it is ap-
proached from the perspective of the "false satisfaction" of materialism, but
when it reveals the boundaries and structural determinants of individual
"living spaces" in which consumption is the most important obsession
(Tomlinson, 1999, p. 199). According to Offe, in modern conditions charac-
terised by a high level of differentiation, the methods by which people can
determine their own needs are highly variable. Modern consumers, over-
whelmed by choice, struggle to determine and select their needs. This diffi-

culty increases as they move away from traditional 'normality' standards and
habits (Offe, 1984, s. 226).

Sinclair highlights the importance of understanding cultural differences in
the monopolistic markets created by multinational corporations in many re-
gions of the world. He argues that once global competition transforms into
economies of scale, everyone will be on an equal footing, and the competitive
advantage will lie with producers who are sensitive to developments in in-
dividual markets. Accordingly, regardless of how different cultures, life-
styles, and economies may be, we can see many products that are manufac-
tured and packaged in almost the same way all over the world and are global
brands. Sinclair argues that even the most aggressive multinational compa-
nies, such as Coca-Cola and McDonald's, try to understand the cultural char-
acteristics of their target markets. As a result of these efforts, the fundamen-
tal cultural values of the target market may be incorporated into advertising
messages. As an example, Sinclair cites the advertising slogan used by Gen-
eral Motors to sell Holden cars in Australia. "Football, meat pies, kangaroos
and Holden cars. They all go together under the Southern Cross." The same
company's slogan in America is: "Baseball, hot dogs, apple pie and Chevrolet.
In America, these go together." According to Sinclair, this example shows
that when reference is made to the languages and cultural values of target
audiences, it is impossible for them to realise that this is a type of global
campaign (Sinclair, 1987, p. 167).
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To summarise, up to the present day, culture has been at the centre of capi-
talist cultural criticism. The fundamental problem here is not only the in-
creasing level of consumption in capitalist societies, but its cultural impact.
If we are to distinguish between economic and cultural analyses, we can say
that production and distribution processes are related to economics, while
consumption is related to culture. Those who discuss the injustices created
by capitalism in economic terms generally focus on the economic level. They
are concerned with the use, control, concentration and distribution of mate-
rial resources. Critics who address capitalist critiques at a cultural level, on
the other hand, are concerned with the meaning individuals attach to con-
sumption practices. This meaning is related to its impact on individuals' val-
ues, beliefs, identities, and emotions such as pleasure (Sungur, 2007, p.
256). This also links discussions targeting capitalism with discussions of
cultural imperialism.

1.3.3. Cultural Imperialism as a Critique of Modernity

Another way to discuss cultural imperialism is to use the discourse of mo-
dernity culturally. This discourse emphasises the universal impact of cul-
tural imperialism rather than its effect on different cultures. The term "mo-
dernity," which carries ambiguities and contradictions, is used more cultur-
ally in relation to the present time. According to Tomlinson, modernity is
the destiny of every culture because it is structurally integrated at the level
of the nation-state and the global capitalist market. In other words, all cul-
tures are condemned to modernity. This integration, which is not a cultural
alternative but a structural imposition, completely changes the terms of cul-
ture. This is because it involves a journey from the past to the future. While
there are different elements that influence cultural modernity, capitalism
also influences modernity. This situation can make it possible to expose im-
perialist structures. Therefore, capitalist elements can be important ele-
ments in the critique of modernity (Tomlinson, 1999, pp. 204-206). As the
discourse of modernity is extremely broad, the critique of modernity will be
limited to capitalism here.

Although the history of modernity dates back further, it has been an im-
portant idea, particularly for 19th-century European social theorists. These
theorists based their theories on the significant changes that emerged in the
"modern world." According to David Harvey, the modernity project consists
of the intellectual efforts of Enlightenment thinkers to develop the positive
sciences, universal moral laws, and art. This idea embraced the notion of
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development and progress while aiming to sever ties with the past and tra-
dition. The fundamental goal here was to use the knowledge accumulated
by individuals working independently and creatively for the liberation and
prosperity of humanity. This freedom and prosperity promised people salva-
tion from poverty, oppression, and natural disasters. The development of
scientific organisation and rationality promised liberation from dogmatic be-
liefs and tyrannical rule. (Harvey, 2014, p. 25). However, modernity has not
achieved complete liberation. The wars and human tragedies of the 20th
century gave rise to opposing views to this optimism, further increasing sus-
picions that one form of domination had merely been replaced by another.
For this reason, the project of modernity has been subject to criticism by
many thinkers, such as Marx and Weber.

Bernstein summarises Weber's overall argument as follows (quoted in Har-
vey, 2014, p. 28):

Weber argued that the hopes and expectations of Enlightenment thinkers were
a painful and ironic delusion. These thinkers saw a strong, necessary connec-
tion between scientific progress, rationality, and universal human freedom.
However, when the mask was removed, the legacy of the Enlightenment (...)
emerged as the triumph of instrumental rationality. This type of rationalism
affects and poisons all social and cultural life, encompassing economic struc-
tures, law, bureaucratic management, and even art. The advance of this type
of rationalism leads not to the concrete realisation of universal freedom, but
to the creation of an inescapable "iron cage," a cage of bureaucratic rational-
ism.

In this regard, Kuna (1976, p. 446) states that the wild, primitive and com-
pletely ruthless energies of life lying beneath the surface of modern life, gov-
erned by knowledge and science, have been recognised. In this sense, it is
stated that all the images of the Enlightenment concerning civilisation, rea-
son and universal morality are empty.

While there are differing views on accepting the criticisms levelled at mo-
dernity, some ideas fail to grasp the discomforts created by modernity. One
such idea is the "modernisation theory" that emerged in the mid-20th cen-
tury in the field of development sociology and concerns Third World coun-
tries. According to Altun, this theory encompasses ideas about how modern
values can be rebuilt alongside the social and human sciences. This is be-
cause the previous capitalist structure and its values had been eroded by the
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First and Second World Wars and economic crises. In particular, the emer-
gence of the United States as a major power and the wealth it promised to
underdeveloped countries created an environment conducive to the for-
mation of the necessary literature on modernisation. Indeed, according to
modernisation theory, countries are categorised as developed, developing,
and underdeveloped. This categorisation actually sets a goal for non-West-
ern countries to adapt to the advanced capitalist structure defined by Amer-
ica. When production and consumption relations are realised in accordance
with this goal, non-Western underdeveloped countries will be able to be-
come like developed Western societies (Altun, 2005, p. 68).

Tomlinson, who states that this theory has been widely criticised, argues
that modernisation theory overlooks the external determinants of develop-
ment by viewing countries' economic 'underdevelopment' solely within their
own borders. He points out that this is seen as the theory's fundamental
ideological move. During the imperialist period, the phenomenon of eco-
nomic colonialism and its continuation within the capitalist mechanism
were brought about by external determinants. Underdevelopment could be
attributed to traditional values, beliefs, and cultural practices that continued
to exist. Therefore, it was thought that the solution to problems such as
poverty and political instability in underdeveloped societies would come
about through the development of modern attitudes via education pro-
grammes. The West should help underdeveloped countries and societies en-
ter the modern world. In this sense, the categories of tradition and moder-
nity create a pretext that serves the interests of capitalism in the new impe-
rialist era (Tomlinson, 1999, p. 209).

One of the most significant critiques of modernisation theorists who present
capitalism as essential for the progress of all societies comes from the Frank-
furt School. Adorno and Horkheimer argue that it is impossible to consider
the degeneration of humanity separately from current social developments.
According to them, while the increase in economic production creates the
necessary conditions for an equal world on the one hand, on the other hand,
certain groups that possess technology and control it establish unlimited
dominance over the rest of the population. Thus, people are rendered pas-
sive in the face of economic power structures. These powers also elevate
societies' domination over nature to an incredible level. While people be-
come invisible in the face of the tools they use, their needs are met better
than ever before through these tools. In this unjust situation, people's pow-
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erlessness and controllability increase along with the number of objects dis-
tributed to them. Within the current relationships, objects of happiness be-
come elements of discontent. Indeed, progress turns into regression.
(Adorno and Horkheimer, 2010, pp. 14-15). These thinkers reject instru-
mental reason, which provides a high standard of living and waste alongside
poverty. This is because this reason could transform technical progress into
a mechanism of domination and oppression; it transformed culture into a
commodity and an element of entertainment (Adorno and Horkheimer,
2010, p. 162).

One of those who attempted to explain the contradictions of modernity was
Marshall Berman. According to him, there is a style of experience shared by
people all over the world regarding the possibilities and threats of life today.
This experience, which belongs to time and space, is called modernity, in
Berman's words. Being modern offers the individual adventure, power, pas-
sion, progress and the opportunity to transform life; but on the other hand,
this environment threatens to eliminate everything that is possessed and
known. Modern spaces and experiences transcend the entire earth, societies,
classes, countries, religions, and ideologies. In this sense, modernity com-
pletely surrounds and unites people. However, this union paradoxically
draws people into constant fragmentation and renewal, competition and
war, uncertainty and suffering. Being modern means being part of a world
where "everything solid melts into air." In our era, how modernity will be
used is uncertain; the link between culture and life has been severed and lost
(Berman, 2014, pp. 27, 38).

Berman states that the vortex of modern life is fed by many sources, which
he describes as the discoveries of the natural sciences, industrialisation and
the production that would fundamentally transform societies, the demo-
graphic changes that emerged with the migration of millions of people to
cities, the mass media that brought different societies together, nation-
states and their associated institutions, etc. According to him, behind all
these processes lies a continuously expanding capitalist market. The pro-
cesses that give rise to this entire structure and perpetuate it are referred to
as "modernisation" (Berman, 2014, p. 28). The culture experienced within
this structure is transmitted by the major socio-economic institutions of the
West. There is an economic-political framework in which these processes
are imposed on non-Western cultures. This is because they are linked to the
history of imperialism, and the West has always been powerful within this
history (Tomlinson, 1999, p. 226).
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Against those who evaluate the rationality at the heart of modernity as "pro-
gress" or "development," Castoriadis states that it is important to understand
that the entire administrative structure of Western socio-economic institu-
tions demonstrates the Western origin of the concept of development. Ac-
cording to him, concepts such as progress, expansion and growth are not
potentially present in every society. These are values specific to the West,
characteristics that it feels the need to teach to other societies. While this
occurs particularly at the economic level, it also demonstrates the West's
efforts to convey the fundamental concepts and ideas that dominate the
world. Therefore, according to Castoriadis, the economic dominance of the
West is related to the West discovering a lifestyle suitable for all other soci-
eties and imposing it upon them (Castoriadis, 1985, p. 21). Technology ex-
ports and capitalist ventures also facilitate the transfer of Western values.
This situation allows the relationships established between developed coun-
tries and developing or emerging countries to be interpreted as a form of
cultural imperialism.

The most important point emphasised by critics of cultural imperialism has
been the cultural destruction brought about by modernity. Habermas ex-
plains this destruction with the phrase "the colonisation of the lifeworld."
This expression relates to the tendency for changes in the structures of life
that emerge as a result of increasing differentiation between culture, society
and the individual. (Habermas, 2001, p. 735). Accordingly, economic and
administrative imperatives today encompass an area that the lifeworld can
no longer provide. The destruction that has prepared the way for capitalist
modernisation has led to the emergence of new institutions. These new in-
stitutions have taken social material away from the dominance of the life-
world and transferred it to areas directed by the mass media and organised
by the law. In this sense, the "colonisation of the lifeworld" is the takeover
of areas of collective will formation by the controlling logic of economic and
political structures. Habermas attributes many modern problems to this sit-
uation. For example, the increasing "monetisation” of everyday life can ex-
plain individualism and consumerism. This is because the purpose and goals
of life are not a subject of common discussion. There is no room for discus-
sion of the routines that many individuals fall into in their daily lives, which
are determined economically. The "meaning" of daily life begins to be shaped
by the overwhelming but unquestioned logic of income and expenditure be-
longing to the economic world. This has become a generalised function that
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regulates the totality of human social existence (Habermas, 2001, pp. 762-
781).

In modern capitalist societies, as a result of the "colonisation of the life-
world," the logic of consumption activities increasingly stimulates the desire
to consume goods. This can create the idea that the cultural environment
created by modernity is subjugated. Within this cultural subjugation, capi-
talism, one of the most important economic institutions of modernity,
emerges. When we consider the activities of multinational corporations in
the context of globalisation, we can see certain imperialist practices aimed
at maximising profits. These debates, which continued throughout the sec-
ond half of the 20th century, were pursued by those who defined globalisa-
tion as a new phase of imperialism.

1.4. A New Phase of Imperialism: Globalisation

Globalisation has been a key concept frequently used in political, economic
and academic circles from the 1990s to the present day. This concept en-
compasses an incredibly broad range of phenomena, including various neg-
ative aspects. The negative effects of globalisation on social welfare are fre-
quently discussed, ranging from economic problems to political oppression,
from the global dominance of multinational corporations to poverty, from
environmental problems to cultural degeneration and overpopulation. Con-
versely, globalisation is also central to many developmental successes, such
as reducing poverty, increasing prosperity, bringing societies together,
providing better services, and creating an information society. In this sense,
the term globalisation describes periods of great development and change,
giving rise to differing interpretations and debates. Some participants in the
debate view globalisation as "a new phase of imperialism" or a new era serv-
ing the hegemony of developed countries such as the United States, Russia,
China and Western European states. Others, however, see it as a phenome-
non brought about by technological advances that brings distant regions to-
gether, resulting in the emergence of a single world market and the for-
mation of global societies with high levels of prosperity and awareness.

Globalisation is essentially a term used to describe a series of economic, po-
litical, technological, environmental and cultural processes that are said to
have produced the characteristic conditions of modern life in every respect.
Foremost among these characteristics is an intensive and comprehensive
network of connections and interdependencies that regularly transcend na-
tional borders. This interdependence is not only more intense in scope than
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in previous periods, but the speed at which these interactions occur is also
increasing. These emerging connections bring geographically distant regions
of the world together and mean that events occurring in one part of the
world can rapidly have an impact in other regions. It is this interconnection
that leads us to view the world as a single, shared place, a “global village”
(Yeats, 2001, s. 4).

Social scientist Immanuel Wallerstein describes a new world system process
that began in the 16th century, in which different regions of the world de-
veloped capitalist commercial relations and established a structural superi-
ority encompassing economic, political and cultural spheres. The fundamen-
tal element that gave rise to the concept of the "world society" at this stage
was capitalist production and marketing relations. From the 16th century
onwards, these relations, which structurally transformed societies, also in-
corporated them into a system that was beginning to emerge on a global
scale (Wallerstein, 2016). Today, the society that constitutes this system is
a "network society" based on electronic networks that operate through global
financial transactions and human relations via information and communica-
tion technologies (Castells, 2000b, p. 695). To elaborate further, this society
is one in which economic markets and transactions, institutionalisations,
and cultural activities at both global and local levels are conducted through
electronic communication, relying on flexible and adaptable capacities rather
than planned structures. It is a society in which we learn about institutional
activities and social events via the internet, which also provides us with the
means to communicate with them. The prerequisite for speaking of a global
society here is to accept that society is a social system (Saribay, 2004, p. 3).

In the sense conceptualised by Niclas Luhmann, a social system is the result
of self-directing events or actions through meaningful communication. This
system consists of events and reproduces them. Here, communication is
used to create and connect the events that constitute the system (Luhmann,
1990, p. 176). According to Luhmann, modern society has become a new
system exhibiting an unprecedented degree of complexity and functional dif-
ferentiation. Within this system, all communicative behaviour is part of a
social system as a result of functional differentiation. Today, using this form
of differentiation, society has gained a global meaning. Luhmann expresses
this situation as follows: "The global communication system has created a
single world that encompasses all possibilities" (Luhmann, 1990, p. 178).
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The globalisation that took shape after the Second World War corresponds
to an economic ideology in which labour is valued outside the capitalist
mind and populist economic decisions prevail, and thus to a globalisation
under state control. Since the 1970s, with the welfare state beginning to lose
power, we have seen the disappearance of controlled globalisation. As ne-
oliberal policies gained prominence, the monopolisation of capitalism's ad-
vanced technologies, financial instruments, access to natural resources,
communication tools, and the arms industry became widespread. In this en-
vironment, the global capital's independence from defining elements such as
national character or identity, or in general terms, its becoming rootless,
came to the fore (Tutal, 2006, p. 27). From this perspective, globalisation
reflects the widespread view that the world, as a social space divided by eco-
nomic and technological powers, is rapidly being shaped, and that events in
any part of the world will have significant and profound consequences for
the lives of individuals or communities elsewhere. For many, globalisation
is a destiny for every society. Contemporary economic and social transfor-
mations will affect nation states and their citizens in every way. They have
no capacity to control or resist this transformation. In other words, national
and cultural boundaries are being eroded by globalisation (Held et al., 2006,
pp- 161-62).

In terms of the expansion of capitalist relations, globalisation refers to trade,
investment and capital flows on the one hand, while on the other hand it
describes the global competition developing in the world economy in the
context of these actions. Although the global village analogy suggests that
the world is merging into a single structure, globalisation actually describes
the intensification of trade between countries such as the United States, Eu-
rope, Japan and China, which are certain capitalist power poles (Tutal, 2006,
p- 23). These countries, which form the centre of economic flows, also hold
economic and political power in their hands.

According to Serclens, a process has emerged in which industrialized struc-
tures dominate the growth of exchange and communication networks in
capitalist markets. OECD® member countries, which constitute a significant
portion of world trade, form the center of globalization. Globalization cen-
ters gain reality within the economic, social, and political power relations

5 OECD / The Organisation for Economic Co-operation and Development is an interna-
tional economic organization.
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found in large Western metropolises. Therefore, many underdeveloped so-
cieties remain outside the flow of commercial investment and trade (Ser-
clens, as cited in Tutal, 2006, p. 24). In this respect, globalization is used to
describe the dependence of underdeveloped countries on developed coun-
tries in today's conditions.

According to Erdogan and Alemdar, who associate globalisation with the
logic of capitalism's expansion, globalisation is a concept that describes the
worldwide prevalence of capitalist relations in economic terms. In political
terms, it describes the end of closed nations and protectionist policies.
Therefore, this concept carries the meaning of mutual ties and dependence
between states or societies. Globalisation does not aim for global harmony
but arises as a result of economic and cultural practices that are more or less
productive. Globalisation replaces the concept of imperialism. In this con-
text, globalisation becomes an important issue of our time: people and states
are now connected to each other through information and communication
networks. However, the presentation and images of these mutual ties are
quite deceptive. They conceal the truth rather than reveal it. Therefore, the
main actors of globalisation are taking measures to prevent developing or
underdeveloped countries from remaining outside this flow system. Great
efforts are being made to bring these countries into the orbit of imperialist
countries (Erdogan and Alemdar, 2002, p. 509).

Although globalisation in the sense of the expansion of capitalism is a
known phenomenon, the current type of globalisation differs from that of
the period between 1880 and 1970 in that capital has lost its national iden-
tity (Tutal, 2006, p. 27). Amin states that today's globalisation is liberal, na-
tional and imperialist. It is liberal because, although the state controls the
market, the market regulates its own functioning and principles. It is na-
tional because the reshaping of the local market is in the hands of state pol-
icies. It is imperialist because the international market is dominated by a few
multinational companies. (Amin, 1999, pp. 161-165).

Ulrich Beck's view of globalisation is that it eliminates political action in the
world market or replaces it. The ideological core of globalisation now lies in
the elimination of the fundamental difference between politics and econom-
ics. Politics abandons or suppresses its central role of determining legal, so-
cial and ecological conditions. Globalisation implies that the state, society,
culture and foreign policy can be run like a complex structure operated by a
company. However, this situation requires a real economic imperialism in
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which companies demand the fundamental conditions that will enable them
to optimise their objectives. In this respect, globalisation points to a process
in which multinational actors undermine sovereign nation-states and these
states face crises by changing the fundamental fabric of politics, trends, iden-
tities and cultures (Beck, 2006, pp. 219-221).

Accordingly, the concept of globalisation primarily implies the extension of
transboundary social, political and economic practices, whereby events and
activities in various parts of the world become significant for societies and
individuals in other parts of the globe. In this context, the concept of glob-
alisation brings together interregional interdependence, the expansion of ac-
cess to social practices and power networks, and the possibility of distant
action. Beyond this, globalisation implies that transnational connections are
not merely coincidental, but that states and societies, which constitute the
whole of the world order, are intensifying and increasing in size, with exam-
ples of cross-border flows and interactions and interdependence becoming
noticeably organised. Moreover, the increasing intensity and expansion of
this interdependence may also imply accelerated global interaction and pro-
cesses. This is because the global development of communication and
transport increases the potential speed of the spread of information, ideas,
attitudes, objects, capital and societies over wider areas. Thus, as global and
local interaction deepens, events and actions in different regions have unim-
aginable global consequences, even in the smallest local developments (Held
et al., 2006, p. 186).

Bauman states that among all the technical elements of mobility, the trans-
mission of information plays a particularly significant role, adding that phys-
ical bodies no longer need to move, or if they do, this movement is only
indirect and of minor importance. The flow of information has gained a
speed far greater than that achievable in the movement of individuals from
one place to another or in the change of circumstances reported by the in-
formation. Ultimately, the emergence of the global network provided by the
internet has invalidated the concept of distance in terms of information. In
theory and in practice, this situation makes information available simulta-
neously throughout the world. According to Bauman, the overall conse-
quences of this recent development have been immense. He states that
while we now see more clearly than ever the role that time, space, and the
tools that transform them into a form, continuity and flexibility, play in our
lives, we are also witnessing the demise of social and cultural structures
(Bauman, 2014, pp. 22-23).
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The new and unsettling feeling associated with the idea of globalisation, a
popular concept in recent years, is precisely this sense of "things slipping out
of control." According to Bauman, the most fundamental meaning derived
from the idea of globalisation is "the uncertain, elusive and autonomous na-
ture of world affairs; the absence of a centre, a control desk, a board of di-
rectors, an administrative office" (Bauman, 2014, p. 69). Bauman defines
globalisation in this way, not as a 'world order' as most would argue, but as
a 'world disorder'. It is now impossible to predict the future of nations, soci-
eties and people. The collapse of the Eastern Bloc has increased this uncer-
tainty. It appears that control has been lost in a world where everyone is on
one side and divided into different poles (Bauman, 2014, pp. 68-69).

David Harvey assesses globalisation as a "time-space compression". By this
term, he means that revolutionary changes have taken place in the funda-
mental characteristics of time and space, and as a result, our view of the
world has changed considerably. Harvey uses the term "squeeze" to claim
that the pace of life has increased and spatial barriers have been overcome.
The experience of time-space compression triggers different emotional re-
sponses in people, while also setting off various social, cultural, and political
reactions (Harvey, 2014, s. 270).

Morley and Robins describe how globalisation has resulted in the compres-
sion of time and space, transforming the world into an instantaneous and
shallow space. Given the changes in communication and information tech-
nology, the global space is one where borders and fronts are permeable, cen-
tres lose their importance, and everything is in flux. In this global space,
there is a direct and intense relationship between economies and cultures
(Morley and Robins, 2011, p. 160). According to Rodrik, technological ad-
vances in transportation and communication make national borders more
open to foreign elements than ever before, and nothing can change this with-
out severe political restrictions (Rodrik, 2006, p. 64). On the other hand, as
a result of these technological advances, media tools that have become wide-
spread on a global scale are adding a new dimension to social relationship
forms. By transcending media transmission spaces, they create new "com-
munities", bringing together groups that would otherwise be separate
around a shared media experience, forming a cultural blend of here and
there. In this sense, electronic media transforms the concept of space, creat-
ing a virtual space and place, a virtual community (Morley and Robins, 2011,
p. 181).
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Anthony Giddens states that globalisation can also be described as "West-
ernisation" to an unsettling degree, particularly for societies outside the
West, or "Americanisation" when considering the dominance of the United
States globally (Giddens, 2000a, p. 26). We can better understand this situ-
ation in a response to the question posed in Friedman's work: What makes
KFC appealing to Malaysians?

Firstly, they like the taste, but they like what it symbolises even more: moder-
nity, Americanisation, being up-to-date. Malaysians adore everything that
comes from the West, especially America. They want to eat these things and
be these things. In Malaysia's small towns, people form long queues in front of
KFC. They come from far away for this. They want to be close to America.
Entering KFCs in rural areas of Malaysia is the cheapest trip to America most
Malaysians will ever take in their lifetime (Friedman, 2000, p. 299).

The consumption or experience of many global brands owned by the US by
other societies places this situation at the centre of globalisation. The
branches of US-based brands extending across the world and their impact
on social life within the countries they operate in reinforce the perception of
globalisation as a new phase of imperialism.

In the process of globalisation, these economic conditions, which affect all
regions of the world, also bring about very rapid change. Economic and in-
dustrial areas controlled by multinational corporations are being directed
globally and shaped in an international manner (Larrain, 1995, p. 209).
Gezgin states that the defining element of this new global order is the pro-
cess of globalisation, and that its perpetrators are largely multinational cor-
porations. The fundamental goal here is to transform the entire world into
a homogeneous, single market. It is to create a society with similar con-
sumption habits and uniform ways of thinking, which is again to create so-
cieties that will consume the goods and services produced by multinational
corporations (Gezgin, 2005, p. 10). Globalisation is interpreted here as both
an increase in economic activity on a global scale and an intensification of
economic exchange between societies and individuals. World trade has not
only increased income but also linked developing societies to growing global
markets (Perraton et al., 2006, p. 22).

Anthony Giddens, who incorporates the concept of globalisation into his
own social theory, emphasises the globalising effect of modernity. According
to him, the difference between time and space is greater in the modern era



52 | NEDIM KARADUMAN

than in any previous period. The relationships between local and distant so-
cial forms and events are also flexible accordingly. Globalisation essentially
refers to this process of flexibility. Thus, globalisation is defined as the in-
crease in global-scale relationships that connect distant settlements to each
other, where local formations are shaped by events kilometres away, or vice
versa (Giddens, 2018, pp. 67-68).

Stating that globalisation has reshaped our lifestyles in this way, Giddens
emphasises that today, the economic and political pressure exerted by the
United States on other countries has a particularly strong impact and leads
to extremely negative consequences for these countries. Today, the head-
quarters of the majority of multinational companies are located in the
United States. A significant portion of the rest are also located in developed
countries, not in poor regions of the world (Giddens, 2000a, pp. 15,27).
Capital, investment and financial flows are concentrated in the United
States, Japan, China and Western European countries, and this trend con-
tinues (Hirst and Thompson, 2006, p. 34). Wallerstein clearly outlines this
position of globalisation: "We live in a system that divides societies into eco-
nomic, political, social, and even demographic poles" (Wallerstein, 2001, p.
42). This situation has led to nothing but increased inequality and worsen-
ing conditions for the poor worldwide. In this respect, globalisation has cre-
ated a world of 'winners' and 'losers', where very few people are rapidly ad-
vancing towards wealth, while a large segment of the population continues
to live in poverty (Giddens, 2000a, p. 27).

Indeed, most of these debates on globalisation have centred on income ine-
quality and whether globalisation has made the rich richer and the poor
poorer over the past few decades (Goklany, 2006, p. 88). Tomlinson (2004,
p. 12) argues that the transformative processes signalled by globalisation
today cannot be understood unless they are addressed through cultural con-
cepts. Again, he believes that these transformations also affect the funda-
mental structure of cultural experience and our ideas about what culture is
in the modern world. Both globalisation and culture are quite general con-
cepts whose meanings are debated. Therefore, it is necessary to discuss the
fundamental elements of globalisation in terms of a discourse that can be
described as cultural.

1.4.1. Globalisation as a Cultural Phenomenon
In order to understand the cultural nature of globalisation, Saribay states
that it is correct to take the meaning attributed to culture by anthropologists



CULTURAL IMPERIALISM AND ADVERTISING | 53

as the starting point. Anthropologists, national and international organisa-
tions, societies and individuals share the view that the need for "acceptance"
underlies the economic, political, social and cultural relationships that form
a network between them and make the entire world almost a single space.
They emphasise that culture plays a key role in meeting this need. However,
globalisation, in the sense of distant places in the world becoming closer and
relations between societies intensifying, should not be perceived solely as
the creation of similar cultural products. Clearly, the logic of globalisation is
to create a homogeneous culture. However, since acceptance through cul-
ture is also a tool for the struggles of weak nations outside the dominant
nations, it also works in a way that encourages the search for and definition
of identity within these nations. Therefore, in order to understand the cul-
tural nature of globalisation, its differentiating aspects must be taken into
account alongside its homogenising dimension (Saribay, 2004, pp. 39-40).

Those who view the cultural nature of globalization as homogenizing argue
that a uniform global culture is being imposed, from clothing styles to eating
habits, television programs to internet pages, entertainment to art, and that
this culture is actually the culture of industrialized Western societies.
George Ritzer explains this situation with the concept of “McDonaldiza-
tion.” According to this concept, cultural globalization points to the homog-
enization of local cultures. This concept affects not only the food industry
but also all dimensions of the social sphere, from politics to economics, en-
tertainment to education, and family. It has had a major impact in many
areas, from numerous initiatives to lifestyles around the world. McDonaldi-
zation has shown all the signs of being a relentless process, spreading to
regions that appear closed to the world. Ritzer assesses this process as the
basic logic of McDonald's stores established in the US, first establishing a
fast-food culture within themselves and then spreading throughout the
world and exerting their influence (Ritzer, 2017, pp. 15,17).

The effects of this process, conceptualised as McDonaldisation, are listed
below. 1) This business model has been adopted not only by many compa-
nies but also by numerous small-budget fast food restaurant chains. 2) It
has also spread to more luxurious and high-budget chain restaurants. 3)
McDonald's has achieved great success in the international arena, and by
2014, 60% of these restaurants were located outside the United States. 4)
Other countries outside the United States have also developed brands simi-
lar to this chain. 5) Other countries with McDonaldised institutions have
also begun to export their products to various parts of the world. 6) Different
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sectors have also begun to apply this model. (Ritzer, 2017, pp. 18-28). This
process has continued to intensify over the years.

Ritzer highlights the elements that make this business model successful.
These are efficiency, calculability, predictability, and control. However, these
rational systems produce irrational results that limit this rationality, pose
risks, and even lead to criticism. One of these results is homogenisation. It
is highly likely that you will encounter the same products presented in the
same way in the United States and everywhere else in the world. The prolif-
eration of franchise outlets across the United States means that people see
very little difference between regions and cities. On a global scale, travellers
encounter much more similarity and less diversity. Tourist destinations, ex-
otic environments, and cities increasingly resemble American fast-food
chains and other McDonaldised environments (Ritzer, 2017, p. 253). This
type of globalisation has a homogenising effect on everything from lifestyles
to behaviour patterns worldwide, subjecting local cultures to the global.

On the other hand, it is also claimed that globalisation brings about inter-
cultural differences, polarisation and even conflicts. When the two opposing
views discussed here are considered in relation to each other, we are able to
see the detailed aspects of globalisation as a cultural phenomenon. Saribay
states that globalisation involves both acceptance and rejection. Acceptance
is defined as the consumption of the cultural values (dress style, language,
lifestyle, daily behaviour patterns) of developed Western societies by other,
less developed societies. This situation is referred to as "consumerism." This
expresses a socio-cultural understanding that is distinct from but inspired
by an economic phenomenon. Just like objects and material possessions, the
emergence of the acquisition and display of social and cultural items as an
essential desire in society is functional in creating a sense of belonging for
the individual, conferring status, and ultimately establishing oneself in the
"modern" sense. Rejection is achieved through direct purification from the
cultural values of Western societies or by preventing those values from dom-
inating the local culture. It is also achieved by spreading the belief that these
cultural values have a counterpart within the local culture (Saribay, 2004,
pp. 40-42). On the other hand, there are claims that globalisation increases
cultural diversity. This is based on the idea that the interaction of cultural
elements from different societies will contribute to the emergence of new
cultural practices and understandings.
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Giddens, who states that globalisation as a cultural phenomenon is a very
complex and, from a social science perspective, very important area, empha-
sises that this importance stems from the rise of globalisation's different in-
stitutional characteristics on culture (Giddens, 2018, p. 79). The complexity
of the subject stems from the fact that many questions related to it can be
answered both positively and negatively. For example, is a universal culture
emerging from the coming together of different cultures, or are West-
ern/modern values dominating the world? Is cultural globalisation a form of
cultural imperialism that threatens local cultures? Are societies, with mass
communication and consumption, living in a fragmented, uncertain and de-
generate cultural universe, detached from their cultural values? (Sungur,
2007, p. 72).

Wolfgang Welsch criticizes the traditional understanding of particularistic
cultures, finding it misleading and erroneous to define contemporary cul-
tures as independent islands or spheres. Active cultures no longer possess a
homogenized and segregated form. He uses the concept of transculturality
to explain this situation. According to Welsch, who states that today's cul-
tural conditions are largely characterized by mixtures and permeabilities,
transculturality is a result of the internal differentiation and complexity of
modern cultures (Welsch, 1999, p. 197). These encompass intertwined or
mutually derived different ways of life and cultures. Therefore, it is stated
that today's cultures are largely intermingled and influence each other.

According to Pieterse, the issue of cultural relations and globalisation can
only be properly resolved through the appropriate use of the two simultane-
ous but differing meanings of the concept of culture. The first concept of
culture is territorial culture, which essentially views culture as regional and
assumes that culture stems primarily from a localised learning process. In
the sense of the culture of a society or social group, this culture is developed
as a concept based on 19th-century romanticism and elaborated in 20th-
century anthropology, particularly in cultural relativism. Translocal culture,
which brings a broader understanding of culture, views culture as the gen-
eral human accumulation, as in the nature/culture debates. This concept co-
incides with evolutionary and expansionist theories that view culture pri-
marily as a local learning process. The expression translocal culture is found
in territorial culture. In this respect, particular cultures or territorial cultures
are the agents of translocal culture. Territorial cultures reveal different paths
of cultural relations because they reflect different emphases of relationships
within the historical process of cultural formation. Since cultures are not
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placeless, territorial culture looks inward at the local, while translocal cul-
ture is based on an outward-looking sense of place. It requires looking at the
local from beyond its boundaries (Pieterse, 2009, p. 85).

The relationship between all these cultural fields gives rise to cultural hy-
bridisation. Hybridisation belongs to the fluid end of the relationships be-
tween cultures. Here, the emphasis is on the mixing of cultures rather than
their separation. In this respect, hybridisation stands in opposition to the
approach that views culture regionally as the differences between societies
and, on the other hand, the approach that views globalisation as a cultural
homogenisation brought about by Westernisation and modernisation.
(Pieterse, 2009, p. 86). Accordingly, all local cultures interact with each
other to sustain their existence and thus contribute to the general human
accumulation.

Friedman notes that much of the debate in the globalisation literature ini-
tially focused on events that appeared to be an aspect of the hierarchical na-
ture of imperialism. According to this view, the increasing hegemony of par-
ticular central cultures led to the infiltration and spread of American values,
consumer goods, and lifestyles into other cultures. In some early debates,
these developments were referred to as "cultural imperialism." There were
great concerns about the erosion of cultural differences around the world.
This was the case not only in the official "economic" periphery countries but
also in Western Europe. In Western Europe, at least among the cultural
elite, serious concerns about American culture had developed by the mid-
20th century. Today, however, this issue has evolved into a complex under-
standing of cultural processes affecting large parts of the world (Friedman,
2017, p. 100).

Roland Robertson formulates the problem of globalisation as a dilemma be-
tween universal and particular processes. According to him, "globalisation
refers to both the compression of the world into a single space and the in-
tensification of consciousness of the world as a whole" (Robertson, 1992, p.
6). While arguing that the trend towards the world becoming singular is
inevitable, his model counters the criticisms that such a thought might face.
According to him, global singularity, i.e. "the world being compressed into a
single space," does not mean simple uniformity. Global singularity is more
of a complex social and phenomenological situation in which people's differ-
ent levels of life interact with each other (Robertson, 1999, p. 19). In this
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situation, globalisation will lead to the formation of a global culture, as ex-
pected. However, this culture is not a "homogenising" one, but rather a cul-
ture that produces a general discourse about the world (Robertson, 1999, p.
222).

With globalisation, how is it possible to preserve diversity while a global
culture is emerging in the world? Robertson explains this question through
the simultaneity of the global and the local. According to him, as the earth
becomes a single space, i.e. globalises, this situation simultaneously "equal-
ises all societies by making them relative". This gives rise to the "coexistence"
of diversity, which enables all communities to exist in this single space.
(Robertson, 1999, pp. 171, 187).

Robertson proposed the concept of glocalisation to emphasise the simulta-
neity of the global and the local, or the universal and the particular, as the
universal appropriating the local (1999, p. 280). He emphasises that the lo-
cal itself is a global product. At this level, the particular emerges not only as
a complement to the global but also as an aspect of globalisation. Homoge-
nising tendencies coexist and permeate each other in the process of globali-
sation. The dual dimension of the phenomenon of globalisation, encompass-
ing both world-scale relations and the reconstitution of the local (Robertson,
1992, p. 28), is more clearly emphasised by the term 'glocalisation'. There-
fore, in the context of producing a homogeneous world, globalisation pre-
sents a postmodern image in the context of giving rise to modern, relativised
selves (Robertson, 1999, p. 170).

Robertson points out that, despite the rather popular view that the whole
world is being swept away by Western — more specifically American - cul-
ture, cultural messages emanating from America are received and inter-
preted based on differences. He also states that we must recognise that pro-
ducers of 'global culture', such as CNN and Hollywood productions, are in-
creasingly adapting their products to a global market that is differentiated
and partly constructed by themselves. In this respect, he is cautious towards
those who use globalisation directly in the sense of cultural homogenisation
(Robertson, 2017, p. 156). According to Balci, by placing the phenomenon
of culture at the centre of his analysis of globalisation, Robertson demon-
strates the existence and sustainability of diversity and, in this context, ques-
tions the 'absolute nature of global hegemony'. However, he also emphasises
that culture-centred analyses are just as flawed as economy-centred analyses
(Balc, 2006, p. 34).
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Waters states that "meta-change is local, political change is international,
and symbolic change is global," emphasising that culture is also an important
area of globalisation (Waters, 1995, p. 156). However, considering that sym-
bols may lose or change their meaning when they access a wider arena be-
yond their regions, cultural globalisation through symbol change refers to
what Friedman calls "weak globalisation". A strong form of globalisation, on
the other hand, implies that the mechanisms of appropriating globalism it-
self have become globalised, meaning that we all understand the objects and
representations circulating in the wider arena in the same way. The prereq-
uisite for strong globalisation is the homogenisation of local contexts. This
is achieved when subjects in different locations attribute the same meaning
to the same globalised objects, images, representations, etc. (Friedman,
2017, p. 113).

In a world where most protective walls, barbed wire and trenches have disap-
peared and will continue to disappear, countries that succeed in globalisation
have a real advantage. However, if you assimilate something that does not
belong to your own culture, and this thing does not touch upon a hidden point
in your culture, but you believe it does because you have become so detached
from your own culture, this is unhealthy globalisation. Globalisation, acting
like a cancer virus, can cause a nation to believe that something that does not
belong to it is part of itself. Indeed, some cultures that believe they are under-
going healthy globalisation are actually assimilating and secretly losing their
identity when they fail to achieve it fully. The most concrete example of this is
the degree to which McDonald's, an American company, has been assimilated
by other cultures (Friedman, 2000, p. 302).

When globalisation is described as the Americanisation of the world in cul-
tural terms, Immanuel Wallerstein's observation about the capitalist world
system comes to the fore. According to Wallerstein, hegemony in the inter-
national system can be defined as the imbalance of competition between
major powers. Hegemony is the imposition of one of these powers' rules and
desires to a large extent in the economic, political, military, and cultural
spheres. The material basis of this power lies in the ability of the businesses
established within this power to operate more efficiently in the economic
arena (Wallerstein, 1983, p. 101). At the same time, the universality of the
culture of these powers and their ability to establish rules and institutions
that regulate international spheres of activity are also important sources of
power. Today, American culture, particularly through the influence of its
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advertising and film industries, contributes to American power in many ar-
eas through values such as freedom, individualism, sexuality and violence,
consumerism, achieving a higher standard of living, and being different.
Therefore, the expansion of American culture in the international arena
helps to increase the impact of America's soft power.

Nye defines the concept of "soft power" as the ability to get others to do what
you want without using force. Soft power is the ability to achieve the desired
outcome by attracting rather than coercing. Soft power stems from the ap-
peal of a country's culture and policies. In this sense, the United States has
long been the only country with significant soft power resources. , American
films, music and satellite television broadcasts, which reach the privacy of
people living in other parts of the world, are evidence of this (Nye, 2004, p.
X). According to Joffe, who says that America's soft power is even greater
than its economic and military assets, American popular and high culture is
spreading throughout the world with incredible power and intensity.
Whereas in the past the cultural influence of empires was limited to their
military borders, America's soft power rules over all regions of the world
(Joffe, 2001, p. 43).

Appadurai addresses the global cultural flow in five fundamental dimen-
sions: a) ethnoscapes, b) mediascapes, c) technoscapes, d) finanscapes, and
e) ideoscapes. Ethnoscapes refer to the appearances of the people who shape
the changing world we live in. These are travellers, migrants, guest workers,
and other mobile groups and individuals. The mediascape refers to the pro-
duction and distribution of symbols and information through newspapers,
magazines, satellite broadcasts, film studios, etc. The technoscape is created
by the flow of technology and information between countries and interna-
tionally operating companies. The financial appearance describes stock mar-
ket speculation and capital flows. Finally, the intellectual appearance is cre-
ated by images related to the ideologies of states or opposing groups, en-
compassing ideas from Western Enlightenment thought such as freedom,
prosperity, sovereignty, representation, and democracy. (Appadurai, 1990,
p. 296).

According to Appadurai, the fundamental problem of today's global interac-
tions is the tension between cultural homogenisation and cultural hetero-
genisation. Although the globalisation of culture is not exactly the same as
the homogenisation of culture, globalisation also involves the use of various
homogenising elements such as advertising practices, language and clothing
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styles (Appadurai, 1990, p. 307). These elements fundamentally functional-
ise ideas. It is used both as a tool for storing and transmitting intellectual
elements and as a means of directing the masses. (Horkheimer, 1998, p. 68).

Serge Latouche, who views globalization as a relationship based on domina-
tion and exploitation occurring within a global context, establishes an im-
portant connection between economic globalization and culture. While not-
ing that a global market logic has existed since the Middle Ages, he states
that the new phenomenon of today is the economization of the world. What
Latouche means by the economization of the world is the commodification
of all areas of social life and values. Today, problems related to all dimen-
sions of life are formulated in economic terms. In this respect, globalization
is becoming a technological and cultural phenomenon. According to
Latouche, the commodification of almost everything now brings about a
transformation of mindsets (Latouche, 2001, s. 16).

In conclusion, the worldwide circulation of commodities and symbols, the
homogenisation of lifestyles through objects consumed by the masses, the
rationalisation and standardisation of production techniques and relation-
ships, the reproduction of locality, the emergence of a universal language,
and the erosion of all these across all places without regard for national bor-
ders constitute the manifestations of globalisation as a cultural phenome-
non.

Within the framework established thus far, globalisation as a cultural phe-
nomenon is understood as a two-sided process. On the one hand, it de-
scribes the homogenisation imposed by the cultural values of Western de-
veloped countries or societies. On the other hand, while achieving intercul-
tural differentiation at the level of fragmentation, it offers non-Western so-
cieties an opportunity to redefine and describe themselves. However, con-
sidering the current situation in the world, the predicament these societies
find themselves in eliminates the positive atmosphere surrounding the gains
of globalisation. This predicament symbolises the orientalisation of non-
Western societies. This symbolism indicates that global cultural codes are
essentially rooted in their own indigenous sources. Thus, a legitimate basis
is provided for the reproduction and acceptance of global cultural codes. In
this way, while society tends to perceive itself as part of the dominant cul-
tural world, it submits unquestioningly to all the demands of the global
(Saribay, 2004, p. 46).
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1.4.2. Globalising Communication

Globalisation today is understood as the spread of powerful capital struc-
tures and communication networks in the international arena, the transfor-
mation of the concepts of time and space, and the reshaping of social rela-
tions (Erdogan, 2000, p. 272). The element that makes all these transfor-
mations possible is the changes in communication technologies and prac-
tices. , along with new communication technologies and applications, has
become socialised and has demonstrated its impact at a universal level.
Therefore, understanding the communication dimension is of great im-
portance when addressing globalisation.

Globalisation, which emerged in the early 19th century, has made the econ-
omies and peoples of the world interdependent. In this process, communi-
cation tools, like economic and symbolic elements, have expanded people's
spheres of activity, accelerating the connection of different societies to larger
structures while also continuously changing the material and intellectual
boundaries of these societies (Mattelart, 2016, p. 9). However, the fact that
communication systems have fallen into the hands of large capitalists and
are controlled by them has brought new conflicts and inequalities between
countries, societies and individuals to the fore. This situation brings with it
a positioning that is contrary to the egalitarian description of the global
world. Just as networks linked by global division of labour shape space ac-
cording to hierarchy, this situation also creates an increasing polarisation
between central and peripheral countries or societies (Mattelart, 2016, p.
116).

The globalisation of communication is clearly expressed by Harvey's concept
of "the compression of time and space" and McLuhan's concept of the "global
village". Harvey points to the structure of societies woven together by inter-
dependence, with communication tools removing spatial barriers through
the compression of time and space. This concept is also used to describe
economic and environmental dependencies (Harvey, 2014, p. 291). McLu-
han, on the other hand, argues in his concept of the "global village" that elec-
tronic media unites humanity, transforming the world into a single con-
sciousness. He also states that this single consciousness represents a cul-
tural loss. He states that individuals who find themselves instantly in the
information field are increasingly detached from "a much more traditional
system where space and cause appear to be a single example, connected and
stable" and are becoming increasingly alienated from the culture they live in
(McLuhan, 2001, pp. 40-43).
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Over a period of five hundred years, significant developments have been rec-
orded in the transmission of social symbols and in the areas of goods and
people transportation. During this process, the transport of goods has accel-
erated approximately seventyfold (Harvey, 2014, p. 271). The transmission
of symbols via electronic media, starting with the telegraph and continuing
with radio, television, and the internet, has completely eliminated the con-
cepts of time and space (Giddens, 2000b, p. 207). This has led to the emer-
gence of new relationships between individuals and societies. These devel-
opments have made it possible for people to be randomly informed about
events occurring anywhere in the world. This effect emerged during the early
development of mass-oriented newspapers (Giddens, 2018, p. 79).

According to Giddens, thanks to mass media today, none of us are strangers
to events, actions, and images of physical environments thousands of kilo-
metres away from where we live. The accessibility of distant places through
mass media has changed the very fabric of experience in a way unprece-
dented in previous periods. This situation has also distanced the near by
reducing traditional communication environments such as face-to-face con-
versation. This has led to the dissolution of local relationships to a certain
extent. While people can be instantly informed about distant events through
communication tools such as newspapers, television and the internet, they
may be completely unaware of events happening in their immediate sur-
roundings. The emergence of electronic media, on the one hand, causes the
dissolution of the connection between locality and kinship, while on the
other hand, it facilitates access to distant "close" relatives, providing the pos-
sibility of "relocalisation" (Giddens, 2018, p. 139).

Communication via electronic and satellite connections is erasing the local
character of cultural boundaries (Lughod, 1998, p. 172). In today's world,
where the flow of images is constant, this flow is largely from the centre to
the periphery, which has intensified debates on cultural imperialism (Tom-
linson, 1999). New imperialism makes intensive and effective use of the
communicative sphere. Social communication not only serves ideological
shaping but has also become an important market for the global economy,
and everything in the communicative context is evaluated according to the
logic of consumption. Traditional structures are completely dismantled and
reproduced under the dominance of the ruling power within the new com-
municative sphere offered to them. Cultural products produced on a global
scale are transmitted to all societies through the facilitation of communica-
tive flows, and an attempt is made to create a homogenised global culture
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(Coban, 2008, p. 32). Thus, all kinds of local, traditional values are being
eroded, and the ideology of a new world order that will ensure the domi-
nance of the free market and capital is spreading. (Girgin, 2002, p. 36).

Communication technologies play a significant role in the transmission of
global ideology. In this process, the media presents messages selected from
the outside world and shaped according to its ideology , thereby shaping the
individual's worldview (Neumann, 1998, p. 173). In this sense, Herman and
Chomsky, who view privately owned communication tools as instruments
of domination, focus on the way capitalist capital uses its economic power
within the free market system to adapt the flow of public information to its
own interests. In their developed "propaganda model," they argue that the
US media has the power to determine what people see, hear, and think, and
to guide public opinion through continuous propaganda campaigns. In this
process, the media develops a discourse that aligns with the interests of cap-
ital owners. Therefore, the messages and symbols conveyed through mass
media inform, educate, entertain, and comfort people on the one hand, while
instilling certain values, beliefs, and codes of conduct in society on the other.
In a world where income distribution is unequal, achieving this is possible
through systematic propaganda (Chomsky and Herman, 2012, p. 72).

The dominance of American media companies, which today have a multina-
tional structure, over the global media market is undoubtedly an accepted
fact. The strategies of these global media giants have shown new trends in
line with the global economic policy changes of the 1990s. Firstly, in order
for these media organisations and products, shaped within American society
and culture, to become carriers of a global ideology and reach wider audi-
ences, they must break away from their existing cultural roots (Tutal, 2006,
p. 181). To this end, efforts are being made to move away from the US-
centred production and distribution model and create small, dependent re-
gional economies. This situation allows for the localisation of content in the
flow of communication products while also enabling global media giants to
spread across wider geographical areas. Consequently, this structural deter-
minant in the US communication order establishes a commercial mass cul-
ture with an American-style understanding, assimilating differences. In
other words, large media companies striving to maintain their global posi-
tion must integrate the differences they face and attempt to suppress into a
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universal consciousness® and embed their own meanings and ideologies into
local discourse. Thus, the concepts in local discourse become abstracted
from their original meanings and emptied of content. In this way, harmoni-
sation policies are rationalised, and awareness is eliminated. (Gezgin, 2005,
p- 11).

The United States, which ranks number one in the world in international
communication flows, is also an exporter of media content, and this content
is shared equally around the world (Postman and Powers, 1996, p. 98). Most
of the imported programmes broadcast on foreign channels originate in the
United States. In the early 1970s, the United States exported 150,000 hours
of television programming annually to different regions of the world. By the
early 1980s, US media content constituted 60 per cent of the international
market. These figures have continued to rise since then (Inceoglu, 2004, p.
105). As the US owns 65% of the world's communication tools, it can trans-
mit more messages than other countries. This undoubtedly enables it to eas-
ily convey messages to every corner of the world. Consequently, it also facil-
itates the creation of a "new universal consciousness" that erodes different
identities, values, and cultures (Mattelart, 2016, p. 94).

The current dominance, while still bearing a distinct American imprint, is
better understood as transnational corporate cultural hegemony. Companies
such as the Netherlands' Philips, the UK's Lever Brothers, Germany's Daim-
ler-Benz, Korea's Samsung, and Japan's Sony, along with several thousand
others, are now the largest players in the international market. The media
used and supported by these industrial giants (public relations, advertising,
cultural sponsorship, and consultants) is almost indistinguishable from the
same services provided by American companies. Nevertheless, a large part
of these informational-cultural activities continues to be provided by Amer-
ican companies. These developments leave most nations in the world more
vulnerable than ever to cultural, military, and economic domination (Schil-
ler, 1991, p. 15).

Partnerships and acquisitions have been the most strategic activities of me-
dia giants in recent times. Today, the global media market is dominated by
multinational companies such as Walt Disney, AOL-Time Warner, CBS Cor-
poration, News Corporation, Viacom, Vivendi, and Bertelsmann (Adakl,

& To achieve this global goal, CNN decided to "regionalise" in 1998 and began producing

programmes for viewers in different parts of the world. CNN did not just adapt its media
content to local elements, but also began to establish partnerships with local media com-
panies (Tutal, 2006, p. 180).
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2006, p. 355). According to McChesney, all of these large companies started
out in different sectors and emerged as a result of partnerships and acquisi-
tions. Their entry into the media sector dates back to very recent times , and
today they are all among the world's largest media companies. Film studios,
television channels and almost the entire global music market in the US are
controlled by this handful of giants. Furthermore, the global book and mag-
azine market, cable television and satellite broadcasting, as well as the tra-
ditional publishing market in Europe, are also dominated by these compa-
nies (McChesney, 2001, p. 2).

According to American communications expert Ben H. Bagdikian, none of
today's dominant media companies have established dominance in just one
media environment. The fundamental strategy of these companies was to
acquire a large share in all media, from newspapers to television and film
studios. Consequently, these companies and their leaders have attained a
level of communication power that no despot or dictator in history has ever
possessed. (Bagdikian, 2004, p. 3). This view, in a sense, explains the need
for imperialist structures to have access to information and mass communi-
cation tools in order to be effective in today's world.

1.4.3. Globalising Consumption

According to Ulrich Beck, today's societies are no longer closed societies as
they once were; they are now aware of and dependent on each other. For
this reason, different economic, political and cultural structures are in con-
flict with each other, and desirable, accepted things (including Western
models) are being redistributed. This situation reveals that the harmonious
functioning of the social structure cannot be determined solely by nation-
state policies. In short, self-perceptions presented through mass media play
avital role in the formation of social perceptions. The question of the extent
of all these perceptions can be transformed into the question of the degree
to which all societies and cultures on earth will interact with each other and
how relevant these perceptions are to individuals' behaviour patterns (Beck,
2006, p. 220).

Manuel Castells refers to this society as the “network society.” Three funda-
mental elements characterize the new economy of this society: it is informa-
tional, global, and networked. The first element, namely the knowledge of
producing and processing/managing information, determines the efficiency
and competitiveness of all types of economic units, such as companies, re-
gions, or countries. Second, this new economy is global in the sense that its
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core strategic activities have the capacity to operate as a single unit on a
global scale, either in real time or at a chosen time. Core activities refer to
financial markets, science, technology, international trade in goods and ser-
vices, multinational production companies, their supporting networks, and
communication media. Finally, at the heart of the global economy's connec-
tivity and flexibility of information production are network structures, a new
form of economic organization. Castells states that, thanks to these three
fundamental characteristics, the world we live in is, for the first time in his-
tory, entirely capitalist in structure (Castells, 2000, pp. 10, 19). To such an
extent that the capitalist network society is entirely different from the pre-
vious structure, from production practices to consumption habits, from cul-
tural practices to political applications. Among the fundamental factors
shaping the international economy today is the lasting impact of technology,
particularly modern communication technology, on the beliefs and prefer-
ences of consumers worldwide (Ohmae, 2006, s. 265).

The issue of the globalisation of consumption is addressed through three
interrelated theoretical approaches. The first is the Marxist approach, which
forms the starting point for the concept of "means of consumption". This
theory attributes the success of modern capitalism to the control and exploi-
tation of consumer masses, as was the case in the nineteenth century. In
twentieth-century capitalism, the idea of consumption is no longer an un-
regulated area, but rather an area increasingly subject to new organisation
and discipline. In this process, consumers' preferences are eliminated, and
what they consume, how much they consume, and what they consume or
do not consume becomes subject to the control of capitalist organisations.
In other words, capitalism creates a controllable and exploitable consumer
group (Gane, 1991, pp. 53-68). In this respect, new consumption tools
emerge to encourage people to consume more than they need, putting pres-
sure on their economic situation (Schor, 1998, p. 20). Shopping centres, the
first examples of which appeared in the mid-19th century, are one such new
consumption tool. Williams (1982, p. 70) describes these environments as
enchanted spaces. These spaces add an enchanting splendour to products
and the environment to attract consumers. In this way, individuals become
captivated by the magic of the environment and consume more than they
need in an irrational manner. Similarly, advertisements are designed to en-
courage people to consume more by employing different appeal strategies
that appeal to emotions, beyond simply providing information about prod-
ucts.
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In social theory, the second approach is discussed by sociologist Max Weber
in relation to the relationship between production and consumption
through the concepts of 'rationalisation', 'enchantment' and 'disenchant-
ment'. The concept of rationalisation refers to the replacement of irrational
(magical, mysterious, mystical, enchanted) factors that were once dominant
in society with a modern rationalisation system, which in turn shapes con-
sumption habits. Bureaucracy, operating systematically, and its control ele-
ments have removed irrational factors from the capitalist structure. New
consumption tools, which are quite objective structures and free from magic,
impose restrictions on the people they attract. Therefore, this theory is
linked to Marxist theory in the sense that consumers can be controlled and
exploited. (Ritzer, 2011, pp. 88-92). According to Weber, capitalism is a ra-
tional system that conforms and manipulates the individual to their own
preferences with its 'iron cage' character.

Today's capitalist economic order is a boundless universe that presents itself to
individuals as an immutable order in which they must live, at least as individ-
uals. As long as individuals establish a relationship by shopping, it forces them
to comply with the rules of market relations (Weber, 2012, p. 56).

Developed from Marxist theory, Weber's understanding of consumption
claims that consumption activities exert control over people, while also
demonstrating some of the difficulties of controlling consumers. Enchanted
environments such as shopping centres seem very suitable for control, as
they draw consumers into a fantasy world and make it easier for them to
spend more. However, in the long run, 'consumption cathedrals” must be
rationalised in order to serve and control more consumers. This leads to the
breaking of the spell and a decline in their capacity to attract consumers nec-
essary for excessive consumption and create dream-like situations. There-
fore, cathedrals of consumption are faced with an increasingly intractable
dilemma (Ritzer, 2011, p. 99). Consequently, a third perspective, postmod-
ern social theory, offers ways to overcome this dilemma.

According to postmodern theorists, we are currently experiencing a process
of the world being 're-enchanted'. They explain how consumption tools deal
with problems related to the breaking of the spell and how they re-enchant
to continue attracting, controlling, and exploiting consumers (Ritzer, 2011,

7 Peter Corrigan (1997, p. 56) defines shopping centres as "cathedrals of consumption". He

states that these centres resemble religious temples and that people gather there just as
they gather for worship.
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p. 80). They reject the notion that society is rational. In today's world, ra-
tionality has given way to irrationality, instincts, and mystery. In this con-
text, "the enchanted postmodern world is a seduction brought about by the
power of illusion" (Baudrillard, 2005, p. 200).

A magical thought that governs consumption is a miraculous mentality that
governs daily life; it is a primitive mentality that we define as something based
on belief in the absolute power of thoughts. The belief here is the belief in the
absolute power of signs (Baudrillard, 2015, pp. 23-4).

Here, the display value and visual aesthetics of consumer goods take prece-
dence over their exchange value. What is more valuable is determined not
economically but culturally. As Baudrillard argues, consumer goods and the
signs of social institutions are never understood in terms of their use value.
"What has meaning is only their community, their coming together, their
relationship with these objects and the social perspective they share"
(Baudrillard, 2015, p. 65). According to Baudrillard, consumption is not an
action or choice that the individual freely exercises in their own private
sphere. This is because within every society, the individual is constrained by
certain rules. Therefore, the act of consumption itself is a social and coercive
behaviour rather than an individual one. What is at stake here is the single
and identical logical process of the expanded reproduction of certain produc-
tive powers and their control. The system's command operates in a manner
contrary to the mentality, daily ethics, and ideology of the liberation of
needs, the individual, pleasure, and increased abundance. The themes of
spending, pleasure, and recklessness replace the themes of work, property,
and "puritanical" thrift (Baudrillard, 2015, pp. 94-96).

According to Castells, individuals have entered a context different from tra-
ditional society, where they define and present themselves through con-
sumption in a global society. Power is the ability to achieve desired out-
comes and, if necessary, to change the behavior of others to achieve those
outcomes. At this point, consumption goes beyond being a simple means of
satisfying a need and, reinforced by mass media, attains the power to impose
itself as a system of social values (Castells, 2004, p. 129). LaFeber states that
multinational corporations, the driving force behind globalization, “not only
change purchasing habits in a society, but also transform the very structure
that constitutes society itself” (LaFeber, 1999, s. 157).
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Baudrillard, on the other hand, expresses how effective a force consumption
is in shaping everyday life as a system of social values with the following
words (2015, p. 93):

Circulation, purchasing, selling, differentiated products and the appropriation
of objects/signs constitute our language, our code, what the whole society uses
to communicate and speak. This structure of consumption is the language of
consumption; individual needs and pleasures are merely effects of words within
this language.

According to Sungur, who argues that globalisation in the postmodern pro-
cess creates a single market, "this market rewards doing the same job and
selling the same product everywhere in the world at the same time, provid-
ing extraordinary economies of scale, which is why consumption is similar
all over the world" (Sungur, 2011, p. 18). Information and communication
technologies have a major impact on the emergence of this similarity. The
manipulation of signs through communication tools occupies a central place
in capitalist society. In this way, signs that become independent of their cur-
rent conditions are ready to be used for different purposes. Advertising prac-
tices, which are particularly susceptible to exploiting this situation, add im-
ages of sexuality, desire, beauty, wealth, progress, and a good life to ordinary
consumer products. The excessive production of such signs and constructs
leads to the loss of real meaning and the mesmerisation of the audience
(Featherstone, 2013, pp. 41-2). In this sense, consumption encompasses not
only the consumption of material goods but also the consumption of sym-
bols and meanings. In this respect, the globalisation of communication cre-
ates an environment for global consumption, leading to the spread of similar
consumption patterns.

William Leach states that over the years, American capitalist culture has be-
gun to produce a distinct culture that is disconnected from traditional family
or community values. At the core of this culture's aesthetic life and moral
sensibility lies a completely trade and market-oriented understanding re-
lated to the exchange and marketing of goods. He describes the fundamental
character of this culture as "the acquisition and consumption of goods as a
means of achieving happiness, a culture of novelty, and the monetary value
as the dominant measure of all values in society" (Leach, 1993, p. 3).

This culture is rapidly and aggressively exported to many parts of the world
through mass media. People living in different countries are increasingly be-
ing directed to consume like Americans. Today, as many people around the
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world use new American consumer goods and acquire possessions like
Americans, there is a danger of global standardisation and homogenisation
(Ritzer, 2011, pp. 67-68). Another reason why American consumer culture
has such a significant impact on other countries is the desire of multina-
tional corporations, based in the United States and seen as the driving force
of capitalism, to export American consumer goods and lifestyles. According
to Ritzer, who notes that the ability to exert ideological control over people
scattered across the globe has increased dramatically, the primary reason for
this is the astonishing range of consumer goods marketed through the me-
dia and advertising, coupled with the growing influence and complexity of
the media and advertising. All of this serves to create a global desire to con-
sume whatever benefits multinational corporations. Advertising and media
companies, which are examples of such corporations, also benefit from this
situation (Ritzer, 2011, p. 151).

As a result of all this information, the consequences of the globalization of
consumption can be explained in two ways. The first is the idea that indi-
vidual identity merges with culture and that capitalism transforms individ-
uals into consumers by altering their self-image and the structure of their
desires and aspirations in ways that serve its own accumulation (Waters,
1995, s. 143). In this transformation, consumption constitutes the funda-
mental source of self-definition and identity acquisition, leading global con-
sumption to create individuals with the same lifestyle across different geo-
graphical areas (Naisbitt and Aburdene, 2000, p. 108). Advertisements,
which are present in every moment of our daily lives, convey social messages
in addition to attempting to sell the product they contain. Advertisements,
which aim not only to place a product in the mind but also to present or
promote new lifestyles to society, must always establish harmonious con-
nections between this social message and the social structure, between the
values of society, and align their messages with the values of society (Cereci,
2003, p. 94). The preferences, tastes, and lifestyles of consumers shaped
through advertising transcend local boundaries and create a global identity
and culture. This leads to the erosion or disappearance of local identities and
cultures. In this sense, the globalisation of consumption creates a complex
wave of homogenisation alongside diverging trends. This "global consumer
culture" mentioned by some is often referred to by terms such as "American-
isation," "Western cultural imperialism," and "cocacolanisation" (Waters,
1995, p. 140).



CULTURAL IMPERIALISM AND ADVERTISING | 71

The second debate in the globalisation of consumption is the perception of
consumer culture as the spread of the Western rationalisation process first
defined by Weber. Weber was interested in ways of extending capitalism's
rational calculability beyond material matters to human relations, particu-
larly those related to production in the sense of achieving the broadest goals.
(Waters, 1995, p. 143). Ritzer's view (2017, p. 43) is that society, and there-
fore the world, has been affected by the process of McDonaldisation: the
process whereby the principles of the fast-food restaurant have begun to
dominate more and more sectors of American society, as well as the rest of
the world. In this process, which transforms customer sovereignty into con-
formist obedience and is based on the continuous development of rational
production, the working system of McDonald's companies encourages many
entrepreneurs to imitate this success.






2. CHAPTER
ADVERTISING AND CULTURE

2.1. Advertising Industry

Various communication tools have been used for marketing activities from
the past to the present. Undoubtedly, the most important of these commu-
nication tools is advertising. Advertising activities, which have been going
on for many years, play an important role in the implementation of market-
ing efforts and increasing sales figures for institutions and companies. For
this reason, advertising is quite functional in today's world, where free trade
conditions prevail and consumption is almost glorified. Consequently, ad-
vertising, which is an important actor in modern market structures, is an
indispensable element of daily life (Elden, 2016, p. 135). Many people obtain
information about individuals, organisations, products, and services
through advertisements and carry this information obtained from advertise-
ments into their daily lives.

Numerous attempts have been made to define advertising. In general, ad-
vertising is the act of introducing and promoting individuals, institutions,
products, and services to the public. (Okay, 2009, p. 6). Another definition
describes advertising as "presenting a message about a product or service to
the market verbally or visually." (Claser, 1972, p. 30). A different definition
that highlights the informative and motivational aspects of advertising de-
fines it as "the preparation and dissemination of messages that appeal to the
eye and ear in order to alert consumers to the existence of a brand or product
and to create a favourable attitude towards the brand or product" (Kurtulus,
1981, p. 27).

In 1961, the American Marketing Association (AMA) defined advertising in
its section on definitions as "a non-personal form of communication in
which ideas, products, and services are promoted for a fee" (Richards and
Curran, 2002, p. 64). In 2007, the scope of this definition was further ex-
panded to include the function of persuasion.

Advertising is defined as "the placement of persuasive messages and announce-
ments by companies, non-profit organisations, public institutions and individ-
uals in mass communication tools, by purchasing space and time, with the aim
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of informing and/or persuading individuals or audiences that constitute a spe-
cific target market about products, services, organisations or ideas" (Gundlach
and Wilkie, 2009, p. 262).

One of the names that includes the persuasive function of advertising in its
definition is Williams Arens. In his definition, advertising is "impersonal
promotional activities that enable any goods, services or ideas to be featured
in various paid communication tools and that have a persuasive nature"
(Arens, 2002, p. 6). Accordingly, advertising is persuasive and informative
and is designed to influence the audience's purchasing behaviour and/or
thought patterns. In this respect, advertising is a marketing tool and can be
used in conjunction with other marketing tools such as sales promotions,
personal selling tactics or publicity (Toffler and Jane, 1994).

The biggest debate in advertising practice stems from its persuasive nature.
In this respect, advertising conditions the consumer to engage in a specific
behaviour. In fact, while different options should be considered and the con-
sumer should choose the most suitable one, the advertiser does this job in-
stead of the consumer. Since the expected outcome of advertising is to in-
crease the sales of a product or service within a certain period, its persuasive
nature holds significant potential for increasing business profits. There is no
clear boundary between providing information and persuading. In this re-
gard, advertising creates new needs in people by promoting the appealing
aspects of the products and services it covers (Bir and Mavis, 1988, p. 20).
In this way, demand is created for the marketed products, and sales are at-
tempted to be increased. Consequently, advertisements possess a character-
istic aimed at capturing people's minds and emotions through the messages
they convey. This is because the content of advertisements includes the
brands and products of capital owners who seek to direct society for their
own interests, as well as the values and habits these individuals strive to
instil. Advertisements therefore carry important values for individuals and
institutions that are powerful or striving to be powerful in a society (Cereci,
2004, p. 9).

Williams, who considers advertising to be the "official art of modern capital-
ist society," states that modern advertising, which emerged in capitalist so-
cieties with the industrial revolution as an "institutionalised system of com-
mercial information and persuasion,” developed as an industry to support
mass consumption with the emergence of mass media at the beginning of
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the 20th century. (Williams, 2000, p. 171). In this respect, advertising is one
of the fundamental industries that drives the wheels of capitalism.

Advertising is one of the fundamental cogs in the giant economic wheel re-
sponsible for the largest part of one of the highest standards of living the
world has ever seen. Any product consumers purchase is just one of the
many areas of work carried out by product marketers or agencies working
with their profession and industry to bring that product to market. Adver-
tising is an experienced industry and is essential for most companies
(Sullivan and Bennett, 2002, pp. 31-2). This is because advertising is a highly
effective form of communication in terms of reaching large audiences. Any
brand or product can reach a wide audience simultaneously within seconds
through a simple television advertisement. Indeed, this is quite meaningful
in terms of the market structures that emerged after the industrial revolu-
tion, where the distance between producers and consumers increased. This
is because, in these market structures, where many brands in the same prod-
uct category compete to be preferred by consumers, it is essential that con-
sumers at least know the brand name (Elden, 2016, p. 140).

Today, advertising, the most important tool for brand building in integrated
marketing, is indispensable for companies due to its persuasive power, wide
range of applications, complete control over the message it conveys, and its
visual, auditory, and narrative richness. Advertisements are highly func-
tional in establishing specific associations with a product or brand. In adver-
tising messages, the brand name and claims related to the brand constitute
the two fundamental message components. Many advertisements create at
least these two associations in the minds of viewers (Uztug, 2003, p. 171).
Therefore, companies seeking to create product and brand awareness under
today's intense competitive conditions make extensive use of advertising. It
has become possible to create the desired brand image and even give per-
sonalities to brands through advertising.

The most popular example in this regard is the advertising campaigns car-
ried out by the renowned advertiser Leo Burnett. Marlboro, produced by
Philip Morris, one of the world's largest cigarette companies, in 1924, is per-
ceived as a product aimed at women due to many features such as its pack-
aging design and marketing communication activities. So much so that it is
considered one of the first cigarettes produced for women in the world. No-
table for its low sales and failing to capture even one per cent of the total
market, Marlboro based its marketing communication activities for twenty
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years on the theme of how feminine the cigarette was (Mingo, 1995, p. 12).
Believing that including men in the target audience would further increase
sales, Burnett decided that it would be more appropriate for Marlboro to
shed its feminine identity and adopt a masculine one. For this reason, he
opted for a narrative style in the brand's communication strategies that em-
phasised more masculine traits. This narrative was built around the image
of the "cowboy," known in American society as a strong and courageous male
figure. This constructed relationship provided Marlboro with a new image
and brought it a success that would leave its mark on advertising history:
(Rutherford, 2000, p. 56). Thus, the brand's image and the life values it re-
flected, created using social codes, were idealised, increasing demand for the
product.

According to Silverstone, brands or products are constructed as objects of
desire within an advertising and marketing system, depending on the devel-
opment of a metaphor and myth discourse. Here, images of a super-reality,
where the image is seductive, are used. Advertising, which is rapidly increas-
ing its influence within society as a producer of symbols and meaning, cre-
ates an abstract universe in the process of consumers obtaining products.
Displaced meaning is the solution to the problem of a culture's impermea-
bility to cultural ideals. These ideals created through advertising are trans-
ferred to a cultural universe other than everyday life. This is the desire for
meaning created and sustained by advertising. Goods represented by im-
ages, metaphors and similes presented through advertising create a utopian
discourse that potential and actual buyers purchase. Goods are now coveted
and imagined things. The focus of these dreams encompasses both the de-
pictions of an ideal world that the messages aim to show and the depictions
of the real world that will develop new meanings. While the former can take
refuge in the infinity of goods and dreams and preserve its existence, the
latter is completely defenceless against the erosion of everyday life
(Silverstone, 1994, p. 125). Ultimately, individuals exposed to the advertis-
ing industry's intense barrage of messages become consumers who do not
seek their needs of their own volition but rather satisfy them through guid-
ance, consuming themselves economically and psychologically (Zorlu,
20164, p. 95).

In light of all these definitions and interpretations, it is necessary to high-
light some important moments that shaped the origins of advertising before
the early 20th century, when global advertising gained more prominence.
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2.2. The Historical Development of Advertising in the World

Throughout history, advertising activities have appeared within the social
life of many civilisations established in different parts of the world. Unsal
states that the emergence of the concept of advertising coincides with the
historical process of the beginning of trade between people. Although there
is no definitive evidence as to where advertising was first practised, some
advertising tools can be found in the traces of ancient civilisations. A papyrus
in Ancient Egypt promising a reward to anyone who found and returned a
runaway slave, walls displaying the wages and characteristics of slaves, and
advertisements for various products and shows on stones in the squares of
Roman and Greek cities are some examples of this (Unsal, 1984, s. 20). In
addition, it is known that the first advertising activities were carried out in
ancient times, particularly by those engaged in trade, with the aim of selling
the products they produced and trading with different civilisations. Along
with these commercial activities, it is possible to say that the first advertising
activities were carried out indirectly by presenting the products for con-
sumption through methods such as sealing (marking), painting, and label-
ling.

2.2.1. The Early Years: Budding

Eckhardt and Bengtsson (2010, p. 212) compiled a chronological list of var-
ious data related to the first advertising practices in their study. The table
below lists the time, region, and advertising application sources. It can be
seen that advertising applications emerged from the 13th century BC on-
wards across a wide geographical area stretching from Ancient Egypt to
Rome and from China to Europe, with the aim of reaching consumers
through trade. These early examples of advertising are also considered to be
the first concrete advertising applications. The roots of advertising, from dis-
playing goods outside to painting murals, marking pottery and ceramics, and
persuading customers, go back to ancient times.

Table 1 : The Development of Advertising (Branding) Practices Throughout History

Time Region  Application Source
Mesopo- . . Wengrow
13th century BC - 7th century BC tamia Sealing practice 2008
3000 BC Egypt Commodity labels \thl)grégrow
2700 BC China Marl'<1ng of pots Greenberg
and jars 1951
2250-2000 BC India Sealing practices Moore and

that show how Reid 2008
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2000-1500 BC
1500-1000 BC

1000-1500 BC

825-326 BC

206 BC - 200 AD

618 AD - 1279 AD

27 B.C. - 1453 AD.

13th century — 16th century (Middle Ages)

1644 -1911

1772 -

1870 -

China

Cyprus

Phoeni-
cia

Greece

China

China

Roman

Europe

China

England

United
States

goods were ac-
quired, stored and
processed, and
identify the sender

Family crests

Signs  indicating
copper quality
Unique  painted
garments

Slogans and pro-
ducer mottos writ-
ten on pottery and
ceramics

Family and place
names used to
identify  product
origin, paper ad-
vertisements
State-imposed
product  stamps,
product labels,
brand (text and
symbolic  logo),
printed advertise-
ments

Inscriptions on
bowls, pots and
lamps, shop signs

Notable product
features

Retail signs, sym-
bolic brands, brand
protection,  care-
fully managed cor-
porate image, de-
velopment of
brand concepts
Product naming,
segmentation, ad-
vertising, cus-
tomer support
National ~ brand
creation, creative
advertising,  ag-
gressive  promo-
tion, professionally
managed company

Moore and
Reid 2008
Moore and
Reid 2008
Moore and
Reid 2008

Moore and
Reid 2008

Kaufman
1987; Ma
2007

Ma  2007;
Hamilton
and Lai
1989; Wang
2008; Zuo
1999

Mollerup
1999; Dia-
mond 1975;
Perkins
2000
Richardson
2008

Bolu 2002;
Cochran
2006; Wang
2008; Ma
2007; Ham-
ilton and Lai
1989

Koehn 2001;
McKendrick,
Brewer, and
Plumb 1982
Koehn 2001;
Low and
Fullerton
1994;
Strasser
1989
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image, organised
customer support

The first examples of advertising in the modern sense can be seen in medi-
eval Europe. In the early part of this period, literacy rates were very low, so
sellers tried to attract customers by shouting like town criers to sell their
products (Camdereli, 1999, p. 234). In this pre-industrial era, some im-
portant developments gave rise to the first examples of modern advertising.
With Gutenberg's invention of the printing press in the mid-15th century,
significant changes took place in social life, communication, and advertising.
This new technology gave rise to the first forms of advertising, such as post-
ers, billboards, and flyers, enabling businesses to reach wider audiences. The
advertisement for the book “The Pyes Of Salisbury,” prepared by William
Caxton in 1477 for clergymen, went down in advertising history as the first
wall poster.

Image 1 : Advertisement promoting the book entitled "The Pyes Of Salisbury," displayed on
a church wall in England in 1477

Source: http://genius.bodleian.ox.ac.uk/exhibits, Access Date: 14 January 2019

With the proliferation of newspapers, the first examples of today's printed
advertising practices began to appear. Dyer states that advertising as we
know it today emerged in the 17th century. He notes that from the mid-17th
century onwards, as a result of the spread of the printing press and the pro-
liferation of newspapers, some merchants began placing advertisements in
these newspapers. He states that these first examples of printed advertising
seen in newspapers were mostly advertisements related to human health,
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such as "over-the-counter medicines" and "miraculous cures" (Dyer, 2010, p.
21).

Advertising historian Henry Sampson states that the first newspaper adver-
tisement dates back to 1650. This advertisement appeared in the Several Pro-
ceedings in Parliament newspaper and offered a reward for the return of 12
stolen horses. Another historian, Frank Presbrey, argues that the first adver-
tisement was a book advertisement published in Mercurius Britanicus in
1625. (Unsal, 1984, p. 22). In any case, although the 17th century was the
period when the first steps towards modern advertising were taken with the
emergence of the newspaper as a new communication channel, various
sources consider a house sale advertisement published in The Boston News
Letter, which began publication in the United States in 1704, to be the first
newspaper advertisement ever published.

M Al ﬁw
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be preféns, Danger. of | th
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Source: newenglandhistoricalsociety.com, Access Date: 18 January 2019

However, these advertisements still reached a limited number of people. The
solution to this problem came with the Industrial Revolution and the rapid
developments in mass communication and transportation.

2.2.2. The Industrial Age and the Birth of Agencies

With the Industrial Age, which began in England in the late 1700s and in
North America in the early 1800s, advertising became even more important
worldwide and began to be used in a real sense. Large companies using ma-
chines to produce goods of uniform quality increased their productivity. The
increased quantity of products through mass production reduced the
amount consumers paid for a product for the first time. During this process,
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people engaged in farming in rural areas began to migrate to cities. This sit-
uation began to create large mass markets where marketing and advertising
activities would increase in the future. Furthermore, by the mid-1800s, the
world population had doubled, exceeding 1 billion people. Producers, who
were producing more than the increased demand for consumption, turned
to mass consumption to sell their goods. Advances in railways and maritime
transport, in particular, made it easier for producers to distribute their prod-
ucts beyond the local market. Thus, mass consumption demands, coupled
with the surpluses achievable through mass production , sparked interest in
mass marketing techniques such as advertising to inform new markets
about the availability of products (Arens and Weigold, 2017, p. 14).

By the mid-19th century, goods production and transportation capabilities
had increased to such an extent that traditional communication and control
mechanisms, both in terms of the volume of material flows and the system's
capacity to handle them, lagged behind this increasing speed. For example,
a business owner who previously produced and sold a limited number of
goods could now produce thousands of products in a short period of time.
This situation, which undoubtedly made controlling the market much more
difficult for producers than before, led to a control crisis. As this control
crisis spread throughout the material economy from the 1840s to the 1880s,
it inspired a wave of innovation in the fields of information processing, bu-
reaucratic control, and communication. This continuous innovation, which
affected carriers, producers, distributors, and mass marketers, peaked in the
1870s and 1880s, and by the beginning of the century, this crisis had been
largely brought under control. This process also gave rise to the control rev-
olution. This revolution entrusted control to newly created structures such
as new transport infrastructure, telecommunications systems, and mass me-
dia. (Beniger, 1986, pp. 219, 291).

During this process, the importance of advertising in controlling the con-
sumption demands of the masses has grown significantly. The advertise-
ments used during this period were mostly aimed at promoting the product.
During the industrial age, which lasted until around the end of World War
I, manufacturers were primarily concerned with production. The task of ad-
vertising fell to local retailers and large firms such as Montgomery Ward and
Sears Roebuck, which handled mail-order sales. Only a few innovative man-
ufacturers foresaw the usefulness of mass communication tools to increase
demand for their products. The technological advances of the Industrial Rev-
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olution brought about major changes in advertising. The invention of pho-
tography in 1839 added a new world of creativity. Advertisements now in-
creased their visual persuasiveness by showing products, people and places
as they really were, rather than how an illustrator might visualise them. By
the 1840s, some manufacturers began using magazine advertisements to
reach the mass market and encourage mass consumption (Arens and
Weigold, 2017, p. 14).

The widespread promotion of certain ideas and services through mass media
has led to the emergence of professional groups dedicated entirely to this
task. Mattelart states that the first concept of an advertising agency was pro-
posed by the Frenchman Theophraste Renaudot, owner of the Gazette. Re-
naudot established a "meeting and consultation" office in Paris in 1630 with
the aim of serving the public. Through this office, Renaudot primarily
sought to support the development of charitable organisations of the time
and to amplify their voices. This office, established by Renaudot and consid-
ered the first advertising agency, took on various roles, from political prop-
aganda activities to commercial advertising. In later years, the British
adapted this "office" structure to their own needs, and the idea subsequently
lost its public service feature and began to commercialise (Mattelart, 1991,
p. 11). Advertising, which began on an individual basis, became more sys-
tematic with the establishment of the first agency in London in 1812 (Unsal,
1984, p. 26).

The freedom achieved by the press in the same environment paved the way
for the establishment of the Havas Agency, the first company to collect and
distribute news worldwide. The creator of the press agency continued on its
path and also created the "advertising agency" formula. When newspapers
showed their trust by granting him the authority to sell their advertising
pages, the Havas regime first established the first organisation to control the
flow of advertising resources and then began to perform the function of con-
trolling the flow of information. There is only one similar example from the
early 18th century: Dentsu. This giant of advertising, the first Japan-based
and international agency, has continued its horizontal and vertical develop-
ment uninterrupted since that day (Mattelart, 1991, p. 12).

The first advertising agency in America was founded in 1841 by Volney B.
Palmer. In the 1860s, agencies such as N.W. Ayer and Son and J. Walter
Thompson were established. American advertising agencies gained their
professional identity between 1920 and 1930. During this period, the largest
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firms formed a network through branches they established in different coun-
tries. McCann Erickson, founded shortly before these years, followed
Thompson's lead and began to spread across the world with its partner Esso
(Mattelart, 1991, p. 13). Apart from these agencies, advertising practices
also began to appear in outdoor environments. With the development of
printing technology in particular, advertising posters began to be used on
roadsides, building walls and streets. The painting "A London Street Scene"
by English painter John Parry, created in 1840, shows that outdoor advertis-
ing was used extensively in London during these years.

Image 3 : "A London Street Scene" John Parry
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Source: johncoulthart.com, Access Date: 20 January 2020
2.2.3. Creative Revolution: From Local to International Audiences
The first radio broadcast in 1907 marked the emergence of a new medium
for advertisers. The first commercial radio station, established in 1922 under
the name WEAF, produced its first advertising programme two years later,
entitled "The Everready Hour". By the 1930s, half of all homes in the United
States had a radio, and radio advertising revenue reached $10.5 million
(Unsal, 1984, p. 40). Advertising content was created through this new me-
dium, and the target audience for advertisements expanded. Until this pe-
riod, advertising applications, which had only appeared in visual and printed
form, succeeded in reaching audiences through sound, independent of the
physical environment, with the advent of radio.
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During the economic crisis of 1929, the many difficulties experienced
around the world were also reflected in the advertising sector. Both the re-
duction in advertising expenditure and the negative reactions of consumers
to advertisements had a negative impact on the advertising industry. Faced
with consumer opposition to advertising and corporate budget cuts, the ad-
vertising industry needed to increase its effectiveness. For this reason, Dan-
iel Starch, A. C. Nielsen, and George Gallup established research companies
to examine consumer preferences and attitudes. These companies created
new marketing research institutes that provided information about public
opinion, the performance of advertising messages, and the sales of adver-
tised products (Arens and Weigold, 2017, p. 16). Here, they conducted re-
search aimed at discovering the public's preferences for purchasing any
brand, the times when radios were listened to, and why sales of different
products increased or decreased during certain periods (Unsal, 1984, p. 40).

Despite the difficulties faced by advertising and the economic and social tur-
moil brought about by World War II, advertising developed rapidly in the
1940s and 1950s. In particular, the advent of television in the 1940s, which
appealed to both the eye and the ear, contributed significantly to the ad-
vancement of advertising. During this period, companies' advertising budg-
ets increased, and organisations operating in the advertising market began
to lay the foundations of the advertising industry (Avsar and Elden, 2004, p.
13).

With television overtaking radio as an advertising medium, the time and
effort spent on advertising also increased. Live spot advertisements gave way
to pre-recorded commercials. In a short time, advertisements became the
most expensive products on television. By 1960, one minute of advertising
on television cost between 10,000 and 20,000 dollars (Rutherford, 2000, p.
22).
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Image 4 : The First Television Advertisement, Bulova Watches, 1941

AMERICA RUNS ON BULOVA TIME

Source: campaignlive.co.uk/article/history-advertising, Access Date: 21 January 2020

The golden age that began at the end of World War 1II lasted until 1979. In
the early 1950s, consumers increasingly purchased more modern products
in an attempt to climb the social ladder. This period gave rise to the Creative
Revolution, where advertisements focused on product features that implied
social acceptance, style, luxury, and success. Giants in the field such as Leo
Burnett, David Ogilvy, and Bill Bernbach emerged, building their agencies
from scratch and changing the way advertising was planned and created.
Rosser Reeves of the Ted Bates Agency proposed the idea that every adver-
tisement should highlight the features that make the product different from
its competitors (Unique Selling Proposition - USP). However, as the USP
was used repeatedly, consumers began to find it difficult to identify what
was unique. As increasingly imitative products appeared on the market, the
effectiveness of this strategy, which offered quality, variety, and conven-
ience, eroded. Companies then turned to a new strategy: market segmenta-
tion, where marketers sought unique groups of people whose needs could
be addressed with specialised products. The emphasis in advertising shifted
from product features to brand image, and brands were sought to be aligned
with profitable market structures (Arens and Weigold, 2017, p. 16).

In the 1970s, researchers Jack Trout and Al Ries introduced the positioning
strategy, which left its mark on advertising and brand applications. Accord-
ing to this strategy, in order to be successful in an environment where many
brands compete with each other, it is necessary to positively change con-
sumers' perceptions of the brand. This is determined by the target audience's
perceptions of the brand, the product, and the competitors (Elden, 2016, p.
151). While all this was happening in the United States, across the Atlantic,
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a new generation of advertising professionals, graduates of P&G and Col-
gate-Palmolive training programmes, were now teaching the secrets of mass
marketing to their international clients (Arens and Weigold, 2017, p. 17).

When examining the development of international advertising agencies dur-
ing this period, we observe that American agencies dominated the market
to a significant extent. Of the 50 largest agencies in 1972, 35 were American,
and from that date until 1981, 31 of the 50 largest agencies were American.
In the 1970s, nine of the ten largest agencies were American and were par-
ticularly important internationally because they derived a significant portion
of their revenue from overseas operations. Over time, these agencies have
also been divided among fewer companies through acquisitions and mer-
gers. (Aydin, Terpstra and Yaprak, 1984, p. 53). Consequently, the diversi-
fication of mass media and its growing international user base over time
have also expanded the sphere of influence of global advertising agencies.

Table 2 : The Internationalisation of American Advertising Agencies

Percentage of Revenue Qutside the US

Adyertising Agency 1958 1968 1976
J. Walter Thompson 29.1 37.3 50.4
Young & Rebicam 14.2 24.4 38.7
McCann-Erickson 21.9 45.9 66.8
Leo Burnett 2.8 3.7 30.5
Ted Bates - 39.8 50.0
BBDO 0.8 5.3 322

Source: (Mattelart, 1991, p. 15)

2.2.4. Post-Industrial Era: Mega Mergers and Multinational Agencies

The post-1980 period is referred to as the post-industrial era in advertising
history. During this period, people became aware of the environmental dan-
gers posed by excessive consumption and began to worry about their de-
pendence on vital natural resources. The energy shortages and the Cold War
of the 1980s led to the development of new strategies (Arens and Weigold,
2017, p. 17). During this period, companies began to produce advertise-
ments that demonstrated their concern for the environment and human
health. Brands that appeared to be more concerned about social issues grad-
ually turned this into a more aggressive strategy against their competitors.
In an increasingly competitive environment, large multinational companies
and agencies acquired other major companies around the world, leading to
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massive mergers. These structures, strengthened financially, also found it
easier and more effective to reach various target audiences in different re-
gions.

Until then, European and Asian advertising had caught up with the United
States. For several years, Young & Rubicam in New York and Dentsu in
Japan emerged as the world's largest advertising agencies. Later, two broth-
ers, Charles and Maurice Saatchi, based in London, began acquiring agencies
worldwide. Quickly, a number of high-profile agencies disappeared under
the umbrella of larger agencies. Subsequently, major agencies from Europe,
the US, and Japan made further acquisitions as they emulated the merger
frenzy of their multinational clients (Arens and Weigold, 2017, p. 17). Most
of these trends are linked to technological developments. This has always
allowed for more standardised practices that push markets towards global
partnerships, and agencies have operated through centralised models to
meet client needs.

“The key to success in the global market lies in offering global products and
services, that is, marketing standardised products and brands worldwide.”
Ultimately, large international companies such as Coca Cola, Marlboro,
McDonald's, Esso, and Rolex began to implement a general approach, using
the same marketing strategies, themes, slogans, and jingles in many coun-
tries (Mattelart, 1991, p. 30). These strategies were developed based on the
idea that all people around the world have similar tastes and desires. How-
ever, growing international trade competition has intensified. High profits
attracted imitators to the market, each offering the most attractive product
features at the lowest cost. This led consumers to discover higher quality
and lower prices among more options. This new generation of affluent con-
sumers was more concerned with the quality of their lives. By the mid-
1980s, advertising strategies, particularly in the cosmetics industry, were
geared towards the 'me' generation: "L'Oréal: Because I'm worth it" (Arens
and Weigold, 2017, p. 18). With these strategies, consumers who formed
the target audience of brands were sharply differentiated by their lifestyles.
This led to the emergence of practices aimed at differentiating advertising
messages according to different advertising environments and audiences.

This logic, which assumes divisions in the global market, has given rise to
an approach that takes into account differences in consumer tastes and is
more nuanced (Mattelart, 1991, p. 31). This shift reflects the "think globally,
act locally" trend, where central planning and strategy often originate in the
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US, but advertising is produced locally. For example, Coca-Cola, one of the
first companies to advertise worldwide, organised regional campaigns by
working with different agencies in different parts of the world to run cam-
paigns that incorporated local traditions, values and beliefs.

Over time, countless firms have emerged that have made international ad-
vertising part of their overall advertising strategy. What put some agencies
on the international map () was not just advertisements and campaigns, but
also advertisers' use of the opportunities offered by new media. The 1980s
are described as the "golden age of television advertising" (Tungate, 2008, p.
57). During these years, television's dominance as an advertising medium
was cemented, particularly through cable TV, which profoundly changed the
television industry over the course of a decade. Major players such as CNN
were able to sell advertising, giving companies the opportunity to promote
their products to a global audience (Dimmick, Patterson and Sikand, 2009,
p. 24). In the years that followed, new technologies and the applications they
brought about transformed the advertising industry.

2.2.5. Branding, Internet and the Current State of Global Advertising

In the 1990s, changes in promotional strategies, technological advances, and
new opportunities provided by the global economy brought about some sig-
nificant changes in the advertising industry. In terms of promotional strate-
gies, as specialist consultants entered the scene, the traditional relationship
between agencies and clients began to change. The need to reach a global
audience became increasingly important, and companies strove to find the
most effective media outlets at the lowest possible cost. Thus, the interna-
tional advertising industry began to adopt an "integrated marketing" ap-
proach, and elements such as promotion, advertising, public relations, per-
sonal selling, graphic design, and internet advertising were carried out in a
coordinated manner. All these changes have also affected the size, structure
and functions of agencies, initiating the development of branding. As the
current media mix grew in complexity, large agencies diversified their media
departments.

The emergence of new communication technologies such as the internet
during these years brought new opportunities for advertisers. Advertising
Age recognised 1994 as the "year of the internet". In February of the same
year, the first successful search engine was launched (Jerry's World Wide
Web Guide, later Yahoo); in July, Jeff Bezos founded Amazon.com; and in
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October, the first banner advertisement was published: an AT&T advertise-
ment placed by Modem Media on Wired magazine's website, (Johnson,
2010). As internet technology began offering consumers a range of products
and services online, advertising agencies also tried to keep pace with new
technological strategies. By the end of the 1990s, there were approximately
60 million internet users in the US alone, and internet commerce had
reached $8 billion. Internet advertising expenditure reached an estimated
$300 million, and this figure tripled by the year 2000 (Advertising Age,
2005).

The latest estimates for global advertising expenditure exceed $400 billion
per year. Today, more than half of the world's media expenditure occurs in
developed countries (Arens and Weigold, 2017, p. 19). As shown in Table
3, the global companies with the highest advertising expenditure are those
in developed Western countries.

Table 3 : Top 10 Global Companies with the Highest Advertising Expenditure in 2014

. Global Advertising Adve.rt ising  Ex-
Advertising . penditure in the US
Headquarters Expenditure . .
Company L Expenditure (Mil-
(Millions of Dollars) | ;.
lions of Dollars)
Procter & Gamble Cincinnati, USA $10,125 $2,919
Unilever Rotterdam, - United | ; g3, 844
Kingdom
L'Oréal Clichy, France 5,264 1,474
Coca-Cola Atlanta, USA 3,279 409
Toyota Motor Toyota, Japan 3,185 1,203
Volkswagen Wolfsburg, 3,171 605
Germany
Nestlé Vevey, Switzerland | 2,930 703
General Motors Detroit, USA 2,849 1,660
Mars Inc. McLean, USA 2,569 827
McDonald's Oak Brook, USA 2,494 936

Source: (200 Leading National Advertisers, 2015) , Date of Access: 04.02.2020

The next opportunity for international brands to engage with a new global
consumer culture began with the emergence of Web 2.0 technology. This
technology, which enables interaction with audiences, has allowed advertis-
ers to develop new strategies for communicating with consumers. Personal
devices such as tablets and smartphones offer advertisers new environments
to reach potential customers, while social media networks such as Facebook,
Instagram, and YouTube, which are widely used around the world, have in-
creasingly transformed advertising into a personalised sales and interper-
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sonal communication process. While all these developments offer new op-
portunities for global advertising, they have also brought the business world
closer to the global consumer audience.

In the contemporary global advertising environment, brands have more op-
portunities than ever to interact with consumers. Tungate states that brands
engage consumers through multiple channels via social media networks.
Every social network attracts the attention of agencies because these envi-
ronments, which offer more than traditional media, provide the opportunity
to get closer to consumers and actively guide them. Although all these de-
velopments promise consumers more freedom of choice, Tungate states that
even the most awe-inspiring environments in the world can be rendered or-
dinary and dysfunctional with content lacking in magic (Tungate, 2013, p.
247). In this regard, people's individual reactions to newly produced prod-
ucts must be suppressed, and they must be persuaded that they should ac-
cept consuming these products. Furthermore, they must be persuaded that
there is no moral objection to excessive consumption, spending money, and
satisfying desires and pleasures. For this reason, advertising, which is part
of the process, must persuade individuals on all these issues (Kellner, 1991,
p. 76). Today, the technological and aesthetic capabilities of global advertis-
ing can create various emotional illusions, manipulating individuals in the
desired direction. This has brought new discussions to the fore regarding
the extent to which international advertising campaigns will affect local cul-
tures in the future.

McKinsey & Company's Global Media Report states that global media
spending increased by 5.4 per cent in 2014 (1.6 trillion dollars) and that
spending over the next five years will increase by 5 per cent annually (2.1
trillion dollars by 2019) (McKinsey, 2015). Analysts state that advertisers
spent approximately $600 billion worldwide in 2015. This figure represents
a 6% increase from 2014. Global advertising has become a significant player
in economic, political, and cultural dynamics. The top five countries with the
highest spending in total paid media, digital and mobile advertising catego-
ries are the United States, China, Japan, Germany and the United Kingdom.
Additionally, in 2015, the United States accounted for 31.9% (190 billion
dollars) of the global advertising market (eMarketer, 2015).

Digital advertising expenditure, including internet and mobile advertising,
grew by 16.1 per cent in 2014, making it the fastest-growing category. Media
expenditure continues to shift rapidly from traditional products to digital
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products and services. By 2019, digital is expected to account for more than
50 per cent of total media spending (Bagchi, Murdoch and Scanlan, 2020).
Furthermore, advertisers spent approximately £64 billion worldwide on mo-
bile advertising in 2015, which was a significant driver of global advertising
growth. This figure represents an increase of approximately 60% since 2014
(eMarketer, 2015), and mobile advertising spending is expected to reach an
estimated $231 billion by 2019 (Bagchi, Murdoch and Scanlan, 2020). This
global expenditure is controlled by a handful of major advertising agencies.
WPP is the world's largest advertising holding company, with revenues of
approximately £18 billion. It has 194,000 employees in 3,000 offices across
112 countries. The largest advertising companies after WPP are Omnicom
Group, Publicis Groupe, Interpublic Group and Dentsu (WPP 2016). With
their globally operating professionals and billions of dollars in revenue, the
impact of these global holdings on markets, media, changing local spaces
and cultures cannot be ignored.

2.3. The Historical Development of Advertising in Tiirkiye

The beginnings of advertising in Tiirkiye, as in the rest of the world, emerged
verbally in parallel with economic and commercial developments. The first
examples of advertising were street vendors, hawkers and town criers an-
nouncing the sale of various products in the streets and markets and provid-
ing information about these products. However, print advertising began
much later in Tiirkiye than in Western countries. This was largely due to the
late arrival of the printing press in Tiirkiye. Press advertising, which began
in the West in the 16th and 17th centuries, only began to appear in Tiirkiye
in the mid-19th century (Avsar and Elden, 2004, p. 13).

Advertising activities in the Ottoman Empire began in a conscious manner
with the Ceride-i Havadis newspaper, published by William N. Churchill in
1840. A special section entitled 'ilanat' was created in the newspaper to fea-
ture various advertisements. During this period, newspapers earned income
from advertisements and announcements, in addition to the assistance they
received from the state (Kologlu, 1999, p. 32). The Tanzimat and Islahat
Edicts and various political and economic relations established with Euro-
pean countries brought about certain changes in Ottoman society. While
there was little difference in the nature of local advertisements during this
period, there was an increase and diversification in foreign-origin advertise-
ments. (Kologlu, 1999, p. 52). Another source also notes that the first com-
mercial advertisement in a newspaper appeared in the Terciiman-1 Ahval
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newspaper in 1864. This advertisement announced that a glassware shop
had imported new products for the month of Ramadan. (Unsal, 1984, p. 47).

From 1880 onwards, with the increase in newspaper sizes, the space allo-
cated to advertisements also increased. In the field of magazine publishing,
publications with quite good print quality began to appear (Okay, 2009, p.
36). Additionally, handbills and wall posters began to appear for the first
time during these years. Full-page advertisements began to appear in news-
papers during these years, featuring illustrations of European women with
their hair uncovered. The use of photographs was also first seen during these
years. Advertisements were repeated, attempts were made to attract atten-
tion by using frames and changing the direction of the headline, and show-
ing Western witnesses in particular to persuade people also began during
this period (Kologlu, 1999, p. 138).

The freedom of the press that came with the Constitutional Monarchy paved
the way for the true beginning of advertising. During this period, some en-
trepreneurs, seeing the profitability of advertising, became active, and in
1909, the Advertising Collective Company was established. From the Re-
publican Era onwards, local companies also began to attach importance to
advertising, particularly due to the professional and continuous advertising
campaigns of Western-based companies, and the advertising sector began to
develop (Unsal, 1984, p- 48). With this period, social and economic struc-
tures in Tiirkiye began to change significantly, with the Economic Congress
held in Izmir in 1923 playing a pioneering role in this process. The newly
formed bourgeoisie also stimulated the advertising industry (Okay, 2009, p.
39). However, the fact that a significant portion of economic initiatives re-
mained under state monopoly until the 1950s limited the advertising sector.
The increase in private entrepreneurship after these years accelerated the
development of advertising (Dalkiran, 1995, p. 8).

When examining the development of the advertising market in the West, it
is evident that mass production, which emerged with the Industrial Revolu-
tion, played a crucial role. In Western developed countries, where liberal
economic conditions prevailed, advertising played an important role in
achieving mass consumption, which was necessitated by mass production.
Advertising became a highly valued activity for companies. Undoubtedly,
this situation has greatly accelerated the development of advertising. How-
ever, this entire process began much later in Tiirkiye (Elden, 2016, p. 154).
Similarly, the development of Turkish advertising began in parallel with the
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development of the country's economy after the 1940s. In 1944, Eli Aciman,
Mario Began, and Vitali Hakko, owner of the 'Vakko' company, jointly estab-
lished the Faal Advertising Agency. The liberal policies pursued after 1950
facilitated the entry of Western industrial products into the country (Okay,
2009, p. 43). This situation paved the way for an increase in the number of
advertising companies and the proliferation of advertising agencies, giving
advertising significant momentum.

Since 1951, when radio stations began broadcasting advertisements, the first
radio commercials were aired by banks, public institutions, and private com-
panies. Subsequently, collective advertising programmes were organised,
marking the transition to professional radio advertising. Faruk Deniz
founded Televizyon Reklam in 1956 and began working in radio advertising.
In addition, Tiirkan Sedefoglu's Sedef Reklam and Can Okan's Teleradyo
were pioneers in radio advertising. Subsequently, the advertising sector de-
veloped with the establishment of new agencies.

The period between 1957 and 1961 witnessed unfavourable developments
for advertisers. The Council of Ministers Decree dated 27/11/1957 granted
the right to place advertisements in newspapers and magazines solely to the
Official Advertisements Company. As a result, advertising agencies' direct
connections with communication channels were severed. However, with the
establishment of the Press Advertisement Agency in 1961, the condition
that "only official announcements and foreign-sourced advertisements can
be published through this agency" was introduced, and all announcements
and advertisements were liberalised (Unsal, 1984, p. 49). As Eli Aciman,
one of the founders of the first advertising agency in Tiirkiye, pointed out,
this development ensured that advertising became a profession. This situa-
tion removed the monopoly granted to the Official Advertisements Com-
pany in press advertising and opened the doors of newspapers to advertising
agencies. (Aciman, 1998, p. 13).

In 1972, TRT began commercial broadcasting, and with the subsequent
transition to colour broadcasting, the advertising sector developed further.
In the following years, with the establishment of private television channels,
as well as the emergence of services such as cable television and teletext,
advertising in Tiirkiye began to benefit from all modern advertising tools, as
in the West. In particular, the entry of global companies into the country
and the collaborations and partnerships between local companies and for-
eign advertising agencies led the Turkish advertising sector to begin working
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in parallel with the global advertising sector and to be influenced by devel-
opments (Avsar and Elden, 2004, p. 16). Global capital, which entered the
Turkish market intensively in the 1990s, starting in the 1980s, brought with
it production tools, techniques and advertising agencies. However, during
these years, the limitation of foreign capital share to fifty per cent led to the
market being structured more in the form of partnerships. Indeed, global
advertising agencies such as McCann Erickson, which formed a partnership
with Pars Ajans in Tiirkiye to create ParsMcCann/Erickson; Thompson,
which formed a partnership with Man Ajans to create ManAjans/Thompson;
and Saatchi and Saatchi, which formed a partnership with Giizel Sanatlar to
create Giizel Sanatlar/Saatchi and Saatchi, played an important role in shap-
ing the sector. Looking at the present day, we see that, on the one hand,
partnerships have changed hands and, on the other hand, all shares have
been purchased by global advertising agencies (Hizal, 2005, p. 116). Rela-
tionships established in this way enable international advertising agencies
to control the advertising expenditures of their clients serving the global
market.

According to the Media and Advertising Investments Report prepared by the
Advertisers Association, total media and advertising investments in Ttiirkiye
amounted to 5.4 billion TL in the first half of 2019. Television organisations
accounted for the largest share of these investments at 48.1%. Digital media
followed television with 31.0 per cent, outdoor advertising with 9.1 per cent,
and print media with a 6.8 per cent market share. Digital media showed a
significant increase among these investments. Investment in digital media
increased by 10.8 per cent compared to the same period in 2018
(www.rd.org.tr). In recent years, brands' advertising investments, particu-
larly in Google and Facebook, have reached abnormal percentages. Research
conducted in 2018 shows that the percentage of advertising investment in
Google, Facebook, YouTube, Twitter and Instagram was between 62% and
68%. This situation demonstrates the extent to which investment in foreign
advertising platforms has increased (Avci, 2018). All these developments
are making the advertising market in Tiirkiye more open to international
companies and advertising agencies.

2.4. The Relationship Between Advertising and Culture
Historians and archaeologists will one day discover that the advertisements of
our time are the richest and most faithful daily reflections of all the activities
of any society to date. Even Egyptian hieroglyphics lag far behind in this re-
spect. (McLuhan, 1994, p. 253).
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Oskay states that the process of mass communication, from its emergence
to the present day, should not be limited to communication via "mass media"
but should also be considered in conjunction with all social communication
processes. He explains the reason for this by stating that, with the transition
to industrial society, consumption and market relations have become social-
ised to the extent of encompassing the entire social life, in parallel with the
increasing socialisation of production. The role of mass communication in
this new social life is not to preserve the existing hegemonic structure in
societies through coercion, but rather to protect it through cultural regula-
tion, which is a more appropriate way to maximise the potential of today's
advanced technology. The cultural function of mass communication is to
present and instil a hegemonic ideology in society with the aim of legitimis-
ing the dominant culture in all other cultural spheres of society and increas-
ing its effectiveness. This cannot be considered merely a process of manipu-
lation. Mass communication can fulfil this function when individual con-
sumers participate in this communication process and see that they can thus
better adapt to social life. However, human consciousness, which is forced
to participate in today's functionalised and instrumentalised social relations,
acquires the competitive, exhibitionist and consumerist personality traits of
today's societies (Oskay, 2014, pp. 53-54). Among the mass communication
tools that perform this function today, advertising plays a major role.

"Advertising aims to whip up the consumer's feeling of dissatisfaction with
their current life. They should feel a lack in their own private life, not in soci-
ety's life. Advertising tells them that life will be better when they acquire the
object being offered; it offers them a better life than the one they currently
have... The fundamental unease on which advertising is based stems from the
following fear: if you have nothing, you are nothing. The power to spend
money is equated with the power to live" (Berger, 2009, pp. 142-3).

According to Dagtas, the cultural analysis of advertising is linked to con-
sumer culture. This is because in societies dominated by consumer culture,
consumption goes beyond mere necessity and is undertaken to acquire sym-
bolic values such as status, distinctiveness, identity or belonging to a group.
Advertisements also convey messages that viewers will gain status or that
their lives will change positively by purchasing the advertised product or
service. In this way, the symbolic forms conveyed by advertisements take
precedence over product promotion (Dagtas, 2009, pp. 38-39). The trans-
mission of symbolic forms in this way through media environments such as
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advertising makes it a logical starting point for analysing contemporary cul-
ture (Golding and Murdock, 2014, p. 56).

Leiss, Kline and Jhally, who state that advertising should be seen as one of
the fundamental cultural institutions, express that advertising cannot be
seen as merely an economic phenomenon concerning commercial life, but is
also an integral part of modern culture. According to these authors, when
creating their messages and using symbols and ideas, advertising refers to
cultural values and social relationships (Leiss, Kline and Jhally, 1986, p. 5).
Modern advertising, on the one hand, provides material motivation by
constantly encouraging consumption, while on the other hand,
paradoxically telling people that the material world is not enough. And when
trying to sell a product, it refers to culture and values (Dyer, 2010, p. 23).

According to Hay, who views advertising as a cultural practice and text, in
order to analyse the power of advertising, it is first necessary to accept that
it has a place in cultural life. According to him, advertising is not only a social
language; it is also a textual process that reproduces cultural life through
various discourses and forms. As a cultural practice and text, advertising also
uses different signs that are objects of popular culture. Therefore, the mean-
ing formed in texts is created through various discourses, and these dis-
courses represent social power centres (Hay, 1989, pp. 140-141). What Hay
emphasises is that the power centres represented in the text through dis-
courses (patriarchy, racism, capitalism, etc.) are the reproduction of domi-
nant values explained by the concept of hegemony in Cultural Studies
(Dagtas, 2009, p. 41).

Oskay explains the relationship between advertising and culture with the
following examples: "In developed countries, fruit juice advertisements em-
phasise the element of nature in their visual coding, while in developing
countries, the technology of the factory where the fruit juice is produced is
emphasised. The West longs for nature, while developing countries long for
industrialisation..." (2015, p. 16). Another example Oskay gives regarding
the reflection of cultural values in advertising texts is margarine advertising.
According to him, since margarine appeals to low-income groups, the role
of the woman as a "mother" is emphasised in this type of advertising,
whereas in advertisements for expensive products, the role of the "sexy
woman" is emphasised. Based on the assumption that low-income groups
are more traditional, the role of the woman as a mother is more in line with
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cultural values. In this way, cultural values are often idealised and repro-
duced in advertising texts (Oskay, 2015, p. 18).

Contemporary advertising develops different discourses operating within
the boundaries of nations and languages rather than creating a single global
discourse. Within these, there are numerous embedded discourses based on
the economic or cultural differences of the target audiences or discourses
that coincide with that culture ( ). However, whether aimed at a national
audience or a smaller or larger audience, each advertising discourse defines
and represents its own categories. The images and ideas in any advertising
discourse are designed to be consumed by specific audiences. How the ideas
and images appear to those outside the target audience is irrelevant. In this
respect, the influence of culture on advertising can also be observed in the
advertising of global products, particularly with globalisation. Advertise-
ments for global products are reproduced by adapting them to local condi-
tions (O'Barr, 1994, p. 157).

In general, researchers believe that advertising plays a more important role
in international communication. The role of advertising has evolved from
merely sales promotion activities to more diverse forms of communication
that have an impact on global socio-cultural issues. According to Camdereli,
advertisements do not merely promote a product; they also make the un-
known known. However, when evaluated in the context of the communica-
tion process, advertisements, which have a transformative power in social
terms, compete not only with rival products but also with the habits of so-
ciety. At this point, thinking about advertisements solely in terms of their
communication purpose, beyond their commercial purpose, allows us to see
their social effects more clearly. It is seen that advertising has an unlimited
sphere of influence in the communicative process, in that it causes new
meanings to emerge and new patterns of behaviour to arise within the cul-
tural structure (Camdereli, 2006, pp. 130-132).

Researchers are divided into different opinions regarding what kind of im-
pact advertising has on culture, or whether it has any impact at all. The first
group of researchers are advocates of advertising. Rather than focusing on
the impact of advertising on society, they concentrate on the impact of cul-
ture on advertising. They believe that advertising is merely a mirror reflect-
ing the values, traditions, tastes, and preferences of the social environment
(Holbrook, 1987). They claim that most advertisements reflect beneficial
values such as socialisation, love, health, personal well-being, security, and
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moderation. They view advertising as a necessary and beneficial step in the
production and consumption process that enables economies of scale to
function, and therefore refer to the efficiency and freedom of the market
economy (Holbrook, 1987; Leiss et al., 1986).

On the other hand, advertising critics, who generally come from various
social science fields, tend to stand out. They describe advertising as a "dis-
torted mirror" with disturbing images. In this sense, they believe that adver-
tising not only attempts to sell products but also produces a worldview, a
lifestyle, and a value system that conforms to the imperatives of consumer
capitalism (Kellner, 1995). Advertising does this by creating a general con-
sumer ethic in which all needs must be met through the purchase of goods.

2.4.1. Advertising Advocates

Those who hold this perspective draw on intercultural communication the-
ories. National culture is generally treated as an independent variable. Con-
sequently, they use a broad definition of culture that is synonymous with
the nation state or ethnic culture. Since there is no precise and scientific
definition of the typical characteristics of a particular culture, they use con-
cepts developed in intercultural communication to analyse these cultures.

2.4.1.1. Theoretical Frameworks of Advertising Advocates

In the modern world, interactions between societies with diverse cultures
are increasing, and thus "cultural differences" are seen as an obstacle that
must be overcome. However, when cultural differences are managed well, it
is also possible to benefit from these differences. According to Tekin (2019,
p-1226), effectively managing cultural differences is one of the most im-
portant management issues for companies operating in different societies.
The survival and competitiveness of companies on a global scale depend on
their ability to pay attention to cultural elements and to understand and be
sensitive to the beliefs, norms, and values of their employees, customers,
suppliers, and partners from different cultures.

With this perspective, some theorists develop their theoretical frameworks
through value discussions. Research has been conducted primarily to reveal
cultural differences. These theorists believe that the cultural background of
the advertising target audience determines its value system, attitude, and
message perception. Value is defined by Rockeach (1968, p. 550) as a stand-
ard or criterion that serves various purposes in our daily lives. This standard
or criterion tells us how to behave or what to want, what kind of attitudes
we should adopt. At the same time, values are a standard used to legitimise
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behaviour, judge it morally, and compare oneself with others. In this respect,
it is assumed that different cultures have different values.

As a pioneer in this field, Rockeach identified 18 "teleological" and 18 "in-
strumental" values in American society in his study entitled "The Nature of
Human Values" (1973). Hofstede and Bond (1984) tested these 36 values in
more than ten cultures and found them to be highly correlated with Hof-
stede's four cultural dimensions. According to Hofstede, these four dimen-
sions, which could form the basis for all cultures, are: power distance, un-
certainty avoidance, collectivism versus individualism, and masculinity ver-
sus femininity (Hofstede and Bond, 1984, pp. 419-420):

Power Distance: This is the degree to which members of a society accept
that power is distributed unequally within institutions and organisations.
The fundamental anthropological/social issue associated with this is defined
as social inequality and the amount of authority an individual has over
others. This affects the behaviour of all members of society. In cultures with
high power distance, hierarchical structures are considered normal by
individuals, in addition to differences in income levels. In cultures with low
power distance, importance is placed on equality between individuals, and
justifications are sought for hierarchical structures. The fundamental issue
addressed in this dimension is how this situation is handled in conditions
of inequality between individuals, such as wealth and authority.

Uncertainty Avoidance: Another dimension that distinguishes cultures
from one another is uncertainty avoidance. It is defined as the degree to
which people feel threatened by uncertain situations and the extent to which
they create beliefs and institutions that seek to avoid them. The fundamental
anthropological/social issue associated with this is how a society deals with
conflict and aggression and, as a last resort, life and death.

Individualism - Collectivism: This reflects the position of culture on a
bipolar continuum. Individualism is defined as a situation where people
should only care about themselves and their immediate family members. It
is a "me" mentality where their goals take precedence. The opposite pole,
collectivism, is defined as a situation where people have roles within a group
that they must fulfil in exchange for loyalty. The relevant anthropological/
social issue is the individual's dependence on the group. It is a "we"
understanding where their goals take precedence.

Masculinity - Femininity: Masculinity is defined as a situation where the
dominant values in society are success, money and competition. Femininity
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is defined as a situation where the dominant values in society are caring for
others and quality of life, and warm relationships are maintained. The
fundamental anthropological/social issue associated with this is the choice
of gender roles and its impact on people's sense of self.

While the main purpose of these studies is to validate these four dimen-
sions, they also provide empirical evidence for the proposition that people
in Eastern and Western countries have different value systems. Another
point of discussion is the effects of culture on utility preference and attrac-
tiveness. Utility is a feature of a product's social function. The values that
are prominent in a particular culture determine which tools that culture
prefers. For example, in cultures with a high power distance index, a
product's social status utility may be more valuable than in a culture with
low power distance. Kale (1993) demonstrates the effects of these four
dimensions on consumers' utility and interaction preferences. Zhang and
Gelb (1996) note that advertisers use cultural values as an element of appeal
among the specific approaches they employ to communicate how they will
meet customer needs. Pollay (1983) identified 42 types of advertising appeal
from a comprehensive advertising content analysis. These types of appeal
are widely used by researchers to measure the impact of cultural values on
advertising. Albers-Miller and Gelb (1996) summarise the relationship
between Hofstede's four cultural dimensions and types of appeal. As a result
of these relationships, it is argued that advertisers must use different types
of appeal in different cultures.

Some theorists, however, base their theoretical frameworks on the debate
between standardisation and specialisation. Theodore Levitt, who states
that technological progress is leading the world towards a partnership, thus
argues that globally standardised products create a limitless market
worldwide. According to Levitt, the existence of markets that differ socially,
economically, and demographically is more suitable for a global marketing
strategy than a local marketing strategy. This is because individuals living in
different societies but sharing similar characteristics may have the same
needs. Consequently, these individuals may demand standardised products.
For this reason, products, services, distribution, and communication should
all be designed globally (Lewitt, 1999, p. 249).

The debate over standardisation or specialisation has also become an
important issue for international advertising. This debate focuses on the
appropriateness of diversity (or lack thereof) in advertising content across
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countries. A company's ultimate goal is to maximise its profits.
Standardisation provides many benefits for transnational companies
through economies of scale, such as reduced costs, easier decision-making,
ease of implementation, operational efficiency, and consistency in global
image and customer service (Onkvisit and Shaw, 1987, p. 49). However, due
to the aforementioned differences in beliefs, values, and human relations
orientations, as well as differences in the physical environment and govern-
ment regulations, it is difficult to create an advertising message that appeals
to all customers. Therefore, advertising must adapt to the local consumer
ecology. Various theories have been proposed for this purpose.

Theorists advocating standardisation believe that a standardised approach
will work, based on the assumption that although people are different, their
basic physiological and psychological needs are similar. According to this
view, the success of advertising depends more on motivational patterns than
geography. Theorists with a different view, however, believe that advertisers
should take into account barriers such as culture, taste, media availability
and other economic issues, and develop specific programmes for local mar-
kets. Standardisation was previously defined as "a marketing strategy
whereby a product designed for a specific local market offers essentially the
same product and communication message when exported to other coun-
tries" (Onkvisit and Shaw, 1994, p. 32). As conditions changed,
international advertising strategies also began to change. This has led
advocates to accept that changes can be made to a standardised advertising
text or illustration as long as the theme is preserved. In this respect, strate-
gies such as international advertising have been proposed with a standard-
ised core message that allows for modifications to accommodate local cir-
cumstances. "Think globally, act locally" (Cateora and Graham, 1999, p.
484).

Localisation, which can also be defined by the philosophy of "think globally,
act locally," essentially involves the advertising agency or advertiser being
flexible in the advertising strategy determined at the centre. Accordingly, the
advertising strategy determined will be used everywhere, but flexibility is
provided by giving local branches the initiative to adapt the advertising idea
according to the countries they are in. In other words, although compa-
nies/brands are global, individuals' purchasing habits or responses to adver-
tising messages differ across cultures. In this way, we can see that the appli-
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cation of localisation in international advertising strategy is strongly advo-
cated as an alternative for a global company to reach its target audience in
different cultures.

2.4.1.2. Key Arguments of Advertising Advocates

Advertising advocates generally conduct their research with the aim of in-
creasing the effectiveness of the media, which is considered a "neutral tool"
in achieving the stated objectives and goals of the object of study or com-
mercial nature (Halloran, 1981, p. 24). They believe that culture is a com-
plex, abstract, and all-encompassing way of life. Advertising is also seriously
affected by this situation. This is because culture has a profound effect on
consumers' perceptions and behaviours. (Clark, 1990, p. 72).

McCracken interprets culture as a "lens" through which the individual views
the world. Culture determines how events are seen and evaluated
(McCracken, 1986, p. 81). Or, in the words of Zandpour and Harich (1996),
it concerns how the world is perceived, organised, integrated, and learned.
These researchers believe this has serious implications for advertising, be-
cause advertising does not direct social reality, it merely reflects it. There-
fore, these researchers believe that culture must be defined and mapped for
advertising to be effective and successful. They also believe that advertisers
should appeal to the values that stand out in the culture of the target audi-
ence (Gregory and Munch, 1997, p. 112).

The work of Gregory and Munch (1997) shows that attitudes and behav-
iours towards advertisements are functional to the degree of consistency of
the cultural norms and roles depicted in advertisements. Accordingly, adver-
tising messages that emphasise values consistent with the value orientation
of society tend to be more persuasive than advertisements that emphasise
inconsistent values. McCarty (1994, p.36) also points out that a culture's
value orientation can influence how a product is packaged, positioned, pro-
moted, and distributed. Understanding a culture's fundamental beliefs is vi-
tal when it comes to positioning and promoting a product. Kale (1993)
warns that unless the cultural dimension of the buyer-seller dyad is better
understood, practitioners will lose opportunities to market products and
services globally.

2.4.2. Critical Perspectives on Advertising

Critics draw various theoretical traditions by examining advertising inten-
sively from sociological and economic-political perspectives. The aims and
objectives of critics are well explained by the main questions they ask: How
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do advertisements affect societies and culture? What are their (mostly neg-
ative) effects on individuals' daily lives, especially on young people? What
can be done to stop the corrupting influence of advertising on traditional
and moral values? What techniques do advertisers use to manipulate indi-
viduals? How can advertising texts and symbols be deconstructed and the
underlying reasons revealed? How can consumers be educated and their
awareness raised? By asking these types of questions, advertising critics seek
to reveal the social and political power structures that come together to pro-
duce the text through the analysis and deconstruction of advertisements
(Frith, 1998, p. 3). They are also interested in how often and under what
conditions advertising is produced in order to develop a comprehensive un-
derstanding of the possible meanings of this cultural form.

2.4.2.1. The Critics' Main Arguments

The critics' main claim is that economic, political and religious institutions
and family elders play very important roles in our lives, but their importance
has diminished in modern industrialised societies. Advertising has largely
taken their place. The intensive consumption of symbols has brought about
a process that expands our mental world beyond our immediate surround-
ings and allows us to reach a higher level of abstraction in our thoughts. This
process, together with information from secondary sources, "authority fig-
ures," is one in which we learn values and beliefs that may not have an im-
mediate effect on our limited role behaviours and that we may not be able
to generalise into daily behaviour patterns (Chu, 1978, p. 6). By transform-
ing advertising symbols and ideas, it has become not only a commercial phe-
nomenon but also a rhetorical form that permeates our culture. It shapes
not only the symbolic and ideological content of a culture but also its moral-
ity, fabric, and structure as a whole. The cultural structures organised by the
values, symbols, beliefs, and ideals used/presented in advertising content
create cognitive and emotional maps in people, guiding their daily lives
(Wernick, 1991, p. 48).

Leiss, Kline and Jhally (1986) state that advertising content in the West be-
tween 1890 and 1925 was solely related to the product or service. According
to them, from this date until the 1940s, images related to products or ser-
vices dominated advertising; until the 1960s, emotions were emphasised;
and from 1965 to the present day, lifestyle presentations have been predom-
inant. In this respect, since today's advertising does much more than provide
product information, it tells us which products are meaningful and what
they mean. It does this by combining the characteristics of products with
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aspects of culture. The cultural roles and cultural values that define our daily
lives are embedded in the messages of advertisements about goods and ser-
vices.

Advertising shapes not only the symbolic and ideological content of a cul-
ture, but also its morality, fabric, and structure as a whole (Wernick, 1991).
In this sense, the previously given example of the Marlboro advertisement
proves how advertising created a new value (the "cowboy" figure, accepted
as strong, brave, and tough) and a legend (the Marlboro Man) in American
culture. While all the harms of smoking are clearly evident, this advertise-
ment invites the consumer to experience a pleasurable sensation and,
through the use of metaphors on a symbolic level, the dangers of smoking
are overlooked.

In this respect, advertising is accused of being responsible for destroying old
cultural traditions and leaving negative effects on younger generations at the
societal level, as well as for being responsible for many other social problems
such as the role of work in society, beliefs, personal autonomy, and many
others. At the individual level, it is held responsible for affecting our inter-
personal and family relationships, gender roles, use of welfare, and feelings
of happiness and satisfaction (Leiss et al., 1986). These criticisms directed
at advertising have been summarised by Richard Pollay. Accordingly, adver-
tisements that play on emotions with intense persuasion techniques lead to
manipulation by transforming real human situations into certain patterns.
Many critics have stated that advertising essentially exploits success drives
and anxieties, manipulates emotions using covert tactics, maximises appeal
and minimises information, and is concerned with glorifying the material
virtues of consumption. In this way, advertisements that eliminate objective
thinking generally reduce men, women, and children to the role of irrational
consumers (Pollay, 1986, p. 31). The images of ideologically charged reality
are presented in a fragmented manner, not only multiplying its social im-
portance but also greatly supporting its transformation. Advertising creates
a "capitalist reality". This reality is capitalism's own presentation or its own
plane of reality, which does not represent the actual reality or construct a
fully active world. This provides society with a semi-fictional view of "life as
it should be, life worth imitating" (Griffin, Viswanath and Schwartz, 1994,
p. 491). Although the capitalist market's image system reflects individuals'
desires and dreams, the source of satisfaction is social, not material. Satis-
faction cannot be achieved through the purchase of goods. Happiness and
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satisfaction appear deceptive, ultimately leading to uncertainty and confu-
sion in society. Therefore, "we only have the pleasure of images to sustain
us in our real experiences with goods" (Jhally, 1995, p. 80).

Jhally (2002, p. 81) states that advertising is highly influential, persuasive,
and equally provocative. "What advertising offers people are images of the
real sources of human happiness: family life, romance and love, sexuality
and pleasure, friendship and socialising, free time and relaxation, independ-
ence and control over one's life." According to him, advertising derives its
power from these discourses. The fallacy of advertising lies not in showing
or expressing all these things, but in its responses to them. Advertising sug-
gests that love, friendship, sexuality and happiness can be obtained through
objects. That is why advertising uses the desires that individuals have in
their social lives, reconceptualises them and creates a new perception.

The tremendous irony here is that, in doing so, advertising distances us from
reality's capacity to satisfy us (meaningful human relationships and connec-
tions) and draws us closer to things that cannot be (material things). In this
sense, advertising diminishes our capacity for happiness by tempting us with
beautiful things and turning our attention to the world of things. If we truly
wish to create a world that reflects our desires, it should not be this world of
consumer culture. This society should be a very different society. It should be
a society that emphasises and establishes institutions that nurture social rela-
tionships rather than endless material accumulation (Jhally, 2002, p. 81).

Advertisements instil the idea that products are a solution to the problems
encountered, which brings with it some significant problems and fears. For
example, people are frightened that they will be socially excluded if they do
not use products that eliminate unpleasant body odours. In this way, various
products will enable individuals to express different aspects of themselves,
their personality traits. However, these different aspects of the individual,
their personality traits, will only be possible through the use of the right
products offered by advertisements and the creation of the right images.
Therefore, with the products offered to us by advertisements, we will be
happier and more successful, and we will overcome our fear of social exclu-
sion. On the other hand, the phenomenon of fashion constantly produces
new products, fashion styles, and images that will keep consumption de-
mand at maximum levels. Advertising tells us that we need to follow fashion
in order to be part of this cycle. In reality, advertising and fashion are a
worldview that presents, in and of itself, a morality, politics, male/female
types, and correct and incorrect forms of daily social behaviour. Therefore,
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these two industries have vital economic and social functions in creating
consumer demand and shaping behaviour (Kellner, 1991, pp. 76-77).

In order to maintain consumer demand at the highest levels, the advertising
and fashion industries must persuade consumers to change their ingrained
habits, discard their old possessions and replace them with new ones. In this
way, the advertising and fashion industries succeed in combining individu-
ality and comfort through interesting methods. Individuals constantly con-
sume and follow fashion in order to realise their individuality. They do all
this to be socially accepted, that is, to prove that they are well dressed and
to become more popular. Moreover, mass-produced consumer goods and
fashion are used to create an artificial/fake individuality, a "subject-human
turned into a consumer good" and an image (Kellner, 1991, p. 83).

Advertising is also accused of manipulating its audience using linguistic and
visual codes. Mary Cross states that advertisements distort reality through
language games and motivate viewers to serve their own purposes. She
defines this as a kind of "linguistic vandalism". Advertising provokes our
subconscious by using form, image and the world of imagination. According
to her, "although the language of advertising appears to lack depth, it reaches
our subconscious through imagery and wordplay, drawing us into new
interests" (Cross, 1996, p. 2). These deceptive meanings create desires for
consumer goods, leading people to consume more.

From a linguistic perspective, two methods are predominantly used in
advertisements: direct statements and indirect statements. Direct
statements include imperative sentences, adverbs of time, and adjectives and
adverbs indicating superiority and supremacy. Examples of imperative
sentences include: ..come on, every home needs it, create miracles,
compare. Examples of adverbs of time include: Hurry up, don't waste time,
get it today. Examples of adjective usage: The best, the cheapest, the most
beautiful, the strongest, brighter, etc. In indirect communication, the
advertiser makes the advertisement as if talking to the reader or viewer, or
introduces the product by actually talking to a person next to them. Both
monologue and dialogue are used in this method. An example of
monologue: "With Domestos, I feel at ease and save money." An example of
dialogue: "Don't forget to buy Nutella when you come home, Mum."
Psychological language games used in advertisements with these types of
methods have a greater impact in terms of influencing consumers (Lembet,
2012, p. 59).
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This effort of advertising, which is detrimental to society and individuals,
and the ideology underlying this effort are questioned by critics. Kellner
states that by learning the operating mechanism of the advertising industry,
it is possible to escape its exploitation and avoid it. By selecting objects used
to prevent the advertising industry from exploiting people in every way,
based on their benefits, purposes of use, values, and qualities as real needs,
the operating mechanism of this industry can be rejected. In order to protect
democracy, freedom, rights and individuality, which are of vital importance
to society, it is necessary to question the premises, values and institutions
of consumer capitalism (Kellner, 1991, p. 90). Theorists such as Kellner and
Jhally have attempted to use this type of critical analysis to enable
individuals within capitalism to see their own position and subjectivity in
relation to various power structures. Jhally (1995) suggests that this
knowledge about the institutional context of the production and
consumption of the image system is a prerequisite for literacy. In this way,
by revealing the anonymity and mystery of advertisements, he argues that
we will better understand the world and our role in it through the images
we conceptualise.

2.4.2.2. The Theoretical Frameworks of Critics

Critics have attempted to achieve their goals by drawing theoretical
frameworks such as ideology, hegemony, and dependency theory. Their
main argument is that advertisements are an ideological tool that directs
individuals. Advertisements legitimise the views of the dominant structure
in society, and the political nature of discourse masks differences such as
class, gender, race, and other differences accepted as common sense
(Ludwig, 1997, p. 162). Therefore, there is discrimination or domination
that operates not through brute force but through a gentle and invisible form
of power. This is a "hegemonic" process, in Gramsci's terms.

Hegemony is the establishment of dominance or power by one social group
over others. This may refer to the asymmetric interdependence of political,
economic, and cultural relations between nation states or to social differ-
ences (Lull, 2001, p. 51). Hegemony is used in the form of gaining the con-
sent of the people over whom a power establishes its dominance. In this
respect, hegemony is realised through the combination of power and con-
sent. According to Millner, hegemony is, in its strongest form, culture. How-
ever, it should not be forgotten that this culture perpetuates the dominance
of certain groups. All values and ideas in the social system support the ex-
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isting ruling class. Hegemony is a compromise on values and is usually em-
bedded in the "common sense," but it serves the interests of the ruling class
(Millner, 1994, pp. 66,72).

Hall states that the concept of hegemony explains both the ways in which
the ruling classes maintain their dominance in democratic class societies and
the consent shown to this dominance (Hall, 1988, p. 85). In capitalist soci-
eties, the media is foremost among the institutions that help secure the con-
sent of the majority. According to Hall, hegemony secures its dominance not
through ideological coercion but through cultural superiority. In this re-
spect, it underlines the fundamental dimension of cultural studies' approach
to the media:

Hegemony encompasses the supremacy of the ruling class alliance or ruling
bloc, which has established effective dominance over the fundamental economic
processes in society, in processes that can transform and reshape the develop-
ment and expansion of the dominant social and production system as a whole
in a direction that supports it, even if it does not transform the lifestyle, un-
derstanding, form, culture, and level of civilization of society to suit the nar-
row interests of a class. it encompasses supremacy in processes that can trans-
form and reshape the development and expansion of the dominant social and
production system as a whole in a supportive direction. The important point
in this understanding of supremacy is that hegemony is achieved through the
active consent of the subordinate classes and social groups rather than through
legal and legitimate criteria (Hall, 1988, p. 85).

The media functions to reproduce the values of the dominant social and eco-
nomic system as a whole and to secure consent in this regard, rather than
the values of a particular class alliance (Hall, 1988, p. 87). The necessary
elements are instilled in the consciousness of individuals through the media.
This consciousness is implanted in such a way that it would never otherwise
exist there, making it impossible to reject. This is because these elements
have as deep a shared space as possible within the social culture in question.
The owners and managers of the media industry can produce and reproduce
ideas, thoughts, and tones more easily than other social groups. This is be-
cause they hold the keys to the institutions of socialisation. Thus, their per-
spectives have continuity and an attractive permanence in the public sphere.
Those who hold economic power in society use the media to control these
elements (Lull, 2001, pp. 52-53). For example, "television advertisements
encourage viewers to think of themselves as a market rather than a public,
as consumers rather than citizens" (Gitlin, as cited in Lull, 2001, p. 53).
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Recent developments in critical communication and cultural theory have
brought the concept of hegemony to the fore alongside the concept of ideol-
ogy.
Ideology is a system of ideas expressed within communication; it forms the
basis of the totality of feelings, beliefs, and attitudes carried by groups or in-
dividuals, and hegemony is a process that operates through the transmission
of the dominant ideology, the shaping of consciousness, and the experience of
social power. In its most general sense, ideology is the organised tendency of
thought, all values, orientations, and technologically mediated and interper-

sonally communicated intellectual perspectives to take shape (Lull, 2001, s.
19).

Cultural theorist Raymond Williams defines ideology within the concept of
hegemony. According to this, ideology is defined as "a set of ideas derived
from a series of material interests or, more broadly, originating from a par-
ticular class or group" (Williams, cited in Lull, 2001, p. 21). Stuart Hall, on
the other hand, defines ideology as a distinct field in which different societies
or groups give meaning to the practices they experience, provide
explanations for them, and use ideas to give these practices a certain image.
The environment in which ideology operates is the language and
consciousness practice that conceals reality (Hall, 2005, p. 200). Thompson,
on the other hand, states that ideology can be understood as the "dominant
ideology" within symbolic forms used by these powers solely to establish
and rely on (asymmetrical social) relations of domination.. The socio-
economic elite succeed in equipping society with their preferred ideological
agenda because they control the institutions that distribute the symbolic
forms of communication, including mass communication (Lull, 2001, p. 21).
In this way, public information and images are manipulated to construct a
dominant ideology that helps protect the material and cultural interests of
socio-economic elites.

James Lull (2001, pp. 22-24) states that the media is the most powerful
transmitter of the dominant ideology. According to this, some ideologies are
further glorified, legitimised and distributed to the masses with an alluring
appeal by the media. In this process, the selected ideas gain importance day
by day by constantly reinforcing their original meanings and increasing their
social impact. As potential consumers, media viewers are encouraged to
participate in commercial products and personalities through imaginary
environments. These pre-designed imaginary environments are presented
within a value structure that consumers are already accustomed to. The
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success of advertising here lies in its ability to interact with the consumer's
rationally designed interpretive chemistry through familiar and accepted
value structures.

Anthropological studies state that material objects within societies serve to
convey meanings and messages about how rank, status, privilege, roles,
gender, class, and such social subgroups are formed and the rules they
design to dictate each other's behaviour. Advertising creates cultural
stereotypes about products or objects and, through them, powerfully
influences human perception. Waters and Ellis (1996, p. 97) state that there
is sufficient evidence in the social sciences to show that these stereotypes
can influence the evaluation of the characteristics and performance of
individuals and entire groups. One of the most serious consequences of the
effect of stereotypes is that a person, as a member of a society, may genuinely
accept beliefs about gender roles and incorporate these beliefs as an im-
portant element of their own identity. If that person's character and qualities
do not meet the social ideal, the situation often results in a lack of self-con-
fidence and sometimes depression.

In this respect, the aspect of advertising most in need of scrutiny and change
is its portrayal of women. Women are depicted almost exclusively as
housewives and sexual objects (Kilbourne, 1995, p. 122) or as inferior to
men, childish, and "unburdened by seriousness." Goffman points out that
advertisements do not actually show how men and women behave, but
rather how men and women should behave. This portrayal serves the
purpose of convincing people that men and women are like this (Goffman,
1979, p. 3). In this way, Goffman states that individuals' ways of expressing
themselves are based on desired portraits that are far from reality, and that
advertisements do not reflect real male and female identities but represent
behavioural patterns (Belknap and Leonard, 1991, p. 106).

Gender stereotypes in advertisements are examined in two parts: explicit
and implicit representations. The most typical examples of explicit gender
representations are the body figures of advertising characters, occupations
characteristic of each gender, and the environment and conditions perceived
in conjunction with gender stereotypes. Implicit gender patterns in
advertisements, on the other hand, emerge through connotations such as
eye contact, attitude, behaviour, demeanour, and manner of speaking (Nam,
Lee, and Hwang, 2011, p. 225). Goffman (1979) states that the use of small-
scale metaphors in this way depicts hierarchies within the social structure
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in a microecological manner. Advertisements also play an instrumental role
in creating the stereotype of the ultra-thin female body. The discrepancy be-
tween this idealised body image and the real body image leads to serious
consequences for individuals, such as dissatisfaction, physical anxiety and
eating disorders.

Consequently, critics argue that critically analysing advertisements can re-
veal much about the ideologies shared in the societies that produce them. It
also helps to see how different aspects of race, class, status, roles, gender,
and all social subgroups are shaped according to the power of the dominant
structure (Nicholson, 1997, p. 178). In this way, by developing a counter-
hegemonic stance , it is desirable to raise awareness among subgroups and
for individuals to consume according to their own attitudes and tastes.

To summarise, the fundamental distinction between advertising critics and
advocates lies in their different approaches, orientations, and assumptions.
Advocates believe that advertising merely reflects the values and meanings
that already exist within society. Therefore, they focus on what needs to be
done to make culture more influential on advertising. Critics, on the other
hand, believe that advertising actively selects, represents, structures, and
shapes social values. This implies different things (Hall, 1990). Conse-
quently, critics' research focuses on the negative effects of advertising on a
society and its culture. For them, advertising is a symbolic representation
and presentation space that allows for ideological analysis. Advertising, as a
symbolic representation space, does not only sell products, services or ideas.
Advertising also sells the multi-layered conceptual systems that design and
surround the images of products interacting with each other. It is assumed
that companies that profit from the sale of products, the products
themselves, and, most importantly, the idealised consumer who benefits
from the surrounding political-economic-cultural structure and the social
activities and values that structure encompasses, enable all consumption
activities. (Lull, 2001, p. 24). In this respect, advertising occupies the inter-
section between society and the economy, culture, politics, and important
social developments and processes. Consequently, the power of advertising
encompasses a complex and multidimensional structure. Advertising has
become a hidden discourse in the new symbolic environment that shapes
consumption, just as it changes the content and form of the media, politics,
thought, and behaviour. Consumer capitalism is inconceivable without ad-
vertising and marketing tools, and advertising can only be understood
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within the framework of consumer capitalism (Harms and Kellner, 2011, p.
70).

2.4.3. Advertising and Consumer Culture: The Social Reproduction of Capitalism
International advertising is a source of meaning, an aspect of superculture, a
representative of capitalism spreading with seductive embrace to increasingly
wider regions of our globe (Rutherford, 2000, p. 212).

In today's capitalism, people have become dependent on the meaning cre-
ated through products. Advertising and consumer culture have played im-
portant roles in the creation of meaning through products during the mod-
ernisation process. In this context, advertising and consumer culture play a
functional role in the economic and ideological reproduction of capitalism.
On the one hand, advertisements ensure the economic continuity of capital-
ism by creating demand for a particular product. On the other hand, through
the content they offer, advertisements fulfil the function of socialisation by
socially reproducing capitalism. The fundamental aim here is the construc-
tion of "hedonistic and selfish individualism." This construction process has
been ongoing since the emergence of capitalism, when traditional society
began to disintegrate (Dagtas, 2009, pp. 19-20).

While many writers accept that consumer culture is the culture of our age,
there is debate as to which period of capitalism it began historically. Feath-
erstone states that the origins of consumer culture date back to the 18th
century, while mass consumption extends to the 19th century, with the de-
velopment of advertising, department stores, holiday travel, mass entertain-
ment, and leisure time (Featherstone, 2013, p. 187). Lyon and Baudrillard,
however, consider consumer culture to belong to the postmodern era. Lyon
(1994, p. 56) defines the postmodern era as the period in which
consumption and lifestyles became dominant in everyday life. Baudrillard
(2015) also associates the postmodern era with a process that completely
regulates everyday life through consumer demand. Slater (1997), on the
other hand, views consumer culture as a phenomenon belonging to
modernity, from the Enlightenment to the present day. Periodic debates
aside, it is a widely accepted observation that consumer culture has become
centralised in the daily life of today's capitalist societies since the 1980s.

The period between 1950 and 1970, i.e. the years of Fordism, were years
when capitalism encouraged mass consumption to increase total demand.
During this period, the social reproduction function of advertising and con-
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sumer culture was to encourage mass consumption. According to Slater, alt-
hough the consumption trends of this period were mass-oriented, the con-
sumption groups of the period were defined by broad demographic variables
such as class, gender, and age, and the basic unit of consumption was the
family (Slater, 1997, p. 184). Psychological pleasures, satisfactions, and sub-
liminal messages dominated the advertising texts of this period. Advertising
texts emphasise the satisfaction and happiness that comes with owning the
product, while the fear and anxiety that comes with not owning it is sublim-
inally instilled (Leiss et al., 1986, p. 248).

Over time, as mass production rapidly developed in a competitive
environment, products began to resemble each other more and more. The
decline in demand for mass-produced products and the increase in interest
in different products brought about different methods in production and
marketing strategies. At this point, competitive strategies focus on the
symbolic meanings attributed to products, i.e., their image. Beyond
competitive strategies, the structure of modern industrial societies is also
centred on symbolic meanings. In modern societies, the role of signs and
symbols is particularly evident in consumption and consumption-related
ideology, especially in the various types of advertising for consumer goods
(Bacock, 1997, pp. 12-13). As Robert Bocock puts it, "In Western social
structures, people do not come into the world with a set of desires to con-
sume the products offered by modern capitalism; they learn to be consum-
ers" (Bacock, 1997, p. 88). Advertising, one of the most important tools that
fuels this desire, creates an ideal identity for today's consumer, ensuring that
the individual constantly strives to achieve this identity and, consequently,
that the advertised product is sold.

This phase of capitalism, which emerged in the 1970s, is referred to as "post-
Fordist." This period signifies a change related to the economic structure of
capitalism, but it also has broader social and cultural significance. For exam-
ple, the transition to the post-Fordist era also points to greater social frag-
mentation and pluralism through personal consumption, the weakening of
old collective solidarity and traditional identities, and the emergence of new
identities (Hall, 1995, p. 108). In this respect, post-Fordist structures have
affected other country economies both through their focus on individual
consumption and through their impact on employment in underdeveloped
and developing countries. Furthermore, due to the fact that they feed off
postmodern culture, they affect not only country economies but also cultural
structures (Dagtas, 2009, p. 28).
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Looking at consumption trends during this period, consumption is not
mass-based and the market is fragmented. The basic unit of consumption is
the individual. Sociologically, consumption groups are defined not by demo-
graphic variables such as class, gender, or age, but by "lifestyle" groups. The
most distinctive feature of this period in terms of the socialising role of con-
sumer culture and advertising is that advertising and consumption play a
very significant role in determining individual identities. (Slater, 1997, p.
185). Lifestyle is an individual marker of a consumer's taste, such as their
body, clothing, food and drink preferences, home, car, holiday choices, etc.
(Featherstone, 2013, p. 141). As lifestyles came to the fore in the creation
and recognition of new identities, this style of presentation was also used
intensively in the advertising content of this period. Consequently, with the
1980s, advertising became a sophisticated cultural product in both high cul-
ture and popular culture (Davidson, 1992, p. 62).

According to Lefebvre's conceptualisation, advertisements, which are "a
meta-language perfectly constructed, equipped with symbolic expression,
rhetoric, and a super-language," are important cultural texts in which signs
are produced (Lefebvre, 2013, p. 104). In this regard, it is possible to under-
stand what advertisements actually express and how the expressed content
is processed within the advertisement by analysing it. Advertisements are
mostly shaped by an ideological narrative, and what an advertisement con-
veys is what it claims to say. At this point, it is part of a deceptive advertising
mythology to believe that an advertisement, often claimed to be a text that
simply promotes a product or service, is merely a transparent carrier of the
message behind it. Advertisements tell people something about a product
and ask them to buy it (Williamson, 2001, p. 15). In doing so, advertise-
ments provide people with certain information, but the truthfulness of this
information is questionable. This is because today, it appears that "the in-
formation presented through advertisements is mostly shaped around in-
forming people about their dreams and lifestyles" (Rutherford, 2000, p. 93),
which shows that advertising has a nature that feeds on dreams rather than
reality, glorifies a certain lifestyle, and constantly speaks to the future. As a
result, what advertisements actually offer is, at the most basic level, a story
that idealises consumption.

Adbvertising appeals solely to consumption, to a kind of perpetual leisure time
that very few people actually possess. It emphasises the fact that you have to
work harder to earn the money to actually buy the thing you are buying. In
today's society, fundamental issues concerning money and how it is earned are
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crystallised not in money itself, but in the 'meanings', 'images' and 'lifestyles'
that can be purchased with products. Society's "id," its deepest forces, is entirely
pushed beneath the surface. Things, products, can have meaning for us: thus
we become alienated from them, because we forget their material creation pro-
cesses within social labour, and we become alienated from ourselves, because
we have allowed objects to "speak" for us and become identified with them...
(quoted in Williamson, 2001, p. 47) Real objects are removed from our phys-
ical reality and absorbed into a closed system of symbols that replaces real
reality and real emotions. As in the case of happiness in hair dye and super-
pure margarine, emotions become tied to products (Williamson, 2001, p. 47).

According to Berger, the purpose of advertising is to whip up the feeling that
the individual is not entirely satisfied with their environment. Individuals
who watch advertisements should feel that something is missing in their
lives. Advertisements convey the message that by purchasing the products
or services they offer, the viewer's life will change for the better, unlike their
current situation. In this respect, all advertisements exploit feelings of un-
ease. This discontent imposed by advertising stems from the fear that "if you
have nothing, you are nothing" (Berger, 2009, p. 142). Therefore, it can be
said that advertising is one of the fundamental institutions that encourages
people to work harder and increase their prosperity in order to acquire more.
This continuously operating cycle of consumption ensures the continuation
of the capitalist economic system.

Advertisements play a significant role, particularly in fuelling hedonistic
consumption. One of the methods advertisements employ for this purpose
is to instil the view that individual pleasures should be prioritised above all
else and to promote a certain lifestyle. Fundamentally, what advertising does
in this regard is to divert people's attention away from social and political
issues and towards topics that encourage individualistic traits such as self-
admiration. In this way, individual pleasures are transformed into a passion,
collective feelings are weakened, and the feeling of alienation is
strengthened. Therefore, advertising, which aims to sell more products,
changes attitudes, lifestyles, customs and traditions, characters, and the
right to choose. At the same time, it creates an open ground for the
economic system arising from these changes (Berger, 1996, p. 57).

Berger refers to a common aspect of advertising language that has continued
uninterrupted since the invention of the camera, mirroring the language that
dominated oil painting in Europe for four centuries. According to him, lines
extending to old art structures are seen in advertisements to increase their



116 | NEDIM KARADUMAN

appeal. Sometimes the entire advertising image is an obvious imitation of a
very famous painting. Every work of art used in advertisements symbolises
both wealth and the good life. Thus, the high-culture artworks incorporated
into advertisements and enhancing their impact tell us two different things
at once: "It is implied that the advertised product, which displays wealth and
superiority, is both a luxury and a thing of cultural value." In this way, it is
used to flatter the pride of the consumer who owns that product. (Berger,
2009, pp. 134-5). The product becomes a kind of totem for a group, and its
social meaning is brought to the fore. The fundamental message in the ad-
vertising texts of this era, which also encompasses the time in which we live,
is this: Who will I be at the end of this consumption process, and who are
the other consumers who consume the same product? (Leiss, Kline and
Jhally, 1986, p. 278).

The social bonds that people now need are established through the material
elements they possess. Objects have replaced interpersonal relationships
and convey social information (Leiss et al., 1986, p. 257). Here, individuals
are first positioned according to what they consume and gain status through
their consumption: "The cars they drive, the clothes they wear, the food they
choose both satisfy the individual's material needs and fulfil the need to
belong to a group. In this context, consumption shapes social position by
determining not only individuals' relationships with objects but also their
relationships with "others." According to Qualter (1991, p. 57), consumers
encounter messages in advertisements suggesting that by using the product
or service offered, they will "move up in class," "experience a positive change
in their lives," "belong to a group," or "be different."

From this perspective, according to Baudrillard (2015), in capitalist
societies, contemporary consumers consume signs rather than products.
These signs reach the consumer through advertisements. Each object of
consumption is a signifier. In consumption, social values and image have
replaced needs and desires. In this society, where the distinction between
real and false needs has disappeared, individuals believe that owning objects
and displaying them will bring social privilege and prestige. Need is now less
about the need for an object and more about the need to differentiate
oneself. Advertisements attempt to persuade consumers to consume the
product/service by conveying messages that they will move up in class, that
the undesirable aspects of their lives will change, that they will gain a new
status and be different, using cultural elements and myths.
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The advertising industry proposes mass-produced solutions to instinctive
desires. These proposals include mass-produced visions of 'individuality’
that will set individuals apart from the crowd. The 'show', which is the
manifestation of the consumer's illusion that they are being offered new
freedoms, is merely an invention of economic and political common
interests (Robins, 1999, p. 174). Thus, consumption can be seen as an
institutionalised social defence strategy developed to cope with the real
world. In other words, through consumption, the individual shields
themselves from fears, anxieties, and concerns about the real world and
isolates themselves from threats. On the other hand, communication tools
such as advertising seduce individuals by making unimaginable impressions,
experiences and fantasies possible. This world of objects, filled with
fantasies, offers an alternative world to the real world of disappointment and
pain in which the individual finds themselves (Baudrillard, 2002, pp. 129-
133).

It is believed that advertising gives people the freedom to choose. It is true that
in advertisements, one type of product or one company competes with another;
however, it is also true that each advertising image strengthens and accelerates
the other. Advertisements are not merely a collection of competing messages.
Advertising is a language used on its own to make that same, unchanging,
general proposition. Advertisements call on us to choose between this cream
and that cream, this car and that car; yet, when considered systematically,
they always propose one thing: we are advised to change ourselves or our lives
by purchasing one more object (Berger, 2009, pp. 130-1).

Berger states that the effect created by advertising stems from its connection
to reality. According to this, clothes, cosmetics, cars, and holiday destina-
tions are truly enjoyable things. Advertising attempts to persuade by exploit-
ing the natural hunger for pleasure that lies within the individual. However,
it cannot offer us the real pleasure object itself: there is nothing else that is
the same as that pleasure, nothing that can satisfy us to the same degree.
Therefore, advertising never offers the consumer a known pleasure again.
Advertising must always address the future consumer. It reflects its own
image, made attractive by the products or opportunities it is trying to sell to
the consumer. This image arouses in the consumer a longing for the situa-
tion they could be in in the future. It is the envy felt by others that creates
this desired "self." In this respect, advertising aims not at objects but at social
relationships. (Berger, 2009, p. 132).
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Similarly, Rutherford states that there are no unsolvable problems in this
world filled with the fantasies presented by advertisements. The crucial re-
ality here is that advertisements offer individual gratification to the masses.
This distracts attention from pressing social issues that require urgent solu-
tions. The way for people to fulfil their personal desires is not through the
ballot box, schools or religious institutions, but through shopping centres
(Rutherford, 2000, p. 136). In this sense, the world of advertising is full of
meanings attached to products. Viewers are expected to consume these
products and thus realise their fantasies or create new identities. This reality
of consumption carries a double meaning within itself. When they have it,
individuals are enriched, powerful, and have status; otherwise, they are fool-
ish, impoverished, powerless, and marginalised. As irony became more prev-
alent, particularly with the rise of meaningless humour, advertisements be-
gan to portray not "you" but misguided, ignorant, even foolish consumers.
For example, if a person becomes a customer of the bank advertised, they
will have acted wisely, become wealthy, and gained status. If they do not
become a customer of this financial institution, they will be treated as a fool.
In another example, "a newly awakened fool is saved from making yet an-
other mistake only because the Moulinex coffee machine allows a cup of
coffee to be taken before the coffee is fully ready. In reality, the individual
can only prove their individuality when they purchase the product in ques-
tion" (Rutherford, 2000, pp. 166-168).

The literature of individuality also dominates the advertising of large busi-
ness circles. Issues such as who earns how much, who is the real ruler, and
how products reach the markets are rarely addressed. Advertisements con-
stantly emphasise that the company's goal is to serve the consumer. The aim
is more to give capitalism a human face. For this reason, many national and
international advertisements seek to create a parallel economy, a cultural
economy formed by meanings and tastes, where consumers can choose
products based on how they perceive themselves, how others see them (mir-
ror identity), or their ideal identity.

According to Odabasi, advertising is an important tool that plays a role in
transferring meaning from the cultural world to consumer products. Adver-
tising creates a potential transfer model by bringing together the consumer
product and the symbol taken from the cultural world within the framework
of the advertisement. It also represents the image and characteristics of the
world in which the consumer lives and accomplishes this representation by
transferring it to the advertised product. Thus, the mass meaning that the
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product will carry is created. This symbolic meaning is taken from the cul-
ture in which one lives and is used in the creation of the advertisement itself
through the creative work of advertising. The consumer exposed to the ad-
vertisement interprets it, gives it meaning, and uses it. If the encoding per-
formed by the advertiser and the decoding performed by the consumer work
correctly and effectively, the transfer has been successful (Odabasi, 2019, p.
84).

Being in the world of symbols enables the concept of "self" to be realised
through symbols. The concept of the real self seeks to answer the question,
"Who am I?" today. The "ideal self" is related to the question, "What do I
want to be?" Consumers can compare themselves to the "ideal self" pre-
sented in advertisements and transformed into a concrete form. The most
important and widespread form of these comparisons focuses on women,
who are considered the main actors in consumer culture. When the ideal
female figure, with appropriate measurements and flawless, is presented in
advertisements, it is always specified how and with which products this ideal
type can be achieved. On the other hand, women's social position is concre-
tised through the concept of "social self," and continues to be defined and
reinforced through messages such as "the woman of the house," "the kitchen
is your place," and "servant to your children and husband." Thus, women,
who are the target audience for food and cleaning products, are shown how
to achieve the figure depicted by using the best product, and in a way,
women are subjected to "consumption education" (Odabasi, 2019, pp. 106-
109). In this respect, products and brands constitute a symbolic resource for
consumers in constructing their identity. The symbolic consumption of the
brand can be meaningful in the formation and communication of cultural
classifications. Developing a comprehensible symbolic meaning for the
product's brand and communicating it is an indispensable task for advertise-
ments (Odabasi, 2019, p. 114).

On the other hand, the sign feature based on symbolic meaning also re-
sponds to consumers' socio-psychological needs and, in addition to being
more complex, gains meaning through learning during the socialisation pro-
cess. For example, logos on clothing can be considered signs. This sign could
be a pony (Ralph Lauren) or an alligator (Lacoste). These are signs used to
give meaning to a product. Examples of functional signs include the cotton
content, place of manufacture, and washing instructions on these garments.
However, these signs do not hold much meaning for the consumers of these
brands. The pony and the crocodile carry symbolic meanings such as wealth,
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comfort, admiration and exclusivity, and consumers therefore make their
choices based on these. This demonstrates a rapid shift from consuming
products based on their functional characteristics to consuming them sym-
bolically. Consumers prefer to realise the fantasies imposed on them in the
world of dreams through consumption. The direction of this change repre-
sents a transition from a culture of production to a culture of consumption,
and from a culture of products to a culture of brands and image (Odabasi,
2019, pp. 121-122).

In the context of hedonistic consumption, the new advertising technique
focuses on transforming inanimate products into living beings and giving
them personalities and identities. Advertising aims to create a "mirror of
self," a "self-image," or a "self-reflection" for consumers in advertisements.
The individual exposed to advertising should feel as if they are looking in a
mirror. Copywriters make great efforts to create this new self and use signs
and symbols to achieve this. Consumers, who interpret the meanings of the
signs presenting the new self, also construct their own self accordingly. The
consumer's definition of their identity and self is a whole created by signs.
The gap between the "real" and the "ideal" is a dilemma for today's consumer.
The way to bridge this gap, that is, to bring together the "real" and the "ideal",
is through the "transposition of meaning". Shifting meaning is achieved by
possessing products, brands, and forms that show not what we are, but what
we want to be (Odabasi, 2019, pp. 123-124).

Barthes states that contemporary myths in capitalist societies function to
legitimise the fundamental values of the capitalist system and naturalise
these values. In his work Mythologies (2003), he argues that sign systems
such as eating, dressing, going on holiday, and advertising create "myths"
that guide people's worlds of meaning. These are forms of representation
that naturalise certain meanings according to the values of the dominant
structures. Treating culture as a signifier, Barthes analyses the subject
through a semiotic approach while ideologically criticising mass culture
through discourse.. The key concept Barthes uses in analysing culture
through semiotics and in understanding ideology is the signifier. N6th
explains Barthes' concept of the signifier as follows (No6th, 1990, pp. 311-
312) :

Barthes uses the concept of connotation to identify the hidden meaning in
texts. In his work Mythologies, he defines the secondary meaning system as
myths. In the same work, he defines the field of connotations as ideology. Mass
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media creates myths or ideologies as secondary meaning systems to give their
messages a natural formation. They express natural meaning on the literal
level. On the semiotic level, they convey secondary, ideological meaning. Here,
the function of secondary meaning as myth is to naturalise the ideological
meaning to be conveyed, playing an innocentising role.

Barthes analyses the contemporary myths of modern capitalist society
through the semiotic plane. He states that sign structures such as fashion
and advertising are guided by these myths, which contain many
connotations (Bircan, 2015, p. 28). In Roland Barthes' words, people today
live in a civilisation of connotations. Advertising, as the entirety of messages
surrounding this civilisation, functions as an important mechanism for
producing connotations in this process. Accordingly, advertising design
consists of the combination of a narrative or signifier plane with a content
or signified plane. Together with advertising texts, a dual message, both
denotative and connotative, is presented to the viewer/reader. The
denotative meaning of the text essentially serves to naturalise its
connotative meaning. Thus, the commercial concern in advertisements is
pushed into the background (Barthes, 1999, pp. 239-245).

The effectiveness of an advertisement lies in the richness of its rhetoric.
Thus, it achieves the freedom of images by directly accessing humanity's
dream themes. When considering the criteria of advertising language, it is
identical to the language of poetry; it is seen that the language is expanded
towards hidden meanings through dual signs such as word art, metaphor,
and wordplay. At this point, the language used appears as a tool that reflects
the culture of society in many ways. In other words, the language of
advertising serves as a reference in terms of showing how societies classify
and evaluate their environments. For this reason, the language used appears
as a rich medium in terms of reading the cultural codes it carries, in addition
to its linguistic meaning (Tandaggiines, 2005, p. 91).

When examining the relationship between mirror theory and advertising,
advertising prepares the process of differentiating individuals as subjects
through product diversification in the struggle with other images in the
process of creating the social self. In other words, the ego can only attain its
true identity by reflecting itself in another person, that is, as long as this
other person presents an image related to its wholeness. In this context,
when we try to understand capitalism in cyberspace, (Menzies, 2003, p. 113)
the concept of commodity fetishism emerges in the picture that emerges in
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the process of copying life. "New forms of social consumption have shifted
towards commodity fetishism, with the emergence of fetishism in the
relationships between things as the price for the elimination of fetishism in
the relationships between people. Thus, fetishism has transformed from
relationships between subjects to relationships between objects" (Zizek,
2002, p. 41). This situation demonstrates how effective advertising media
are in shaping the social structure by creating a cultural cycle that sustains
capitalism.

Consequently, with its ability to change social habits, advertising has the
power to profoundly shake up areas of life ranging from taste preferences to
clothing styles, and to deeply influence social life or social change
(Camdereli, 2013, p. 176). When we consider advertising in a cultural con-
text, we see that the examples that emerge point to decisive roles in social
life and that advertisements take shape through an element that affects hu-
man life. Considering that advertising has developed within the framework
of capitalist ideology and that the path it follows to reach people is also re-
alised within this framework, it appears that the "cultural" narratives pro-
duced by advertising are consumption-oriented. The visuals, discourses, and
images presented in advertisements often tell a story to people, but it is clear
that the reality of the story and the meanings behind it are different.

Rutherford emphasises that advertisements play an instrumental role in re-
flecting the reality of consumption within dominant ideologies. The situa-
tion presented by advertising is a communication process, and within this
communication process, it is seen that the individuals who constitute the
target audience of advertising are motivated to act in accordance with social
value judgements and current developments (Rutherford, 2000, p.135). In
this respect, understanding advertising and the advertising industry as an
effective social institution in social terms is related to understanding that it
is part of a historical and social process shaped by economic foundations that
developed in connection with the early industrialisation of Western civilisa-
tions compared to other nations (Dyer, 2010, p.19).

2.5. The Relationship Between Cultural Imperialism and Advertising

The fact that the production and distribution of information in the world is
in the hands of Western-sourced capital and is formed and transmitted
within the Western mindset contributes to the creation of cultural depend-
ence and paves the way for cultural imperialism. As the global economy ex-
erts its influence worldwide, many Western companies have moved their
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branches into the global market in order to maximise profits and expand
their target audience within the context of the free movement of capital.
Consumers are being guided and markets are being controlled through au-
dio-visual media advertising, in line with the motivational function of adver-
tising, in order to promote these branches and increase their production po-
tential (Bilgili and Akbulut, 2008, p. 180). This situation has led to Western-
based multinational advertising agencies being accused, along with transna-
tional corporations, of being the main agents threatening the cultures of un-
derdeveloped or developing countries.

It is claimed that multinational companies impose foreign values on the
countries in which they operate and restructure consumption habits in these
countries by exporting consumer culture. Schiller, in particular (1978; 1989;
2005), argues that the advertising industry uses its ability to the fullest to
stimulate consumer demand and serves as an ideological enabler of capital-
ism worldwide. He also emphasises that it causes profound transformations
in the cultural ecology of countries.

Although its exact effects are still debated, advertising undoubtedly has a
formative influence on cultures. Given its pervasive and persuasive nature,
it is difficult to argue otherwise. It surrounds us everywhere, from streets to
workplaces, from our homes to all the communication media we use. They
are designed not only to inform, attract attention and be understandable,
but also to change our attitudes and govern our behaviour. At least, this is
the aim of most commercial advertising. While the previous section dis-
cussed the role of advertising images in promoting and sustaining consumer
culture, it also addressed their functional role in sustaining and advancing
contemporary capitalism. Here, we will attempt to question the imperialist
effects of multinational corporations' advertising images on the formation of
culture and values.

According to Ozbudun, who states that cultural production has largely be-
come an industrial field today, multinational brands such as Benetton, Coca
Cola, Toyota, Adidas, and Nike act as contemporary missionaries of a new
world order, calling on the whole world to unite under a uniform consumer
culture as symbols of the consumer society. (Ozbudun, 2002, p. 293). These
multinational brands utilise different values to promote their products.

Nike markets its products with ideals of superiority, Starbucks strives to create
a community space, and Benetton promises virtues and social participation
that the product itself cannot deliver. Such brands have also become cultural
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real estate, taking over our public spaces with billboards so tall they cover
entire buildings (Klein, 2000, p. 33).

In the corporate age, advertising is increasingly dominating all aspects of
daily life, particularly as a result of the large-scale expansion of multinational
companies. The images presented in advertising play an important role in
this process (Ciochetto, 2011, p. 175). In new markets, the branded prod-
ucts of these multinational companies can be valued in terms of quality
when compared to local products, and at the same time, these products can
be seen as a status symbol because they are more expensive. On another
level, dreams are purchased with products such as the American Dream.
Advertising has undoubtedly been the most important communication tool
in enabling multinational companies to promote their standardised and
mass-produced products with a discourse of individuality and in enabling
consumers to define their individual identities by purchasing these products.
(Ciochetto, 2011, p. 176). As Naomi Klein points out, "in the corporate age,
the fundamental truth tellers" have been advertisements, not intellectuals,
activists, or religious leaders. (Klein, 2000, p. 33).

Family, religion, and educational institutions have visibly weakened over the
past three generations. The world itself seems to have become more complex.
In the absence of traditional authority, advertising has become a kind of social
guide. It depicts us in all the countless situations possible for a life of free
choice. It offers ideas about style, morality, and behaviour (Berman, 1981, p.
13).

Rutherford states that advertisements form part of a global culture consist-
ing of common images, things to be seen, meanings, strategies, and tastes
that seem inevitable for everyone to become the 'other culture'. According
to him, this culture does not undermine or replace the local or traditional; it
merely covers it, giving it a new character and spirit. This culture does not
reject local forms of expression either: they become products to which peo-
ple can attach special meaning. However, this does not mean that the move
towards cultural imperialism is devoid of content (Rutherford, 2000, pp.
174-5).

American dominance is not very visible in the world of advertising. Compared
to its Western rivals, Madison Avenue is still the most influential player on a
global scale, its practices and styles resonating around the world. What was
once American has undergone change and become global modernity. From this
perspective, the spread of American images, which may be foreign to the local
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environment, is much more pronounced. The main point here is that these
transnational advertisements undermine the assumed purity of national cul-
ture (Rutherford, 2000, p. 176).

This change is explained by a phenomenon called "cultural imperialism."
Consumers now have an equivalent understanding of brands and products
such as McDonald's and Burger King, which operate all over the world.
These companies establish a cultural bond between consumers through the
products or services they produce and instil similar habits in everyday life.
Accordingly, it can be said that the influence of global markets, particularly
in Western countries, on the economies and cultures of individual countries
is increasing (Domzal and Kernan, 1993, p. 8).

Golding discusses the transfer of the advertising industry and its practices
from Western to non-Western contexts. He defines this situation, which he
calls 'media professionalism’, as follows: professionalisation as part of a flow
of ideology and general cultural and technological dependency transferred in
parallel with the transfer of technology. This has taken the form of the inte-
gration of media practices and objectives developed in advanced industrial-
ised societies into the dominant global culture (Golding, 1977, p. 293).
Golding (1997, p. 300) identifies three mechanisms for such a transfer: the
first is institutional transfer. These are Western-centred advertising agencies
and multinational companies. The second mechanism is the differentiation
of professional ideologies. This is the tendency of local advertising agencies
to copy the West when planning and designing their campaigns. Finally, it
demonstrates the dominance of the American-style education and training
mechanism in advertising institutions.

As Golding argues, if ideological transfer accompanies the transfer of tech-
nology, institutions, and professionalism, then one place where we can see
evidence of these ideological transfers is in the transfer of cultural contracts
associated with media representations. Due to the need to appeal to a select
audience (only the upper or promising middle classes in Third World coun-
tries can afford the products advertised), advertising agencies work to pro-
mote an elite consumer culture within the broader society. The images as-
sociated with this consumer culture mimic the “style, philosophy, and form”
of Western advertising. It is clear that the main target audience for Western
advertising forms is the upper and upper-middle class elites. The upper and
upper-middle classes, in particular, distinguish themselves from lower social
strata by adopting Western attitudes and styles as signs of “civilization” and
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prestige. They collaborate to establish the hegemony of Western practices
and forms by embracing the consumer culture sold by multinational corpo-
rations (Griffin, Schwartz, and Viswanath, 1994, p. 491).

According to dependency theory, multinational corporations use advertising
as a tool to create new mass markets. Such markets are oligopolistic by na-
ture, as pioneering advertising and research costs pose a formidable barrier
to local entrepreneurs (with relatively insufficient capital) (Mattelart,
1979b). Furthermore, this theory posits that multinational corporations' ad-
vertising campaigns also consume the economic potential available for local
investment. It is claimed that this is achieved by influencing consumer be-
haviour, shifting consumption away from locally produced goods towards
multinational products (Tansey and Hyman, 2013, p. 32). Moreover, these
companies' massive advertising campaigns encourage the consumption of
luxury goods while also strengthening dependency (Oliveira, 1987, p. 17).
It also claims that they support unhealthy lifestyles such as fast food and
distort local cultures (Tansey and Hyman, 2013, p. 33).

In rapidly developing regions where ideas of modernisation and Westerni-
sation converge, attempts are made to give products a Western image so
that they become a social standard (Mattelart, 1995, p. 105). For example,
Vevey's advertising messages, particularly in developing countries, promote
an aggressive understanding of modernity in order to popularise its own
milk powder instead of breast milk. This company has been criticised for
ignoring the environment in which its products are consumed, inadequate
health conditions, and the benefits of breast milk. It has also been criticised
for presenting its product as a prescription by portraying doctors and
healthcare professionals as endorsers of its milk powder. In many parts of
the world, efforts have been made to measure and compensate for the dam-
age caused by advertising policies, particularly in the agricultural food indus-
try and the pharmaceutical industry (Mattelart, 1995, pp. 105-106).

Mattelart, citing the results of a study conducted in Mexico, demonstrates
that advertising in the food industry encourages society towards unhealthy
and wasteful consumption. The consumption of such products has shown
that economically disadvantaged groups are forced to sacrifice essential
foods in order to afford them. Thanks to advertising campaigns, companies
have succeeded in achieving unprecedented popularity for products with low
nutritional value. Those most harmed by this situation are the poor, whose
diet consists of corn, beans, and solid and liquid oils. As the consumption of
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pure foods declined, the consumption of products offered by companies,
such as packaged products and carbonated drinks, increased. Consequently,
these calories became more expensive to obtain (Rello, as cited in Mattelart,
1995, pp. 107-108).

In a harsh critique of the process of "Americanisation," Dickinson states that
the images disseminated by multinational companies are part of a process
of cultural imperialism that encourages the replacement of traditional values
and beliefs (Dickinson, 1982, p. 174). Such advertisements persuade people
to imitate the highly differentiated consumption patterns of Western devel-
oped countries, thereby increasing demand for imports (Tansey and Hyman,
2013, p. 33). Furthermore, multinational corporations set lifestyle standards
for the wealthy in local regions through this type of luxury consumption
promotion, which then spreads to the middle and lower classes of society
through a trickle-down effect. Thus, the advertising content of multinational
corporations reinforces luxury consumption and values by emphasising the
social leadership and fashion trends of the wealthy (Oliveira, 1987).

In the 1960s, the expansion of international trade and advertising was
viewed with concern by Third World countries. They described it as a form
of economic and cultural neocolonialism or cultural imperialism carried out
by foreign companies. As a result of these concerns, the United Nations
(UNICEEF) published the MacBride Report (1980). Subsequently, studies on
the cultural impact of advertising increased. Although it is accepted that cul-
tural processes involve complex reworking, filtering, resistance and synthe-
sis, it is impossible to deny the reality of major cultural changes. Since the
1980s, it has been occurring at a pace parallel to the globalisation of com-
munication and media, with advertising playing a key role in this process
(Ciochetto, 2011, s. 178).

Given that advertising can have pervasive consequences, much of the debate
attempts to determine what these consequences might be. Many authors,
including the UNESCO Commission concerned with the impact of advertis-
ing in the Third World, readily accept that some of these consequences are
potentially beneficial, such as facilitating market efficiency and helping the
media to be independent of politics, if not of commerce. However, when
considering the impact on cultural character or modal personality , it is not
at all clear to most observers that the effects of a highly commercialised cul-
ture are beneficial. Just as it seems unreasonable to assume that advertising
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has no long-term effect, the UNESCO report argues that it would be unwise
to assume that such effects are entirely beneficial (MacBride, 1980, p. 154).
Many advocates from the field of advertising, including the American Ad-
vertising Federation, claim that advertising does not change cultural values
(Belch and Belch, 2007, p. 732). In contrast, Pollay has documented a wide
range of scholars from many disciplines who have published their concerns
about the cultural effects of advertising and the distortion of value systems
caused by advertising (1986). These critics argue that advertising essentially
maximises its appeal by exploiting success motives and anxieties, using cov-
ert manipulation tactics, playing on emotions, maximising appeal and min-
imising information, trivialising, eliminating objective thought, dealing with
illogical situations, and generally reducing men, women, and children to ir-
rational roles, thereby glorifying the materialistic virtues of consumption
(MacBride, 1980, p. 154).

Furthermore, their research revealed that the impact of advertising and its
potential consequences involve the promotion of the following elements:
materialism (psychological belief in consumption as a source of satisfaction,
displacement of spirituality), submission and seduction (coercion into con-
sumption and disregard for its consequences, cynicism, distrust, deceit),
selfishness and greed (sacrifice of community, cooperation and compas-
sion), simple symbols (racism, sexism, etc.), dissatisfaction (loss of self-con-
fidence, disappointment, chronic anxiety), pornography, envy, competition,
disrespect for the elderly and disrespect for tradition (Pollay and Gallagher,
1990, p. 363).

The critical perspective reflected in Richard Pollay's (1986; Pollay and Gal-
lagher, 1990) work reveals the relationship between advertising and culture
and changing values. According to him, there are numerous examples of ad-
vertising agencies that openly intend to change values in order to encourage
product purchases. Campaigns such as McDonald's T'm Lovin' It' campaign,
which focus on empowering youth and reinforcing individuality, fun and he-
donism, are designed to associate the values of youth and independence with
products. The most striking feature of cultural values and advertising is that
there is no direct link between values and products. The same product can
be sold based on many different values. Soap can be sold as cheap, pure,
sweet-smelling, modern, popular, and promoting cleanliness, and this can
be associated with social acceptance, economic success, sexuality, or health
(Pollay and Gallagher, 1990, p. 364).
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Values are also conveyed through the lifestyles and activities they represent.
Naturally, there is a strong emphasis on consumption, but there is also per-
sonal satisfaction and leisure activities defined by product use, rather than
the promotion of hard work, educational success, community values, social
justice and social responsibility ethics. Pollay has listed some of the dis-
torting features of advertising in his own work. According to him, advertise-
ments violate children's judgements, push the boundaries of sincerity, pro-
mote simplistic stereotypes and bad role models, exploit age discrimination
and social insecurities, and serve as an important propaganda function for
consumption (Pollay, 1986). According to him, maintaining our consump-
tion tendencies in this way is achieved partly by romanticising goods and
channelling our psychological needs and ambitions into consumption be-
haviours. However, he states that this romantic attitude towards objects has
serious side effects on our personalities: "The social effect of displacing the
influence of people with objects and the alienating effect of perceiving the
self not as a child of God or an element of the community, but as a commod-
ity of exchange." According to him, regardless of advertising's economic con-
tributions, it has an alienating effect on personalities and cultural values.
This justifies concerns about advertising's negative impact (Pollay, 1986,
p-25).

Advertising creates a behavioural model that is accepted as the "good life"
and is presented as an ideal behaviour that everyone should strive for. In
fact, the lifestyles portrayed are ideal in terms of consumption and probably
provide a fair representation of the materialist's hedonistic utopia or para-
dise (Pollay, 1986, p. 25). However, when viewed strictly, advertising seeks
to encourage self-indulgence as much as self-doubt. Its fundamental aim is
not to satisfy needs but to create new needs alongside new anxieties. It
achieves this by surrounding individuals with images of the good life. Sim-
ultaneously, commodity propaganda creates unhappiness. By feeding the
longing for a better life than the current conditions, it fuels feelings of infe-
riority and lack of self-confidence in the individual (Lasch, 1978, s. 180).

Consumption is proposed as a cure for individuals caught up in the anxieties
of their own modern lives. Advertising promises to alleviate all the old un-
happiness inherited by the body, while simultaneously creating new forms
of unhappiness, personal insecurities, and anxieties in parents. It encourages
consumers by promoting so-called liberation and flattering them with excit-
ing reminders. It particularly flatters and elevates young consumers with the
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hope of elevating them to the status of fully-fledged consumers in their own
right (Lasch, 1978, s. 73-74).

These fears that advertising creates a sense of inequality have been ex-
pressed particularly in relation to women's sense of self. Mannes states that
the advertising industry is largely responsible for the deep feelings of inade-
quacy that generally lead women to psychiatrists, medication, or the con-
sumption of cosmetic products. It is said that owning and using the products
advertised will make a person happy and desirable forever. Therefore, we
spend our time worrying about grey lines, dry skin, or excess weight instead
of focusing on our minds, hearts, and loved ones (Mannes, 1964, p. 31). Of
course, women are not the only group who feel unhappy when exposed to
advertising. According to Fisher, older people, like other groups overlooked
in advertising, also have threatened concepts of self. Age, fear, and the ex-
ploitation of social acceptance are intertwined. Social values are being un-
dermined due to the inconsistency in advertising's equation. Youth is
equated with popularity, popularity with success, and success with happi-
ness (Fisher, 1968, p. 117). Advertisements reinforce stereotypes not only
for genders and ages but also for races, professions, family relationships, etc.,
leading to a re-examination of many traditional principles of society. For ex-
ample, respect for nature has been replaced by a determination to exploit it.
Saving has given way to the duty to buy. The work ethic has been replaced
by the consumer ethic. Modesty has been displaced by sexual salesmanship,
and the suppression of the ego has lost its prestige. (Barnouw, 1978, p. 98).

Almost since its inception, advertising has captured our attention with sex-
ual stimuli, promising seductive abilities even when unrelated to the prod-
uct. Undoubtedly, the most enticing advertising tools used to ensure mem-
orability, create irresistible appeal for the product, and thus spur consump-
tion with the promise of satisfaction are designs constructed with porno-
graphic images. This fictional , extending from product designs to advertis-
ing messages, paves the way for the legitimisation of pornographic images
(Camdereli, 2013, p.161). Giirbilek describes the attempt to legitimise por-
nographic culture in 1980s Tiirkiye as a new form of acculturation presented
to the gaze of men, women, and children alike. According to him, thanks to
the language provided by the media and advertising, a new way of life was
born, and most importantly, this language, presented as a modern cultural
proposal, has internalised a promise or vision of freedom (Giirbilek, 2001,
pp. 22-23).
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The language of advertising is also seen as a threat to the cultural identity
and self-realisation of many countries. Language, which is of vital im-
portance to cultures, is the cornerstone of a person's ability to accumulate
knowledge in the world, form communities, and establish a relationship
with God, based on the ability to trust the validity of what is understood
verbally. Our language can be influenced by advertising in two ways. Adver-
tising provides us with a vocabulary: a set of words and the concepts they
express that structure our perceptions and judgements largely define how
'reality' is understood. All languages do this. What advertising does is place
greater emphasis on certain words and concepts (Pollay, 1986, p. 29). Dom-
inance relations can only be established through language, take root there,
and nourish universal culture. For example, English has been vital in spread-
ing Western values throughout the world and gaining acceptance. Today,
English is used more than other languages in books, newspapers, maga-
zines, and online. Similarly, English dominates the production of advertising
slogans and texts.

Those who criticise advertising on moral grounds generally view it as a social
force that runs counter to the values of the region. Pollay, noting that such
observations are very common and come from different sources, states that
the emergence of a more secular, urbanised and mediated society contrasts
to some extent with the previous traditional social structure. They see ad-
vertising as promoting not only goods but an entire lifestyle and the ration-
alising attitudes that accompany it, viewing this as moral (or immoral) in-
structions on how life should be managed. It is believed that these secular
instructions are communicated to all members of society, starting with chil-
dren, and that this secular conditioning competes with religious teachings
and ideals. Therefore, it is argued that commercial interests also hinder spir-
itual development. In this sense, Pollay states that we should not be sur-
prised that all the seductive temptations of advertising are seen as problem-
atic (Pollay, 1986, p.30).

The persistent, empathetic presentation of all these temptations that seduce the
human spirit promises momentary pleasures instead of the rewards of a spir-
itual life. "Above all, be happy, learn to want more, waste rather than pre-
serve, spend on things you don't have" is a repulsive command. We are called
upon in this way from an early age. Our commercial education begins with
jingles and slogans... thus we learn the ritual words through a mechanical
command (Pollay, 1986, p.30). It is literally a series of commands, a secular
religion. This is the hijacking of moral instruction by advertisers. "You only go
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around once in life; therefore, enjoy as much as you can!" These are not state-
ments about a product, but theological claims and moral instructions (Silber,
cited in Pollay, 1986, p.30).

Looking at Tiirkiye, the influx of foreign capital into the national market
accelerated within the framework of neo-liberal economic policies that be-
gan in the 1980s. This led to increased product diversity and competition.
During this process, while the country's economic structure underwent a
radical change, the individualistic-consumerist society model, which com-
plemented the policies implemented, also began to develop rapidly (Pek-
man, 2001, p. 214). Although product diversity has changed advertising dis-
course, the main factor behind this is global social and philosophical trans-
formations. Multinational companies are among the top advertisers in Tii-
rkiye. In recent years, the global advertising strategies pursued by multina-
tional companies have been centrally directed, and similar campaigns have
been implemented wherever they operate. Therefore, as in the rest of the
world, criticism that advertising transforms individuals into homogeneous
consumer units is also present in Tiirkiye (Pekman, 2001, p. 217). Within
the framework of these discussions, it is accepted that Turkish society is also
undergoing a transformation from a frugal society to a consumer society
(Cetinkaya, 1992, p. 51). Advertising, which reflects the lifestyles antici-
pated by global demands, is an important means of communication in this
process of change.

New values, directing individuals' expectations for a better life towards
dreams of personal success, have led to consumption patterns replacing ide-
ological patterns, and people have been encouraged to believe that they can
become individuals by consuming. As consumption patterns took centre
stage, wealth hunting began with the understanding that anything could be
done to exist and be different, and expensive items purchased were consid-
ered the easiest way to be different and special (Kozanoglu, 1995, pp. 121-
124). According to Bostanci, it is possible to list consumption, accepting
Western style in clothing as an indicator of social status, and the nationali-
sation of fast food as the preferences of that period (Bostanci, 2002, p. 9).

During this process, advertisements, in particular, subjected society to an
intense barrage of consumption. Thus, starting in the 1980s, a new under-
standing began to take hold, replacing the culture that emphasised saving,
suppressing desires, social solidarity, and viewing the world within a specific
set of rules. This new understanding was formulated as pragmatism, cultural
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hybridisation, hedonism, consumption, thinking primarily of oneself, and
accepting the individual as the supreme value. (Bozkurt, 2004, p. 101). After
this period, the modern styles presented by increasingly influential adver-
tisements, reflected through images laden with modern values, both offered
a new habit in opposition to the traditional and contributed to the produc-
tion of a new value system. In other words, it can fulfil the function of re-
flecting and multiplying social formations (Tolan, 1992, p. 43).

Ciochetto (2011, p. 181), who states that the public and private spheres have
been commercialised by multinational corporations and their advertising
images, also notes that this situation is increasingly encroaching on social
values. According to him, unless there is a dramatic shift away from con-
sumption as the fundamental goal of individuals in society, the likely future
will be the continuation and expansion of current trends and power struc-
tures. Many aspects of private life and public spaces are being colonised by
advertising. In recent years, the international expansion of the media has
been accompanied by the promotion of Western-based consumer culture
values. Advertising and marketing campaigns undertaken by multinational
companies to sell their products play an important role in supporting con-
sumer society. Among the most supported values are modernity, material-
ism and consumption. Although advertising is only one of many possible
influences on value formation, it is becoming increasingly invasive in con-
temporary life.






3. CHAPTER

ADVERTISING AS A TOOL OF CULTURAL IMPERIALISM: AN ANALYSIS OF LOCAL
AND WESTERN ADVERTISEMENTS IN TURKIYE

3.1. The Research Question

The concept of imperialism refers to the military, economic, and socio-cul-
tural pressure exerted unjustly by powerful countries on weaker ones.
Linked to colonialism, the physical occupation of other weaker countries by
overseas powers has now been replaced by economic occupation based on
free trade. Today, economically stronger countries are in a highly effective
position to integrate new regions into their own economic interests through
free trade. Western developed countries, in particular, have eliminated trade
barriers with globalisation, a new phase of imperialism, thereby creating
powerful international capital structures. This situation has transformed the
economies of weak and developing countries, forcing them to submit to the
monopolistic competition of global Western capital. This transformation has
brought with it similar fluidities and increasingly intense interconnections
between societies. Consequently, globalisation has political, environmental
and socio-cultural dimensions as well as economic ones. The phenomenon
of globalisation, which forms the focus of this study, is examined within the
context of cultural imperialism, along with its cultural dimension.

Herbert Schiller, who points out that cultural imperialism serves capitalism,
defines cultural imperialism as the processes by which a society is enticed,
pressured and forced to integrate into the values and structures that prevail
at the centre of power in the modern world system (Schiller, 1976, p. 9).
Here, it is emphasised that capitalist countries draw developing countries
into the web of the world capitalist system by offering them the "good life"
of consumerism. Viewed in this way, cultural imperialism stems from the
spread of capitalist culture, and thus from the hegemony of a structure re-
ferred to as "Western culture" (Tomlinson, 1999, p. 155). 's dominant cul-
ture and values are imposed on other countries through the media. The cul-
tural values of these countries are destroyed or transformed, making West-
ern cultural values dominant over local values.

As can be seen, the media is the main focus of a significant portion of these
discussions on cultural imperialism. A large portion of international capital
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is in the hands of multinational corporations. These corporations also con-
trol the global spread and dominance of communication tools that have de-
veloped alongside global technology. These companies, mostly Western-
based, control the processes of production, distribution and consumption
(Chomsky, 2001, p.111); they use the media beyond a commercial market-
ing tool to create a consumer society. Advertising is undoubtedly one of the
most important communication tools serving this purpose. Societies in
many parts of the world are being exposed to the influence of Western com-
mercial mass culture, particularly through advertising. Consequently, it is
becoming increasingly difficult for economically less developed societies to
preserve and continue their own local cultures.

In this respect, advertisements cannot be viewed merely as promotional
tools. This media tool has significant cultural effects and consequences.
Through the messages they convey visually and aurally, advertisements pre-
sent certain values to the societies in which they exist, while also enabling
these values to become legitimate within those societies. The majority of
international advertisements are Western-centric and have a profound im-
pact worldwide. In particular, values and ideologies that serve the interests
of Western capitalist companies are spread throughout the world through
these advertisements. Thus, national and local cultures in many other parts
of the world are undergoing change and being destroyed. This process gives
rise to the phenomenon of cultural imperialism.

In this process, it is necessary to determine which cultural values and sym-
bols advertisements facilitate the spread of and to reveal the extent to which
viewers are exposed to these values and symbols. At this point, determining
the extent of the relationship between the cultural values and symbols pre-
sented in television advertisements broadcast in Tiirkiye in April 2021 is
seen as a problem. Accordingly, the study addresses the fundamental prob-
lem of identifying the values and symbols produced by the advertising films
of Western and local companies within the framework of modern and tradi-
tional values and determining the extent to which these values are repeated.

3.2. Purpose of the Research

Cultural imperialism is a significant socio-economic and socio-cultural phe-
nomenon in today's world. A significant portion of the advertisements
broadcast on national television channels in Tiirkiye originate from the
West, and these advertisements convey messages about certain lifestyles
and consumer cultures to viewers, thereby ensuring the reproduction and



CULTURAL IMPERIALISM AND ADVERTISING | 137

legitimisation of dominant cultural values. These advertisements, controlled
by multinational corporations, create artificial needs while also forcing view-
ers into a certain pattern of behaviour and lifestyle. The values and symbols
subtly constructed in advertising messages support the capitalist perspective
and ensure the continuation of capitalist ideology. In this way, viewers are
incorporated into the dominant ideology.

The main objective of this study is to reveal the reflections of cultural values
and symbols in television advertisements broadcast in Tiirkiye using content
analysis. The sub- objectives determined within this framework are as fol-
lows:

1.

10.

11.

12.

13.

To examine the phenomenon of globalisation within the framework of
cultural imperialism, considering its socio-cultural dimensions.

To attempt to understand globalisation, referred to as a new phase of
imperialism, and the global consumer culture it has brought about.

To examine the relationship between cultural imperialism and advertis-
ing.

To compare advertisements according to brand origin, categorising them
as Western and local.

To determine what modern and traditional values and symbols may be
present in advertising films.

To question modern and traditional values within advertising films.

To determine whether Western and locally-based brands include mod-
ern and traditional values and symbols in their advertising films.

To be able to determine which modern and traditional values and sym-
bols are given more prominence in the advertising films of Western and
local brands.

To question the presence of modern and traditional cultural values and
symbols in advertising films in terms of product-service categories.

To identify the cultural values presented in advertisements using West-
ern and local themes.

To determine the cultural values presented in advertisements using
Western and local models.

To determine the relationship between advertisements and brand origin,
product-service category, theme, model/celebrity, and language use.

To determine the relationship between brand origin, product-service
category, theme, and model/celebrity usage and cultural values and sym-
bols.
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14. To reveal how English, considered the most concrete manifestation of
Western cultural hegemony and therefore cultural imperialism, is re-
flected in advertising films.

15. To open up a discussion on the effects of the messages in advertising
films on cultural structure.

3.3. Significance of the Research

The importance of mass media is considerable in terms of individuals learn-
ing and adopting the fundamental knowledge and values they possess about
the society they live in, and participating in social life. In the international
communication order that has emerged with globalisation, the flow of cul-
tural products is directed more towards less developed or developing coun-
tries, which are in a more receptive position, than towards developed West-
ern countries. The main actors in this process are the multinational compa-
nies of Western countries. The control of global capital over communication
also creates an environment conducive to establishing dominance over cul-
tural values. As Herbert Schiller (1976) points out, this type of relationship
is cultural imperialism. Accordingly, analysing the cultural values presented
in television advertisements broadcast in Tiirkiye, which is classified as a
developing country, constitutes the importance of this research.

Generally speaking, the limited focus on media and cultural imperialism has
also affected advertising research in Tiirkiye. Despite the comprehensive na-
ture and historical roots of cultural imperialism, its relationship with adver-
tising has not received the attention it deserves in academic circles. How-
ever, the expansion of global capital has raised concerns in Tiirkiye, as in
many other countries, about the erosion or dis ation of cultural diversity and
local traditions. As Tiirkiye develops economically, its advertisements in-
creasingly feature global brands and Western imagery (Western cultural val-
ues and symbols, models, language). Therefore, the importance of academic
studies providing information on the relationship between cultural imperi-
alism and advertising is increasing. Consequently, research is needed on
how multinational Western brands and the local brands influenced by them
are promoted in Tiirkiye and the relationship between them.

It remains to be seen whether Western images simply convey dominant
Western values and traditions to the Turkish public or whether they are ac-
tively used by local brands. This study is important in that it brings to the
fore the relationship between Western brands operating in Tiirkiye and local
brands in the transmission of cultural values. It is also important in terms
of showing consumers, who cannot see the persuasive nature and harmful
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dimensions of advertising, which values and symbols belonging to global
culture they are exposed to more frequently, and in terms of developing local
cultural awareness.

3.4. Assumptions of the Study

The essence of content analysis is media text, but most studies do not view
the text as an end in itself. In fact, in the communication process, content is
situated between the forces that create it and its effects. The rise of content
analysis as a research method has gone hand in hand with increased interest
in the effects of the media, so the examination of media content is based on
the assumption that content has an effect on audiences (Krippendorff, 2018,
p- 34), and researchers develop categories that are expected to have an effect.
Tiirkiye, which is part of the globalisation process, is exposed to the effective
transfer of capital by multinational companies on the one hand, while incor-
porating values and symbols belonging to different cultures into its own cul-
ture on the other. This study is based on the assumption that the values and
symbols featured in television advertisements broadcast in Tiirkiye generally
reflect Western cultural hegemony and have an impact on viewers. Based on
this general assumption, the other assumptions of the study are as follows:

e Western values and symbols are used intensively in television commer-
cials broadcast in Tiirkiye today.

e The brand origin of the advertisement is a powerful factor in shaping the
cultural values and symbols presented in the advertisement.

e There is a close relationship between the model/celebrity and theme
used in advertisements and cultural values and symbols.

e English has taken over Turkish television advertisements, as it has
worldwide.

3.5. Limitations of the Research

As seen in studies in the literature, the relationship between cultural impe-
rialism and advertising is examined by comparing different periods. How-
ever, the limitations of accessing historical advertising data in terms of time
and cost have resulted in this study being limited to two different channels
and a one-month period. The advertisements during this period were exam-
ined by comparing Western and local advertisements.

As examining all national television channels in Tiirkiye would exceed the
scope of this study, only ATV and FOX TV channels were evaluated. An-
other factor in selecting only two channels was that advertisements were
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broadcast in a similar manner on many different channels. This situation
made selecting more channels unnecessary.

The selected television advertisements were limited to the time slot between
08:00 and 11:00 pm, known as "prime time". Advertisements broadcast in
different categories during this period, such as sponsors, film or series pro-
motions, virtual logo advertisements and banner advertisements, were not
included in the research.

Finally, this study is limited to the cultural values and symbols obtained
from previous studies and explained in the methodology section. Further-
more, the advertising agencies that produced the selected advertisements
were not included in the study.

3.6. Design of the Study

This study entitled "Examining the Advertisements of Multinational Com-
panies in the Context of Cultural Imperialism," is a case study. This study
consists of theoretical and practical sections. In order to carry out the prac-
tical section, a literature review was conducted and the necessary theoretical
section was prepared. In the practical section, the research design of the
study was determined within the framework of different studies and theo-
retical explanations.

Table 4: Stages of the Research

Research Objective
Formulation of Research Problems
Selection of Population and Sample
Determination of Content Analysis as the Research Method
Identification of Cultural Values and Symbols
Creating and Defining Categories
Creation of the Coding Schedule
Pre-test
Data Collection/Coding and Ensuring Reliability
Analysis and Interpretation of Findings

Following the research problems established within the scope of the study
objective, the universe and sample were determined, and content analysis
was used to conduct the research.

In this regard, theoretical explanations for content analysis were first exam-
ined, and concepts associated with cultural values and symbols belonging to
the West and the local context were identified. Subsequently, a classification
system was established and a coding table was prepared. The content anal-
ysis method was applied to each category in the preliminary trial. After
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measuring reliability, the research data were evaluated and interpreted. Fi-
nally, the obtained data were compared with the research problems, and the
consistency of the results was reviewed.

3.6.1. Research Questions

Research questions provide assumptions and the opportunity for verifica-
tion and testing. While research questions make problems investigable, as-
sumptions lead the research question to criteria that can answer the ques-
tion (Gokge, 2001, pp. 70-71). Therefore, it is possible to say that research
questions aim to test assumptions.

In the research section, it was first determined which questions were ad-
dressed in relation to cultural imperialism and advertising. Accordingly, the
following research questions were addressed to test the assumptions of the
study:

1) What is the distribution of the advertisements included in the study in
terms of brand origin, duration, product and service category, theme,
model/celebrity, language use and cultural values?

2) What is the relationship between the brand origin of the advertisements
and their duration, product-service category, theme, model/celebrity, and
language use?

3) What is the frequency of use of cultural values and symbols presented in
advertisements belonging to Western and local brands?

4) Is there a significant difference between Western and local companies'
advertisements in terms of the use of cultural values and symbols?

5) What cultural values and symbols are used in advertisements within dif-
ferent product-service categories?

6) What is the relationship between the product-service category and cul-
tural values within Western and local brands?

7) What cultural values and symbols are used in advertisements with West-
ern and local themes? Are there similarities and differences between the
theme used and the cultural values and symbols?

8) What are the cultural values and symbols used in advertisements featur-
ing Western or local models/celebrities? What is the relationship between
the use of models/celebrities and cultural values and symbols?

9) To what extent is English, considered the most concrete manifestation of
global cultural hegemony and therefore cultural imperialism, used in the ad-
vertisements included in the study?
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3.6.2. Population and Sample

In order to determine the reflections of cultural imperialism in advertise-
ments, a study universe and a sample taken from this universe are required.
The totality of elements for which the research results are to be generalized
is defined as the universe. As the population grows in size, it becomes more
abstract and difficult to access. Therefore, a sample is determined according
to certain rules and accepted as representative of the population from which
it is selected. Research is conducted on this previously determined sample,
and the results obtained are generalized to the relevant population (Karasar,
2014, pp. 109-110). The population of this study, which questions cultural
imperialism, consists of advertisements on nationally broadcast television
channels in Tiirkiye.

Television is the most effective mass communication tool in terms of ap-
pealing to both the eye and the ear. Nowadays, the fact that almost every
home has a television set, that it can be watched in a relaxed and comfortable
environment, and that the topics covered appeal to every member of the
household increases the impact and use of this mass communication tool.
As a natural consequence, television is the first choice of advertisers and
agencies as an advertising medium (Kocabas and Elden, 2002, p. 42).

The main factor in choosing television as an advertising medium is that it is
the medium that receives the most investment (36% market share) among
mass communication tools. According to the latest data from the Advertis-
ers Association, estimated media and advertising investments in Tiirkiye in
2020 amounted to 17.5 billion TL. Twenty-five per cent of this amount was
spent on advertising. With the increase in time spent at home, especially
during the pandemic, total television viewing times have risen rapidly. This
has increased advertising investments on television channels by 23 per cent
compared to the previous year.

In this study, which utilised a random sampling method, the two television
channels with the highest ratings throughout April 2021 (ATV and FOX
TV) were selected as the sample. According to TIAK (Television Viewing
Research Inc.) reports (http://tiak.com.tr), these channels had the highest
total viewership in Tiirkiye in March 2021. Therefore, these channels were
determined based on their viewership ratings, without considering their ide-
ological orientation. This is also significant in terms of the target audience
reached by these television channels.
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Finally, a time restriction was applied when creating the sample. Accord-
ingly, the "prime time" hours within a one-month period of the television
channels were included in the study. This time slot was selected because it
has higher viewing rates compared to other time slots. During this period,
advertisements broadcast in different categories, such as sponsors, film or
series promotions, virtual logo advertisements, and banner advertisements,
were not included in the research, except for commercial breaks.

3.6.3. Content Analysis and Implementation Stages

The content analysis method was used in the study. The content analysis
method is widely used in fields such as advertising, consumer research, jour-
nalism, sociology, and political science. It encompasses the analysis of rep-
resentation forms in television advertisements, films, newspapers, maga-
zines, and novels, as well as various texts with ideological or propaganda
content (Neuendorf, 2002, p. XV).

The first systematic definition of content analysis was provided by Bernard
Berelson. According to Berelson, content analysis is "a research technique
that provides objective, systematic (orderly) and quantitative definitions of
the written/explicit content of communication" (Quoted by Gokee, 2001, p.
16). The expansion of fields and the tendency to increase the levels of mean-
ing that content analysis can uncover have also brought new definitions.

One such definition is as follows: Content analysis is the systematic and re-
peatable examination of communication symbols assigned numerical values
according to valid measurement rules in order to define communication and
make inferences about both the production and consumption meanings of
its content, as well as the analysis of the relationships containing these val-
ues using statistical methods (Riffe et al., 2005, p. 25). Since communication
symbols can be both visual elements (e.g., colour, shape and size) and ele-
ments that require semiotic interpretation (e.g., type of beauty), this defini-
tion is broader than Berelson's definition. In particular, the meaning/inter-
pretation dimension has been given a qualitative appearance in terms of its
quantitative aspect.

Although different authors offer different definitions, it is generally accepted
that content analysis developed to date has the following characteristics
(Riffe et al., 2005, pp. 25-36):

e Itis systematic. It has step-by-step protocols and is generalisable, requir-
ing empirical evidence.
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e It is reproducible. Other researchers should obtain the same results
when applying the same procedures to the same content.

e The subject of research is various communication symbols, including
verbal, textual, and visual ones.

e Itis quantitative. It involves assigning numerical values to categories and
conducting statistical analyses of relationships.

e Its purpose is to define the characteristics of the content or to draw con-
clusions about the production and consumption of the content.

The common ground among content analysis techniques is that they are
based on inference/deduction. They all aim to provide an interpretation
based on the elements observed and described in the messages. Therefore,
content analysis encompasses techniques that occupy different points on a
spectrum ranging from objectivity to subjectivity (Bilgin, 2006, pp. 1-2).
Content analysis, which reveals the quantitative elements in the text and
focuses on meanings through codes and themes (Bal, 2016, p. 258) , also
aims to reveal the messages conveyed to society through communica-
tions/data and the ideology that is attempted to be made dominant there
(Yaylagiil, 2012, p. 8). In this respect, it is used as one of the methods for
gathering information about cultural messages in media research.

The application of content analysis takes place in several stages. First, the
research question/problem must be determined. The second stage involves
establishing the research universe and sample. The sample may consist of a
limited number of newspapers, magazines, films, advertisements, and other
communication tools or types, depending on the communications to be ex-
amined. Next, the units into which the sample will be divided and the cate-
gories into which they will be grouped are determined. After the obtained
data is analysed, the evaluation, inference, and interpretation stage is
reached (Bilgin, 2006, p. 11). Accordingly, in the research section of this
study, the application steps of content analysis were carried out one by one.

3.6.4. Data Collection Process and Reliability

A literature review of the topics to be included in the first phase of the study
was conducted, and this information was included in the theoretical section.
During this process, categories covering various scales were created by draw-
ing on different studies.

As stated in the sample, advertisements aired during prime time on ATV
and FOX channels throughout April 2021 were recorded to collect data.
During this period, 341 commercials belonging to different brands were
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identified. In line with the purpose of the study, the advertisements were
coded in terms of brand origin, duration, product-service group, theme,
model/celebrity, language, cultural values, and symbols in order to deter-
mine the qualities of the advertisements and the relationship between these
qualities.

One of the most important stages in content analysis is ensuring reliability.
To this end, the boundaries of each category were clearly defined in each
analysis. For reliability, it is considered necessary that a category system
coded by different coders yields similar results. The following formula is
used to measure the similarity of results obtained from data coded by differ-
ent coders or by the same coder twice (Alver, 2003, p. 242):

“C=2XCl,2/Cl1+C2

C1, 2 = Number of codes that coders agree on C1 = Number of items coded
by the first coder

C2 = Number of items coded by the second coder."

With these calculations, the reliability issue, which indicates how closely the
analysis corresponds to real conditions, has been addressed with the claim
that the more similarly the coders have coded the same text, the more relia-
ble the results will be (irvan, 2000, p. 78). According to Geray (2011, p.
140), for the study to be reliable, a similarity of over 90% must be achieved
by different coders or by the same coder coding at different times.

In this context, the concepts applied in the coding table during the research
were coded by three individuals in different locations and at different times.
The coders consisted of the researcher himself, along with one individual
who had completed a master's degree in communication and another who
was pursuing a doctorate in the same field. Before viewing the advertise-
ments, the coders were explained the concepts in the coding form by the
researcher and conducted a pre-test on 30 advertisements in the sample. To
ensure the reliability of the research, categories where the coders disagreed
were identified and corrected or clarified. In this way, a high degree of simi-
larity/matching (over 90%) was achieved for the majority of the data ob-
tained. Subsequently, all advertisements were viewed and coding tables
were marked, thereby enabling the collection of numerical data revealing the
extent to which Western and local values were represented in advertise-
ments broadcast in Tiirkiye. All this data was obtained based on the visual
and verbal content of the advertisements.
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3.6.5. Identification of Cultural Values and Symbols

To date, numerous studies have revealed that advertisements in mass media
such as newspapers, magazines, or television reflect Western cultural values.
However, some researchers have used the concept of Westernization to refer
to the presence of Western values in advertisements and their cultural im-
pact in non-Western countries. Most studies on this subject have focused
on the Westernization of advertisements published in South and East Asian
countries. Many of these studies have compared the cultural values of ad-
vertisements published in these countries with those of the United States.
In particular, Pollay's (1983) pioneering study on measuring cultural values
in advertisements has served as a basis for many such studies.

Belk, Bryce, and Pollay (1986; 1985), who studied advertisements in Japan
and the United States, focused on how changes in advertising practices and
themes led to changes in consumption. The main argument here is whether
advertising messages and practices are consistent with local cultural values.
The most important finding revealed by these studies is that viewers' life-
styles, habits, and cultural values are influenced by changes in advertising
content and themes. Mueller (1987) argues that advertising tends to reflect
the prevailing values of the culture in which it exists, to the extent that it
can be used to shape the ethics of consumption. Mueller's (1992) research
on the Westernization of Japanese advertising showed an increase in the use
of English and Western models. The results showed that Western values
were spreading in Japanese advertising, while at the same time some local
cultural values were being preserved.

A similar study (Ramaprasad and Hasegawa, 1992) examined cultural val-
ues in Japanese and American advertisements. The research results show
that the use of English is widespread in Japanese advertisements. Further-
more, it concludes that there has been a significant increase in the presence
of Western cultural values in these advertisements, emphasizing that the
Western influence on Japanese advertising continues to grow.

Tse, Belk and Zhou (1989) conducted a comparative study on Western cul-
tural values in newspaper advertisements in Hong Kong, China and Taiwan.
The researchers present a cross-cultural content analysis focusing on
changes in cultural values over a six- year period. The findings of the study
show that the cultural values presented in print advertisements reflect the
local culture of the country in which they appear. Chinese advertisements
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offer appeal based on benefits focused on the current reality, while adver-
tisements published in Hong Kong emphasize looking to the future, encour-
aging Westernization. Advertisements published in Taiwan fall between the
two models: China and Hong Kong. They present ideas and themes from
both models. However, it was concluded that advertisements published in
Taiwan are becoming increasingly Westernized, similar to those in Hong
Kong.

Similarly, Wang, Jaw, Pinkleton and Morton (1997) compared Taiwanese
magazine advertisements from 1982 to 1992. In their study, they investi-
gated whether there was a change over time in the frequency of use of "East-
ern" and "Western" cultural values featured in advertisements. Values de-
fined as "Eastern" included elements such as traditions, respect for elders,
group identity/spirit of solidarity, and harmony with nature. "Western" val-
ues included elements such as individualism, freedom, youth, and moder-
nity. The study found that Western values were used more frequently than
Eastern values in Taiwanese magazine advertisements. The reasons cited for
this include the acceptance of foreign cultures in Taiwanese history, admi-
ration for Western-origin products, and the influence of global advertising
elements.

Cheng's (1994) research on cultural values in Chinese magazine advertise-
ments presents a decade-long study. The findings show that the modernity
presented in Chinese advertisements has increased as a Western cultural
value. Meanwhile, Lin and Salwen (1995) examine the differences in infor-
mation strategies according to product categories in American and Japanese
television advertisements. Here, it is emphasized that American advertise-
ments are more informative than Japanese advertisements. The findings also
show that the cultural values presented in advertisements are country- spe-
cific. Japanese advertisements present more Japanese cultural values than
American cultural values, while American advertisements present more
American cultural values.

Cheng and Schweitzer (1996), in their study titled "Cultural Values Re-
flected in Chinese and American Television Advertisements," further devel-
oped the framework created by Cheng. The cultural values identified by
Cheng and Schweitzer as traditional and modern are as follows: adventure,
beauty, group belonging, competition, conformity, politeness, thriftiness,
power, entertainment, family, health, individualism, leisure, modernity, tra-
dition, naturalness, spirituality, patriotism, popularity, quality, respect for
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the elderly, security, sexuality, social status, technology, being different, in-
tellect, youth, prosperity, working life. Most of these values are presented as
typical characteristics of modern or traditional cultures. In this study con-
ducted by researchers, cultural values such as group identity and naturalness
are predominantly reflected in Chinese advertisements; in contrast, Ameri-
can advertisements reflect values such as individuality, competition, or hu-
man control over nature. In particular, social status is reflected as a value
along with the products that the individual possesses. These products show
that economic success and gain are important goals for individuals.

Maynard and Taylor (1999), in their research on cultural values in Japanese
and American magazine advertisements, presented a cultural content analy-
sis of 263 advertisements, focusing on different gender images in magazine
advertisements, particularly images of young girls. The researchers com-
pared different cultural values through visuals. The findings suggested that
social and cultural differences between Japan and the US were the main fac-
tors influencing the types of images presented in advertisements. The find-
ings showed that Western values were spreading into local advertisements,
but that local cultural values had not completely disappeared. Furthermore,
the researchers suggested that a series of combined cultural values, incorpo-
rating both local and foreign cultural values, had emerged.

Ji and McNeal (2001), in their study on cultural values in children's adver-
tisements in China and America, investigated how local cultural, economic,
and social conditions affect the cultural content of advertisements. The re-
searchers suggest that the local environment can dictate the appeal and val-
ues presented in advertisements. However, it is shown that more Western
values are being disseminated in Chinese advertisements and that the pres-
ence of Western cultural values is increasing slowly but gradually. In another
study, Peak (2005) investigates the characteristics that distinguish the use
of celebrity models in South Korean newspaper advertisements from those
in US newspaper advertisements. The research findings indicate that more
celebrities are used in South Korean advertisements, but that these models
are older than those in the US. Furthermore, this study, which treats celeb-
rity models as representatives of cultural values, also provides detailed in-
formation about foreign celebrity models featured in international product
advertisements. Accordingly, famous models featured in advertisements do
not need to possess specific knowledge about the brand or product. Instead,
it is sufficient for them to inspire cultural icons and symbolic effects that
stand out in the social context.
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Another study on the subject is the content analysis conducted by Karande,
Almurshidee, and Al-Olayan (2006) on cultural values featured in advertise-
ments in Egypt, Lebanon, and the United Arab Emirates. Kalliny (2010) ex-
amines the cultural values reflected in US newspaper advertisements in
these countries, which share a similar cultural structure. The findings reveal
similarities between the Arab world and the United States in cultural values
and advertising strategies that allow for subtle nuances. In particular, the
values of youth and beauty are increasingly present in these countries as
Western cultural values.

A more recent study is Ying Huang's (2011) work entitled "The Construc-
tion of the West in Chinese Magazine Advertisements." This study used
quantitative content analysis and semiotics methods to investigate how the
West is constructed through Chinese magazine advertisements. The focus
of the research is on how global brands are promoted in China and how
Chinese local products are presented through Western models, values, and
visuals. It was found that the models used in the advertisements examined
were eroticized with universal beauty presentations. It is also stated that
Western male and female models are presented with values associated with
quality, social status, luxury, and good living. Overall, the findings reveal
that global brands and Western images (Western models, language, and
other Western cultural symbols) are increasingly present in Chinese adver-
tisements.

One of the studies examining Western values in advertisements is Alrefai's
(2013) content analysis study conducted on the example of Kuwait. This
study examines the spread of Western values in advertisements published
in Kuwaiti daily newspapers between 1992 and 2012. The findings show
that Western cultural values have spread across advertisements published
on the front pages of Kuwaiti newspapers over the last 21 years. In particu-
lar, they show an increase in cultural values such as modernity, globaliza-
tion, individualism, youth and beauty. Furthermore, the findings show a re-
lationship between the presence of Western values and the origin of the ad-
vertisements. They show that Western values feature more in global adver-
tisements.

An important study conducted in Tiirkiye on this subject is Giindel's (2010)
work entitled "The Reflection of Cultural Globalization in Advertising Mes-
sages'". Here, it is emphasized that global culture is predominantly Western
and reflects Western values. It is stated that advertisements influence local
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cultures by conveying the values and symbols of global culture to different
societies and facilitating the spread of Western values. In this study, con-
ducted from this perspective, the values and symbols of global culture are
examined in advertisements broadcast on Turkish television. The advertise-
ments obtained from the sample are examined using content analysis meth-
ods. The findings show that advertising films broadcast in Tiirkiye carry and
embed many elements of global culture into Turkish culture.

All these studies propose different concepts for analysing the cultural values
present in advertisements. In most of these studies, Western culture is de-
fined as American culture. The 24 cultural values and symbols used in this
study were created based on the contrast between traditional and modern,
as in previous studies. These values and symbols are: Reason, individuality,
difference, popularity, group identity/spirit of solidarity, family, competi-
tion, tradition, modernity, nationalism/patriotism, globalism, youth,
beauty, entertainment, health, respect for the elderly/parents, sexuality, so-
cial status, prosperity/wealth, technology, quality, being fast, being econom-
ical, global food and beverages.

3.6.6. Categories

One of the basic rules of content analysis is the creation of categories to be
used in the research. Pre-developed categories suitable for the research pur-
pose can be used, or a new category structure can be created. It is important
that the selected categories are homogeneous, objective, and distinctive
(Bilgin, 2006, p. 19). In this study, the advertisements in the sample were
examined in terms of duration, brand origin, product- service category, lan-
guage, model/celebrity, theme, and cultural values.

One of the popular concepts used in previous studies on Westernization is
brand origin. Brand origin examines the advertisement to determine
whether the product and advertisement are local or Western. This concept
serves as a decisive factor in content analysis. Brand origin will determine
the extent to which the advertisements in the sample are local and global.
This will help highlight whether a specific set of cultural values is associated
with a particular brand or advertising source. Lin (2001) argues that one of
the most important factors influencing the cultural values presented in an
advertisement is brand origin. His content analysis of advertisements
showed that Chinese brands' advertisements featured Chinese cultural val-
ues more frequently, while Western brands' advertisements featured West-
ern values more commonly. Similarly, Cheong and colleagues (2011), in
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their study on the Westernization of Chinese advertising, argue that brand
origin is a highly significant factor in dictating the cultural values presented
in advertisements. Consequently, these researchers argue that globally pro-
duced products are more likely to present Western-oriented values than lo-
cally produced products. Furthermore, Mueller (1992), in his content anal-
ysis on the Westernization of Japanese advertisements, revealed that brand
origin is an important factor in determining which cultural values are pre-
sented in a given set of advertisements.

The second concept adopted from previous studies for use in this study is
English. Previous studies on the spread of Western values (Mueller 1992;
Lin 2001; Karande et al., 2006) have indicated that the use and increase of
English is an indicator of increased Westernization. English is accepted as
an indicator of Western cultures (Karande 2006). The increasing use of Eng-
lish words in local advertisements is a strong indicator of the spread of West-
ern culture into local culture (Mueller, 1992). Similarly, in a study of 949
advertisements from Egypt, Lebanon, and the United Arab Emirates,
Karande and colleagues (2006) argued that the use of English creates an
increasing Western feature in advertising in the Middle East region. They
suggested that this prepares the region for more standardized advertising
practices in the future. Furthermore, in a study on Chinese advertisements,
Lin (2001) noted that language is an important factor in measuring the de-
gree of Westernization in local advertisements. Lin emphasizes that the use
of English in advertising is not only a sign of increasing Westernization but
also an indicator of the ability of Western cultures to permeate local cultures
through the use of foreign languages in local media.

The presence of models and celebrities in advertisements is the third con-
cept used to measure Westernization in this study. This concept observes
the presence of Western models and/or celebrities compared to local models
and/or celebrities. The use of Western models and celebrities in advertise-
ments is considered an indicator of Westernization. On the other hand, the
use of local models and local celebrities in advertisements is an indicator of
the stronger presence of local culture. Karande and colleagues (2006) argue
that, in general, the presentation of models and celebrities in advertisements
is consistent with social expectations and local cultural values. In the adver-
tising studies they examined, they note that although Western models and
celebrities appear in advertisements published in the Middle East, these im-
ages are limited and conform to local cultural values. Furthermore, the re-
searchers indicate that international advertising standardization may not be
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appropriate for all Middle Eastern markets and all products (Karande, Al-
murshidee, & Al-Olayan, 2006, p. 489). Similarly, the findings of Mueller's
(1992) study on the use of Western models and celebrities in Japanese ad-
vertisements reveal that such advertising practices are less common. The
findings show that only a small number of advertisements use Western
models and that the situation is even less prevalent in local advertisements.
This study will also compare the use of models and/or celebrities in the ad-
vertisements included in the sample, categorizing them as Western or local.

The fourth concept used to determine the influence of Western culture is
whether Western themes are used in the advertisements included in this
study. These include iconic Western landscapes (e.g., images of the USA,
Europe), Western landmarks (e.g., the Statue of Liberty, the Eiffel Tower,
etc.), Western cultural symbols, Western-style architecture and interior de-
sign, and visuals related to Western art. Muller (1992, p.22) states that ad-
vertisements create an identity by using themes. According to him, the use
of local themes gives advertisements a local identity (regardless of the type
of product used). Similarly, the use of Western themes gives advertisements
a Western identity (even if they are used for local products and advertise-
ments). Themes bring together all components of an advertisement under
an overarching idea, presenting a unified image. In his content analysis of
1,245 advertisements from Egypt, Kuwait, Lebanon, Saudi Arabia, the
United Arab Emirates, and the United States, Kalliny (2010) noted that
Western themes are typically used in Western advertisements, while local
themes are used more frequently in local advertisements. Therefore, he ar-
gues that internationally produced products are more likely to present West-
ern-oriented values than locally produced products.

The cultural categories used in the study consist of traditional and modern
values used in other studies mentioned earlier. These values are as follows:
* The value of reason emphasizes knowledge, education, intellect, expertise
or experience (Cheng and Schweitzer, 1996, p. 29).

* Individualism has been defined as a Western cultural value in previous
studies on cultural values in advertising and contrasts with local cultural
values (Cheong, Zheng, and Kim 2011; Kalliny 2010; Lin 2001; Karande,
Almurshidee, and Al- Olayan 2006). Western capitalist ideology essentially
propagates an individualistic worldview. This ideology is presented consist-
ently to people from all social strata. According to this ideology, personal
interest and benefit form the basis of society. Here, personal interest is
equated with the public interest. The idea that individuals themselves are
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decisive in determining and achieving individual interests and benefits is
emphasized (Yaylagiil, 2004, p. 130). The emphasis on the value of individ-
uality is on the individual's self-sufficiency and self-confidence. Further-
more, it is emphasized that individuals are different from others and do not
resemble others (Cheng and Schweitzer, 1996, p. 29). Advertising has un-
doubtedly been an important mass communication tool in enabling compa-
nies to promote their products with the discourse of individuality and in
enabling consumers to define their individual identities by purchasing and
using these products.

* Difference is another value in capitalist consumer culture that pits con-
sumers against each other. Here, people are no longer differentiated by what
they produce but by what they consume, so the value of difference is high-
lighted in advertising slogans (Dagtas, 2012, p. 166). While uniqueness em-
phasizes the unrivalled, unique nature of a product as a feature (we are the
only ones offering you this product) (Cheng and Schweitzer, 1996), it also
shows that the person using the product can be different from other people.
In this respect, distinctiveness emphasizes change, innovation, or novelty as
a feature of global capitalist culture. In this way, distinct products enable
individuals to express their distinct sides, creating continuous consumer de-
mand.

* Popularity is one of the fundamental values of consumer society. It em-
phasizes the universal recognition and acceptance of a particular product by
consumers. For example, advertising messages such as "nationally or inter-
nationally recognized", "best-selling", or "most fashionable" reflect the value
of popularity (Cheng and Schweitzer, 1996).

* Group identity/spirit of solidarity is used in this study as a local cultural
value as opposed to individualism. This value emphasizes the importance of
the individual's relationship with other individuals within the society in
which they live. Individuals are depicted as integral parts of a whole (Muller,
1997; Cheng and Schweitzer, 1996, p. 29). According to Kalliny (2010, p.
101), members of Eastern and Muslim cultures have a high need for mutual
commitment. Therefore, these cultures encourage solidarity and bonding
among community members. Consequently, this concept was selected to
contribute to measuring the degree of Westernization in Turkish television
advertisements in contrast to the cultural value of individualism.

e Similarly, the family is also used as a local cultural value. The emphasis
here is on family members and family life. Advertisements featuring family
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scenes reflect messages about marriage, kinship, relationships between fam-
ily members, being at home, and conveying that a particular product or ser-
vice is good for the family (Cheng and Schweitzer, 1996).

*Competition is accepted as a Western cultural value and encourages the
individual and society to achieve a superior position over others (Kalliny,
2010). Western culture encourages competitiveness, and individuals strive
to achieve success separately from the group (Karande, Almurshidee, and
Al-Olayan, 2006). The emphasis here is on distinguishing a product from its
competitors through aggressive comparisons. While explicit comparisons
may name the competitor, implicit comparisons may use words such as
"number one" or "leader" (Cheng and Schweitzer, 1996, p. 29). This cultural
value also stands in contrast to traditional cultural values such as harmony
with others or group belonging. In his research on cultural values in Muslim
societies, Kalliny (2010) noted that the treatment of competition as a cul-
tural value in advertising is a manifestation of the spread of Western cultural
values. Therefore, the concept of competition has been included in the
study's category.

* The other two values adopted in this study are modernity and tradition.
Modernity or modernism is presented as the examination of a Western cul-
tural value in contrast to a local cultural value (tradition). "Traditional soci-
eties preserve and adhere to cultural values created by old traditions and
customs, while modern societies are culturally dynamic, oriented towards
change and innovation" (Kalliny, 2010, p.98). Although Turkish society has
adopted the patterns of life imposed by modernity in the course of cultural
and social transformation processes, it continues to preserve and maintain
its local cultural structure. In this respect, tradition remains a strong cultural
value in Turkish society. "On the other hand, modernity is one of the funda-
mental cultural values belonging to Western cultures and influencing other
cultures" (Lin, 2001). Development, progress, and looking to the future are
all components of modernity's cultural value (Kalliny, 2010). Tradition pre-
sents local culture and heritage, emphasizing the past, history, customs, and
traditional values. Modernity presents everything new and contemporary or
current that encourages new technologies and new trends focused on change
and the future (Cheong, Zheng, and Kim, 2011) (Lin, 2001, p. 84). The value
of modernity emphasizes the new, contemporary, current, and timeless in
advertising, while tradition emphasizes historical, deep-rooted, and legend-
ary qualities. In this context, it embodies respect for the experience and tra-
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ditions of the past. For example, the message "with eighty years of produc-
tion experience" reflects this value (Cheng and Schweitzer, 1996, pp. 29-30).
Therefore, the presence of modernity and traditional local cultural values in
advertising can be compared as an indicator of Westernization.

 Nationalism/patriotism values versus globalism/internationalism values
are the other two concepts used in this study. In previous studies, national-
ism/patriotism has been accepted as a local cultural value, while globalism
has been accepted as a Western cultural value. The value of nationalism/pat-
riotism is a vital concept that must be addressed because it is directly linked
to the identity of local culture. This value manifests itself in advertisements
in the form of presenting national identity, in expressions of patriotic senti-
ment, or in the use of other national symbols (Mueller 1991). What is em-
phasized here is the individual's love and loyalty to their own nation in the
characteristics or use of the product (Cheng and Schweitzer, 1996, pp. 29-
30). For example, " Tiirkiye's brand"... Globalism, on the other hand, refers
to a boundless world where Western values prevail. As a Western cultural
value, globalism is a movement towards homogenizing local cultures
(Cheong, Zheng and Kim 2011). This process presents global models that
challenge the transformation of existing local cultures in line with Western
models (Lin, 2001). Due to its structure that transcends national borders,
globalization makes references to different geographies or the whole world.
Messages such as "world brand," "worldwide service," "European," or "Italian
brand" evoke connotations of globalism. In this context, transcending local
boundaries to reach the universal is accepted as a value (Giindel, 2010, p.
162).

* Previous research studies have defined youth and beauty as Western cul-
tural values and respect for the elderly/parents as Eastern (local) cultural
values (Killany 2010, Lin 2001, Cheong, Zheng and Kim, 2001). These cul-
tural values are related to how images and personal attitudes are portrayed
in advertising. Advertisements showing respect for fathers present a positive
image of respected and obeyed elders, while also highlighting the younger
generation's obligation to care for older generations (Cheong, Zheng, and
Kim, 2011, p. 284). Advertisements use older models to show their ideas,
advice, and wisdom (Cheng and Schweitzer, 1996, pp. 29-30). These values
presented in advertisements are also found in Turkish cultural traditions. In
contrast, advertisements that showcase Western values of beauty and youth,
such as, emphasize interest in the individual, value personal beauty, and glo-
rify youth. This Western cultural value focuses on lasting beauty and eternal
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youth (Kalliny, 2010). With the values of beauty and youth, it is suggested
that using a product will increase beauty or handsomeness, attractiveness,
and elegance. At the same time, the rejuvenating benefits of the product are
emphasized by using young models. For example, "feel young again!"
(Cheng and Schweitzer, 1996, pp. 29-30). In their findings on the cultural
values presented in Chinese advertisements, Cheong, Zheng, and Kim
showed that youth and beauty as values feature more prominently in global
brand advertisements. Furthermore, the findings of the research show that
respect for the elderly as positive role models is more prevalent in local
brand advertisements (2011). Therefore, this study will also examine the
presence or absence of these values as a sign of Westernization.

* Health is also used as a local cultural value. It is claimed that the use of
the product or service promoted with this value will ensure or increase the
body's health and resistance (Cheng and Schweitzer, 1996, pp. 29-30).

* One of the values instrumentalized by capitalist Western culture is sexu-
ality. Sexuality is used as an extension of ownership. Sexuality is an eco-
nomic value and is functional for the functioning of the economy (Yaylagiil,
2004, p. 120). In this respect, one dimension of global capitalist exploitation
is the commercialization of sexuality. In capitalist consumer society, the
pleasure, desire, wishes and fantasies possessed by individuals are used by
the market in a way that benefits capital. Advertising increases product sales
by associating sexuality with the product. Above all, advertisements use
women and men as tools. Sexually explicit advertisements can take different
forms. For example, nudity may appear in various forms in advertisements,
or models displaying obscene expressions or attitudes may be used.

* One of the Western cultural values is social status. Just like goods and
money, the acquisition and display of social and cultural things have become
an indispensable desire in society. This desire is functional in creating a
sense of belonging to that society, providing individuals with social status,
and ultimately establishing itself in a "modern" style (Saribay, 2004, p.40).
This value emphasizes that using a product can elevate an individual's posi-
tion in the eyes of others. Product use is presented as a source of prestige
and pride. Furthermore, quoting statements from people of status or featur-
ing them in advertisements serves to increase the status of both the product
and the consumer (Cheng and Schweitzer, 1996, pp. 29-30). Here, individ-
uals are first positioned according to what they consume and gain status
through this.
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* One of the Western cultural values is prosperity/wealth. The dominant
logic in Western societies, stemming from their own internal dynamics of
development, is rationalism. At its core lies capital ownership and a passion
for material goods. As a result of capitalist development, Western societies
have also adopted this value. This situation preaches the constant increase
of the individual's material aspect while also giving rise to the idea of owning
consumer goods. In capitalism, when material wealth, ownership of goods,
and its equivalent, money, become the greatest values, the dominant value
in economic, social, political, and cultural life is also to compete and win.
From this perspective, production and wealth are defining elements of
Western societies. These values exist in the Western social structure and,
with capitalism reaching its imperialist stage, are spreading throughout the
world (Yaylagiil, 2004, p.129). These values are marketed to non- Western
countries, particularly through advertising messages. In advertisements, this
value emphasizes possession, wealth, consuming more, not being satisfied
with what one has, and the experience of profit or winning.

* Technological advances constitute the most important driving force of
globalization. Therefore, companies refer to the phenomenon of technology
in their advertising campaigns to demonstrate that they are part of the global
world. The phenomenon of technology emphasizes the production method
or advanced technical features of the product (Giindel, 2010, p. 161). This
value emphasizes the sophisticated and refined technical skills required to
design and manufacture a particular product. Similarly, the product's excel-
lence and durability are also highlighted through the concept of quality. This
value is often emphasized by the product being awarded by an official insti-
tution (Cheng and Schweitzer, 1996).

* The global capitalist process has also made speed a value. Being part of a
fast- paced life is emphasized as a way to differentiate oneself from others or
to get ahead of them. Quickly cleaned surfaces, instant communication, or
rapidly consumed food have become one of the prevalent values of the global
culture experienced (Giindel, 2010, p. 161). Therefore, being fast has been
included in the category of work as a cultural value belonging to the West.

* Another global capitalist value is being economical. "The cheap, affordable,
and cost-saving nature of a product is emphasized in advertisements"
(Cheng and Schweitzer, 1996, pp. 29-30). Financial conditions are a decisive
factor when people purchase the products they need or make choices. In this
regard, the capitalist system promotes greater consumption by highlighting
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the economic characteristics of the product, such as cheapness, affordability,
ease of payment, interest advantages, and instalment options.

* Those who view globalization as a homogenizing process argue that a uni-
form culture is being imposed worldwide, from clothing styles to eating hab-
its, entertainment to art, and that this imposed culture is actually capitalist
Western culture. Ritzer explains this situation with the concept of " McDon-
aldization ". He describes how American fast-food chains have invaded the
rest of the world, establishing a fast-food culture there. According to this
view, cultural globalization threatens local cultures (Ritzer, 2017). There-
fore, in this study, global food and beverages have been selected as cultural
values as indicators of Westernization. For example, hamburgers and pizza-
type foods such as McDonald's, Burger King, KFC, and Dominos; ready-
made breakfast habits offered by Nesquik cornflakes; quickly prepared cof-
fees; and carbonated drinks such as Coca Cola. It is known that these types
of Western products have spread fast food habits in the countries where they
are found.

3.6.7. Data Analysis

In the study, frequency distributions were used to analyse data related to
modern and traditional values, or in other words, to obtain the numbers and
percentages of data obtained from the categories. The SPSS V24 (Statistical
Package for the Social Sciences) program was used for statistical operations.
The cross-tabulation method available in this program was used to establish
relationships between categories. In addition, the Chi-square test was ap-
plied to determine whether two or more variables were independent of each
other. In this way, it was determined whether the differences between fre-
quencies were statistically significant.

The findings obtained in the research were analyzed, and tables indicating
the number and percentage values for each category were created. Tables
measuring the level of significance of the relationships between the catego-
ries were then prepared. These tables were subsequently evaluated in rela-
tion to the information in the theoretical section.

Finally, the findings obtained from the statistical analyses conducted on the
content of television advertisements in April 2021 and the corresponding
evaluations were presented under the heading "Results and Recommenda-
tions" of the study.
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3.7. Findings and Interpretation

This section presents the results and findings of the content analysis con-
ducted. The study examined 341 television commercials from April 2021 in
terms of brand origin, duration, product-service category, theme, model/ce-
lebrity use, language, and cultural values and symbols. Descriptive statistics
related to the data obtained are presented first. Subsequently, the results
and findings related to the relationship between brand origin and duration,
product-service category, theme, model/celebrity, and language are pre-
sented. Finally, the relationship between cultural values and symbols and
brand origin, product-service category, theme, and model/celebrity usage is
determined. The findings obtained through the comparison method are or-
ganized under subheadings and evaluated separately.

3.7.1. Distribution of Advertisements Based on Brand Origin, Duration, Product
and Service Category, Theme, Use of Models/Celebrities, Language, and Cultural
Values and Symbols

3.7.1.1. Brand Origin of Advertisements

Brand origin indicates the source of products or services advertised on na-
tional television channels in Tiirkiye. Brand origin is defined as the country
of origin of the brand, regardless of where the product is manufactured. The
study used “Western” and “local” scales to access data related to brand
origin, and did not include brands and services from other countries and
regions.

Table 5: Distribution of Advertisements by Brand Origin

Brand Origin Number Percentage
Western Brands 191 56%
Local Brands 150 44%
Total 341 100%

As shown in Table 3.2, a total of 341 advertisements from different brands
were broadcast on two television channels identified during April 2021, dur-
ing the 8:00 PM to 11:00 PM time slot known as prime time. The study
determined that 191 (56%) of the advertisements belonged to “Western”
global companies, while 150 (44%) belonged to Turkish companies referred
to as “local.”

The findings show that 44% of companies currently advertising in Ttirkiye
are Turkish companies. Among these, BiM, A-101, Sok, Migros, Eti, Ulker,
Torku, S6len, Pinar, getir.com, hepsiburada.com, Arcelik, Vestel, Tiirk Tel-
ekom, Turkcell, and Istikbal are the top advertising brands.
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The research shows that a significant 56% of advertisers are affiliated with
Western brands. The top advertisers among these brands are: Unilever,
Bayer, Procter & Gamble, Coca Cola, PepsiCo, GlaxoSmithKline, L'Oreal,
Mondelez International, McDonalds, Burger King, Dominos Pizza, Dr. Oet-
ker, Nestle, Danone, Jacobs, Volkswagen, Bosch, Philips, Media Markt, Vo-
dafone, Disney, Netflix. These companies are also among the global compa-
nies that spend the most on advertising in international markets. As can be
seen in the image below, the brands that advertise the most worldwide
largely correspond to Western-origin brands in Tiirkiye.

Image 5: Top 30 Brands with the Highest Advertising Expenditures in the World in 2020
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Source: https://www.adbrands.net/top-global-advertisers.htm Access Date: 09/04/2021

According to Mattelart (1991, p.53), the structure created by these brands
consistently holds the top positions in many countries, and almost all media
outlets around the world fall within the sphere of influence of these compa-
nies.

3.7.1.2. Duration of Advertisements

When examining the distribution of all advertisements included in the study
according to their duration, 117 of the 341 advertisements (34.3%) ranked
first with a duration of “21-30 seconds.” In second place, 108 advertisements
(31.6%) were broadcast for “11-20 seconds.” This is followed by 61 adver-
tisements (18%) lasting “31-45 seconds,” 22 advertisements (6.4%) lasting
“1-10 seconds,” 19 advertisements (5.6%) lasting “over 60 seconds,” and 14
advertisements (4.1%) lasting “46-60 seconds.”
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Table 6: Distribution of Advertisements by Duration

Ad Duration Number Percentage
1-10 sec 22 6.4%
11-20 seconds 108 31.6%
21-30 sec 117 34.3%
31-45 sec 61 18%
46-60 sec 14 4.1%
Over 60 seconds 19 5.6%
Total 341 100%

3.7.1.3. Product-Service Category of Advertisements

Fourteen scales were created in the study to determine the product-service
groups to which the advertisements belonged. The findings obtained are
shown in Table 7.

Table 7: Distribution of Advertisements by Product-Service Category

Product-Service Category Number Percentage
Food 84 24.7
Clothing, Jewellery and Accessories 13 3.8
Home Goods Devices, Furniture and Decorations, etc.) 35 10.2
Cosmetics and Personal Care 46 13.5
Home Care and Cleaning Products 33 9.7
Financial Products and Services 19 5.6
Automotive 10 2.9
Construction-Real Estate 8 2.3
Tourism 12 3.5
Mass Media (Newspapers, Magazines and Film Platforms) 7 2.1
Telecommunications Services 9 2.6
Chain Stores and E-Commerce Sites 34 10
Dietary Supplements, Vitamins 12 3.5
Other 19 5.6
Total 341 100

In the study conducted to determine which product-service category the ad-
vertisements belong to, the “food” group ranks first with a total of 84
(24.7%) advertisements. The group with “cosmetics and personal care”
products ranks second with 46 (13.5%) advertisements. The “household
goods” category came in third place with 35 (10.2%) advertisements. These
were followed by “chain stores and e-commerce sites” with 34 (10%) adver-
tisements and “home care and cleaning products” with 33 (9.7%) advertise-
ments. Next are the “financial products and services” and “other” categories
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with 19 advertisements each (5.6%). The other distributions in the product-
service category are as follows: 13 (3.8%) advertisements for “clothing, jew-
elry, and accessories,” 12(3.5%) advertisements each for ‘tourism’ and “food
supplements/vitamins,” 10 (2.9%) advertisements for “automotive,” 9
(2.6%) advertisements for “telecommunications services,” 8 (2.3%) adver-
tisements for “construction-real estate,” and 7 (2.1%) advertisements for
“mass media” product groups.

3.7.1.4. Advertising Theme

Themes provide a general image for advertisements because they are prod-
ucts of a specific culture or heritage. This quality depends on the existence
of different themes, such as Western or local. The scales “Western theme,”
“local theme,” and “other themes” were used to obtain data on the themes
used in advertisements.

When examining the distribution of themes used in the advertisements an-
alyzed in the study, it was found that the majority of them did not feature
any Western or local themes. There are 228 (66.8%) advertisements in this
category, which was created as “other themes.” On the other hand, it is seen
that local themes are more prevalent than Western themes overall. Local
themes were used in 62 (18.2%) advertisements, while Western themes
were used in 51 (15%) advertisements.

Table 8: Distribution of Advertisements by Theme Used

Theme Usage Number Percentage
Western Themes 51 15
Local Themes 62 18.2
Other Themes 228 66.8
Total 341 100

3.7.1.5. Use of Models/Celebrities in Advertisements

In addition to promoting products and services, celebrities or well-known
models are used in advertisements to convey certain values. This category
observes the presence of Western models/celebrities compared to local
models/celebrities. Four scales were used to obtain data on the models/ce-
lebrities appearing in the advertisements examined. These were coded as:
“Western model/celebrity,” “local model/celebrity,” “another model,” and
“no model used.”

Table 9: Distribution of Models/Celebrities Used in Advertisements
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Model/Celebrity Usage Number Percentage
Western Model/Celebrity 59 17.3
Local Model/Celebrity 65 19.1
Another Model 90 26.4
Model/Celebrity Not Used 127 37.2
Total 341 100

When examining the model/celebrity distributions used in the advertise-
ments included in the study, 127 (37.2%) advertisements did not feature
any model or celebrity. Advertisements featuring unknown or non-celebrity
individuals were included in the “other model” category. This category,
which ranks second overall, includes 90 (26.4%) advertisements. These are
followed by the “local model/celebrity” category with 65 (19.1%) advertise-
ments and the “Western model/celebrity” category with 59 (17.3%) adver-
tisements.

3.7.1.6. Language Used in Advertisements

The global spread of English is one of the important indicators of Western
cultural hegemony. In this regard, data has been sought on the extent to
which English is used in advertisements broadcast on Turkish television
channels.

Of the 341 advertisements included in the study, 218 (63.9%) used English
in any form, including brand names, visuals, and verbal content. The remain-
ing 123 advertisements (36.1%) did not contain any English words or ex-
pressions and were entirely in Turkish.

In total, only 105 advertisements (30.8%) feature English in the brand
name. In 51 advertisements (15%), English is used in three different ways:
in the brand name, visually, and verbally. English is used in both the brand
name and visually in 36 advertisements (10.5%). English is used in 15
(4.3%) advertisements as “brand name and verbal,” in 6 (1.8%) advertise-
ments as “visual,” in 3 (0.9%) advertisements as “visual and verbal,” and in
2 (0.6%) advertisements as “verbal.”

Table 10: Distribution of English Usage in Different Forms in Advertisements

Use of Englis Number Percentage
Brand Name 105 30.8
Visual 6 1.8
Verbal 2 0.6
Visual and Verbal 3 0.9
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Brand Name and Visual 36 10.5
Brand Name and Verbal 15 4.3
Brand Name, Visual and Verbal 51 15

Not used in English 123 36.1
Total 341 100

3.7.1.7. Cultural Values and Symbols Used in Advertising

Twenty-four scales were developed based on previous studies to obtain data
on cultural values and symbols in the advertisements included in the re-
search. Some of the scales within cultural values and symbols represent tra-
ditional values, while others represent modern values. The data obtained are
shown in Table 11.

Table 11: Distribution of Cultural Values and Symbols Used in Advertisements

Cultural Values and Symbols Number Percentage
Intelligence 37 5.41
Individuality 42 6.14
Diversity 54 7.89
Popularity 20 2.92
Group identity / Spirit of solidarity 29 424
Family 12 1.75
Competition 35 5.12
Tradition 49 7.16
Modernity 41 5.99
Nationalism / Patriotism 18 2.63
Globalism 37 541
Youth 23 3.36
Beauty 32 4.68
Entertainment 24 3.51
Health 22 3.22
Respect for the Elderly / Parents 12 1.75
Sexuality 24 3.51
Social Status 13 1.90
Wealth/Prosperity 15 2.19
Technology 30 4.39
Being fast 18 2.63
Quality 11 1.61
Cost-effectiveness 69 10.09
Global food and beverages 17 2.49
Total 685 100
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Twenty-four scales were developed based on previous studies to obtain data
on cultural values and symbols in the advertisements included in the re-
search. Some of the scales within cultural values and symbols represent tra-
ditional values, while others represent modern values.

Some of the advertisements examined contained one cultural value or sym-
bol, while others contained more than one. A total of 685 cultural values
and symbols were identified in 341 advertisements.

The most frequently found cultural value in advertisements is “being eco-
nomical,” appearing in 69 advertisements (10.9%). According to Cheng and
Schwetzer, being economical is among utilitarian values and emphasizes
qualities such as the suitability of products. Advertisements emphasize that
the value of “being economical” will best meet consumer needs (Zhang and
Shavitt, 2003, p. 24). Here, products are offered to consumers with options
such as discounts, installment payments, and interest advantages. The fact
that being economical ranks high as a value reveals the limits of consumers'
purchasing power. Economic difficulties, especially in Tiirkiye, show that
brands place greater importance on the value of “being economical” in their
product and service promotions.

The second most frequently used cultural value in advertisements is distinc-
tiveness, appearing in 54 advertisements (7.89%). Distinctiveness is an im-
portant factor in the selection of products or services in a capitalist consumer
society. Consumers want to be different through the products and services
they use. Among the advertisements examined, Istikbal Furniture highlights
difference as a cultural value, offering consumers new and different products
with the slogan “the brand new Istikbal collection.” The models featured in
the commercial are individuals with their own unique styles, tastes, and
hobbies. These models express their distinctiveness through the products
offered by the brand. The statement, “Every home should be beautiful in its
own style; we believe everyone has a different understanding of home,” also
emphasizes this distinctiveness. Such examples can be multiplied in local
and Western brands. Weet Pure's “new you,” Atasun's “special for every
look,” Ocasso Furniture's “the furniture you want in the style you want,”
Samsung's “details that make a difference,” Prima's “unique nature,” Bel-
lona's “I'm different with Bellona,” etc. These slogans or phrases highlight
what makes the product different from others while also allowing individu-
als to express their unique sides, thereby creating continuous consumer de-
mand.
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The third most frequently used cultural value in advertisements is tradition,
appearing in 49 advertisements (7.16%). Tradition constitutes a whole set
of material and spiritual values by passing down knowledge, behaviors, and
habits from the past to future generations within a society. In this respect,
it is a force that connects societies with all their dynamics. Therefore,
whether local or global, companies benefit from the traditional codes of the
societies they operate in when promoting their products or services. One of
the important reasons for tradition ranking high is that the research period
coincided with Ramadan. Conducting the research during the month of
Ramadan has influenced the traditionalism in advertisements more on reli-
gious motifs. Particularly in advertisements published in the food, e-com-
merce, and chain store sectors, products were presented using traditional
values and symbols such as Ramadan, fasting, iftar tables, kandil, mahya,
and neighborly relations. For example, Coca-Cola's commercial, which fo-
cuses on the theme of “donation” specific to the month of Ramadan, begins
with a family sitting on the floor waiting for iftar. It then shows people busy
preparing tables in different places and Coca-Cola drinks, which are indis-
pensable at every table. The advertisement emphasizes tradition with the
statement, “Our customs and foods vary at our tables, but we are united in
our intentions,” while also presenting Coca-Cola, a global beverage, as if it
were part of Turkish culture.

One of the values that brands place fourth in their advertising messages is
individuality. Individuality has been featured as a cultural value in 42
(6.14%) advertisements. Previous studies on cultural values have shown in-
dividuality to be a Western cultural value. In this study, this value is pre-
sented more in advertisements for products in the cosmetics and personal
care categories. The shampoo advertisement by Clear, a Unilever brand, spe-
cifically targeted at women, tells the behind-the-scenes story of actress
Bensu Soral's shoot in Cappadocia. The shoot in the challenging terrain of
Cappadocia was difficult for the actress. “Shoots aren't always in a comfort-
able studio; dirt and dust get into my hair all day long.” After the challenging
shoot, the actress, refreshed with Clear shampoo, captivates everyone with
her hair and positive energy, saying, “Show yourself with Clear, my confi-
dence is always there.” In this way, consumers are given the key to confi-
dence and individual success. In the study, advertisements featuring phrases
like “reflect yourself,” “I am worth it,” “pamper yourself,” “refresh your con-
fidence,” “make yourself feel valuable,” “more you,” “love yourself, reclaim
yourself,” “those who shape their dreams with their own hands,” and “with
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all the colors that make me me, with my photos that reflect me in every
frame.” These statements relate to the individuality dimension of today's
consumer society.

Another cultural element belonging to global Western culture that ranks
fifth in advertisements is modernity, with 41 advertisements (5.99%). Ac-
cording to Giddens, modernity, unlike previous cultures, is a society and set
of institutions that live in the future rather than being tied to the past. The
emergence of modernity is primarily the emergence of the capitalist eco-
nomic order. The roots of this order lie within certain characteristics of Eu-
ropean history and show little parallel with previous periods or other cul-
tural environments. In this sense, it is unique to the West in terms of life-
styles supported by a transformative force (2018, pp. 170-171). The value of
modernity in television advertisements emphasizes contemporaneity, inno-
vation, change, and transcending time. In the advertisements studied, the
value of modernity is mostly used in automotive and home appliance prod-
ucts.

In this era where consumer demands and needs are paramount, change, in-
novation, and staying ahead of the times are inevitable for brands. French
car manufacturer Peugeot also reflects this change in its brand by keeping
up with the times in the advertisement introducing its new logo. The brand's
lion logo, dating back to the 1960s, returns in a modern version. The em-
phasis is on being new in time with modern designs and highlighting the
present. In the commercial, young models of different races, described as
“today's lions,” are racing each other, equating this with the struggle for sur-
vival in the wild. In this struggle, to survive, you must keep up with the
times, that is, catch up with the era. The message “Time is our prey, there
is a hunger in our hearts that is never satisfied, the name of that hunger is
time. It's an instinct, it's a hunt, we chase seconds, we lie in wait patiently,
and we savor every moment we capture” sends a message to the younger
generation in particular to live in the moment. In the advertisements in the
study, phrases such as “move away from the old, approach fashion,” “live
the future today,” “eye-catching modern designs,” “revolutionary innova-
tion,” “now is the time for change,” “new generation and advanced,” “brand
new and beyond time,” "break your habits ,“ and ”"the modern woman's alli-
ance." Modernity is also created through the individuals and families fea-
tured in the advertisements. While these are portrayed with an image loaded
with modern values, they offer viewers both a new habit and a sense of be-
longing.

» «
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In this study, globalism and rational values rank sixth. These values were
used in 37 (5.41%) advertisements. According to Cheong, Zheng, and Kim
(2011), globalism represents a borderless world where Western values pre-
vail, while also being a movement that homogenizes local cultures. Accord-
ing to Lin, this process presents global models that challenge the transfor-
mation of existing local cultures in line with Western models (2001, p.64).
Globalism encompasses economic size, worldwide expansion, and influence
over people. For example, the statements used in HSBC's advertisement, “to
those open to the world... as a bank, we open our doors every day around
the world,” reflect the value of globalism. Phrases such as “exported all over
the world,” “100% Alpine milk,” “the taste of the world,” “world brand,”
and “made in Italy” found in the advertisements of other brands included in
the study also reflect the value of globalism. The value of intellect, on the
other hand, emphasizes knowledge, education, expertise, experience, or
know-how in advertisements. Examples include phrases such as “with the
advice of scientists,” “Bayer is by your side every day with the support and
quality that comes from science,” “experts in finance,” and “get it from the
expert.”

The seventh value in television advertisements is competition, with 35 ad-
vertisements (5.12%). Capitalist ideology gives rise to a relationship based
on competition between economic units seeking to achieve their interests
and goals. Competition, in the literal sense, means mutual struggle. In the
capitalist system, everyone competes fiercely with each other to earn more
profit and succeed. In this respect, competition is accepted as one of the
fundamental Western capitalist cultural values (Yaylagiil, 2004, p.134). This
value, which encourages individual success and being ahead of others, is also
considered a Western cultural value directly linked to individualism
(Kalliny, 2010, p.98). An example of this is the commercial filmed by the
Boombastic Bar brand of S6len with the slogan “the story of those who give
everything to succeed.” The commercial depicts the challenges faced by a
dancer pursuing her dreams. The dancer must give her all in the face of these
challenges. Ultimately, the dancer achieves her goal and savors success with
Boombastic Bar. This encourages the formation of individuals who con-
stantly prove themselves by competing with themselves and others.

Advertisements are also a competitive environment used to promote prod-
ucts or services. Today, as a result of increasing brand and product diversity,
influencing consumer decisions has become increasingly important. As a re-
sult, one of the communication strategies brands frequently use against their
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competitors is comparative advertising. In this type of advertising, various
products or services are compared with their counterparts. In explicit com-
parisons, the name of the competing brand or product may be mentioned,
while in implicit comparisons, the name of the competing brand or product
is kept hidden. No comparative advertisements mentioning the name of a
competing brand or product were found in the advertisements included in
the study.® Implicit comparisons are more common in the cleaning products
and cosmetics categories. Examples include slogans and statements such as
“Prill, Tiirkiye 's number one choice,” “Fixodent, America's number one den-
ture adhesive brand,” “Oral B, the number one brand used by dentists in
Tiirkiye,” “Selpak, Tiirkiye 's most absorbent paper towel,” “Head&Shoul-
ders, the world's number one, the number one recommendation of derma-
tologists in Tiirkiye,” and “Fairy Platinum, Tiirkiye 's number one” are ex-
amples of such slogans and statements.

The eighth most common value in advertisements is beauty, appearing in
32 (4.68%) advertisements. “After the Industrial Revolution, fashion, cos-
metics, and medicine began to suggest to people that a certain form was
beautiful and that if a person did not try to maintain that form, they could
be excluded from society” (Oskay and Celebi, 2004, p. 152). "Beauty has
become a religious commandment, especially for women. Beauty is no
longer a gift of nature or an ethical quality. Beauty is a key to success and a
sign of being chosen on a physical level" (Baudrillard, 1997, p. 60). In this
respect, while thin, athletic, and beautiful women are presented as a social
ideal in today's advertisements, the image of women of all ages created
through the consumer products used to achieve this body also constitutes a
key to individual success (Timisi, 1997, p. 40). Those who do not wish to
aspire to or aim for this ideal are considered problematic. In this way, many
images are repeated in advertisements, helping to form certain patterns and
popularizing a particular lifestyle.

Beauty myths are frequently used in advertisements for cosmetics and per-
sonal care products. Model Cansu Dere stars in an advertising film for L'Oré-
al's Elseve brand, which tells the story of achieving flawless hair. In the scene
where the actress using the product captivates men with her voluminous

The Consumer Protection Law and the Commercial Advertising and Unfair Commercial
Practices Regulation contain provisions regarding comparative advertising. Accordingly,
comparative advertising is prohibited from mentioning competitors' brands and other dis-
tinctive signs (Demirbas, 2020, p. 31).
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hair, the phrase “beautiful hair adds power, always” emphasizes the im-
portance of beauty while also highlighting that the woman using the product
will become more attractive. In the advertisement for Maybelline New York's
SuperStay Actic Wear foundation, wrinkles on women's skin are presented
as a flaw. The advertisement promises that women who use the product will
have “flawless skin.” In this way, the perfection of the body is idealized, and
standards for individual acceptance in society are established. Furthermore,
phrases such as “the secret to beauty,” “miraculous beauty,” “now I'm my
own beauty expert,” “to look beautiful,” etc., used in advertisements, allow
brands to reproduce beauty as a cultural value.

»” o«

The ninth most common theme in the study is technology, with 30 adver-
tisements (4.39%). Advertisements referring to technology can be seen in
almost every product category. Vodafone, one of the world's leading tele-
communications companies, emphasizes in its advertisement that a better
future is possible through the union of “technology and people.” The adver-
tisement highlights the effects of developing technological capabilities on
society. In this sense, it underscores the necessity of technology for a sus-
tainable society. The Bosch oven advertisement, with its slogan “technology
for life,” emphasizes that technology can make a happy and harmonious
family possible. Similarly, phrases used in advertisements such as “Argelik's
technology that touches tomorrow,” “Philips’ powerful technology,”
“breathable technology for the skin,” etc., are specifically aimed at creating
a model for future lifestyles, both individually and socially, through technol-
ogy.

Group identity or solidarity ranks tenth in this study with 29 advertisements
(4.24%) as a local cultural value against individualism. Geert Hofstede's cul-
tural dimensions, which he introduced in the 1980s and has continuously
updated to the present day, have been referenced in numerous studies. Each
of these dimensions represents a measurable aspect of culture relative to
other cultures. One of his distinctions regarding cultural differences is col-
lectivism as opposed to individualism. Collectivism, as a social rather than
an individual trait, indicates the degree to which people in a society adapt to
groups. This includes cultures where people are born into strong, intercon-
nected communities dominated by a collective consciousness, where ex-
tended families (including uncles, aunts, grandparents) continue to protect
them in exchange for unquestioning loyalty, where relationships take prec-
edence over duties, and where harmony is always maintained. Within the
76 countries listed, he found that individualistic characteristics prevail in
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developed Western cultures, while collectivist characteristics prevail in less
developed Eastern cultures (Hofstede, 2011, pp. 11-12).

According to Hofstede's cultural dimensions, Tiirkiye is considered a collec-
tivist society with an individualism score of 37%. This indicates that the
concept of “we” is more important in Turkish culture, and that people feel
they belong to a group such as a family, tribe, or institution within a frame-
work of mutual commitment. In such societies, communication is indirect,
group harmony must be maintained, and open conflicts must be avoided.
Relationships are based on morality, which always takes precedence over
duty (as cited in Dogan, 2015, pp. 49-50). Looking at advertisements pub-
lished in Tiirkiye, we can see that they present collective values that reflect
group identity and a spirit of solidarity. For example, phrases such as “To
bond more and love each other more,” “share with your loved ones,” “the
joy of being together,” and “together we are strong,” as well as images de-
picting shared meals, mutual aid, extended family, and neighborly relations,
reflect group identity and the spirit of solidarity.

In the advertisements, two cultural values rank eleventh with 24 advertise-
ments (3.51%): entertainment and sexuality. Both values are equally repre-
sented in the advertisements examined. Fanta, which specifically targets
young audiences in its advertising campaigns, has a recommendation for
those “seeking fun in their lives”: “Don't be afraid to be silly, like people
riding skateboards with their dogs, karaoke singers, or adults who refuse to
grow up. That's when fun takes the place of boredom.” The entertainment
value presented in this way in the advertisements emphasizes the happiness
and joy it brings to those who consume or use the product. It also facilitates
the spread of a similar understanding of entertainment among consumers.

In this study, the product and service categories with the highest presence
of sexuality are cosmetics and personal care products, and tourism. These
types of advertisements typically feature young, beautiful, attractive, erotic,
or sexually enhanced models. Similarly, the display of models' bodies in a
naked state while showering in the bathroom or dressing in the bedroom
emphasizes sexuality. Some companies in the tourism category in the study
present their resorts in advertisements as places for sexual pleasure, in ad-
dition to relaxation and entertainment. Apart from these, advertisements
use sexual elements whether they are related to the product or not. Unile-
ver's food brand Magnum invites consumers to pursue pleasure with its slo-
gan “Your Moment of Pleasure.” The model, who displays obscene behavior
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with her exaggerated cleavage in the advertisement, emphasizes eroticism
and associates the product with sexuality.

Camdereli (2013, p.168) states that advertisements profoundly influence
our purchasing and consumption behaviors, adding that advertisements are
sufficiently saturated with pornographic images and that today our imagina-
tion has also been affected by this transformation, defining the boundaries
of our fantasies and imprisoning us just as much. He also states that, beyond
being ordinary objects of viewing, bodies transformed into objects of viewing
for pleasure are turned into pornographic masters, provoking our gaze with
the pleasure of control, and that the pornographic imagery constructed for
the products with which we identify is what makes us buy them. In this way,
it is stated that in today's world, where social norms of shame are being
eroded by global norms of shame, pornographic images through advertise-
ments seriously undermine the social sense of shame.

The twelfth most common cultural value in television commercials is youth,
appearing in 23 advertisements (3.36%). Commercials that highlight the
value of youth emphasize interest in the individual while also glorifying
youth. This Western value focuses on eternal youth (Kalliny, 2010). How-
ever, Mueller states that in advertisements conveying traditional values, the
people whose thoughts and suggestions are featured are elderly (1987,
p.53). In the study, the value of youth was found in food, cosmetics, and
automotive advertisements. The messages conveyed by L'Oréal's “make your
skin look younger... anti-aging,” Diadermine's “your age is your decision,”
and Estee Louder's “the formula that reveals your youth... youthful looks”
are directed at the product's rejuvenating properties. Furthermore, the
Hyundai Elentra advertisement featuring young models emphasizes the
product's contemporary benefits and “youthful energy” with the phrase
“youth is not in the years behind you, but in your spirit.”

The thirteenth most common cultural value in advertisements is health, ap-
pearing in 22 advertisements (3.22%). According to Cheng and Schweitzer
(1996, p. 30), this value implies that using the advertised product will main-
tain or improve the body's health, strength, and resistance. Health, a univer-
sal value, was found to be used more in advertisements for food products in
the study. Expressions such as “for a healthy life” and “with its natural con-
tent” were used in advertisements to emphasize that the product content
was additive-free and natural. In the category of dietary supplements and
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vitamins, the products are presented as a key to success as well as having a
positive effect on human health.

One of the values that brands place in fourteenth position in their advertis-
ing messages is popularity, with 20 advertisements (2.92%). This value em-
phasizes that the product is recognized worldwide and used by consumers.
Procter & Gamble, one of the world's largest advertisers, reflects popularity
as a value in its Oral B advertisement with the slogan “millions use this
toothpaste.” Advertising messages such as “on millions of different tables,”
“a globally recognized brand,” “the choice of millions,” “the way to get the
most fashionable products,” “the world's choice,” “visited by millions of
people every month,” etc., also reflect popularity.

In the study, cultural values ranked fifteenth with 18 advertisements
(2.63%), namely nationalism/patriotism and being fast. Nationalism/patri-
otism is one of the traditional values that stand against globalization. Many
local brands in the advertisements examined used images reflecting national
identity, featuring the Turkish flag, a map of Tiirkiye, historical figures, and
the words “Turkish” and “Tiirkiye.” The advertisement published by Sézcii
newspaper with the slogan “We have our oath, we swore it once, we will not
turn back” used nationalist imagery. The advertisement, which begins with
the year 1933 on a red background symbolizing the Turkish flag, continues
with the student pledge recited by a children's choir. The student pledge,
which begins with “I am Turkish, I am honest, I am hardworking...” and
ends with “...How happy is the one who says I am Turkish,” is an oath text
that was recited in primary schools in Tiirkiye between 1933 and 2013. Fol-
lowing this text expressing patriotic sentiments and statements, the adver-
tisement ends with the Turkish flag and an image of Tiirkiye 's founding
leader, Mustafa Kemal Atatiirk. In addition, Petlas's “Ttirkiye 's tire,” Torku
brand NoOn's “Tiirkiye s new carbonated drink,” Tursil's “Tiirkiye 's first
detergent,” Hepsiburada.com's “Tiirkiye s shopping platform,” Aydem En-
ergy's “Tirkiye 's future,” and Halkbank's “Strong Tiirkiye” slogans reflect
nationalist/patriotic values.

” &

The global capitalist process has also made speed a value. In addition to cre-
ating a difference by being fast in advertisements, being part of a fast-paced
life is also presented as a value. Surfaces that are cleaned quickly, meals that
arrive at the door instantly, communication technologies that connect the
world quickly, or formulas that repair quickly reflect speed as an important
value in human life.
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With the acceleration of daily life and work life brought about by globaliza-
tion, fast food habits have also emerged. This culture, known as fast food,
has completely changed local and traditional eating habits. As Douglas
Kellner points out, with the development of this culture, families have in-
creasingly stopped producing food at home, entering a process of growth in
the food industry and restaurants, and many traditional small family busi-
nesses have been forced to industrialize. With processed and artificial food
products replacing traditional foods, McDonald's-style companies have
helped accustom consumers to an artificial culture and environment by of-
fering them new eating habits and products (Kellner, 2013, pp. 81-82).

As McDonald's® has become a global phenomenon, it has also taught non-
Western and non-American cultures the practices and values of modernity.
It teaches consumers to queue, to wait, to participate in Westernized pro-
cesses of food consumption, and to be fast and efficient. In this respect, "this
process is a series of social practices, as well as cultural pedagogy and an
ideology. It is a cultural structure with its own myths, semiotic codes, dis-
courses, and a number of transformative habits" (Kellner, 2010, p.89).

The study found 17 (2.49%) advertisements featuring global food and bev-
erage brands. In Tiirkiye, global fast food companies such as McDonald's,
Burger King, KFC, Domino's, Nestlé, Kellogg's, Coca-Cola, Starbucks, and
Jacobs are attempting to instill fast eating habits in consumers through the
products they offer. As seen in Kellogg's and Nestle's cornflake advertise-
ments, the hassle of preparing breakfast is emphasized, transforming tradi-
tional eating and drinking habits. With cornflakes that can be easily mixed
with milk, “breakfasts are now just the way everyone wants them.” Further-
more, these types of advertisements encourage adults and children to adapt
to fast-paced city life by starting their day easily. However, in the traditional
Turkish cuisine, breakfast is an important meal, often eaten with the family,
consisting of a table with multiple products such as olives, cheese, and jam,
which vary by region, accompanied by tea.

One of the global capitalist values is prosperity/wealth. This value, identified
in 15 (2.19%) advertisements, “reflects the idea that being wealthy, pros-
perous, and rich should be encouraged and expresses that a product or ser-
vice will bring prosperity to the user” (Cheng and Schweitzer, 1996). Well-

% American fast food giant McDonald's serves an average of 58 million customers daily

through its more than 34,000 restaurants and over 1.5 million employees worldwide. In
Tiirkiye, the company has 260 restaurants and serves 100 million people annually.
(https://www.mcdonalds.com.tr/hakkimizda, Accessed: 17.09.2021).
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being/wealth, presented as a cultural value in the advertisements examined,
ranks seventeenth. The study found that this value is used more in adver-
tisements for home furnishings. For example, furniture manufacturer Bel-
lona reflects wealth as a value in its commercial introducing its new collec-
tion with avant-garde products featuring a modern look. The avant-garde
furniture sets in the advertisement, along with the piano, candlesticks, figu-
rines, and golden details used in the interior, emphasize wealth. Another
striking element in the advertisement is the model's very glamorous dress
and the jewelry she wears, which can also be interpreted as indicators of
wealth. Furthermore, the image of the model sipping her coffee in the living
room with a view of the Bosphorus in Istanbul can also be interpreted as a
sign of money and wealth. In summary, the products in the commercial, to-
gether with the setting, accessories, colors, and other objects, evoke wealth
and a luxurious lifestyle.

The consumer society created through the indicators presented in advertis-
ing (Baudrillard, 2015) has given rise to a formation in which social status
is determined by the objects consumed; it has now reached a point where a
person's social status is determined by the products they purchase (William-
son, 2001, 13). In summary, “in the consumer society created in line with
the global capitalist ideology, consumption is carried out more for symbolic
values such as prestige, difference, belonging to a group, acquiring identity,
and moving up in class than for need” (Dagtas, 2003, 77). Indeed, this situ-
ation is quite clearly seen in the promises presented in television advertise-
ments in Tiirkiye. Similarly, social status is presented as a value in 13
(1.90%) advertisements.

Cultural values ranked nineteenth in the study are respect for family and
elders/parents. The concept of family and respect for elders continues to be
an important cultural value in Tiirkiye. It is noteworthy that respect for fam-
ily and elders/parents, which are values emphasized by traditional culture,
do not feature prominently in the advertisements examined. These values
were used in only 12 (1.75%) of the commercials aired during the one-
month period. For example, in the previous commercial, Tiirk Telekom
helped a young man whose car broke down, and this time it is helping “for
a good cause” with the internet service it offers. The advertisement features
a marriage proposal ceremony attended online by families living in different
parts of Tiirkiye who are unable to gather due to restrictions on going out.
Along with images of the happiness experienced by the couple and their
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families, the advertisement emphasizes the importance of family and start-
ing a family with the slogan “may precious moments always be experi-
enced.” Similarly, Bayer's Redoxon brand uses the slogan “take care of your
family” in its advertisement to convey that immunity is a matter that con-
cerns the whole family, and that when one member of the family faces a
risky situation, the problem is no longer just theirs but a common problem
for the whole family. In line with this, the advertisement happily presents
the daily life of a family using the product and their relationships with each
other. In conclusion, these types of advertisements are designed around fam-
ily life and family members in an effort to increase the appeal of the product.

One of the least used cultural values in advertising is respect for the el-
derly/parents. Advertisements show respect for the elderly by featuring
them, asking for their opinions and experiences, and presenting their behav-
ior as an example (Cheng and Schweitzer, 1996, p. 30). For example, in its
commercial produced as part of the “Don't Waste” campaign to prevent food
waste and raise awareness on this issue, the Procter & Gamble brand Fairy,
in collaboration with the Food Rescue Association, presents elderly people
as role models while conveying the message to people not to waste food.
"Our elders taught us not to waste even a single bite, to save leftovers for
tomorrow, to put only what we need on the table... We had forgotten what
we were taught, the effort behind every bite, but now we remember." The
commercial contrasts young models who are unaware of table manners,
throw leftovers in the trash, and waste food with older models who value
food culture and do not waste. In this way, the experiences and behaviors of
the elderly are presented as examples to the current and future generations,
with the hope that old habits will be preserved or revived.

The study found that quality is the least used cultural value in television
commercials in Tiirkiye. Only 11 (1.61%) commercials referenced the value
of quality. For example, Turkcell's “Turkcell quality,” Kiihne's “German
quality,” Weet's “hairdresser quality,” Ekici's “award-winning,” and Bayer's
“Bayer quality by your side every day” reflect the value of quality. Preven-
tion's “Ecotex certified” and Incia's “ETKO Cosmos approved” statements
emphasize quality by indicating that the product has been awarded by an
official institution. Furthermore, Philips, Dyson, and Argelik brands high-
light the advanced technical capabilities of their products in their advertise-

ments for electrical appliances, emphasizing the concept of quality.
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3.7.2. The Relationship Between Advertisements and Brand Origin, Dura-
tion, Product/Service Category, Theme, Model/Celebrity, and Language Use
3.7.2.1. Relationship Between Brand Origin and Advertising Duration
When advertising durations are examined in terms of brand origin, 75
(22%) of the 191 Western brands rank first with “21-30 seconds.” Next, 55
(16.1%) Western brands rank second with “11-20 seconds.” This is followed
by 32 (9.4%) commercials with “31-45 seconds,” 11 (3.2%) commercials
with “1-10 seconds,” 10 commercials (2.9%) lasting “over 60 seconds,” and
8 commercials (2.3%) lasting “46-60 seconds.”

When local brands are examined, 53 of the 150 commercials (15.5%) are in
the “11-20 seconds” category, placing them in first place. Next, 42 local
brands (12.3%) are in the “21-30 seconds” category, placing them in second
place. This is followed by 29 commercials (8.5%) lasting “31-45 seconds,”
11 commercials (3.2%) lasting “1-10 seconds,” 9 commercials (2.6%) last-
ing “over 60 seconds,” and 6 commercials (1.8%) lasting “46-60 seconds.”
When comparing the distribution of ad durations between Western and lo-
cal brands, the first and second places switch, but the other rankings are the
same for both brand origins. This shows that Western and local brands are
similar in terms of ad duration. These results, according to Pearson's chi-
square statistic, y 2 = 6.659, sd = 5, p = 0.274, reveal that there is no sig-
nificant difference between Western and local brands in terms of duration
usage (p>0.05).

3.7.2.2. Relationship Between Brand Origin and Product-Service Category
When we look at the product-service ranking that includes both Western
and local brands, there are 191 (56%) advertisements for Western brands
and 150 (44%) advertisements for local brands. Based on this number, the
three product-service categories with the most and least advertisements
published by brands within a one-month period are listed. The product-ser-
vice categories in which Western brands were advertised the most were
“food” with 50 (14.7%), “cosmetics and personal care products” with 41
(12%), and “home care and cleaning products” with 26 (7.6%). Looking at
the lowest rates, it is seen that no Western brand was advertised in the “con-
struction-real estate” category. This category with the lowest rate is followed
by ‘tourism’ with 2 (0.6%) advertisements and “telecommunications ser-
vices” with 3 (0.9%) advertisements.

The product-service category with the highest number of local brand adver-
tisements is “food” with 34 advertisements (10%). Second is “chain stores
and e-commerce sites” with 25 advertisements (7.3%). The third place is
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taken by the “household goods” category with 23 (6.7%) advertisements.
Looking at the lowest rates, the ‘automotive’ category with 1 (0.3%) adver-
tisement and the “food supplements and vitamins” category with the same
rate come first. These are followed by the “mass communication tools” cat-
egory with 2 (0.6%) advertisements.

This situation differentiates Western and local brands in terms of product-
service category. These results, according to Pearson's chi-square statistic, y
2 = 83.095, sd = 13, p = 0.000, reveal a significant difference between
Western and local brands in terms of product-service category (p<0.05).

In the study, Western-origin advertisements dominated in 7 out of the 14
product-service categories, while local advertisements were more prevalent
in the other 7 categories. The category with the highest proportion of West-
ern-origin brands is “dietary supplements/vitamins.” Of the total 12 adver-
tisements for dietary supplements/vitamins, 11 (91.7%) belong to Western
companies and 1 (8.3%) to local companies. Of the 10 advertisements in the
“automotive” category, 9 (90%) belong to Western companies and 1 (10%)
to local companies. Of the 46 advertisements in the “cosmetics and personal
care” category, 41 (89.1%) belong to Western companies, while only 5
(10.9%) belong to local companies. Of the 33 advertisements in the “home
care and cleaning products” category, 26 (78.8%) belong to Western com-
panies and 7 (21.2%) belong to local companies. Other distributions where
Western-origin advertisements predominate are as follows: Of the 7 adver-
tisements in the “mass media” category, 5 (71.4%) are Western-origin and
2 (28.6%) are local; of the 13 advertisements in the “clothing, jewelry, and
accessories” category, 8 (61.5%) Western-origin, 5 (38.5%) are local; of the
84 advertisements in the “food” category, 50 (59.5%) are Western-origin,
34 (40.5%) belong to local companies.

The product-service category with the highest proportion of local brands is
“construction-real estate.” All 8 advertisements in this category belong to
local brands. Of the total 12 advertisements in the “tourism” category, 10
(83.3%) belong to local companies and 2 (16.7%) belong to Western com-
panies. Of the 34 advertisements in the “chain stores and e-commerce sites”
category, 25 (73.5%) belong to local companies and 9 (26.5%) belong to
Western companies. Of the 19 advertisements not included in the product-
service categories and labeled “other,” 13 (68.4%) were from local brands
and 6 (31.6%) were from Western brands. Next, in the “telecommunica-
tions services” category, 6 of the 9 advertisements (66.7%) are local, and 3
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are Western brands. In the “household goods” category, 23 of the 35 adver-
tisements (65.7%) are local, and 12 are Western. Finally, the category with
the highest number of local brands is “financial products and services.” Of
the 19 advertisements in this category, 10 (52.6%) belong to local brands
and 9 (47.4%) belong to Western brands.

3.7.2. The Relationship Between Advertisements and Brand Origin, Duration,
Product/Service Category, Theme, Model/Celebrity, and Language Use

3.7.2.1. Relationship Between Brand Origin and Advertising Duration

This section examines the relationship between brand origin and advertising
duration. The distribution of the relationship between Western and local
brands and advertising duration is shown in Table 12.

Table 12: Distribution of the Relationship Between Brand Origin and Advertising Duration

Brand Origin
Advertising Western Brands Local Brands Total

Duration Number % | Number % Number %
1-10s 11 3.2 11 3.2 22 6.4
11-20 s 55 16.1 53 15.5 108 31.6
21-30s 75 22 42 12.3 117 343
31-45s 32 9.4 29 8.5 61 18
46-60 s 8 2.3 6 1.8 14 4.1
1 min or more 10 2.9 9 2.6 19 5.6
Total 191 56 150 44 341 100

When advertising durations are examined in terms of brand origin, 75
(22%) of the 191 Western brands rank first with “21-30 seconds.” Next, 55
(16.1%) Western brands rank second with “11-20 seconds.” This is followed
by 32 (9.4%) commercials with “31-45 seconds,” 11 (3.2%) commercials
with “1-10 seconds,” 10 commercials (2.9%) lasting “over 60 seconds,” and
8 commercials (2.3%) lasting “46-60 seconds.”

When local brands are examined, 53 of the 150 commercials (15.5%) are in
the “11-20 seconds” category, placing them in first place. Next, 42 local
brands (12.3%) are in the “21-30 seconds” category, placing them in second
place. This is followed by 29 commercials (8.5%) lasting “31-45 seconds,”
11 commercials (3.2%) lasting “1-10 seconds,” 9 commercials (2.6%) last-
ing “over 60 seconds,” and 6 commercials (1.8%) lasting “46-60 seconds.”
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When comparing the distribution of ad durations between Western and lo-
cal brands, the first and second places switch, but the other rankings are the
same for both brand origins. This shows that Western and local brands are
similar in terms of ad duration. These results, according to Pearson's chi-
square statistic, [12 =16.659, LI 1=5,[]=0.274, reveal that there is no
significant difference between Western and local brands in terms of duration
usage (p>0.05).

3.7.2.2. Relationship Between Brand Origin and Product-Service Category
The distribution of the relationship between Western and local brands and
the product service category is shown in Table 13.

Table 13: Distribution of the Relationship Between Brand Origin and Product-Service Cate-
gory

Western Brands Local Brands Total
Product-Service Category

No % No % No %
Food 50 14.7 34 10 84 24.7
Clothing, Jewellery and Ac- 8 2.3 5 1.5 13 3.8
cessories
Household goods 12 35 23 6.7 35 10.2
Cosmetics and Personal Care 41 12 5 1.5 46 13.5
Home Care and Cleaning 26 7.6 7 2.1 33 9.7
Products
Financial Products and Ser- 9 2.6 10 2.9 19 5.6
vices
Automotive 9 2.6 1 0.3 10 2.9
Construction-Real Estate 0 0 8 2.3 8 2.3
Tourism 2 0.6 10 2.9 12 3.5
Mass Media 5 1.5 2 0.6 7 2.1
Telecommunications Services 3 0.9 6 1.8 9 2.6
Chain Stores and E-com- 9 2.6 25 7.3 34 10
merce Sites
Food Supplements, Vitamins 11 32 1 0.3 12 3.5
Other 6 1.8 13 3.8 19 5.6
Total 191 56 150 44 341 100

When we look at the product-service ranking that includes both Western
and local brands, there are 191 (56%) advertisements for Western brands
and 150 (44%) advertisements for local brands. Based on this number, the
three product-service categories with the most and least advertisements
published by brands within a one-month period are listed. The product-ser-
vice categories in which Western brands were advertised the most were
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“food” with 50 (14.7%), “cosmetics and personal care products” with 41
(12%), and “home care and cleaning products” with 26 (7.6%). Looking at
the lowest rates, it is seen that no Western brand was advertised in the “con-
struction-real estate” category. This category with the lowest rate is followed
by ‘tourism’ with 2 (0.6%) advertisements and “telecommunications ser-
vices” with 3 (0.9%) advertisements.

The product-service category with the highest number of local brand adver-
tisements is “food” with 34 advertisements (10%). Second is “chain stores
and e-commerce sites” with 25 advertisements (7.3%). The third place is
taken by the “household goods” category with 23 (6.7%) advertisements.
Looking at the lowest rates, the ‘automotive’ category with 1 (0.3%) adver-
tisement and the “food supplements and vitamins” category with the same
rate come first. These are followed by the “mass communication tools” cat-
egory with 2 (0.6%) advertisements.

This situation differentiates Western and local brands in terms of product-
service category. These results, according to Pearson's chi-square statistic,
[12=283.095,[11=13,[]=0.000, reveal a significant difference between
Western and local brands in terms of product-service category (p<0.05).

Table 14: Product-Service Categories Dominated by Western and Local Brands

Western Brands Local Brands
1 Nutritional Supplements, Vitamins Construction-Real Estate
2 Automotive Tourism
3 Cosmetics and Personal Care Chain Stores and E-Commerce Sites
4 Home Care and Cleaning Products Other
5 Mass Communication Tools Telecommunications Services
6 Clothing, Jewellery and Accessories Household Goods
7 Food Financial Products and Services

In the study, Western-origin advertisements dominated in 7 out of the 14
product-service categories, while local advertisements were more prevalent
in the other 7 categories. The category with the highest proportion of West-
ern-origin brands is “dietary supplements/vitamins.” Of the total 12 adver-
tisements for dietary supplements/vitamins, 11 (91.7%) belong to Western
companies and 1 (8.3%) to local companies. Of the 10 advertisements in the
“automotive” category, 9 (90%) belong to Western companies and 1 (10%)
to local companies. Of the 46 advertisements in the “cosmetics and personal
care” category, 41 (89.1%) belong to Western companies, while only 5
(10.9%) belong to local companies. Of the 33 advertisements in the “home
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care and cleaning products” category, 26 (78.8%) belong to Western com-
panies and 7 (21.2%) belong to local companies. Other distributions where
Western-origin advertisements predominate are as follows: Of the 7 adver-
tisements in the “mass media” category, 5 (71.4%) are Western-origin and
2 (28.6%) are local; of the 13 advertisements in the “clothing, jewelry, and
accessories” category, 8 (61.5%) Western-origin, 5 (38.5%) are local; of the
84 advertisements in the “food” category, 50 (59.5%) are Western-origin,
34 (40.5%) belong to local companies.

The product-service category with the highest proportion of local brands is
“construction-real estate.” All 8 advertisements in this category belong to
local brands. Of the total 12 advertisements in the “tourism” category, 10
(83.3%) belong to local companies and 2 (16.7%) belong to Western com-
panies. Of the 34 advertisements in the “chain stores and e-commerce sites”
category, 25 (73.5%) belong to local companies and 9 (26.5%) belong to
Western companies. Of the 19 advertisements not included in the product-
service categories and labeled “other,” 13 (68.4%) were from local brands
and 6 (31.6%) were from Western brands. Next, in the “telecommunica-
tions services” category, 6 of the 9 advertisements (66.7%) are local, and 3
are Western brands. In the “household goods” category, 23 of the 35 adver-
tisements (65.7%) are local, and 12 are Western. Finally, the category with
the highest number of local brands is “financial products and services.” Of
the 19 advertisements in this category, 10 (52.6%) belong to local brands
and 9 (47.4%) belong to Western brands.

3.7.2.3. The Relationship Between Brand Origin and Theme Usage

This section shows the relationship between brand origin and the theme
used in advertisements. The distribution of the relationship between West-
ern and local brands and theme usage is shown in Table 15.

Table 15: Distribution of the Relationship Between Brand Origin and Theme Used in Ad

Brand Origin

Western Brands | Local Brands Total

Theme Usage Number % | Number | % | Number | %

Western Themes 43 12.6 8 2.3 51 15
Local Themes 20 5.9 42 12.3 62 18.2
Other Themes 128 375 100 29.3 228 66.9

Total 191 56.0 150 44.0 341 100
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When we look at the distribution of themes in 191 advertisements originat-
ing from Western brands, the “other themes” category ranks first with 128
(37.5%) advertisements. “Western themes” are used in 43 (12.6%) adver-
tisements, while “local themes” appear in 20 (5.9%) advertisements.
Looking at the distribution of themes in 150 advertisements originating
from local brands, the “other themes” category ranks first with 100 (29.3%)
advertisements. Here, “local themes” were used in 42 (12.3%) advertise-
ments, while “Western themes” appeared in 8 (2.3%) advertisements.

When we compare the themes used based on brand origin as Western and
local, the following results emerge. Of the 51 advertisements using “West-
ern themes,” 43 (84.3%) belong to Western brands, while 8 (15.7%) belong
to local brands. Of the 62 advertisements using “local themes,” 42 (67.7%)
belonged to local brands, while 20 (32.3%) belonged to Western brands. Of
the “other themes,” 128 (56.1%) belonged to Western brands, and 100
(43.9%) belonged to local brands. As can be seen from the results, Western
themes are used more frequently in Western-origin brands, while local
themes are predominantly used in advertisements with local brand origins.

These results, according to Pearson's chi-square statistic, y 2 = 30.780, sd
= 2, p = 0.000, reveal a significant difference between Western and local
brands in terms of theme usage. According to this analysis, the frequency of
Western theme usage in the examined advertisements by Western brands is
significantly higher than that of local brands. In contrast, it shows that the
frequency of local theme usage by local brands is significantly higher than
that of Western brands (p<0.05). In addition, the rate of local theme usage
by foreign brands is higher than that of foreign theme usage by local brands.

3.7.2.4. Relationship Between Brand Origin and Model/Celebrity Usage

This section examines the relationship between brand origin and the use of
models/celebrities in advertisements. The distribution of the relationship
between Western and local brands and the use of models/celebrities is
shown in Table 16.

Table 16: Distribution of the Relationship Between Brand Origin and Model/Celebrity

Brand Origin
Model/Celebrity Usage | Western Brands | Local Brands Total
Number | % Number | % Number | %
Western Model/Celebrity 54 15.8 5 1.5 59 17.3
Local Model/Celebrity 37 10.9 28 8.2 65 19.1
Other Model 51 15 39 11.4 90 26.4
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Model/Celebrity Not Used 49 14.4 78 22.9 127 37.2
Total 191 56 150 44 341 100

When we look at the distribution of models/celebrities featured in adver-
tisements based on brand origin, Western brands rank first with a 54
(15.8%) usage rate of “Western models/celebrities.” This is followed by
“other models” in 51 (15%) advertisements, “no models/celebrities used”
in 49 (14.4%) advertisements, and “local models/celebrities” in 37 (10.9%)
advertisements. In 78 (22.9%) of the local brand advertisements examined
in the study, no model or celebrity was used. This number is followed by the
“other model” category with 39 (11.4%) advertisements. Here, “local
model/celebrity” was used in 28 (8.2%) advertisements, while “Western
model/celebrity” appeared in only 5 (1.5%) advertisements.

When we examined the advertisements based on the use of models/celebri-
ties, distinguishing between Western and local ones, the following results
emerged. Of the “model/celebrity not used” category, 78 (61.4%) belong to
local brands, while 49 (38.6%) belong to Western brands. Of the “other
model” category, 51 (56.7%) belong to Western brands, while 39 (43.3%)
belong to local brands. Of the 65 advertisements using “local model/celeb-
rity,” 37 (56.9%) belong to Western brands, while 28 (43.1%) belong to
local brands. Of the 59 advertisements using “Western model/celebrity,” 54
(91.5%) belong to Western brands and 5 (8.5%) belong to local brands.

In conclusion, Western brands have the highest usage rate of “Western
model/celebrity” and the lowest usage rate of “local model/celebrity.” Local
brands, on the other hand, have the highest usage rate of “model/celebrity
not used” and the lowest usage rate of “Western model/celebrity.” The use
of Western models/celebrities in Western brand advertisements is signifi-
cantly higher than in local brand advertisements. The chi-square test per-
formed also shows that y 2 = 45.897, sd = 3, p = 0.000, indicating that
Western brands' frequency of using Western models/celebrities is signifi-
cantly higher than local brands' frequency of using Western models/celebri-
ties. Similarly, the use of local models/celebrities is also higher in Western
brands. The Chi-square test also shows that the difference in the use of local
models/celebrities between Western and local brands is statistically signifi-
cant (p<0.05).
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3.7.2.5. Relationship Between Brand Origin and Language Used in Advertising
This section shows the relationship between brand origin and the language
used in advertisements. The distribution of the relationship between Wes-
tern and local brands and the language used is shown in Table 17.

Table 17: Distribution of the Relationship Between Brand Origin and Language Used in Ad

Brand Origin
In Advertisements | Western Brands Local Brands Total
Language Used Number % Number | % Number | %
English 166 86.9 52 34.7 218 63.9
Turkish 25 13.1 98 65.3 123 36.1
Total 191 56 150 44 341 100

When we look at the distribution of English words and phrases used in ad-
vertisements based on brand origin, the rate of English usage among 191
Western brands is 166 (86.9%). In 25 (13.1%) advertisements, no English
words or phrases were found, and only Turkish was used. The rate of Eng-
lish usage among 150 local brands is 52 (34.7%). The remaining 98
(65.33%) advertisements used only Turkish words and phrases.

Table 18: Distribution of the Relationship Between Brand Origin and English Usage

Brand Origin
Use of English Western Brands | Local Brands Total

No % No % No %
Brand Name 72 21.1 33 9.7 105 | 30.8
Visual 3 0.9 3 0.9 6 1.8
Verbal 0 0 2 0.6 2 0.6
Visual and Verbal 1 0.3 2 0.6 3 0.9
Brand Name and Visual 32 9.4 4 1.2 36 10.6
Brand Name and Verbal 12 35 3 0.9 15 4.4
Brand Name, Visual and Verbal 46 13.5 5 1.5 51 15
English Not Used 25 7.3 98 28.7 123 | 36.1
Total 191 56 150 44 341 | 100

When we look at the distribution of different forms of placement in Western
advertisements, the top three are as follows. “Brand name” ranks first with
72 (21.1%) advertisements. In second place is “brand name, visual and ver-
bal” with 46 (13.5%) advertisements, and in third place is “brand name and
visual” with 32 (9.4%) advertisements. When we look at the distribution of
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different forms of appearance in local brand advertisements in English, Eng-
lish is not used in 98 (28.7%) advertisements. This number is followed by
33 (9.7%) advertisements with “brand name” and 5 (1.5%) advertisements
with “brand name, visual, and verbal.”

When we compare the English words and expressions used based on brand
origin as Western and local, the following results emerge. Of the advertise-
ments that used English only in the brand name, 72 (68.6%) were Western
and 33 (31.4%) were local. The distribution of advertisements that used
English only visually was equal between Western and local brands. No ad-
vertisements were found to use English only verbally in Western advertise-
ments. In local brands, English expressions appear only verbally in 2 adver-
tisements. Of the advertisements where English appears both visually and
verbally, 1 (33.3%) is Western and 2 (66.7%) are local. Of the “brand name
and visual” advertisements, 32 (88.9%) Western, 4 (11.1%) local, 12 (80%)
of “brand name and verbal” are Western, 3 (20%) local, 46 (90.2%) of
“brand name, visual, and verbal” are Western, 5 (9.8%) local.

When evaluated as a whole, the use of English in Western brand advertise-
ments is significantly higher than in local brands. Both Western and local
brands predominantly used English in their brand names. In total, 207
(60.7%) advertisements included at least one English word in their brand
name. The chi-square test also shows that y 2 = 97.006, sd = 1, p = 0.000,
indicating that the difference in English usage between Western and local
brands is statistically significant (p<0.05).

3.7.3. The Relationship Between Brand Origin, Product Service Category, Theme,
and Model/Celebrity Usage and Cultural Values and Symbols

3.7.3.1. The Relationship Between Brand Origin and Cultural Values and Symbols
This section analyzes the connection between brand origin and the cultural
values and symbols used in advertising. The distribution of the relationship
between Western and local brands and the cultural values and symbols used
is shown in Table 19.



CULTURAL IMPERIALISM AND ADVERTISING | 187

Table19: Distribution of the Relationship Between Brand Origin and Cultural Values

Western Brands | Local Brands Total
Cultural Values and Symbols
No % No | % No | %

Intelligence 25 6.22 12 424 37 | 541
Individuality 31 7.71 11 3.89 42 | 6.14
Difference 30 7.46 24 8.48 54 | 7.89
Popularity 16 3.98 4 1.41 20 | 2.92
Group identity/Spirit of solidarity 9 224 20 7.07 29 | 4.24
Family 7 1.74 5 1.77 12 1.75
Competition 24 5.97% 11 | 3.89% | 35 | 5.12
Traditional 16 3.98 33 | 11.66 | 49 | 7.16
Modernity 26 6.47 16 5.65 42 | 599
Nationalism/Patriotism 0 0.00 18 6.36 18 | 2.63
Globalisation 30 7.46 7 2.47 37 | 541
Youth 22 5.47 1 0.35 23 | 3.36
Beauty 28 6.97% 4 1.41 32 | 4.68
Entertainment 17 4.23 7 2.47 24 | 3.51
Health 15 3.73 7 247 | 22 | 322
Respect for the Elderly/Parents 3 0.75 9 3.18 12 | 1.75
Sexuality 19 473 5 1.77 | 24 | 3.51
Social Status 6 1.49 7 2.47 13 | 1.90
Prosperity/Wealth 7 1.74 8 2.83 15 | 2.19
Technology 17 423 13 4.59 30 | 4.39
Being quick 6 1.49 12 424 18 | 2.63
Quality 7 1.74% 4 1.41 11 1.61
Being economical 26 6.47 43 1519 | 69 | 10.09
Global food and beverages 15 3.73 2 0.71 17 | 2.49
Total 402 100 283 100 | 685 | 100
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A total of 685 cultural values and symbols were found in 341 advertise-
ments. As can be seen in Table 19, these values and symbols were identified
as 402 in total in Western-origin advertisements. In locally-origin advertise-
ments, the total number of cultural values and symbols is 283.

Looking at the distribution of the most frequently used cultural values and
symbols in Western brands, “individuality” ranks first with 31 (7.71%) ad-
vertisements. In second place, with an equal share, are the values of ‘global-
ism’ and “diversity” with 30 (7.46%) advertisements. In third place is
“beauty” with 28 (6.97%) advertisements. This is followed by “modernity”
and “being economical” with 26 each (6.47%); ‘intellect’ with 25 (6.22%);
“competition” with 24 (5.97%); “youth” with 22 (5.47%); “sexuality” with
19 (4.73%); ‘entertainment’ and “technology” with 17 (4.23%) each are pre-
sented as cultural values in the advertisements. In addition, “tradition” and
“popularity” appeared in 16 advertisements each (3.98%), ‘health’ and
“global food and beverages” appeared in 15 advertisements each (3.73%),
“group identity/spirit of solidarity” appeared in 9 advertisements (2.24%),
7 advertisements (1.74%) each for “family,” “quality,” and “prosper-
ity/wealth,” 6 advertisements (1.49%) each for “social status” and “being
fast,” and 3 advertisements (0.75%) for “respect for the elderly/parents.”

Looking at this ranking, we can see that Western brands primarily focus on
modern values. In this distribution, where modern values are in the top ten,
the values used thereafter are both modern and traditional. The value of na-
tionalism/patriotism, which is among the traditional values, was not found
in Western brands.

The most frequently used cultural values and symbols in the local brands
group are as follows: “being economical” in 43 (15.19%) advertisements,
“tradition” in 33 (11.66%) advertisements with “tradition,” 24 (8.48%) ad-
vertisements with “difference,” 20 (7.07%) advertisements with “group
identity/spirit of solidarity,” and 18 (6.36%) advertisements with “nation-
alism/patriotism.” This was followed by “modernity” with 16 (5.65%);
“technology” with 13 (4.59%); “intellect” and “being fast” with 12 each
(4.24%); ‘individualism’ and “competition” with 11 each (3.89%); “respect
for the elderly/parents” 9 (3.18%); “prosperity/wealth” 8 (2.83%); “enter-
tainment,” “health,” “social status,” and “globalism” 7 each (2.47%); ‘fam-
ily’ and “sexuality” each appeared 5 times (1.77%); “beauty,” “popularity,”
and ‘quality’ each appeared 4 times (1.41%); “global food and beverages”
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appeared 2 times (0.71%); and “youth” appeared 1 time (0.35%) in adver-
tisements as a cultural value.

Among traditional values in local brands, tradition, nationalism/patriotism,
group identity/spirit of solidarity, and respect for the elderly/parents rank
highest. Modern values such as sexuality, popularity, beauty, youth, quality,
and global food and beverages were used in fewer advertisements and
ranked lower. However, there are no traditional or modern values that are
not represented in local brand advertisements.

According to the chi-square test, Western brands use cultural values and
symbols in the categories of individualism, popularity, globalism, moder-
nity, youth, beauty, sexuality, entertainment, and global food and beverages
significantly more frequently than local brands (p<0.05). In contrast, the
frequency with which local brands use cultural values and symbols in the
categories of group identity/spirit of solidarity, tradition, nationalism/patri-
otism, respect for the elderly/parents, and being economical is significantly
higher than the frequency with which Western brands use the same values
and symbols (p<0.05). Other cultural values and symbols not included in
the above categories are reason, difference, family, competition, health, so-
cial status, prosperity/wealth, technology, speed, and quality. The results of
the analysis comparing these values reveal no significant difference between
Western and local brands (p>0.05).

3.7.3.2. The Relationship Between Product-Service Category and Cultural Values
and Symbols

This part of the study examines the relationship between the product-ser-
vice category and cultural values and symbols. Table 20 shows the relation-
ship between the product-service category featuring Western-origin adver-
tisements and cultural values and symbols.

The product-service category with the highest number of cultural values and
symbols identified in Western-origin advertisements is food. A total of 109
cultural values and symbols were identified in 50 Western-origin advertise-
ments in this category. The cultural values and symbols with the highest
frequency are as follows: 15 (13.7%) advertisements featuring “global food
and beverages”; 12 advertisements (11%) featuring “globalism” and “enter-
tainment”; 11 advertisements (10.1%) featuring “youth”; 9 advertisements
(8.26%) featuring ‘tradition’; and 8 advertisements (7.34%) featuring “indi-
vidualism.” All of the other values and symbols listed here, except for “tra-
dition,” fall within the scope of Western modern values. Apart from these,
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“health” appears 7 times (6.42%); “difference” and “group identity/spirit of
solidarity” appear 6 times each (5.5%); “popularity” and ‘sexuality’ appear
4 times each (3.67%); “being economical,” “mind,” and “family” 3 each
(2.75%); “beauty” 2 (1.83%); “respect for elders/parents,” “prosper-
ity/wealth,” “being fast,” and “quality” 1 each (0.92%) in advertisements.
Cultural values and symbols not included in this category are “competition,”
“modernity,” “nationalism,” “social status,” and “technology.”

»” «

Cosmetics and personal care products come second. Among the 41 West-
ern-origin advertisements in this category, 100 cultural values and symbols
were identified. The cultural values and symbols with the highest frequency
are as follows: “beauty” in 24 (24%) advertisements; “individuality” in 11
(11%) advertisements; 10 (10%) advertisements featuring “youth” and
“sexuality”; 9 (9%) advertisements featuring ‘difference’; and 6 (6%) adver-
tisements featuring “modernity.” All of these values and symbols in the top
five are Western modern values. This is followed by “competition” and
“health” with 5 (5%) advertisements each; “intellect” and ‘globalism’ with
4 (4%) advertisements each; “technology” with 3 (3%) advertisements; fol-
lowed by “popularity” and ‘quality’ with 2 advertisements each (2%); and
“family,” “tradition,” “entertainment,” “social status,” and “prosper-
ity/wealth” with 1 advertisement each (1%). Cultural values and symbols
not included in this category are “group identity/spirit of solidarity,” “na-
tionalism/patriotism,” “respect for the elderly/parents,” “being fast,” and
“being economical.”

»” (13 ” (13
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Technology,
Being quick
Quality,

Be economical.
Global food
Total

Household cleaning and maintenance products come in third place. Forty
cultural values and symbols were identified in the 26 Western-origin adver-
tisements in this category. The cultural values and symbols found at the
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highest rate here are as follows: “competition” in 13 (32.5%) advertise-
ments; ‘intelligence’ in 8 (20%) advertisements; “being economical” in 7
(17.5%) advertisements; and “being different” in 5 (12.5%) advertisements.
This is followed by “technology” in 3 (7.5%) advertisements; ‘globalism’ in
2 (5%) advertisements; and “respect for the elderly/parents” and “quality”
in 1 (2.5%) advertisement each. Looking at the cultural values and symbols
in this category, modern values are predominant.

Next are the clothing, jewelry and accessories, home goods, and automotive
categories, which have an equal proportion of cultural values and symbols.
Within the 8 Western-origin advertisements in the clothing, jewelry, and
accessories category, 25 cultural values and symbols were identified. The
cultural value and symbol with the highest rate in this category is “moder-
nity” with 8 (32%) advertisements. This is followed by “globalism” in 4
(16%) advertisements; “individuality,” “difference,” and “sexuality” in 3
(12%) advertisements each; and ‘beauty’ and “popularity” in 2 (8%) adver-
tisements each. No data was found regarding other cultural values and sym-
bols. All cultural values and symbols presented in the advertisements in this
category fall within the scope of modern values and do not include tradi-
tional values and symbols.

Twenty-five cultural values and symbols were identified in the 12 Western-
origin advertisements in the household goods category. The cultural values
and symbols with the highest frequency in this category are as follows:
“technology” in 7 (28%) advertisements; “modernity” and “being economi-
cal” with 4 advertisements each (16%). This is followed by ‘difference’ with
3 advertisements (12%) and “intelligence” with 2 advertisements (8%). The
values “individuality,” “globalism,” “prosperity/wealth,” “speed,” and
“quality” are at the bottom of the list with 1 (4%) advertisement each.
Again, all of the values and symbols in this category are modern values.

»” “«

Twenty-five cultural values and symbols were identified in the 9 Western-
origin advertisements in the automotive category. The cultural value and
symbol with the highest frequency in this category is “modernity” with 6
(24%) advertisements. This cultural value is followed by “diversity” with 3
advertisements (12%); “globalism,” “social status,” and “technology” with
3 advertisements each (12%); followed by “intellect” and “prosper-
ity/wealth” with 2 advertisements (8%) each; and “competition,” “youth,”
and “entertainment” with 1 advertisement (4%) each. Looking at the values
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and symbols found in this category, all of them fall within the scope of mod-
ern values and do not include traditional values and symbols.

Twenty-two cultural values and symbols were identified in 11 Western-
origin advertisements in the food supplements and vitamins category. The
cultural value and symbol with the highest rate in this category is “individ-
uality” with 7 (31.8%) advertisements. This cultural value is followed by
“competition” and “health” with 3 advertisements (13.6%) each; “mind,”
“popularity,” “modernity,” and ‘quality’ with 2 advertisements (9.1%) each;
and “family” with 1 advertisement (4.5%). These ratios show that advertise-
ments in this category predominantly use modern values.

Sixteen cultural values and symbols were identified in nine Western adver-
tisements in the chain store and e-commerce site category. The cultural
value and symbol with the highest rate in this category is “being economi-
cal” in 8 (50%) advertisements. This cultural value is followed by ‘competi-
tion’ and “tradition” in 2 (12.5%) advertisements each; followed by “differ-
ence,” “popularity,” “globality,” and “being fast” with 1 (6.25%) advertise-
ment each. These ratios show that advertisements in this category predom-

inantly use modern values.

Twelve cultural values and symbols were identified in the 9 Western-origin
advertisements in the financial products and services category. These are as
follows: 4 (33.3%) advertisements with “intellect”; 3 (25%) advertisements
with “being economical”; 2 (16.7%) advertisements with ‘tradition’; and 1
(8.3%) advertisement each with “individuality,” “globality,” and “respect for
the elderly/parents.” There is no data on other cultural values and symbols
beyond these. Similarly, 12 cultural values and symbols were identified in 3
Western-origin advertisements in the Telecommunications category. The
cultural values and symbols in this category are as follows: 3 (25%) adver-
tisements with “group identity/spirit of solidarity”; 2 (16.7%) advertise-
ments each with “popularity,” “family,” “tradition,” and “being fast”; and 1
(8.3%) advertisement featuring “technology.” The cultural values and sym-
bols with equal representation in both categories predominantly contain tra-
ditional values.

Ten cultural values and symbols were identified in the two Western-origin
advertisements in the tourism category. In both advertisements, “popular-
ity,” “entertainment,” “sexuality,” “social status,” and “prosperity/wealth”
were presented as cultural values with two advertisements each (20%). All
of these values presented in the advertisements are Western modern values.

» « » «
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On the other hand, only 3 cultural values and symbols were identified in the
5 Western-origin advertisements in the mass media category. These are the
values of “popularity,” “entertainment,” and “being economical.” No other
values were identified in the study apart from these three cultural values.

In the category labeled “other,” which does not belong to any of the product-
service categories created, only three cultural values and symbols were iden-
tified in six Western-origin advertisements. Two of these advertisements
(66.7%) featured the value of “globality,” while one (33.3%) featured the
value of “being fast.” Finally, no advertisements with a product-service cat-
egory of construction and real estate were found among the advertisements
originating from Western brands. No data was found regarding other cul-
tural values and symbols beyond those specified in all product-service cate-
gories.

The distribution of relationships between locally sourced advertisements in
different product-service categories and cultural values and symbols is as
follows:

The product and service category with the highest number of cultural values
and symbols identified in local advertisements is chain stores and e-com-
merce sites. Among the 25 locally sourced advertisements in this category,
57 cultural values and symbols were identified. The top five cultural values
and symbols are as follows: “being economical” in 13 (22.8%) advertise-
ments; 11 (19.3%) advertisements featuring “being fast”; 7 (12.3%) adver-
tisements featuring “tradition”; 5 (8.7%) advertisements featuring “technol-
ogy”; and 4 (7%) advertisements each featuring ‘popularity’ and “respect for
the elderly/parents”. These are followed by 2 (5.3%) advertisements for
“competition,” 2 (3.5%) advertisements each for “group identity/spirit of
solidarity,” “globalism,” and “entertainment,” and 1 (1.75%) advertisement
each for “difference,” "modernity “, “"nationalism/patriotism®, and “quality“
are followed by 1 (1.75%) advertisement each for ‘modernity’, “national-
ism/patriotism*, and ”quality". Both modern and traditional values are used
within this category, but modern values predominate.

The food product-service category ranks second. Among the 34 locally
sourced advertisements in the food category, 55 cultural values and symbols
were identified. The cultural values and symbols with the highest frequency
in this category are as follows: 9 advertisements (16.3%) featuring “diver-
sity”; 7 advertisements (12.7%) featuring “tradition”; 6 (10.1%) advertise-
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ments with “health”; 5 (9.1%) advertisements with “nationalism/patriot-
ism”; 4 (7.27%) advertisements each with “group identity/spirit of solidar-
ity” and “being economical”. Apart from these, “individuality” and ‘family’
were used in 3 (5.45%) ads; “intellect,” “globalism,” “respect for the el-
derly/parents,” “entertainment,” and “global food and beverages” were used
in 2 (3.64%) ads; “competition,” “modernity,” “youth,” and “quality” were
each used in 1 advertisement (1.82%). Cultural values and symbols not in-
cluded in this category are “popularity,” “beauty,” “sexuality,” “social sta-
tus,” “prosperity/wealth,” “technology,” and “being fast.” Here, we see that
modern and traditional values are used in similar proportions.

» «

»”

» «
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Household items are in third place. Fifty cultural values and symbols were
identified in the 23 locally sourced advertisements in this category. The
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cultural values and symbols with the highest frequency in this category are
as follows: “difference” in 9 (18%) advertisements; ‘modernity’ and “being
economical” in 8 (16%) advertisements each. This is followed by “prosper-
ity/wealth” and ‘individuality’ with 4 advertisements (8%); “competition,”
“tradition,” and “technology” with 3 advertisements (6%); followed by 2
advertisements (4%) each for “group identity/spirit of solidarity,” “sexual-
ity,” and “social status.” The “values” of ‘beauty’ and “entertainment” are
at the bottom of the list with 1 advertisement (2%) each. Here, all values
and symbols used except for “tradition” and “group identity/spirit of soli-
darity” are modern values.

Twenty-one cultural values and symbols were identified in the 6 locally
sourced advertisements in the telecommunications category. The cultural
values and symbols with the highest frequency in this category are as fol-
lows: “tradition” in 5 (23.8%) advertisements; “group identity/spirit of sol-
idarity” in 4 (19%) advertisements; and “respect for the elderly/parents” in
3 (14.3%) advertisements. This is followed by “nationalism/patriotism” and
“being economical” with 2 advertisements each (9.5%), and “competition,”
“individualism,” “family,” “technology,” and “quality” with 1 advertisement
each (4.8%). Traditional values and symbols were predominantly used in
this category.

Twenty cultural values and symbols were identified in the 10 locally sourced
advertisements in the financial products and services category. These are as
follows: “intellect” in 6 (30%) advertisements; “group identity/spirit of sol-
idarity” in 5 (25%) advertisements; “tradition” in 3 (15%) advertisements;
2 (10%) advertisements with “nationalism/patriotism” and “technology”; 1
(5%) advertisement each with ‘competition’ and “being economical.” There
is no data on other cultural values and symbols besides these. Traditional
values were used more than modern values in this category.

Nineteen cultural values and symbols were identified in the 10 locally
sourced advertisements in the tourism category. The cultural value and sym-
bol with the highest rate in this category was “being economical” with 6
(31.6%) advertisements. This is followed by “sexuality” in 3 advertisements
(15.8%), and “tradition,” “modernity,” “entertainment,” and “social status”
in 2 advertisements each (10.5%). “Globalism” and “prosperity/wealth” are
the least common cultural values and symbols, appearing in 1 advertisement
each (5.3%). Modern values were predominantly preferred in the advertise-
ments in this category.
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Seventeen cultural values and symbols were identified in the 13 locally
sourced advertisements in the “other” category. The cultural values and
symbols in this category are as follows: “tradition” in 5 (29.4%) advertise-
ments; ‘reason’ and “nationalism/patriotism” in 3 (17.6%) advertisements
each; 1 (5.9%) advertisement each for “difference,” “group identity/spirit of
solidarity,” “modernity,” “globalism,” “technology,” and “being economi-
cal.” There is no data available for other cultural values and symbols beyond
these. Traditional values were predominantly preferred in the advertise-
ments in this category.

» « »” o«

All 8 advertisements included in the research in the construction and real
estate product-service category are from local brands. The cultural values
and symbols found in this category are as follows: Three (21.5%) advertise-
ments each for “social status,” “prosperity/wealth,” and “being economi-
cal”; one (7.1%) advertisement each for “group identity/spirit of solidarity,”
“family,” “tradition,” “modernity,” and “being fast.” These values are mostly
within the scope of Western modern values.

»” «

Nine cultural values and symbols were identified in the 5 locally sourced
advertisements in the clothing, jewelry, and accessories category. The cul-
tural value and symbol with the highest rate in this category is “being eco-
nomical” with 3 (33.3%) advertisements. This is followed by “individuality”
and “modernity” with 2 advertisements each (22.2%), and ‘beauty’ and “dif-
ference” with 1 advertisement each (11.1%). No data was found regarding
other cultural values and symbols. All values in this category fall within the
scope of modern values.

Eight cultural values and symbols were identified in the five locally sourced
advertisements in the cosmetics and personal care category. The cultural val-
ues and symbols found in this category are as follows: “beauty” and “being
economical” with 2 advertisements each (25%), “individuality,” “differ-
ence,” “technology,” and “quality” with 1 advertisement each (12.5%). No
data was found regarding other cultural values and symbols. All values in
this category are considered modern values.

Six cultural values and symbols were identified in seven locally sourced ad-
vertisements in the home care and cleaning products category. The cultural
values and symbols found in this category are as follows: 3 (50%) advertise-
ments with “nationalism/patriotism,” 2 (33.3%) advertisements with “di-
versity,” and 1 (16.7%) advertisement with “competition.” Three cultural
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values were identified in the one locally sourced advertisement in the auto-
motive category: “competition,” “nationalism/patriotism,” and “globalism.”
No data was found regarding other cultural values and symbols.

On the other hand, only three cultural values and symbols were identified
in the two locally sourced advertisements in the mass media category. These
are the values of “reason,” “group identity/spirit of solidarity,” and “nation-
alism/patriotism.” No other values were identified in the study apart from
these three cultural values. Finally, in the food supplements and vitamins
category, only one cultural value and symbol, namely “health,” was identi-
fied in one locally produced advertisement.

3.7.3.3. The Relationship Between Theme and Cultural Values and Symbols

As found in previous findings, 107 cultural values and symbols were used in
43 Western-origin brand advertisements using a “Western theme.” The dis-
tribution of cultural values and symbols used in these advertisements is as
follows: ‘globalism’ 18 (16.8%); “individualism,” “modernity,” and “enter-
tainment” 9 each (8.4%); “diversity” 8 (7.5%); “popularity,” “sexuality,”
and “global food and beverages” 6 each (5.6%); “youth,” “beauty,” and “so-
cial status” 5 each (4.7%); “prosperity/wealth” 4 (3.8%); “intellect,” “tech-
nology,” “quality,” and “group identity/spirit of solidarity” 3 each (2.8%)
were preferred in advertisements. The cultural values at the bottom of the
list, each appearing in 1 advertisement (0.9%), are “family,” “competition,”
“tradition,” “health,” and “respect for the elderly/parents.” It is evident that
these advertisements largely carry modern values and symbols. In contrast,
Western themes and traditional values are used together very rarely.

Forty-five cultural values and symbols were used in 20 Western-origin ad-
vertisements that used “local themes.” The distribution of cultural values
and symbols used in these advertisements is as follows: “tradition” 11
(24.4%); “popularity” 5 (11%); “group identity/spirit of solidarity” 4
(8.9%); ‘competition’ and “being economical” 3 each (6.7%); “intellect,”
“individuality,” “family,” “globalism,” “technology,” and “being fast” 2 each
(4.5%); “diversity,” “modernity,” “beauty,” “health,” “sexuality,” “quality,”
and “global food and beverages” 1 each (2.2%) were preferred in the adver-
tisements. While traditional values ranked first in these advertisements,
modern values and symbols stood out by a very small margin when evalu-
ated as a whole.

» &«

Outside of Western and local themes, 128 Western-origin advertisements
using “other themes” employed a total of 250 cultural values and symbols.
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All cultural values and symbols included in the study, except for “national-
ism,” were used in the advertisements in this group. The top five cultural
values and symbols are as follows: “being economical” 23 (9.2%); ‘beauty’
22 (8.8%); “difference” 21 (8.4%); “intellect,” “individuality,” and “compe-
tition” 20 each (8%); “youth” 17 (6.8%) advertisements. This is followed by
‘modernity’ with 16 (6.4%) advertisements, “health” with 13 (5.2%) adver-
tisements, 12 advertisements each (4.2%) for “sexuality” and “technology,”
10 advertisements (4%) for “globalism,” and 8 advertisements each (3.2%)
for ‘entertainment’ and “global food and beverages.” In the last places are
“popularity” with 5 (2%); “family,” “tradition,” and “being fast” with 4 each
(1.6%); “prosperity/wealth” and “quality” 3 each (1.2%); “respect for el-
ders/parents” and “group identity/spirit of solidarity” 2 each (0.8%); and
“social status” 1 (0.4%). The cultural values and symbols mentioned mainly
point to modern values.

Twenty-one cultural values and symbols were used in the advertisements of
eight locally-based brands that used a “Western theme.” The distribution of
cultural values and symbols used in these advertisements is as follows: ‘glob-
alism’ 5 (23.8%); “diversity” 4 (19%); “entertainment” 3 (14.3%); “moder-
nity,” “speed,” and ‘economy’ 2 (9.6%); “sexuality,” “individuality,” and
“tradition” 1 (4.7%) in the advertisements. All cultural values and symbols
presented in the advertisements in this category, except for “tradition,” fall
within the scope of Western modern values. No data was found regarding
other cultural values and symbols used in the study apart from the specified
cultural values and symbols.

96 cultural values and symbols were used in 42 locally sourced advertise-
ments using a “local theme.” The distribution of cultural values and symbols
used in these advertisements is as follows: “tradition” 22 (23%); “being eco-
nomical” and “group identity/spirit of solidarity” 14 each (14.6%); “nation-
alism/patriotism” 11 each (11.4%); “respect for elders/parents” and ‘wis-
dom’ 5 each (5.3%); “family” 4 (4.2%) were preferred in the advertisements.
Next were “competition,” “modernity,” and “social status” with 3 each
(3.1%); “individuality,” “prosperity/wealth,” and “technology” with 2 each
(2.1%); “globalism,” “beauty,” “entertainment,” “sexuality,” “speed,” and
“quality” were each preferred in 1 (1%) advertisement. In these advertise-
ments, traditional values and symbols appear first, while modern values and
symbols appear last. When evaluated as a whole, traditional values predom-
inate. This shows that local brands prefer traditional values more in adver-
tisements that use local themes.

» «
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In 100 locally sourced advertisements that use “other themes” besides
Western and local themes, a total of 166 cultural values and symbols were
used. All cultural values and symbols included in the study were used in the
advertisements in this group. The top five cultural values and symbols are
as follows: “being economical” 27 (16.3%); “difference” 20 (12.1%); “mo-
dernity” and ‘technology’ 11 each (6.6%); “tradition” 10 (6%); “being fast”
9 (5.4%) advertisements. “Globalism,” “family,” and “youth” each appear in
1 (0.6%) advertisement, ranking last.

Table 22 shows the relationship between the themes used in Western and
local brand advertisements and cultural values and symbols.
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Table 22: Distribution of Relationships Between Themes Used in Adyertisements and Cultural Values
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9.6 £ 31 1 6.6 42 599
11 114 7 42 18 263
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1 1 3 18 11 1.61

2 12 17 249
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3.7.3.4. The Relationship Between Models/Celebrities and Cultural Values and

Symbols

Table 3.21 shows the relationship between models/celebrities used in Wes-
tern and local brand advertisements and cultural values and symbols.

Table 23: Distribution of Relationships Between Models/Celebrities Used in Ad and Cultural Values
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As found in previous findings, 137 cultural values and symbols were used in
54 advertisements by Western brands that used the “Western model/celeb-
rity.” The distribution of the most frequently used cultural values and sym-
bols in these advertisements is as follows: “beauty” 18 (13%); “individual-
ity,” “modernity,” and “globality” 13 each (9.5%); “youth” and “sexuality”
12 each (8.8%); “difference” 11 (8%); “global food and beverages” 10
(7.3%); ‘entertainment’ 9 (6.6%); and “mind” 4 (3%) advertisements. The
cultural values and symbols least represented in this category are “group
identity/spirit of solidarity,” “family,” “tradition,” “health,” “respect for the
elderly/parents,” and “being economical,” each appearing in 1 advertise-
ment (0.7%). The values not used here are “nationalism/patriotism” and
“being fast.”

Cultural values and symbols were used 81 times in 37 Western-origin ad-
vertisements using “local model/celebrity.” The distribution of the most fre-
quently used cultural values and symbols in these advertisements is as fol-
lows: “diversity” and “competition” appear in 10 advertisements each
(12%); ‘beauty’ appears in 8 advertisements (10%); “individuality,”
“youth,” and “health” appear in 6 advertisements each (7.4%). The cultural
values and symbols least represented in this category were “respect for el-
ders/parents” (1, 1.3%); “group identity/spirit of solidarity,” “sexuality,”
and “technology” (2 each, 2.5%) in the advertisements.

A total of 117 cultural values and symbols were used in 51 Western-origin
advertisements using the “other model.” All cultural values and symbols in-
cluded in the study were used in the advertisements in this group, except
for “nationalism/patriotism” and “being fast.” The most frequently used cul-
tural values and symbols are as follows: “intellect” 10 (8.5%); ‘individual-
ism’ and “globalism” 9 each (7.7%); “popularity” 8 (6.8%); “difference,”
“modernity,” and ‘technology’ 7 each (6%) in advertisements. With 1 adver-
tisement (0.8%), “respect for the elderly/parents” is the least used cultural
value and symbol in this category.

In 49 Western-origin advertisements that did not use any model or celebrity,
a total of 67 cultural values and symbols were used. In this group, the most
frequently used cultural value and symbol is “being economical” in 16
(23.9%) advertisements. This is followed by “intelligence,” “competition,”
and “tradition” with 7 each (10.4%); “technology” with 5 (7.4%); ‘global-
ism’ with 4 (6%); “individualism,” “modernity,” and “being fast” each with
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3 advertisements (4.5%); “difference,” “popularity,” “global food and bever-
ages,” “health,” and ‘entertainment’ each with 2 advertisements (3%); and
“prosperity/wealth” and “quality” each with 1 advertisement (1.5%).

Among local brands, the “Western model/celebrity” category has the lowest
rate of model/celebrity use. Cultural values and symbols were used 14 times
in 5 advertisements by local brands using “Western models/celebrities.”
The distribution of cultural values and symbols used in these advertisements
is as follows: “modernity,” “globalism,” “sexuality,” and “being fast” 2
(14.3%); “difference,” “entertainment,” “tradition,” “social status,” “pros-
perity/wealth,” and “being economical” were each preferred in 1 (7.1%) ad-
vertisement. No data was found regarding other cultural values and symbols
used in the study besides those mentioned.

»” o«

Sixty-eight cultural values and symbols were used in 28 locally sourced ad-
vertisements that used “local models/celebrities.” The distribution of cul-
tural values and symbols used in these advertisements is as follows: “differ-
ence,” “competition,” and “being economical” each appeared 7 times
(10.3%); “nationalism/patriotism” appeared 5 times (7.3%); “group iden-
tity/spirit of solidarity” and “technology” each used 4 times (5.9%); “intel-
lect,” “individuality,” “family,” “tradition,” “social status,” and “being fast”
each used 3 times (4.4%); “globalism,” “modernity,” “beauty,” “prosper-
ity/wealth,” and “quality” 2 each (2.9%); “respect for elders/parents”,
“global food and beverages” “popularity”, “entertainment” ‘sexuality’ and

“health” 1 each (1.5%) were preferred in advertisements.

»” «

»” «

In the 39 locally sourced advertisements using the “other model,” a total of
82 cultural values and symbols were used. The top five cultural values and
symbols are as follows: “tradition” 12 (14.6%); “group identity/spirit of sol-
idarity” and “being economical” 10 each (12.2%); ‘individuality’ and “differ-
ence” each 8 (9.7%); “respect for elders/parents” 7 (8.4%); “modernity” and
‘entertainment’ 4 each (4.9%); “nationalism/patriotism” 3 (3.7%); “intel-
lect,” “competition,” “health,” “sexuality,” and “being fast” each had 2
(2.5%); “youth,” “beauty,” “prosperity/wealth,” “global food and bever-
ages,” “technology,” and “quality” “1 each (1.2%) were used in advertise-
ments.

In 78 locally produced advertisements that did not use any models or celeb-
rities, a total of 119 cultural values and symbols were used. In this group,
the most frequently used cultural value and symbol was ”being economical"
in 25 (21%) advertisements. This was followed by “tradition” with 17
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(14.3%); “nationalism/patriotism” with 10 (8.4%); “diversity,” “moder-
nity,” and ‘technology’ with 8 each (6.7%); “intellect” with 7 (5.9%); “group
identity/spirit of solidarity” with 6 (5%) advertisements. “Respect for the
elderly/parents,” “entertainment,” “beauty,” and “quality” are the least
common cultural values and symbols in this category, with 1 (0.8%) adver-
tisement each.

As a result, modern values are found in almost all (92%) of the advertise-
ments used by Western and local brands that use “Western model/celeb-
rity.” When we look at the relationship of Western brands with the other
three categories, we see that modern values are predominantly used. In ad-
vertisements by local brands that fall into the “other model” and “model/ce-
lebrity not used” categories, traditional and modern values are used in sim-
ilar proportions. In advertisements by local brands that use “local mod-
els/celebrities,” modern values are again predominantly used.



CONCLUSION AND RECOMMENDATIONS

This study was conducted to determine which cultural values and symbols
advertisements in the Turkish national media contribute to the dissemina-
tion of, and to reveal the extent to which viewers are exposed to these values
and symbols. Accordingly, the study identified the values and symbols pro-
duced by advertising films belonging to Western and local companies within
the framework of modern and traditional values, and how frequently these
values are repeated. The data obtained was evaluated by comparing Western
and local brands.

Many previous studies on the subject have proposed different concepts to
measure the extent to which advertisements facilitate the spread of Western
values. In light of these studies, the advertisements in the sample were ex-
amined in terms of duration, brand origin, product/service category, lan-
guage, model/celebrity, theme, and cultural values. The 24 cultural values
and symbols used in the study were constructed, as in previous studies,
based on the contrast between traditional and modern. These values and
symbols are: Reason, individuality, difference, popularity, group iden-
tity/spirit of solidarity, family, competition, tradition, modernity, national-
ism/patriotism, globalism, youth, beauty, entertainment, health, respect for
the elderly/parents, sexuality, social status, prosperity/wealth, technology,
being fast, quality, being economical, global food and beverages.

During the implementation phase of the study, 341 television commercials
from different brands were analyzed using content analysis methods
throughout April 2021, within the framework of the values mentioned
above. Using the data created in line with the study's objectives and assump-
tions, the following results were obtained:

Looking at television channels in Tiirkiye, it was observed that programs
receive a high volume of advertising and that more than half (56%) of the
advertised products or services belong to Western multinational companies.
The dominance of Western brands advertised in the market over local
brands also demonstrates that Tiirkiye 's economic structure makes it an
open market for the global world. This situation puts Western brands at an
advantage over local brands in dictating the cultural values presented in ad-
vertisements. Likewise, the fact that capitalist values produced in the West
occupy more space in advertisements broadcast in Tiirkiye than traditional
values also proves this situation.
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The data obtained from this study also supports the assumption that West-
ern values are given more prominence than traditional values in television
advertisements broadcast in Tiirkiye today. It was determined that modern
values, which are predicted to reflect global Western culture, appear in 70%
of advertising films. The most frequently used values among these are eco-
nomic, difference, individuality, modernity, globalism, and competition. The
least used values include social status and welfare/wealth. It was found that
traditional values were used in 30% of all advertisements examined during
the research. The most frequently used of these values were tradition, rea-
son, and group identity/spirit of solidarity, while the least used were respect
for the elderly/parents, quality, and family.

Three-quarters of the values used in Western-origin advertisements are
modern values. Individualism, diversity, globalism, beauty, and modernity
are among the top values in this category. The least used cultural value is
respect for elders/parents, which is among the traditional values. National-
ism/patriotism, another traditional value, was not found in Western brands.
Although modern values were reflected more in local brands (61.84%), tra-
ditional values and symbols were used more (38.16%) than in Western
brands. Furthermore, unlike Western brands, traditional values and symbols
are predominant in the top rankings.

According to the analysis results, Western brands reflect cultural values and
symbols in the categories of individuality, popularity, globalism, modernity,
youth, beauty, sexuality, entertainment, and global food and beverages more
than local brands. Local brands, on the other hand, used cultural values and
symbols in the categories of group identity/spirit of solidarity, tradition, na-
tionalism/patriotism, respect for the elderly/parents, and being economical
more than Western brands. Other cultural values and symbols not included
in these categories are intellect, diversity, family, competition, health, social
status, prosperity/wealth, technology, speed, and quality. The results of the
analysis comparing these values reveal no significant difference between
Western and local brands.

An examination of the product-service category of advertisements published
during the specified period shows that the highest number of advertise-
ments are in the food, cosmetics, and household goods categories. When
Western and local companies are compared, Western-based companies
dominate certain sectors in Tiirkiye. These sectors are primarily automotive,
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cosmetics and personal care products, and nutritional supplements/vita-
mins. The number and percentage of advertisements for products in this
category demonstrate the dominance of Western companies over local com-
panies in these areas. Products manufactured by Western companies are far
ahead of local companies, with a rate of approximately 90%. Based on the
data for these categories, we can say that the vast majority of these products
used in Tiirkiye are supplied by Western companies. Similarly, home care
and cleaning products are offered by Western brands at a rate of nearly 80%,
and mass media at a rate exceeding 70%. Other areas where Western brands
dominate advertising are clothing, jewelry and accessories, and food prod-
ucts. In these areas, Western companies have a 60% advantage over local
companies, demonstrating that they are also significant players in our coun-
try's food and clothing sectors.

The research results show that in some product-service categories, Turkish
companies' advertisements outnumber those of Western companies. The
construction-real estate category comes first among these. In the research,
all advertisements in this group belong to local brands, and no Western
brands were found. Tourism comes second with a rate of 83%. Advertise-
ments for local tour companies and holiday villages dominate this field over
Western companies. Similarly, local brands are in the majority over Western
companies with rates reaching 70% in categories such as chain stores and e-
commerce sites, home furnishings, telecommunications services, and other
products and services. In advertisements in the financial products and ser-
vices category, Western and local companies have similar rates.

Western brands use entirely Western modern values and symbols in adver-
tisements in the categories of clothing, jewelry and accessories, household
goods, automotive, tourism, mass media, and other product and service cat-
egories, while traditional values and symbols are not used. Advertisements
in the food, cosmetics and personal care, home care and cleaning products,
dietary supplements/vitamins, chain stores, and e-commerce sites catego-
ries predominantly use modern values and symbols. In the financial prod-
ucts and services and telecommunications groups, traditional values and
symbols are predominantly used. As a result, Western brands preferred
modern values and symbols over traditional values and symbols in their ad-
vertisements.



210 | NEDIM KARADUMAN

Among local brands, only advertisements in the dietary supplements and
vitamins product service category used traditional values and symbols ex-
clusively, without using modern values and symbols. The clothing, jewelry,
and accessories category, as well as the cosmetics and personal care products
category, used modern values exclusively. Traditional values and symbols
were predominantly used in advertisements in the telecommunications, fi-
nancial products and services, mass media, and other categories. In contrast,
modern values and symbols were predominantly used in the chain stores
and e-commerce, home goods, tourism, construction and real estate, and
automotive categories. Food and home care and cleaning product advertise-
ments gave equal weight to traditional and modern values. As a result, local
brands preferred Western modern values and symbols in their advertise-
ments to the same extent as traditional values. This shows that local brands
tend to reflect local cultural values and symbols more than Western brands.

One of the concepts used in the study to determine the influence of Western
culture was theme. When examining the distribution of themes used in the
advertisements analyzed in the study, it was found that the majority (66.8%)
did not feature any themes that could be described as Western or local. In
the remaining advertisements, local themes (18.2%) were used more fre-
quently than Western themes (15%). In terms of brand origin, Western
themes (68.25%) were used more frequently in Western-origin brands,
while local themes (84%) were predominantly used in advertisements with
local brand origin.

Western-origin advertisements using Western themes were largely found to
carry modern values and symbols. In contrast, Western themes were rarely
used together with traditional values. In Western-origin advertisements us-
ing local themes, modern and traditional values were used in similar pro-
portions. This shows that Western brands also take traditional values into
account in advertisements using local themes. With the exception of one
local advertisement using Western themes, all of the cultural values and
symbols presented in the others fall within the scope of Western modern
values. In advertisements where local brands use local themes, traditional
values have been preferred more. Therefore, it is possible to speak of a close
relationship between the themes used in advertisements and the cultural
values and symbols presented.

One of the factors influencing the spread of cultural values and symbols is
the models or celebrities used in advertisements. A significant portion of the
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advertisements examined did not use any models/celebrities. The data ob-
tained reveals that the use of local models/celebrities in advertisements pub-
lished in Tiirkiye is higher than the use of Western models/celebrities.
When Western brands are compared with local brands, the results differ.
According to this, Western brands have the highest rate of Western
model/celebrity use and the lowest rate of local model/celebrity use. In local
brands, the use of local models/celebrities is higher than the use of Western
models/celebrities. The analysis of the relationship between brand origin
and model/celebrity usage shows that Western brands use Western mod-
els/celebrities significantly more frequently than local brands use Western
models/celebrities. In conclusion, the findings regarding the use of Western
and local models/celebrities in Turkish advertisements reveal that such ad-
vertising practices are less common than in other categories. What is note-
worthy here is that Western brands also use local models/celebrities more
frequently than local brands. This shows that Western global companies ef-
fectively use well-known models or celebrities in the countries where they
operate when preparing their advertising campaigns.

Western-origin advertisements using Western models/celebrities predomi-
nantly used modern values and symbols. The same applies to advertise-
ments using local models/celebrities. In advertisements by local brands in
the “other model” and “no model/celebrity used” categories, traditional and
modern values were used in similar proportions. Advertisements by local
brands using “local models/celebrities” also predominantly use modern val-
ues. This situation reveals that the use of Western models/celebrities does
not necessarily present modern values more than the use of local models/ce-
lebrities presents traditional values. Therefore, it appears that the presenta-
tion of models/celebrities in advertisements is not compatible with local cul-
tural values either.

Finally, this study supports the view that English is accepted as the most
concrete manifestation of Western cultural hegemony and, consequently,
cultural imperialism. English appears in most of the advertising messages in
the study, either in the brand name, visually, or verbally. Approximately one-
third of the brand names consist of English words. Although not as much as
Western companies, local companies also use English intensively, especially
in brand names. The intensive use of English in local advertisements is a
strong indicator of the reflection of Western culture on local culture. The
intensive use of English in both local and Western-origin advertisements in
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Tiirkiye creates a Western characteristic. Therefore, this situation can be in-
terpreted as a threat to the Turkish language, which is of vital importance
within Turkish culture.

In summary, this research reveals that advertisements published in Tiirkiye
reflect Western modern cultural values and symbols more. The origin of the
brand emerges as a strong factor in the transmission of modern and tradi-
tional cultural values and symbols. The data obtained shows that Western
brands reflect modern values and symbols more, while local brands reflect
traditional values and symbols more. As expected, Western advertisements
depict a future-oriented perspective, such as modernity, innovation, change,
and being ahead of time, rather than a past-oriented perspective. Local ad-
vertisements, on the other hand, emphasize values such as tradition, group
identity/spirit of solidarity, and respect for the elderly/parents in the face of
rapid cultural changes. Furthermore, local advertisements reflect values re-
lated to socio-economic progress with a nationalistic/patriotic fervor. These
values are also consistent with traditional values within Turkish society and
individuals' lifestyles. Therefore, concerns that Western multinational com-
panies could culturally imperialize developing neighboring countries such as
Tiirkiye through advertising are justified.

This study, which compares the reflections of cultural values and symbols
in television advertisements broadcast in Tiirkiye from the perspective of
Western and local brands, can also be applied to different media environ-
ments or different cultural environments. Alternatively, by selecting a longer
time frame, the trend of values featured in advertisements over the years,
from the past to the present, can be observed. In this way, it will be possible
to determine how the traditional structure of Turkish society has been in-
fluenced by elements of Western culture. Furthermore, this study does not
go as far as examining consumer reactions to advertisements. Therefore, the
next step is to observe consumer reactions to the values conveyed by local
and foreign advertisements. Consumer reactions can be measured in terms
of attitudes towards advertisements, purchase intentions, or the level of de-
sire to consume the advertised products. Furthermore, these reactions can
be compared across consumer segments or across prominent demographic
segments within the country. For example, it can be assumed that the elite
or economically higher segments will respond more positively to advertise-
ments presenting Western values, while individuals in lower income groups
will respond more positively to advertisements presenting traditional values.
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The use of culture as an important extension of economic and
political power relations has led modern communication tools
such as media and advertising to become ideological instruments
that shape social values, going beyond the mere promotion of
products and services. Therefore, the fundamental motivation
of this research is to reveal the effects of global capital on the
cultural sphere and to critically discuss the decisive role that
advertisements play in cultural transformation. In this regard, the
study not only presents a theoretical framework of cultural
imperialism literature but also constitutes an applied analysis
that aims to fill an academic gap in Tiirkiye.
This work aims to contribute to the understanding of contemporary
cultural imperialism by analysing the cultural symbols featured
in Turkish television advertisements and their relationship with
Westem or local cultural codes. It is the published version of a
doctoral thesis entitled "Advertising as a Tool of Cultural
Imperialism".
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