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ADVERTISEMENTS IN FOOD SUPPLEMENT

OZET

Bu ¢alismada, Tiirkiye'de giderek artan bir sekilde tiiketilen takviye edici
gidalarin reklamlarmin hukuki boyutu incelenmistir. Ozellikle 2020-2024 y1l-
lar1 arasinda Ticaret Bakanligi biinyesinde faaliyet gosteren Reklam Kurulu
tarafindan verilen kararlar temel alinarak, bu alandaki yasal diizenlemelerin
isleyisi ve uygulamadaki aksakliklar analiz edilmistir. Tezin birinci boliimiinde
reklam kavrami, unsurlari, hukuki niteligi ve tiirleri doktrinsel ve mevzuat
temelli olarak degerlendirilmistir. ikinci boliimde ise takviye edici gidalarin
tanimi, pazardaki yeri, mevzuattaki yeri ve onay-denetim siiregleri ele alinmis-
tir. Ugiincii boliimde ise Reklam Kurulu kararlar1 gercevesinde tiiketiciyi ya-
niltict ifadeler, saglik beyani smirlarinin asilmasi, karsilastirmali reklamlar,
tibbi {irlin gibi tanitimlar, ¢ocuklara yonelik reklamlar ve ortiilii reklamlar gibi
ihlal alanlar1 detayl1 sekilde incelenmistir.

Arastirmada, mevcut yasal diizenlemelerin teorik olarak yeterli olsa da
uygulamada birtakim eksiklikler barmdirdigi sonucuna varilmistir. Ozellikle
dijital mecralardaki denetim eksikligi, saglik beyanlar1 konusundaki belirsiz-
likler ve cezalarin caydiriciliktan uzak olmasi dikkat cekmektedir. Bu baglam-
da calismada, etkin bir denetim sistemi kurulmasi, influencer igeriklerinin
diizenlenmesi, saglik beyanlarina dair pozitif/negatif liste olusturulmasi ve
idari yaptinmlarin gii¢lendirilmesi gibi ¢esitli onerilerde bulunulmustur. Sonug
olarak, takviye edici gida reklamlarinin halk sagligi acisindan tasidig risk goz
oniinde bulundurularak daha seffaf, biitiinciil ve etkin bir hukuk sistemi ku-
rulmasinin gerekliligi vurgulanmaktadir.

Anahtar Kelimeler: Reklam Hukuku, Takviye Edici Gida, Reklam Ku-
rulu, Aldatict Reklam, Saglik Beyani

ABSTRACT

This study examines the legal dimension of advertisements of supplemen-
tary food products, which are increasingly consumed in Tiirkiye. In particular,
the decisions made by the Advertisement Board, which operates under the
Ministry of Trade between 2020 and 2024, were taken as a basis and the func-
tioning of legal regulations in this area and the deficiencies in implementation
were analyzed. In the first part of the thesis, the concept of advertising, its
elements, legal nature and types were evaluated doctrinally and based on legis-



X

lation. In the second part, the definition of supplementary food products, their
place in the market, their place in legislation and approval-control processes
were discussed. In the third part, within the framework of the Advertisement
Board decisions, violation areas such as misleading statements to the consu-
mer, exceeding the health claim limits, comparative advertisements, promo-
tions such as medical products, advertisements aimed at children and covert
advertisements were examined in detail.

The study concluded that although the current legal regulations are theo-
retically sufficient, they have some deficiencies in practice. In particular, the
lack of supervision in digital media, uncertainties regarding health claims and
the fact that penalties are far from deterrent are noteworthy. In this context,
various suggestions were made in the study, such as establishing an effective
control system, regulating influencer content, creating a positive/negative list
regarding health claims, and strengthening administrative sanctions. As a re-
sult, considering the risk that supplementary food advertisements pose to pub-
lic health, the necessity of establishing a more transparent, holistic, and effec-
tive legal system is emphasized.

Keywords: Advertising Law, Food Supplements, Advertising Board,
Misleading Advertising, Health Declaration



