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ABSTRACT

With the spread of the Covid-19 virus, which emerged in China in December 2019, to the whole world,
the World Health Organization declared the process as a Pandemic on March 11, 2020. Then the whole
world entered into a great health struggle. Concepts such as social distance, epidemic, mask, and
cleaning are among the most important issues for individuals. Along with the "Stay at home" process,
brands have tried to adapt to this new era by re-examining their digital advertising strategies as a result
of the current situation. With the Covid-19 pandemic, differentiation plays a leading role in the strategic
advertising communications of brands.

Brand communication management has never been so different yet so the same. It is not different
because every brand, under normal conditions, determines its communication strategy according to its
target audience and carries out marketing and advertising activities for them. In this process, the same
problem definition for brands has made the whole world a single target audience at once. In this context,
instead of the strategy of “Think globally, act locally”, brands have applied to the strategy of “Think
globally, apply globally”. It was not the same because not all brands produced campaigns to draw
attention to social distance and stay-at-home process as if common brief was given.

This study focuses on the question of how differentiation strategies in digital advertising are realized by
focusing on creative works in 2020 when the most intense brand communication was made during the
Covid-19 Pandemic process. Thus, six creative advertising campaigns, which had the most engagement
on digital platforms during the pandemic, have been analyzed according to the semiotic studies. Along
with the analyzes made, the advertising of the pandemic period, brand messages designed to attract
attention and create awareness were examined in-depth and comparatively. It is anticipated that the
results obtained will guide more holistic and detailed studies in the future regarding the changing brand
communication and advertising understanding in the Covid-19 Pandemic.
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OZET

2019 yilmin Aralik ayinda Cin’de ortaya ¢ikan Covid-19 virlistiniin tim diinyaya yayilmasiyla Diinya
Saglik Orgiitii 11 Mart 2020 tarihinde siireci Pandemi olarak ilan etmistir. Ardindan tiim diinya, biiyiik
bir saglik miicadelesi icerisine girmistir. Sosyal mesafe, salgin, maske ve temizlik gibi kavramlar
bireyler i¢in en énemli konularin basinda gelmistir. “Evde kal” siireci birlikte markalar da mevcut
durumun bir sonucu olarak dijital reklam stratejilerini tekrardan gézden gegirerek, bu yeni doneme hizla
uyum saglamaya calismislardir. Ancak her donemde oldugu gibi Covid-19 doneminde farklilagma,
markalarin stratejik reklam iletisimlerinde dncii rol oynamaktadir.

Marka iletisimi yonetimi, hi¢ bu kadar farkli bir o kadar da ayni olmamaisti. Farkli olmamisti; ¢linkii her
marka, normal sartlar altinda, kendi hedef kitlesine gore iletisim stratejisi belirleyip, onlara yonelik
pazarlama ve reklam faaliyetlerini gergeklestirmektedir. Bu siiregte ise markalar i¢in problem taniminin
ayni olmasi tiim diinyay1 bir anda tek bir hedef kitle haline getirmistir. Bu baglamda markalar “Global
disiin, yerel uygula” stratejisi yerine “Global diisiin, global uygula” stratejisine bagvurulmuslardir. Ayni
olmamusti; ¢iinkii ortak bir bilgi (brief) verilmisgesine tiim markalar, sosyal mesafe ve evde-kal siirecine
dikkat cekmek icin kampanyalar tiretmemisti.

Bu calisma, Covid-19 Pandemi siirecinde en yogun marka iletisiminin yapildigi 2020 yili i¢erisindeki
yaratici c¢aligmalara odaklanarak, dijital reklamcilik anlayisindaki farklilasma stratejilerinin nasil
gercgeklestigi sorusu tizerine odaklanmistir. Bu ¢er¢evede salgin siirecinde dijital platformlarda en fazla
etkilesimi alan yaratici alt1 reklam calismasiin gostergebilimsel ¢oztimlemesi yapilmistir. Yapilan
analizlerle birlikte pandemi donemi reklamciligi; dikkat ¢ekmek ve farkindalik olusturmak igin
tasarlanan marka mesajlar1 derinlemesine ve karsilastirmali olarak irdelenmistir. Elde edilen sonuclarin
Covid-19 Pandemisi’nde degisen marka iletisimi ve reklamcilik anlayisi ile ilgili gelecekte yapilacak
daha biitiinciil ve detayli ¢alismalara rehber olacagi ongoriilmektedir.
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