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I - INTRODUCTION 
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An advertisement on a radio program is known as a 
"Commercial Announcement", or simply as a "commercial". To 

the audience, the program may be all important, and the 
commercials a part to bear with. However, to the advertiser, 
the program is the tool by which he conveys his message. It 

is a means to provide as large an audience as possible to 
sell a product or a service, inducing and convincing the 

listeners. 

The program may be popular and build a large and loyal 
audience. Still it has to sell to be successful and worth 
while. Therefore the commercial announcement has to be built 
effectively and should be guided well to the right audience 

by being selective and fulfilling the highly specialized 
functions of an advertisement. 

I.l- Nature of Radio Advertising 

An effective commercial should be built around a powerful 
selling idea. It should make an impact, get attention, arouse 

interest, be persuasive, and initiate action to buy the pro­

duct or the service. 

Radio advertising is unique in character. It is written 

and prepared fOr the ears, not for the eyes. It should be 
clear, precise, to the point, and since it could be easily 

avoided opening of commercials should be, 

1) A stopper-attention getter 

2) A curiosity arouser 
3) An indicator of the dramatic value and interest of 

the words that follow. 
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It should overcome the inclination of the listeners to 
do something else. _ Since the commercials are for the ear, 
they should create an image in the minds of the listeners 
and be illustrative as well as persuasive. A mental picture 
of the words should be arranged so as to estimulate the 
imagination of the audience. 

But before we can do anything constructive, we must be 
heard and be heard by the right people, at the right time 
and with the right program. 

Radio commercials, on the 

definite and known followers. 

other hand, do not often have 

A listener can turn off the 
radio or switch to another station or may not listen the radi 
at the time the announcement is broadcast. A radio program 
must build and maintain its own audience. Commercials must 

be effective, and selective. To incorporate all these "musts' 

in commercials, a careful research is a must also. 

I.2- Radio Advertising in Istanbul 

Radio advertising, that is the commercials, has gained 
importance in a short time, and is definitely considered to 
be one of the most effective media by the advertising agen­
cies, and public opinion; according to the results of studies 
conducted by PEVA, the only full-time market research orga­
nization of Turkey. 

Radio commerci.als first appeared in 1951 and gained 

importance after 1956. Today about 1450 radio advertisements 
and spot announcements are heard over a period Of .one 

week' (in case of the sample week 1480). 
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With the developing economy and the market, firms feel 

that advertising has become necessary to educate the people 
in the market, to inform them of the new products, persuade 

the consumers to buy the prOducts and to explain their compe­
titive advantage. Radio advertising could reach the great 
mass of Istanbul people if well designed. According to our 
research findings, 97% of people in Istanbul have radios (see 
Table I). Research could guide the firms to built an audienc~ 
to be selective and, most important of all, to be heard. 
However in Turkey and Istanbul, with TRT the problem of 
getting the audience and breaking the tendency of avoidance 

is acute. Besides the fact that research was not conducted 
on this point up to this time, radio commercials have limited 
and definite times assigned. According to the schedules 
prepared by TRT the advertising programs are as follows : 

1) Saturday and Sunday 

.I..Jm; TIME 

SATURDAYS SUNDAYS 

Commercial Programs 14:00 - 15:00 13:30 - 15:00 
18:00 - 19:00 18:00 - 19:00 
22:00 - 22:40 22:00 - 22:40 

Spot Announcements : 

Saturday: 8:15-10:30-12:35-17:55-19:45 (all 5 minutes 
each) 

Sunday : 12:35-17:55-19:45 

2 ) Oth er days 

Commercial Programs : 

(TIME) 

18:00-19:00 
22:00-22:40 
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spots are the same for each day of the week with that 
of Sa tur day. 

Very few firms have full times of their own, and they 
are also squeezed into the regular hours of advertising 

programs as scheduled. 

The fact that the commercial programs are scheduled for 

the same limited hours, with little or no long entertainment 
programs attached to them, may very well cut down the audienc 

drastically giving them the chance of turning off their radio 
or switching to other stations, avoiding the commercial 

programs. The fact that the time is limited too, is a bar­
rier for the firms to choose the time which the audience 
listens to the radio most. It might also be that this fact 

is a barrier for the advertisers to be efficient, and get the 
full return on the money they spend on advertising. However 

research might definitely correct this barrier some what, 
within the specific limits, if conducted effectively~-

I.3- The Aim of the Study 

Advertising executives are now expressing much concern 
about advertising, its increase in cost, its effectiveness, 
and the public image. Managements are worried about 
increasing costs and possibly declining productiveness. 
Common concern could be summed up as follows I 

1) Advertising has become necessary. 
2) Advertising has become far more costly. 
3) Advertising could be far more effective and 

efficient with the budget firms appropriate at the 

moment. 
4) Research is necessary for planning and follow-up 

of commercials. 

• 
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5) Limitations imposed by TRT prevent it from operating 

efficiently. 

These points were deduced from the interviews conducted 

with 10 firms in Istanbul, namely, Aygaz, Argelik, B.P., 
Eczac~ba§~, Mata9' Shell, Tekfen, THY, Unilever, Ziraat 
Bankas~. These firms extensively use radio as an advertising 

media. 

In the light of the above mentioned facts, the aims of 

this study can be summed up as follows : 

1) To apply a simple marketing research technique as 
a guide for future studies and media research in Turkey. 

2) To classify and reveal the character of our present 

radio commercials. 

3) To study the impact of the present radio commercials 

with the results of a field survey that reflect the public 

op~n~on, that is, the profile of the consumers, and to eva­

lua te the pres,ent programs. 

4) To find ways to improve the present condition of 

Radio advertising in the light of the research conducted. 

5) To test the hypothesis stating that definite and 
restricted radio advertising times may cut down the audience, 

and, therefore, spots and whole programs are more effective 

and efficient. 
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II - PROCEDURE 

The study consists of two main parts : 

A- Evaluation of the radio commercials 

PAGE 6 

B- Evaluation of the field survey conducted in Istanbul. 

A - Procedure to Evaluate the Radio Commercials : 

1) All radio commercial programs broadcast by the 
istanbul radio were tape-recorded for a one-week period. 

2) All radio commercial programs, plus spot commercials 
appearing on the Radio of Istanbul were recorded in the form 
of notes (see appendix : I) again for the same one-week period 

3) Interviews were conducted with the responsible exe­

cutives of ten big firms and three advertising agencies. 

4) Interviews were conducted with the responsible mem­
bers of the istanbul Radio's advertising department. 

5) Additional information for cross checking was obtaine 
from the studies of PEVA. 

6) The data were classified and analyzed in accordance 
with the acceptable methods of classification and in relation 
with the nature of Turkey's radio advertising. 

7) Conclusions were reached. 

8) Results were used to analyze the impact of the field 
survey. 
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B - Procedure of the Field Survey I 
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1) A questionnaire was prepared in line with the basic 
aims of this study. A pretesting, piloting the questionnaire 

was performed before the questions took the final form. 

2) In accordance with the difficulties faced during 

piloti.ng, the questionnaire was corrected. Taking into consi­
deration the fact that the answers to the questions could be 
subject to interpretations, and variations could make the 

answers impossible to classify, the questions were standardized 

pre-coded, and open-ended questions were minimized as much as 

possible. 

3) The questions were pre-coded as to make direct 
punching and verifying with IBM possible, in case needed. 

4) The questions were designed to get: 

a) Radio listenership habits and time 
b) Reactions to the commercial programs and time of 

lis tenership. 
c) What respondents like and don't like about the 

commercial programs, and what they expect from them. 
d) Possible influences of the commercials. 

e) General classification of the respondents. 

5) . A sample of one hundred was drawn, and the field 
survey was conducted in istanbul city. 

6) After the interviews were completed, the question­

naires were edited for possible errors, and the classification 
of the open-ended questions was made. 

Open-ended questions were coded for IBM operations. 
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7) Since sorting and crosses necessary for tabulation 

of the study with 100 questionnaires was relatively. easy and 
possible, IBM operations necessary for a larger sample Size 

were abandoned on the basis that it would be uneconomical for 
this p articular survey, and hand sorting was pe !'formed (see 

appendix) 

8) Data was sorted and breakdown by sex and income 
groups was obtained besides the general breakdown. 

9) Tabulation and analysis was made. 

. 
10) Results of the evaluation of the commercials were 

analyzed with the results of the field survey. 

11) Conclusion was reached in view of the outcome of 
the surveys conducted. 

II.l- Time of the Study 

A- Radio commercials were recorded during the last 

week of Malf 1965. 

B- Preparation of the questionnaire, piloting and coding 

were performed in the month of May, final forms being ready 

on May 30, 1965. 

Interviews were conducted in the first week of June, 

1965, and were completed in two weeks. 
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III- SAMPLING METHOD USED IN THE SURVEYS 

A. The Sample Week to Record the Commercials : 
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Istanbul Radio has specific and limited time appropria­
ted.for the commercials. The time schedules for the commer­
cials are specified closely by a special regulation. 
Therefore the commercials have a specified ceiling. On the 
other hand a pressing demand for time by the radio advertising 
agencies exists which quararitees the full use of the available 
time. This assures us of the fact that the number of commer­
cials doesn't vary from week to week by a notable amount. 

Another fact which was a decisive factor in taking one 

week as representative is that the programs of radio commer­

cials are prepared weekly. 

Therefore we can be certain that a sample of one week 

is representative for the whole, and results could be 
considered as to apply for the whole time span of the 
commercials unless an unusual development in the trend comes 
about which was viewed as very unprobable both by the 

advertising agencies and the radio advertising department 
during our interviews. 

B. The Sampling Method for the Field Survey : 

The audience of Radio Istanbul extends beyond the 
limits of the istanbul area. But the area under study is 
istanbul, which in reality is the major aim of the commer­

cials of the firms. Therefore we define our universe as the 

inhabitants of Istanbul city. 
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A random sampling method is used for the survey with a 

sample size of 100. Because it is practically impossible, 
with the existing limits of a one-man research; to apply pure 
random sampling, in practice the method is somewhat modified. 

A frequently used method in market research, that is, 

area sampling is applied. 

istanbul city is divided into districts. According to 
the population census ofl960, districts 

tion were excluded. The~ \1n proportion 
figures for the remaining districts, the 

that would be conducted in each zone was 
following table shows the distribution. 

Districts Population Figures 

Eminonii 
Bak~rkoy 

Eyiip 

Fatih 
Zeytinburnu 

Total fOr Eminonii side 

of Galata Bridge : 

Beyoglu 

Be§ikta§ 
Sar~yer 

9i §li 

Total for Beyog1u side 
of Galata Bridge : 

134 852 
102 617 
180 011 

300 594 
88 341 

806 415 

216 425 

93 547 
48 990 

181 402 

540 464 

below 45000 popula­
with the population 
number of interviews 

determine9 The 

Number of Interviews 

8 

6 
10 

18 

5 

47 

12 

5 
3 

11 

31 
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Kad~koy 

Beykoz 
UskUdar 
Kartal 

Total for Asian Coast 
of Istanbul: 

Grand Total : 

l}l }28 

58 717 

111 821 

68 462 

}70 }28 

1 717 207 

8 

} 

7 
4 

22 

100 

Detailed maps for these districts were obtained from 

PEVAto select randomly the blocks and streets where the 
interviews were to be conducted. Industrial districts, 
where there is no house for dwelling, are blocked and 
eliminated. Using these maps, a starting point for the 

interviews in each district was determined. 

Two interviews in each chosen street were conducted. 

PAGE 11 

The houses, and families to be interviewed were determined 

as follows : 

The house that has the smallest number in each street was 
the starting pOint. The third house from this point is selec­
ted for interview. If the house is an apartment, a random 
number list was used to determine the flat of the particular 
apartment. If the inhabitants were not at home, the next 

house was substituted in its place. Once the interview with 
the first house was completed, for the second interview, the 

street was crossed and the first house opposite the inter­
viewed one was determined as the starting point, and following 

the same procedure, the 100 interviews were completed. 

To choose the actual person to interview in e.ach house, 

random procedures such as asking the person in the house whose 

birth day is closest to the day of the interview, and inter-
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viewing that person, was followed. 

This procedure was followed as closely as possible 

PAGE 12 

al though some small departures from th3 plan had to be made 
because of the limitations faced due to being alone and 
conducting the whole survey·personally. 

111.1- Limitations 

A market research necessitates a technical and well 

organized staff. It is costly and time consuming. One man 
can not fulfill all the requirements of a perfect survey. 

For this kind of survey where an area is to be covered 

effectively, the best sampling method would be a pure random 

sampling method. 

A perfect coverage was impossible because of the follo­

wing reasons. 

A) For a total coverage, addresses could be obtained, 
chosen at random, from "istanbul Elektrik Idaresi" (the 
electricity .department of Istanbul municipality) if they are 
willing to give it. Also, the same problem is faced by PEVA; 

it is very hard to find and interview places obtained, if 
not impossible to find, due to the fact that electricity 
contracts are made with the inhabitants of the house mostly 
who rent the place and who might have moved out. Cases 

exist Ivhere the address indicated is not a house any longer 
but an empty land or a business office. 

It is also hard to locate the inhabitants and interview 

them due to social customs or to find them at home. 

B) The number of interviews isn't sufficient for a 
total coverage, and to increase the number is beyond the 
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possibilities of one person in terms of time and costs. 

The number of interviews was not increased also due to 
the fact that it is impossible to perform hand sorting and 
tabulating within a reasonable time span and IBM evaluation 
is very costly for our purpo ses (450 kr§. per inter view just 
for punching and verification) 

C) 1stanbul city extends 8 great area and to cover the 
whole area is impossible unless we have trained interviewers. 
Therefore places out of reach or hard to get to are eliminated 
as much as possible without damaging the sample too much. 

TO summarize, the main limitations of the survey were 

1. Lack of staff 

2. Lack of financial means 

3. Lack of data about the area to be covered 

4. Lack of technical means like computers. 

III.2- Margin of Sampling Error 

The table of margin of sampling error for this survey 

, is based on the following formula and is extracted from the 
table prepared by the "Swedish Institute of Public Opinion 

Research Ltd. " 

2 Percentage (lOO-percentage)/sample size 

Margin of sampling error for a sample size of 100 when 

the observed persentages are • • 

Sample P 10% 15% 20% 25% 30% 35% 40% 45% 50% 
Sizein q 90% 8)% 80% 75% 70% 65% 60% 55% 50% 

100 X X X 8.7 9.2 9.5 9.8 9.9 10.0 

q 

P 
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The margin of sampling error for our sample size is too 

large to be critical with the analysis of the results. Howeve 1 

it gives an idea, and in the survey we will be critical in the 
analysis due to the nature of the study and for our special 
and demonstrative purposes. 

The sample size is also too small to make cross tabula~ 
tions. However cross tabulations are provided to see the inc­
linations of different groups within the limits of this study • 

• 

I 
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IV - RESEARCH FINDINGS 

IV.l- The Radio Commercials 

PAGEl 5 

!stanbul Radio has 14 hours 10 minutes of commercial 
programs during a period of one week. These programs are 
scheduled for specific times of the day as indicated and 
shown before. Programs are prepared weekly by the radio 
advertising agencies, each having programs of 10 minutes on 
the average. 

Aside from the specific advertising programs, spot 
announcements are spread throughout the day. Five spot 
announcement programs, five minutes each are scheduled six 
days of the-week. For Sundays, three programs are scheduled, 
also as indicated and shown before. 

In these programs a total of 1480 commercial announce­
ments and messages are broadcast. The detailed record of 

these announcements, and their full messages in the order 
of days and times of the day is given in Appendix I of this 

survey. 

Of these 1480 commercial announcements 1270 which is 

85.8% of .the total are broadcast in the specific advertising 

programs. Out of 1480, 210 are spot announcements (14.2%). 

IV.2- Radio Advertising Agencies and Programs 

Spot announcements are not within the frame work of an 
advertising program, and are· read by the radi 0 announcers. 
Therefore radio advertising agents prepare programs only for 

the specific time the radio advertising programs are schedule 
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In the case of the sample week which represents the 
total weekly radio commerCials, 83 different programs were 

prepared by 70 advertising agencies, and ~ firms which do 
their own advertising. Five programs are repetitive. 

The detailed breakdown of these programs with respect 

to the agencies, times assigned to them, and the kind of 
programs they prepared are given in appendix II of the survey. 

Of the 83 programs, 77.2% are prepared by the advertisi 

agencies and 12.8% by the firms that directly have time of 
their own. Ten programs, th at is 12.0% of the total, belong 

to one product or service each, and the remaining 72 programs, 
that is 88.0% of the total, are programs of the advertising 
agencies by which advertisements of different produc ts are 

broadcast. 

IV.3- Type of the Programs Prepared and Broadcast 

The commercial programs have an entertainment part. 
The announcements are carefully arranged so as to fit the 
maximum amount of commercials with the minimum time reserved 
for entertainment, yet being interesting enough to keep 

people listening. Programs are prepared by the rule of thumb 
according to what agencies think people like. There is no 
research involved in preparing a certain program. 

The type of programs and their percentage with respect 

to the total programs are given below according to the sample 
week under study : 



THESIS 
ROBERT COLLEGE GRADUATE SCHOOL 

BEBEK, tSTANBUL 

Type of Programs 

Number 

Turkish Music 26 
Popular Music 18 
Prize Programs 9 
Cultural Programs 9 
Plays 7 
Show Programs 6 
Sports 4 
Comic features 4 

TOTAL 83 
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% of total 

31.3 
21.7 
10.8 
10.8 

8.4 
7.2 
4.9 
4.9 

100.0 

IV.4- Distribution of Commercial Announcements According 
to the Days of the Week and Hours of the Day 

According to the sample week under study, there are 

1480 commercial announcements broadcast in the specific 
commercial .programs and the spot announcements. Aside from 
Saturdays and Sundays, these programs and spot announcements 
are broadcast the same time each day with the same tima 

limits. On Saturdays there is an additional program from 
14:00 to 15:00. On Sundays however there are no spot announ­

cements in the morning and there is an additional program 
from 13.30 to 15:00. Taking these differences as the base, 
the distribution of commercials and spot announcements are 
classified under three categories, that is, Saturdays, Sun­
days, and other days. The distribution according to this 
classification is given below : 

Days No. of Commercials and Announcements ! to total 

Saturday 319 21.5 
Sunday 300 20.3 

Other days 861 58.2 

Total 1480 100.0 
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If we take other days seperately, that is the other 
5 days, We see that there are on the average 172 commercials 

and announcements in each d~ which is 11.6% of the total. 

Tables showing the breakdown of the 1480 commercials and 
announcemen ts by the days of the week, and by the time of the 

. day are given in Appendix III of this survey. 

With the three-category classification, the frequency 
of commercials and announcements by the time of the day and 

their percentage to the total in each category is given beloW: 

TIME OTHER DAYS TIME OF SATURDAY TIME OF 
OF THE DAY No. ....2L THE DAY.li2.!. ....2L THE DAY 

8.15 
10.30 
12.35 
13.30 
13 .ll-O 
17.57 
18.00 
18.10 
18.20 
18.25 
18.30 
18.35 
18.40 
18.45 
18.50 
19.45 
22.00 
22.10 
22.20 
22.30 
22.40 

13 
9 

34 
11 

1 
21 
93 
71 
71 
'l6 
80 
16 
48 
36 

1 
64 
54 
68 
81 
70 

3 

1.5 8.15 
1.0 12.35 

5 
8 

14.00 24 
14.20 17 
14.30 30 
14.40 27 
14.50 29 
17.57 9 
18.00 23 
18.10 19 
18.20 16 
18.30 1 
18.35 25 
18.45 16 
19.45 16 
22.00 16 
22.10 15 
22.20 10 
22.30 13 

4.0 
1.3 
0.1 
2.4 

10.8 
8.2 
8.2 
1.9 
9.3 
1.9 
5.6 
4.2 
0.1 
7.4 
6.3 
7.9 
9.4 
8.1 
0.4 

1.6 
2.5 
7.5 
5.3 
9.4 
8.5 
9.1 
2.8 
7.2 
6.0 
5.0 
0.3 
7.8 
5.0 
5.0 
5.0 
4.7 
3.2 
4.1 

861 100.0 319 100.0 

12.35 
13.30 
13.40 
13.50 
14.00 
14.10 
14.20 
14.30 
14.40 
14.50 
17.57 
18.00 
18.10 
18.20 
18.30 
18.40 
18.50 
19.45 
22.00 
22.15 
22.25 

SUNDAY 
No ...... %~_ 

16 5.3 
23 7.7 
21 7.0 
23 7.7 
26 8.7 
26 8.7 
28 9.3 
25 8.3 

3 1.0 
19 6.3 

3 1.0 
12 4. 0 

1 0.3 
1'7 5.7 
14 4.7 

2 0.7 
15 5.0 
12 4.0 

3 1.0 
10 3.3 
-L .Ih.L 
300100.0 

The radio commercial programs are classified according 

to those 3 cathegories mentioned above, because the listener­
ship habits and groups show a variation in the "other days" 
and on the week ends, especially for men who have jobs and 
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cannot 1tten to the radio during work time. The case is 
true for Saturday and Sunday where Saturday is not a totally 
free week-end day, for people work till noon time and many 
of them work the whole day. 

A detailed breakdown of commercials is given above, 
segmenting the commercial programs. To be able to make com­
parisons with the field survey result, the frequency of 
commercials. and spot announcements is grouped according to 

the total program hours giv~n below : 

Tnn; OF THE OTHER DAYS TIME OF THE SATURDAY 
DAY No. % DAY No. % 

8.15 13 1.5 8.1.8.15 5 1.6 
10.30 9 1.0 12.35 8 2.5 
12.35 34 4.0 14.00-15.000 127 39.8 
13.30 11 1.3 17.57 9 2.8 
13.40 1 0.1 18:00-19.000 116 31.3 
18.00-19:00 432 63.2 19.45 16 5.0 

19:45 64 7.4 22: 00-22.000 54 17.0 
22:00-22.40 336 32.1 

TOTAL 861 100.0 319 100.0 



TIME OF 
THE DAY 

12:35 
13:30-15.000 

17:57 
18:00-19.000 

19.45 
22: 000-22.400 

TOTAL 
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SUNDAY 
No. % 

16 5.3 
194 64.7 

3 1.0 
61 20.4 
12 4.0 

14 4.6 

300 100.0 

IV.5- Strategies in Commercial Programs: 

PAGB 20 

In preparing the commercial programs, some primitive 
use of different advertising strategies can be observed. 
However, in Turkey, advertising budgets are limited and 
specified programs have to be adjusted not by principles 
of advertising strategies but by the limits of the budgets 
appropriated for advertising, as stated by the firms inter­
viewed. Tode¥ the major problems of industry are production 

and finance, according to the executiYes. Marketing is a 
new concept that they have just began to realize the impor­

tance of. Therefore sales promotion and adVertising are the 

first items to cut down on the budgets. 

On the other hand, the specified programs for commer­
cials prevent the firms from carying out a program in line 

with a plan, because of the very limited time available for 

their use. 

In Istanbul Radio, during the sample week, 288 firms ha 
commercial announcements and programs broadcast •. The fre­

quency of each firms' announcements are given in the Appendi 
of this survEU in the decreasing order. 
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The breakdown of firms that have commercial announcements 
by the number of days they have commercial announcements 
bro adcas t , ; and their percentage to the total are given below 

Total 
No. of days No. of firms %"' to total No. of % to total 

announcements 

7 21 7.3 371 25.1 
6 22 7.6 285 19.2 

5 20 6.9 199 13.4 

4 18 6.3 146 9.8 

3 22 7.6 135 9.1 
2 69 24.0 182 12.3 

1 116 40.3 162 10.9 

TOTAL 288 100.0 1480 .. 100.0 

As we can follow from the table above, the majori.ty of 
commercial announcements are made by a small group of firms. 
Only a few firms could afford to have their commercial 
announcements every d8¥ of the week. The firms that have 
high frequency within the sample week is given in the Appendix 
of the survey. As we look at their make up, these firms can 

be grouped in general as I 

1) Banks 
2) Well established, industrial set ups of Turkey 

3) Firms engaged in an advertising campaigne either 
because of seasonal or competitive factors. 

4) Firms newly entering the market. 

The majority of the firms under the first and second 

groups have commercial announcements every day of the week. 

Their primary concern is to build up prestige. They can 
afford the costs and derive benefits from the well establishe 

company names through extensive advertising. 

• 
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The third-group firms carryon a campaign for a time 
period they think is appropriate or which their budgets could 
allow. Firms normally carry out their commercial announce­
ments at a frequency as low as once or twice a week. In case 
of competition, firms follow each other in promotional cam­
paigns, to maintain the balance and neutralize each other's 
campaigns' effect (especially true for bottled beverages) • 

. These products are mostly convenience goods. 

The last group are firms newly entering the market. 
They conduct campaigns to establish the company name and 
inform the public of.their operations. They mayor may not 

carryon with a high frequency of commercial announcements 
due to the nature of th e product or the strength of the firm. 

The other firms with less frequent commercial announ­
cements have a more acute problem of arranging their times 
and days because they want to have the optimum result from 
the few times they broadcast. They arrange the specific 
days and time of the day again, depending on hunches and 

experience. Week-ends are preferred for items that interest 
the family as a whole. Because the listenership habits of 
groups are not known, general principles as "women listen to 
the radio in the mornings, and men after work hours" are 

adopted as stated in the interviews conducted with the firms 
and advertising agencies. 

Aside from the above mentioned factors, firms run 

commercials two days; once during the normal work days and 

once on the week end, or just one day but in accordance with 

what is thought to be the best day. 

There is no tangible information besides experience and 

hunch on the media. Therefore advertising strategies are 

not definite, settled, or in most cases, existent. 
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IV.6- Classification of Radio Commercials 
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The 1480 announcements in the commercial programs or 
spot announcements are classified (see Appendix for the total 
breakdown and classification), according to the following 
groups. 

A- Service or Produc t (S or p) 

B- Spot Announcement or whole Program (S or W) 
C- Special or Advertising Agency (S or A) 

D- Sponsor, Producer or Agent (S, P or A) 
E- Kind of good, Producer or Consumer (p or C) 

F- Specialty, Shopping or Necessity good (S, Sh or N) 
G- Persuasive or Informative (P or I) 

H- Slogan (- or +) 

i- Music (- or +) 

The results of this classification are tabulated and 

given below . • 

No • % 
• 

A - Product 225 78.2 
Service ....§.2.... 21.8 

TOTAL 288 100.0 

B - spot 30 9.7 

Whole Program 279 90.3 
TOTAL 309 100.0 

C - Ad. Agency 269 98.9 

Special 3 1.1 -
TOTAL 272 100.0 

D - Producer 165 89.2 

Agent 20 10.8 

TOTAL 185 100.0 
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No. % 

E - Producer good 28 11.2 
Consumer good 223 88.8 

TOTAL 251. 100.0 

F - Necessity 27 13.0 
Shopping good 114 54.8 
Specialty 67 32.2 

TOTAL 208 100.0 

G - Persuasive 222 62.5 
Informative 133 37.5 

TOTAL 355 100.0 

H - Has a slogan 29 10.1 

I - Has music 111 38.5 

IV .7":- General Rules Governing Radio Adver tising 
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According to decree number No. 6/233 formulated by 
additions to law No. 3222, regulating radio advertising on 

all Turkish radios, all advertisements are grouped under 

3 items 

1. Advertisements and announcements of all government 

departments and organizations, municipali ties, local adminis­

trations, universities and those organizations promoting pub­

lic welfare. 

2. Advertisements and announcements of charity and 
educational societies, Government economic enterprises, and 
those of political parties excluding political propaganda. 
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3. Commercial announcements and advertisements of real 
or legal prsons who, under the Turkish Commercial code are 
considered businessmen, in their commercial and business 
functions. 

These different groups are charged different prices as 
specified in the same decree. 

a- Prices for the spot announcements up to 10 words : 

Time of the broad- Price of the spot 
cast 1di..:. 

Mornings 90 
Noons 90 
Evenings (18: 00-20: 00) 150 

The price for spot announcements after 20:00 is 120 T.L. 

b- Price of each word if the spot announcement is more 

than 10 words : 

Time of the broad Price for additional 
cast words T.L. 

Mornings 9 
Noons 9 

Evenings (18:00-20:00) 15 

The price for each word after 20:00 is 12 T.L. 

c- Price for commercial programs : 

Advertising and 
announcement time 

5 minutes 
10 minutes 

15 minutes 

Between 18:00- !etween 
Mornings TL. 20:00 T.L. 20:00-12:00 

840 
1200 

1560 

1200 
1800 

2400 

960 

1560 
2040 
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The organizations and departments falling under item 
"1ft are charged only one-fifth of the normal rate. Some 
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i terns such as the National Lottery advertisemen ts are totally 
free of charge. 

The spot announcements and advertisements can not be 
longer than one minute and are contracted for with the radio 
station directly by firms or person giving the advertisement. 
No intermediary agency is employed. 

In case of the whole programs, firms and persons wishing 

to give advertisements make contracts with advertising agen­
cies which prepare programs. These agencies receive revenue 

from the givers of advertisements and pay to the radio admi­
nistration a fixed sum of money per program and in accordance 

with the specified rates given above. 

The programs prepared by the advertising agencies can 

be five, ten, or fifteen minute programs. These time limits 
are not subject to change. They cannot be shorter or longer 

than the stated specific time breaks. 

The rates are measured in terms of words for spot announ­

cements and in terms of minutes for whole programs. 

Different rates are charged for the whole programs 
accordirg to the time of the day and day of the week. On 
Sundays, all hours are charged by the same and by the top 
rate of the normal days. This case is true for all official 

holidays. Besides the actual price, municipal duties and 
stamps add to the total cost of advertising 2.5 %. 

No price concessions are allowed for the slack season, 

summer. 

-
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No accurate statistics or figures regarding radio 
commercials exist. There has been no research until the 
time of this survey • 

.. 
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V. RESULTS OF THE FIELD SURVEY 

PAGE 28 

The results of the field survey are tabulated to shoW 
the general breakdown of the answers, and cross tabulations 

by sex and income are provided to show a detailed cross 
section, of the listeners. Detailed tables are given in the 

tabulation section of this study. 

The information obtained from the survey is the basis 
for the tables, and results deduced from these tables are 
presented below. Results are only for the city of Istanbul 
and for the commercial programs of Istanbul Radio. 

V.l- Istanbul Radio Listenership 

Istanbul Radio has a very large group of listeners. 
Radio is considered to be a necessity and almost every family 
living in Istanbul has a radio and listens to Istanbul Radio. 

% 

Listeners of the Istanbul Ra.dio 97 
People who not listen to the Istanbul Radio 3 

All men listen to the Istanbul Radio \~hile among women, 

6.5% do not. 

In the income groups, 97.1% of the low, 100% of the 

middle and 95.2% of the high income people lis ten to the 

Istanbul Radio. 

V.2- Radio Listenership Habits by Days,anil Hours: 

The Listenership habits show some variation on the 

weekends from the other days of the week. 
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Radio Listenership hours "other" days(%) Saturday(%) Sunday 

Mornings (6:30-12:00) 14.9 22.3 13.4 
Afternoons (12:00-19:00) 31.1 37.2 37.0 
Evenings (19:00-24:00) 54.0 40.5 49.6 

On the whole, radio'is mostly listened to in the evenings 
from 19:00 to 24:00. The most frequent times the radio is 
listened to are the evenings of the work days of the week. A 
fall in the radio listenership is observed in the afternoons 

of the work days, classified as "others", and a definite 
increase is observed on Saturday mornings. 

As we can observe from the table II.3, women listen to 
the radio definitely more than men do during the mornings and 
afternoons of the "other days" and male listeners increase 
in the evenings, that is after 19:00 hours. However in the 
mornings, up to 9:00, male listeners are 

listeners with the observed percentages. 
significant in showing the effect of the 

nership habits. 

more than female 
This information is 

work hours on liste-

The trend does not change for Saturdays as can be obser­
ved from table II.l. However on Saturdays, as can be observed 

from table II.2, men listen to the radio more than women do, 
during the morning and evening hours. In the afternoons women 

again, listen to the radio more. 

Among the income groups, middle income people listen to 

the radio less, compared with the low and high income groups. 

As observed in tables II.l, II.2, and II.3, during the morning 
and afternoon hours, people of the low and middle income 
groups listen to the radio more. In the evenings the high 
income group listens to the radio comparatively more. These 

results conform with the general view as to the tastes and 
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ways of living of certain income groups in istanbul. 
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However the reasons for the results obtained will not 
be discussed to any depth here, because it is a matter of 
general opinion and interpretation. 

In general, as can be observed in the tables, the radio 
is listened to most between the hours 19:00 and 22:00. The 
radio is listened to most on Sundays. 

V.3- Listenership of Radio Stations Besides the istanbul 
Radio 

Three people stated that they have no radios to listen 

to. Besides these three people, the majority of the radio 
listeners listen to more than one radio station, that is, 
87.7% listen to radio stations besides the Istanbul radio. 

Other Radio Stations Li stened To 

Istanbul 11 
Ankara 

Foreign 
No other stations 

% of listenership 

42.1 
30.4 
15.3 
13.2 

There are other stations listened to from time to time 
but they are not regularly followed, and therefore, are not 

significant for our purposes. 

As can be observed in table III, male and female liste­
ners equally listen to the istanbul 11 radio station. Ankara 
and foreign radio stations are listened to more by male 

listeners. 

Middle and high income groups listen to more stations tha 

the low income groups do. 
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The high percentage of people who listen to different 
radio stations besides the Istanbul radio indicates that they 
shift to other stations if they do not like the programs or 
if there are programs which they like on an another station 
at a specific time. 

V.4- The Time of the Commercial Programs 

The commercials are scheduled at specific times of the 
day. About 21 to 22% of the listeners don't know the time 
of the commercial programs. Most people do not remember the 
exact time of the specific programs during a day. 

Time of Commercials % of Time Stated by Listeners 

Other Saturday Sunday 

13:30-15:00 '- 16.7 20.8 

18:00-19:00 42.1 32.1 31.2 

22 :00-22:40 34.5 29.2 27.2 

Wrong ti me 1.4 
Don't know 22.0 22.0 20.8 

100.0 100.0 100.0 

Radio listeners can best remember the time of the commer 

cial programs between the hours 18:00 to 19:00. 
for the best known time the percentage of right 

However, eve 
answers does 

not exceed 42.1 %. This fact indicates that for the commer­
cials, regular followers aren't very many. 

The breakdown by sex and income is given in tables !V.l, 

IV.2 and IV.,. 

V.5- Attitude Toward the Commercial Programs 

Commercial programs on the radio can be easily avoided 

by switching to another station, or turning off tre radio. 
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Attitudes of the listeners differ under the prevailing con­
ditions when the radio commercials are broadcast. If the 
radio is on when there is a commercial program, more people 
l~en to the commercials then when the radio is off and has 
to be turned on to listen to the commercial programs. 

Attitude when the Radio is on 

I listen,lto the program 

Other 
I switch to another station 

I turn it off 

% 

56.9 
17.6 

15.7 
9.8 

100.8 

If we analyze the answers given under the "other" 

caption, we can generalize and,say that this group listens 
to specific programs they iike, or listen to the commercial 

progra~s if they have nothing else to do. 

Hore than half of the listeners keep on listening to th 

commercials while 25.5% avoid them completely and 17.6% 

avoid them partially. 

Female listeners are more inclined to listen to the 

programs, as could be observed in table V, and male liste­
ners are more inclined to avoid them partially or totally. 
Hiddle income group people on the other hand, are more 

selective and follow the programs they like more. 

The attitude changes in case the radio is not on during 

the time the commercial programs start. 

Attitude "hen radio is off % 
I do not turn it on 54.9 

For some programs I do 25.5 

I turn it on 12.7 
Others 6.~ 

IOR,O 
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With these answers, it is seen that followership of 
radio commercial programs is not well established and only 
12.7% care to turn on the radio to listen to the advertising 
programs and 25.5 % are more selective. 

Female listeners are more loyal followers as compared 
with male listeners within the limited percent of people that 
turn on the radio for the commercial programs. However, 
again, the female listeners don't care to listen to the prog­
rams when the radio is not on with a percentage as high as 
52.3%. Male and female listeners alike are more selective 
in this case, as can be observed in table VI. 

As to the income groups, low income people are compara­
tively more loyal followers while middle income and high 

income groups are more selective. All three groups show a 
low tendency to turn on the radio for the advertising prog-
rams. 

Viewed together with the case where the radio is on 
during the time of commercial programs, it could be stated 

that in general, people are indifferent toward the commercial 
programs as a whole. The programs as a whole have few loyal 
listeners, and comparatively more selective people listen to 

the programs they like. 

The least loyal and most selective groupsis the high 
income group who are the most potential buyers, with more 
disposable income, especially of specialty goods. 

V.6- Listenership of the Commercial Programs 

With the answers to the question on listenership of 

commercial programs, the listenership habits are further 
revealed. The answers conform with the results obtained 

from tables V and VI. 
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% 

Listen sometimes 41.2 
Listen to the commercials 36.3 
Listen to the ones they like 9.8 
Do. not lis ten to the commercials 8.8 
Other 3.9 

100.0 
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As observed from the results, only 36.3% are regular 
lis teners of the commercial programs. A maj::l ri ty of the 
population listens to the programs from time to time if they 
like the program. 9.8% are loyal followers of certain'prog­

rams they like. 

Females are more loyal listeners than males are. 

Middle income groups are less selective and are more 

indifferent to the commercial programs compared with the 

other two groups. 

As the results indicate, the listenership habits are 
not well developed, and potential buyers have to be attracted 
For more loyal following commercial progrsms have to be very 
carefully rearranged to fit the general listenership habits 

and times, under the guidance of surveys. 

V.7- Commercial Prol2:ram Listenershin bv the Hours of the Da)l 

The commercial programs during a day are broadcast at 

three different hours on Sundays, Saturdays and at two 
different hours during the other days. Listeners do not 
follow each program with the same intensity or interest. 

Some programs are followed more than the others. 
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% % % 
Listenership hours Other days Saturday Sunday 

13:30-14:00 1.8 (spot) 7.8 9.4 
14:00-15:00 9.4 8.6 
18:00-19:00 34~3 28.1 25.0 
22:00-22:40 28.8 23.4 21.9 
Not Definite 30.6 5.0 29.7 
Don't know 4.5 4.8 5.4 

100.0 100.0 100.0 

As observed from the results, a considerable number of 
people are not definite followers of commerctals at a specific 
time. However, the commercial program that has the most 
listeners is the program broadcast between 18:00 and 19:00 

followed by the program between 22:00 and 22:40. 

Among the people who follow the radio commercial prog­
rams at a specific time, as observed in tables VIII. 1, VIII.2, 
and VIII.3, the majority are male listeners. On the week-end 
days, high income group people are less regular listeners 
as compared wi th "other" days and wi th other groups. 

High income group people, on the other hand, are more 

indifferent to commercial programs and listen to them at 

indefinite hours. 

V.8- Favorite Programs: 

Most of the listeners to commercial programs have 
favorites within the general advertising programs. As stated 

before, people are selective in attitude toward the commer­
cials. Of the total 83 % of the listeners have favorite prog-

rams. 
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The programs the listeners favor can be classified 
under common groups. 

Favored Programs % 

Puzzles-contests 30.6 
Popular Husic 22.4 
Plews 13.1 
Programs offering gifts 12.6 
Turkish Music 10.4 
Sports 6.5 
Other 4.4 

100.0 
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The most favored programs, as obtained from table IV, 
are programs with puzzles and contests, followed by popula. 

music programs. 

Hale li steners favor programs wi th puzzles and co n tests 
more, while popular music is favored by female listeners. 

Among the income groups, middle and high income groups 

favor commercial programs with puzzles and contests while 
the low income groups favor programs with plays and popular 

music. 

V.9- The Commercial Announcement Listenership 

The commercial programs, and the announcements within 

the commercial programs are separate things for the liste­

ners. The interest of the listeners lies, as stated before, 
in the entertainment part of the programs, and announcements 

are more likely to be avoided if not designed very carefully 
Wi~h the present condition of the commercial announcements, 
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a majority of the listeners do not or can not follow the 
announcement within the commercial programs as can be obser~ 
ved from the results in table X. 

Announcements' listenership 

Listeners 

Don't li sten 
Cannot follow; too fast 
Other 

% 

45.0 
28.6 

24.2 

2.2 

100.0 

The listeners avoid the announcement part of the prog­

ram, but not because they want totally to avoid them. As 
can be seen from the results, 24.2% of the listeners cannot 
follow tlile announcements because they are too fast. 

Female listeners are more attentive in listening the 
announcements than are male listeners. Among the income 

groups the low income group has more difficulty following 
the announcements because they are read too fast, and the 
high income group follows the announcements more attentively 
The middle income group avoids the announcements most. 

V.10- Reaction Toward the Commercial Programs Being 

Scheduled at a Specific Time 

A majority of the listeners have no objection to the 

commercial programs at. a specific time. As obse rved from 
the table XI, 78.3% stat·e that they have no objection, 
while 21.7 feel that it's not appropriate. At first sight 
this result might lead to a misinterpretation. The prog­
rams being at a specific time may seem to be favored by 

people stating that they have no objections. However, more 
than 60% of the people having no objection stated that they 

dl not care very much about the programs and that is why they 
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do not object to the present status of the programs. 
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The 21.7% haVing objections statedvthe reason for their 
objections. 

Objections 

A was te of time 
Busy at that time 
Other 

% 

15.4 

25.1 
61.5 

100.0 

The anSWers under the "other" caption can be summed 
up as, "it's boring to have all the programs being squeezed 
in specific times". 

Of the total liste ners, 15.4 % do not want radio time 
to be spent on this kind of programs, while 23.1 % want to 
listen to the programs at different hours and not miss them, 
if they are busy and cannot catch the specific hours the 
commercials are scheduled for. 

Male li steners mostly object to the programs being at 
specific times because they might be busy and cannot listen 
to them at a specific time. 

V.II- Opinion on the Suggested Long Programs. Spots Being 

Scattered Throughout the Day 

The majority of listeners are in favor of long programs, 

spots being scattered throughout the day. This fact Can be 

ob·served in table XII. 



THESIS 
ROBERT COLLEGE GRADUATE SCHOOL 

BEBEK. isTANBUL PAGE 39 

Opinion on the suggestion _-i.:.%~ __ 

It will be better 
It will be worse 
Does not matter 
Do not know 
Other 

54.6 
14.4 
22.7 

7.2 

1.1 

100.0 

The suggested change of the programs is favored mostly 
by female listeners and the high income groups. 

V.12- Opinion on How the Commercial Programs Should Be 

Majori ty of li steners, as observed in table XIII, want 
radical changes in the commercial programs. 

Form of the Commercials 

Longer Music and entertainment 

Whole Programs 
Stay the same 
Other 

% 

41.3 
28.4 
11.0 

19.3 

100.0 

11ajori ty of the people favor progrmI s wi th more time 

devoted to the entertainment part. 

V.13- The Time of the Commercials 

A change in time is favored by more people for the 

commercial programs. However a fairly large group states 

that it should stay the same. 

Time of Commercial Programs % 
Should stay as it is 43.4 
Should not be at specific hours 31.3 
Other 25.3 Total: 100.0 
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Under the "other" caption, people stated different 
times for the programs being broadcast at the same time 
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and favor changes less, while middle and high income groups 
are in favor of changes as observed in table XIV. 

V.14- Effects of the Commercial Programs: 

The programs had some influence on the listeners in 

one way or another although not very effective on the whole. 

More than half, 53.7%, of the listeners were influenced, 

while 46.3% stated that they have not been affected in any 
way by the programs. 

The effects of the commercials were various as observed 
in table XV. 

Effects 

Gave information 
In daily Purchases 
In Important Purchases 

Other 
In depositing money 

% 

57.1 
.19.4 

9.2 
8.2 
6.1 

100.0 

The most effective functions of commercials, as stated 
by the listeners, are giving information concerning new 
products (26.5 %) and giving general information (30.6 %). 
In initiating .actual sales, the commercial programs are not 

equally successful. 

Although one cannot be certain of the various influen­
ces of advertising and get a definite result without a 

follow up study, these results are valuable as indicators 
of the general tendency on the part of the listeners. 
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VI - GENERAL CLASSIFICATION OF THE RESPONDENT 

The detailed breakdown of the general classification 
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of the respondents of the sample group for this survey is given 
in tables XVI through XX. 

VI.l- The Household 

The survey indicates that the average size of istanbul 
families is 4.54 people. 

Household % 

Children (Below the age 18) 37.4 
Women 33.8 
Men 28.8 

100.0 

VI.2- Income Groups 

The income distribution according to the sample of the 
survey. 

Income per Household per Month 

0-1500 (Low income) 

1501-2500 (Middle income) 
2501- + (high income) 

VI.3- Education 

% 

34 
24 
42 

100.0 

The distribution of education according to the sample : 
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University (At least 2 years in university) 42 
Lycse (At least 2 years in Lyeee) 26 
Only Primary (completed) 16 

Only Secondary (completed) 9 
Can Read and write, but have not completed 

Primary 
Illiterate 

VI.4- Breakdown by Occupation 

Government employees 

Private enterprise employees 
Unemployed/students 

Housewives 
Professional men 

Scientis ts 
Teachers 

Officer in the army 
\'!orkers 

Artisans 

VI.5- Age Groups 

20 or less 

21-30 

31-40 

41-50 

51- + 

5 
2 

100 

% 

5 
12 
28 

18 

17 
4 

3 

1 

5 
7 

100.0 

% 

12 

39 

21 

16 
12 

100.0 
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Women 
Men 
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% 

46 

54 

100.0 
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V II- EVALUATION OF THE RADIO CCl>1NERCIALS VIHEN COMPARED 

WITH THE FIELD SURVEY RESULTS 

With the research on the existing radio advertising 
and announcements, the extent and contents of commercials 
is revealed and stated. 
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The field survey is conducted to get the attitudes, reac­
tions, and opinions of the people with regard to the commer­
cials and announcements. 

In the light of the study to reveal the impact of the 

present radio commercials with the results of the field survey 
that reflect the public opinion, that is, the profile of the 
consumers, the advertisment programs on the radb can be evalu­

ated better. 

VII.l- Radio as a Medium 

In Istanbul five major media for advertising are used 

most. 

1. Radio 

2. Newspapers 

3. Magazines 

4. Cinema 

5. Bill boards 

There is no television in Turkey appropriate for pur-

poses of advertising. 

purpose and are not a 

Bill boards serve a very limited 

mass media for advertising. Magazine 

sales are very low and also do not serve as mass media. 

Movie goers are very few compared to the Radio listeners. 
Radio is most widely followed by every and each class of 
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people and comprises a large proportion of the weight of 

advertising in istanbul. Low literacy sets a limit to news­
paper advertising. 

istanbul Radio administration is directly related to 
TRT, which is a state economic enterprize. Radio has a very 
important and definite social and political function in 
developing countries such as Turkey. It serves the public 
as a means of enter'tainment, education, and sourse of news. 
Therefore the radio commercial s are limi ted by boundarie s 
unlike those in developed countries. The commercial programs 
are squeezed into limited hours of the day with very strict 
rules as to their time. 

An excess demand exists for radio time, and pressure from 
firms keeps the rates high as given under part VI, (7) of the 
survey, while little effort has been made for the development 
of the programs or for more effective commercials. 

VII.2- Effectiveness of Radio Commercials 

For the radio commercials to be effective, acmmercial 
programs must first be heard and followed by the listeners 

of this mass medium. 

The commercial programs should be at the right time, 
with the right program, and should be listened to by the right 

people. To be effective the commercials should fulfill all 

the five function of advertising. 

A _ Effectiveness of the Commercial with Respect to the Time 

, of Listenership 

The radio commercial programs are limited to 14 hours, 
10 minutes with 1270 commercial announcements which is 85.8% 
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of the whole, 14.2% being broadcast in spot announcements. 
The programs are broadcast within a definite hour scheduled 
by the radio administration. As observed in the surv~ 
results, under part IV, (4), the commercial time and announ­
cements are the most on Sundays (21.5% of the total), followec 
by Saturdays (20.3%). On the ordinary days of the week, each 
day 11.6% of the total commercials are brOadcast. 

During the work days of the week, it is observed that the 
advertising programs from 18:00 to 19:00 definitely carry 

the largest weight, being the longest time scheduled for 
advertising. On week ends, the weight shifts to the program 
between 13.00 to 14.00 on Saturdays, and 13:30 to 14:00 on 
Sundays. Programs from 18:00 to 19:00 are secondary in 
importance. 

On the other hand, as observed from the field survey 
results under part V (5), the attetude toward commercial 

programs as a whole is mainly "indifference". Almost 57% 
of the listeners keep on listening to the radio during 

commercial programs if the radio is on, and only 12.7 % 
turn the radio on expecially for radio advertisements. 
More than a third state that they listen .to the commercial 
programs continuously, while 41.2% listen the programs from 
time to time. Only 9.8% state that they listen to the ones 

they like, being selective. On the average, the times of 
specific commercial programs are known by 30% of the people. 

The radio commercial programs have not effectively 

built loyal followers and are more subject to general habits 
of radio listenership than to commercial radio listenership 

habi ts. 

Radio commercial programs are followed by commercial 

listeners most during the hours 18:00 to 19:00 through out 
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the week, with the programs from 22:00 to 22:40 being a.J.most 
as closely follwed. This fact leaves weekend early afternoon 
hours relatively inefficient. However, as indicated above, 
these facts are true for the loyal radio commercial followers. 
When the general radio listenership hours, under the part V 
(1) and Table III 1, III, 2, and 111,3 of the field survey 
results are examined, in view of the'majority of the mass 
media, evening hours are more efficient. Especially the time 
between 19:00 and 22:00, when there are no advertising prog­
rams scheduled, radio is listened to most intensively through­
out the ~eek. For weekends, the commercial programs between 
14.00 and 15.00 on Saturdays and 13:30 and 15:00 on Sundays 
are fbllowed least in comparison with the 
on the other hours of the specified days. 
inefficient with respect to the wiUght of 
cements broadcast. 

commercial programs 
These programs are 

commercial announ-

,The spot announcements, on the other hand, are free from 

the limi ts of these specified programs. Ye t they have defini te 
ti~es assigned by the radio administration. They are perfect 
means of reaching the consumers if they are selective and 
are broadcast at the specified hours of radio programs under 

the quidance of reseatch. Experience has been the guide up 
to now. Although groups that these spots are aimed at are 
pretty well determined according to the field survey of the 
time of the spots, some assigned times, namely 12:35 and 

17:55 are out of place and when radio listenership is not 
extensive. Also the radio times appropriated fOr spots are 
very limited and mostly filled by governmental or local 
adminis tra tions' announce ments. l10re than on appropriate 

amount of spot announcements are read giving the impression 

of bDring news. 
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B - The Programs with Respect to the Wishes of the Listeners 

The commercials consist of 83 different programs, 8.0 % 
being programs of the advertising agencies and 12.0 % belonging 
toone product. 

The entertainment part of the program is usually prepared 
by the advertizing agencies, only 3 firms doing their own 
advertising. The field survey shows that some gaps exist and 
should be filled. 

Programs 

Turkish Music 
Popular l1usic 

Prize Programs 
Cultural Programs 

Plalfs 
Show Programs 
Sports 

Comic Feature s 
Programs offering gifts 

Other 

% 
Actual 

31.3 
21.7 

10.8 
10.8 
8.4 
7.2 

4.9 
4.9 

100.0 

% 
Desired 

10.4 
22.4 
30.6 

13.1 

12.6 

4.4 

100.0 

It is observed that while programs with Turkish music 
are desired relatively less, their share in the total is 
quite heavy. The most desired types of programs with con­

tests, puzzles, and those offering gifts, are neglected. 
Cultural programs, show programs, and programs with comic 

features are favored by very few and are classified under the 

item "others". 
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As observed in the radio commercial survey, part V (6), 
the majority of the commercials in the programs are product 

commercials (78.2 %), and service commercials are comparati­
vely very few (21.8 %) as typical of a developing economy 
Where services are not as developed as the secondary production 
or the industrial sector with new products to enter the market. 

Again with the conditions of a developing economy, where 
marketing channels are not well developed and agents are weak 
or lacking, the producers assume the job of promoting their 
o~n product and pushing the products to the market through 
advertising besides other 'factors beyond our concern. There­
fore 89.2 % of the commercials belong to the producer and tltrly 
10.8 % to the agen,ll. 

A Majority of the goods which have commercials on the 

radio are Shopping goods (54.8 %), 32.2 % being specialty 
items and 13.0 % necessity items. The nature of shopping 
and specialty items reQuires more thinking for the buyer, and 
consumers should be educated showing them the advantages of the 

product. In line with the nature of the above characteristics , 
the commercials should perform the function of informing the 
consumer with sound reasoning and effective advertising. The 
make up of the commercials indicate that 37.5 % is informative 
and 62.5 % peruasive. To help the memory and association, 
38.5 % of the commercial (announcements are broadcast with a 
specis,l music of their own and 10.1 % with specific slogans 
W build an image. The reasons for the persuasive advertising 

domina ting the character.of the commercial programs are on 
one hand the cultural level of the consuming public and on the 

other hand the weak advertising techniques employed on the 
part of the advertising agencies. 
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There is no entertainment part for spot announcements 
or programs of any special type. The techniques used in 
preparing these announcements are no bet ter than the ones 

in commercial programs, long administrative announcements 
in between hamper the effectiveness also. 
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The public opinion derived from the field survey on how 
the commerci al s should be, is defini tely in favor of longer 
entertainment parts in the programs and whole programs belo~ .. 
ging to one firm. Only 11.0 % state that the programs should 
stay the same. 

The effects of the radio commercials on the general are 
not impressive. Of the listeners to radio commercials 46.3'% 
had not been affected by them in any way. Table XV of the 
field survey). However 53.7% had benefited from the commer­
cials in different ways. As the results are viewed, what is 
obvious is that commercials were not effective in accompli­
shing sales, but were valuable for informing the public about 

the prodUcts and services available. More than 57 % of the 
listeners state that they got information on nel4 products 

and received general information, although informative adver­
tising is relatively few as indicated before. This fact 
indicates, too, that commercials serve as a means to introduce 

the goods and brands to the consumers but, unfortunately, is 

not followed by the listeners to an effective degree. 

On the other hand, commercials created sales by stimula­
ting daily purchases of 19.4 % of the people affected by them. 

Only 9.2 % were affected in their important purchases and 
6.1 % in depositing money. When these results are considered 
in view of the classification of the present make up of 
commercials and announcements, it is observed 'that specialty 
items and shopping goods constitute 87% of the advertised 

goods and only 13% are necessity items. This fact indicates 
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that the majority of the advertising, that is the. advertise­

ment of shopping and specialty goods, is relatively ineffec­
tive and not efficient. Also, the commercial announcements 

of the services mainly belong to banks. Banks have the 
highest frequency in radio commercials, therefore the results 

obtained are insignificant. However, banks use advertising 
mainly to build prestive and to inform the public of the 

lottery days. Banks' commercials to persuade people to depo­

sit their money are not effective and are secondary in impor­

tance. 

c - Effectiveness and Efficiency of the Commercials with 

Respect to the Frequency of Announcements 

Radio advertising in Turkey is a very new subject and it 

has not ye t found i tsfully efficient form as discussed throug 

out the survey. Marketing knowledge seems to be one of the 

points in which it is lacking most. The fault should be 

divided between the advertising agencies and the firms spon­
soring the advertising. Many of the commercials sponsored 
by a considerable portion of firms have a motivation behind 

them which is far from the fundamental principles of adver­
tising and marketing. If the motivations behind the exis­

ting commercials are to be classified, the dominating charac­

teristics eould be summed up as follows. 

1. Introduction of a new product 

2. Building prestige 

3. Compe titi on 
4. Desire to hear their name on the radio 

The first three basically match vlith the fundamental 

principles, but their application is satisfactory in only a 

few firms. Especially the commerOials introducing a new 
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product, as in every advertisement, go lIith zero effect on 
the demand for some time and after a gap start to create 

or accelerate the demand. In Turkey, many firms \,hich are 

not aware of this fact or Which are mostly not financially 
capable of supporting a long adverti'sing campaign, advertise 

their products for such a short time that it does not pass 

that effective point and all the efforts and money are wasted. 

The fourth group cover E\ good portion which cannot be 
ignored. Examining the content of appendix I there are 

commercials for which no sound reason can be found fOr their 

existance. The only motivation behind them is the desire 

of the owner or the producer to satisfy himself with the 
announcement of his own name on the radio. 

Different firms apply different strategies and have 

different numbers of announcements. About 44.3% belongs to 

14.9% of the total firms advertising, while 40.3 % of the 

firms have only 10.9 % of the announcements broadcast. The 

first group strives for a total coverage while the secord 

just tries to have a commercial on the radio once a week 

thinking it better than not advertising at all. To the 
second group we can add the firms with two announcements in 
a week. In both cases extreme measures are practiced. Both 

groups have no idea of the listenership habits a.nd time. One 

is wasting a good portion of the money spent on advertising 

beca.use total coverage may be obtained by fewer announcements 

better planned with the listenership habits and time in the 
light of a media research. The other group wastes money 
because the chance of being heard by an appropriate portion 

is week if not impossible. This fact can be stated in the 

light of the evaluation of the effects and efficiency of 

radio commercials in this survey. 
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D. Effectiveness and Efficiency of the Advertising Techni­

ques Used in Radio Commercial Announcements 

Aside from the factors discussed above there are great 

flaws in the technique used in preparing the announcements 

and broadcasting them with the programs associated. 

First of all, in all programs prepared by the adver­
tising agencies that does not belong to one firm, there are 
multiple products of different types, appealing to different 
groups of people with different social and demographic 
characteristics. 

These different announcements,as could be observed from 

appendi~ I, are broadcast within each and every program 

prepared by the agencies. On the other hand, the overall 

body of the programs and their entertaining parts should fit 

the product or service advertised; Which is impossible under 

the present make up of the programs. Different social and 

demographic types of listeners are attracted by different 

programs. With the present make up of the programs, a common 

program for all the different type of products or services 

is not observed. No audiance differentiation is made; that 

is an item appealing to one group of listeners and another 

item which is not appealing are brought toge ther, thus of.f­

setting the effects of each other. 

The commercial announcements are seldom stoppers or 

attention getters. They are read monotonously by the same 

speakers most of the time and are not effective in aro~se 

the curiosity of the li~ners. The dramatic value and 

interests of the words that follow are lacking. As stated 

by 24.2% of the listeners, they are too fast and cannot be 

fOllowed. The words and the way they are read by the 
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speakers in the commercial programs are not at all natural 

and are eliminating the favorable effects desired to be 
created, as stated by the majority of the respondents in the 
field survey. 

VII.3- Testing the Hypothesis in the Survey 

For the radio administration and the firms that adver­

tise, the hypothesis in the survey is tested to reveal the 

effectiveness and efficiency of the present commercials with 

specific times scheduled as contrasted with the suggested 
form of program. 

The hypothesis state that : 

"Defini te and restricted radi 0 advertising times may 

cut down the audience, giving the listeners more chance of 

avoiding the commermials, and therefore whole programs 

belonging to a single firm could build more loyal audience 

while spot announcements spread through out the day get 

the unaware lis teners more efficien tly". 

A- The results of the research and the field survey 
in relation to the hypothesis are as follows: 

1- The Istanbul Radio is broadly listened to by the 

inhabitants of the city. However radio stations aside from 
the Istanbul Radio is also followed by the majority of the 

listeners, only 12.3% listening to no other station. There 

are other radio .stations which suit the tastes and listener­

ship habits of the Istanbul Ra~io. 

2- Results obtained from the study of the attitude to~ 

ward the radio commercial programs indtcate that attitudes 01 

li steners differ under the prevailing cmdi tions at the time 



THESIS 
ROBERT COlLEGE GRADUATE SCHOOL 

BEBEK. tsTANBVL PAGE 55 

of the programs. If the radio is on when there is a commer­

cial program, mOre people listen to the commercial than when 

the radio is off and has to be turned on to listen to the 

commercial programs under_'the data given in patt V (5) of 

the field survey results and in table V. Radio commercials' 

listenership is not well established and the listeners are 

indifferent in attitude toward the commercial programs. The 
majority of the listeners do not turn on the radio in order 

to hear the commercial programs. This causes inefficient 

use of the medium if the listenership h2bi ts of the majority 

of the listeners do not conform with the radio commercials' 

time, because the listeners are subject to the general radio 
listenership habits, being selective and indifferent in 
attitude toward radio commercial programs. 

As deduced from the general evaluation of the radio 

commercials with respect to time, the radio commercials are 

inefficient, indicating the misa11ocati,on of radio time. 

3- The radio commercial programs are insufficient, not 

long enough in the entertainment side, and continuous announ­

cements of all kihds make them boring. This fact prevents 

buildin g up of audience for specific commercial programs. 

The audience cannot di s tinguish the radi 0 programs it favors 

from the programs wi th short intervals put altogether and 

broadce,st. The listeners want longer entertainment or whole 

programs that belong to one firm and only 11.0% want them 

to stay the same, as the results in table XIII indicate. 

4- A majority of the respondents are in favor of the 

long programs with spots announcements scattered throughout 

the day (54.6%), 22.7% being indifferent and only 14.4% 

being against them. 
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5- The radio llltenership habits of people with diffe­
.rent social and demographic types are also different. The 
make-up of programs, as discussed under part VI.D, does not 
allow·the programs to be aimed at different g~oups. 

B - Results 

1- In the light of the above 
stated that radio advertising with 

factors, it can be 
fixed schedules prevent$ 

the most effective allocation of this medium and even helps 
the listeners to avoid the programs. 

2- Commercial programs cannot build and maintain their 
own audience effectively. They cannot be selective. 

3- Honey spent on commercials is was ted to a great 
extent due to these factors, and misallocation of the radio 
commercial time is evident. 

4- Since the proposed whole programs belonging to a 
single firm will be in the form of another radio program, 
long enough and containing the necessary entertainment 
part worth while listening to, they may well build their own 

audience. The people the commerci als prepared by individual 
firms are aimed. at, may be attracted, these programs being 

prepared in line with their tas tes. 

Since the majority of the announcements with high 

frequency' per week belong to a few firms (44.3 % of the 

total announcements are sponsored by 14.9 % of the fir~ ) 

they could very well purchase radio time. 

5- spot announcements can be scattered between the 

programs through-out the day. Spot announcements cannot be 
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avoided since they are short and at the beginning of certain 

radio programs. Determining the group which the advertiser 

aims the commercials at, the spot announcements could be 

scheduled right before the program listened to mostly by 

this group. The firms having commercial announcements onCe 
or twice a week are in the majority; 40.3% of the firms 

sponsor only 10.9% of the commercial announcements. These 
firms then would have a better chance of being heard and 
being heard by the right people at the right time. 

C - Conclusion 

The hypothesis is tested and in view of the results· 

obtained from the facts and the supporting data, is confirmed. 

1- The present condition of the commercial programs are 

inefficient, and conditions of being heard and being heard 

by the right people at the right time with the rightprogran 

are accu t.e. 

2- The present programs are far from building up 

potential listeners of the programs individually. 

3- The whole programs belonging to individual firms 

and the rest of the spot announcements being scattered 

throughout the day would be more efficient and better adver­

tising strategies could be practiced. 

However, the commercial programs being at specific 

hours do not by itself limit the audiance that listens to 

the commercials giving them the chance of turning the radio 

off, but it limits the building up of new and loyal audience 

for individual programs. Since the present commercial 

programs are inefficient and prevents the most effective 
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allocation of the medium to reach the right people, the 

radios of the right audiance are already off. It could 
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be stated that the present commercial programs being at 

specific hours limits the right people to turn on their 
radios. during the programs. Therefore this radical change 

in the programs should be made for efficiency. But, the 
new programs should be prepare'd under the quidance of mar­
ket research because, if they are left to the experienoe and 

hunches of the age ncies, the same inefficiency Vlill creep 
into the commercial: programs; 
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VIII - CONCLUSIONS 

The principal problems of Turkish advertising were 
summed up under part I.3 of this survey as 

1. Advertising has become necessary. 

2. Advertising has become more costly. 

3. Advertising could be far more efficient with the 
budget firms appropriate at the present. 

4. Research is necessary for planning and follow-up 
of the commercials. 
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5. Limitations imposed by TRT prevent, the advertisers 
from operating efficiently. 

In the light of the above mentioned facts, the aims 

of this study were set and the study was carried out. 

With the developing economy in Turkey ,and the parallel 
developmen t in competition, the importance of marke ting is 

now realized and sales promotion has become one of the impor­
tant functions of the firms. The pressing demand for adver­

tising, the ever~increasing number of advertisements, and 

the increasing number of advertising agencies were the first 

indicators of this need. 

Vii th the increasing and pressing demand, advertising 

has become far more costly for the firms. 

This study is conducted on radio advertising and indi­

cates that radio commercials could be far more effective 

and efficient wi th the budgets firms appropriate at the 

moment because of the follovling facts : 
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a) Commercials are inefficient \d th respect to the 
time they are broadcast. 
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b) Commercial programs are inefficient with respect 
to the wishes of the radio iistenes. 

c) Commercial announcements are inefficient with 
respect to the frequency of the announcements. 

d) Commercials are inefficient with respect to the 
advertising techniques used. 

e) Commercials are inefficient in creating sales. 

The reasons for the commercials being inefficient are 

a) There was no research conducted in Turkey on 

advertising up to the time of this research. Therefore 

the use of this powerful and effective medium was very 

inefficient. Radio listenership time, effective appeals 

and tastes of different groups \vi tbrespect to programs were 

not known. 

b) The firms and advertiSing agencies that sponsor the 

programs are mostly unaware of the latest advertising and 

marketing techniques. 

c) The advertising budgets are too limited in most 

firms to provide effective advertising. 

d) The specified schedles.and strict rules of TRT 

are hindrances to effective advertising. 

The main conclusions reached are summarized above. 

For the problem at ha~d, the survey conducted provides 

solutions in the order of the aims of the study stated 

under pa-t I. 3 • 

• 
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A_ A simple marketing research technique was used in 
evaluating the Radio as a Medium. From the research and the 
field survey conducted, the following data vias obtained as 
a quide for future studies and for better use of the medium. 

1- The extent of listenership of the Istanbul Radio. 

2- Radio listenership habits of the inhabitants of 
Istanbul city by days and hours. 

3- Listenership to radio stations besides the Istanbul 
Radio. 

4- The extent of knowledge of the time of radio COmmer­
cial programs. 

5- Attitude of the listeners toward the commercial 
programs. 

6- Listenership habi ts of the people. 

7- The times radio commercials are listened to most, 
by different days of the week and hours. 

8- Most favored programs and tastes of listeners. 

9- Extent of commercial announcement listenership. 

10- Reactions toward the programs scheduled at specific 

hours. 

11- Opinion of the listeners on suggested whole programs 

w.tth spot announcements spread throughout the day. 

12- Opinion of the listeners on what the form of the 
commercial programs should be to attract their attention 

and increase listenership. 
I 
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13- Opinion on the time of the commercial programs. 
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14- Various effects the commercial programs accomplish. 

The above facts were cross tabulated to obtain the 
breakdown of the anS\1erS by sex and income, and ge t the 
opiniOns of these groups seperately. The data obtcd.ned 

was analized giving the highlights of the results in a 

general form. An advertiser could use the data to formulate 

his advertising policy, according to the opinions and habi ts 
of the groups, to which he want to advertise a more efficient 

use of the medium could be obtained by using the study as a 
guide. 

For the advertising technique to be used, the study 

gives highlights of the most obvious flaws and the basic 

principles. From this point on, it is the job of the speci­

alists of advertising to formulate the best announcements 
and programs. 

B- The present programs, and use of strategies were tes· 

ted with a hypothesis. The results indicate that the present 

radio commercial times and the programs ~Ii th their present 
content are far from being efficient and effective, thus 

causing misallocation of radio commercial time and money 

spent on advertising. 

To correct the situation of the programs, the alternate 

strategy suggested in the hypothesis that is proven to be 

correct is as follows : 

1- The radio administration should provide more time 

for the spot announcements to be scattered throughout the 

day, and not limit their times. 
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. 

2- More radio commercial time should be released to 
f.irms wi th p.rograms of the ir own, and with longer en ter­
tainment parts. 

PAGE 63 

3- The firms that advertise on a broad scale should 
buy more radio time and, for a.better coverage, should use 
spot announcements. 

4- The commercial programs should be prepared in the 
light of research that effectively reveals the character 
of the medium. 

As for the ~eneral rules imposed by T.R.T., the most 
obvious flaw is with the system of payments for commercial 

time. ,For the advertising to be designed and broadeast 

within appropriate limits, the advertising agencies should 

not be charged on the basis of time only, but limitation 

of words and different announcements within a time span shoul 

be checked by a system of payment similar to that of spot 

announcements. This would prevent agencies from squeezing 
as many announcements as they can into a specific time limit. 

In general, the next steps in the resea,rch should be 

general follow up studies, and studies measuring the effect 
of advertising on sales. 

A t present, the development of marke ting research 

firms such asPEVA, which started the firs t formal adver­
tising media research in Turkey, is the encouraging sign in 

this field. 



TABLES 



I. ISTANBUL RADIO LISTENERSHIP 

1. DO YOU LISTEN TO THE ISTANBUL RADIO ? 

QUESTION 1 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 4 BREAKDOWN MALE FEMALE 

0-1500 ·1501-2500 2501 + 
liD. ~ No. ~ No. ~ No. ~ No. ~ No. % 

-
YES 97 97.0 54 100.0 43 9'.5 33 97.1 24 100.1 40 95.2 

t 

..... 

NO 3 3.0 3 6.5 1 2.9 2 '4.8 I 

TOTAL 100 100.0 54 100.0 46 100.0 34 100.0 24 100.0 42 100.0 



II. 1. RADIO LISTIONERSHIP HABITS BY DAYS AND HOURS 
(SATURDAY) 

2. AT WHAT TIME OF THE DAY (SATURDAY) DO YOU USUALLY LISTEN TO THE ISTANBUL RADIO? 

QUESTION 2 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLOMN 5 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501+ 

No. % No. % No. % No. % No. % No. % 

START-8:oo 4 1.2 2 1.2 2 1.1 2 1.7 1 1.:5 2 1.:5 
8:00-9;00 2:5 6.7 15 8.9 e 4.5 10 8.6 6 7.6 8 5.:5 
9:00-12:00 19 5.5 6 :5.6 1:5 7.4 9 7.8 3 :5.8 7 4.6 

I\) 

12:00-1:5::50 :51 9.0 12, 7.1 19 10.7 11 9.5 6 7.6 14 9.2 
1:5::50-15:00 24 6.9 8 4.8 16 9.0 6 5.2 6 7.6 12 7.9 
15:00-17:00 14 4.0 5 3.0 9 5.1 5 4.:5 2 2.5 6 4.0 

17:00-18:00 21 6.1 6 :5.6 15 8.5 6 5.2 6 7.6 8 5.2 

1!3: 00-19: 00 :58 11.0 16 9.5 22 12.4 17 14.7 9 11.4 13 8.5 

19:00-22:00 63 18.3 34 20.2 29 16.4 20 17.2 13 16.4 :51 20.3 

22:00-22:40 52 15.1 28 16.7 24 13.6 16 13.8 12 15.2 24 15.8 

22:40-END 40 11.6 26 15.5 14 7.9 10 8.6 9 11.4 21 13.8 
DONIT KNOW 16 4.6 10 5.9 6 3.4 4 :5.4 6 7.6 6 4.0 

TOTAL 345 100.0 168 100.0 177 100.0 116 100.0 79 100.0 152 100.0 



II. 2. RADIO LISTENERSHIP HABITS BY DAYS AND HOURS 

(SUNDAY) 

2. AT WHAT TIME OF THE DAY (SUNDAY) DO YOU USUALLY LISTEN TO THE ISTANBUL RADIO? 

QUESTION 2 GENERiAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 6 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501 + 

No. % No. % No. % No. ~ No. % No. % 

START-8:00 3 8 3 1.5 3 2.2 2 2.3 
8:00-9:00 25 6.8 18 9.2 7 4.1 9 6.5 7 7.9 8 5.6 

9:00-12:00 54 14.7 30 15.3 24 14.0 21 15.2 13 14.8 20 14.0 

12:00-13:30 47 12.8 25 12.8 22 12.8 19 13.8 11 12.5 17 11.9 

13:30-15:00 24 6.5 11 5.6 13 7.5 10 7.3 6 6.8 8 5.6 

15:00-17:00 14 3.8 5 2.6 9 5.2 6 4.4 1 1.1 5 3.4 

17:00-18:00 21 5.7 8 4.1 13 7.5 9 6.5 5 5.7 7 4.9 

18:00-19:00 31 8.4 14 7.1 17 9.9 14 10.1 8 9.1 9 6.3 

19:00-22:00 56 15.2 29 14.8 27 15.7 18 13.0 11 12.5 26 18.9 

22:00-22:40 45 12.2 23 11.7 22 12.8 16 11.6 10 11.4 20 14.0 

22:40 END 29 7.9 18 9.2 11 6.4 8 5.8 6 6.8 16 11.2 

DON'T KNOW 19 5.2 12 6.1 7 4.1 5 3.6 8 9.1 6 4.2 

TOTAL 368 100 196 100 172 100 138 100 88 100 142 100 

VI 



II. 3 RADIO LISTENERSHIP HABITS BY DAYS AND HOURS 
(OTHER DAYS) 

2. AT WHAT TIME OF THE DAY (OTHER DAYS) DO YOU USUALLY LISTEN TO THE ISTANBUL RADIO? 

QUESTION 2 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 7 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501-+ 

No. % No. % No. % No. % No. % No. % 

START-8:00 7 2.2 5 3.3 2 1.2 2 2 3 3.9 2 1.5 
8:00-9:00 24 7.6 14 9.2 10 6.1 11 11 6 7.8 7 5.3 
9:00-12:00 16 5.1 4 2.6 12 7.4 7 7 4 5.2 5 3.8 
12: 00-12: 30 24 7.6 7 4.6 17 10.4 10 10 4 5.2 10 7.5 
13:30-15:00 12 3.8 4 2.6 8 4.9 5 5 1 1.3 6 4.5 
15:00-17:00 7 2.2 1 0.7 6 3.7 3 3 3 3.9 1 0.7 

17:00-18:00 16 5.1 3 2.0 13 8.0 3 3 6 7.8 7 5.3 

18:00-19:00 39 12.4 18 11.9 21 12.9 17 17 9 11.7 13 9.8 

19:00-22:90 64 20.3 33 21.7 31 19.0 19 19 14 18.2 31 23.3 

22:00-22:40 52 16.5 28 18.4 24 14.7 11 11 12 15.6 29 18.0 

22:40-END 37 11.8 23 15.1 14 8.6 7 7 9 11.7 21 15.8 

DONtT KNOW 17 5.4 12 7.9 5 3.1 5 5 6 7.8 6 4.5 

TOTAL 315 100 152 100 163 100 100 100 77 100 138 100 

~ 



III- LISTENERSHIP OF RADIO STATIONS BESIDES 
THE ISTANBUL RADIO 

3- WHAT RADIO STATIONS DO YOU USUALLY LISTEN TO BESIDES THE ISTANBUL RADIOT 



IY- 1. THE TIME OF THE COMMERCIAL PROGRAMS 

4- AT WHAT TIME OF THE DAY (SATURDAY) ARE THE COMMERCIAL PROGRAMS BROADCAST. ? 

QUESTION 4 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 9 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501- + 

I -

0'1 

No. % No. % No. % No. % No. % No. % 

13:30-15:00 28 16.7 11 11.8 17 22.7 8 14.8 9 19.6 11 16.2 

18:00-19:00 54 32.1 33 35.5 21 28.0 16 29.6 17 36.9 21 30.9 
22:00-22.40 49 29.2 30 32.3 19 25.3 18 33.4 15 '32.6 16 23.5 
WRONG TIME 

DON'T KNOW 37 22.0 19 20.4 18 24.0 12 22.2 5 10.9 20 29.4 
TOTAL 168 100 93 100 75 100 54 100 46 100 68 100 



IV. 2. THE TIME OF THE COMMERCIAL PROGRAMS 

4- AT WHAT TIME OF THE DAY (SUNDAY) .ARE THE COMMERCIAL PROGRJMS BROADCAST? . 

QUESTION 4 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 10 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501- + 

.1 
v 

No. % No. % No. % No. % No. % No. % -oJ 

" 1 

13:30-15:00 36 20.8 20 20.6 16 21.1 10 17.5 11 23.9 15 21.4 
18:00-19:00 54 31.2 33 34.0 21 27.6 , 16 28.1 17 37.0 21 30.0 
22:00-22:40 47 27.2 27 27.9 20 26.3 18 31.6 13 28.2 16 22.9 

WRONG TIME 
DON'T KNOW 36 20.8 17 17.5 19 25.0 13 22.8 5 10.9 18 27.3 

TOTAL 173 100 97 100 76 100 57 100 46 100 70 100 



IV. 3. THE TIME OF THE COMMERCIAL PROGRAMS 

4. AT WHAT TIME OF THE DA.Y (OTHER THAN SUNDAy AND SATURDAY) ARE THE COMMERCIAL PROGRIMS 
BROADCAST ? . 

QUESTION 5 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 11 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501- + 

No. % No. % No. % No. % No. % Nq. % 

13:30-15:00 
18:00-19:00 61 42.1 36 42.9 25 41.0 19 39.6 18 45 24 42.1 

22:00-22:40 50 34.5 30 35.7 20 32.8 18 37.5 16 40 16 28.1 

WRONG TIME 2 1.4 2 2.4 2 3.5 

DON'T KNOW 32 22.0 16 35.7 16 26.2 11 22.9 6 15 15 26.3 

TOTAL 145 100 84 100 61 100 48 100 40 100 57 100 

, ' 

co 



v. ATTITUDE TOWARD THE COMMERCIAL PROSRAMS 

5. DURING THE COMMERCIALS, IF THE RADIO IS ON, DO YOU TURN IT OFF, OR SWITCH TO ANOTHER 

STATION? 



VI. ATTITUDE TOWARD THE COMMERCIAL PROGRAMS 

6. II!' THE RADIO ISN'T ON, DO YOU TURN IT ON FOR THE COMMERCIALS? 

TjJJESTION 6 GENERAL BREAKDOWN BY SEX - BREAKDOWN BY INCOME' 
COLUMN 13 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501- + 

No. % No. ~ No. % No. % No. % No. % 

I ' 

YES, I DO 13 12.7 4 6.9 9 20.4 7 20.0 5 19.2- 2 4.9 
I-' 
0 

- I 
NO, I DON'T 56 54.9 33 6.9 23 52.3 18 51.4 11 42.4 2~ 63.4 

FOR SOME PROGRAMS 26 25.5 15 25.9 11 25.0 7 20.0 7 26.9 12 29.3 

OTHER 7 6.9 6 10.3 1 2.3 3 8.6 3 11.5 1 2.4 

TOTAL 102 100 58 100 44 100 35 100 26 100 41 100 



VII. LISTENERSHIP OF THE COMMERCIAL PROGRAMS 

7. DO YOU LISTEN TO THE COMMERCIAL PROGRAMS ON THE RADIO? 

GENERAL BREAKDOWN BY SEX BREAKDOWN BY 111'00 ME 
QUESTION 7 BREAKDOWN MALB FEMALE 0-1500 1501-2500 2501- + 
COLUMN 14 

No. " No. % No. % No. % No. % No. % 

YES I DO 37 36.3 16 28.1 21 46.7 10 27.8 12 48.0 15 36.6 
I ' 

NO I DONIT 9 8.8 5 8.8 4 8.9 6 16.7 1 4.0 2 4.9 .... .... 
SOMETIMES 42 41.2 28 49.1 14 31.2 13 36.1 11 44.0 18 43.9 

THE ONES I LIKE 10 9.8 7 12., 3 6.6 4 11.1 6 14.,6 

OTHER 4 3.9 1 1. 7 3 6.6 3 8.3 1 4.0 

TOTAL 102 100 57 100 45 100 36 100 25 100 41 100 
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VIII. 1. COMMERCIAL PROGRAM LISTENERSHIP BY THE 
HOURS OF THE DAY 

8. AT WHAT TIME OF THE DAY (SATURDAY) DO YOU USUALLY LISTEN TO THE COMMERCIAL PROGRAMS? 

QJESTION 8 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 15 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501 + 

No. % No. % No. % No. % No. % No. % 

13:30-14:00 10 7.8 1 1.6 9 13.7 2 4.9 4 10.8 5 10.0 

14:00-15:00 12 9.4 4 6.5 8 12.1 3 7.3 3 8.1 5 10.0 

18:00-19:00 36 28.1 19 30.6 17 25.6 12 29.3 12 32.5 12 24.0 
./ 

22:00-22:40 30 23.4 14 22.6 16 24.3 12 29., 9 24.3 10 20.0 

NOT DEFINITE 32 25.0 21 33.9 11 16.7 9 21.9 9 24.3 13 26.0 

DON'T KNOW 8 6.3 3 4.8 5 7.6 3 7.3 5 10.0 

OTHER 

TOTAL 128 100 62 100 66 100 41 100 37 100 50 100 

I ' 
..... 
I\) 



VIII. 2. COMMERCIAL PROGRAM LISTENERSHIP BY THE 
HOURS OF THE DAY 

8. AT WHAT TIME OF THE DAY (SUNDAY) DO YOU USUALLY LISTEN TO THE COMMERCIAL PROGRAMS? 

(JJESTION 4 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 16 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501 + 

No. " No. " No. " No. " No. " No. " 
13:30-14:00 12 9.4 4 6.1 8 12.9 2 4.8 3 8.3 6 12.0 
14:00-15:00 11 8.6 2 3.0 9 14.5 3 7.1 3 8.3 5 10.0 
18:00-19:00 32 25.0 18 27.3 14 22.6 12 28.6 10 27.8 10 20.0 

22:00-22:40 28 21.9 16 24.2 12 19.4 13 30.9 8 22.2 8 16.0 

NOT DEFINITE 38 39.7 24 36.4 14 22.6 9 21.4 12 33.4 16 32.0 

DON'T KNOW 7 5.4 2 3.3 5 8.0 3 7.1 5 10.0 

OTHER 
TOTAL 128 100 66 100 62 100 42 100 36 100 50 100 

I , 
I-' 
VI 
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VIII. 3. COMMERCIAL PROGRAM LISTENERSHIP BY THE 
HOURS OF THE DAY 

8. AT WHAT TIME OF THE DAY (OTHERS) DO YOU USUALLY LISTEN TO THE COMMERCIAL PROGRAMS? 

QUESTION 8 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 1')' BREAKDOWN MALE FEMALE 0-1500 1501-2500 2500- + 

No. % No. % No. " No. % No. " No. " 
13:30-14:00 2 1.8 1 1.6 1 2.0 2 4.6 

14:00-15:00 
18:00-19:00 38 34.3 22 35.5 16 32.7 13 34.2 10 33.3 14 32.6 

22:00-. 22:40 32 28.8 15 24.1 17 34.7 15 39.5 10 33.3 9 20.9 

NOT DEFINITE 34 30.6 22 35.5 12 24.5 9 23.7 10 33.3 14 32.6 

DONIT KNOW 5 4.5 2 3.3 3 6.1 1 2.6 4 9.3 

OTHER 

TOTAL 111 100 62 100 49 100 38 100 30 100 43 100 

.... 
~ 



IX. FAVORITE PROGRAMS 

9. DO YOU HAVE ANY FAVORITES AMONG THE COMMERCIAL PROGRAMS? 

QUESTION 9 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 18 BREAKDOWN M~ FEMALE 0-1500 1501-2500 2501- + 

No. " No. " No. " No. " No. " No. " ~ 

I-' 

YES 7'3 83.0 41 80.4 '32 86.5 20 70.1 20 87.0 33 89.0 V1 

NO 15 17.0 10 20.6 5 13.5 8 29.9 '3 13.0 4 11.0 
POPULAR MUSIC 41. 22.4- 18 18.0 2'3 27.7 10 18.9 14 2'3.'3 17 24.'3 
lIIURKISH MUSIC 19 10.4 7 7.0 12 14.4 5 9.4 9 15.0 5 7.1 
PLAYS 24 1'3.1 1'3 13.0 11 1'3.3 10 18.9 6 10.0 9 12.9 
PUZZLES-CON-
TESTS 56 '30.6 34 '34.0 22 26.5 15 9.4 16 26.7 24 '34.2 
PROGRAMS 
OFFERING GIFTS 23 12.6 14 14.0 9 10.8 7 1'3.2 7 11.7 9 12.9 
SPORT 12 6.5 10 10.0 2 2.5 4 7.5 5 8.'3 '3 4.'3 
OTHER 8 4.4 4 4.0 4 5.1 2 '3.7 '3 5.0 '3 4.' 

TOTAL 183 100 100 100 8'3 100 5'3 100 60 100 70 100 



X. THE COMMERCIAL ANNOUNCEMENTS LISTENERSHIP 

10. DO YOU LISTEN TO THE COMMERCIAL ANNOUNCEMENTS WITHIN THE COMMERCIAL PROGRAMS? 

QUESTION 10 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 19 BREAKDOWN MALE FEMALE 0-1500 1501-2500 2501- + 

No. % No. % No. % No. % No. % No. % 

" DON'T LISTEN 26 28.6 16 29.6 10 27.0 6 21.4 8 32.0 12 31.6 I-' 
0\ 

CANNOT FALLOW I 

TOO FAST 22 24.2 14 25.9 8 21.6 10 35.7 7 28.0 5 13.2 

YES 41 45.0 22 40.8 19 51.4 12 42.9 9 36.020 52.6· 

OTHER 2 2.2 2 3.7 - 1 4.0 1 2.' 
TOTAL 91 100 54 100 37 100 28 100 25 100 38 100 



XI. REACTION TOWARD THE COMMERCIAL PROGRAMS 

11. DO YOU HAVE. ANYTHING AGAINST THE RADIO COMMERCIALS AT A SPECIFIC HOUR? 

QUESTION 11 GENERAL 
COLUMN 20 BREAKDOWN 

No. " 

YES 20 21.7 

NO 72 78.3 

A WASTE OF 
TIME 4 15.4 

"lIGHT BE BUSY 
AT THAT TIME 6 23.1 

OTHER 16 61.5 

TOTAL 26 100 

BREAKDOWN BY SEX 
MALE FEMALE 

No." No." 

16 35.5 4 10.3 

39 64.5 33 89.7 

3 15.8 1 14.3 

6 31.7 

10 52.5 6 85.7 

19 100 7 100 

0-1500 

No. " 

6 21.4 

22 78.6 

2 18.2 

1 9.1 

8 72.7 

11 100 

BREAKDOWN BY INCOME 
1501-2500 2501- + 

No." No. " 

6 25 8 20.0 

18 75 32 80.0 

1 20.0 1 10.0 

2 40.0 3 30.0 

2 40.0 6 60.0 

5 100 10 100 

t ... 
~ 

I 



XII. OPINION ON THE SUGGESTED LONG PROGRAMS, SPOTS BEING 
SCATTERED THROUGHOUT THE DAY 

12. WHAT WILL YOUR OPINION BE IF THE SHORT COMMERCIAL ANNOUNCEMENTS ARE READ BETWEEN NORMAL 
PROGRAMS AND FOR ONLY FULL PROGRAMS RADIO TIME IS ASSIGNED~ 

QUESTION 12 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 21 BREAKDOWN MALE FEMALE 0-150(0) 1501-2500 2501- + 

No. % No. % No. % No. % No. % No. % 

IT WILL BE BETTER 53 54.6 33 61.1 20 46.5 16 48.5 13 54.2 25 62.5 

IT WILL BE ltIOBSE. 14 14.4 6 11.1 8 19.6 4 12.1 7 29.2 2 5.0 

DOESNIT MATTER 22 22.7 12 22.2 10 23.3 9 27.3 4 16.6 9 22.5 

KONIT KNOW 7 7.2 3 5.6 4 9.3 3 9.1 4 10.0 

OTHER 1 1.1 1 2.3 1 3.0 -
TOTAL 97 100 54 100 41 100 33 100 24 100 40 100 

I I 

r-oo , 



XIII. OPINION ON HOW THE COMMERCIAL PROGRAMS 

SHOULD BE 

13. IN YOUR OPDION HOW SHOULD THE COMMERCIAL PROGRAMS BE? 



XIV. THE TIME OF THE COMMERCIALS 

14. IN YOUR OPINION HOW SHOULD THE TIME OF THE COMMERCIALS BE SCHEDULED? 

GENERAL 
QUESTION 14 BREAKDOWN 
eOLUMN 23 

BREAKDOWN BY SEX 
MALE FEMALE 

No. % No. 

AS IT IS 43 

NOT SPECIFIC 31 

43.4 18 

31.3 22 

25 25.3 14 

% 

33.3 

40.8 

No. 

25 

9 

25.9 11 

% 

55.6 

20.0 

24.4 OTHER 

TOTAL 99 100 54 100 45 100 

BREAKDOWN BY INCOME 
0-1500 1501-2500 2501- + 

No. 

18 

9 

7 

" No., " No. % 

52.9 9 39.1 16 

26.5 9 39.1 13 

38.0 

31.0 

20.6 5 21.8 13 31.0 

34 100 23 100 42 100 

r:l 
I 



xv. EFFECTS OF THE COMMERCIAL PROGRAMS 

15. DID THE PROGRAHS MIKE ANY EFFECT ON YOU? 

Question 15 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
Column 24 BREAKDOWN HALE FEMALE 0-1500 1501-2500 2501 - + 

No. " No. " No. " No. " No. " No. " 
'" YES 51 53.7 29 53.7 22 53.6 17 53.1 13 54.1 21 53.8 ..... 

NO 44 46.3 25 46.3 19 46.4 15 46.9 11 45.9 18 46.2 

IN DAILY PUR-
CHASES 19 19.4 8 15.1 11 24.4 4 11.8 5 20.0 10 25.6 

IN IHPORTANT 
PURCHASES 9 9.2 6 11.3 3 6.7 3 8.8 3 12.0 3 7.7 
IN DEPOSITING 
MONEY 6 6.1 3 5.7 3 6.7 3 8.8 2 8.0 . 1 2.6 

INFORMED NEW 
PRODUCTS 26 26.5 14 26.4 12 26.6 13 38.2 5 20.0 8 20.5 
GAVE INFOR-
MATION 30 30.6 17 32.1 13 28.9 10 29.+ :6 24.0 14 35.9 

OTHER 8 8.2 5 9.4 3 6.7 1 3.0 4 16.0 3 7.7 
TOTAL 98 100 53 100 45 100 34 100 25 100 39 100 



XVI. THE HOUSEHOLD 

1- HOW MANY PEOPLE LIVE IN YOUR HOUSE? 

QUESTION 1 GENERAL BREAKDOWN BY INCOME 
COLUMN 25 BREAKDOWH 0-1500 1501- 2500 2501- + 

No. % No. % No. % No. % 

CHILDREN 170 37.4 55 42.9 38 34.5 77 36.0 
•• 

MEN 131 28.8 36 28.1 34 31.0 60 28.0 IU 
f\) 

WOMEN 153 33·8 37 29.0 38 34.5 77 36.0 

TOTAL 454 100 128 100 110 100 214 100 

PEOPLE/HOUSE 4.54 



XVII. BREAKDOWN BY INCOHE 

2 - WHAT IS THE TOTAL INCOME OF THE HOUSEHOLD (MONTHLY BASIS)? 

WESTION 2 
COLUMN 26 

0-1500 
1501-2500 
2501- + 

GENERAL BREAKDOWN 
No. % 

34 
24 
42 

34 
24 
42 

XVII.L BREAKDOWN BY EIXJCATION 

3 + WHAT IS THE LEVEL OF YOUR EDUCATION? 

QUESTION 3 GENERAL BREAKDOWN BY SEX BREAKDOWN BY INCOME 
COLUMN 27 BREAKDOWN HALE FEHALE 0-1500 1501-2500 2500- + 

No. % No. % No. % No. % No. % No. % 

CAN READ AND WRITE 5 5 3 5.6 2 4.3 5 14.7 - -
PRIHARY 16 16 10 18.5 6 13.0 6 17.6 4 16.7 6 14.3 
SECONDARY 9 9 4 7.4 5 10.9 4 11.8 3 12.5 2 4.7 
LYCEE 26 26 9 16.7 17 37.0 7 20.6 9 ' 37.5 10 23.8 
UNIVERSITY 42 42 27 50.0 15 32.6 10 29.5 8 33.3 24 57.2 
ILLITERATE 2 2 1 1.8 1 2.2 2 5.8 - -
TOTAL 100 100 54 100 46 100 34 100 24 100 42 100 

, 
I\) 
VI 
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XVIII, BREAKDOWN BY OCCUPATION 

4. WHAT IS YOUR MAIN OCCUPATION? 

QUESTION 4 GENERAL 
COLUMN 28 BREAKDOWN 

No. % 

GOVERNMENT EMPLOYEES 5 5 
PRIVATE ENERPRIZE EMPLOEES 12 12 
UNEMPLOYED/STUDENTS 28 28 
HOUSEWIVES 18 18 
PROFESSIONAL MEN .17 17 

SCIENTISTS 4 4 
TEACHERS :3 :3 
OFFICER IN THE ARMY 1 1 

WORKERS 5 5 
ARTISANS 7 7 

TOTAL 100 100 
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XIX. AGE GROUPS 

5- AGE OF THE RESPONDENT (WITHOUT ASKING IF :roSSIBLE) ? 

QUESTION 5 GENERAL 
COLUMN 29 BREAKDOWN 

No ~ 

20 OR LESS 12 12 

21 - 30 39 39 

31 - 40 21 21 

41 - 50 16 16 

51 OR MORE 12 12 

TOT A L 100 100.0 

XX. SEX 

QUESTION 6 BREAKDOWN OF 
COLUMN 30 SEX ~ 

No-" 

WOMEN 46 46 

MEN 54 54 

TOT A L 100 100.0 
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§§!.~.2 KUgUk il~nlar 

= Heyva mUstahsili, suhunet ve rutubetin yUkselmesi ile meyvalarda fazla za­
rar yapacak olan kar~leke hastal~g~na kar§~ liglincli ilaglama zamanl gelmi§tir. 

KUkUrtlU veya organik man tar oldUrUcU ilaglardan biriyle ilaglamaYl ihmal et­
memelisin. istanbul Bolge Ziraat MUcadele Reisligi. 

- Genglerin mecmuaSl Yelpaze yepyeni §ekilde yarln glk~yor. 

- LUks Ankara Gemisi Avrupa gezisine 20 Haziran'da glkacak ve·izmir'e de ugrayacl 
t~r. Mliracaat Gazeteciler Cemiyeti Binasl istanbul. 

10.30 KUglik il~nlar 
- Meyva Mlistahsili (tekrar) 

Karasinek, sivrisinek, tatarc~k ve diger ev ha§erelerine kar§~ Shelltox kulla­
n~n~z. Shelltox. 

-Genglerin mecmuaSl Yelpaze (tekrar) 

12.35 Kliglik iH.nlar 

-Meyva MUstahsili (tekrar) 

-Shel1tox (tekrar) 

-Lale hazu gar§a:flarl beyazdan ba§ka be§ renktir. Solmaz, cildi ok§ar ve Ylkana 

ga glizelle§ir. L~le haz~r gar§aflarl bir Mensucat Santral mamullidUr. 

- ikramiyeli tasarruf hesaplarln~z hakiki degerini Denizcilik Bankaslnda bulur. 

- Genglerin mecmuasl Yelpaze (tekrar) 

- Sanayiciler veTacirler, LUks Ankara Gemisi'nin 20 Haziran'da Avrupa limanlarl . 
gotiirecegi seyyar sergiye kahl~n~z. i§tirak paraslzd~r. NUracaat: istanbul 

Gazeteciler Cemiyeti Binas~. 

17.50 KligUk il~nlar 

- Kiraz MiistahSili, kirazlarln ye9ilden sar~ya dondUgli buglinlerde kiraz sinegi 

mUc.ade1esi yaparsan bol para kazanabilirsin. Aksi halde sadece kurtlu kiraz 

ahrs~n. istanbul Bolge Ziraat MUcadele Reisligi. 
~ Ev kadln~n~n gar§af dikme zahmeti L~le haZlr gar§aflarl i1e sona erdi. L~le 

haz~r gar§aflar~ son moda be§ renklidir. L~le haZlr gar9aflarl bir Hensucat 

Santral mamullidlir. 
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18.00 $ohretler ve tstekler. TEL Reklam Bal Ar~s~ Ahmet'le sohbet. 

-Hem ucuz hem fayda11, mil11 akaryak~t hem yliksek oktan11. En modern rafineriler 
den elde edilen Petrol Ofisi ve Ttirkiye Petrolleri A.O yak1tlar1ndan milletge 

faydal anmal1. Boylece hem en iyisini kullanm1§ hem de petrol kaynaklar~m~z~n 
geli§mesirie hizmet etmi§ 01acaks1nu. P.O ve T.P.A.O. 

- Kalite, Zerafet, desen Noda Tekstil kuma:;;lar~nda. 
- Yavrular1n~z~ Ar1 Unlar1 ile besleyiniz. 

- Modelde yenilik, kali tede iisttinltik Ahn Nobilya'da. Ahn Mobilya Rumeli 
caddesinde. 

- Babadan ogula, Ag1zdan ag~za Erdem $ekerlemeleri. 

- Poplin yazl~k pantolonluk kuma:;;t~r. Ak~n Tekstil. 

- Temizlikte Danfil, Qama§1rda Danfil, Bula§~Rta Danfil. 

- tyisini segelim Kocata§ Kola igelim. 
- ~lisafirlerinize Konak Viyana Karemela. 

Endar zeytin ezmesi her ya§taki insan1n g1das1d~r. Ender zeytin ezmesi. 
- Enonemlisi gtivendir; Arad~g1n~z gtiven Pamuk Bank'ta. Arad~g1nu, bekledigi­

niz §ans Pamuk Bank'ta. Pamuk Bank. 

- Florlirlti di§ macunu tpana Florid, di§ minelerinin sertle§tirir, gtirlimeleri 
Onler. tpana Florid. 

-Senenin kuma:;;1 Moda Tekstil kuma:;;~. 
- Ytiksek kalite Ar1 Unlar1nda. 

- Beklenen film Karan11kta Uyananlar, tstanbul'da be§ sinemada bix'den ba§lad~. 

- Evde, yolda heryerde Yelpaze Necmuas~. Genglerin mecmuaS1 Yelpaze yepyeni 

§ekilde yar~n g1k~yor. 
- Nefru:;;at Ulkli Ticaret'te, ucuzluk tilkti Ticaret'te, kalite UlkU Ticaret'te, 

nylon kolon Ulkti Ticaret'te. Ulkti Ticaret •••••••••• Cad. No: 119 
- Bliylik fusat, kom,,)le Aygaz f~r~nlan 100 lira taksitle. Siz de Aygaz f1r~­

n1na sahip olabilirsiniz. 

- ~ite, zerafet Emniyet gomleklerinde. Emniyet gomlekleri. 
_ Nilliyet Atattirk Filmi'ni sunar. Osman11 devrinnn son, T.C. ilk devirleri 

bu hafta Konak Sinemas1'nda. 
_ Radyolar1n radyosu Nevtron radyosu. Nevtron radyosu ilk Ttirk radyosu. 

18.10-18.20 Kamera Reklam 
_ 102 Y1ll~k tecrlibe, bankac1hk i:;;lerinde stirat, emniyet ve alaka, 4 milyar1 a§: 

mevduat, zengin para ikramiyeleri Ziraat BankaS1'nda. 
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- Finfinis balJ.k aghn yakalad~gw~ buakmaz, kopmaz. Finfinis bal~k aitlar~. 
- Modern erkegin tra§ makinas~ Philishave bUttin Philips bayilerinde ve bii-
ytik magazalarda bulunur. 

- Alfabe'de A B C,mozayikte BeTeBe. 

- Akfil merpolin size yak~§~r. 

- Evinizin, odan~z~n duvarlar~n~ QBS bad ana boyalariyle boyayabilirsiniz. 
QBS QBS'nin Ttirkiye'ye getidigi yeniliktir. 
-Alpay, Penguen plaklar~nda. 

- Bozkurt Al tln poplin yaZlJk pantolonlar~ Fineane~larda. 
- Misafirlerinize Kmnak Viyana Karamelalar~. 

- Imper ve Selka suya kar§~, Imper ve Selka rutubete kar§~. Imper ve Selka 
teerit maddelerini kullan~n~z. 

Afiyetle buz gibi Kultip Kola iginiz. Kultip Kola.Kultip Kola. 

- Kristal ve porselen e§yada Limbo, avizede Limbo, l~obilyada Limbo. Li mbo zevkle 
rinize hitabeden tek mtiessesedir. Limbo. Limbo Ttinel'de. 

- Kad~koy'ltiler,·en ueuz, en gtizel gomlekler Erguvan'da. Er~uvan, Ermeni Kili­
sesi kdr§~s~nda. 

- Misafirlerinize Konak Viyana Karamelalarl. 

- Yelpaze, Yelpaze yepyeni §ekilde yann g~k~yor. 

- Vitamin kaynag~ Kultip Meyva Sularl. Kultip Meyva Sular~. 

- Ah. Anlad~m, Bee makarnasl. Eee'dir ad~ x~:r.g unutulmaz tadl.Eee Hakarnasl. 

- Ttirkiye'de terilen kuma§ Bozkurt markasiyle sat~l~r. 

- Istanbul Reklam. Istanbul Reklam bUttin sinemalarda hizmetinizde. tst. Reklam. 
- Somaz renkler Yerey hal~lar~nda. Uyar Hal~ Magazasl. Ni§anta§. 

- Hisafirlerinize Konak Viyana Karamelalarl. 
- Finfinis brandalarl, Finfinfs kamyon ortiilari en emniyetlidir. 

18.20-18.30 Radar Reklam ttlag Ba§lJ.yor. (Spor Toto) 
- Yeni bi!' rekor, Ziraat Bankas~'n~n mevduatl 4 milyar liray~ a§t~. Sizde her­

kes gibi tasarruflar~n~z~ Ziraat Bankas~'nda toplaYlnlz. 

- Ipana (tekrar) 
- Birlnei Sl. n~f terzi yaln~z Ipek I§ kuma§lannl tercih ediyor. Yenilik ve ka-

lite Ipek I§ kuma§lar~nda. 
- Ihtar ediyor1)z,a:;anm~§ lastik kullanmak tehlikelidir. A§lnml§ lastiklerinizi 

Good Year'de kaplatlnlz. Good Year. 

- Slhhatimi seviyorum Kogata§ Fruti igiyorum. 
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-9imdi yeni kalite Fay temizleme tozu kutular~nda 100 liraya kadarikramiye 
var. Yeni Fay temizleme tozu kullan~n~z. 

- Gegen sene kap~§llan Al tln Y~ldH kuma§lar~ tekDar piyasada. Terilen kuma§­
al~rken bilhassa Altln Y~ldlZ kuma§lar~n~ al~n~z. Alt~n Ylld~z kuma§lar~ §im­
di Avrupa' da dahi aranlyor. 

- Karanl~kta Uyananlar (tekrar) 

- 42 49 50 sobe. GordUm,Eti biskUvi 'kutularlnln arkaslndas~n, glk. Big g~kar m~ 

o da her~Nez gibi Eti biskUvilerinin tad~nl ald~. Eti biskUvileri 28 Qe§ittir. 
Piknige, i§e, ava Java. Java, Java. Java Motosikletleri. 

Afiyetle buz gibi KulUp Kola iginiz. K.K. 

- En iyi, en emin, en ekonomik. Aygaz. 

- Saylav MamUllerin Bakkalln~~dan isteyiniz. 

- Sabit LUks duvar boyalar~, plastikten gUzel, badanadan pratik ve ucuzdur. 
- Ipana (tekrar) 

-Anneler, gocuklar~nHa (Maya Okulu) deniz kamp~. Maya Okulu 4. Levent. 

- Dikka t, Kre"ili M"skenler Kumburgaz plaj si tesinde alacag:Ln~Z daire %25 
gelir g"Jtirir. 
- SaQlarln~z~n biriyantini Parkejol. Ug erkekten biri muhakkak Parkejol kul­

lan~r. Park"jol. 
- Rahat, Hafif, burw;;maz, y~kanabilir. Bildim, Bozkurt terilen Alpaga' du. 

- Telefon i§lerinizde sUrat Jet -telefonldrlnda. 

- Israrl~ aran~n IShakol boyalar~ piyasaya arzedilmi§tir. 

- Kultip Meyva Kokteyli igenler lezzetine hayr,,,n kallyorlar. 
_ Tiftruk teknigi ile hazlrlanan Yelpaze yar~n g~k~yor. Yarln Yelpaze alln~z. 

18.30-1840 Ses Reklam Ne§e Can'ln program~ 

- 102 y~lllk tecrUbe Ziraat Bankas~ (tekrar) 
_ Diki§ makinas~ m~ alacakSlnlz? Zetina. Radyo mu alacaks~nlz? Zetina. l'1utla­

ka Zetina. 

- Alkom daima plr~l p~r~l. 
_ 9ahaser gok begendiin, Italya'dan m~? Hayu, Leydi'den. 

_ Hakik1 Ayvallk zeytin yd€;l Klrlanglg zeytin yag~dlr. 

_ Mutuk §araplar~ Paris' te al tln madalya kaz8.nm~§t~r. 

_ Dani. Dani f~rga sanayiinde rakipsizdir. Dani. Dani boya f~rgalarln~ bUtUn 

boyac~lardan araYln~z. 

_ Pasta, §ekerleme, karClmelalar~n en iyisi nerede? Karakoy' de l'atl~Cllarda. 

TatllCllar. 



-5-

- Kali teli ha.l~ UY'Mda, her keseye uygun hal~ Uyar' da, modern hal~ Uyar' da 

Uyar el h,_,l~lar~ Ni§anta§~' nda. 

- Sanci~k tUlUn teni te§hir salonlan halkln hizmetine devam ediyor. TUI perde xa:z: 

karar:.n~z~ Sancak ttiltin devaml~ te§hir salonlarJ.nda verebilirsiniz. Sirkeci 
Dogu Han~. Sancak TUI. 

- Gegen sene Alt~n Y~ld~e (tekrar) 

- Arad~g~n~z zerafet Kopuz gomleklerinde. Fiatta ucuzluk Kopuz gomlekl'2rinde. 

- Harika ne Kadar glizel, Avrupa' dan m~, Hay~r, Leydi' den. 

- Her evde Aksu bahtaniyeleri var. Aksu.Aksu. 

- Akbank' ~n 2,5 milyonluk ikramiye plan~n~n yaz 9 ekili:;;i ne ka t ~lm" f~rsa t ~n~ 

kag~rmg.y~n~z. Ye§il Yurt' ta 100 000 liral~k apartman dairesi, cern' an 1/2 mil­

yonluk ikramiyeler. 

- Zetina bedava diki:;; makinas~, badava radyo dag~t~yor. Istifade ediniz. 

- Alkom mutfak e:;;yas~. Alkom. 

- Roger Gallet dtinyaca maruf Jean Narie kolonyas~ §imdi de TUrkiye' de. Roger 

gallet. TUrkiye miimessili PeReJa. 

- Radyolin di§ macunu ag~zdaki sigara koku1ar~n~ yok eder. 

- Aygaz fH~U1 (tekrar) 

-. BUyUk a1aka topl~yan Zeki Eren'in Yass~ada hat~ralar~Son Havadis'te. 

- Garantin.ln sembolU Kopuz gomlekleri. ...... Han No: 21 

- Mifuliyet AtatUrk filmi (tekrar) 

- Java motosikleti varsa otomobiliniz yok diye UzUlmeyiniz. Havada Jet kara-

da Java. 

Rahat hafif Bozkurt (tekrar) 

- Zerafe t ve saglamhk Prestoold' da elele .1965 Presloold buzdolaplar~. 

- Saylav (tekrar) 

18.40-18.50 Kahraman Reklam Ugurlugi1 Ailesi 

- Sanan~n §ark~s~ 

-Kahfa1t~da Sana margarini goguk1ar~n~za s~hhat verir. Sana gok lezzetlidir. 

Ag~za tad, vUcuda s~hhat verir. 

_ Yaz gekili:;;inde bir ki:;;iye apartman dairesi, bir ki§iye 100 000 lira. 

Ttirkiye Ticaret Bankas~. 

- QBS plastik badana boyalar~ yuvan~z~ gUzel1e:;;tirir. 

- En gUzel e§arp Erko. Erko, Erko, Erko. 

- Annecigim, Ender zeytin ezmesi sUrer misiniz? 
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- iyisi Migros'ta 

- Btittin han2mlar Hoover'in Y2kad2g2 gama§2ra hayran. Hoover gama§2r makinasl 
Hoover. 

- Pirelli lastik sanayiinde §oforle el ele. Pirelli, Qok ga12§2r, gok ta§2r, 
az a§2n2r. 

- K2zartmalarda daima Tad mutfak margarini kullan2yorum. Tad midede ag2r12k 
yapmaz. Taa, evet Tad mutfak margarini. 

- Extra Vim banyonuzu temizler, parlat2r. Extra Vim en kudretli temizleme to­
ZuQur. Extra Vim. 

- Tokyo Ginza TUrliye'nin her yerinde. 

- Ho§ kokulu Binaca di§ macununu siz de kullan2n2z. 

- Gegen sene. kap2§2lan Alhn Y2ld2Z kuma§larl (tekrar) 
- Radyolin di§ macunu di§ sagllgln2zln bekgisioir·. 

- Akfil merpolin size yakl§2r.Akfil merpolin sizi guzelle§tirir. 
- En guzel e§arp Erko.(tekrar) 

19.45 Kuguk il~nlar 

- Kiraz mus tahsili (tekrar) 

- KiraZ2 da12nda yemek istiyorsan2z 5-6 Haziran'da Tekirdag Festivali'ne kat2l2nl 
- Orta Dogu Teknik Universitesi giri§ imtihan2 hakk2nda bilgi. 

- Para elden ele, Singer diki§ makinaS2 nesilden nesile geger. 

- Kondor radyosu (tekrar) 
- Ankara Devlet Gperas2 istanbul'da. G2lgam2§, §an Sinemasl'nda. 

- Lale haZ2r gar§aflarl (tekrar) 

- Akbank yaz gekili§i (tekrar) 
- Bir gekili§te bir milyon Yap2 ve Kredi BankaS2'nda. Tasarruflarln2z2 yat2-

r2p ikramiyelerinizi ~lln2z. 
- Ticaret Bankas2 yaz gekili§i (tekrar) 
_ Luks Ankara Gemisi Avrupa seferine g2k2yor. LUks 6000, birinci 50000 lira 

- Ankara Devlet Operas2 (tekrar) 

22.00-22.10 Pan Reklam Sevdiginiz tUrkUler (§ahin GUltekin) 

- 4 milyar Zirad.t BankaS2 (tekrar) 

- Arad2g2n2z zerafet Kopuz gomleklerinde (tekrar) 

_ Ogretmen goraplar2n2n kalln, ka9maz, file ge§i tleri. 
_ Kulaktan kulaga giden yol iskra telefonlanndan geger. iskra. iskra. iskra. 
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- SaYln kitapplar, Bate§ Bayilik Ankara §ubesi hizmetinizdedir. 
- Afiyetle buz gibi Kullip Kola iginiz. 

-Ankara-istanbul yolculugunda ogle yemeginizi Abant' ta yiyebilirsiniz. Kamil 
Kog Otoblisleri. 

- Kopuz gomlekleri (tekrar) 

- Akbank yaz gekili§i (tekrar) 
ipana (tekrar) 

- Kopuz gomlekleri (tekrar) 

-Roger Gallet (tekrar) 

- Vitamin kayn~3l Kullip meyva sularl. 
- Saylav (tekrar) 

- En glizel sesleri Patie plaklarlnda dinleyebilirsinia. 
- Taze ballk, iyi meze yalnJ.z Armenak'ta. SarJ.yer. 

- Hafta sonu tanJ.tma gezileri Moral Organizasyon. Tel:44 01 27 
- Ogretmen goraplarl (tekrar) 

- En nefis gikolata Birben. 

22.10-22.20 Sedef Reklam Mediha DemirkJ.ran sizinle 

- 102 Yllllk Ziraat Bankasl (tekrar) 

- Cutex en parlak, Cutex ilk sUrUldligli gibi kalan tek tJ.rnak cil~sJ.dlr. 
-Antalya'da mUzik, tarih, gline§,§iir. Antalya Tekstil. Antalya Tekstil. 

- Tatll ve cana yakJ.n bir gUl~§ tokalon rujlariyle boyanan dudaklardadlr. 
- Yelpaze ••• yarJ.n gJ.klyor (tekrar) 

- Emniyet SandJ.gJ. yaz gekili§inde 1/2 milyon veriyor. 

- Ticaret Bankasl (tekrar) 
YazlJ.k terilen kostUm mU yapacaksJ.nJ.z? Arca kuma§larJ.nJ.n yUn terilenini 

israrla araYlnJ.z. 
- Tokalon pudraSJ.nJ.n fatinasyon serisine dahil renkle" her yUze, her tene en 

uygun havaYl verir. 
_ 9ama§lrJ.nJ.zJ. YJ.pratmayan, cildinizi bozmayan saf Ayvallk sabunu Sezai Omer 

Hadra sabunudur. 
_ iproklesklj. Tokalon'la cildiniz taze ve nemli kalJ.r. Tokalon'nun iprokslesli ~ 

gece ve gUndU'Z. kremini dev,,~mlJ. kullanJ.nJ.z. . 
_ Tam bir aSH memleket hizmetinde, itimadlnJ.za mazhar olarak gall§an OsmanlJ. 

BankasJ., her Ug ayda bir ikramiye gekili§i yapmak suretiyle hesap sahipleri-
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ne s1k sLk kazanma imkan1 variyor. Y111n ikinci gekili§i i9in 9 Nisan akga­

una kadar yat1rd1g1n1Z paralar1n1z1 24 Haziran' da yap11acak gekilige kadar 
~uhafaza ediniz. Osman11 Bankas1. 

22.20-22.30 DmitReklam-Giiniimiiziin miizigi Erol Biiyiikburg ve arkadaglan 
- 4 milyar Ziraat Bankas1(tekrar) 

- Ni§anta§1'nda tam konforlu apartman dairesi ile 100 000 lira kazanabilirsiniz. 
(Taranti BankaS1 

- Profil I§ sunar: Profil Ig aliminyum dograma i§lerinde ba§ta gelir. Profil f¥ .f 

I§ Tel:4749 03 Profil I§ PilaVC1 Pasaj1, $i§li. 
- Grapet, Sunburst, Mister Kola iginiz. 

- Miistahsilden halka dogrudan dogruya sat1§ Adil Yagc1 zeytin yaglar1nda. Ak-

saray'da yeni a911an Saray G1da Pazar1'ndan Adil YagC1 zeytin yaglar1n1araY1n. 
- Tiirkiye Halk Bankasl halk1n bankas1d1r. Tasarruflar1n1z1 Halk BankaS1'nda 

toplaY1n1z. 

- Merbolin plastik Ve sentetik boyalar1. Merbolin boyac1n1n a§k1. 

- Tokyo Ginza nedir? Kauguklu siinger sandalettir. 

Kral Nobilya,Kad1koy. 

- Emniyet Sand1g1 (tekrar) 

- Akbank (tekrar) 

- Grapet, Sunburst, Mister Kola iginiz~ 
-Kral Mobilya. En g1k mobilyalar Kral MObilya'da. Kral Mobilya, Kad1koy. 

- Saylav (tekrar) 
- Qikolatada Ender, §ekerlemede Ender. Ender, Ender, Ender. 

- Tiirkiye Halk Bankas1 27 Y1111k tecriibe, 72 gube ile emrinizdedir. 

- Her nevi badana,boya Istanbul Boya'da Sirkeci, Gar kar§1s1. 

-Tokyo Ginza nedir? (Tekrar) 
-Vak1flar Bankas1'n1n yaln1z gocuk ogrencilere tahsis ettigi ikramiye gekili§-

lerinden istifade etmek i9in siz de 21 Haziran akgam1na kadar Tiirkiye Vak1flar 

Bankas1'nda ogrenci hesab1 agt1r1niz. T. Vak1flar Bankas1. T. Vak1flar BankaS1 

22.30-22~40 Genglik Reklam Dmit igin ya§1yanlar 

- 102 Y1111k Ziraat BankaS1 (teltrar) 

- Ipana (tekrar) 

- Saylav (tekrar) 
_ Membadan bardaga yegane Kola Kocata§ Kola. 

- Philishave (tekrar) 
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- Good Year (tekrar) 

- Aygaz f~r~n~ (tekrar) 

- Yiiksek kali te An, Unlan' nda. 

- Akfil merpolin size yak~§~r. 

- Karanl~kta uyananlar (tekrar) 

- Garanti Bankas~ (tekrar) 
- Akbank (tekrar) 

- Philips 'in nam~ dUnyada, diinyan~n sesi Philips'te. 

- Senenin en cazip eglence ve gezi program~ 4-5-6 Haziran gtinleri Abant Oteli'nde 
Miiracaat: 44 47 07 Moral Organizasyon. 

- Yavrular~n~za Ar~ Unlar~ yediriniz. 
- Tiftruk •• Yelpaze (tekrar) 

- Karanl~kta Uyananlar (tekrar) 

- Emniyet Sand~g~ (Tekrar) 

25/May/1965 

08.15 Kiigtik Ila.nlar 

- Meyva miistahsili (tekrar) 

- Tiftruk teknigi ile haz~rlanan Yelpaze bugtin g~kt~. Yelpaze'yi mutlaka go-

riinUz. 

- Ev kad~n~n ••• Lale gar§aflar~ (tekrar) 

-LUks Ankara Gemisi •• Fiatlar (tekrar) 

10.30 KtigUk Iu'nlar 

- Meyva miistahsili (tekrar) 

- Shelltox (tekrar) 

- Tiftruk •• Yelpaze (tekrar) 

l2.35 Ktigiik llanlar 
_ Aksini kimsenin iddia etmege hakk~ yoktur sevgili dinleyiciler. 7 Haziranda 

sizi belki btiyiik bir istikbal bekliyordur. Bir Nill1 Piyango bHeti 7 Haziran~ 

Jelki h",yat~n~z~n donUm noktas~ yapacakt~r. Bir bilet alarak §ans~n~za yard~mc~ 18 

)lunuz. 7 Haziranda Milli Piyango tam 7.544 000 lirah;, ikramiye dag~ hyor • 

• Shelltox (telrar) 
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- Tiftruk •• Yelpaze (tekrar) 

-Ltiks Ankara Gemisi Avrupa gezisine gJ.byor (tekrar) 

- Bahtiyar olmanJ.n bir §artJ. da timi t etmekte haklJ. olabilmektir sevgili din-

leyiciler. Cebinizde bir 11i111 Piyango bileti yoksa 7 Haziranda milyoner olma.£a 

hakkJ.nJ.z yok demektir. 7 Haziran piyangosunda tam ikramiye 7 544 000 liradJ.r. 

13.30-13.40 Alpagut YaywlarJ.- Arzulanmza gore ttirktiler programJ. 

- Aziz dinleyiciler sJ.cak gtinlerde karJ.§J.k yaglar ile midenizi rahatsJ.zetmeyin. 
Saf zeytin -yagJ., bilhassa Adil YagcJ. zeyti n yaglan midenizi yormJ.yacagJ. gi bi tam 

manasiyle besleyicidir. Adil yagcJ. zeytin yagJ.nJ. bir defa kuLLananlann be,~en­
digi tek yagdu. t,';tistahsildan halka dogrudan dogruya sablan, ucuza allnabilen 

Adil YagCl zeytin yagJ.nJ. bir defa kullanlrsanJ.z bize hak vereceksiniz. 

- Oyal lezizdir, Oyal agJ.zJ.nlza tad verir. Oyal'J.n gilolatave§ekerlemeleri 
Oyal'J.n kokulu gikletleri.daima ba§ta gelir. Oyal. 
- Uglti avizeler Tomurcuk'ta 45 lira. 

- Tomurcuk'ta tiglti avizeler sadece 45 liradJ.r. 

- Oyal Qikolata fabrikaS·J.nln en son sistem makinalariyle ve el degmeden ima.l 
ettigi ttip gikolatalarJ.nJ. israrla araYJ.nJ.z. Oyal'J.n tUp gikolatalarl gocuklarJ.nlx' 

zJ.n gJ.dasJ.dJ.r. 
. " -Yaz tatilinizirIstanbuhtn ert liike otelirtde gegirmek isterseni~, bir Ziynet 

diki§ makinasJ. veya Seiko kol saati alJ.nJ.z. 

- Tomurcuk (tekrar) 

- 6zkur gaz ocaklarJ. ekonomiktir. 6zkur. 

- Herzaman, her i§te, heryerde, Vinileks, oturma odanJ.za Vinileks, yatak odanJ.za 

Vinileks, banyo ve mutfagJ.nJ.za: Vinileks, giyim e§yanJ.zda Vinileks. Vinileks 

suni deri ve yer mu§ambalarJ., Vinileks stinger 1KX yataklarJ. emsalsizdir. Vini­

leks Balkanlar ve ¥akJ.n Dogu'nun en btiytik suni deri ve plastik fabrikaSJ.dJ.r. 

Vinileks mamtilleri Vinileks bayilerinde bUttin Ttirkiye'de aynJ. fiata satJ.IJ.r. 

ffer zaman, her yerde Vinileks mamulleri, Vinileks. 

_ Tomurcuk tiglti avizeler sadece 45 liraya Tomurcukta, Tomurcuk BtiyUk Postahane 

kar§J.sJ.nda. TO-MUR-CUK. 
_ Eski elbiselerinizden faydalanlnlz. Takasla giyim Omer'de. Tel. 226032. 

- Tomurcuk (tekrar) 
_ Vinileks'in btittin mamtilleriyle SJ.tkl Uysal Mtiesseseleri §ehir igi servisi 

hizmetinizdedir. 
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17.50 Kiigiik :tlanlar 

- §imdiye kadar Milli piyangodan kazanamad~nu m~ sevgili dinleyiciler? Unut­

nay~n~z ki, en biiyiik abide de teker teker ta§la yap~l~r. 7 naziran igin ala­
Oag~n~z bilet saadet abidenizin son ta§~ olacakt~r. 

- Kiraz a~ac~ alt2nda piknik, bol eglence Tekirdag Festivaiinde. 

- :thtimalleri hesap ediyorsunuz da niye Mii11 Piyango bileti almay~ ihmal edi-
yorsunuz. Bir anda 1 milyon kazanabilirsinizj bilet al~n~z. 

- Lale haz~r gar§aflar~ (tekrar) 

18.00-18.10 Seza Reklam-Vita'n~n ozel program~- Korog1u Destan~ 

- Vita'nln §arklsl 

- Evinizde her zaman Vita bu1unmaSlna dikkat ediniz. Vita i1e pi§ecek yemek-

ler hafif ve hazmi ko1aydlr. Vita yernegin lezzeti, midenin dostudur. 

- 1.s1nlf terzi yalnlz :tpek :t§ kuma§larlnl tercih ediyor. Yeni1ik ve ka1ite 

Ipek :t§ kuma§larlnda. 

- :tpana (tekrar) 
_ Hayat, 200 ai1eye 1 hafta yaz tati1i kar§111g1 1000 er lira odiiymr. Kupon 

ve tafsi1at bu hafta Hayat Mecmuas~'nda. 
_ Gece1er Tekfen i1e ayd~n1an~r. Giine§ batar, Tekfen dogar. 

- :tyisini sege1im Kocata§ Kola ige1im. 

- Eti Biskuvi1eri (tekrar) 
Bu hafta okuyucu1ar~na Hayat, Fatih'in Ayasofya1ya giri§ini gosteren gok 

renk1i, nefis bir tablo hediye edi¥9r. 

- Say1av (tekrar) 
- Java motorunuz varsa (tekrar) 

- Mi11iyet Atatiirk fi1mi (tekrar) 

- Geng1erin ••• Ye1paze (tekrar) 

18.10-18.25 T.:t 9 Bankasl takdim eder-Zeki Miiren'le sohbet ve miizik 

_ Mem1eketimizde sene1erdir bu inan~§~n yay~lmasl igin T. :t§ Bankas~ bUyiik 

gayret1er gostermi§tir. Sene1erden beri tertip etmekte oldugu birbirinden 

cazip ikramiye geki1i§leriy1e halkamaz:r. tasarrufa te§vik igin higbir fedek~r­

llktan kagl.nmam~§tl.r.19 Ha;y~s' ta yap~lm19 olan 7 milyon lira11k dey gekili§ 

T.:t§ Bankasl'n~n, tasarrufu te§vik hizmet1erinden sadece bir tanesidir. T.:t§ 

Banka.sl mevduat sahipleri igin gene gok zengin, gene gok cazip bir gekili§ 
haZlr1amaktadlr. Pek yaklnda bu imkanl. o.greneceksiniz. Bek1eyiniz. Biriktir­

diginiz para1ar igin bankanlzl segerken §unuda as1a unutmaYlnlZj T. 1§ Banka­
Sl tasarruf sahiplerinin menfaatlerinm azami §ekilde koruyan sizin bankanlz­

dlr. T.:t§ Bankasl.'na giivenenler, T.1§ Bankasl'na tercih eden1er daima memnun 
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ka1m~§lard~r. T. 1§ Bankas~ ikramiye gekili§leri ha1k huzuI'unda otomatik ma­

kina1ar1a.yap~lmaktad~r. T.1§ Bankas~ paran~z~n, istikba1inizin emniyetidir. 

18.25-18.35 Dlinyan~n Sesi Ajans~-Ses1i Gazete 
-102 y~ll~k Ziraat Bankas~ (tekrar) 

- 1§ Bankas~'n~n dey geki1i§i yap~ld~. Ta1ih1i1erin isimlerini bi1diriyoruz. 
_ 1pana (tekrar) 

- Eski 1astiklerizi Good Year'de yeni1etiniz. Good Year bayinizden bilgi 
isteyiniz. Good Year. 

- Tekfen ampu1de tektir. Gline§ batar, Tekfen dogar. 

- Cannes Film Festiva1i'nin hik~yesi resimler1e Hayat Mecmuas~nda. 
- Membadan ••• Kocata§ Kola (tekrar) 
-Kopuz gom1ek1eri (tekrar) 

- Her tlir1li bankac~l~k i§leriniz i9in Pamuk Bank'~ seginiz. Yak~ndan tan~d~k-
9a siz de begenecek gliveneceksiniz. Pamuk Bank. 

- Param~z~n yurtta ka1mas~n~ sagl~yal~m, kendi liz akaryak~tlm~za millctge 

bag1ana1~m. En iyi akaryak~tl almak, ytiksek oktan1~ benzinden yararlanmak 

i9in menfaat dli§linmeden biz1er i9in 9al~§an P.O ve T.P.A.O. nin hizmetimiz­
deki yliz1erce akaryaklt istasyonundan fayda1ana1~m. 

- Qa1~§~rken Telefunken, din1enirken Te1ekunken. Rakipsiz Telefunken radyolar~. 

- Israrla •• Ishako1 (tekrar) 

- Say1av (tekrar) 

- Milliyet Atatlirk filmi (tekrar) 
- Garantinin sembolli Kopuz gomlekleri. Qakmakc~lar Han No:1 

'Kullip Meyva kokteylini igen1er lezzetine hayran kal~yorlar. 

18.35-18.45 
-:;;ark~s~ 

Te1evizyon Reklam- Ugurlngil Ailesi 

- Kahva1t~da Sana margarini (tekrar) 

-T.1§ Bankasl ismler (tekrar) 
-Babac~g~m bu ~e? U1ker Bisklivisi. Baba bu ne? Ulker 9ikolataSl. Bu ne baba? 

Bu da Ulker §ekerlemesi. Qocuklar~n 90k sevdigi Ulker bisklivi, 9ikolata ve 

§ekerlemelerini evinizden eksik etmeyiniz. 

- QBS plastik badana boyalar~ yuvan~z~ glizelle§tirir. 

- Pirelli (tekrar) 
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Erko (tekrar) 

18.42-18.46 Arkadl:pnlZl tanlyor musunuz? Orhan Boran 

·Ne saf, ne temiz kokuyor Ltiks tuvalet sabunll. Qok bol koptik veriyor Ltiks Tu­

'alet Sabunu. Cildi yum).r§atu, gen<;ligi koruyor Ltiks tuvalet sabunu, Liiks Tu­

'alet sabunu. Ltiks Tuvalet Sabunu sinema Ylldlzlarlnln onda dokuzunun sabunudur • 
. Akbank (tekrar) 

BUtUn yurt ta d.partman daireleri, ge§i tli ikramiyeler. Akbank. 

Telefon ihtiyaClnlz igin tek iSim Iskra. Iskra,Iskra. 

Binaca (tekrar) 

.Temizi l'ligros' tao 

· 250 gr. yag lUtfen. Buyurun, slhh! amba1ajll bir adet Tad mutfak margarilli. 

lakka11nlzdan a<;lk yag yerine Tad, evet tadmargarini isteyiniz. 

·Hoover (tekrar) 

· Saniyede temi~ler extra Vim. Hemen parlatu Extra Vim. Extra Vim. 

,8.50-18.60 Tempo Rek1am- Mtinir Nurettin Se1<;uk'la 10 dakika 

· 4 milyarl a§tl •• Ziraat BankaSl (tekra.r) 

.Geceler •• Tekfen.. (tekrar) 

· Talisman'dan iyisi anca.k Talisman'dlr. 

· Kl§11k ve yaz11k yuvanlzl en iyi §eki1de mefru§ edecek tek mtiessese Galeri 

'roteks. 

· Afiyet1e •• KulUp Kola (tekrar) 

- Aygaz flrlnl (tekrar) 

- ytiksek kalite Arl Unlarl'nda. 

-Apartman dairesi ve 100 000 lira T. Ticaret Bankasl'nda. T.Ticaret Bankasl.· 

-T.I§Bankasl • isimler (tekrar) 

-Ipana (tekrar) 

- In§aatlarlnlzda suya ve rutubete kar§l Imper ve Selka kullanlnlz. 

- Mil1iyet Atattirk filmi (tekrar) 

-KulUp Meyve Su1an (tekrar) 

- Yavrularlnlzl Arl ijnlarl ile besleyiniz. 

- Kre dili Heskenler ICumburgaz (tekrs.r) 

- Radyolin di§ macunu, di§ etlerinde kan dola§lmlnl sa;;:lar, di§lere canllllk, 

kuvvet ve renk verir. 

19.48 KU<;Uk Ila.n1ar 

Sanayici ve Tacirler Ankara Gemisi (tekrar) 
_ Sevgili din1eyiciler, inanlnlZ ki bazen kU<;Uk tesadUf1erden bUyUk saadetler 

dogabilir. Size '7 Haziran i<;in bir Hilli Piyango bileti allnlz diyoruz. Bunu 
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size duyurmam~z kii<;;iik bir tesadUftUr. Ama bu tesadiife uyarak alac~_glnlz kU­

qUk bir Mill! Piyango bileti sizi 7 Haziran'da milyoner yapabilir. 
- T.Ticaret Bankasl (tekrar) 

Akbank (tekrar) 

Ev kad~nlnln ••• Lalt HaZlr Qar~aflarl (tekrar) 
Ankara Devlet Operas~ (tekrar) 

- Sancak TUl'Un te§hir salonlarl (tekrar) 

- Para elden ele, Singer diki§ makinasl nesilden nesile ge<;;er. 
- Ankara Devlet Operasl (tekrar) 

_Yapl ve Kredi Bankas~'nln devam eden <;;ekili§lerinden faydalanmak istiyorsa­

nlZ tasarruflarlnlzl Yapl ve Kredi BankaSl'nda toplaYlnlz. Ne kadar <;;ole para­
nlZ birileirse §anslnlz da 0 kadar artacaktlr. 

- ipana (tekrar) 

- Ban dertlerinizi bir l~il11 Piyango bileti ile giderebilirsiniz sevgili 

dinleyiciler. Bir anda 1 milyon liranln cebinize doluvermesi cebinize ata­

Caglnlz bir iVlill! Piyango bileti ile miimkUn olabilir. 

22.00-22.10 Yapl ve- Kredi Bankasl-GUnU~ plaklan 

- 50 bin veya 100 000 lira kazanmak istcmez misiniz? Bir <;;ekili§te bir mil­

yonluk ikramiyeler Yapl ve Kredi Bankasl'nda. Tasarruflarlnl devamll olarak 

Yapl ve Kredi Bankas~'nda b~rakanlar bu ikramiyelerden kazanabilirler. 

- Apartman dairesine sahip olmak istemez misiniz? Yapl ve Kredi BankaSl 

size bu imkanlarl hazlrlaml§tlr. Talihliler aras~nagirebilmek i<;;in tasar­

ruflarlnlzl devamll olarak Yapl ve Kredi Bankasl_ 'nda bulundurmallslnlz? 

- Yllw ikinci <;;ekili§inde Y,",Pl ve KrediBankaSl taraflndan 5 ki§iye 100 er 

bin, 5 ki§iye 50 §er bin lira ve <;;e§i tli para ikrc,miyeleri dagl tllacaktlr. 

Yapl ve Kredi Bankas~' na ya tlraca,glnlz paralar sizi de talihliler araSlna 

_katabilir. 

22.10-22.20 Nur Reklam-Nezahat Bayram Sizinle 

- 102 Yllllk •• Ziraat Bankasl-(tekrar) 

- T.i§ BankaSl •• isimler (tekrar) 
_ Plrlanta gi bi zarif ,plrlanta kadar sa};lam Ambra buz dolaplarl. 

- Philishave (tekrar) 
-Ah, anladlm, Ece makarnaSl (tekrar) 
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- Aygaz flrlnl (tekrar) 

-Java m~torunuz varsa ••••• (tekrar) 

- Afiyetle buz gibi Kullip Kola iginiz. 
- T.Ticaret BankaSl (tekrar) . 
- En modern rafinerilerden •• T.P ve T.P.A.O. (tekrar) 
- Zerafet ve saglamllk Prescold'da el ele. 
- Kullip Meyva Kokteyli. (tekrar) 
- Philips (tekrar) 

- Yenilik, Yelpaze'de. En modern Yelpaze'dc 4- yeni foto roman. Bugtin glktl. 

-Hakikdt, Tatllcllann blitun tat111an kalitelidir. TatllCl1ar. l'atllcllar 
Karakoy'de. 

22.20-22.30 Tam Tam Reklam-Hediyeli Nasrettin Hoca Programl 

- Istanbul Kredili In§aat ve Turistik Tesisler in§a~t 9irketi bir evlik ar­
sa verecek. 

- Dikkat, 29 MaYls gekili§ine herkez katllabilir. 9anslar dileriz. 

- Istanbul Kredili In§aa t ve Turis tik Tesisler in§:±a. t 9irketi sayan hc,lkl-
mlZln arsa ve in§aat i§leri igin enmtisait §artlar temin eder. YarlSl pe§in 

yarls1 vadeli §irin evlere sahip olabilirsiniz. Az :oe§in, uzun vade mutena 

yerde bir arsa e.:.labilirsiniz. Sigortal1 i§gilere ve dar gelirli vatanda§la­
ra 3 bin parsellik yeni bir site kuruluyor. Sigortall i§giler igin bulunma­

yacak flrsat. Az pe§inat, uzun vade. 1st. Kredili in§aat ve Turistik Tesis­

let In§aat 9irketi. 

- 4 milyar ••• Ziraat BankaSl (tekrar) 

- T.I§Bankasl •• Isimler (tekrar) 
_ Grundig tr~nsistorlti teyp, radyo satl§l, tamiri Bak Bak'ta Bak Bak Ytiksek 

KaldlrlW'da. 
-Cannes Film Festivali •• Hayat Mecmuasl -(tekrar) 

- Akbank (tekrar) 

- Garanti Banka:sl (tekrar) 

22.30-22.40 Htirriyet Gazetesi takdim eder. Her okuyucuya 2400 lira. 

26!May!1965 

08~15 Ktigtik il~nlar 
-Shell super motor ya,gl §imdi de Ttirkiye' de. Her tip, her model otomobil 



-16-

iginher mevsimde Shell Super motor y~l. Shell Super motor yagl Shell istas­
lar1nda. 

- Sanayiciler ve ••• Ankara Gemisi (tetrar) 

10.30 KUgUk Il~nlar 

- Shell (tekrar) 

12.35 KUgUk Il~nlar 

- Yeni Gazete 27 HaY1s' ta okuyucularlna bir devrim ilavesi veriyor. 

- Bah tiyar olabilmemim bil' §arh da Umi t edebilmektir sevgili dinleyiciler. 

Siz de bir t~ill1 Piyango bih,ti al1n1Z. 

- Denizcilik BankaSl (tekrar) 

- 1ale Haz1r gar§aflan (tekrar) 

-Yeni Gazete (tekrar) 

- Birgok i§lerde sabrln sonu selamet, Hill1 Piyango da ise sebat1n sonu ser-

vettir sevgili dinleyiciler. Qekili§ 7 Haziran'da, bUyUk ikramiye 1 milyon 

lira, toplam ikramiye 7 5" 4 000 liradu. Bilet al1n1z ve sablrla bekleyiniz. 

- 1Uks Ankara Gemisi Fiatlar (telrar) 

- Her gok azdan olur :osevgilJiliinleyi't;:iler. 7 Haziran' da 1 milyon lirallk ser-

vet de bir Hill1 Piyango biletinden olacaktlr. Eu kUglik bileti cebini0e koy­

lIIaga bak1n1z. 0 kliglikbiletin 7 Haziran'da 1 milyon lira olmasl pel;: 1l.1~, 

IlllimkUndUr. 

- Shell (tekrar) 

_ 9imdiye Kadar Milli Piyc:ngo' dan kazanamadlnlz ml sevgili dinleyiciler? Fakat 

unutmaY1n ki en bliylik abideler de ••• (tekrar) 

17.50 Klig~K Il~nlar 

- Aksini kimsenin iddia etmege hakkl yoktur:Hill1 Piyango (tekrar) 

- Ev kad1n1nln ••• Lale HaZlr gar§aflarl (tekrar) 

- Istikbalin size ne hazuladlgln1 , ne mutluluklar hazuladl~lnl bilebilir 

misiniz sevgih dinleyiciler? Bilemezsiniz; ohalde nigin halinizden §ik~yet 

ediyorsunuz? GUnlin birinde sizin de bUyUk bir servete Mill! Piyango sayesin­

de kavu§mlyacag1nlz1 ne biliyorsunuz? Ilk f1rsat 7 Haziran. 

- Shell (tekrar) 
_ Sevgili dinleyiciler, eger insanln hayatlna istikamet veren kuvvetle~ birden 

fazlaise hie; §Uphe etm8yin ki bunlardan biri de NilU Piyango'dur. H.P. §im­

diye Kadar 1000 lerce vatanda§ln hayat1na yeni bir yon vermi§tir. ,7 Haziran'da 

Slra size gelmi§ olabilir. Bir' bile tIe 7 544 000 lirallk ikramiyelerden siz de 

bir hisse alabilirsini~. 
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- Babtiyar olabilmemin •• Mi1l1 Piyango (tekrar) 

- 29-30 MaY1s cumarteSi, pazar, gUndtiz gece 00cuk Esirgeme Kurumu'nun ter-. , v 

tipledigi istanbul Festivali Gtilbane Park1nda. 

18.00-18.10 Super sunar-Tanju Okan'dan istedikleriniz 
- 102 Y1111k •• Ziraat Ba~kaS1 (tekrar) 
- T.i§ Bankas1 •• isimler (tetrar) 

- Hayat 200 aileye 1 bafta tatil igin 1000 lira dag1t1yor. 3. kupon ve taf-
silat yar1n g1kan Hayat'ta. 

- Alt1n Y11d1z kuma§lar1 §imdi Avrupa dabi aran1yor. Yaz aylar1nda Alt1n Y11-
d1Z kuma§lariyle rabat ediniz. Alt1n Y11d1z Kuma§mar1. 

-Eski lastiklerinizi .... Good Year (tekrar) 

- Shell (tekrar~ 

- T.Halk Bankas1 (tekrar) 

-Kalite, zerafet Emniyet gomleklerinde .Emniyet gomlekleri. 

-T.Halk Bankas1 22 Y1111k tecrtibe ve 77 §ubesiyle emrinizdedir. 

- ipana (tekrar) 
- Paran1Z1n yurttakalmaS1 ••• T.P ve T.P.A.O. (tekrar) 

-UlkU Ticaret (tekrar) 

18.10-18.20 Deniz Reklam-Ugurlugil Ailesi 

-Sana §ark1s1 
-Kabvalt1da Sana •• (tekrar) 

- T.i§ BankaS1 .. isimler (tekrar) 

-Erko (tekrar) 

- Sbell (tekrar) 
- Tayfun Qoguk Bisikletleri. 
_ Extra Vim kapkacag1n1z1, bclUYO ve lavabonuzu temizler, parlatlr. Extra Vim 

mis kokuludur. 

- Erko (tekrar) 

- Pirelli (tekrar) 
_ C;:ok gUzel olmu§, nas11 yap11d1g1n1 tarif edcr misin? Tarife ne hacet, Tad 

mutfak margarinikullanusan yemeklerin daba lezzetli olur. Tad, c.ve t, Tad 

mutfak margarini. 

- Hoover (tekrar) 

- Akbank (tekrar) 
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18.20-18.30 Tayfun Reklam-Yurdumuzu geziyoruz program1nda Muzaffer Akglin 
- 4 milyar1 a§t1 •• Ziraat BankaS1 (tekrar) 
_ T.1§ BankaS1 ••• isimler (tekrar) 

- Glivenal zeytinleri Ustlin kalitelidir. 

_Gegen sene ••• Alt1n Y11d1z kuma§lar1 (tekrar) 
- Eee makarnaS1 (tekrar) 

- Yelpaze,Yelpaze,Yelpaze,birgok yeniliklerle. Ayhan I§1k'1n hayat hik~esi 
buglin Yelpaze'de. 

- Hakik1 terilen Area'n1n yUn terilen kuma§1d1r. 
_ Eti bisklivileri (tekrar) 

- 1pana (tekrar) 

- Su boreginde ve baklavalarda nefaset Karakoy'de GlillUoglu'nda. 

-Dogaeak goeuklara ne laZ1msa yaln1z Egilmez'de. Osmanbey. 

-Tlirkiye'de terilen kuma§ Bozkurt markasiyle sat111r. 

- Saylav (tekrar) 

- MUtehasS1S eleman, tam randuman, hakik1 gar~nti Dogan lastik kaplama fab-

rikas1nda. 

- 1yisini segelim, Kocata§ Kola igelim. 
- GUvenal zeytinleri agz1n1z1n tad1d1r.Glivenal zeytinleri. 
- Bir geng igin en bUyUk saadet Java motosikletine sabip olmakhr. Havada 

jet, karada Java.Java. 
-Bebek komple tak1mlar1 yalnil>Z Egilmez' de. Osmailbey benzinei kar§1s1. 

-Ada§ balatalar1. Emin Usta. 

- Kulaktan •••• 1skra (tekrar) 
-Yenilik ve kalite 1pek 1§ kuma§lar1nda. 

- Aygaz (tekrar) 
- Vitamin kaynag1 Kullip Meyva Sular1. 

-Kamil Kog (tekrar) 
_ gehrin en yak1n arsalar1 Ziya Ozden mliessesesinde sat11maktad1r. Ziya Ozden. 

18.30-1845 Anten Reklam- Orhan Boran ve Yuki. 
_ 102 Y1111k •• Ziraat Bankas1 (tekrar) 

- Talisman (tekrar) 

-Galeri Proteks (tek~ar) 

-Alt1n Y11d1z kuma§lariyle yaz1n rahat ediniz. 

- Philips (tekrar) 

- Fay (tekrar) 
- Sigorta i§lerinizde Semih Tuglu. 
-9ift emniyetli Aygaz tlipleri yalnu Aygaz'da. Aygaz. 
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- i§ Bankas2 •• isimler (tekrar) 
_ ipana(tekrar) 

Moda ilk Bahar Ana ve ilk Okulu kamp a92yor. KaY2tlar ba.§lam2§t2r. 
-Tat12C21ar (tekrar) 

- Evde, yolda, her yerde Yelpaze mecmuaS2. Gengligin sevgilisi Yelpaze yep-
yeni §ekilde g2kt2; gorlinUz. 

·Kredili Hesken (tekrar) 

- T.Ticaret BankaS2 (tekrar) 

- Radyolin di§ macunu, di§lerin Uzerindeki kir tabakas2n2 yok eder, di01eri 
temizler, parlat2r. 

- Roger Gallet(tekrar) 

- En gUzel tatilhediyesi motosiklettir; tabU Java olursa. 

- Kuliip Meyva kokteyli (tekrar) 

-Beykoz, Karakulak Suyu, Dag Restoran. 

- Nevtron radyosu (tekrar) 

- Yap2 ve Kredi Bankas2 (te,rar) 

18.45-10.55 l!'iliz Reklam-Nurten innap'la ad2m ad2m Anadolu 

- 4 milyar ••• Ziraat Bankas2 (tekrar) 

- T.i§ Bankas2 ••• isimler (tekrar) 

Yar2n Hayat mecmuas2'nda Fatih'in Ayasofya1ya giri§i. Hayat HecmuaS2. 

- Piknik (?arab2. 

- Qetin Altan'2n hadiseler yaratan Mor Defteri istanbul sinemalar2nda. 

- Sultan vermutu, Sultan §araplar2. 

- R."hat, hafif, Y2kanabilir •• B~ldim Bozkurt kuma§lan. 

-Tra§ta Poker Play New Gold ba§ta. Poker Play. 

-Super :Piliz diki§siz ka(hn gorab2. 

-SentO'. poplin yaz12k elbiselik kuma§t2r. Akw Tekstil. 

-En zevkli mobilya Ilinas Dekorasyon' da. Osmanbey. 

- Garanti Bankas2 (tekrar) 

_ Aslan12. Aslan12 g8 tallar2 zdriftir, Aslan12 ka:;aklar2 kali telidir, Aslan12 

ingaklar2 gardntilidir, Aslan12 servis tak2mlar2 ucuzdur. 

- Bozkurt al t2n poplin yazhk pantolonluk kuma§lal'l 1!'incanC21ar R2Z2. :Lralp I te. 

Shell (tekrar) 

- Saylav (tekrar) 
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- liJoda Testil kuma§lar~n~ muhakkak gorUntiz. :Joda Tekstil. 
- Hor IJefter (teli:rar) 

Az pe§inatl~, uzun vadeli arsalar, Btiytik~ostane kar§~s~nda Kredili In§a­
at :;>irketinde. 

19.50 KUgUk ila.nlar 

- Yeni Gazete Devrim ila.vesi (tekrar) 

- Anvkara Devlet Operas~ (tekrar) 

-Sevgili dinleyiciler, 7 Haziran piyangosunda 100 000 liray~ bd~~'nmiyorsa-

n~z onun Uzerinde 200 000 lira var. 200 000 liray~ begenmiyorsan~z onUi! lize­

rinde de 1 000 000 lira var. Birbiri tizerine y~g~lan bu para desteleri bir 

Milli Piyango biletinin altlnda bulufluyor. Sevc:ili uinlcyicilcr, henUz va­
kit varken 7 Hazirana Kadar biletinizi al~n~z. 

- LUks Ankar", Gernisi •••• lzmir' e de u;;;rayacak (tekrar) 
I . 

-Shell (teli:rar) 

-Singer diki§ makinas~ (tekrar) 

- T. Ticaret Bankas~llOO birller, apartman daireleri veriyor. Yaz gekili§ine 

i§tirak ediniz. 

- ipana (tekrar) 

TUrk Yurdu Dergisi' ni bayilerde bulabilirsiniz. Ttirk Yurdu zen[:in mtindere­

catl~. TUrk Yurdu. 

- insan~n hakiki dostlar~ndan biri de kendi servetidir. Size bu dostu kazan­

d~racak Hilli Piyango, 7 Haziran gekili§iyle hbmetinizdedir. 7 54~ OO,Jlira 

dag~hyor. 

-Yegane garantili radyo Kondor radyosu. Kondor radyosu. 

- Tan~d~klar~n~za sorunuz aralar~nda muhakkak Yap~ ve Kredi Bankas~'nda ikra-

miye kazanml§ birini bulacaks~n~z. 0 halde siz de paranlzl yat~r~n~z, artt~r~n~z 

- Ankara Devlat Operas~ (tekrar) 
-Kiraz agaC.1 altanda piknik, luran kuana yagl~ gtire§ler 5-6 Haziranda Te-

kirdag Festivali 'nde. 

- Lale hazu gar§aflan (tekrar) 
-Ye§ilyurt'ta 100 000 liral~k apartman daireleri hentiz kag~r~lmam~§t~r. Be-

sap agt~rmakta acele ediniz. Akbank. 

- Yani Gazete Devrim ila.vesi (tekrar) 

- ~oguk Esigeme Kurumu (tekrar) 
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22.00-22.10 getin Rek1am-Her hafta bir skeg 

- 102 y~ll1k •• Ziraa t Bankas~ (tekl'ar) 

iSim1er (tekrar) 

- Yarmn Baya t, okuyucu1anna J!'a tih' in Ayasofya' ya ••• (tekl'al') 
- Akfi1 merpo1in size yak~§lr. 

Sigorta1~ i§gi1ere Umraniye'de 10 000 daire1ik bil' site kuru1uyor.Ist. ~rediL_ 
- ~lor Defter (tekrar) 

- $eker Bank memleket hizmetinde yeni bir glgU ag1yor. Okulsuz be§ kayde 

be§ okul. $eker Bank tasarruf ikramiyelerinden higbir k1s~nh yapmadan, def­

ter ve benzeri hediyelerden yapacag1 hs~ntiyle 5kayde 5 okul yaptu~yor. 
-gal1§lrken Telefuni-en(tekral') 

- Eski lastiklerinizi ••• (tekl'ar) Good Year 

Uzun vadeli taksitlel'le slhh1 dail'eler BliyUk Postane kar§ls1nda Kredili In§. 

- Ava, piknike, i§e Java motosikletleri. Java, Jc.va. 

- Nembaclan bardaga yegane kola Kocata§ Kola. 

- Ne kadar fazla dU§linUrseniz dU§linlin gene :?amuk Bank'l segeceksiniz. glinkU 

kazc.nma §ans~nlz Pamuk Bank' ta daba fazlad1l'. Pamuk Bank. 

- EseI'. EseI' toz ve krem deterjanlarlnl bakkallar1nlzdan israrla aray~n~z. 

22.10-22.20 Bate§ Reklam- !1e§hur sesler, IDe§hur melodiler 

- T.1§ Bankas1 ••• isimler (tekral') 

- Hayat 200 aileye ••••• (tekrar) 

- Afiyetle buz gi bi Kullip Kola iginiz. 

- Senta poplin •••• Ak~n Tekstil (tekrar) 

-Aygaz f1r1n~ (tekrar) 
-Say~n bayi ve kitapg~larlm~z, Bate§ Bayilik te§kilat1n~n Ankara §ubesi· 

1 Haziranclan itibaren emrinizdetlil'. Adres: Hithat Pa§a No: •••• Yeni§ehir-Ank. 

- Yar~n Hayat okuyucularlna •••••• (tekral') 

- T.Tical'et Bankas~ (tekrar) 

- Hihat giyimin yazl~k ge§i tleri mUkemmeldir. 

-Cannes film E'estivali ••.• Bayat tvlecmuas~ (tekrar) 

- Kultip meyva sular~ (tekrar) 
_ Tam vaktinde i§ ba§~nda gtinkti Java motoru Val'. Havada jet, karada Java. 

Java motorsiklet1eri. Java. 
_ 1bak 01uk1~ mukavvada. 1bak. 
_ Mevcudu gtinden gtine aza1makta olan HayatAnsik10pedisinin 6 ci1t1ik tam 

tak~m1n1 almak1a ai1enize, goguk1ar~n1za fayda1~ olmu§ saY11~rs1n1z. 
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22.20-22.30 Santral Reklam- Her Telden- Gtilseren Gtivenli. 

- Ziraat Bankas1 4 Milyon (Tekrar) 

S1hhatimi seviyorum, Kocata§ Fruti igiyorum. 

- Jumbo yepyeni mOdellerle gene sofran1zda, en iyi gatal,~a§1k,b1gak Jumbo. 
- Ah gene perde Y1rt11d1. Tabii kocac~1m, ben sana Feyzan perde ray1 vc 
teferruat1 al demedim mi? Feyzan. 

- Krem Amber sizi gtizelle§tirir. Krem Amber cazibenizi artt1rlr. 
- Kalite Italyan Gondola boya f1rgalar1nda. 
- Saylav (Tekrar) 

- Ytilcsek kali te An Unlar1nda. ( Tekrar ) 
- Ttirkiye'de terylen kuma§-Bozkurt. (Tekrar) 

- Diki§te nak2§taEsiera en b&§ta. Esiera , Eli Ag1klar. 
- N1§anta§2nda apartuman • Garanti BankaS1. (Tekrar) 
- Krem Amber. (Tekrar) 
- Jumbo yepyeni modelleri. (Tekrar) 
- En iyisi Jumbo.(Tekrar) 

- Italyan Gondola boya f2rgalar1 Necati Ek§ioglunda. 
- Yavrular2n2z2 Ar1 unlar1 ile besleyiniz. 

- Ak1n Tekstilin i§lemeli ketenleri Irlanda ipegindendir. Ak1n Tekstil. 
- Diki§te nak1§ta Esiera.(Tekrar) 
- Israrla Isakol. (Tekrar) 
- Sabit ltiks badana boyalar2 (Tekrar) 
- Cannes Hayat'ta (Tekrar) 
- Dikkat kredili meskenler Kumburgaz. (Tekrar) 

I 
- Ih2 , Job kullan1yorum, Oho , Job kullan1yorum, Ya siz? Ben de Job kullan1yollUl 
- Merbolin Sentetik ve plastik boyalan. Herbolin 

22.30-22.40 Moran Heklam- Orkestralar Gegiti. 

- Hayat 200 aileye 1000 lira'(Tekrar) 

- g.B.S plastik boya, yuvan2Z1 gtizelle§tirir. (Tekrar) 

- Btittin han2mlar Hoover. (Tekrar) 
- Philips'in nam2 dtinyada. ,(Tekrar) 

- Tazesi Migros'da. 
- Ytiksek kalite Ar1 unlar2nda. 
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27/May/1965 

08.15 Ktigtik Ila.nlar 

- Motor yaglar~nda btiytik yenilik. Yar~n~n motor yag~ bugtinden emrinizde. 

Shell Super motor yag~. Shell Super motor yag~, Shell istasyonlar~nda. 

10.30 Ktigtik Ila.nlar 

- Motoryaglar~nda •••••• Shell (tekrar) 

12.35 Ktigtik Ila.nlar 

- $imdiye kadar ••.• Mil11 Piyango (tekrarl 
_ Lale haZH gar§aflan (tekrar) 

- Pazar gtinti yap~lacak gekili:'le kag kura numarasiyle ve hangi numaralarda 

gidiginizi hesabmH~n bulunu.ugu Yap~ ve Kredi Banka:s~ §ubelerinden o};re­

nebilirsiniz. 

- Ihtimalleri tecrtibe ••••• (tekrar) 

- 20 Haziran sizlere bir tek :'ley habrlatmal~; 0 d", Ltiks Ankara Gemisi 'nin 

Avrupa'ya kalk~§ tarihini. f.1tiracaat: Istanbul Gazeteciler Cemiyeti Binas~. 

- Hava Harp Okulu'na gid§ igin malumat. 

17.55 Ktigtik Ila.nlar 

- Ho to r yag lannda. • • •• She 11 (t ekrar ) 

- Ev kad~n~n~n ••••• Lale haz~r gar§aflar~ (tekrar) 
_ inan~n~z ki ktigtik tesadtifler •••• Milli Piyango (tekrar) 
_ Ltiks Ankara Gemisi 'nin 20 Haziranda Avrupa limanlar~na yapacag~ gezide 

c;ocuklara :%50 :tenzila t. 
- ~ertlerinizin baz~lar~n~ •••• Milll Piyango (tekrar) 

18.00-18.10 Incili Reklam-Bu sporcuyu tan~d~n~z m~? 

- 4 milyar ••• Ziraat Bankas~ (tekrar) 
_ Besler bisktivileri, Besler gikolatalar~, Besler §ekerlemeleri. 

- Kalitede rekor. Ishakol boyalar~. 
_ tlg Yild~z BcrnovallDah taniyeleri. tlg Y~ld1Z Bamovah Bahtaniyeleri. 

_ BUytik yenilik: Qift okge kunuura yaln~z Side'de. Side Beyoglu. 

_ Moda Banymlar~yeni tesislerle ag~lm~§t~r. 

_ Bozkur t yazl~k pantolonlar~ Finc".nc~lar R~za Eralp' te. 

_ Iyisini segelim Kocata§ Kola igelim. 

_ Bu kavanozda ne var? Ender zeytin ezmesm. 
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- roplin,yazl~k pantolonluk kuma§t~r. Akln Tekstil. 

- Dibrom. Sinek,sivrisinek, tahtakurusu ve bUtUn ha§erelere kar§~ Dibrom. 
- YUksek kalite Ar~ Unlar~nda. 

Emniyet Sand~g~ (tekrar) 
- Pirelli (tekrar) 

-Sabit LUks duvar bOYdlar~, plastikten gUzel, badanadan ucuzdur. 
-Oralet iginiz. C vitaminli taze portakal QzU. Oralet. 

-As kunduralar~ fevk~lad2 hamle yap~yor. 55-60 liraya yeni tip sat~§lara 
ba§lan~yor. As kunduralar~. 

- Rahat ••... Bozkurt (tekrar) 
- Hepimizin plaj~ MODA plaj~. 

- Telefunken (tekr~ 

- Kredili Meskenler (t~krar) 

- Motor yaBlar~nda ••.. Shell (tekrar) 

-Yavrular~n~z::t Ar~ Unlariyle besleyiniz • 

.,. Vak~flar Bankas~ •• Ogrenci hesab~ (tekrar) 

18.10-18.20 ErgUn Reklam 

- 102 y~ll~k ••• Ziraat Bankas~ (tekrar) 
_ ihtar ediyoruz •••. Good Year (tekrar) 

- Motor yaglan (tekrar) SheiLl 

- UlkU Ticaret (tekrar) 

- Tekfen ampulde ••• (tekrar) 

- YUksek kalite Ar~ Unlarl'nda. 

- Side (tekrar) 
- Emniyet Sand~g~ (tekrar) 

- T.Ticaret Bankas~ (tekrar) 

- l:pana (t ekrar ) 
- As kunduralar~ (tekrar) 

- Ambra buz aolab~ (cekrar) 
_ Yavrular~n~z~ Ar~ Unlar~ ile bes1eyiniz. 

-Side (tekrar) 
- Kamil Kog (tekrar) 
_ Raciyolar:m radyosu Nevtron radyosu. Nevtron, ilk TUrk radyosu. 

-dmUr boycmca ayl~k gelir, T.Vak~flar Bankas~'nda. 
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18.20-18. 30 Yo.p~ ve Kredi Bankas~ kUl tUr yay~nlar~ndan ni<;:in? nas~l? n'. rede? 

- Pazar gUnU jap~lacak ••• Yap~ ve Kreai Bankas~ (tekrar) 

18.30-18.40 Pe tek Reklam-~jualla. Mukadder ve saz arkada§lau. 

- 4 nilyar •• Ziraat Bankas~ (tekrar) 

- 9ama§~rlar~n~z~ YLpratm~yan, cildinizi bozm~yan saf Ayval~k sabunu Sezai 
elmer ~ladra sabunudur. 

- Yazl~k terilen kostUm mU yapacaks~nlz? Arca'n~n yazl~k terilen kuma§ln~ 
tercih ediniz. 

- Tatl~ ve cana yakw ..... Tokalon Rujlau (tekrar) 

- Millet Yapar karnpanyaslna siz de kahl~n~z. 

- Yeni tip As kunduralarl sa tlfia g~kar1l1yor. As kunduralar~. 

]'ay temizleme tozu (tekrar) 

- Garanti Bankas1 (tekrar) 

- Emniyet Sand1g;~ (te~r[U') 

- Tokalon'un gece ve gUndUz kremlerinin tertibine ila.ve edilen ilmin son bu-

lu§u idrokret en kiiC;Uk hUcrelere kadar nUfus ederek ciliinizin nemli kal­

maS1n~ saglar. Tokalon'la cildiniz. daima canl~ ve tace'iir. 

- Antalya Tekstil (tekrar) 

- Tokalon pudras~ (tekrar) 

- ~lillet Yapar (tekrar) 

- DUnya gap~nda bir §ohret, muamela tlnda dogruluk ve sUra t Osmanl1 Ban:·:as~' da. 

1 As~rl~k mazinin k[,zand1rdl,~'1 itimat, bankac1l~kta tecrUbe vo bilgi:;smanl1 

Bankas~' nda •. Her Ug ayda bir gekili§, s~k s~k kazanma §ans~ C)smanll BankaSJ.' n 

da. Tasarruflar~zl Osm8.nl~ Bankas~' nsa degerlendiri niz. Osmanl~ l3ankas 1. 

,18.40-18.50 Tung Reklam- Cern sunar-~jikrofon Dergisi 

- 102 y~ll~k ••.• Ziraat Bankasl (tekrar.l 

- Aman ne glizel, yeni mi? HaYlr Erar Hoffman'da temizlettim. 

- Iskra .. (tekrar) 

- Moter yaglannda •••• Shell. (tekrar) 

- Philishave (tekrar) 

- Ece makarnas~ (tekrar) 

- Membadan •••• Kocata§ Kola (tekrar) 

- Tekfen ampulleri •••• (tekrar) 

- 8 Haziran ak§am1na kadar tasarruflar~n~zl Emlak ve Kredi bankas~nda toplayarak 

yaz gekili§inde istanbul Atakoy de apt. daireleri ve diger muhtelif k~ymette 
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para ikramiyeleri talihlileri araslna girebilirsiniz. TUrkiye "Imlak ve kredi 
bankaSl. 

- Telefon ihtiyaClnlZ igin tek isim Iskra ,Iskra. 

- Plajl, yemek salonlarl, mevsimde be§ gaylarl servisi ile Turizm Bankasl 
Yeniktiy Bogazigj. gazinosu hizmetinizdedir. 

- DUnyada rakipsiz Enesu motorlu bisikletleri , Enesu-Enesu. 
- Glrglr giren eVde dlrdu Q];maz •. 
- Ucuzu Migrosta. (tekrar) 

- Yeni tip As kundrasl satl§a glkarlllyor, ~ Kundralarl. 
-Roje Gale (tekrar) 

- Ticaret bankasl yaz gekili§i (tekrarj 
- Philip~in naml dUnyada (tekrar) 
- Sun restoran Yenikoy 

- Yeni bir hizmet,Eski§ehir yolunda Kamil Kog. 
-·Emniyet Sand~l (tekrar) 
- Sente poplih ••• akln Tekstil (tekrar) 
- Besler Bisktiileri (tekrar) 

-Mevsimlerde 21 Haziranda yaz ba§lar, Vaklflar BankaSl (tekrar) 

*8.50-19.00 HUrriyet Gazetesi 6 ayda Almanca Dersleri. 

19.45 Klsa haberler. 
- Motor yaglarlnda yenilik. Shell (tekrar) , 

22.00-22.10 Yankl yaYlnlarl- Akbank igin hazlrlanan TUrk mUzigi dinleyici istekl~ 

- Qekili§te kazananlarln isimleri. 

22~10-22.20 Tam Tam REklam - istanbul Kredili in§aat ve Turistik Tesisler 
imar §irketi Programl.-Hediyeli Nasrettin HOCQ 

- istanbul Kredili in§9.at ve Turistik tesisler imar §irketi saYln halklmlZln 
hizmetindedir. YarlSl pe§in, 5 sene . vade ile Bakukoy, Sirinevler'de slhhi bir 
daireye sahip olabilirsiniz. Az pe§inat uzun vadeli taksitlerle Umraniye , 
Qengelkoy, KUgUkgekmece ve Londra asvaltl Uzerinde bir arsa alabilirsiniz. 

Sigortali i§giler kooperatifi dar gelirli vatanda§lar; Umraniye de 40 bin 
nufuslu bir site kuruluyor. Az pe§inat, uzun vadeli bir arsasahnalma :j.mkanla­

rlndan istifade ediniz. Istanbul Kredili mesken §irketi hizmetinizdedir. 

- Garanti bankasl Ni§anta§lnda apt. dairesi ••• (tekrar) 

- Anapa gocuklarlnlzln bonmar§esi. Anapa. 

- Ece makarnasl ••••• (tekrar) 
_ in§aatcllar dikkat! Kerestede damping. Oz.can Tuna Be§ikta§. 

- Aranan siyah sapll boya fngalarl Necati Ek§ioglu'nda. 

- MerhabalBen Job ••• (te.krar) 
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- Avrupa' '!i~ §a::;artan model ve renkler Klas' tao Klas Beyoglu I nda. 
;rundig Teyp ••••• Bak Bak (tekrGr) 

Her nevi Oadana ve boya Ist&nbul Boya' da. Sirkeci Gar kar§~s~. 
T.Ticaret Bankas~ (tekrar) 

~2. 20-2,2. 30 Soley Reklam-Unutulmayan melodiler 

4 milyar ••• Ziraa t Bankas:L (tekrar) 
Ip&na (tekrar) 

Oralet Handalin iginiz. Taze C villaminli Oralet mandalin ozil. Oralet. 
;aran ti Bankas~ (tekrar) 

Fevk~lede •••• As kunduralar~ (tekrar) 

Millet Yapar (tekrar) 

Tekfen ampulde ••• (tekrar) 

Emniyet Sand~§~ (tekrar) 

.pamuk Bank 705 bin lira veriyor. Pamuk Bank tahsil bursu veriyor. Pamuk Bank 

;ek kelimeyle 11 y~ld~r sizlere gilven veriyor. 

Oralet portakal (tekrar) 

t'lillet Yapar (tekr~) 

Dibrom (tekrar) 

Kocata§ Fruti (tekrar) 

T.Ticaret Bankas~ yaz gekili§inde apartman dairesi ve ge§itli para il:ramiye-

.eri veriyor.5 Hazirana Kadar paralar~n~z~ T.Ticaret Bankas~'nda toplay~n~z. 

Kredili Heskenler (tekrar) 

Rahat,hafif •••.. Bozkurt (tekrar) 

T.Vak~flar Bankas~ ogrenci hesab~ (tekrar) 

!2.30-22.40 Yonca Reklam-Feriha Tunceli'yi dinliyeceksiniz 

Diki§ makinas~ m~ alacaks~n~z? Zetina. 

Uyumaktan da rahat; Ayaz Turizm'le sey,_hat. 

Uni versi teler giri§ imtihamna hazl1'l:arnm. kursu Bilgi Ders.nesi. Cagaloglu. 

Cennet Bahgesi kamp ve piknik yeri ilizmetinizde. Ccnnet Bahgcsi KUgUk Qekmece. 

A, salon tak~rnlarl.na bay~ld~ml Sihir Mobilya'dan ald~m. Sihir,Sihir,Sihir. 

,ihir Mobilya Kad~koy' de. 

·Emniye t Sand~g~ (tekrar) 

. Sjaheser !talya'dan m~? Hay~r, Leydi'den. 
·Herbolin'in yeni ve ucuz Merbomat (iuvar boyalar~ sayesinde ldreg boyalarlna 

laydos. 



-28-

_ Roger Gallet (tekrar) 

-Harika Paris'ten mi? Leydi'den. 

-zetina bedava diki§ makinc,sJ., bedava radio da€J. tJ.y6r. Siz de istifade ediniz. 
"'- Emniyet gomlekleri (tekrar) . 

- Nereye? Leydi'ye. Ben de Leydi'ye. 

- Dani, Dani. Dani AVl'utla ayarJ.nda yet;",ne boya flrc;asJ.dJ.l". 
- Nato §araplarJ. sJ.hhat ve ne§(O yaratlr. Her Zflman he.r yercL Nato ;;;a;r:.;llarl. 
- Sevgilim sac;larJ.n C;·ok giizel olmu§. 'rabii Kuafor :;iikrti' den geliyor\1m. 
- TatllcJ.lann btittin •••.•.• (tGkrar) 
_ Millet Yapar (tekrai) 

_ Ordet portakal (tekrar) 

-steno kurslarJ. ba§ladJ.. Ttinel Dersanesi. 
-Erko (tekrar) 
- Philishave (tekrar) 

- Hem ucuz •••• T.P ve T.P.A.O. (tekrar) 
- YavrularlnJ.zi ArJ. UnlarJ. ile besleyiniz. 

- Erko (tekrar) 
-Cannes film ••• Hayat Mecmuasl (tekrar) 

- Binaca (tekrar) 
- Akfil merpolin size yakl§J.r. 

- Shell (tekLr) 
- Yapl ve Kredi BankasJ. (tekrar) 

28/May/1965 

Kuc;uk ila.nlar 
_ Ev kadJ.nlnln gar§af dikme derdi Lale hazlr gar§aflarJ. ile sona erdi. Lale 
hazlr gar§aflarJ. son moda 5 renktir. Lale haZlr gar§aflarJ. bir Santral 

mensucat mamuludur. 
- Shell super yagl ••• (tekrar) 
_ LUks Ankara gemisi ••• ~iatlar. (tekrar) 

- 29-30 MaYls ••• 90cuk esirgeme Kurumu • (tekrar) 

10.35 KuC;uk ilanlar 

- Shell Super (tekrar) 
12.35 KUgUk ilanlar 

- Yeni Gazete her Pazar paralS!J:.z ilave veriyor. Yeni Gazete1nin bu ilavesi 

Yazllk mayo ve kadln elbisesidir. 
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- Dertlerinb;in bir k~smw~ bir i!1i1l1 Piyango bileti ile gidermek mlimklindUr. 

Bir anda 1 000 000 lir~n~n cebinize doluv~rmesi, cebinize atacag~n~z bir 
Hillt Piyango bile ti ile miimkiindiir. 

- Denizcilik Bankas~ (tekrar) 

- LUks Ankara Gemisi ..... Izmir' e de ugrayacak.( tekrar) 

- Birgok i§lerde sabnn sonu •••• Millt Piyango (tekrar) 

- 2~-30 Qocuk ESirgeme Kurumu (tekrar) 

- Yeni Gazete ••••• mayolar (tekrar) 

- Lale haz~r gar§aflar~ (tekrar) 

Shell (tekrar) 

13.40 Ye.ni Ajans'~n T.i§ Bankas~ igin hazulad~g~ Dogru mu? Yanh§ m~? 13.55 

- Kurulu§ y~l~ndan bu yana halka hizmet yolunds, higbir fedakarlJ,ktan kag~nma­

yanT.i§ Bankas~'na halk~m~z artan bir tevecciih gosteriyor, T.i§ Bankas~'na 

giiveniyor. T. i§Bankasl da bu tevecciih ve giivene layilt olmak gabas~ igindcdir. 

19 May~s'ta yap~lan 7' milyon lirahk dev gekili§. T.i§ Bankas~'n~n tasarrufu 

te§vik yolunda yapt~g~ §eylerden sadecs bir tanesidir. T.i§ Bankas~ tasarruf 

sahipleri igin daha nice dev gekili§ler hazuhyacakt1r. T.I§ Bankas~ yeni 

siirprizini, 'pek yak~nda ogreneceksiniz. T .i§ Bankas~' n~n diinyada mev'cu t en 

modern sistemlere gore kurulmu§ servislerinde'.Her tiirlii banka i§leri menfa­

atinize uygun §ekildegoriiliir~ T.i§ Bankas~'nw herhangi bir §ubesine giri§-

te kendinizi samimi, swac~k bir hava iginde bulursunuz. Ustelik T.i§ Bankas~nd., 

para biriktirenler, gekili§lere kat~l~p, cazip ikramiyelerden kazanma §ans~-

na r,'ahip olurlar. T.I§ Bankas~'na giiveniniz, T.i§ Bankas~'n~ tercih ediniz 

sevgili dinleyiciler. T .i§ Bankas~ I na giivenenler daima karl~ g~kln§lard~r. 

T.i§ Bankas~'n~n ikramiye gekili§leri halk huzurunda, otomatik makinalarla 

yap~lmaktad~r. T.i§ Bankas~ paran~z~n. istikbalinizin emniyetidir. 

17.55 Kiigiik ila.nlar 

_ Ummad~k ta§ ba§ yarar,derler sevgili dinleyiciler. Ummad~gln~z bir zamanda 

bir Hil11 Piyango bileti sizi milyoner yapabilir. Qekili§ 7 Haziran' da. Bile­

tiniz varsa 7 Haziran hayat~n~z~n doniim noktas~ olabilir. 

- Lale haZH gar§aflar~ (tekrar) 

Eger insan~n hayahna istikamet .. •• Milli Piyango (tekrar) 

18.00-18.10 Murat Reklam-Tiilin Korman'dan size 

-102 y~ll~k ••• Ziraat Bankas~ (tekrar) 

_ Plastik stor pancurlJ.r Kamping I de. KampingElmadag No: •• imalat t'lastik 

Sanayii Qukurel izmir. 
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- Hal~ Saray~, hal~lar~n saray~d~r. 

- Sabi t Liiks duvar boyalan (tekrar) 

- Zevkler ve renkler Co§kun'da bulu§tular. CO§kun. 
_ Yavrulan~~~ Ar~ Uniar~ ile besleyiniz. 
_ Aygaz (tekrar) 

- Oylesine ig ag~Cl, 0 kadar sa.1lam Erescold buz. dolaplar~. 1965 Prescold 
buz dolaplar~. 

- KemanCl Mensucat bahtaniyelerini daima tercih ediniz. 
_ Pirelli (tekrar) 

_ Kamil Kog (tekrar) 

- Besler Biskiivileri, Besler gikolatalarl. herkesi besler. 

-Eren Triko'nun mevsim yeniliklerini gorUniiz.Eren Triko. 

- Giingor'de bulU§ul~m, en gUzelini, en zarifini alallm. GUngor. 

-Emniyet Sand~g~'n~nl/2 milyonluk yaz ikramiyeleri gekili§ine kat~labilmek 
igin biitiin tasarruflarlnlzl 7 Haziran ak§amlna kadar Emniyet Sand~g~'na 

yat~r~nlz. Emniyet Sandlg~. 

-Co§kun (tekrar) 

- Saylav (tekrar) 
_ Akfil merpolin size yakl§lr, Akfil merpolin sizi gUzelle§tirir. 

_ Yiiksek kalite Arl Unlarl'nda. 
_ Merhaba, ben Job. Aglk altln sarlSl renkte, hakiki Isveg geligindenim. 

Aman taklitlerimden saklnln. Job, Job, Job tra§ blgaklarl. 

- BeTeBe (tekrar) 
_ Hall saraYl Cagaloglu Nuri Osmaniye'de. 
_ Kundurada GUngor. Qantada (}iingor. GUngor, Harbiye' de. 

_ Israrla.Ishakol (tekrar) 

18.10-18.20 Ate§ Reklam-Ugurlugil Ailesi 

- Sana §arklsl 
_ Kahvaltlua Sana ••• (tekrar) 

- Akaank (tekrar) 

-Ece makarnaSl (tekrar) 
_ QBS plastik boyalarl yuvanlzl giizelle§tirir. 

_ Nasll yaplldl'~lnl tarif eder misin? ..... Tad (tekrar) 

- Her§ey Migros'ta. 

- Binaca (tekrar) 

- Shell (tekrar) 
-Evde, sokakta, plajda Tokyo Ginza. 

_ Tekin Erer •••• Son Havadis •• (tekrar) 
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- Erko (tekrar) 

- Ender zeytin ezmesi her ya§taki insanln gl dasldlr. 'ender. 

- Akfil merpolin ~ize yakl~lr, Akfil merpolin sizi gUzellc§tirir. 
- Extra Vim plrll plrll yapar, Ext V· . k k 1 d re. 1m mlS 0 u u ur. 
- T.Tiearet BankaSl. (tekrar) 

18.20-18.30 Teleks Reklam-Sevim TanUrek vc bir istek 
- Yeni bir rekor ••• Ziraat BankaSl (tekrar) 

-MUjde, Fenerbahge plaj ve gazinosu pazar gUnU aglllyor. 
-ipana (tekrar) 

- Eee makarnasl (tekrar) 

- TUrkiye Halk Bankasl halkln bankasl. Tasarruflarlnlzl Halk Baakasl'nda top-
laYlnlz. 

- Kores saatleri •• 

-Roger Gallet (tekrar) 

- iyisini segelim Koeata§ Kola igelim. 

- Yemek odaSl harika. Sihir Mobilya'dan aldlm. Sihir. 
- Ambra buz dolaplan .. (tekrar) 

- Unii Tiearet (tekrar) 

- Saylav (tekrar) 

- Tiirkiye'de terylene ••• Bozkurt (tekrar) 
- Afiyetle •••• Kuliip Kola (tekrar) 

- Emniyet gomlekleri (tekrar) 

- TUrkiye Halk BankaSl 27 Yllllk tecrUbe, 77 §ube ile emrinizdedir. 

- 26 sene garantili isvigre saatleri. Kores, Kores. 

-yatak odaSl fevkalade. Sihir Mobilya'dan aldlm. Sihir. 

- Shell ~tekrar) 
- Herbolin senLtik, plastik boyalarl. Boyaelnln a§kl. 

-Kores saatleri (tekrar) 

- Bir geng igin ••• Java (tekrar) 

- KulUp Meyva Sularl (tLkrar) 
_ A, salon taklmlarlna baylldlm. Sihir t~obilya' dan aldlm. Sihir. 

18.30-W.40 Lir Reklam-Ahmet Sezgin'in sesinden 

- 102 Yllllk ••. Ziraat Bankasl (tekrar) 
- Imper ve Selka suya kar§l. Imper ve Selka rutubete kar§l. imper ve Selka 

teerit maddelerini kullanlnlz. 

-Shell Super (tekrar) 
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- Emniyet Sand1~1 (tekrar) 

-Afiyetle •••• KulUp lola (tekrar) 

-Tekin ~rcr ••. Son Havadis.(tekrar) 

_Senta poplin •• (tekrar) 

- Hem uc~z ••• P.O. ve T.P.A.O. (tekrar) 

- Eti BiskUvileri (tekrar) 

$ehrin en yalnn arsalar1 Ziya bzden' de sat11maktadJ.r. Ziya bzden J3eyazJ. ttadJr. 
-Kopuz gamlekleri(tekrar) 

- Ucuz, daha ucuz, daima §J.k. Dilberler. 

- Shell Super (tekrar-) 

- Roger Gallet (tekrar) 

- Hembadan •••. Kocata§ Kola, (tekrar) 

- Alaturka y;c, taklara veda. 3J.hh!, rahat, 5 sene g2.ran tili Oya somyalJ. ya taklarJ.. 

18.40-18.70 Genger Reklam 
~. 

- tlUnyanJ.n dart bucai~J.nda tanJ.nan tek marka AEG. Buz dolabJ., <;;ama§J.r makine-

sinde en UstUn kalite AEG. Sizde,herkesin tercih etti~i mc .. rka,.rL:G'yi tercih 

ediniz. 

-Philips (tekrar) 

- En gUzel tatil. •••• J,,,-va (tekr",r) • 

- Yenilik ve kalite Ipek l§ kuma§larJ.nda. 

-Hakikat, TatllC11ann bUttin mamo.lleri ....... (tekr",r) 

- Aygaz f1r1n1 (tekrar) 

- Krsdili Meskbnl~r (tekrar) 

- Yar1n Ses Becmuas1 sinema c;evrelerinde bUyUk akisler yapacak bir y .. Z1 ya-

;pn11yor. Sinema artistlerinin ihtiraslarJ.. Yann Ses HecmuasJ.' nda. 

19.45 KUgUk tlBular 

- UmmadJ.k ta§ .... Milli Piyango (t8kr'ir) 

- 1al" haZlr gar§aflar:~ (tekrar) 

- Ankara Devlet Operas1 (tekrar) 

- Shell Super (tekrar) 

- T.Ticaret BankasJ. (tekrar) 

- YapJ. ve Kre di Bankas1 (tekrar) 

- TUrk Yurdu Dereisi (tekrar) 

- KUgUk tesadUfler •••. Millt Piyango (tekrar) 

- ipana (tekrar) 

_ Pehli vanIaI' dikkat, bileginize giiveniyorsamz 5-7 H8ziranda 'l'ekirdag Kiraz 

Festivali giire§lerine katllJ.n1Z. 
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- Yeni Gazete ••• yazllk mayo (tekrar) 
_ Kondor radyosu (tekrar) 

- 7 Haziran piyanGosundc. 100 000 b~Eenmiyors'~nlz •••• !.lill't Pi~sngo (tokrar) 

- Yenilik iizerine yc.nilik. Sancak Tiil" muhtcreGl mU§krilerini biL' kiilfet-

ten daha kurtarlyor. TUl igin did§ paraSl vermege paydos. Sancak Tiil ok fi­

at almadan, ambalajdan allulp pencereye takllacak tiil imal ediyor. Tafs:,lat 
Sirkeci Dogu i§ Hanl. 

_ Yeni Gazete ... yazllk mayo .. (tekrar) 

- 29-30 Qoeuk Esirgeme Kurumu (tekrar) 
_ Ankara Devlet Operasl (tekrar) 

_ Akbauk (tekrar) 

_ Sanayiei ve tacirler •• LUks Auakara Gemisi (tekrar) 

_ istikbalin size nel0r haElrladlglnl •••• Mill't Piyango (tekrar) 

_ 8 Hazirau ak§amlnd kadar tasari'uflarlElzl Eml~k ve Kredi Bankasl'uda topll­

yarak, yaz gekili:;;inde Atakoy'de apartman dairesi ve muhtelif klymutte 1)ara 

ikramiyeleri talihlileri araSlna girebilirsiniz. Eml~k ve Kredi Bankasl. 

22.00-22.10 Karamani Reklam-Nefeslerini tuttular 

-102 Yllilk •••• Ziraat Bankasl. (tekrar) 

_ Eee HakarnaSl (tekrarl 
_ Yazln en iyi giinler lui Beykoz Kc:.rakulak Dag Restoran' dc~ gegiriniz. 

_ Afiyetle ... KulUp Kola (tekrar) 

- Philips (tekrar) 

- Saylav (tekrar) 
_ Emniyet Sandl:l (tekrar) 

_ T.Ticaret Bankasl (cekrar) 

- Philishave (tekrar) 
_ KulUp Meyva Kokteyli (tekrar) 

- Aygaz flrlnl (tekrar) 

- Telefunken (tekrar) 
_ Java varsa otomobilim yok diye ..... (tekrar) 

_ Yiiksek !c0.1i te Arl Unlarl' uda. 

- Kredili Meskenler (tekrar) 
_ Yavrularlnlzl Arl Unlarl ile besleyiniz. 

_ Slhhatimi ••• Koeata§ Fruti (tekrar) 

22.10-22.20 Giiven Reklam-GonlUnUze gore 

_ Ne kadar fazla ••••• Pamuk Bank (tekrar) 

_ Genglik, diuglik, huzur Balana'da. Balana. 
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- TUrkiye' de terylene ... Bozkurt (telcrar) 

- Temizlikte Teksin, gamaglrda Teksin, bulaglkta Teksin. 

- Flrsat onUnUzde, gans elinizde, Istanbul BankaSl hizmetinizde. 

- Jumbo yepyeni modellerle soframzua. En iyi gatal, ka:pk, olgai, Jumbo. 

- 9 c'hre yakln kredili meskenler BUyiik Postane lcarglslnda Kredili tngaat ;jirk~ti. 
- En gUzel tatil ••.. Java (tekrar) 

- Akbank (tekrar) 

- Hem ucuz •• P.O ve T.P.A.O. (tekrar) 

- 200liranlzla 100 000 liraYl Pamuk Bank' tan kazanabilirsiniz:. 100 000 lira 

ile de 50 000 lirallk iki apartman dairesi alabilirsiniz. Pamuk Bank • 
- Balana (tekrar) 

- Saylav (tekrar) 

- Nevtron radyosu (tekrar) 

- T.Vaklflar Bankasl ogrenci hesabl (tekrar) 

22.20-22.30 GUney Reklam- 9iir ve melodi 

- 4 milyar •••. Ziraat BankaSl (tekrar) 

- Misafirlerinize Konak Viyana Karamela. 

- Fay temizlemetozu (tekrar) 

- Canll ve teninize ~ygun dudaklara sahip olmak istiyorsanlz Tokalon'un ge-

§itli renkteki rujlarlnl kullanlnlz. 

- Komili zeytin y~~larl 82 Ylldlr mutfaglnlzda. Komili zeytin yaglarl. 

- Aygaz flrlnl (tekrar) 

- Balvi t yagllllk ve ge§i tli sebeplerden meJ'dana gelen yor"unluklan b,.rtaraf 

eder. Bal-Vit 

- Paranlzln yurtta ••.• T.P.A.O. (tekrar) 

-Ipana (tekrar) 

- Saylav (tekrar) 

- Tokalon pudraslnln fatilasyon serisine dahil renkler her t"ne her :iUze 

en uygun havaYl verir;' 

- GUneg vo tarih §ehri Ant'"lya.~imdi de poplinleri, pantolonluklan ile 

Antalya Tekstil. 

- Bal-Vit zinde bir gall§ma giicU saglar. 

_ En kaliteli Ayvallk·zeytin yagl Komili zeytin yaglan 
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22. 30-2?~4Q Ugur Reklam-Al tlYl bil, §eytana 

En ekonomik,en en emin gaz Aygaz. 

- Emniyet Sandlgl (tekrar.) 
_ Erko ·(tekrar) 

uyma 

Max Factor hctnlmlarl d,wet eder. Max Factor'ln makyaj mUtehasslsl, cilt 

baklml, modern makyaj ve gtizellik tavsiyelerini Ucretsiz gostermektedir. 
mUracaa t: E1hamra ParfUmeri ]vlagazasl. 

- Zarif erkegin gom1egi Paksoy nylon tekstir. Paksoy nylon teks gomlegi. 

- Rahat, hafif •••• Bozkurt (tekrar) 

- Say1av (tekrar) 

YUksek kalite Ara Un1arl'nda. 

GUze1 kadlnln kr'emi Debak aCl badem yagl. Debak. 

Yavrularlnlzl Arl Un1arlile besleyiniz. 

Akfil siee yakl§lr. 

- Misafir1erinize Konak Viyana Karame1a. 

22.40-22.45 Yay1a Hakarnasl- Isteyin galallm, bilin verelim. 

- Rek1am hakikati soylemezse klyoietten dU§er. Yay1a irmik makarnasln,.an §a§­

maYlnlz. Yay1a ir'mik makarnaslnln nefasetini an1amak igin tek gare 'tecrUbe 

etmenizdir. 

- Midesini koruyan1arln omrU uzun olur. Hidesin.i seven1er yemege Yali1a irmik 

rnakarnasiy1e ba§lar1ar. Saf irmik Yay1a makarnasl, 1ezzeti ve nefasetiy1e 

ba§tadlr. 

- GorUp begendi1er, pi§irip tecrUbe etti1er; Yc.yla maharnaSl harikadlr, deui-

1er. Yay1a makarnaSlnl siz de tecrUbe ediniz. Yayla makarnaSlnln ikramiyesi 

rnakarnaslnln kalitesidir. 

Saturday/~L.y 1965 

08.15 KUgUk I1an1ar 

- TUrk Yurdu Dergisi (tektar) 

- La1e haZll' gaqaf1arl (tekrar) 

- Sanayici ve tacirlcr .. LUks Ankara Gemisi .. (tekrar) 

_ Maden, enerji ve bankaClllk faaliyetleriy1e mem1ekEt ekonomisine Ug ayrl 

yonden hizmet eden Eti Bank'ln mi1yar1an. a§an varl:'-!';l, mevdua tlnlzln temi­

natldu. 
_ 90 cuk ESirgcme Kurumy. 11 Merkezinin he.zlrlad,.gl Istanbul l!'estivali bu ak§am 

Ve, yarln GU1han2 Parkl' nda. Sevim Tat1Urek, Oz tUrk. Serengil. ••••••• GU1hane 

Parkl'nda. 
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12.12 Ktigtik 11~nlar 

- YeniGazete .• Ylzllk mayo (tekrar) 

- Shell Super (tekrar) 

- Yeni Gazete •• yazllk mayo (tekrar) 

- Ltiks Ankar~ Gemisi ••• fiatl~r (tekrar) 

- tnsanln dostlarlndan ••••• Mil11 Piyango (tekrar) 
- Shell Super (tekra.) 

- Ankara'd"c Kavaklldere'oe, Kaloriferli, ;:;arkeli, tam konforL;. apartman o.aire-

leri, zengin ve ge:;;i tli para ikramiyelel'i; T"sarruflarlnlzl Eti Bank' ta top­
llyanlarlndlr. 

- QocukEsigeme Kurumu ••.• Sevim Tanlirek ••• (tekr .. r) 

14.00-14.10 Sevil Reklam- Saz ve sozle deyi:;;ler dde :B'atma Ttirkan,Saim uygun 

- BankaClllkta stirat Demir Bank'ta. Yliksek isabet :;;ansl Demir Bank'ta. Her 

gekili § te apartman dairesi Demir Bank t tao 

- Ipana (tekrar) 

Viper, iki deterjan, iki gama:;ar suyu yerine otomobil, gama:;;.lr makinasl, 

bisiklet, radyo veriyor. Vi~er. 

- Senenin kumagl Moda Tekstil kuma:;;l. 

- Ytiksek kali te ArlUnlarl' nda. 

- Emniyet gomlekleri (tekrar) 

- Kores saatleri (tekrar) 

- Turan Oguzba§ fln beklenen ki tabl, "Yagan;,;aml§ Mektuplar" glktl. 

- Teksin (tekrar) 

- 000 •. ,Job kullanlyorum. 

- Hodelde yenilik, kalitede listlinltik Akln Nobilya'da. Akln Hobilya Humeli 

Caddesinde. 

- f.j: .. rbolin sentetik ve plastik boyalarl. t-lerbolin boyaClnll'l a§kl. . 
- Htij deliyoruz, gOhretli Crosley buz dolaplan hizmetini<:;d~dir. Hemen: bir 

Crosley buz dolabl almakta acele ediniz. Crosley, Crosley. 

- Kali te, zerafet, desen I·loda Tekstil kuma:;;lar1l1da. 

- Erdem kahveli karamelalarl kahve zevkin.l verir. Erdem. 

- Danfil (tekrar) 

- Yavrularlnlzl Arl Unlarl ile besleyiniz. 

_ Evet, artlk kullanacagJ.nJ.z kali teli ve ucuz duvar boyaSl merbomat. l1erbo-

lin boyaclnlD a:;;kl. 

- Radyolin di:;;leri temizler. 
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- Rahat, hafif ••• ;:;ozkurt (tekrar) 

- Lezeet ve rayihaslna herkesin hayran k"ldl?:l Hindistan cevizli Arl [(oko 

biskUvileri yeniden satJ.:;;a 8rzedilmi§tir. 

- Dar gelitli va tanda:;;lara urnraniye' de 3 000 parsellik yeni air si te kurulu­
yor. 

- Annecigim, 'ekmegime Ender zeytin ezmesi c:Urer misiniz? 

- Nevsimlerde 21 Haziranda yaz ba§lar. ikr, .. miy,. de 21 Haziranua ogrenciye im-

kan saglar. Mevsimlerd0 yaz, giine§ ve slhhatin misali, ikramiyede tahsi 1 

bursu, istikbalin misalidir. T. Vaklflar Bankasl. T. Vaklfh.r ,;ankaSl. 

14.20-14.·12 A§kln Reklam-Hafta sonunda TUrk miizigi, Safiye Filiz-BUlen tOral 
- iskra (tekrar) 

- Moda Tekstil kuma§l zerafetin semboludur. 

- YUksek kalite Arl Unlarl'nda. 

- Tiirkiye'de terylene ... Bozkurt .. (t~krar) 

- Darva:;; Restoran Hisar'da. 

Akfil size yakl§lr, Akfil sizi gUzelle§tirir. 

Kopuz gomlekleri.(tekrar) 

- Saylav (tek~ar) 

- Senta p.;plin •• Ahn Tekstil (tekrar) 

gocuklarlnlza mUjde, Moda'da kamp aglllyor. Bu kampa iki ya~lndan i~ibaren 

ana ve ilk okul gagwdaki gocuklarlnlz faydalanacaktu. Saoah 08.00 den ak­

:;;dmlarl 18.00 e kadar gocuklarlnlz okuyacak, g8zecek, eglenLc"k, denize ciire­

cek ve istirahat edecektir. gocuklarlnlZln sagllgl oZ01 kamp doktoru tarafln­

dan kontrol edilecektir. Kamp gUndUzIU ve yatllldu. Her semt igitl sevis ara­

balarl hizmetinizde ve s8rvisinizdedir. Okulda ikmale kalml:;; gocuklarJ.luz, 

kampta tecrUbeli ogretmenler taraflUllan yeti§tirilecektir. 

- Bale mi, dediniz? Moda Ilk Bahar Ana ve ilk Okulu'nda. Piano mu,de<iiniz? 

MOda ilk Bahar Ana ve ilk Okulunda. Nandolin mi? ••••..•.•. Resim mi? ••••..••• 

BUtun dersler Moda i.B.Ave 1.0. 'nda, Kampta. ine;ilizce desld tecrUbeli ingi­

liz ol~retmenler taraflndcln verilir. Kamp kaYl tlarlna ba:;;lanml§ tlr. [(amp 7 Ha­

zirandan 7 Eyliile kl~dar devam edecektir. Tekrar edi,oruz, kamc~ kaYl tlarlna 

ba§lanml:;;tlr. Tel: ,6 34 87 

- Kauguklu Beatles g:lntalarlnln yegane topt&nClsJ. Aydan ticaret.t1ustafa TUnel. 

- gapalllara mUjde, Lizbon Pastanesi, her ge§i t pasta, dondurma, :;;e,;erlemele-

riyle hizmetinizdedlr. Lizbon Pastanesi. 

- Bayanlar dikka t, mevsim yenilikleriyle Hayati Bilge-Hehmet Naslr Nasu Han' da 

N'aslr Han Fincanclla.rda. 
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- AlaCc~g~ ~n~z Heyko saa ti s';ze I' t b 1 " , , . ~ s an uu gorme § ns~n~ kazand~rab~l~r. 

- $imdi her yerde Akln Tekstil yazllklan. Akw Tekstil. 

- Kopuz gHmlekleri. (tekrar) 

- l!;mlS,k al~m sat~m i§lerinde mii§terilerinin takdirini kazanm~§ Js(;ane 'diiesse-

se Onder :Eirnls'k. Tel: ... Arsa, apartman, kat YIf)C& ,.lmak veya sa tmak i stiyor­

samz Kad~kHy, Al h yol 9ilek soLk 12/1 de Onder E!;llll.k. Dikk", t unu traaj1~n~z, 
Fer§B t Onde r. 

14.30-14.40 Hareket Reklam-Sesli Mecmua 

- Philishave (tekrar) 

- Siinnet gocuklar~na ne laz~msa Esin Alhn to\'da. 

- Hakiki k-rylene, Arca'nln yiin krylene kuma§~d~r. 

- Aman n giizel yeni mi diktirdin? Hay~r Erar IIoffman'da temizlettim. 

- $ahaser gok begcndim, Italya'dan m~? Hay~r, L~ydi'den. 

- Sincap aglzda tad, kali tede i timat., kUJ'uyemi:;;te tek ad. 

- Yavrular~n~z~ Ar~ Unlar~ lIe besleyiniz. 

- Taklit edUmege ba§lad~. Kuma§ kenanndaki Ak~n Tekstil yaz~larwa dikkat. 

Akln Tekstil. 

- Harika, ne kadar giizel, Paris'ten mi? Hay~r, Leydi'den. 

-Uzun vadeli taksi tlerle s~hhi tesi sler Biiyiik Postan~ ki r:pslnda Kn ,;ili ",es-

kenler In§aat $irketi. 

- Philips (tekrar) 

- Yiiksek kalite An Unlar~'nda. 

- Esin Alhntop Biiyiik Postane kar§~s~. 

- Iffet Butik, Ni§anta§~, Iffet Butik. 

-Tekin Erer ... Son Havadis •• (tekrar) 

- Nereye? Leydi' ye. Aaa ••• bE:n de Leydi' ye. 

- 10 000 1erin sevi.;ilisi giinliik Adalet Gazetesi her sabah Istanbul' da.Jldalet 

Gazetesi Istanbul'da. 

- Hiij de, Bahar piring unlar~n~ bakkaluazdan arcly~n~z. 

- Uzun vadeli •••. Kredi1i Meskenler In:;;aat $irketi. (tekrar) 

- Iskra (tekrar) 
- Bii tUn radyolar top tan Osman Okuroglu' nda. Bayileri: UzunkHprU' de Burhan, 

OzJimetoka1~, Yiil(sek K..,ldar~m'da Ishak vc Homo Tanfranko, }Lreke'de Aid:': t;etin. 

_ Idealistlerin Gazetesi Zafer her' sabah Istanbul' da. Zafer Gazetesi her sabah 

her y,;rde. BUtiin meselelerin ig yUzU Zafer'de. Zafer tiryakisi olc;.Cai~:ilUZ 

gazetedir. Zafer idealistlerin gazctesidir, o>~uyunuz. ~.nkaI'a' n~n sUnlUk gaze.L 

tesi Zafer'i bundan bHyle her sabah Lst,mbul'da, uii~Un semt ve b,,'yilcrinde 

DUlabilirsiniz. Zafer Idea1istlerin gaze tesic\ir, okuyuuz. 
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ita1yan Gonuo1a boya flr<'a1arl l"ecatl' )':k.~l· O{".·'l'u' nd",- • f ~ I _ Y c _ Ka1ite Gon~ola boyalr-
ga1,-,rlnda. 

- Ka1ited~ Uskan, Ucuz1uktaUskan. Uskan gom1ak1eri. 

- israrla ••. ishako1 (tekrar) 

- Qataitda Ar Yl1dJ.Z, blgakta Ar Yl1dJ.Z, mOde1de yenilik, kali tede i,htUn1Uk 
Ar Yl1 dlZ ' da. 

- Tekin Erer ••• Son Havadis(teltrar) 

- Pas1anmaz Kurt blgak1arl. 

- Sabi t LUks juvar boya1arJ. (tekrar) 

- HergUn, HergUn Gazetesi oku.;unuz. 

:1:4.40-14.50 Huzur Reklam-A1paY'la 10 dakika 

- Akbank (tekrar) 

- Zetina (tekrar) 

- Alkom daima plrl1 plrl1. 

- Hakikat, Tat1lcl1arln •••• (tekrar) 

- Her evde Aksu Bahtaniye1eri var. Aksu. 

- Evlerinizde krem Silon bu1undurunuz;.Krem dilon. 

- Narangozlar, ka1lnlJ.k makinaIarlnda Nihat AsIan. Rabl ta, makinalarlncia Ni-

~ bat Ash.n. TUrkiye'de rakipsizdir. Arap Camii. 

- Nereye? Leydi (tekrar) 

- Kuafor §UkrU, Rumeli C:c,ddesi. 

_ Mutuk §Clraplarl Paris'te altln maclalya aldl. t-lutuk. 

- Dani flrg,~larl (tekrar) 

_ TUnel Dersanesinde pratik Almanca. Pro tik Almancco, TUnel Dersanasi' ndc. 

TUn€1 ])ers8.nesi TUnel' de. 

- Zetina (tekrar) 

- Harika •••.• Leydi 'den (tekrar) 

-ft.yaz Turizm (te i'~rar) 

- Alkom mutfak e§yalan. Alkom. 

_ Huzur. Huzur. Huzra kavu§mak ml istiyorsunuz? 0 halde Huzur yataklarlnda 

ya tlnlz; Huzur ya taklan 'Ll§kasap. iiuzur yataklarl. 

_ t.]erbolin' in yeni Herbomat duvc,r boyalarl(un fiatlnl boy .. clnlzdan sordunuzmu? 

_ Pazar gUnU nereye gideceginizi dU§iinmeyiniz. Bayramoglu Sahil Gazinosu'na 

gidiyoruz. Bayramoglu. 

- Saylav (tekrar) 

- $aheser ••.• Leydi'den (tekrar) 

- Roger Gallet (tekrar) 
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- Sun Restoran, Yenikoy. 

- Tunel Dersanesi' nde steno kurslar~. Steno kurslar~ TUncl Dersanesinde. Til-
nel Dersanesi Tunel'de. 

- Sevgilim, sac;:la:'>~n c;:ok guzel olmu§. Tabii, Kuafor ';)Ukru'den Geli,y'Orllm. Kua­
for eUkrU, Rumeli Caddesi. 

- Emniyet gomlekleri (tekrar) 

- T. V~k~flar Bankas~ ogrenei hesab~ (tekrar) 

14.50-14.60 Rekta§ sunar- Sporda bilmediklerimiz. 

- Paraffilun yurtta •••• T.P.A.O. (tekrar) 

- Kali teli mobilya Yavuz Bobilya' da. Yavuz Mobily,_ Be§ikta§' tao 

- Poplin yazl~k, pantolonluk kuma:;;tu •. Ak~n l'ekstil. 

- SU'per l<'iliz diki:;;siz kad~n c;:orab~. Super :t'iliz. 

- Besler (tekrar) 

- Beatle pantolonlar~ Yeni t:'"lek soka.g~nda. 

- Rahat, hafif •• Bozkurt (tekrar) 

- Sabreden dervi§ murad~na ermi:;;. Crosley buz dolab~nl b"klemekle en isabct-

Ii yolu sec;:tiniz.Bir Crosley buz Ciolab~na sahip olan onunla her zaman ifti­

har ede.r. 

- Israrla ••• Ishakol (tekrar) 

- Sent~ poplin ••• Ak~n Tekstil (tekrar) 

Saylav (teltrar) 

- tic;: Y~ld~z Born()vdl~ bah taniyehri, Dc;: Y~ld~z 30rnoval~ gor§ovalar~. 

_ Binan~z~ sudan, ru tubct ten korum"k istj~'()rSanlZ ~millzer teed t mad.desi 

kullaran~z. EmUlzer. 

- Yliksek k~lite Ar~ Unlarl'nda. 

- BeatIe. p;!nLolonlarJ. Yeni Helek soka':'lnda. 

- Moda banyolarl yeni tesislsrl~ aC;:llmJ.§tlr. 

_ Ueuz, daha ucuz, en ucuz. Daima fpk, day8.nlkl~ giim e§yas~ Y2,ln~z :..Jilberlerd 

;Qilberler'in ~'lahmul Pa:;;a'daki daimi ucuz e§ya dairc'sine mutlaka u~~rayJ.n~z. 

- Akbdlk (tekrar) 

- Pirell'i (teknar) 

- Hepimizin plaj~ Boda plaj~. 

- Ipane, (tekrar) 

_ Bedles pe,ntolonlari Yeni Melek sokaglnda. 

- Besler (tekrar) 

- Sabit Luks (tekrar) 
_ eimdi her yerde Ak~n Tekstil yazlaklar~. Ak~n Tckstil. 
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• Super ~'iliz (tekrar) 

• 1yisini segelim Koc&ta§ Kola igelin. 

• Bozkurt altln poplin pantolonluklarl (tektar) 

.Yavrularlnlzl Arl Unlarl'yle besleyiniz. 

• T.Vaklflar Bankasl ogrenCi hesabl (tekrar) 

17.57 Kliglik 11~nlar 

• Lale haZlr gar§,;.flan (tekrai') 

· Aksini kimsenin ••• thll1 Piyango (tekrar) 

· Shell Super (tekrar) 

· SaYln lstanbul'lular, Bomonti bahgesi soguk flg1 biralariyle hizmetinizde~ir. 

Bahgemize yameklerinizle gelcbilirsiniz. Bomonti bahgesi, 9i§li Aoide-i 

llirriyet caddesinde. 

- Bahtiyar olmaOln bir ....... ~jill1 Piyango (tekrar) 

.,. Shell Super (tekrar).· 

- T.Eml~k Kredi BankaSl taraflndan tesis ediLn Atakoy nlajl agllml§t:lr. 1'e­

sisLrin 3 glinllik hasllatl :.Donanama Cemiy"tine verilecegi sc'.Yln i1>,llutLza 

iluyurulur. 

18.00-18.10 Bakera Reklam- YlldlZ Tezcan ve istekleriniz. 

- Shell Super (tekrar) 

- 1pana (tekrar) 

- As kuhduralarl fevkalade hamle ••••• (tekrar) 

- ~1illet Yapar (tekrar) 

- Jumbo (tekrar) 

- Ambra buz dolaplarl (tekrar) 

- ~liikemmel kali te, hakiki deger Ziynet diki§ makinelerinde. 

- iyisini segelim Kocata§ Kola igelim. 

- Aygaz ilrlnl (takrar) 

- Yliksek Kalite Arl Unlar1'nda. 

- Hisafirlerinize Kgmak Viyana Karamela. 

- Kali tec:.e 1talyan Gondola. boya fU9alarl. 

_ Diki';ite, no1kl§ta Ssiera en ba§ta. Esiera Elia91klar. 

- Hillet Yapar(tekrar) 
_ Hlitehasslh e1eman, tam randuman Dogan lastik kaplama faorikasl. 

-B~sler (tekrar) 
- Tlirkiye'de terylene ••• Bozkurt (tekrar) 

-th,. gene perde Ylrtlldl •• ]'eyzan perde rayl (tekrar)· 

- Y~vrularlnlzl Arl Unlarl ile besleyiniz. 
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- En gUzel tatil ••• Java (tekrar) 

_ Krem Amber (tekrar) 

- Italyan Gondola boya f~rQalar~ Necati Ek§ioglu'nda. 

- Yeni tip ,As kunduralar~ sah§" Q~kar~l~yor. 

-T.Vaklflar Bankain ogrenci hesabJ: (tekrar) 

18.10-18.2Q II Reklam-~§k ve melodi 

- 4 milyar ••• Ziraat Bankas~ (tekrar) 

- Pamuk Bank Sultan Hamam' da. Pamuk Bank Gc;.la ta' da. Pamuk Bank BeJ0,'tlu' nda, 

Pangalh'da, Ni§anta,;a'ndCl, .be§ikta§'ta, Kacl~koy'de. Pamuk :Dank 20 §uoesiyle 

OU tUn bank:~.cll~k i§lerinizde hizmetinizdedir. Pamuk Bank. 

- Balana (tekrar) 

- Tekfen ampulde ••• (tekrar~ 

S~hhatlmi seviyorum Kocata§ Fruti iQiyorum. 

- Iskra (tekrar) 

- Millet Yapar (tekrar) 

- TUrkiye'de terylene ••• Bozkurt (tekrar) 

- Kredili lVleske,nler (tekrar) 

- Giyim e§yas~nda 7li y~l onder, Dilberler. Dilberler .1§ te, Dil berler' in 

halka yen:i. bir hizmtti: daima ucuz e§ya d'Air' .. si i'lahmu t Pa§a' deC A9~ldl. 

- 1s tanbul Bc.nkas~ yar~na gUvenle bakman~z~ saglar. 

- T.Ticfxet Bankas~ (tekrar) 

- Balana (tekrar) 

- Bozkurt Alhn poplin pantolonluklan finc,c;.nc~lar •• (tekrar) 

- AY2,'az f.:.r~n~ (tekrc,r) 

- Jumbo (tekrar) 

- Shell Super (tekrar) 

- Nevtron radyosu (tekrar) 

- bmUr boyunca ayl~k gelir, pc.ran~z~n devailll~ t;elir kayna.g~, tahsil bursu 

ikramiyesi, 90cug.nuzun istikbalinin d8.yana.g~ Y.Vak~fLr Banka~l. 

" 

18.20-18".30 Kervan Reklam-Orh~n Boran v~ acaip rekorlar 

- 102 Y:i.lhk ••• Ziraa t l·L.nkas~ (tekrar) 

- 1pana (tekrar) 

- As kunduralar~ f~vk,:clade ••• (tekr,"r) 

- Emniyet Sand~g~ (tekrar) 

_ Birinci s~nlf t.rzi ipek I§ kuma§lar~n~ tercih ediyor. 

- EElet Yapar (tekrar) 

Eski lastik •• Good Year (tekrar) 



- Geceler Tekfen'le (tekral) 

_ T. Halk Bank~Sl (tekrar) 

_ Hillet Yapar (tekr~rj 

_ Telefunken (tekrar) 

_ Shell Super (tckrar) 

_ Saylav (tekrar) 

_ Kulilp Meyve>. Sulan (t8kral') 
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- Yeni tip As kunduralarl (tekrar) 

- Mevsimlorde 21 Haziran ... T. Vaklflar Bankasl (tekral') 

18.30:-18 .. 22 Akblmk 208. programlUl sunar-Erol BUyUkbure; ve arkada§larl 

- SaYln dinleyicilor, memlekc timizde ilk defa sayln t,'sar uf sa,'liplerini n 

hizmetine allnan elektronik beyin, bugUnllcrd0 yaz e;~kili§ine ka~llacak bil­

umum hesap numaralarlnl kotrolUnden gee;irmektedir. Hc:sap sahiplerine ai t 

haklarln titzliklc: korundugu ve elektronik beyinin §a§ms-z haflzaslnln i§Lt­

tigi bu sistem iginde siz de Akbank'ln yaz e;ekili§ine katllabilirsiniz. 

Bu e;ekili§te Istanbul Ye§ilyurt'ta tam konforlu apartman dail'esi, 3 63) 

ki§iye e;e§i lli para ikramiyeilleri verimektedir. Hesap ae;tumakta lUtfen ace­

lL ediniz. Akbank. 

18.35-18.45 Bant Reklam- Zeki MUren'le bid;; ba§a 

_ Do5ge motur pare;alarl Nadir'de. Nadirlel" Taksim'de. 

_ tgi zarif, dl§l zarif, ie;i saglam dl§l san;lam,1964 .?reseoL, buz dolarlarl_ 

Ul gorilnil:l.. 

_ Us ~iln kali te, uygun fiatla her yuvaya bL Thomson radyosu. lhomson ne t ve 

gilr sesli rad./odul'. 

- Afiyet1e •• Kulilp Kola (tekrar) 

_ Annaler e;ocukb,rlnlzl Paro ile besleyiniz. Paro,Paro. 

_ Su bore~inde, baklavclda nefaset Ifarakoy'de '.UlliloiUu'nda. 

_ Gegen sene k'~pl§l::'an AI tln Y1ldlZ kuma§larl (totrar) 

- Fay temizleme tozu (tekrar) 
_ GozUnu' kapa,ver paraSlnl dil§ilnme,al en ~~slnl. Eti ~iskUvilcri. . . 

- Zce makarnasl (tekrar) 

- Kredili Moskonlor (tekrar) 
_ En iyi kali toli zeytin yagl Komili zcytin y",gl. l'omili. 

_ Yenilik ilzerine yenilik •• Saneak Till.. (tekrar) 

- Aygaz f1rlnl (tekrar) 

- Bir gene; ie;in ... Java (tokrar) 

_ Avrupa ayar1nda Area yiln terylene kuma!11ar1. 
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- Anneler qocuklar~n~za Paro d'" ./e 1 i' n~ z. 
- Ar~elik alan memnun kal'r. A l' 1 " • rgc l{; a an rahat eder. Arqclik sizin oz mal~nlz. 
_ Saylav (tekrar) 

_ Tekfen ampulde •• (tekrar) 

_ Kamil Koq (tckrar) 

_ Komili zeytin yaglan 22 Ylldu •• (tekrar) 
_ Kuliip Heyva Kokteyli .• (teltrar) 
_ Philips (tekrar) 

- Oyal gikolata, §ekerlemeleri emsallerinden UstUndUr. Oyal. 

18.45-18. 55 K~v~lclm Reklam-:/::' cd' i-HUsmen Aga 
- 4 milyar ••• Ziraat Bankas~ (tekrar) 
- QBS plastik boyalarl yuv~nlz~ gUzelle§tirir. 
_ Binaca (tekrar) 

_ Shell Super (tekrar) 

- Erko (tekra,) 
_ Haftanln plaklar~ Dedefon'da. Tel:24 22 00 

_ Tayfun gocuk bisiltletleri. 

- Qok giizel olmu~ ••• Tad •• (tekrar) 
Qin i§i9 Japon i§i TUrkiye' de bunu yapan bir ki§i.Tokyo (}inza. 

_ Emniyet Sand~g~ (tekrur) 

- lyisi Migros'ta. 

- Erko (tekrar) 
_ T.Ticaret Bankasl (tekrarl 

~ Elbiselik, tregkotluk Akfil Sanfor t2rylene. 

_ Piknige, i§e •• Java (tekrar) 
_ §ahlan iHii ve avizt:leri, :;;ahlan ekmek k~zartlc~lar~, i;lahlan elektrik ocak-

lar~ yurdun her ko§esinde. :;;ahlan. 

_ T.V~k~flar Bankas~ (tekrar) 

19.45 Kiigiik 11~nlar 
_ Eml~k ve Krecli BankaSl tarai1ndan t,sis edilen .•.• (t'-krd·) 

_ Kondor radyosu (tekrar) 
_ Yeni g'olzete her p",zar bir ilave veriyor. Yeni Gazete' nin .:!ar~nki ilavesi 

y~11~k kad~n klyafetleri ve mayolar~d~r. 

_ Ankara Devlet OpLras~ (tekrar) 

- Shell motor yag~ (tekrar) 

- T.Ticaret Bankas~ (tekrar) 



- Lale haZE gar:;;aflan (tekrac) 

_ Singer diki:;; makinasl (tekrar) 
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_ Yapl Kredinin aile CUzdanl (tekrar) 

_ Hill1 Piyango' dan kazanamadlnlZ ml?. (tekrar) 

_ Ankara Devle.t Operasl (tekrar) 

_ Akbank (tekrar) 

_ Llikl; Ankara lJemisi (tekrar) 

Y",lnlz Eti Bank' ta bir mU:;; terinin 76 ikramiye, yalnlz Eti Kmk' ta oil' mli§­

terinin2 apart man dairesi kazandlgl gorUlmU§tiir. ikr .. miye is .. ccbc:t b· klm~ndan 

bu bir rekoruur. Siz de bundan is tifade igin tasarruflarlnlzl Eti bank' ta 

toplaYlnlz. 

_ Sevgili dinLyiciLr, ihtimalleri LeerUbe ... 1iJilli Piyango (tekrar) 

_ Yeni Gazete'nin ilavesi (tekr~r) 

- Ipana (tekrar) 

:£2.00-22.10 GUney Reklam 

_ Emniyet Sandlgl (tckrar) 

-Sinolin plastik boyalarl evinizi gUzelle§tirir. 

_ Ruh ve M adde 1 Haziranda glklyor. 

_ Ayg'.z flrlnl (tekrar) 

_ Afiyetlc ••• Kuliip Kola (kkrar) 

_ En zengin renk ge§itleri.Sinolih scntctik boya1arlnda. 

- Besler (tekr~r) 

- Java (tckrar) 

_ Radyolin di:;; macunu (tekrar) 

_ Ayda 50 lira ki.ksit1e arsalar. BiiyUk Postane kar:;;l[-l Kredili IfJeskenler 

in§aat :;>irketi. 

_ Ku1lip Meyva Kokteyli (tekrar) 

_ Sinolin plastik boyalan evinizi giizelle:;;tirir. 

_ Yeni tip As kundura1an (tekrar) 

_ P.O.ve T.P.A.O. (tektar) 

_ En iyi kaliteli p1astik boyasl Sino1im. 

_ Sen ta poplin Ahn Tekstil (tekrar) 

22.10-22.20 Kalpten kalbe- :;>iir ve Meloui 

_ 102 Yllllk ••• Ziraat Bankasl (tekrar) 

_ Kredi1i Meskenler (tekrar) 

- Erko (tekrar) 
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- Yavrular~n~z~ Ar~ UnL,r~ ilc: besleyiniz. 

- Nerhaba ben Job .... (tekrar) 

- Roger Gallet (tekrar) 

- Afiyetle •• Kullip Kola (tekrar) 

-QBS yuvan~z~ glizelle§tirir. 

- Ak~n 1'ekstil takli t edilmez, patentlidir. 

- Kullip Heyva Sulan (tekrar) 

-Emniyet Sand~g~ (tekrar) 

-Aygaz (tekrar) 

- Membadan ••• Kogata§ Kola (tekrar) 

- Mobilya ge§itlerinde Happel radyo. 

- 1'. Vak~flar Bankas~ ol;renci hesab~ (tekrar) 

22.20-22.30 Ankara Reklam- Nesrin Sipahi sizler igin soyltiyor 

-Tekin Erer •••• Son Havadis (tekrar) 

- Tam vaktinde i§ bapnda Java. 

- Imm •• Ne Kadar lezzetli olmu§. Tabii Sancak marka dlidtiklU tencerede pi§ir-

dim. Ohh •• Bu da ~nfes olmu§. Onu da Sancak marka ,ilidliklU tencc:crede pi§irdim., 

- Yeni formlille imal edilen Paklar gama§~r tozunu mutlaka tecrlibe euiniz. 

Palkar listlin kalitedir. 

- ~ikolata, §E kerleme, Ender yoksa sak~n yeme. ,;nder Ycmeli, tatl~ soylem(.li. 

- Emniyet Sand~~~ (tekrar) 

- Yeni tip As kunduralan •• (tekrar) 

- Iyisini segelim Kocata§ lola igelim. 

- Otomobilim yok diye ••. Java (tekarar) 

- T. Vak~flar Bankas~ (tekrar) 

22.30-22.45 Grafika 

- 4 milY2cr ••• Ziraat Bankas~ (tekrar) 

- Erko (tekrar) 

- Rahat, h~fif ••• Bozkurt (tekrar) 

_ TcrcUman, Tcrclirnan. Tercliman fikirde, roportajda. 

- Zerafet-Ernin. 

- Hu tfak gaz kullan:Ln~z. 
_ 1'ercliman Tlirkiye I nin tek tarafs~z gaze tesL Ttirkiy - I nj.n, d~§ mUnasebe tle-

rinde mlispe t olan gazetesi. 

- Saylav (tekrar) 

- Merbomat (tekrar) 
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- :i:n§aatc;:~lara, S_zer Ta§"l bcru1ar~ standarthr. 

- Pmerikan 'Ne§riyat BUroau mUzik sever1erin hizmetinde. 
- TercUman Gazetesi(tekrar) 

- Emniyet Sand~g~ (tekrar) 

Sunday/Hay 1965 

12 •. 25 KUgilk :i:l~n1ar 

- Bomonti Bahgesi (tekrar) 

- Lilk,s Ankara Gemisi. ... :tzmir' e de u;irayacak .. (tekrar) 

- Yeni Gazete •••. yaz11k mayo (tel{rar) 

- Dert1erinizin bir k~sm~n~ •.• Mi11i Piyango ( tekrar) 

- Tilrk Yur du Dergjsi (tekrar) 

Ogretmen1er TUketim KooC'Jeratifinde her §ey daha ucuzdur. La1e1i Saray ::asaj~. 
- Yeni Gazete mayo (tekrar) 

- La1e haz~r gar§af1ar~ (tekrar) 

- Eti Bank maden, cnerji ve bankac~l1k ..... (tekrar) 

- 8anayici ve tacir1er •••• Ankara Gemisi (tekrar) 

- Yeni C;azete (tekr'ar) 

- :i:nan~nu ki, bazen kiic;:Uk tesadUf1er •• Hilli Piyango (tekr2.r) 

- Mem1eketimizin ye,gane a1 t2n ve g0mi,"§ mUstahsi1iEti Bank' ~n mi1yonlar~ 8§an 

var1~g'~ tasarruflar~n~z~n temina t2d~r. 

- Yeni Gazete (tekrar) 

- T.Ticaret Bankas~ (tekrar) 

13.30 Renk Rek1am-Rodi sunar-:;:':rdem Buri soruyor, bu hafta ben kimio? 

- Rahat,hafif ... Bozkurt (tekrar) 

_ P.EG teknik uzrn8n1ar~ sat~§L.n once oldugu ka().8r sah§tan sonr", da 8izin 

ernrinizdedir. AfG garantisi bUtUn dUnyaya slamildir. 

-Qama§~r1ai'~n~z y~pranmadan temiz1ensini mi istiyorsunuz?Pak1ar ku11an~n~z. 

Pak1ar c;:ama§~r tozu. 

-Ornamin, Ornamin. 

_ Giyim e§yaSH1l"a go y~l onder ••• lJilber1er (tekrar) 

_ Ya1~ Qift1igini~, Ya1~ tereyag~, Ya1~ yogurdunu tecrUbe ediniz. 

- ipana (tekrar) 

_ Tekin irer .... Son Havadis (.ekrar) 
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- YUksek kalite An Unlar~'nda. 

- Bozkurt al t~n po)lin yazl~k pantolonlar~ :B'incanc~lar R~zd 1;raln' te. 

- OmUr Boyunc"., gelir, p8.ramz~n gelir kaynaS~ ••• T. Valnflar 3ankas~ (tckrar) 

- Bayanlar, cilt bak~m~nda tek marka Dr. Renauld Paris. Cilt balum~nua tam 

bir netice elde etmek istiyorsanu: asldlri 15 gUn mUdde~le Dr. R.l).meyval~ 

gUndUz kremi, geceleri Dr. R.P. Siliko gece kremi kulan~n~z. Dr. R.P. 

- Yagl~, sivilceli, ergenlikli ciltler ic;in salatahk "aIts:cz kremi kullan~'­

n~ z. Dr. R.:P. 

- 1malS.t~n~n %30 AVI'upa'ya ihrag edilen j3eTeBe mozaikleri, binalar~n cephe, 

duvar, mutfak ve banyolar~nda muvaffakiyetle kullan~lmaktad~r. Bc~eDe. 

- QBS plastik boyalar~ yuvan~z~ gUzelle§tirir. 

- t1ilyonlarca gekili§lerde dahi en yUks(2k ikramiye 100 000 liradu. ParlUk 

Bank iki ki§iye 100 000 lira ver j,yor. Pamuk bank. 

- Ender zeytin ezmesini bakkal~n~zdan isteyiniz. 

- Yavrular~n~z~ Ar~ Unlar~ ile bemleyiniz. 

- Erko (tekrar) 

- Super Filiz (tekrar) 

- Aygaz (tekrar) 

- Yeni tip As kunduralan (tekrar) 

_ Bayanlar, Dr. Renaud Paris (tekrar) 

13.40-1).50 Mikrofon Reklam-Mikrofonda 7 gUn 

_ 101i! Ylll1k •.• Ziradt Bankas~ (tekrar) 

_ BiskUvide Ulker, c;ikolatada Ulker, §ekerlemede Ulker. BliyUk, kligUk herke-

sin sagl~g~ ve ag~z tad~.Ulker. 

-Talisman'dan iyisi ancak Talisman'd~r. 

_ Galeri Protex (tekrar) 

_ Al tln Y~ld~z kuna§lan §imdi de •••• (tekrar) 

_ Yliksek kalite Ar~ Unlar~'nda. 

_ Y~l~n roman~ Kukla j(a~~n. <;eviren Adnan Tahir. 

_ Geceler Tekfen' le (tekrar) 
Arad~g~n~z fiat "Argelik'te, arad~g~n~z rahat .\rgelik' te, ara:ng~n~z ga-

t · l' ',' t· Ar"el" k arad~ihn~z~ verebilecek tek mar:{[?d~r. ran l .. rge ~J." 2. ~ -'- ~~ 

". ", 1 b ~.:··lam·l ud ve tambur im:nat~ <;iemsi Yastlman sas evinde.Be§ikta§. - .!Cn guze a c, c, 

_ Tlirkiye' de terylene ••• Bozkurt (tekraI') 

- 1pana (tekrar) 

_ Kredili t1eskenler (tekrar) 
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- Hakiki Ayva12k zettin yag2 K2rlang29 Zeytin yaglarl~2r. 

- Yavrular2n2z2 ~r2 Unlarl ile besleyiniz. 

- Kukla Kad2n (tekrar) 

hadyolin di§ macunu agudaki sigara kokusunu yok eder. 

- Necmi Onur'un yeni kitabl Telsiz Duvaksu Anauolu. Kitap9l1ardan isteyiniz. 

- Ba§el kili tleri mahnlzln bek9isidir.iJa:;;el, J3a';iel. 

- Y212n ikinci <;ekili§inde Y,lp2 ve Krecii J3ankasl 5 ki§iye 100 OOOlira 5 ki-

§iye 50 000 lira, 965 ki:;;iye de ge:;;itli para ikramiyelEri d'"'~;ltacakhr. 

Yap2 ve Kredi Bankas2'na buakacag2nlz par-alar sizi de talihlileri araSlna 
katabilir. 

lli50- 14.00 :;>ahap 13alcloglu'nun programl-Ka9 ka9 bitecek? 

- Telefunken bu hafta da sizlere rakipsiz tic,lerinaen birini sunuyor. Bandola 

9W.~ok zarif bir ceviz mobilya iginde hazlrlanan Banaola ','\'I hoparlorii, ayar 

tu§u ile ha.rikulade 6 Telefunken lanibasl, teri t an tenni ile elE,ktl'onik sana­

yin bir :;;.aheseridir. 1'vinizde E;v11diielik oir aihmak i9in iki kelimE; soyle­

yin. Telefunken 'ia,ndola. 

- 4 milyar ••• Ziraat BankaSl (tekrar) 

- Milano ve [1iinih' e yalnlZ Bosfor Otobiisleri. Tuvale tli, ya tar kol tulclu'~ur. 

P.O ve T.P.A.O yakltlnl kullan2r. 

- liiembaClan •••• Kocata:;; Kola (tekrar) 

- ::;>ans2n2z2 TercUman' da neden denemiyorsunuz? 'l'ecUman bu ay 27. apartman da-

iresini veriyor. Siz de TercUman o,wyaral, daya12, dO§eihi apartman dairesi­

ne sahip olabilirsiniz. TercUman. 

- Bski lastik •. Good Year (tekar) 

- Saylav (tekrar) 

.miral saaUeri, saa tlerin generalidir. 30 sene garan tili Amiral saa tleri 

Mehmet Kocaalio~lu. 

- Anapa 90cult1ar2n2z2n bonmar:;;esidir. Anapa Tunel' de. 

- Iskra (.ekrarl 

- Ulku Ticaret (tekrar) 

- Yuksek kalite Ar2 Unlar2'nda. 

- Emniyet Sand2g2 (tekrar) 

- Ipal1a (tekrar) 

- Aygaz flrw2 (tekrar) 

_ Y21da brr hafta dcgil, bir ay dei-;U, bU'tUn bir Y21 ucuzluk Dilb~rler'cie. 

Dilbcrler l1ahmut Pa§a'da. 
_ gelik e§yadb. kali te ve zerafeti bir araya getiren tek [clarka Lknik gelik. 
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. Anneler mama dEevresindcki gocukl",rllUZln mamaSlnl i\rl :Debe biskUv~lcriyle 
lazlrlaYlnlz. 

Huzuru Ruh DUnyasl'nda bulabilirsinit. 

Radyolin cii!? macunu ile hem di!?lerinizi gUrUmeden hem de n"iesinizj, mlizig 
cokulardan karumu§ olursunuz. 

.:'avrularJ,nlzl . Arl Unlarl ile besleyiniz. 

- GmUr boyunca •••.• T. Vaklflar J3ankasl (tekral) 

b4 ... QO-14.10 GUn Reklam-Pazar fasll-Zeki HUren 

- Komi l:L zeytin ya@;lan (tekrar) 

-Anneler yavrularlnlz 1 Paro ile besLyiniz .'aro,Paro. 

- Paramlzln yurtta •••. P.O Vc T.P.A.O. (tda'ar) 

- Sylav (tekrar) 

- Fay t8mizlem<; tOL;lll (tekrar)' 

BabaClglm bu kavanozda ne var? Ender zeytin i'zmesi. 

- Aygaz flrlnl (tektar) 

- Zerafette e!?siz, s~~lamllkta emsalsiz Ggretmen goraplarl. 

- Tekfen ampul de •• (tekrar) 

- gemberlita§ Baharatglslnln targln ve somataSlnl araYlnlz. 

- Philishave (tekrar) 

_ Sa11llteks, Mahsende Ylllanan Hahsen $araplarl. 

- Afiyetle ••• KulUp Kola. (Te:;rar) 

- Komili zeytin /jla~lan 82 ylldn .••• (tekrar) 

_ Anneler gocuklarlnlzl Paro ilc besleyiniz. Paro, Paro. 

- Ece makarnasl (tekcar) 

- Kamil Kog (tekrar) 

- Ambra buz dolaplan (tekra.:) 

- KulUp l~eyva Kokteyli (tekrar) 

- Bir geng igin ••• Java (ter,rar) 

_ Sancak Till'Un tqbir salonlarl-leVam ediyor. 

- Philips (tekrar) 

_ Tokyo Ginza nedir? Kauguklu sUnger sand:3.lettil'. 

- Kopuz gHmlekleri (tekrar) 

_ Poplin yazl1k pantolonluk •.• Akln Tekstil (tekrar) 

- Kr: dili Meskenler (tekrar) 

14.10-14.20 Ozger Reklam-Ilden ile programlllda Fatma TUrkan ve a. kada~,larl 

_ 102 Yllllk •••• Ziraat Bankasl (te~rar) 
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- Gilvenal'~n ye§il ve siyah z,ytin12ri emsalsizdir. GUvenal zeytinlari. 
- Al hn Y~ld~z Avrupa da ••• (tekrar) 
-.Geeeler Tekfen (tekrar) 

Fay (tekrar) 

- Senenin kuma§~ Moda Tekstil kuma§~. 

- Yaz geliyor ~r9elik alarak rahat ediniz. 
- Danfil (tekrar) 

- Hakiki terylene !\rea'mn •• (tekrar) 

- Java varsa ... (tekrar) 

- Eti biskuvileri (tekrar) 

- Tasarruflar~n~z~ Istanbul Bankas~'nda toplay~n~z. 

- Yavrular~n~z~ Ar~ Unlar~ ile besleyiniz. 

- Merbolin sentetik plastik boyalar~(tekrar) 
- Ipana (tekrar) 

- Yaz geliyor Argeli. (tekrar) 

- Ka ite, zerafet, desen Iloda Tekstil kuma§lannda. I·;oda Tekstil "u:na§lar~. 
- Eee makarnas~ (tekrar) 

- 0000 ••• Job (tekrar) 

- Senta poplin •• Ak~~ Tekstil (tekrar) 

- Emniyet gHmlekleri (tekr~r) 

- In§aat9llar dikkat, k~restede damping. bzean Turna De1'!Lcta§. 

- Evd", buroda, okulc1a Haylayf biskUvileri. 

- Yilksek kdlite Ar~ Unlan'nda. 

- Misafirlerunize Konak Viyo.na Karamela. 

- Nevtron radyosu (tekrar) 

- T.Vak~flar 13ankas~ ogrenei hesab~ (tekrar) 

14.20-14.30 Dogu Reklam-Bilin kazan~n. (Area) 

- 4 milyar •• Ziraat Bankas~ (tekrar) 

- Iskra (tekrar) 

- $ahaeer ••• Leydi (tekr~r) 

- Besler (tekrar) 

- Sineay (tekrar) 
_ Polyester yazl~k yegane buru§maz elbiseliktir. Ak~n Tekstil. 

- Yilksek kalite Ar~ Unlar~'nQa. 
_ Sunnet 90euklar~ i9in ne laz~msa Esin Altlntop'ta. 

_ Alpaga elbiselikte Hi that. Terylene panLolonda ll1i that, ;(eten kanadyenue 

Nithat. 



Akbank (tekrar) 

Philip s (L" kr8.r) 

1ffet Butik. Nilanta§1. 

- T.Tiearet Bankas1 (tekrar) 
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- Zafer idealistlerin gazetesidir okuyunuz. 

- 1srarla •• 1shakol (tekrar) 

- K~lite Gondola boya f1rgalar1nda. 

- Uskan (tekrar) 

- Qelik sap11 Kurt b1gaklar1. 

- Sabit LUks boyalar1. (tekrar) 

- Gondola boya f1 rgal,~n Neea ti Ek§i oglu 'nda. 

- Qa talda ~,r Y11d12 (tekrar) 

- Garanti BankaS1 (tekrar) 

- PhilisiJave (tekrar) 

- Esin Altlntop Bonmarlesi BU"Uk Post,i,ne kaq1s1nda. 

- Bahar piring unlar1 (tekrarl 

- YUksek kalite Ar1 Unlar1'nda. 

- Yaz11k tergal kostUm mil yapt1raeaks1nlz? 0 halde hig ciil§Unme den Area' nln 

yiin terylene kuma§1n1 alinlz. 

- UnutmaYlnlz, hakiki yUn terylene Area'nln yiin terylene kuma§1dlr_ Kuma§larln 

kenarlndaki Area YUn Terylene markas1na dik"at ediniz. 

14.30-14.40 Tung Reklam-Huzaffer Akgiin'le Edirne'den,rdahan'a. 

- Philishave (tekrar) 

- Shell Super (tekrar) 

- 1skra (;,ekrar) 

- Saylav (tekrar) 

- Ueuz, daha ueuz ••• Dilberler (tetrar) 

- Glr G1r giren evde dlr du olmaz. 

·Membadan ••• Koeata§ Kola (tekrar) 

- Erko (tekrar) 

- Roger Gallet (tekrar) 

_ l'1"rangoz1ar, TUikiye'de ilk ka11n11k11 rab1ta makinas1n1 Nihat AsIa", yaptJ.. 

T:".fsilat HUrriyet' te. 

- Sultan Verrnut'u, Sultan :;;araplarJ.. 

- Genglerin ,Java (tekrar) 

- Mi tbat Giyim'in mevsirn g(';§i tleri mUkeulr.leldir. 

- Philips (tekrar: 
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- Ipana (te krar ) 

- iyisi Migros'ta, tazesi Migros'ta, ucuzu Migi'os'ta, temi~i I~igroslta.Her 

fjey Migros' tao Daima Nigros' tao 

- Jaylav (tekrar) 

- Binaea (tekrar) 

- Akfil merpolin size yaln.§u. 

- KulUp Heyva Kokteyli (tekrar) 

- Besler (tekrar) 

- Yeni bir hizmet, Kamil Ko<;; otobUsleri §imui de Eski§ehir y:)lunda.~amil Ko<;;. 

-Mobilya kili tlerinde Hassel. Gardrop, piyano, dolap mente§elerinde Hassel. 

SUrgU <;;e§itlerinde Hclssel. 

- Taklit edilme~e ba§lan~1 •.• Ak1n iekstil (tekrar) 

- Mevsimlerde 21 Haziran .•. T.Vak1flar jankas1 (tekrar) 

14.40-14.50 ProdUksiyon Poyraz Reklam-Eti Bank sunar-Untutlmayan hat1ralar 

- Eti Bank halk hizmetinde. 

Hentiz Eti Bank §ubelerinde bir hesab1n1z yoksa . - hayat1n1za bir renk 

verecek bUytik f1rsatlar1 ka<;;1rmak Uzere olc,ui;unuzun fark111da m1S1111z? Sevgi­

li dinleyieiler, Eti Bank 1965 Y111nda yap11acak fE;vkaHl.de zengin ke:;:iuele­

rinde yer alan Ankara' n1n en mu tena semti olan ':avak11 d,. r e 'de kal orif crli, 

parkeli her tiirlii konforu haiz miikellef apartman dair Lri, <;;~~}i tli ze;l;.1n 

para ikramiyeleri, hayahn1z1n seyrini de[ti!§Lircbileeek kuvvetteuir. ;~ti ::'ank 

§ubelerine Y2.t1racag1n1z vadesj.z hesaplar::.n her 200 liras1, vadeli m8v'.~uat1n 

her 100 liras1 bu z ngin ikrami tele;.den birine kuvvc ~lc na,;;zettir. ;"1rsatlar­

dan tam zaman1nCa htifclde etmesini biliniz sevgili dinleJj.eilsr. 

_ Nemleketimizin yegane alhn, gUmUfj ••••• Eti B..nk (t('/:rar) 

14.50-15.00 Tay Reklam 

_ Omiir boyunca zcvkle ltulLnacdt1n1z emayeli VezU.v 402 :(1r1n11 ocaklar1d1r. 

Biitan ve havecgaziyle ga11:;:1r. Az gaz yakar, <;;abuk yemek pi§L ir.;TIw.yeli 

Veziiv 402 £11'1n11 ocaklar1. 

_ Kali te, zerafet, saC;L .. m11k y,.ln1z Pa§abah<;;c cam mamUlleri nde. 

_ Alt1nL11chz kumafjlar1 Avrupa'da ••• (teki'ar) 

- Emniyet gHmlekleri (tekrar) 

- i:Jana (tekrar) 
_ nan1mlar, mu tfa;~ln1zda raha t11h:, y,. meginizde tad anca~{ Veziiv 402 f :~r1n11 

ocaklar1 ile temin euebilirsiniz. 
_ So.<;;s1z bafja fjim::;;ir to.rak, so.<;;11 bcc§8. 1Uksor t~rak. Seliiloi t 1tL(sor t .. rakla-

r1n1n takL. tlerinctcn Sakln1tl1Z. 
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.,. Cam mamulU e§ya al~rken, Pasabahge Cam""brik"lar~llda im~l edi1cn zUcca­

ciye ge§itlerini gHrmeJen karar vezmeyiniz. 

- tn:;;aatg;t.lar dikkat, •• • Ozcan Turna (tekrar) 

- Emniyet Sand~~~ (tekrar) 

- Nelis mezeler, n~iis servis, stereo mUzik ~estor&n 212 de. jestoran212 

Pendik Kaynarca'da. 

- Kali te ,zeraiet, saglaml~t yalnlZ Pa:;;abahgE: cam mamulhl'incte. 

- Anneler mama devr,sindekL •• Au Be be biskUviLri (tekrar) 

t(.r nc:vi badana ve boya Istanbul Boya'cia. Sirkeci Gar kar:;;~s~. 

- Evde yeUiek pi:;;irme derdi emayeli 402 VezUv :£h~nl~ ocaklar~ iL sona erdi. 

- Harumla;-, Karmen 9a!lla§~rlar~n~ tercih ediniz. 

As kunduralar~ hamle •.• (tekrar) 

Unutmay~n~z sevgili (,inleyiciler, Pa:;;abahge'nin Beykoz sat~:;; ma:jazasl pazar 

gUnleri de sayln mU:;;terilerinin hizmetindedir. 

- T.Vaklflar Bankas~ Ht~enci hesab~ (tekrar) 

17.57 KUgtik Il~nlar 

- SabrJ.n sonu .... Millt Pi,)'ango (tekrar). 

- Ev kadJ.nJ.nJ.n ••• Lale haz~r ga :;;aflar~ (tekrar) 

- UmmadJ.k ta§ ••. "i1l1 Piyango (tekrar) 

18.00-18.10 Yur t Reklam-Beni tarlJ.d~nJ.z m~? 

Hem ucuz ••• P.O ve T.P.A.O (tekrar) 

- As kundu,alarJ. haml~ .• (tekrar) 

-Ihtar ediyoruz ••• Good Year (tekrar) 

_ Slhhatimi seviyorum Kocata:;; Fruti i<,:i" yorum. 

- Tekfen ampulde •.• (tekrar) 

- Billet Yapar (tekrar) 

- Telefunken (tekrar) 

• 

_ Eve t, art lk kullam:.caglnlz ucuz ve kali t eli te:( duvar boy as 1 Herooma t tJ.r. 

_ Giyim e:;;yasJ.nda 90 Yll Hnder ••• Dilberler (tekrar) 

- Kredili Meskenler (tekrar) 

- Yeni tip As kunduralarJ. (tekrar) 

_ T. Valnflar Bankas~ Qgrenci hesaoJ. (tekrar) 

18.10-18.20 TUrk Pirelli takdim eder-DtimbUllti,Nuri Sesit;Uzel, Cel~l 0ahin 

_ TUrk Pirelli sayJ.n' kclffiyon sahiplerine l1arikulade bil' lastigi piyasaya ar­

zettigini mUjdeler. Pirel1i PE 57 uzun arc,§hrmalar ve ~enemeler neticesi 
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im~l edilen Pirelli PE 57 tip lastiklerimiz lkr turlU yol ve ikihim §artlan.n­

da muvaffakiyetle gah~maktadlr. Pirelli PJ!: 57 lastigi asH t ve stabilize 

yollarda ol(;ugu Kadar karl~, gamurlu VG ham yollarda da UstUn ranu.lfilan temin 

eder.P:Lrelli PE 57 fazla yUk t,.'.§~maga elveri§lidr. Vas~tail~Z~ gonUl ra­

hatl~g~ ile ?irelli PE 57 lastigi ile docLtabilirsiniz. TUrk Pirel1i 'nin 

gururla hizmetinize sundugu PE 57 las tigi vas~ tan~z~n ran.i~manlil~ bir kat da­

ha ar t hracakhr. Pirelli FB 57. Pirelli P.: )7. Pirelli gok guh§H .••••• 

18.20-18.30 Orhan Rcoklam 

102 y~ll1k ••• Ziraa t Bankas~ (tekrar) 

- Saluteks, Mahsen ~araplar~ (tekrar) 

- Iyisini igelim Kocata§ Kola igelim. 

B Besler (tekrar) 

- Y~l(i~ bir hafta degil ••. Dilberler (tekrar) 

- Kamil Kog (tekrar) 

- Alhn Y~L:~z kuma§lan Avrupa'da ... (tekrar) 

- Afiyetle KuIUp Kola (tek,ar) 

- Shell Su~er (tckrar) 

- :;;.ker Bank 165 ;y~hnda tasarruf sahiplerine 1 miI;yon 100 bin lira dc~i;.Lh:J;or. 

Her gekili~te 100 binlerc0 ki§iye para ikramiyeleri. :;;eker bank. 

- Bozkurt ••••. Necat:i. Ek~~,oglu (tekrar) 

- Bir geng igin ••• Java (tekrar) 

- MisaL.rlerin.~ze Konak Viyana Karamela. 

- Kre dili jVleskenler' (tekrar) 

- KulUp I;leyva Sular~ (tekrar) 

- TUrkiye'de terylene ••• Bozkur-t (tekrar) 

- T. Vainflar 13ankas~ o;;'renci hesab~ (tekrar) 

18.30~18.40 6zden Reklam 

- 4 milyar ••• ZiLda t 3ankas~ (tekrar) 

_ Yollar~ gUvenle a§an vas~ talar pirelli.' den gUv<:n aI~rlar. Pirelli ,"ok gal~§~r .. 

,... Roger Gallet (tek"ar) 

_ Gcogen sene kap~§~lan Al hn Y~ldu kum8.§lar~ (tekrar; 

_ Kuaior l<'igaro 1 Hazirandan i tib .. ren Hil ton Salonlar~l1:a. 

_ UstUn motopomplarl, traktijr arabalar~,. visk" veoatozlar, gorUlmemi§ ko­

layllklar l:lajhanb.r I (ia. l3ayhanlar, Ke§an, UzunkoprU, 1:ekirdag, haLmra' da. 

- Shell Super (t ekrar) 

- Emniyet Sand~gl (tekrar) 

- Eee maka.rnaSl (tekrar) 
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- Prescold buz dola~larl (tekrar) 

Akbank (tekrar) 

$imdi her Yerde Akln Tekstil yazllklan.Akln 'l'ekstil. 

?hilips (tekrar) 

bmUr boyuilca ••• T.Vaklflar Bankasl (tekrar) 

18.40-18.50 Ziraat Eankasl takdi1il eder. 

- Muhterem dinleyiciler, birikmi§ paranlZl V(; hr.r ~UI'lU banka muamelelerinizi 

T. Ziraat Banka l' nU8, toplamakla daima karll \(lkarSlnlZ. AradlL;lnlZ ernniyc t~, 

sUrat ve alalcaYl T.Ziraat BankaSl'nda bulacakslnlZ. TasarruflarlnlZ i<>in aza­

mi faiz ve milyonlar tu tannda ikramiye c;elcili :;;leri T. Ziraat j3anlcasl'ncl8,Ulr. 

Siz de tasarruflarlnlzl T. Zirr"a t Bankasl l nda toplly."rak bUyUk ioi,anl "'.re.an 

faydalanma :;;anslnl elde ediniz. ,",er yerde' her Zelma,' T. Ziraa t JJankasl. 

- ll;uht';rem dinleyiciler, siz,de tasar,cuflarlnlzl T.Ziraat .Jankasl'nda t(;nll­

yarak bUyUk imk::mlardan faydalanma "iansln1 elde euiniz. 'l'.Zi a·.,t loankaSl'nln 

ikramiye <>ekili:;;leri haL; onUnde ve 'fUrkiYe' nin en modern otomatik mai{~na­

lariyle yap1lmaktadu. 7,5 milyonluk rekOl' c;ekili." katllrr1e.,,: i\(in T.Zil'aat 

BankaSl'nd,·, toplacll.~ln1z tasarruflarlnlZl muLle.ka muha":aza cdiniz. T.Zinr,at 

BankaS1 7,5 mil/on rekor c;ekili§inde ve devam t:d~cek 9"'kili'~lercle say.l.n he­

sap sabiler:i.nebol :;;anslar dihr. Her yerde,hcr zaman T.Ziraat llankaSl. 

18.50-13.60 HUrriyet Reklam-GUzide Kasac1 a,.am . .Lzeia 

_ 102 Y1lllk .... Zira8,t llankas1 (teki'ar) 

- En giizel tatil .. Java (tet(ra:-) 

- Saylav (tekrar) 

_ YUh:sek kali tc Arl Unlarl'nda. 

_ QBS pL.stik boy81an yuvanlz1 i,Uzelle§tirir~ 

_ Tam v~,k Linde ••• ,;"va (tekrar) 

_ BUtUn otomobil camlarl ,!ehzade Ba§l'ndl. I,ord, Ye'"ane m('"nessili Cevat cJluba:;;g 

- Shell Super (tel:rar) 

T.Tic~ret Dankasl (tek~ar) 

_ Akfil merpolinsize yakl§lr. 

- Java varsa ••• (tekrar) 
_ Degirmen ta:;;ln.~a ,sUvene bilecl'g:imiz tek marka Yalln Kart,"11ar. Yalltl ;':0.1'-

tallar Istanbul'da Gazi Csman ?a:;;,i' da. 

_ Yavrular~n1Z1 Ar1 UD~arl ile besleyiniz. 

- Bir ,~;enc; ii,in Java (tekrar) 

_ Nevtron radyosu (tekrar) 

_ Mevsi.lerde 21 Haziran •••. T.V~k1flar Bankasl (tckrar) 
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.9.45 Ki.L;tik il~.nlar 

T. Ticaret Bankas~ (tekrar) 

Eger insan haya t~na •• Hill1 Piyango (tekrat) 

- Kondor radyo8u (tekrar) 

- istikbalin size ••• ~;ill1 Piyango (~ek ar) 

- Lale haz~r Qaqaflan (tekrar) 

- Singer (iiki§ makinesi (1ekrar) 

- Y~l~n ikinci gekili§inde •••.• Yapl ve Kreai Bankas~ (te::r3r) 
. , 

- Ye§~ lyurt' ta 100 000 lirahk ar>artman dairesi •••. Akbank (tekrar) 

- ipana (tekrar) 

_ 8 Haziran ak§am~na kad;,:.r tasarruflar~nL~ T.lmHI.k :\.redijsnkaSl'nc1a to'i)l~­

yarak biiyUk yaz geki1i:;;inee da:.;~ h1acak Istanbul Atakoy' de ape.rtman c1aire1c­

ri ve muhtelif' k~ymette paraikramiye'l:eri calihlileri 2.ras~na L,irebi1irsiniz. 

T.Emlak Kredi Bankas~ • 

_ Yurt kalk~nmas~nda ener ji, diinya ekoncmisinde I:la,;en. En mode n im:;:;'\nls.r1a 

bankac~llk faaliyetlerinde Eti Bank. Daima llizmetinizdedir. 

_ Ankara Gernisi fiatlar (tekrar) 

22 .00-22.15 tpi~na-llsoru yar::.§rnas~ 

- Ipana (tkrar) 

22.15-22.25 Eko Rek1am-Gegen sene bu hafta 

- As kunl\uralar~ hamle •• (tekrar) 

- Ipana (tekrar) 

- Zn iyi tatil •• Java (tekrar) 

- 102 Yl11lk ••• T.Ziraat Bankasl.(tckrar) 

- J~rko (te krar ) 

- Akfil merpolin size yab:;ar. 

-Philips (tekrar) 

_ Omiir boyullca ••. T. Vaklflar .Dankas~ (tekr.ar) 

_ Bozkurt yczl~k panto1on (tekr~r) • 

- Tekf en ampulde (tekrar) 

22.25-22. 40 l~i111 Piyango-Ansi klo;Je di den sayfalar 

_ Ilir Hill1 Piyango biletine verece!:tiniz ••• (tekrar) 
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Radio Advertisement Agencies in istanbul 

t10nday : 

Tuesday: 

Wednesday: 

Name of the .Af~ency 

Tel Reklam 

Kamera Reklam 

Radar Reklam 

Ses Reklam 

Kahraman Reklam 

Pan Reklam 

Sedef ;~eklam 

Umi t Reklam 

Genglik Reklam 

Alpagut YaYlnlarl 

Seza Reklam 

Band Reklam 

DtinYclnln Sesi Ajansl 

Televizyon Reklam 

Tempo Reklam 

Yapl ve Krecli Bankasl 

Nur Reklam 

Tam Tam Reklam 

Htirriyet Gazetesi 

Super 

Deniz Reklam 

TZ,yfun Reklam 

Anten Reklam 

Filiz Reklam 

getin Reklam 

Bate§ Reklam 

Santral Reklam 

l.'loran Reklam 

Time 

18.00-18.10 

E.l0-Hl.20 

lE.20-lC:.30 

18.30-18.40 

lb. 40-12.50 

22.00-22.10 

22.10-22.20 

22.20-22.30 

22.30-22.40 

13. 30-13.~,0 

18.00-L.l0 

12.10-E.25 

12.35-1".50 

1 '" 50 1" "0 c. - :").0 

22.00-22.10 

22.10-22.20 

22.20-22.30 

22.30-22.40 

18.00-W.l0 

lB.l0-F .20 

18.20-1E.30 

18.30-1F.45 

18.45-1.8.55 

22.00-22.10 

22.10-22.20 

22.20-22.'50 

22.30-22.40 



Thursday 

Friday 

saturday 

Name of Agency 

Incili Reklam 

Ergiin Reklam 

Yap1 ve Kredi BankaS1 

Petek Reklam 

Tung Reklam 

Htirriyet Gazetesi 

Yank1 YaY1nlar1 

Tam Tam [{eda'll 

Soley Reklam 

Yonca Reklam 

Yeni "jans 

Murat Reklam 

Ate:;; Heklam 

Teleks Reklam 

Lir Reklam 

Genger Reklam 

Karamani :te;:lam 

Gtiven Reklam 

Gtiney Reklam 

Ugur Reklam 

Yayla i"lakarnas1 

Sevil Reklam 

A:;;k1n Reklam 

Hareket Reklam 

Huzur Rek1am 

Rekta:;; Redam 

Bakera Rek1am 

1:;; Reklam 

l(ervan Reklam 

Akbank 

Bant Reklam 

K1v11c1m Reklam 

Time 

18.00-18.10 

13 .10-Ui. 20 

18.20-15.30 

12.30-12.40 

18.40-18.50 

lS.50-19.00 

22.00-22.10 

22.10-22.20 

22.20-22.30 

22.30-22.40 

13.40-13.55 

18. 00-lf3 .10 

18.10-113.20 

12.20-18.30 

12.30-18.40 

18. 40-U? 50 

22.00-22.10 

22.10-22.20 

22.20-22.30 

22.30-22.35 

22.35-22.40 

14.00-14.10 

14.20-14 .30 

14.30-14.40 

14.40-14.50 

14.50-15.00 

H3.00-1S.10 

18 .10-18.20 

18.20-18.30 

18.30-W.35 

18.35-18.45 

18.45-18.55 



Sunday 

Name of Agency 

GUney Reklam 

Selguk YaYlnlan 

Ankara Re:dam 

Grafika 

Renk Reklam 

Mikrofon Reklam 

$ahap Balcloglu 

GUn Reklam 

dzger Reklam 

Dogu Reklam 

Tung Reklam 

ProdUksiyon l'oyraz Reklarn . 

Tay Reklam 

Yurt Reklam 

TUrk l'irelli 

Orhan Reklam 

Ozden Reklam 

Ziraat Bankasl 

HUrriyet Reklam 

ipana 

Eko Reklam 

t1i1l1 Piyango 

Time 

22.00-22.10 

22.10-22.20 

22.20-22.30 

22.30-22.40 

13.30-13.40 

13.40-13.50 

13.5:)-14.00 

14.00-14.10 

14.10-14.20 

14.20-14. ;,0 

14.30-1 .• ,'0 

14.40-14.50 

14.50-15.00 

13.00-1".10 

W .10-li3. 20 

18. 2C}-12. 30 

12.30-1:::.40 

lE:. 40-1:.50 

22.00-22.15 

22.15-22.25 

22.25-22.40 
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:ommercia1s 

layramog1u 

leatle 

les1er 
),eTeBe 

li1gi Ders",.nesi 

3inaca 
3irben (;iko1ata1an 

30monti Bahgc si 

30sfor 

30zkurt Kuma§larl 

Jennet Bahgesi 

Jeva t U1ub 8l? 

:;o§kun 
Crosley Buzdo1abl 

Cutex 

C;BS Boya1an 
C;ember1ita§ Baharatglsl 

C;ocuk Esirgeme Kurumu 

Dag Restoran 

Danfi1 
DaniFlrga1arl 

Debak Kremi 

Dedefon 

Demir Bank 

Denizci1ik BankaSl 

Dibrom 

Di1ber1er 

DOGan Lastik Kap1ama 

Dr. Renau1d Paris 

Ece t'lakarnasl 

Egilmez 

Emin 
Em1~k ve KreGi Bankasl 

Emniyet Gom1ek1eri 

Emniyet Sandj . .g~ 

Emti1zer 
Ender §eker1eme 

PI 

• 

• 

• 
1 

• 
1 

1 

• 

• 
5 

• 

• 

• 

• 
1 

2 

• 

• 

• 
1 

1 

• 

• 

• 
1 

• 

• 

• 
1 

• 
• 
• 
1 

4-

• 
2 

• 
• 

• 

• 

1 

• 

• 
• 
• 
• 

• 

• 

• 

• 
1 

• 

• 

• 

• 
• 

• 
• 

• 

• 
• 
• 
• 

• 
1 

• 

• 

• 
• 

• 

• 

• 

• 

• 

• 

• 

• 

• 
4 

• 

• 

• 
• 

• 

• 
2 

1 

• 

• 

• 

• 

1 

• 

• 
1 

• 

1 

2 

1 

• 
1 

• 
• 

• 

• 

• 

2 

• 
1 

1 

• 

• 

• 
3 
1 

• 

• 

• 

• 

• 

• 
• 

• 
1 

• 

• 

• 

2 

• 
• 

• 
2 

• 

• 
1 

1 

6 

• 

• 

• 

• 
1 

1 

• 
1 

• 

• 

3 

• 

• 
2 

• 

• 
1 

• 
3 

• 
1 

1 

1 

• 
• 
1 

• 
1 

• 
• 
3 

• 
• 
1 

1 

4 

• 

• 

Sa 
1 

3 

4 

• 

• 

1 

• 

1 

• 
8 

• 
• 

• 
2 

• 

2 

• 
2 

• 
1 

1 

• 
1 

1 

• 

• 
3 

1 

• 

L 

• 
1 

2 

2 

6 

1 

1 

• 

• 

3 

1 

• 
1 

• 
1 

1 

6 

• 
1 

• 

• 
2 

1 

• 

• 
1 

• 

• 

" 

• 

• 
• 
5 

• 
3 

3 

• 

• 
1 

2 

3 

• 

• 

• 

m· 
1 (1) 

1 (3) 

4 (10) 
3 (3) 

1 (1) 

fi (6) 

1 (1) 

2 (2) 

1 (1) 

6 (29) 

1 (1) 

1 (1) 

1 (2) 

1 (2) 

1 (1) 

6 (9) 

1 (1) 

3 (7) 

1 (1) 

4 (4) 

3 (3) 

1 (1) 

1 (1) 

1 (1) 

3 (3) 

1 (2) 

") (9) 

2 (2) 

1 (3) 

7 (12) 

1 (2) 

2 (2) 

4 (5) 

6 (8) 

5 (23) 

1 (1) 

2 (3) 



COl'lmercials 

:Ender Z. Ezmesi 

Ers,r Hoffman 

Erdem gekerleme 

Eren Triko 

Erguvan 

Erko E:;;arplau 

Eser Deterjan 

Esiera 
Esin Al hntop 

lOti Bank 

Eti Biskiivileri 
Fay Temizleme Tozu 

Fenerbahge Plajl 

Feyzan Perde Rayl 

:E'infinis 
GaLri Proteks 
Garanti BankaSl 

Glr Glr Siipiirgesi 

Gondola ~lrgalarl 

Good Year 

Grapet,Sunburst,Mr. Kola 

Grmldig Teyp 

Giilliio:;lu 

Giingor Ha<~azaSl 

Giivenal Zeytinleri 

Hall SaraYl 

Halk Bankasl 

Happet Radyo 

Hassel Kilitleri 

Hava Harp Okulu 

Hayat Ansiklopedisi 

Hayat Mecmuasl 

Haya ti Bilge 

Haylayf Biskiivileri 

Hergiin Gazetesi 

Heyko Saa.tleri 
Hisar Restoran 

Hoover gama:;;lr MakinaSl 

!! 
2 

• 

1 

• 
1 

2 

• 

• 

• 

• 
1 

1 

• 

• 
2 

.. 
2 

• 
• 
2 

2 

• 

• 
• 

• 
• 
2 

• 
• 
• 
• 

• 

• 

• 

• 

• 
• 

1 

• 

• 

• 

• 

• 
1 

• 

• 
• 

• 
1 

• 

• 

• 
1 

1 

• 

• 
1 

• 
1 

• 

• 
• 
• 

• 
• 

• 

• 
• 
4 

• 
• 

• 

• 

• 
1 

• 

• 

• 

• 

• 
2 

1 

2 

• 

• 
1 

1 

• 
1 

• 
1 

2 

• 
2 

2 

• 

• 
1 

• 
2 

• 
2 

• 

• 

• 
1 

8 

• 

• 
• 

• 

• 
2 

Ih 
1 

1 

• 
• 
2 

• 

• 

• 

• 

• 
1 

• 

• 

• 

• 
3 
1 

• 
1 

• 
1 

• 

• 

• 

• 

• 

• 

• 
1 

• 
1 

• 

• 

• 

• 

• 

• 

I 
1 

• 

• 

1 

• 
2 

• 

• 

• 

• 
1 

1 

1 

• 

• 

• 
• 

• 

• 
• 

• 

• 

• 
2 

• 
2 

2 

• 

• 

• 

• 
• 

• 

• 

• 

• 

• 

Sa 

1 

1 

1 

• 

• 

4 

• 
1 

2 

3 
1 

1 

• 
1 

• 
• 
• 

• 

3 
1 

• 

• 
1 

• 
• 

• 
1 

1 

• 

• 

• 

• 
1 

• 
1 

1 

1 

• 

Su 

2 

• 

• 

• 

3 

• 

• 

2 

6 

1 

2 

• 

• 

• 
1 

1 

1 

2 

2 

• 
• 

• 
• 
1 

• 

• 

• 
1 

• 

• 
• 
• 
1 

• 

• 

• 

• 

ru· 
5 (7) 

2 (2) 

2 (2) 

1 (1) 

1 (1) 

7 (16) 
1 (1) 

2 (3) 

2 (4) 

2 «)) 
6 (6) 

6 (7) 

1 (1) 

2 (2) 

1 (2) 

2 (2) 

5 (,) 

2 (2) 

3 (7) 

6 (9) 

1 (2) 

2 (2) 

2 (2) 

1 (2) 

2 (3) 

1 (2) 

4 (7) 

1 (1) 

1 (1) 

1 (1) 

1 (1) 

3 (13) 

1 (1) 

1 (1) 

1 (1) 

1 (1) 

1 (1) 

3 (4) 



Commerc.ials 

Adalet Gazetesi 

Adil Yagc.~ Z. Yaglar~ 

AEG l:iuzdolab~ 

Akbank 

Akfil Kuma§lar~ 

Ak~n Hobilya 

Ak~n 'fekstil 
Aksu Bahtaniyeleri 

Alkom 
Alhn Y~ld~z 
Ambra Buzdolab~ 

AmerJ.kan ;';e§riyat J)urosu 

Amiral Saatleri 

Anapa 
Ankara Devlet Operas~ 

Antalya Tekstil 

Arc.a Kuma§lar~ 

Argelik 

Ar~ Bebe 

Ar~ Koko 

Ar~ Unlar~ 

~rmenak 

Ary~ld~z 

As 

Aslanh 

Aya,z Turi zm 

Aydan Tic.aret 

Aygaz 

Aygaz F~r~n~ 
Bahar Piring Unlar~ 

Bak Bak 
Ba,lana 

Bal-Vit 
Ba§el Kilitleri 

Bate§ Bayilik 

Bayhanlar 
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5 (15) 

5 (':,) 
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2 (2) 

5 (10) 

3 (3) 

5 (7) 
2 (4) 

1 ( (2) 

1 (1) 

7 (~2) 
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2 (2) 

3 (16) 
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5 (7) 
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2 (2) 
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1 (2) 

1 (1) 

2 (2) 
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Commercials 

Huzur Yat!lklar~ 

Htirriyet Gazetesi 

IBAK 
tffet Butik 

Imper ve Selka 

Ipana Di§ Macunu 

Ipek I§ 
Ishakbl Boyalar~ 

Iskra Telefonlar~ 

Istanbul Bankas~ 

Istcmbul Boya 

Istanbul BHlge Ziraat 
MUcadele Reisli~i 

Istanbul Kredili 1n§aat §ir. 

1sLanbul Reklam 

1§ Bankas~ 
Java liotosikletleri 

Jet Telefonlar~ 

Job Tra§ D~<;;ag~ 

Jumbo 9ata1 Ka§lk 

Kamil KOQ Otobtisleri 

Karanl1kta Uyananlar 

Kalmen 9ama§lrlarl 

Kemanc~.Nensucat 

KlrlanglQ Z. Yaglarl 

Klas t'lagazas~ 

KOCio.ta§ }'ruti 

Kocata§ Kola 

Komili Z. Yaglar~ 
Konak Viyc:na ;(aramela 

Kondor Radyosu, 

Kopuz GHm1ekleri 

Kores Saa tleri 
Kral Mobi1ya 

Kredi1i Mesken1er 

Krem Amber 

Krem Silon 
KuafHr Figaro 
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7 (El) 
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3 (14) 

6 (29) 

1 (1) 
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7 (16) 
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1 (1) 
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Commercials 

Kuafor ~;UkrU 

Kukla Kad~n 

KulUp Kola 

Kuliip Meyva Kokteyli 

Kuliip Meyva Su1ar~ 

Kurt B~c;ak1an 

La1e Qar~af1ar~ 

Leydi 

Limbo 

Lizbon Pastanesi 

Liiks Ankara Gemisi 

Liiks Tuva1et Sabunu 

Liiksor Tarak1ar~ 

Mahsen :;;arap1ar~ 

14aya Okulu 

Max Factor 

Merbo1in Boya1ar~ 

Ivjigros 

Millet Yapar 

Milli Piyango 

Mi11iyet Atatiirk Filmi 

Minas Dekorasyon 

Hithat 

l10da Banyolar~ 

nOda ilk Bahar Oku1u 

l<loda P1aj~ 

Hoda '.Leks til 

Hora1 Organizasyon 

lllor Defter 

Hutfak Gaz 

Hutuk :;;arap1an 

Nadir 

Nato :;;arab~ 

Necati Ek~io,tS1u 

Nevtron Radyosu 

Nihat Aslan 

Okurog1u 

Ora1et Mandalin 
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QQmmercia1s 

Ora1et Portaka1 

Ornamin 

Orta Dogu Teknik UniVer3itesi 

Osman1~ Bankas~ 

Oya Somya1~ Yatak1ar~ 

Oya1 :;;eker1eme 

Ogretmen Qorap1ar~ 

Ogtetmen1er Tiiketim Kooperatifi 

Omer 

Onder Em1~k 
Ozcan Turna 

Ozkur Ocak1ar~ 

Pak1ar Sabun Tozu 

Paksoy GHm1ek1eri 

Pamuk Bank 

Parkoj e1 

Paro Qocuk 14amas~ 

Pa§abahge 
Pate P1ak1ar~ 

Penguen p1ak1ar~ 

P.O ve T.P.A.O. 

Philips 

Philishave 

Piknik :;;arap1ar~ 

Pire11i Lastik1eri 

P1astik Sanayii 

Poker Play 

Presco1d Buzdo1ab~ 

Profi1 1§ 
Radyo1in Di§ Hacunu 

Restoran 212 

Roger Gallet 

Ruh ve 11adde 

Sabit LUks Boya1ar~ 

Sana l1argarini 

Sancak Tencere 

Sancak TU1 
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2 (3) 
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1 (1) 

2 (2) 

1 (1) 

7 (8) 

1 (1) 

2 (4) 

1 (4) 

1 (1) 

1 (1) 

7 (13) 

7 (14) 

6 (~J) 

1 (1) 

7 (8) 

1 (1) 

1 (1) 

5 (5) 

1 (1) 

5 (8) 

1 (1) 

7 (ll) 

2 (2) 

6 (7) 

4 (7) 

1 (1) 

4 (4) 



Commercials 

Saylav HamUlleri 

Semih Tu!:lu 

Ses Hecmuasl. 

Sezai Orner Nadra 

Sezer Tekel Borularl. 

Shell 

Shell tox 

Side 

Sihir 

Sincap Kuru Yerni5leri 

Singer Diki§ Makinasl. 

Sinolin Boyalarl. 

Son Havadis 

SuI tan $araplarl. 

Sun Restoran 
Super Filiz Qoraplarl. 

§ahlan Utu,Avize 

§eker Bank 

§emsi Yastl.rnan 

Tad t-1argarini 

Talisman 

Tam Sigorta 

Tatll.cl.lar 

Tayfun Qocuk Bisikletleri 

Tekfen Ampulleri 

Tekirdag Kiraz Festivali 

Teknik QeHk 

Teksin Sabun Tozu 

Telefunken RadyolarJ. 

Telsiz Duvaksl.z Anadolu 

TercUrnan Gazetesi 
Thomson Radyo 

Ticaret Bankasl. 

Tokalon Krern 

Tokalon Pudra 

Tokalon Ruj 

Tokyo Ginza 
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5 (39) 

2 (~t) 
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2 (4) 

2 (2) 

5 (5) 

1 (4) 

4 (7) 

2 (2) 

2 (2) 

3 (4) 

1 (1) 

2 (2) 

1 (1) 

5 (5) 

3 (3) 

1 (3) 

6 (6) 

2 (2) 

4 (14) 

4 (4) 

1 (1) 

2 (2) 

6 (7) 

1 (1) 

2 (4) 

1 (1) 

7 (23) 

2 (2) 

3 (3) 

3 (3) 

4 (6) 



Jommercials 

romurcuk 

rurizm Bankas~ Yenikoy Restoran 

riinel Dersanesi 

rUrk Yurdu Dergisi 

Jskan Gomlekleri 

JYcir Hal~ Ma';;azas~ 

U<;: Y~ld~z Bahtaniyeleri 

Ulker BiskUvileri 

Ulkii Ticare t 

Vak~flar Bankas~ 

VezUv 402 .F~rlnl~ Ocaklarl 

Vim Temizleme Tozu 

Vinileks 

Viper Qama§~r Suyu 

Vi ta Ha.rgarini 

Yah Qiftligi 

Yahn :Cartallar 

Yap~ ve Kredi Bankas~ 

Ya§anmaml§ Mektuplu 

Yavuz l10bilya 

Yayla Makarnas ~ 

Yelpaze Mecmuas~ 

Yeni 'j.azete 

Zafer Gazetesi 

Zetina Diki:] Hakinas~ 

Ziraat J.lankas~ 

Ziya Ozden 

Ziynet Diki§ Hakinas~ 
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1 (1) 
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4 (4) 
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1 (2) 
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5 (6) 

5 (25) 

1 (3) 

4 (4) 
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1 (1) 
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1 (1) 

1 (1) 

7 (14) 
1 (1) 

1 (1) 

1 (3) 
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4 (l6) 
2 (2) 

3 (~;) 

7 (42) 

2 (2) 

2 (2) 



APPENDIX IV 



;ommercia1s 

Ar~ Un1af~ 
Ziradt Bankas~ 

l1i 111 Piyango 

Shell 

tpana Di§ Macunu 

Bozkurt Kuma§larl 

Saylav r,lamlilleri 

Java Hotosikletleri 

Vak~flar J3ankas~ 

Emniyet Sand~'tl. 
Ticaret Bankas~ 

Lliks Ankara Gemisi 

Akb;"nk 
Akw T~kstil 
Lule Haz~r Qar§aflar~ 

;Zocata:;; Kola 

As Kundura1ar~ 
Aygaz FJ.rJ.nl. 
Krcdili Mesken1er 
Yeni Gazete 

Erko E§ar·?lar~ 
Philips Hadyo 
Tekfen Ampullcri 
Ye1paze Mccmu~s~ 

I§ BankasJ, 
KulUp Kola 
Yapl. ve Kre di 13ankas~ 

Alt~n Y~ld~z Kuma§lar~ 

P.O vc T.P.A.O 
Tat1~cl.lar 

Akfill Kuma§lan 
lIaya t t·lecmuas~ 

Leydi Hagazas~ 
Hillet Yapar 

Iskra Teleion1ar~ 
Ist::mbu1 Kredili In§aat ;;;irketi 
Roger Gallet 

Ank·ara Dev1et Operas~ 

l!'requcncy 

(1 VI:cek) 

41 
41 

39 

37 

34 

32 

27 

26 

25 

22 
22 

21 

20 
20 
20 

17 

16 
16 
16 
16 

15 
15 
15 
15 

14 
14 
14 

13 
13 
13 

12 
12 
12 
12 

11 
11 
11 

10 



Commercials 

Besler BiskUvileri 
Ece MakarnasJ. 
KOpuz GBmlekleri 

C(BS Boyalan 
Eti Bank 
Garanti BankasJ. 
Good Year Lastikleri 
Kamil Kog OtobUsleri 
KulUp Heyva Kokteyli 
Kuliip l1eyva SularJ. 
Nerbolin BoyalarJ. 
Philishave 
Pirelli Lastikleri 

Dilberler 
Emniyet GBmlekleri 
Ishakol BoyalarJ. 
Noda Tekstil Kuma§larJ. 

Frequency 

(1 Ileek) 

10 
10 
10 

9 
9 
9 
9 
9 
9 
9 
9 
9 
9 

8 
8 
8 
8 

Arca Kuma§larJ. 7 
~gu 7 
Qocuk Esirgeme Kururnu 7 
Gondola Boya };'J.rgalarJ. 7 
Halk BankasJ. 7 
istanbul BUlge Ziraat MUcadele Reisli~i 7 
Konak Viyena Karamela 7 
Migros 7 
Nevtron Radyolan 7 
P~kh~ 7 
Sabit LUks BoyalarJ. 7 
Sana l'largarini 7 
Son Havadis 7 
Telefunken RadyolarJ. 7 

Binaca Di§ Bacunu 
Ender Zeytin Ezmesi 
Eti BiskUvileri 
Fay Temizleme Tozu 
Job Tra§ :rhgagJ. 
Radyolin 
Tokyo Ginza 
Zetina Diki§ HakinasJ. 

Ambra Buz DolabJ. 
Dr. Renault Paris 
1§ BankasJ. 
Kocata:;; }<'ruti 
Komili Zeytin Y~larJ. 
Milliyet Ataturk ~'ilmi 
Hithat 
Paro Qocuk MamasJ. 
Prestcold Buz DolabJ. 
Singer Diki§ IvlakinaSol. 
Tad Margarini 
UlkU Ticaret 

6 
6 
6 
6 
6 
6 
6 
6 

5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 



Commercials 

Alkorn Hutfak E§yas~ 
Argelik Buz Dalab~ 
Balana , 
Danfil Deterjan 
Emlak ve Kredi Bankas~ 
Esin Alhntop 
HUrriyet Gazetesi 
Kondor Raclyosu 
Kores S"atleri 
Pa§abahge 
Sancak TUl 
Shell tox 
Sihir !Yiobilya 
Tekirdag Kiraz F'estivali 
TercUman Gazetesi 
Tomurcuk 
TUrk Yurdu Dergisi 
Vim Temizlerne Tozu 
Zaier Gazetesi 

Antalya Tekstil 
Beatle 
Betebe Mozaikleri 
Dani :B'~r\ialar~ 
Denizcilik ,;ankasJ. 
Emin 
Ender §ekerlerne 
Esiera 
Galeri Proteks 
GUvenal Zeytinleri 
Hoover 9,'m",§~r l'iakinas~ 
Imper ve Selka 
Istanbul LankaSl 
Istanbul Boya 
Kclranllkta Uyananlar 
Krem Amber 
Krem 8ilon 
Kuafor $iikrii 
Mor Defter 
Oralet Portakal 
Oyal $ekerleme 
Ozcan Turna 
Siue i\,agazas~ 

8i noli rt Boyalar~ 
Sul tan $araplar~ 
Super Filiz 90raplar~ 
Talisman 
Tam Sigorta 
Tokalod Pudra 
Tokalon Huj 
TUnel DCl'sanesi 
VezUv Ocaklar~ 
Yayla l";akarnas~ 

Adil YbgC~ Ze,ytin Yaglan 
AEG Buz Dolab~ 

Frequency 

(1 Week) 

4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 

3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 
3 

2 
2 



Q,Omrnercials 

Ak~n l~obilya 
Aksu Bahtaniyeleri 
Ar~ Bebe 
Ar Y~ld~z Qatallar~ 
A.yaz Turizm 
Bahar Pirine Unlar~ 
Bak Bak 
Bal-Vi t 
Basel Kilitleri 
Bo~onti Bah<;;esi 
Coskun 
Crosley Buz Dolab~ 
Dibrom 
Dogan Lastik Kaplama 
Egilmez 
Erar Hoffman 
Feyzan Perde Ray~ 
Fi nfini s Bahk Aglan 
Glr G~r Supurgesi 
Grapet,Sunburst,Mr.Cola 
Grun~,ig 

Gi.i.lluoglu 
Giingor 
iffet Butik 
Jet Telefonlar~ 
Kral Hobilya 
Kukla Kaciln 
Kurt :61gaklarl 
~lahsen i;laraplarl 
Hoda ilk Bahat Okulu 
MoJ,a Plaj~ 
Horal Organizasyon 
Mutuk i;laraplar~ 
Necati ?Jk§ioglu 
Nihat AsIan 
Osmanl~ "ankas~ 
bgretmen Qoraplan 
Paklar Sa'Dun Tozu 
paksoy Gomlekleri 
Ruh ve [,jadde 
Sezai bmer Madra Sbbunu 
Sincap 
geker Bank 
Tayfun Qocuk Bisikleti 
Teksin Sabun Tozu 
Tok:"lon Krem 
Uskan Gomlekleri 
Uyar Eah Ha.st2zas~ 
tic;: Y~ld~z Ilornoval~ Bahtaniyeleri 
tilker Biskuvileri 
Vinileks 
Vi ta l'Iargarin 
Ziya Ozden 
Ziynet Diki§ lilakinas~ 

Frequency 

(Hleek) 

2 
'2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 

,2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 
2 



Jommercials 

~dalet Gazetesi 
~merike.n Ne§riyat Burosu 
~miral Saatleri 
Anapa 
.Cl.r~ Komo 
Armenak 
Aslanl~ Qatallar~ 
Aydan Ticaret 
Bater;; Bayilik 
Bayhanlar 
Bayramoglu Gazinosu 
Bilgi Dersanesi 
Birben gikolatalar~ 
Bosfor Otobusleri 
Cennet Bahgesi 
Cevat Uluba§ 
Cutex 
Qemberli ta§ .i3abara tg~s~ 
Dag Restoran 
Debak Krem 
Dedefon Plaklar~ 
Demir Bank 
EmUlzer Tecrit Maddesi 
Enesu tlotorlu Bisikletleri 
Erdem :;Jekerleme 
Eren Triko 
Eser Deterjan 
Fenerbahge Plaj~ 
Hal~ Saray~ 

Happe t "adyo 
Harp Okulu 
Hassel Kili tleri 
Hayat Ansiklopedisi 
Haya ti Bilge 
Haylayf BiskUvileri 
HercUn Gazotesi 
He.,rko Saatlari 
Hisar Hestoran 
Buzur Yataklar~ 
Ibak Oluklu Nukavval'ar~ 
istanbul Reklam 
Karman <;;ama§~rlar~ 
Kemanc~ '·lensucat 
Kla.s HoiJilya 
Kuafor :.5'igaro 
Limbo 
Lizbon Pastanesi 
LUks Tuvalet Sabunu 
Luksor Tarklar~ 
Haya ilk-AnaOkulu 
i'lax :b'ak tor 
Hinas Dekorasyon 
)VIo da Banyolar~ 
t·1utfak Gaz 
Nadirler 

Frequency 

(1 'deak) 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 



iommercials 

fa to 9arap1ar~ 
lkurog1u 
lra1et Mandalin 
lrnamin 
lrta Dogu Teknik Liniversitesi 
lya Somya1~ Ya taklar~ 
)Etretmen1er TUketim Koopera:l:ifi 
imer 
;nder 
)zkur Ocak1ar~ 
'arkoje1 
'a te P1aklan 
'enguen Plaklar~ 
'ilmik $arap1an 
?lastik Sanatii 
'oker Play Tra§ l:l~gak1ar~ 
'rofil 1:;; 
:l8storan 212 
Sancak :t!UdUk1ii Tenceresi 
Semih Tug1u 
Ses !'iecmuas~ 
Sezer Teke1 Borular~ 
Sahlan 
~emsi Yast~man 
Teknik Qelik 
Te1siz Duvaks~z Anadolu 
Thomson Radyo 
Turizm Bankasl. Yenikoy Restoran 
Viper Qamapr Suyu 
Yall. Qiftligi 
Yahn Karta11ar 
Ya§anmam~§ Hektuplar 
yavuz Xobilya 

Frequency 

tHleek) 

1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 
1 



APPENDIX V 



ialet Gazetesi P W A P C • P I 
iil YagcJ. Z. Yaglan P W A P C N I + 
~G buz dolabJ. P W A P C S P + 
,bank S SW A P • • I +-
dil P W A P C Sh PI + 
{J.n ~Iobilya P W A P C S P 
{J.n Te ks til P W A P C Sh P + 
{su Bahtaniyeleri P W A P C N P 
Lkom P W A P C Sh P ++ 
L tJ.n YJ.ldJ.z P. W A P C .Sh P + 
nbra Buz DolabJ. P W A p C S P 
nerikan Ne§riyat Buro. S W A • • • I 
niral Saatleri P W A P C S PI 
13.pa Bonmar§esi p W A P C Sh P 
lkara Devlet BperasJ. S S • • • • I 
ltalya Tekstil P W A P C Sh P 
rca Kuma§larJ. P W A P C Sh PI + 
rgelik Buz DolabJ. P W A P C S PI + 
rJ. UnlarJ. P W A P C Sh P 
rJ. Bebe P W A P C Sh P + 
n Koko P W A P C Sh P 
rmen"k' S W A • • • PI 
r YJ.l dJ.z P W A P C Sh P + 
s Kundural arJ. P W A P C Sh I + 
slanlJ. Q~tallarJ. P W A P C Sh PI + 
yaz Turizm S W A • • • P + 
ydan Ticaret P W A A C Sh I + 
ygaz P W A P C S PI + 
ygaz FJ.rJ.nJ. P W A P C S PI 
ahar Piring UnlarJ. P W A P C Sh P 
alana P W A P C Sh P 
alvi t P W A P C Sh PI 
a§el Kili tleri P W A P PC N P + -t 
ate§ Bayilik S W A • • • I 
ayhanlar P W A P C S PI 
ayramoglu Gazinosu S W A • • • P 
,eatle. PantolonlarJ. P W A P C Sh I 
,Esler liimkUvileri P W A P C Sh P + + 
!stebe P Iv A P PC S PI + 
iilgi Deshanesi S W A • • • I ...; 

iinaca Di§ Hacunu P W A P C N P + 
iirben Qikolatalan P W A P C Sh P 
:omonti Bahgesi S S • • • • PI 
losfor Otobtisleri S W A • • • PI 
iozkurt Kuma§larJ. P W A P C Sh PI + 
:cnnet Bahgesi S W A • • • I 
leva t Uluba§ p 11 A A CP Sh PI 
:oskun HaJ;azasJ. p W A A C Sh P 
:rosley Buz Dole,bJ. P W A P C S P 
:utex P W A A C Sh P 
18S BoyalarJ. P W A P CP S P + 

• 
Icmberli ta§ llaharatgJ.sJ. P W A A C C P 
locuk EsirgemeKurumu S S • • • • I 

)a~ Restoran S W A • • • I + 
)anfil De ter jan P W A P C Sh P 
)ani FJ.L'galarJ. P W A • CP N P 
)ebak Kremi P W A • C Sh PI 



lefon Plaklan. P 'II A • C Sh PI 
nir Bank S 'II • • • • P 
1":Lzoilik 13ankasJ. S SW A P • • I 
~:fOl7l P 'II A • C Sh PI 
loerler P 'II A P C sh PI 
~an Lastik Kaplama S 'II A • • • P + 
• Renault Paris P 'II • • C Sh P + 
e NakarnasJ. P 'II A P C Sh P + + 
i Imez ~lai}:aza·sJ. P 'II A • C S I 
in l,'la(taz as ~ P \~ A • PC Sh I 
l~k Kredi BankasJ. S SW • • • • I 
niyet Gomlekleri P 'II A P C Sh P + 
niyet San dJ.g·J. S 'II • • I + • • 
iilzer P 'II A • PC S P 
der $ekerlemcmeri P 'II A P C Sh P 
d.er Z.Ezmesi P 'II A P C sh P + 
esu Bisikletleri P W A A C S P 
ar Hoffman S 'II A • • • P 
d.em $eker10me p 'II A P C Sh P 
en Triko P 'II A P C Sh P 
guvan Magaz8.sJ. P 'II A • C Sh PI 
ko E§arplarJ. P 'II A P C Sh P + 
er Deterjan P 'II A P C Sh P 
iera p 'II A • C S P + 
in Al hntop P 'II A • C Sh PI -
i Bank S SW • • • • PI + 
i BiskUvileri P 'II A P C Sh P + 
.'/ Temizleme Tozu P 'II A P C Sh PI + 
nerbahge PlajJ. S 'II A • • • I 
yzan Per de RayJ. P 'II A P C Sh P 
.nfinis !gIn P 'II A P PC S PI + 
Ileri Proteks P 'II A P C Sh P + 
lranti. BankasJ. S 'II • • • • I 
.r Glr P 'II A P C Sh P 
>odola FJ.rg alan. P 'II A A PC N I + 
)od Year S 'II A P • • P + 
··-'.pc't Sunburst Mr.Cola P 'II A P C Sh P + + 
~undig P 'II A A C S I 
illiio,Slu P 'II A • C Sh PI 
Ingar ~lal..{;azasl P 'II A • C Sh PI 
iveno:.l Zeytinleri P 'II A P C Sh P + 
11 J. SarayJ. P 'II A • C Sh P + 
11k BankasJ. S 'II • • • • P 
lppet Haciyo P 'II A • C S P 
?ssel Siirgii P 'II A • PC N P 
wa Harp Okulu S S • • • • I 
?yat Ansiklopedisi P 'II A p. C S P 
l.:-r at f.1eomuasJ. P 'II A P C • I + 
iyati Bilge P 'II A • C Sh I 
l.ylayf Biskiivileri P 'II A • C Sh P 
~rgiin Gaze te si P 'II A • C • P 
eyko P 'II A • C S I 
isc,r Restoran S 'II A • • • I 
o8ver Qat'lCl§J.r l'lakinasJ. P 'II A A C S P + 
Qzur Yatc;.klarJ. P 'II A P C S PI 

Urriyet Gazetesi P 'II A P C • P 

hak: P 'II A • PC N P 



fet Butik S W A • • • P 
Iper ve Selka P W A • PC S PI 
lana P SW SA P C Sh PI + 
,ek i§ P SW A P C Sh P 
: hCJ.kol Boyalar1 P YI A P PC S I + 
:kra Tele:tonlar1 P W A A • S P + + 
:tanbul Bankas1 S W A • • .p • 
:tanbul Loya P W A P .t'C S H + 
:t.Bolge Ziraat Reis. S S • • • • I 
:tanbul Hellam S Vi A • • • I 
: Bankas1 S W • • • • PI + + 
,va l"lotosikletleri P WS A A C S P + + 
It Telefonlar1 P 'W A • C S P 
Ib Tra§ B1gll.g1 P W A p C N PI -+ + 
1mbo Qatallan P W A P C Sh P + 
Lmil Kog S VI A • • • I 
lranl1kta Uyananlar S VI A • • • I 
lrmen Qama~prlar1 P Vi A P C N P 
:manC1 Nensucat P VI A • C Sh P 
.rlang1g Z. Yaglar1 P VI A P C Sh P 
.as l·:a,gaZtl,Sl P VI A • C Sh PI 
lcata§ :B'ruti P Vi A P C Sh P + + 
lcata§ Kola P W A P C Sh P + + 
lmili Z. Yaglar1 P W A P C Sh P + 
mak Viyana :Caramela P W A P C Sh P 
HIdor Hadyosu P SW A • C S P -+ 
l,lUZ Gomlekleri P VI A P C Sh P + 
lres Saatlari P Vi A A C S PI 
:al Hobilya P VI A P C S PI + 
:edili r-leskenler P VI A • C • I + 
~em Amber P IV A P C Sh PI + 
:-em Silon P IV A P C Sh P 
laior l!'igaro S W A • • • PI 
l.ifor $iikrU S W A • • • PI 
lkla Kad1n P VI A • C • PI 
lllip Kola P VI A P C Sh P + 
llliu 11e.':/vc:L Kokteyli P SW A P C Sh P 
.II lip tl1eyva Sular1 P IV A P C Sh P + 
).rt B1gaklar1 P IV A P C • P 
~le C;,.q:.flan P ;OW A P C Sh I 
2ydi L":'8.:~~azas~ P IV A • C Sh P + 
imbo Nobilya P IV A P C S PI 
izbon Pus tanelJi S IV A • • • I 
liks Ankar0. Gemisi S S • P C • I 
liks 1'uvalet Sabunu P IV A P C Sh P + 
~).L~· s:) r Tar:",klar1 P Vi A P C N P 
ahsen :;Jaraplar1 P Vi A P C Sh P + 
9.ya Okulu S IV A • • • PI 
3..X J<'actor P IV A A C Sh I 
erbolin P IV A P PC S PI + + 
igl'oS P IV A • C Sh P 
illet Yapar S IV A • • • P 
i111 Piyango S SW • • • • P -+ 
illiyet A tatlirk Filmi S \1 A • • • I + 
inas Dekorasyon P IV A P C S P 
i. that t,1 sf;;>. z as 1 P IV A • C Sh P + 
oda 8anyolar1 S W A • • • I 
oda ilk Bahar Okulu S IV A • • • I 



la Plajl S W A • • P 
la Tekstil P VI A P C Sh P 
:al OrC;anizasyon S VI A • • I . Jefter P VI A • C • I 
;fak Gaz P VI A P C S P 
:uk $aral)lar~ P VI A P C Sh P 
iirler p VI A • C S I 
;0 $araplar~ P VI A P C Sh P 
:ati Ek,?io,,;lu P VI A • PC S PI 
{tron Eaclyolar~ P SW A P C S P + 
ht Aslan P VI A • P S PI 
lTO!;lu P VI A • C S I 
:"Ie t ii n dLclin J? VI A P C §h P + 
"let Portakal P VI A P C Sh PI + 
namin P \'l A • C S P 
:nanl~ Bankasl S VI A • • • P + 
a Somyal~ Yataklarl P VI A P C S PI 
al $ekcrleme P \y A P C Sh P + 
retmen <;oraplarl p VI A P C Sh P 
retmenlcr TUketim Koo.P S • • S N P 
er hag."zasl P VI A • C Sh PI + 
der EmUk P VI A • C • PI 
con Turna P VI A • P S I 
kur Oca;:larl P \!J A P C N P + 
klar Sabunlarl P VI A P C Sh P 
kMy GomlekLri P VI A ? C Sh P 
,~nu.( B .. ?nk S VI A P • • P + 
,rkojel P VI A P C Sh P 
.r·o Qocuk Mam:'.,Sl P W A P C Sh P + 
~abahge P VI A P C Sh PI 
be Pl8.klan, P VI A P C Sh P 
:l@;uen PL,klarl P vi A A C Sh I 
D ve T.P.A.O. P VI A P C N P + 
ili"s P W A P C S P + + 
ilishave P VI A P C S I + 
knik $ar;"plarl P VI A P C Sh P + 
relli LastL:leri p, IV • P PC S P + 
s.stik San8,yii P VI A P PC S I 
'ker PL,y P vi A P C N P + 
'estcold P VI A A C S P + + 
'oiil I::; P VI A P P S P 
tdyoli n Di§ isacunu P VI A P r< N P + v 

,storan 212 S VI A • • • PI 
)ger Gallet P VI • • C Sh I + 
lh ·U. !·jadde S It! A P , - • • • 
,bit LUkE) }Joya18r~ P VI A P PC S P + 
ma l';argarini p It! A P C N P + + 
mcak Ti.il p S'.v A P C Sh PI + 
'neak Tenccre P \" A P C Sh P ... 
:,ylav NamUlleri P VI A P C Sh P + 
:mih T'll~Jlu S VI A P • • I 
!S i<ecmUo.sl P IV A P C • I 
:zai <jer tl'ladra P W A 1) C Sh P + , 
,zer Tekel BOi'ularl P It! A P P S I 
lell P Sit! A P C N PI + 
lelltox P SVI SA P C 1,1 P H 

ide l','I::",gazG-sl P 'll A A e Sh PI + 



ir Eobilya P W A :? C S PI + 
cE.p P W A A C C P + 
.ger Diki:;; BEo.kinasJ. P SVI A P C S P + + 
.olin Boy,.larJ. P W A P CP S P 

Havadis P W A P C • I 
.tal;). §arap1arJ. P W A P C Sh P + 
l Restoran S W A P • • P + 
ler Filiz Qorap1ar J. P W A P C Sh P + 
llan P W A P C Sh P + 
:er Bank ~w W A • • • P 
lsi Yo. stJ.man 'II A P C S PI 
1 ~hrgarin P 'II A P C N P + 
,isman P SW A P C N P + 
n Sigorta S W A • • • PI 
tlJ.cJ.1ar P W A P C Sh P + 
fiun Qocuk Bisik1eti P W A 'P C S P + 
,fen Ampulleri P W A P C N P + + 
k-irdag 1<'esti va1i S S • • • • PI 
Knik Qelik P W A P PC S P 
ksin Sabun Tozu P W A P C Sh P 
lefunkenRadyosu P W A A C S P + + 
lsiz DuvairsJ.z Anadolu P W A • C • P 
rcUman Gazetesi P W A P C • P 
omson Radyosu P W A A C S P 
caret " . S SW A C I 1,an"asJ. • • 
kalon Krem P VI A P C Sh P + 
kalon Pudra P W A P C Sh P + 
kalon Ruj P W A P C Sh P + 
kyo Ginza P vi A P C Sh P + 
,murcuk t->-~<gazas 1 P W A • C S I + 
lrizm Jlanlcas J. Ycnikoy S VI A • • • I 
[nel De5sanesi S W A • • • I 
',rk Yurdu P S • • C • PI 
)k~Ul Gom1ek1eri P VI A P C Sh P -
r ",r Hall P W A P C Sh PI 
, YJ.1dJ.z lldh taniye1eri P VI A P C N P + 
.ker BiskUvileri P W A P C Sh P + 
:.!d5 Ticaret P W A • P S I + 
lkJ.fl ar BankasJ. S S\" A • • • PI + -+ 
"zUv :PJ.rJ.nlarJ. P \'l A P C N P + + 
Lm Te:,Jiz1emc tozu P W A P C Sh P + 
Lni1eks P vi A P C S PI + 
iper Qamaylr Suyu P W A P C Sh I 
Lta L·j8.rgarin P W A P C N P + + 
3.1 J. C"fj;l' 0" P W A • C N P .: J, J.e-o J. 
alln :/:a.r tal!. ar P W A P P S PI 
3. ,n ve ;~r e eli BankasJ. S SW A • • • I -+ 
a§anmamJ.:;; \liektu,11ar P VI A • C • I 
avuz hobilya P W A P C S PI 
ay1a l!iakarnas J. P 'II A P C N P + 
elpaze j,; ec muas J. S SW A P' C • PI 
eni Gazete P SW A P C • I 
afer Gazetesi P W A P C • PI + 
etina Dild:;; l,laki nas ). P W A A C S P + 
ira;t 13ankas J. S SVI A • • • PI + + 
iya Ozden P 'II A A CP • I 
,iynet Diki§ ]v! ak i nas J. P \oJ A P C S I + 
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