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Ozet

Yillar boyu siire gelen teknolojik gelismeler bilgisayarlarin ve internetin ortaya
¢ikmasini saglayarak dijitallesme siirecini baglatmistir. Birgok donemde oldugu gibi
insanlik dijitallesme siirecine de alisma evresini gostererek reaksiyon vermis ve
kiiresellesmenin etkisiyle beraber bu alanda sosyal medya ve akilli telefonlar gibi

reklamcilig1 da degistiren yenilikler yaganmustir.

Internetin ve akilli cihazlarin insan hayatina girmesi ve gelisme gostermesiyle birlikte
iletisim siire¢ olarak kisalmistir. Bu siirece paralel olarak gelismekte olan bilgisayar
bilimlerinde yapay zeka kavrami ortaya ¢ikmustir. Hizla gelisim gosteren yapay zeka
dijitallesme siirecinde bulunan reklamcilikla birleserek yeni bir reklam anlayiginin ve
altyapisinin olusmasina olanak saglamistir. Yapay zeka reklamcilikta kullanilmaya
baglanarak insan zihninin gergeklestiremeyecegi hiz ve biiyiiklikklerde islemlerde
bulunmaktadir. Bu durum zaman ve is giicii agisindan 6nemli tasarruf saglamakla
beraber yapay zekanin insan miidahalesi olmadan reklam tiretebilecegi konusunda
orneklerini ortaya koymaya baslamistir. Bu kapsamda gergeklestirilen tez ¢alismasinin
amac1 yapay zekanin reklamciliktaki giiniimiizdeki durum tespitini saglayarak
gelecekte olusabilecek olan durumlar hakkinda fikir edinilmesini saglamaktir. Bu
baglamda gerceklestirilen ¢alismada reklam ve yazilim sektoriiniin uzmanlariyla
derinlemesine goriismeler gergeklestirilerek konuya dair yorumlari incelenmistir.

Gorlismeler sonucunda elde edilen bulgular dogrultusunda dijitallesen reklameilik,
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yapay zeka ve reklamcilik, yapay zeka ve yaraticilik, yapay zeka ve gelecek konularina

dair analizlerde ve ¢ikarimlarda bulunulmaktadir.
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Abstact

Technological developments over the years have started the digitalization process by
providing the emergence of computers and the internet. As in many periods, humanity
has reacted to the digitalization process by showing the phase of getting used to, and
with the effect of globalization, innovations that change advertising such as social
media and smart phones have been experienced in this field.

With the introduction and development of the internet and smart devices in human life,
the concept of time in terms of communication has shortened as a process. In parallel
with this process, the concept of artificial intelligence has emerged in the developing
computer sciences. The combination of rapidly developing artificial intelligence and
advertising in the digitalization process has enabled the formation of a new advertising
understanding and infrastructure. Artificial intelligence has started to be used in
advertising and is involved in transactions at speeds and sizes that the human mind
cannot perform. While this situation provides significant savings in terms of time and
workforce, it has started to set forth examples that artificial intelligence can produce
advertisements without human intervention. The aim of the thesis study carried out in
this context is to provide an idea about the situations that may occur in the future by
providing the current situation determination of artificial intelligence in advertising. In
this context, in-depth interviews were conducted with the experts of the advertising

and software industry and their views on the subject were examined. In line with the
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findings obtained as a result of the interviews, analyzes and inferences are made on
digitalized advertising, artificial intelligence and advertising, artificial intelligence and
creativity, artificial intelligence and the future.
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