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Bu ders, reklamcilik ve pazarlama alanina dair temel bilgilerin ceviribilim
teoriler gergevesinde nasil kullanilacaginin incelenmesini kapsamaktadir.
Reklam dili, marka sOylemi, hedef kitleye yonelik mesaj tasarimi, kiiltiirel
uyarlama, yerellestirme ve c¢okdilli pazarlama stratejileri gibi konular ele
alinmaktadir. Ogrenciler, cevirmenlerin kiiresel pazarlama iletisiminde

DERSIN ICERIGi: oynadig1 rolii kavrayarak gercek kampanya Ornekleri iizerinden analizler

|| yaparlar.

COURSE . This course examines how fundamental concepts in advertising and marketing

CONTENTS: . L , . .
can be applied within the framework of translation studies theories. It covers
topics such as advertising language, brand discourse, message design for target
audiences, cultural adaptation, localization, and multilingual marketing
strategies. Students analyze real-world campaign examples to understand the
translator’s role in global marketing communication.
Bu dersin amaci, 6grencilerin reklamcilik ve pazarlama alanlarinda kullanilan
dilin 6zelliklerini kavramalarini, ¢eviri siirecinde kiiltiirel ve dilsel uyarlamay1
etkin bicimde gergeklestirebilmelerini saglamaktir. Ayrica Ogrencilerin

DERSIN markalagma, tutundurma, dijital pazarlama ve reklam metinlerinin ¢evirisinde

) profesyonel yaklagimlar gelistirmeleri hedeflenmektedir.

AMACLARI:

COURSE . . . S

OBJECTIVES: The aim of this course is to enable students to comprehend the linguistic features

of advertising and marketing texts and to apply effective cultural and linguistic
adaptation during translation. It also aims to help students develop professional
approaches in brand communication, promotion, digital marketing, and the
translation of advertising materials.




DERSIN OGRENME KAZANIMLARI (Ciktilar1):
LEARNING OUTCOMES OF THE COURSE:

Ogrenme Ciktilar1 (OC) Learning Outcomes (LO) (0)'%
Bu dersi basari ile tamamlayan dgrenciler:
The students who succeeded in this course should be able to:
OC-1 Reklamcilik ve pazarlama alanlarinin temel kavramlarini tanimlar ve bu kavramlarin
ceviriyle iligkisini agiklar. 13
LO-1: Identify the basic concepts of advertising and marketing and explain their relevance ’
" |to translation.
OC-2 Reklzlim dili, soylem ve hedef kitle analizini yapar; bu unsurlar1 ¢eviri kararlarinda
uygular.
LO-2: Analyze advertising language, discourse, and target audience, and apply these 14
" |elements in translation decisions.
3 Kiiltlirel uyarlama, yerellestirme ve transcreation stratejilerini ne zaman
G-3 v -
kullanacagini bilir. _ _ o 45
LO-3: Knows when to apply strategies of cultural adaptation, localization, and ’
" |transcreation.
OC-4 Farkli medya tiirlerindeki reklam metinlerini (basili, dijital, sosyal medya vb.) ¢eviri
acisindan deger!e_ndirir. _ _ _ o _ _ 35
LO-4: Evaluate advertising texts from various media (print, digital, social media, etc.) from| ™
" |atranslation perspective.
OC5 Kiresel pazarlama iletisiminde ¢evirmenin roliinii tanimlar ve bu rolii gergek
kampanya 6rnekleri tizerinden analiz eder. 46
LO-5: Define the translator’s role in global marketing communication and analyze it '
" [through real campaign examples.
OC-6 Ceviribilim kuramlarini reklamcilik ve pazarlama metinlerine uygular; profesyonel
¢oziimler gelistirir. 57
LO-6: Apply translation theories to advertising and marketing texts and develop ’
" |professional translation solutions.

OY: Olgme ve degerlendirme yontemi (1: Yazili Sinav, 2: Sozlii Sinav, 3: Ev Odevi, 4: Proje 5:
Seminer / Sunum, 6: Donem Odevi, 7: Final Sinavi)

AM: Assessment Methods and Criteria: (1: Midterm Exam, 2: Quiz / Oral Exam, 3: Homework, 4:
Project, 5: Seminar / Presentation, 6: Term Paper, 7: Final Exam)

DERSIN VERILIiS SEKLI
MODE OF DELIVERY:
Ylz ylze

In person

OGRETIM YONTEMLERI:
PLANNED LEARNING ACTIVITIES AND TEACHING METHODS:

Konferans, Sunum, Tartigma, Proje Odakli, Arastirma Temelli
Lecture, Presentation, Discussion, Project-oriented, Research-based




DERS AKISI
WEEKLY LECTURE PLAN

HAFTA
WEEK

KONULAR
TOPICS

Derse Giris
Introduction to Course

Dersin tanitimi, amaglar ve beklentiler
Reklameiligin geviriyle iliskisi
Kiiresel pazarlarda reklamin rolii

Introduction to the course, objectives and expectations
The relationship between advertising and translation
The role of advertising in global markets

Ince, 1. (1993). Reklam diline dilbilimsel bir bakis. Hacettepe Universitesi Edebiyat
Fakdltesi Dergisi, 10(1)

Anlatim, Alistirma, Tartisma
Lecture, Exercises, Discussion

Reklamciligin Temelleri
Fundamentals of Advertising

Reklam tiirleri: basili, dijital, televizyon, sosyal medya
Reklam mesajlariin iglevleri
Kiiltiirleraras farklarin 6nemi

Types of advertisements: print, digital, TV, social media
Functions of advertising messages
Importance of cross-cultural differences

Guven, E. (2022). Yeni Nesil Pazarlama Yaklasimlar: — Vaka Analizleri ile.

Anlatim, Alistirma, Tartisma
Lecture, Exercises, Discussion

Pazarlama Temelleri ve Cevirmenlik
Fundamentals of Marketing and Translation

4P (Product, Price, Place, Promotion) kavrami
Marka dili ve kimligi
CGevirmenin pazarlama dongustindeki rolii

The 4Ps of marketing
Brand language and identity
The translator’s role in the marketing cycle

Tirkmen, H. G., & Nardals, S. (2017). Miisteri vatandaghk davranis: literatiir taramasi.
Uluslararast Iktisadi ve Idari Incelemeler Dergisi

Anlatim, Alistirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice




Reklam Metinlerinin Dil Ozellikleri
Linguistic Features of Advertising Texts

Slogan, tagline, baslik yapilari
Ikna edici dil stratejileri
Kiresel kampanyalardan ¢rnekler

Slogans, taglines, headline structures
Persuasive language strategies
Examples from global campaigns

Guven E.. (2022). Yeni Nesil Pazarlama Yaklasimlar: — Vaka Analizleri ile.

Anlatim, Aligtirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice

Ceviri Yontemleri: Transcreation
Translation Methods: Transcreation

Kavramsal cerceve
Ornek reklam metinleri tizerinden uygulama
Cevirinin sinirlar

Theoretical framework
Practical analysis of sample advertising texts
Limits of cultural adaptation

Kutlay, S. Y. (2021). Ceviribilimde “geviriyaratim” 1 (transcreation)
konumlandirmak. Rumelide Dil ve Edebiyat Arastirmalart Dergisi, (18), 688-698.

Anlatim, Alistirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice

Kiiltiirel Adaptasyon ve Yerellestirme
Cultural Adaptation and Localization

Kiiltiirleraras1 pazarlama stratejileri
Sosyal hassasiyetler
Uygulamali 6rnekler

Cross-cultural marketing strategies
Social sensitivities in localization
Applied examples

Anlatim, Alistirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice

Dijital Pazarlama ve Sosyal Medya
Digital Marketing and Social Media

Sosyal medya reklamciligi
Hashtag ve trend gevirisi
Cokdilli dijital kampanyalar

Social media advertising




Translation of hashtags and trends
Multilingual digital campaigns

Aykan, A. (2021). Stratejik Marka Yonetimi — fnsasi, Olgiimii ve Marka Sermayesinin
Yodnetimi (Strategic Brand Management — Building, Measuring, and Managing Brand
Equity). Istanbul: Nobel Akademik Yaymncilik.

Anlatim, Aligtirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice

8: Ara Simav
Mid-term Exam
9: Cevirmenler icin Pazarlama Etigi
Marketing Ethics for Translators
Manipulasyon vs. ikna
Ceviride etik sorunlar
Reklamda stereotipler
Manipulation vs. persuasion
Ethical issues in translation
Stereotypes in advertising
Unal, A., & Nardali, S. (2010). isletme ve pazarlama etigine giris. Pazarlamada etik
vaklagimlar i¢cinde, 2-28.
Anlatim, Alistirma, Tartisma, Uygulama
Lecture, Exercises, Discussion, Practice
10: Accessibility in Advertising
Reklamlarda Erisilebilirlik
Engellilik perspektifinden reklam analizleri
Erisilebilir tasarim ve engelli kapsayici dil kullanimi
Farkl1 hedef kitlelere (gérme, isitme, bilissel engelli bireyler) yonelik uyarlama stratejileri
Advertising analysis from the perspective of disability inclusion
Accessible design and the use of inclusive language
Adaptation strategies for diverse audiences (visual, auditory, and cognitive impairments)
Kartal, C., Erding, B., & Durukan, T. Hayati Zorlu Yasayanlar (Engelliler) Icin Tliskisel
Pazarlama Yaklasimi. Ekonomi Isletme Siyaset ve Uluslararast Iliskiler Dergisi, 10(2),
233-248.
Anlatim, Alistirma, Tartigma, Uygulama
Lecture, Exercises, Discussion, Practice
11: Atolye Calismasi I
Workshop |

Kiigiik gruplar halinde: bir {iriin i¢in reklam kampanyasi tasarimi
Ceviri + slogan + gorsel mesaj uyumu




Designing an advertising campaign for a product
Translation, slogan, and visual message alignment

Atolye, Uygulama
Workshop, Practice

12: Atolye Calismasi I
Workshop |
Kiigiik gruplar halinde: bir {iriin i¢in reklam kampanyasi tasarimi
Ceviri + slogan + gorsel mesaj uyumu
Designing an advertising campaign for a product
Translation, slogan, and visual message alignment
Atblye, Uygulama
Workshop, Practice
13: Proje Sunumlari
Project Presentations
Ogrenciler, sectikleri iiriin veya hizmet i¢in reklam kampanyasi sunar.
Smif i¢i degerlendirme + egitmen notu
Students present a bilingual advertising campaign
In-class evaluation + instructor assessment
Sunum, Degerlendirme
Presentation, Evaluation
14: Proje Sunumlar
Project Presentations
Ogrenciler, sectikleri iiriin veya hizmet i¢in reklam kampanyasi sunar.
Smif i¢i degerlendirme + egitmen notu
Students present a bilingual advertising campaign
In-class evaluation + instructor assessment
Sunum, Degerlendirme
Presentation, Evaluation
15: Proje Sunumlari

Project Presentations

Ogrenciler, sectikleri iiriin veya hizmet i¢in reklam kampanyasi sunar.
Smif'i¢i degerlendirme + egitmen notu

Students present a bilingual advertising campaign
In-class evaluation + instructor assessment

Sunum, Degerlendirme
Presentation, Evaluation




16:

Final Project Submissions

Ders Kitabi / Malzemesi

Required Reading

[1] || Ay, C. & Nardali, S. (2019). Pazarlamada Etik Yaklasimlar. istanbul: Beta Yayinlar.

[2] || Glven, E. (2022). Yeni Nesil Pazarlama Yaklasimlari. Ankara: Gazi Kitabevi.

[3] || Turkmen, H. G. (2022). Miisteri Vatandaslik Davranisi. Ankara: Detay Yaymncilik.

[4] || Aykan, A. (2021). Stratejik Marka Yonetimi — Insasi, Olgiimii ve Marka Sermayesinin Yonetimi
(Strategic Brand Management — Building, Measuring, and Managing Brand Equity). Istanbul:
Nobel Akademik Yayincilik.

[5] || Oner, 1. B. (2015). Ceviri Bir Strectir... Ya Ceviribilim? Ankara: Siyasal Kitabevi.

[6] || Unal, A., & Nardali, S. (2010). isletme ve pazarlama etigine giris. Pazarlamada etik
yaklagimlar i¢inde, 2-28.

Say1 Katk1 Pay1 (%)
Quantity Percentage (%)
. ) Ara Smav

DEGERLENDIRME Midterm Exam 1 %30

SISTEMI:

Derse Katihm 14 %30

EVALUATION SYSTEM:

Y_arlyll Sonu Siavi 1 9440
Final Exam

Derse

katilim zorunludur. Intihal dogrudan dersten kalmaya neden olur.

Attendance is compulsory. Plagiarism leads to immediate dismissal from class.




