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OZET

Teknolojik gelismelerin bir sonucu olarak hayatin her alaninda oldugu gibi iletisim
araglarinda da 6nemli degisimler meydana gelmistir. Bu dogrultuda geleneksel iletisim
stregleri giderek dijitalleserek yeni formlara doniismiistiir. Yasanan dijital doniisiimle
birlikte bir iletisim araci olan reklamcilik da doniiserek dijital platformlarda yerini almistir.
Bu baglamda, dijital ortamda her iletisim aracinin yasadigi gibi reklamcilikta da yeni
kavramlar ve yeni stratejiler ortaya ¢ikmistir. Bu yeni stratejiler dijital diinyanin bir getirisi

olarak daha 6nce karsilasiimayan yenilikleri de beraberinde getirmistir.

Cagimizda ortaya ¢ikan yeni reklam pratikleri baglaminda kisisellestirilmis
reklamlar da dijital diinyanin reklamcilik alanina kattig1 yeni kavramlardan birisidir. Veri
mahremiyeti ise, kisisellestirilmis reklamlarla birlikte reklamcilik alaninda tartismaya
baslanmistir. Bu kapsamda gercgeklestirilen tez ¢alismasinin amaci kullanicilarin sosyal
medya deneyimlerinde karsilastiklar kisisellestirilmis reklamlar hakkindaki diisiincelerini
ortaya ¢ikartmaktir. Bu baglamda gergeklestirilen ¢calismada Tiirkiye’de en ¢ok kullanilan
sosyal medya platformlar1 olan Youtube ve Instagram ele alinarak, sosyal medya
kullanicilarinin veri mahremiyeti kavrami ¢ergevesinde bu platformlardaki kisisellestirilmis
reklamlar konusundaki goriislerinin incelenmesi hedeflenmektedir. Gergeklestirilen bu
arastirmada kisisellestirilmis reklamlar ve veri mahremiyeti konularmin iiniversite
ogrencilerinin sosyal medya kullanim pratiklerini nasil etkiledigini anlamak tizere bir odak
grup calismasi gerceklestirilmistir. Bu ¢ercevede, daha derinlemesine bulgulara ulasmak
icin ise Dijital Reklam Sektorii ve Sosyal Medya alaninda galisan 8 uzman ile derinlemesine
goriisme yontemi kullanilarak bir aragtirma gergeklestirilmistir. Gorligmeler sonucunda elde

edilen bulgular dogrultusunda kullanicilarin sosyal medyada karsilastiklari kisisellestirilmis
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reklamlara pragmatik baktiklari; ilgi ya da ihtiyaglar1 dogrultusunda oldugu siirece veri
mahremiyeti sorunsalinit géz ardr ettikleri ancak zamansiz ya da sosyal medya kullanim
akisin1 engelleyen reklamlara karsi negatif bir bakis agisi iginde olduklart goriilmektedir.
Uzmanlarin da kisisellestirilmis reklam iiretimi siirecinde veri mahremiyeti olgusunu goéz
ard1 ederek, tasarlanan reklamlarin kullanicilara ulagma amaci cergevesinde kampanya

gelistirdigi sonucuna ulagilmaktadir.
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ABSTRACT

As a result of technological developments, important changes have occurred in
communication tools as in all areas of life. Accordingly, conventional communication
processes have gradually become digitalized and transformed into new forms. With the
digital transformation, advertising, which is a communication tool, has also transformed
and took its place in digital platforms. These new strategies have brought innovations that

we have not encountered before as a result of the digital world.

In the context of new advertising practices emerging in our age, personalized ads
are one of the new concepts that the digital world has added to the advertising field. Also,
data privacy started to be discussed in the advertising field as a result of personalized
advertisements. The purpose of the thesis study carried out in this context is to reveal the
opinions of the users about the personalized advertisements they encounter in their social
media experiences. In this context, studies conducted the concept of data privacy of social
media users is aimed at examining the views on personalized ads by taking the most widely
used social media platforms in Turkey which are Youtube and Instagram. In this research,
a focus group study was carried out to understand how personalized ads and data privacy

issues affect the social media usage practices of university students.

In this framework, in order to reach more in-depth findings, in-depth interviews
were conducted with eight experts working in the field of Digital Advertising Industry and
Social Media. In line with the findings obtained as a result of the interviews, users have

pragmatic view of personalized ads they encounter on social media; it seems that they ignore



the problem of data privacy as long as they are interested or needs, but they have a negative
point of view towards ads that are timeless or that prevent social media usage flow. It is
concluded that the campaign has been developed within the framework of similar
approaches in the process of personalized advertisement production by experts.
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