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« Haberdar etme ve bilgi verme araci
+ Genel olarak reklam amaclarti:

‘s Talep artis!

‘s Talepte kararlilik

‘*Kisisel satisa yardimci olmak

« Reklam harcamalarindaki artis
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Reklam Harcamalari

WORLDWIDE AD GROWTH: 1990-2004

.S5.A. OVERSEAS TOTAL 'WORLD
EBILLION e EILLION e EBILLION o
USS5 CHANGE us § CHANGE uUss CHANGE
1990 5130.0 + 3.5% b149.9  +11.8% $275.9 + 7.9%
1961 128.4 - 1.2 153.8 + 9.5 282.3 + 2.3
1902 133.8 + 4.2 165.4 + 7.5 290 2 + 6.0
1993 141.0 + 5.4 163.2 - 1.3 304 .2 + 1.7
1994 153.0 + B.E 179.0 + 9.7 332.0 + 9.1
18985 165.1 + 7.5 205.9 + 15.0 371.0 + 11.7
1996 178.1 + 7.E 212.1 + 3.0 390.2 + 2.2
1997 191.3 + 7.4 210.0 - 1.0 401.43 + 2.8
1998 206.7 + 8.0 205.2 - 2.3 411.9 + 2.6
1999 222.3 + 7.E 213.8 + 4.2 436.1 + 5.9
2000 247D + 11.3 226.8 + 6.1 474.3 + B.8
2001 231.3 - 6.5 209.6 - 8.6 440.9 - 7.9
2002 236.9 + 2.4 213.6 +1.9 450.5 + 2.2
2002 243.9 + 3.E 244.4 + 14.4 489.9 + 8.7

2004* 263.3 + 7. 2961 + 4.8 219.4 + 6.0
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Reklam

ABD Baskanhai icin yarizan Bush ve Kerry reklam GUNUN MANSETLERI
kapmanyalan icin masraftan kaginmiyorlar. Toplam 60 milyon J« insan Kenlanmazina giden yola izin veridi
dolar harcayan iki liderin, eyliil sonundaki tamtim + ‘Tarkiye fe yakin ligki ABD"nin gkarina...
faturalarimin 270 milyon dolan bulmast beklentyor P 28T 0 B L

TELEWVIDYO -

* ‘Diinyay bilgi yonetir®

* Merkez Bankasi diviz satim ihalelering bas...
* Iste krizin bir numaral zorumiular

* Google'in reklam geliri takibe alndi

. baskanlbk seciminde yansan ABD Baskam George Bush ve * Vergi borglanna biyik ddeme kolaylg
::1'11(;: Ir}"l«f_:'; Demokrat Parti Baskan Adayr John Kerry arasindaki kiyasiya  *“AKP artik Anayasa yapamaz*
“Eroe miicadele reklam harcamalarina da yansidi. Durgun gegen ~ *Avii260 bin YL

. ; o : « Eseji canh bomba olarak kullandi
afustos ayinda bile secmenin dikkatini cekmek isteyen Bush ~S3°9 can boma clarakiandiar
* Arng, DTP'i Tark'e cok sert cikti

ve Kerry, reklam cabsmalan igin toplam bugtine kadar 60 T
milyon dolar harcachlar. Secim kampanyalarinda oldugu kadar .Hang;mmurzgug‘da e kadar dlacak?

[ Ozellestir ]

[ sifre sorma reklam harcamalannda da farkb stratejiler v ASAN gitti yerine ASAV geliyor
* OTP provokasyenunun 2 Gnemli amac -
EDITORDEN izleyen iki liderin eyliil sonunda reklam maliyetlerinin en az " 248 terorist frgitten kactt
- . - - + 26 Ekim'de Bogazici Kipriisi kapal
270 milyon dolar bulacag tahmin editiyor. e

& DUNYAYI SARSACAK KITAP: APOKRIFAL £ G_ﬂ‘ﬁ_iﬁSEFEY Ug maci da kazandi
* TUSIAD a aba atindan sopal

® Amerika cokiyor dolar yukseliyor Bagkan Bush kendisini on plana ¢ikaran reklamlarla glindemde . s yerican gemisine sabotaj panisi
® Hiirriyet GINCE gazete gikartiyor kalmaya cabisirken, Kerry kampanyalarinda partisi ile ambip,  « kundakelarn basi Gealan’n yegeni gii
® iramin dolar kumari ya da papaz kimde simdilik tutumlu davranmay tercih ediyor. * ABD'nin "Vegil Kart' na karsi AB'den "Mav...
= * Oray Egin Ergenexon”un ad
PBASALAR ray tgin r.gelne ?ﬂlLIH adami
BUSH™UN SPOR TUTKUSU ILISKILI HABERLER
Endeks adi Deder Diviz Alls Sats
IMKE 100 24184 USD  1,6500 1,6950
iMKE3 2833 EUR 2,130 2,1400 Kendisini 6n plana ¢karan ilanlan secen ve izlenme rekorlan kiran programlara reklam veren Bush,
Do 8T A Etl HEADEEED spor izleyicilerinin dikkatini cekmek icin olimpiyat oyunlarimn naklen yayin saatlerinde de reklam
IMKE SINAT 20,008 JPY  1,7530 1,8070

veriyor. Bu saatlerde reklam fiyatlanmn yiizde 25 daha pahal oldudunu belirten uzmanlar, bugiine
kadar 28 milyon dolar harcayan Bush un bu ay sonundaki reklam faturasimn 120 milyon dolara
ylikselecedini tahmin ediyorlar.

IMKEMALL 32281
SON DAKIKA
+ “MERKEZ BANKASI DOVIZ SATIM IHALELERINE BA...

+ SAGLIK BAKANLIGI NDAKI HZMETLIVE KADRO TA ..

TV ST ST TR KEERE T Demokrat Parti Baskan Aday John Kerry ise simdilik tasarruf etmeyi tercih ediyor, reklam

+ -ANKARA'DA TTFAK SIKNTIS|, DSP'DE “URAL .. harcamalarm daha cok partisi veya onu destekleyen sivil toplum orgiitleri Gstleniyor. Kerry icin
+ ERDOGAN: “TURKIYE, BH"NiN GIGLENDIRILMESI... Ulusal Demokrat Komite 20 milyon dolar biitce ayinrken, liberal kuruluslar ise 11 milyon dolar
+-MUZE KART'TA“N SONRA “KOLTOR KART GNERISI harcadilar. Uzmanlar Kerry‘ nin eyLu[

* -SEMIH BALCIOGLU ANILIYOR

+ -THE ECONOMIST: “TURK EKONOMISINE BIR CAPA...
+ [KANSERE 7 MILYON YTL'LiK BUTCE

*-PARA ARZINDA 12.8 MILYAR YTL'LiK ARTIS YA... . e -
+ KAPTALZIN VE KRZ TARTISLIVOR reklam ve promosyon cabsmalarina agirik verecegini syliyorlar. Bu ay sonunda Kerry nin reklam

+ ANKA 24 FKil 2002 FIIMA RINAEMI harcamalanmn 80 milvon dolan hulmas dnafiriilivor. ﬂ

€] pore FT T B[ (@t

itibanyla agresif bir sekilde pazarlama,
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Promosyonda yizlerce driin secenedi .
1481 o hiznetnzioyz Krizde reklama sarilan kazaniyor
www.baylar.com
Kisa Boylu Musun? Krizlerde reklama sanlan kazanyor® diyen uzmanlar, diinyay dalga dalga etkisi altina alan
Arkadaglaninin Yaninda Kisa Kalma Kimi ile kiiresel krizde de reklam gahsmalanmn can simidi olacagina dikkat ¢ekiyor.
Tanigmadan Boyunu Olg!
www kimisiparis.com
2001 krizinde hedef kitlesini yeniden belirleyerek TV GUNUN MANSETLERI
M o reklamlarnm artiran Dove, pazar payim yiizde 9.8° den yiizde  +insan Konlanmazna giden yola izin veridi
Kobiler pazarlama stratejisini nasil . .. . e P
olustermali? TEB KOBI TV de... 19.7" ye cikardi. Aym ddnemde giiven, sadakat, dostluk + ‘Tarkiye lle yakin liski ABD"nin ¢karina..
TESkobit.com/Pazarlems_Stsisjis mesajlan veren Akbank, kriz &ncesi 3 bin 750 olan giinlik 'TI'JJ[“ Tebi'?l“fﬂ_ﬂﬂ‘_:e"‘“”
- . . . R . * "Diinyay bilgi yonetir’
Google Reldarmian  YeNi Tu;ten sayisin kriz sonrasinda 4 bln?l]t] e ‘yukselttw. Al e bas..
Avdin Dotan her giin makine (;ahg,tlrmaktan\kaclrlan mu5teﬁ1ywllhedefe e T e
i\'i:ik]eer tran alarak reklamlar artirdi. 1999 da yiizde 3.5 kiicllen pazar .« Google' rekiam geliri takibe alndi
Ergenekon payini, krize ragmen 2001" de yiizde 16.5 arttirdr. Bunlar kriz « Vergi borglarna biyik odeme kolayhdi
Ermenistan déneminde reklam cabsmalarim kismayarak biiyiimesine *AKP artk Anayasa yapamaz® _
CERN . : * Aylidl 260 bin YTL
- devam eden drneklerden sadece birkac... =
* Ezegi canli bomba olarak kullandilar
= Azellesti . . : = Aring, DTP'li Tdrk'e cok sert ikt
[ sifre sorma [ Ozellestir ] 2001 krizinde reklama ara vermeyip devam eden firmalann ,Cin; yemgazmes‘:ienemi 7
basanlarim &rnek gdsteren uzmanlar, ~Krizde reklam * Hangi memur 2009'da ne kadar alacak?
EDITORDEN durduran markalar kiime diisecek. 2001 krizinde batan * ASAM gitt yerine ASAV geliyor
; . . firmalann ortak noktasi reklama ara vermeleriydi’ diyor. * OTP provokazyenunun 2 anermii amact
@ DUNYAY! SARSACAK KITAP: APOKRIFAL * 248 terdrist drgitten kact!
® Amerika gokiiyor dolar yiikseliyor Tasarruf var ama panik yok * 26 Ekim' de Bogazici Kbprisi kapal
. . * Galatasaray Uc maci da kazand
® Hurriyet CINCE gazete gikartiyor . ) ‘ . o * TUSIAD"a aba attindan opa!
® lran'in dolar kumar ya da papaz kimde ABD ve Avrupa’da giderek derinlesen kiiresel mali kriz * Amerikan gemisine sabotaj panigi
PIVASALAR Tiirkiye " de de reklamverenlere kemer siktirmaya basladi. * Kundakclarn basi Gcalan’in yegeni ikt
i i isimleri izindeki *ABD'nin YesilKart' na karsi AB'den "Mav...
Endeks ok Dolr e — Alnclakl reklamldunyasmm dnde gelen isimleri 2001 klrllzmdekl - r;'ﬂ E&i' Ek Ima Edffz' en “Hav.
IMKE 100 24184 USD 16500 1,680 gibi bir tablo ile kars1 karsiya olmadiklannin altim ciziyor. Do
IMKB30 25331 EUR 21350 21400 *2001 krizi firmalar icin fyi bir tecriibe oldu” diyen uzmanlar ILISKILI HABERLER
IMKB HIZMET 20.213 GBP  2,6510 2,6860 = s Sovrmr | _ . r e g e . “ . =
MKB SINAL 70,008 T ST zellikle Unilever, Ulker, Cocau CoLa{ Turkceulgwbl biiyiik firmalann kiiresel krize ragmen reklam
IMKB MALL  32.261 cabismalarinda frene basmadigina dikkat cekiyor.
SON DAKTKA o i o L
- - - Gecen krizde yiizde 50" lere varan bir kiiglilmeyle kars karsiya gelen reklam sektorii de bu sefer
+ -MERKEZ BANKASI DOVIZ SATIM IHALELERINE BA... A ; . L .
BRI R AR T I TR T aksine blyiimeyi 8nadrliyor. 2007 yiim 4.1 milyar YTL ile kapatan reklam sektdrii, bu yil da yiizde
+ ANAVATAN VE SAADET PARTISINDE KONGRE HEY... 15 bUyUmE‘ ile 4 mﬂyar 750 mil‘”Dn YTL lik bir buyukwge UlaSmayl bek“yl}r. 2001 krizini atlatamayan
+-ANKARA DA TTTIFAK SIKNTISI, DSP'DE "URAL... codu markamn ortak noktasimn reklam cabsmalanm durdurmak oldugunu hatirlatan iletisim
*-ERDOGAN: “TURKIYE, I NiN GUGLENDIRILWES... uzmanlar yeni diinemde sirketlerin derslerine iyi cabstidindan yana.
+ -MUZE KART TAN SONRA "KOLTOR KART ONERISI
dl BALC'QGH‘J LIS Daha simdiden markalarin tedbirli davranarak biitceleri gdzden gecirdiklerini ancak reklamverenler
+ -THE ECONOMIST: “TURK EKONOMISINE BIR CAPA... . ) N )
+ [KANSERE 7 MLYON YTL'LK BUTCE arasinda bir panik havasimin olusmadiZin anlatan Ultra Reklam Ajansi Baskam Faruk Kaptan,
+ -PARA ARZINDA 12.5 MLYAR YTL'LIK ARTIS YA... "Heniiz biitge kisintilan yok. Gegen krizden ders alanlar biitceleri biiylitmese de yola devam ediyor”
+KAPTALIZM VE KRIZ TARTISILIYOR diyor. Kaptan, yine de 2009 da reklam harcamalanimin bu yilki kadar artamayacad@im belirterek, "Bu
» ANKA 74 FKil 2008 CLHMA GINDFMI wnl Azallilrda talal:amaiinileanian calctAriindan hiveals sinni caldammnran alrdlands 000" As b leadae ~nle j
€l [T T R [ et
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Ad Spending by Category

The top 10 advertizing categories in the first quarter of 2008 spent a total of $36,336.3 milion, down 0.7 percent from a year ago.
Automotive was the top-spending category at 36,4784 million, a decline of 11.2% az the industry continued to grapple with a zales
slowdown. Spending reductions were most pronounced for light truck models. Automotive expenditures have now declined for twelve

consecutive quarters.

Financial services advertizing remained =stalled and finizhed the half year flat at 34 458.7 milion. Credit card marketers pulled back on
spending toward the end of the period, while retail bank advertizing picked up mementum, an cutcome of the need to attract consumer

depositz in the face of widening liquidity cencerns.

The largest percentage gain was achieved by Food & Candy, up 7.4 percent to $3,171.1 million. Lecal Services & Amuzements (+3.5

percent to 34 514.5 milion} and Restaurants (+5.0 percent to $2,835.6 milion} alzo turned in positive performances.

Telecommunications spending tumbled 8.9 percent to $4,070.1 milion. Continuing a recent trend, higher expenditures from leading cable
and =ateliite TV providers were more than offset by reductions from the wireless segment. Mizcellaneous Retail, which includes all
retail segments except department stores and heme furnishings/appliance stores, was down 4.2 percent to £3,990.0 milion during a

period when consumer pending was alzo easing.

Top Ten Advertising Categories: Jan-June 2008 vs. Jan-June 2007
RANK | CATEGORY JAN-JUNE 2008 (Millions) | JAMN-JUNE 2007 (Millions) | % CHANGE
1 |Automotive 56,478.4 $7,296.2 -11.2%
(Faoreign) (£3,666.7) (83,9144 (-5.3%)
fBemestich 828417+ 833018} =+6-95¢}
2 |Lecal Services & Amuzements 245145 543618 3.5%
3 |Financial Services 24,4587 54,5004 0.0%
4 |Telecom 54,0701 544577 -8.9%
5 Mizcellaneous Retaill 5$3,990.0 54,164.0 -4.2%
6 |Direct Rezponse $3,6080.7 $3,5858 26%
7 |Food & Candy 83,1711 $2952.3 T74%
& | Persenal Care Products $25959.7 $3,097.0 -4.4%
9 Travel & Tourizsm 52,9393 528512 31%
10 | Restaurantz 528356 52,7017 5.0%
TOTAL $36,336.3 $36,606.2 0.7%
Source: THS Media Intelligence
Note: Figures do not include FSIor PSA activity. The sum of the individual categories may differ from the total due te rounding.
1 Wizcellaneous Retail does not include these retail segments: Department Stores, Home Furnighing & Appliance Stores.

Branded Entertainment

TNS Media Inteligence continuousty moniters Branded Entertainment within network prime time and late night programming. The tracking
identifiez Brand Appearances and measures their duration and attributez. Given the =hort length of many Brand Appearances,
duration iz a more relevant metric than a count of eccurrences for quantifying and comparing the gross amount of brand activity that

viewers are potentially exposed to in the program versuz in the commercial breaks.

In the zecond quarter of 2008, an average hour of monitored prime time network programming centained 8 minutes, 15 seconds (8:15)
of in-show Brand Appearances, a two percent increase from a year ago. In addition, there was 14:17 per hour of network commercial

meszages. The combined total of 22:32 of marketing content represents 38 percent of a prime-time hour.

Unscripted reality programming had an average of 10:19 per hour of Brand Appearances as compared to just 8:04 per hour for
=cripted programe 2uch as sitcoms and dramas. Late night network talk shews averaged 14:00 per hour. The combined load of Brand

Appearances and network ad messages in these shows reached 29:25 per hour, or 49 percent of total programming time.

Brand Appearances vs. Advertising: Q2 2003

Imimteasrecasarmsndds nasr Ran el
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including: Network TV (6 networks}; Spot TV (101 marketz), Cable TV (52 networks); Syndication TV, Hizpanic Network TV,
Consumer (PIB) Magazines (215 publications), Sunday Magazines (8 publications); Local Magazines (23 publications); Hizpanic
Magazines (26 publications); Business-to-Business Magazines (317 publications); Local Newspapers (144 publications); National
Newspapers (3 publicatio ispanic Newspapers (51 publications); Network Radio; Spot Radio; Local Radio; Internet; and Qutdoor.
Figures do not include public service announcement (PSA) data

2. Spot TV figures do not include Hispanic Spot TV data.

3. Magazine media includes Publighers Information Bureau (FIB) data.

4. Internet figures are based on display advertizsing only.

5. Local Radio includes expenditures for 32 markets in the U.S.

§. FSI data represents distribution costs only.

Ad Spending by Advertiser

The top 10 advertisers in the first six months of 2008 spent & combingd total of $8,442.7 milion, a 3.0 percent decrease from last year.
Across the top 50 companieg, a mere diversified group of marketers representing nearty ene-third of total ad expenditures, spending
fel by 4.7 percent.

Procter & Gamble maintained i= position as the largest advertizer with $1,490.2 milion in expenditures for the January-June period, a
7.6 percent decrease versus a year ago. The company sharply reduced outlays in Aprik-June, itz fiscal fourth quarter. Other packaged
goods marketers in the top 10 had mixed resultz. Johnzon & Johnzon (-11.8 percent, to $690.5 milion} and Kraft Foods (-6.7 percent,
to §528.5 million) lowered their ad budgets while Pepsico (+5.0 percent, to $586.5 milion) had a modest increase.

Among the aute manufacturers, Ford Metor Company fell out of the top 10, leaving General Motors ag the lone industry reprezentative.
GN's ad spending was $1,037.1 milion, an increase of 12.9 percent. Model redesigns for the Chevrolet Malibu and Cadillac CTS were
respongible for much of the lift

The leading telecommunication companies have recently taken opposite paths. Verizen Communications spent $1,102.3 milion in the
first half of 2008, a gain of 7.6 percent. ATAT spent $840.1 millien, a reduction of 15.6 percent. Over the most recent twelve months,
eri g by 5200 5 b

Top Ten Advertisers: Jan-June 2008 vs. Jan-June 20071
RANK | COMPANY JAN-JUNE 2008 (Millions) | JAN-JUNE 2007 (Millions) | % CHANGE
1 |Procter & Gamble Co 51,4502 51,6131 -1.6%
2 [Verizon Communications Inc §1,102.3 31,0247 T6%
3 | General Motors Corp §1,037.3 £918.0 12.9%
4 |AT&T Inc £840.1 81,1136 -156%
5 |News Corp 57281 36564 106%
6  |Time Warner Inc 87171 37885 8.2%
7 |John=zon & Johnzon 86590.5 £7830| -118%
8 |WatDisney Co $601.9 $659.8| -B.8%
9 [Pepsico Inc §586.5 $558.8 5.0%
10 |Kraft Foods Inc §528.5 §5666)| 67%
TOTAL $8,422.7 §8,686.4| -3.0%
Source: TNS Media Inteligence
1 Figures do not include FSI, House Ads or PSA activity.

Ad Spending by Category

The top 10 advertizing categories in the first quarter of 2008 spent a total of $36,336.3 milion, down 0.7 percent from a year age
Automotive was the top-spending category at 86,478.4 million, a decline of 11.2% as the industry continued to grapple with a sales
slowdown. Spending reductions were most pronounced for light truck models. Automotive expenditures have now declined for twelve
conzecutive quarters,

Financial services advertizing remained stalled and finished the half year flat at 34 498.7 milion. Credit card marketers pulled back on
spending toward the end of the period, while retail bank advertizing picked up momentum, an cutcome of the need to attract consumer
depozitz in the face of widening liquidity concerns.

The largest percentage gain was achieved by Food & Candy, up 7.4 percent to 33,171.1 milien. Lecal Servicez & Amuzements (+3.5
percent to 34,514.5 million) and Restaurants (+5.0 percent to 32 835.6 million) alzo turned in positive performances.

Telecommunicationz spending tumbled 8.9 percent to $4,070.1 milion. Continuing a recent trend, higher expenditures from leading cable
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Reklam Amaclari

< Yenli trdnl pazara sunmak

« Satin alma gudulerine hitap ederek
urnt genis tuketici kitlesine duyurmak

« Reklami yapilan trline yonelik deneme
arzusu yaratmak

<« Firma imajl ve markaya baglilik
yaratmak

<« Mevcut imajl korumak
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Reklam Amaclari (devam)

< FiIrmayi ve trunutn oOzelliklerini anlatarak
saticilara yardimci olmak

+ Talep duzeyini korumak icin Grtnun
kullanim, zaman ve miktarlarini
degistirmek

% Onyargilari, yanlis ve olumsuz
1zlenimleri duzeltmek

< TuUketicileri egitmek
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Kurumsal Reklam ve Tanitim
Kar§|la§t|rma3|

/
0‘0

Tanitim
Konu firmanin butunud

Yer ve zaman icin 6deme
yapillmaz

Mesaj acik ve anlasilir
Metin ve mesajda denetim
yetkisi yok

5. Yayinlanma tarihi
belirlenemez

6. Haber bir kereye mahsus
yayinlanabilir

7. Konuyu yayina hazirlayan
sadece yayinlanmadan once
tanitimciya gosterir

8. Tanitim metnini yayinci
hazirlar

M=

AW

w NP

Kurumsal reklam

Konu firmanin butind
Odeme yapllir

Neyin reklami yapildigi ¢cok
aclk deqil

Metin ve mesaj kontrol
edilebilir

Reklami yaptiran tarihi
belirleyebilir

Tekrar olabilir

Reklamin denemesi ve
dluzeltmesi yapilabilir

Reklam ajanslari veya
reklamcilar hazirlar
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Reklamda Bilgi Icerigi

+ Flyat — deger + Besleyicilik

+ Kalite <« Ambalaj veya sekil
« Performans « Garanti kosullari

+ Parca veya icerik + Guvenlik

< Bulunabilirlik <+ Bagimsiz arastirma
% Ozel sunular % Firma arastirmasi

< Tat < Yenl fikirler
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Reklamin Onemi

<+ Ekonomi acisindan
2 Isletmeler acisindan
< Tuketicl acisindan
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Reklam Planlamasi

am hedeflerinin belirlenmesi

am butcesinin olusturulmasi

am mesajl

am ortam ve araclarinin secimi ve

reklam butcgesinin s0z konusu ortam ve
araclara dagitimi

+ Reklam kampanyasinin degerlendiriimesi
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Son S0z

“Reklam harcamalarinin
yarisinin bosa gittigini
biliyorum, fakat hangi yarisi
oldugunu bulamiyorum”

John Wanamaker
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