MAKALE AYRINTILARI

Tiirkce Bashg:
Is Kazalarim Konu Alan is Giivenligi Reklamlarinda Duygusal
Cekiciliklerin Kullanimi: Avustralya ve Singapur Is Giivenligi

Reklamlar: Uzerine inceleme

ingilizce Bashg

The Use of Emotional Appeals in Occupational Safety Advertising
Regarding Work Accident: An Examination on Canada and
Singapore Occupational Safety Advertising

Tiirkce Ozet

Son yillarda i giivenligi kavraminin diinyada onem kazanmasi, is kazalarini konu alan kamu spotu
reklamlarmin saymin da artmasina yol agmistir. Bu reklamlarda isveren ve g¢alisanlarin kazalara karsi
6nlem almasini saglamak i¢in duygu ¢ekiciliklerinden (korku, mizah, hiiziin vb.) siklikla yararlamldig:
goriilmektedir. Bu ¢alismada, Avustralya ve Singapur’da is kazalarini konu alan is giivenligi reklamlari,
reklamlarda kullanilan duygu ¢ekicilikleri boyutunda incelenmistir. Calisma kapsaminda son dénemde
Avustralya’da kullanilan ti¢ is giivenligi reklamui (Yarali Yiiz, Yarali Kol, Yarali Viicut) ile Singapur’da
kullamlan iig is giivenligi reklam1 (Cukur, Konteynir, Insaat Iskelesi) nitel aragtirma yontemleri igerisinde
yer alan gostergebilimsel analize tabi tutularak ele alindi. Reklamlar, Fransiz Dil Bilimci Roland Barthes’in
diizanlam ve yananlam boyutunda analiz edilerek, reklamlarda verilmek istenen duygu cekicilikleri ortaya
konulmaya c¢alisildi. Elde edilen bulgularda, calisanlarin is kazalarina yonelik gerekli 6nlemleri almasi
icin Avustralya is glivenligi reklamlarinda korku ¢ekiciligi, Singapur is giivenligi reklamlarinda ise mizah

cekiciligi kavramindan yararlanildig: ortaya cikarildi.

ingilizce Ozet

In recent years, the importance of the occupational safety concept in the world has led to an increase in the
number of public spot advertisements reganding occupational accidents. Emotional appeal (fear, humor,
sadness, etc.) in the advertising discipline has been often used in public spot advertisements to ensure that
employers and employees should take preventive measures against accidents. In this study, occupational
security ads regarding work accidents in Australia and Singapore were analyzed in terms of emotional
appeals used in advertisements. Three work security ads (Pits, Containers, Construction Scaffold) recently
used in Singapore and three recent occupational security ads (Wounded Face, Wounded Arm, Wounded
Body) were analyzed in the method of semiotic analysis in qualitative research methods in the light of the
notions of French Language Scientist Roland Barthes” dénotation and connotation. In the findings, it was
found that Australian occupational security ads were used in fear, while Singapore occupational security

ads were used in humor appeal for employees to take necessary precautions to work accidents.
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