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Yazar Hakkinda
Mustafa Tuna KABAKLI

Ozben

Beni “Allah’in siradan bir kulu, Tuna” seklinde tanimanizi isterim,
ozgecmiste yer alan basarilarla, diplomalar veya {invanlarla degil!
“bagimiza icat ¢ikarma”

“eski koye yeni adet”

“yuvay1 disi kus yapar”

“hayal kurma" gibi deyimlere sahip ve bu sOylemleri i¢sellestirmis
bir {ilkenin sosyal ve kiiltiirel hayatinda yaraticiligini ve yenilikcili-
gini yasatmaya calisan biriyim ben, tipki senin gibi.

Kirk yildan biraz fazla oldu diinyaya geleli, senin gibi bende cevre-
mi anlamlandirmaya calisiyorum. Bunun i¢in arastiriyor, inceliyor,
karsilastirtyor ve degerlendirerek Ogreniyorum. Hatalar yapiyor
dersler cikariyorum. Yasadigim durum ve zaman icerisinde ciddi
yaralar almis hayal giiciime yara bantlar1 yapistiriyor, pansuman
yaplip onu iyilestirmeye calistyorum ciinkii o hepimize lazim. Sen
de pansuman yap! olur mu? lyilestir hayalgiiciinii ve hayal etmek-
ten zevk al... Onsuz gelisebilen olmadi daha... Gelecegini boyle
ingaa et.

Ogrendikge egilirim bende tipki basak gibi! Doldukga icim! paylas-
mak, anlatmak, faydali olmak isterim. Calistigim kurum olan TRT
ile paylasmak yetmedi mesela! Daha ¢ok taze beyne ulasmak icin
iiniversitelere gider dersler veririm.

Ulkemin ve milletimin gelisimi igin ¢aba sarfederim iste! Sen gibi..
Beni ben etmekte naif dokunuslari ile kocaman etkileri olan ve var-
liklartyla hayatima anlam katan aileme, her an yanimda olan veya
olacak olan dostlarima cok tesekkiir ederim.
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About the Author

Mustafa Tuna KABAKLI

Prefers to introduce himself free from titles, diplomas, or formal
achievements. As he puts it, he is simply “Tuna, an ordinary servant
of God.” He defines himself as someone who strives to keep
creativity and innovation alive within a society shaped by sayings
such as “don’t cause trouble,” “don’t bring new customs to the village,”
“a woman builds the home,” and “don’t dream.”

For more than forty years, Kabakli has continued his search for
meaning in life and humanity. He observes, researches, compares,
and learns by reflecting on experience. He views his mistakes as
integral to growth and describes how he “puts bandages on his
imagination” to heal it—because imagination, he believes, is
essential for everyone. “You should bandage yours too,” he says.
“Heal your imagination and enjoy dreaming—no one has ever advanced
without it.”

As he learns, he becomes more humble—like a ripened ear of grain
that bends under its own weight. His inner fullness turns into a desire
to share, to teach, and to be of benefit. His professional work at
TRT (Turkish Radio and Television Corporation) was not enough; to
reach younger minds, he also teaches at universities, sharing his
insights and creative vision.

Kabakli expresses his gratitude to his family—whose gentle touches
bring great meaning to his life—and to the friends who have stood
by him in every moment. His words and attitude reveal a
philosophy of sincerity, humility, and generosity that continues to
touch both individuals and society at large.



Kitap Hakkinda

Reklamci Kafanin Mekanigi

Reklam ve Pazarlama Stratejileri

Reklamci Kafanin Mekanigi, modern reklamciligin zihinsel, kiiltiirel
ve psikolojik altyapisimi ¢oziimleyen disiplinleraras: bir ¢alismadir.
Eser, reklam olgusunu yalnizca ekonomik bir faaliyet olarak degil,
ayn1 zamanda ideolojik, sembolik ve kiiltiirel bir {iretim bi¢imi ola-
rak ele almaktadir. Yazar, reklamin modern birey iizerindeki etkisi-
ni, arzularin insas1 ve kimliklerin kurgulanmasi siireciyle birlikte
degerlendirerek, tiikketim toplumunun biling bi¢imlerini analiz et-
mektedir.

Kitapta oncelikle reklamin tarihsel kokenleri, kapitalizmin gelisi-
miyle olan iligkisi ve medya teknolojilerinin doniisiimii baglaminda
ele alinir. Reklam, burada bir “anlam miihendisligi” araci olarak
tanimlanmakta; metin, imge ve sembol diizeylerinde insan zihninin
algisal mekanizmalariyla nasil etkilesime girdigi incelenmektedir.
Calismada ayrica psikoloji, noropazarlama ve davranis bilimlerin-
den yararlanilarak “reklamci zihnin” nasil isledigi ortaya konmak-
tadur.

Yazar, reklamcilig1 yalnizca bir iletisim pratigi olarak degil, ayn
zamanda modern kiiltiiriin epistemolojik bir gostergesi olarak yo-
rumlar. Bu baglamda, reklamin dilinde tekrar, abarti, mizah, cinsel-
lik, korku ve mutluluk temalar {izerinden kitlelerin bilin¢dis1 giidii-
lerine hitap eden stratejiler ¢oziimlenmektedir. Ayrica, yapay zeka
ve dijitallesme caginda reklamin etik sinirlari, bireysel mahremiyet
ve manipiilasyon tartismalar: da eserin giincel yoniinii olusturur.
Sonu¢ olarak Reklamci Kafanin Mekanigi, cagdas diinyada bireyle-
rin arzularini, degerlerini ve kimliklerini yonlendiren reklam soy-
leminin bilissel ve kiiltiirel boyutlarini anlamak isteyen arastirmaci-
lar icin 6nemli bir kaynaktir. Eser, medya calismalari, kiiltiirel ana-
liz ve elestirel teori alanlarina 6zgiin katkilar sunmaktadir.

Anahtar Kelimeler: Reklam; Tiiketim Kiiltiirii; Kitle Psikolojisi;
Medya; Kiiltiirel ideoloji
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About the Book

The Mechanics of the Advertising Mind

Advertising and Marketing Strategies

The Mechanics of the Advertising Mind is an interdisciplinary study
that explores the mental, cultural, and psychological foundations of
modern advertising. The book approaches advertising not merely as
an economic activity but as an ideological, symbolic, and cultural
form of production. The author examines how advertising shapes the
modern individual through the construction of desires and identities,
analyzing the consciousness structures of consumer society.

The book first traces the historical roots of advertising, its connection
to the rise of capitalism, and its evolution alongside media
technologies. Advertising is defined here as a tool of “meaning
engineering,” interacting with the perceptual mechanisms of the
human mind through text, imagery, and symbols. Drawing from
psychology, neuromarketing, and behavioral sciences, the work
reveals how the “advertising mind” operates within both producers
and consumers.

The author interprets advertising not only as a communicative
practice but as an epistemological indicator of modern culture. In this
context, the language of advertising—characterized by repetition,
exaggeration, humor, sexuality, fear, and happiness—is analyzed as a
means of appealing to the subconscious drives of the masses.
Furthermore, the ethical limits of advertising in the age of artificial
intelligence and digitalization, as well as issues of privacy and
manipulation, are discussed as key contemporary concerns.

In conclusion, The Mechanics of the Advertising Mind provides a
comprehensive exploration of the cognitive and cultural dimensions
of advertising discourse, which shapes desires, values, and identities
in contemporary society. It stands as a valuable resource for
researchers in media studies, cultural analysis, and critical theory.

Keywords: Advertising; Consumer Culture; Mass Psychology;
Media; Cultural Ideology
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Yaratic fikir, yalmz kalmaktan korkmamali!
Azinlikta olmak yaratici fikrin dogasinda vardir.






ON SOz

Reklamecilar sadece dikkat cekmek degil, algiy1 degis-
tirmek!

Girisimciler sadece {iiriin yaratmak degil, kiiltiir bas-
latmak!

Pazarlamacilar sadece satmak degil, anlatmak! ister.

“Reklamci Kafanin Mekanigi” de; bir reklamci veya
bir pazarlamacinin merak ettigi ve arastirip buldugu nok-
talar1 nasil iliskilendirdigini ve diistinme bicimini, bir ma-
kine gibi sistematik ve ayni zamanda yaratici bir orga-
nizma gibi ele alarak anlatmay1 amacliyorum. Cok karma-
stk gibi goriinen bu yapinin mimarisini anlamak ve dina-
miklerini kavramak, iireteceginiz stratejiler icin size da-
yanaklar, fikirler ve drnekler verecektir.

Yaratic fikirlerin dogru stratejiler ile insanlarin ihtiyac
ve arzularinin sekillendirmesi i¢in nasil miidahaleler yap-
tigini, toplum miihendisliginin nasil isledigini dolayis: ile
iletisimin degistirme giiciinii anlayacaksiniz.

Reklamec1 kafa bazen bir icecegi, bazen siyasi bir karak-
teri, bazen bir otomobili bazen de bir ideolojiyi anlatabi-
lir. Hepsinde dinamikler ve kullanilan yontemler farkli
olabilir ama hedef ayni!

insan...

Bakzs acinizt derinlestirerek degistireceksiniz!
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Yaratici fikir sadece hayal ederek olusmaz!
Alelade verileri degil derin veri analizlerini temel alir ve
onlarn iistiinde yiikselir.
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