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Abstract

Blue Jean is popular clothing item that is embraced by the masses within and outside
of the society from which it is believed to originate. The jeans are connected social
systems of meaning, value and symbolic rituals that are rooted in specific social,
historical, and material context. Denim has the symbolic fortitude as the rebellion,
the antiestablishment rhetoric and edginess. The evolution of jeans wearing cannot
be understood without appreciating the material context surrounding their rise to
fashion prominence, or the rich cultural meanings that they came to embody. Any
analysis of jean must consider the industries that sell and market it, including the
ways by which it reaches the masses; whether it happens via advertisement
photographs, posters including celebrity endorsements. The article aims to examine
the use of celebrity endorsement in jean advertising campaigns in Turkey. Analysing
Mavi Jeans, one of the most popular jean retailer in Turkey at the effect of a
celebrity’s attractiveness, trustworthiness and expertise on product purchase
intentions, and of one examining the relevance of physical attractiveness and other
symbolic attributes of the endorser in relation to product meaning.

Keywords: Jean, popular culture, celebrity endorsement

1. Introduction

As John Fiske outlined in his article “Jeaning of America”, jeans are the most popular piece of
clothing among the youth as a symbol of freedom or a means to free “oneself”. Easily embraced
worldwide just like western movies as a part of American culture, every piece of clothing made
from denim fabric but especially jeans can not any longer be associated only with America as they
were in the beginning (2012, p.15). It is also quite difficult to associate jeans which emerged as
non iron, durable and cheap workers’ clothes only with the working class. Made popular by the
20th century American culture and Holywood movies in particular, jeans are also considered as
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useful clothes apart from being symbols of opposition, youth, sexual desire and rebellion
(Breward, 2003, p. 111-112). One day, we asked our students about what the word “blue jean”
meant to them. Nearly the entire classroom consisted of students who were born and raised in a
major city like Istanbul, coming from middle and upper middle backgrounds, who have been to
Europe and USA as tourists and therefore familar with the western culture. Their answers showed
many similarities. To them, jeans symbolized freedom, youth, America, blue, comfort and urban
life. In addition, they mentioned to Turkish celebrities, namely Kivanc Tatlitug and Serenay
Sarikaya. These two actor/models appeared in TV commercials of Mavi Jeans, a brand known
worldwide (“Time: Mavi Jeans succeded in the US”, 2003).

Jean Baudrillard argued that in todays society we do not consume the product we purchase but
rather what said product symbolizes and came up with the concept of “consumption of symbols”.
We embrace things presented to us by the adverts in a simple, functional, slightly manipulative
and a conciliatory manner (2011, p. 129). We do not consume clothes by wearing them but as
symbols. Rather than their monetary value, we care more about what they mean to or remind us
and how they make us feel. They are looked at, desired and consumed if they cause certain
emotions (Featherstone, 2005, p. 40-41). Jeans, despite being a simple piece of clothing, bears
multiple meanings at the same time. They can be interpreted in different ways due to being
intertextual. In the context of Fiske, jeans are associated with living in major cities, daily life
practices, being in a direct or indirect relationship with the West, contemporary life, leisure and
frivolousness in Turkey.

In the light of these, we believe that understanding the similarities and differences of how jeans,
a popular outfit, are perceived in Turkish popular culture and the rest of the world will give us an
insight of Turkey. Symbolic values attributed to clothes are mainly derived from personal
experiences of those who wear them. Actors in particular are more democratic celebrities and
direct fashion icons compared to other types of celebrities. Since they represent different
segments of society with the characters they play, they are quite easy to be associated with
(Church Gibson, 2012, p. 49). In that context, the reason why Serenay Sarikaya and Kivang Tathtug
were cast for Mavi Jeans adverts can be due to the fact that they are both actors and models.

Since jeans brands are in constant competition with each other, they determine social differences
and reflect these in a balanced manner. This way, all segments of society are able to reflect their
identities with the jeans they wear. Advertising strategies in Turkey are also based on different
segments of the market. The relationship between creating the meanings of an outfit and the
sales of the same are establised by such visuals. Jeans transform into a sort of a language in
adverts and translated as such (Carter, 2003, p. 146). We based our study first on the idea that
adverts determine the cultural view, then transform and finally reflect it. Here we will consider
celebrity endorsement as a form of communication and try to understand on which social criteria
celebrities who endorse Mavi Jeans were chosen. Thereafter, we will study clothes as a visual
metaphor to record culturally based in determination among and between identities in line with
Davis's views, (1997: 37) and analyse how said celebrities whose photographs are used in Mavi
Jeans’ campagins, reflect the ideals of gender, modernity and Westernization in Turkey.
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2. Blonde as a Westerner, Local As a Turk

An individual's instinct to adopt a certain style is based on the need to identify oneself with social
groups through consumer goods. Individuals who are taken as examples are selected among
people who are seen in media. As stated previously, actors are always fashion pioneers (Crane,
2003, p. 180-182). The symbolic meaning of celebrities in the society is first communicated to the
product then to the brand and individuals through said product. If the physical appearance,
attitude and image of a celebrity is in conformity with the product, then endorsement becomes
successfull. Particularly in clothing adverts, physically attractive celebrities can be more
convincing. Therefore, based on the idea that movie stars reflect the beauty standards of their
era and geography (Church Gibson, 2012, p. 73), it can easily be argued that they are considered
experts when endorsing a clothing brand.

As stated above, if a close connection can be established between the celebrity and the product
image, the product’s message can be communicated more quickly. However, persuasion and
adoration are subjective concepts and may differ according to perception, individual and culture.
In that context, a celebrity’s similarity and familiarity to the individuals in a society is an important
parameter (Erdogan, 1999, 299). This way, celebrities who endorse a brand give us an insight into
the culture of the society which they belong. Celebrity endorsement differs in each country.
Considering that collectivism is still a very effective phenomenon in Turkey, we can argue that the
symbolic meanings of celebrities are quite significant. The fact that collectivism is effective,
especially when combined with the instinct to belong, further reveals the need to socially belong.
In that case, celebrities are seen as unique and important people while they embody even more
symbols in their identities hence refer to more common meanings in the society (Choi and. 2005,
p. 87).

In order to endorse jeans which are seen as a symbol of comtemporary, young, sexy and modern
throughout the world as well as in Turkey, the fact that blonde, actor/model celebrities such as
Serenay Sarikaya and Kivanc Tatlitug are selected is meaningful. Thanks to his blonde hair and
physical appearance, Kivang is associated with Brad Pitt in Turkey while Serenay with Blake Lively.
Kivanc played sons of wealthy families in three different popular Turkish TV shows subsequently
where he appeared in Gilmiis-Silver (2005-2007) as Mehmet, son of a wealthy family from
Istanbul, as Behlul in Ask-1 Memnu-Forbidden Love (2008-2010) again as the son of a wealthy
Istanbul family and finally as Behlil, Cesur ve Glizel-Bold and Beautiful (2016-...) as the same
character. Similarly, Serenay Sarikaya played Sofia, the daughter of Greek mother and Turkish
father who is a cop in Adanali-From Adana (2008-2010), as Yesim in Lale Devri-Tulip Period (2010-
2014), daughter of a wealthy family from istanbul, as Mira in Medcezir-Tide (2013-2015), again
the daughter of a wealthy family from Istanbul and finally as Duru in Fi (2017-...), a ballet dancer
from Istanbul. A strong connection between the real life identities of actor endorsers and their
characters positively affect their persuasion power, hence the success of the product which they
endorse.

Considering the fact the social meanings are based on individuals® experiences, one can conclude
that endorsement from celebrities whose images and identities conform with the image of jeans
will be convincing (McCracken, 1989, p. 314). Both celebrities physically conform with western
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beauty norms in Turkey and are also depicted as urban, wealthy and modern characters. Since
ancient times, the attractiveness of blonde hair associated with the colour of gold has been
associated with beauty, privilege, fertility, power and divinity in numerous mythological stories
from ancient Greece to Persian Empire. The word “blonde/blondus” which is known to be used
in 12th actually means beautiful and attractive. Throughout the years during which poverty was
seen as to work outdoors, especially women tried to maintain the light complexion of their skin
and used various methods to lighten the tone of their hair colour. The fact that, including Jesus
Christ and Mother Mary, all significant characters depicted in paintings have been shown to have
blonde hair and white skin is a clear proof of this perception. To have blonde hair and white skin
was perceived as a virtual proof of wealth, nobility and association with upper layers of society.
(Pitman, 2008, pp. 123- 133). There's no trace of painting art in Turkey until the end of 19th
century mainly due to being a muslim country. Therefore, there are no pintings which depict
women. Ahu Antmen argues that the first Ottoman painters who came from upper class families
and had European education, depicted women in their paints as Western with their clothes,
attitudes and appearances (2014, p. 29). Most women depicted in the works of first Turkish
painters such as Osman Hamdi Bey and Halil Pasa are brown-haired or blonde and have white
complexion while most having blue or green eyes.

Secil Biker, in her article titled “The Film Does not End with an Ecstacit Kiss”, argues, in reference
to the first ever Turkish movie star, “blonde” Cahide Sonku; that while the majority of the society
have dark skin and hair, blondeness is seen as one of the most prominent symbols of Western
image by a considerable part of the society!. Blonde is also associated with concepts such as
urban, politeness and modernity in social imagination (Biker, 2005, p.164-165). Jeans were never
seen as workers™ outfit in Turkey as when they first became popular in America. On the contrary,
during the 1950s when Turkey — USA relations began to develop, thanks to the fact that the
dominant ideology at the time had no problem with such changes, jeans started to be percevied
as a requirement of modernity by the urban upper classes of Turkish society who were into
Western culture as a part of American life just as Coca Cola?. Many features of jeans such as
comfort, indifference and an active social life were expressed as a requirement of Westernized
and urban life style in Turkey since the 1950s. The meaning of clothes as class and status symbols

1 Originally a ballet dancer, Sonku achieves stardom as a result of the rapidly changing city life as well as people’s
tastes in line wittWestern civilization within the Repubficera.Turkish Republicéundel i n 1923, it’' s Re
elite consisting of military, bureaucrats and intellectuals were influenced by the nation state ideology which is a by
product of modern developments suchcagitalism, industrialization, urbanization and emergence of centralized
states. Adopting the idea of change and social transformation as their core principle, this group found themselves in a
mission as a requirement of transition from the empire todktien state. Therefore, they chose to impose a rapid and
authoritarian transformation on the sociefyekeli 1999, 30)Moreover n the early years of Turkish Repubiimvie

going experiencevas the symbol afiewWesterner lifestyle.

2 Turkish society sa European civilization as an ideal example of Westernization for two centuries before World War

Il. However, America emerged as a stronger example following the destruction of Europe in World War Il. For Turkey,
America, founded on the principle of freedpstarted to be seen as the symbol of wealth, technological advancement

and power since mid 1940s. Thanks to military and fina
friend” by the Turkish gover nmeolywoodwioviels inpoped proeticarrwaylr ur ki s
of |Iife to Turkish public (Erdogan, 2004, p. 121). Acco

such as age, ethnicity and gender as well as how we spend our free time ( 2003, p. 28).
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are usually defined by people who wear them (Davis, 1997, pp. 30-84). As discussed above,
contrary to being a symbol of challenging physical work in America, jeans reflect leisure time and
the luxury of having it as an indication of Western life style accompanied by the financial means
to pursue the same3. Therefore, Mavi Jeans chose to work with two celebrities Serenay Sarikaya
and Kivanc Tatlitug who look “Western” in order to support all these images.

However, while claiming Turkey gives hybrid messages, one shouldn’t ignore the hybrid identities
of the celebrities chosen by Mavi Jeans for endorsement. Considering the fact that the message
of an advert is based on contraction in order to be direct and effective (Choi and., 2005, p. 87),
we have to emphasize that Kivang and Serenay, despite their western looks, are at the same
Turkish and local. With the use of their slogan “Cok Oluyoruz” (We're Being Too Much) in the first
campaign which was launched in year 1997, Mavi Jeans based their advertising strategy on such
contradictions and outlined the fact that they are a Turkish jeans brand who compete with other
global jean brands which are popular mainly in USA and Europe. Just as the hybridity in their name
Mavi Jeans*, they achieved their goals as a non Western jean brand which competes with them
(“A Turkish Brand on the Cover of Time Magazine”, 2013).

3. Strength of Male Body, Attractiveness of Female Body

Further apart from a piece of clothing, jeans help build a social identity and the circulation of
cultural meanings as in all popular clothes. As discussed above, jeans adverts and celebrities who
take part in them help circulation of various Turkish identities in popular culture. Susan Sontag,
in her book, “On Photography” argues that the gestures which form fashion are determined by
the camera (2005, p. 35). What determines the celebrity is the camera that creates the
development of the perception of clothing. Camera determines the meaning that will be
attributed to the celebrity and the product he/she endorses. This visualization covers the advert's
motty and reveals the common features of the celebrity and the product in a brief but effective
manner (Findlay, 2012, p. 198). The identity embodied by the celebrity in addition to his/her
screen persona which is the sum of their characters in TV shows and their personal ives, are used
in the advert's motto and photo shoots. Therefore, celebrities” faces and bodies are equally
important as the clothing items which they endorse (Fiske, p. 21-24). Advert photos make viewers
associate themselves with the celebrity by convincing them that they represent the ideal. Adverts
are the promotion of ideal beauty which belongs to a certain era and geography (Rothenberg&
Valente, 1996, p. 377).

3 Accordingto Diana Crane, our clothing style is based on social bonds such as age, ethnicity and gendas as well
how we spend our free tim2q03, p. 28).
‘Mavi means “blue” in Turkish. Although the whsgd “jean”
word in spoken | anguage is the word “kot?”
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Photo 1 Kivang Tatlitug Mavi Jeans Spring-Summer; 2017; Photo 2 Serenay Sarikaya Mavi Jeans
Spring-Summer 2016

The adverts respectively promote the idea of a strong male body and an inviting female body. In
the female case, denim fabric tightly wraps around the body supported by a single background
colour as well as the order created by a simple theme (Fiske,2012, p. 21). The configuration where
both models® bodies are transformed to stone, a statue as wrapped by hard fabric implies that
the outfit reconfigures the bodies of Kivanc and Serenay in an artful aesthetic. As seen in
photographs 1 and 2, both Kivanc and Serenay show both similar and different appearances.
Other than the use of a light blue background in proportion with the brand name at the back,
both wear classic stonewashed jeans. Also both stand tall in a self confident manner with their
legs a part. They both touch their bodies and their outfit. According to Goffman, we usually see
women in photograph touching their own bodies. Women touch themselves like they touch a
precious object. The position of their hands in portrait photography makes them look like they're
thinking of something (1979, pp. 34-36). As stated by Pease, the act of a woman touching her hair
and a part of her clothes is an act of seduction (1988: 95). As Serenay softly touches the open
buttons of her shirt, she gives the impression that she awaits a command from the viewer as to
whether she should take off her blouse. Kivang, on the other hand, grabs the collar of his t-shirt
while touching his shoulder with his left hand. He looks as if he intends to make the collar more
comfortable rather than taking his top off. This act supports Lindner’s view on how men use their
hands in photographs in a competent and conscious manner (2004, p. 411).

In photographs, celebrities directly look at the camera. Eyes are a reflection of the heart and
viewers wish to establish eye contact with celebrities who look directly at themselves. This way,
they embrace the image of the product and can easily identify themselves with the identity whom
they are already familiar with in popular culture. This gives the celebrity in the photograph an
active role while allowing him/her to become a subject in the same while the celebrity
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himself/herself is watching us at the same time in an hypothetical manner. Looking at the camera,
the celebrity positions the photograher thus the viewer as an ideal viewer while presenting
oneself along with the product. The connection he/she establishes with the viewer in such fashion
allows all the features attributed to the celebrity by the society are directly transferred to the
product (Palmgreen, 2010, pp. 21-24). Kivang looks at the viewer with a direct gaze in a frontal
view. By reflecting the spirit of his lead male roles, he shows how much confidence he has in
himself and his clothes and also how comfortable he feels when wearing them. In Serenay’s
photograph, the high angle positioning of the camera, as pointed out by Richard Dyer, lends the
photographer’s dominance over the model to the viewer temporarily and depicts Serenay in a
seductive yet submissive manner (1992, 105). Goffman argued that women looking down below
the eye level of the viewer implies acceptance of subordination (1979, p.57). On the other hand,
lips can also transmit many messages. Model's half open thick lips is an invitation to sex. Kasikgi
argues that half open lips refer to a flirt signal. In fashion and advert photography, female face
replaces genitals and expressly presents female sexuality (2006, p. 111). While Serenay plays the
part of a young and seductive woman in photographs, she submits to the viewer's control over
herself and her sexuality.
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Photo 3 Kivang Tathtug Mavi Jeans Spring-Summer; 2017; photo 4. Serenay Sarikaya Mavi Jeans
Spring-Summer 2016; photo 5 Serenay Sarikaya Mavi Jeans Fall-Winter 2016

Female models in advert photos are featured either bending or lying down somewhere in various
forms in a sexually attractive manner. Photos of Serenay in Mavi Jeans ad campaigns also usually
show her lying or sitting down in different positions. In photograph 4, according to Goffman, even
though the camera is in frontal position, Serenay, looking outside the frame, is shown as
powerless, mild and submissive in the face of unknown while being indifferent to the action taking
place on stage (1979, pp. 65). With her right hand on her ankle and trying to maintain her balance
on the floor on her left hand, it’s evident that she's not comfortable which can also be understood
by looking at her facial expression. In photograph 5, camera “ritualizes submission” from a high
angle and shows Serenay in a seductive and submissive position. (Crane, 2003, p. 280). She's also
uncomfortable in the position where she supports herself with her right hand. This time, she looks
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at the camera as if she’s waiting for a command from the viewer as to whether she should take
off her necklace. Serenay’s open legs in both pictures can be interpreted as a sexual invitation.

Kivang can be seen posing mostly standing in Mavi Jeans ad campaign. In photograph 3, he looks
at the camera with a straight look with his legs crossed. According to Pease, leg cross position is
an indication of competitive and argumentative behaviour commonly shown by men. Men prefer
to sit in this position especially when they're about to argue (1988, p. 66-97). Directly looking at
the camera at his eye level, Kivang, expresses his power in a confident manner just as the lead
characters he plays in TV shows. Givens argues that the point where the eye directly looks is the
focus of attention. The focus of attention here is the viewer. Kivang looks as if he is in a
competition with the viewers and even looks down upon them. When we consider the concept
of manhood is earned, not given, it is crucial to act in accordance with society's expectations in
Turkey where male dominance claims are quite strong. Similarly, men are expected to constantly
demonstrate their masculine skills. Patriarchal authority is important (Kandiyoti, 1997,p. 75). The
male prototype in Turkey must be competent in professional, sexual and physical ways, must not
express emotion and be more important than his female counterpart (Yiksel, 2001, p. 44).

However, there's an important in detail in both photos of Kivanc which show him attracted to
Serenay's seductive posture, his wide open arms. Givens said “we show our hands for sexual
appeal” (2002, pp. 44-127). Kivang, despite his tough, confident and aggressive posture, sends a
sexual invitation to the viewer by leaving one arm free in both photos. Kivan¢ maintains his self-
confident posture which he is already aware of by wearing those jeans. Since late 19th century,
as a result of Turkish modernization, new meanings have been attributed to men. Increase in
urban population following 1950s, had a direct impact on the structure and functioning of the
household including the collapse of men’s sole owner of economic resources, such as land.
Weakening of man’s authority in the household disrupted order in social life particularly in cities
which, to a certain extent, led to the dissolution of patriarchal order in the society. By Segal’s
definition, the symbolic male image had been redefined thanks to changing social environment
throughout the world as well as in Turkey (1992, p. 16). According to Berktay; formation of the
identities of modern Turkish men, as in the entire Turkish society, has been based on the tension
between adopting and rejecting traditional values. The traditional belief that the men are mostly
responsible for their female counterparts’ livelihood and failure to do so bothers men in terms of
traditional values (1998, p. 3). Kivang’s self-confident and even aggressive posture in these photos
and resulting eye contact he established with the camera hence the viewers also reflect his
comfort in his confidence and even a manner of self defence against any threats which may
disrupt it. On the other hand, considering the fact that most women looking at the advert pictures
embrace the masculine camera angle, one can conclude Kivanc poses for female viewers who
would enjoy his posture as much as men. Kivang, while allowing female viewers to enjoy their
viewing pleasures just as Serenay does to men, also gives a message to the viewers that he is in
control.

Thus, one can argue that jeans cannot be marketed merely as a piece of clothing manufactured
by a brand. Considering every meta reproduces the ideology of the manufacturing system, it could
be said that jeans convey important information regarding the current social environment. Jeans
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adverts reflect our social roles and duties and how we should behave in that perspective (Barnard,
2002, p. 64). First paintings, then photographs rebuilt the image of men and women throughout
centuries and attributed meanings to both genders by introducing cultural and economic
background. In Turkish society since the Ottoman empire, the female body draws the line
between home and outside world, and legitimate versus illegitimate. Painting and photograph in
Turkey do not depict women's image but their existence, experiences and identities through the
same (Antmen, 2014, p. 34). Photos of Serenay showing her wearing those jeans not only makes
her attractive but also enables her to carry on the urban, young, attractive and seductive
characters she plays in TV shows. However, the eye contact she established with the camera thus
the viewer or lack thereof, fails to relieve Serenay from the viewer's control. Whether she is
posing by the sea or in a room surrounded by empty walls, Serenay's behaviour has been
organized in line with the viewer's views. The idea of Western woman in the East is defined by
being outside in public life while Serenay’s photos depict the contrary (Kirel, 2010, pp. 402-403).

4. Conclusion

Popular clothes are popular because they soften social tensions. Jeans mean equality. While
transforming from a work outfit to the most popular daily clothes, they always carried the work
outfit legacy with them (Davis, 1997, p. 19). By Richard Dyer’s definition, actor celebrities wearing
jeans who are a reflection of public, contributed to the idea of equality in jeans. In 1950s, famous
actors who played working class characters in Hollywood movies wore jeans both in film and their
daily lives eternally transformed the meaning of this outfit and led to the phenomenon of
celebrity endorsement in jean’s market (Davis, 1997, p. 93). Today, celebrities who endorse jeans,
irrespective of their social class and despite being selected as stars who could be identified with
the meanings attributed to jeans, also lend their own features to the jean brand.

Popular culture is the art of getting by with whatever is available. Jean adverts appeal to both
sexes by underlining concepts such as physical appearance, identity and self-confidence (Fiske,
2012, pp. 18-19). It is significant that both Serenay and Kivang are celebrities who symbolise
western life for Turkish society. It can be observed that jeans adverts feature such useful images
over a certain background. Despite the fact that jeans can be attributed with multiple meanings,
they basically represent American Wild West and nature in USA while being associated with a
former colony which gained freedom by rebellion in Europe and generally everything Western in
the rest of the world. In Turkey, jeans reflect the ideals of Western sexuality, city life, economical
wealth and being blonde. When we look at Mavi Jeans campaign photos, however, we can
conclude that both celebrities endorsing the brand, despite being associated with Western ideals,
also continue to reflect understanding of women and men in Turkey.
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