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Ozet- Fotograf ortaya ¢ikisindan beri insanlarin ilgisini ceken bir olgu olmustur. Son yillarda ise dijital fotografgilik, fotografcilik
olgusuna 6nemli bir ivme kazandirmig ve yepyeni bir baglama girmesini saglamistir. Artik fotograf sadece profesyonelleri
ilgilendiren bir konu olmadig1 gibi, amatorlerde gittikge profesyonel aletlerle ve bakis agilari ile ¢ekim yapmaktadir. Bu durum
fotografi bir anlat1 araci olarak kullanan reklamecilig1 da etkilemekte ve reklamciligi daha giiclii mesajlar {iretmeye itmektedir.
Bireylerin giin iginde karsilastigi binlerce gorsel arasindan farkedilmek kaygisi giiden reklam profesyonelleri, anlam yiikii fazla
olan kavramsal fotograflara yonelmekte ve reklamin igerigini gorsellestirmeye calismaktadir. Caligma bu baglamda reklamcilik
ve kavramsal fotograf iliskisine egilmektedir. Reklam okumalarinda gostergebilim yontemi kullanilarak 6rnek ¢oziimlemeler
yapilmaktadir.
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Abstract- Photography has been a phenomenon that attracts people since its emergence. In recent years, digital photography has
given an important impetus to the phenomenon of photography and has enabled it to enter a whole new context. Now photography
is not only a matter of interest to professionals, but amateurs are increasingly shooting with professional tools and perspective.
This also affects advertising that uses photography as a narrative tool and guides advertising to produce stronger messages.
Advertising professionals anxious about to be noticed among the thousands of images that individuals have encountered
throughout the day, they are trying to visualize the contents of advertisements by focusing on meaningful conceptual
photographs. In this context, the study focuses on advertising and conceptual photography. Sample analyzes are done by using
the semiology method in advertising readings.
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