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Ozet

Sosyal medya giiniimiizde one ¢ikan reklam mecralarindan birisi haline doniisiirken, popiiler sosyal ag
siteleri de reklamcilik agisindan yeni bir cerceve sunmaktadir. Bu ¢aligma, Instagram’t odagina alarak
yiiriitiilen bir saha ¢alismaswyla taminmsg kigilerin (celebrity) sosyal medyadaki reklam pratikleri iizerine
yogunlasmakta ve reklamlarin aldigr yeni bicimleri belirlemeye ¢alismaktadir. Bu kapsamda, toplamda 2
bin 505 Instagram gorseli yorumlartyla birlikte nicel ve nitel yontem kullamlarak analiz edilmistir. Soz
konusu gorseller 2017 yilinda Instagram iizerinden en fazla geliri elde eden 10 taninms kisinin hesabindan
toplanmstir. Sonuglar, Instagram’da iki temel reklam stratejisinin uygulandigin géstermistir. Bunlardan
birisi agik reklam stratejisiyken, digeri gizli reklam stratejisidir. Calismada, her iki strateji kullanilarak
farkly reklam pratiklerinin uygulandigr da belirlenmistir.

Abstract

Social media has been one of the prominent advertising platforms, and popular social network sites offer
different ways to advertise brands. The current study aims to explore what kind of advertising strategies
are implemented on social media by focusing on Instagram. In this context, a total of 2505 Instagram photos
with their comments were analyzed using quantitative and qualitative techniques. Data for the study were
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collected from 10 Instagram accounts of celebrity endorsers who were the most earners on the platform in
2017. Results showed that endorsers use two main strategies to advertise brands on Instagram. One of
these strategies is implicit advertising, and the other is explicit advertising. By using these strategies,
celebrities also implement different methods to promote brands.
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