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Chapter 4

SEMIOTIC APPROACH TO CORPORATE 
ADVERTISING

Perihan ŞIKER1

INTRODUCTION

Institutions, on the one hand, carry out marketing activities 
for the promotion of their products and services, and on the oth-
er hand, they try to create a positive image by conveying their 
corporate culture and values to the target audiences. Advertise-
ments, which are a part of marketing communication, have an 
important role in determining how companies want to be per-
ceived in the minds of customers. Image and corporate identity 
are often reflected to customers through corporate advertising. 
Corporations use corporate advertising for purposes such as 
demonstrating their values, teachings, superior sides compared 
to their competitors and creating a good image for customers. 
The ultimate goal of corporate advertising is to have a positive 
reputation in public in the long run. Semiotics mediates the inter-
pretation of how visual, auditory and linguistic message elements 
used incorporate advertising and values related to corporate iden-
tity accord with each other. In the semiotic approach, the message 
that is intended to be given to the target group emerges with the 
combination of the object that forms the basis of the message, the 
signs used and the meaning. If the linguistic messages and signs 
used in the advertisement can effectively reach the target audi-
ence, the advertisement can be said to be successful. In linguistic 
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the financial needs of the country but also to its social, cultural 
and social needs. The commercial film, which has been exam-
ined through a semiotic method, draws attention as an example 
in which the values defining Ziraat Bank’s corporate identity are 
effectively presented by supporting carefully selected visual and 
linguistic elements.
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