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ABSTRACT

MARKETING THE NATIONAL ECONOMY: DOMESTIC PRODUCT
ADVERTISEMENTS IN THE OTTOMAN MARKET

ANIL KUCUKTAKA
History, M.A. Thesis, July 2025

Thesis Supervisor: Prof. Dr. TULAY ARTAN

Keywords: national economy, advertising, consumer culture, nationalism, Ottoman

press life

This study examines the role of advertising in promoting the discourse of the Na-
tional Economy in the Ottoman Empire during the Second Constitutional Era
(1908-1914). Drawing on newspapers and magazines, it analyzes how advertise-
ments served as a platform for advancing economic nationalism, encouraging the
consumption of domestic goods, and supporting Muslim—Turkish entrepreneurship.
Rather than depicting the National Economy solely as a state-driven project, the
research highlights its bottom-up expressions and manifestations in everyday life,
where individual consumer choices and commercial messaging reflected and rein-
forced the aspiration for economic self-sufficiency. The study also traces the shift
in tone and priorities from the early years of the Second Constitutional Era—when
a genuine desire for coexistence shaped public discourse—to the post-Balkan Wars
period, when changing political and social dynamics redefined the role of advertising
in the service of a more exclusive nationalist agenda. The findings show that adver-
tising functioned not only as a commercial tool but also as a political and cultural
instrument, shaping consumption patterns and contributing to the nation-building
process.
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OZET

MILLI EKONOMININ PAZARLANMASI: OSMANLI PAZARINDA YERLI
URUN REKLAMLARI

ANIL KUCUKTAKA
Tarih, Yiiksek Lisans Tezi, Temmuz 2025

Tez Damgmani: Prof. Dr. TULAY ARTAN

Anahtar Kelimeler: milli iktisat, pazarlama, tiketim kiiltiiri, milliyetgilik,

Osmanl basin hayati

Bu calisma II. Mesrutiyet donemi (1908-1914) Osmanh Imparatorlugunda Milli Tk-
tisat sOyleminin yayginlagtirilmasinda reklamciligin roliinii incelemektedir. O déne-
min gazete ve dergilerini inceleyerek reklamlarin ekonomik milliyetciligi tegvik etme,
yerli mali tiiketimini 6zendirme ve Miisltiman—Tiirk girisimciligini destekleme agisin-
dan nasil bir mecra iglevi gordiigii analiz edilmektedir. Milli Tktisat yalmzca devlet
yonelimli bir proje olarak ele alinmak yerine giindelik hayatta asagidan yukariya
dogru ortaya cikan yansimalari ve bireysel tiiketim tercihleri ile ticari mesajlarin
ekonomik bagimsizlik arzusunu nasil gli¢lendirdigi vurgulanmaktadir. Caligma
ayrica II. Megrutiyet’in ilk yillarinda kamusal séylemi sekillendiren samimi bir bir-
likte yagama arzusundan Balkan Savaglar1 sonrasinda degisen siyasi ve toplumsal di-
namiklerin reklamciligi daha diglayict bir milliyet¢i giindemin hizmetine sokmasina
kadar yasanan doniisimii de ortaya koymaktadir. Bulgular, reklamciligin yalnizca
ticari bir arag degil, ayni zamanda tiiketim aliskanliklarini bigimlendiren ve ulus
inga siirecine katkida bulunan siyasi ve kiiltiirel bir ara¢ oldugunu gostermektedir.
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1. INTRODUCTION

In April 1913, an article was published inKad nlar Dinyas (Women's World), one
of the most prominent women's magazines of the time. Atiye “Ukran, a member of
the magazine's founding team, ercely criticized Nestlé:

These will be eaten by our own children, we will feed them with our
own hands! This company sweet-talks our taste buds and pulls money
from our pockets! Oh dear God, what strange creatures we are! As
| said, what an idle nation we are. We are giving the money in our
pockets quite a lot of itto a foreign company that has absolutely
nothing to do with us. Don't we have any doctors, any people who
love their country and its children? Even if it's not like Nestlé it can't
happen all at once a small company could do the same job... Let it do
it, so we can buy from them instead.

Although Nestlé, an Anglo-Swiss Milk Company (1905), was the main target of
Atiye “Ukran's article, it was only one of many foreign companies operating in the
Ottoman market. Numerous other foreign brands, just like Nestlé, were marketing
the latest European goods to consumers in Ottoman cities. What Atiye “lUkran
and many other writers of the period repeatedly emphasized in various platforms
was the inability of local products to compete with foreign goods, and the growing
dominance of imported products in the market The concerns of Atiye “Ukran
and her contemporaries are con rmed years later by H fz Veldet VelidedeoS8lu in his
memoirs about his childhood: Among the groceries | carried home from the market
were American our and Russian sugar cones... | remember my father looking for
French leather and calico to have shoes and clothes made, German fabric because it
was cheaper than the others, and an Austrian fez to cover my head. 3. .

1. Kad nlar Diinyas 26, 29 April 1913

2. Mustafa Organ, Osmanl 'dan Ginimuze Modern Turk Tuketim Kaltord (Kadim Yay nlar ,
2004), 94.

3. Hfz Veldet VelidedeoS§lu, Devirden Devire | (Bilgi Yay nevi, 1974), 281.



Indeed, the calls of writers like Atiye “Okran Han m did not go unanswered. For
example, in July 1914, an advertisement in the newspapéehbal announced the
opening of Ertu8rul Ma8azalar (Ertu8rul Stores) in Fatih, proudly declaring that
Ottoman women interested in European fashion no longer needed to shop at foreign
stores? Although owner of Ertu§rul Stores were Turkish, as the name suggests,
some of the products they sold came from Europe. However, the change had be-
gun.The advertisement sections of many newspapers and magazines started to be
lled with announcements for businesses that had Turkish names, identi ed them-
selves as Turkish or Muslim-owned, or explicitly stated that they sold only locally
produced goods.

This process of economic transformation was not limited to the ¥0century. Start-

ing from the rst half of the 191" century, as a result of trade agreements signed
between the Ottoman Empire and Western powers, the Empire's customs barri-
ers were e ectively dismantled. Consequently, mass-produced consumer goods from
Europe ooded the Ottoman market® In response to these developments, many Ot-
toman intellectuals began to discuss and criticize the situation on various platforms.
Novels, plays, and short stories portrayed Ottoman society as being overwhelmed
by foreign goods. From the second half of the $9century onward, as newspapers
gained a more prominent place in public life, they too became key platforms for
these debate$. In many of their articles, Ottoman intellectuals posed the same ur-
gent question like Atiye “Ukran: how could the country be saved from this economic
dependency?

For a long time, the answer to this question aligned with the ideas of classical
economists such as Adam Smith and David Ricardo. The laissez-faire school which
advocated for a free market economy, minimal state intervention, and a global di-
vision of labor greatly in uenced both Ottoman intellectuals and foreign thinkers
residing in the Empire. Alexandre Blacque, who rst published_e Spectateurin
Izmir and later founded Takvim-i Vekayi, the rst o cial Ottoman newspaper, and
David Urquhart, a contributor to Le Moniteur Ottoman, passionately defended free
trade and an economy based on agricultural and raw material exports as the ideal
model for the Ottoman Empire! Although neither of these gures were Ottoman
citizens, liberal economic thought retained its dominance within the Empire for
quite some time. This intellectual in uence was further cemented by the fact that

4. “ehbal 100, 15 July 1914

5. Ali shsan Ba§ 3, Osmanl Ticaretinde Gayrimuslimler: Kapittilasyonlar, Beratl Tuccarlar,
Avrupa ve Hayriye Ticcarlar (1750-1839) (Turhan Kitapevi, 1983), 9.

6. Orcan, Modern Turk Tuketim Kaltura , 94.

7. Deniz T. Kl ngo§lu, Osmanl emparatorlu§u'nda ektisat ve Kapitalizm, trans. Onur Gayretli
(Heretik Yay nc | k, 2023), 64 67.



economics courses at th®lekteb-i Mulkiye the leading institution for educating the
future Ottoman bureaucrats, diplomats, and intellectuals, were taught by staunch
defenders of liberal economics such as Sak zI Ohannes and Mikael Port&kal.

Although liberal economic theories maintained their in uence and popularity in the
Ottoman Empire throughout much of the 19" century, toward the end of the cen-
tury, opposing views gradually began to emerge. The inability of local producers to
compete with foreign manufacturers, the growing trade de cit year after year, and
the writings of intellectuals like Yusuf Akgura and Musa Akyi8itzade who were
well-versed in the political economic debates taking place in Russia led to increas-
ing doubts about whether liberal economics was the right path for the Ottoman
economy? The nal blow to this paradigm came with Germany's rapid industrial-
ization, which eventually surpassed even Great Britain in industrial output. Ger-
many's success, which followed the nationalist economic policies of Friedrich List
who strongly criticized Adam Smith and David Ricardo, boosted the popularity of
List's ideas in the Ottoman Empire. According to List, every country has its own
path to development. Therefore, if Germany were to develop, it could not follow
the British model but would instead have to rely on strong state intervention, high
tari protections, and support for infant industries.1°

While debates on the foundations of the economy continued at full speed, a ma-
jor political transformation occurred in 1908. Sultan Abdulhamid II's 32-year-long
autocratic regime came to an end. Mounting economic problems, foreign policy fail-
ures, and growing public resentment against decades of repression culminated in a
revolt by a revolutionary organization sttihat ve Terakki Cemiyeti (Committee of
Union and Progress (Hereafter referred to as CUP)) which took to the mountains

in July and succeeded in restoring the constitutional regime and the 1876 consti-
tution. 11 After the revolution, the CUP became a political party and seized power,
ushering in a new era in Ottoman economic history through the economic policies it
implemented. Although the CUP initially adhered to liberal economic principles in
the early years of its rule, the turbulent and disastrous years that followed shifted
the balance of power both within the party and in the broader public sphere toward
supporters of Friedrich List's protectionist and nationalist political economy. This
period in Ottoman economic historiography is commonly referred to as the era of

8. Deniz T. KInc¢o8lu, Milli ktisat' n 19. Yuzy Idaki Kokleri, in  Sonras Kalr: Milli *ktisadi
Disunce ve ektisat Tarihi, ed. Seven A8 r and Alp Yiicel Ba3kaya (smge Kitabevi, 2023), 71.
9. Ahmet Deniz Bozkurt, Osmanl dan Cumhuriyete <ktisadi Di3lncenin Gelidimi: Liberal ve
Milli ektisat Yakla® mlar n n Etkisi (Gazi Kitabevi, 2020), 255.
10. Huseyin Safa Unal, Friedrich List, Ziya Gokalp and the National Economy Thesis in the
Ottoman Empire (Master Thesis, Middle East Technical University, 2013), 12 34.
11. Donald Quataert, The Economic Climate of the “Young Turk Revolution' in 1908, The
Journal of Modern History 51 (1979): 1147 1161.



the Milli «ktisat (National Economy).1?

At the same time, the traumatic years that followed did not only transform economic
principles, but also rede ned who was considered national. During the optimistic
period between the 1908 Revolution and the Balkan Wars, non-Muslim subjects of
the Ottoman Empire were still seen as part of the Ottoman natioft? Thus, they
were included within the framework of the National Economy. However, following
the Balkan Wars, these non-Muslim communities came to be regarded as internal
enemies and in this new context, the implementation of National Economy policies
marked the beginning of e orts to construct an economy centered around a Turk-
ish/Muslim identity, and all available resources were mobilized toward this goatf:
The state actively used its political power by passing laws to establish a national
economy, while simultaneously taking concrete steps to elevate the position of the
Turkish/Muslim population within the economic sphere. Moreover, intellectuals of
the time also played a signi cant role in shaping the ideological spirit of the National
Economy. Chief among these e orts was the aim to instill an entrepreneurial spirit
in the Turkish/Muslim segment of society. No longer were children encouraged to
grow up to be pashas or high-ranking bureaucrats. Instead, they were to become
merchants. A Turkish/Muslim child who succeeded as a trader or established a
business was now seen as a national hero, one who would rescue the homeland and
the nation from economic dependenc®.

Thanks to the implementation of National Economy policies after the 1908 Revolu-
tion and the elimination of non-Muslim elements from the economic sphere, one of
the Ottoman economy's most pressing issues, capital accumulation, had begun to be
partially resolved. Yet this was far from the only problem. Another major challenge
was that domestic entrepreneurs were signi cantly less experienced in the eld of
marketing compared to foreign companies. As early as the second half of thd19
century, foreign rms had recognized the role of newspapers in marketing and had
begun investing substantial budgets to 1l them with advertisements® Even though
these advertisements were often simple, mundane, and unremarkable, they never-

12. Zafer Toprak, Turkiye'de Milli Iktisat 1908-1918 (Turkiye <3 Bankas Kullr Yay nlar, 2023),
XV .

13. Feroz Ahmad, The Young Turks and the Ottoman Nationalities: Armenians, Greeks, Alba-
nians, Jews, and Arabs, 1908-1918University of Utah Press, 2014), 47 For the re ection of this
transformation in newspapers, Duygu Kog, Il. Me3rutiyet'ten «3gale: Osmanl Kad n Dergilerinde
Gayrimuslimlerin ¢zini Sirmek, OTAM, no. 45 (2019): 187 208

14. Toprak, Turkiye'de Milli <ktisat 1908-1918, 11.

15. Nicole A.N.M. van Os, From Conspicuous to Conscious Consumers: Ottoman Muslim
Women, the Mamulat- Dahiliye estihlak Kad nlar Cemiyet-i Hayriyesi, and the National Econ-
omy, Journal of the Ottoman and Turkish Studies Association6, no. 2 (2019): 116.

16. Hamza Cakr, Osmanl Donemi ¢lk Tirkce Gazetelerde Reklam (1828-1864) (PhD diss.,
estanbul University, 1996), 22.



theless solidi ed the market dominance of foreign companies to such an extent that
they were frequently mentioned in the literary works of the timé.” Moreover, over
time, these rudimentary advertisements became increasingly striking, eye-catching,
and localized. They even began employing incentive-based strategies such as pro-
motions and coupons, gradually resembling modern-day marketing techniqués.

On the other hand, although some Ottoman intellectuals who recognized the impact
of advertising on economic success attempted to encourage domestic entrepreneurs
to advertise through their writings, it was rare to come across such advertisements
prior to the 1908 Revolution!® While this absence was often attributed to the sup-
posedly traditional mindset of Ottoman entrepreneurs, the core issue was the weak-
ness of local production itself® Over time, the lack of advertising by Ottoman
businesses became such a pressing concern that the economic dominance of foreign
products was increasingly attributed solely to the power of their persuasive adver-
tising.2? Although this re ects an overly reductionist perspective, it nevertheless
underscores just how in uential advertisements had become in the public imagina-
tion. Numerous newspaper articles from the period describe how foreign brands
allegedly deceived the naive Ottoman people through sophisticated advertising
and marketing campaigns, thereby managing to sell low-quality goods and secure
their position in the market.?? In an article published in Kad nlar Diinyas, Em-

ine Seher Ali, the writer who frequently contributed to the journals likeKad nlar
Dunyas openly stated that Turkish/Muslim citizens did not even know where the
national shops were located. As a result, since Ottoman consumers were unaware of
the locations, o erings, and prices of these local stores, they were compelled to shop
at heavily advertising foreign stores, causing Ottoman money to ow into Western
hands22 The only viable solution for domestic entrepreneurs, shops, and rms was
to advertise just as extensively and aggressively as their foreign counterparts.

All these developments indicate that advertising in Ottoman society evolved be-
yond being merely an economic tool and began to take on ideological and cultural
functions as well. Especially after the Second Constitutional Era, advertisements
did not merely promote products. They embedded values such as homeland, na-
tion, and liberty within those products, thereby transforming consumption into a
political and moral act. Therefore, this study approaches advertisements in the

17. K1 nco8lu, Osmanl emparatorlugu’'nda ektisat ve Kapitalizm, 334.

18. Yavuz Kbse, Nestlé in the Ottoman Empire: Global Marketing with Local Flavor 1870 1927,
Enterprise & Society 9, no. 4 (2008): 745.

19. Orhan Kolo§lu, Reklamc 18 m z n «lk Ylzy | : 1840 - 1940 (Reklamc lar Derne8i, 1999), 142.

20. Zafer Toprak, Tanzimat'tan Cumhuriyet'e Reklamc Ik, Bo8azici, no. 2 (1988): 26.

21. H. Gakr, eIk Turkge Gazetelerde Reklam, 21.

22. Yavuz Kdse,Dersaadet'te Tuketim (1855-1923)(Tarih Vakf Yurt Yay nlar, 2016), 359.

23. Serpil Cak r, Osmanl Kad n Hareketi (Metis, 2021), 270 271.



Ottoman press following the 1908 Revolution both as historical sources and as dis-
cursive instruments that shaped the social imaginaries of the time. Its primary aim
is to demonstrate that the idea of the National Economy was not con ned to eco-
nomic policies alone, but was also constructed through everyday life, consumption
practices, and the language of advertising.

1.1 Scholarship on the National Economy in the Ottoman Empire

Since the 1960s, Ottoman historiography has developed a strong eld of economic
history, inuenced largely by the paradigms of development and modernization.
In this context, numerous historians and economic historians have focused on the
economic activities of the Ottoman Empire from the 19 century onwards and have
analyzed the historical development of National Economy policies from multiple
angles.

The rst study to be addressed in this section is Zafer Toprak's work on the Na-
tional Economy, which is based on his doctoral dissertation and has been frequently
referenced in the eld?* In this study, which focuses on the period between 1908
and 1918, Toprak meticulously examines how the National Economy was gradually
constructed by the CUP. He demonstrates how this process was deeply intertwined
with the state and how the economic structure was reshaped through protectionist
models. In this context, he provides a comprehensive analysis of the exclusion of
non-Muslim elements from economic life and the state-led creation of a new national
bourgeoisie rooted in Turkish/Muslim identity. In another work of him, Toprak also
sheds light not only on state policies, but also on the economic ideas of the period's
intellectuals .2 By tracing how economic discourse was shaped through articles pub-
lished in contemporary newspapers, he oers a holistic perspective on Ottoman
economic thought. In addition, although he has addressed issues such as consump-
tion habits and advertising in the late Ottoman and early Republican periods, he
has primarily approached these topics within the framework of Western economic
hegemony?® Since our study adopts a di erent analytical framework, it will make
limited use of these works.

Of course, this literature would be incomplete without the contributions of g-
ures such as Donald Quataert, Korkut Boratav, “evket Pamuk, and Charles Issawi.

24. Toprak, Turkiye'de Milli ektisat 1908-1918 .

25. Zafer Toprak, Turkiye'de Ekonomi ve Toplum (1908-1950) ettihat-Terakki ve Devletcilik
(Tarih Vakf Yurt Yay nlar, 1995).

26. Zafer Toprak, Tiketim Orlintlleri ve Osmanl Ma8azalar, Cogito, no. 5 (1995): 25 28.



Quataert's research on Ottoman production structures reveals that, despite West-
ern economic dominance, Ottoman entrepreneurs demonstrated resilience in certain
sectors?’ These ndings o er a more balanced view in contrast to the common nar-
rative of a collapsed Ottoman industry and highlight the economic resistance that
may be seen as a precursor to the National Economy period. In another study,
Quataert examines public reactions against foreign companies through case studies,
showing that this resistance began well before the ®0century.28 Boratav, on the
other hand, not only uncovers the historical roots of statist policies, but also analyzes
their long-term impact, presenting a comprehensive panorama of state economics in
Turkey that extends into the 21" century.?® The works of Quataert and Boratav
are particularly valuable for understanding Ottoman resistance to the West and the
attempts to formulate an indigenous economic model.

While Quataert and Boratav emphasize Ottoman resistance to the West, economic
historians like Pamuk and Issawi focus on the weakening of the Ottoman economy
as a result of integration with the West and its long-term consequences. Pamuk's
studies on the last 200 years of the Ottoman econorfyand Issawi's analyses of
deindustrialization and subsequent recovefy provide signi cant contributions to
the macro-level understanding of Ottoman and Middle Eastern economic history.
When read together, their works allow the Ottoman economic structure to be un-
derstood not merely as a story of decline, but also of transformation and adaptation.
Much of the quantitative data and statistical evidence used in this study is drawn
from the comprehensive analyses o ered by these scholars, thus strengthening the
empirical foundation of this research.

Another important contribution to the literature on the National Economy has been
the recognition that this idea did not emerge solely in the early 20 century, but
instead has much deeper roots. While Toprak situates the beginning of the National
Economy after the 1908 Revolution, research conducted over the past decade has
shown that the idea existed within the intellectual world of the Ottoman bureau-
cratic elite, such as Penah Efendi, Ratib Efendi, and Behi¢c Efendi, as early as the
late 18" century. One of the most notable studies on this topic is the edited vol-
ume by Seven A8 r and Alp Ylcel Ba3kaya. In this work, economic historians trace
the historical foundations of the National Economy through 18 century Ottoman

27. Donald Quataert, ed., Manufacturing in the Ottoman Empire and Turkey, 1500-1950 (State
University of New York Press, 1994).

28. Donald Quataert, Osmanl Devleti'nde Avrupa ektisadi Yay Im ve Direnidi 1881 - 1908,
trans. Sabri Tekay (eleti®im Yay nlar, 2021).

29. Korkut Boratav, Turkiye ektisat Tarihi: 1908-2015 (smge Kitabevi, 2023).

30. “evket Pamuk, Osmanl -Turkiye ektisadi Tarihi 1500-1914 (eleti®im Yay nlar, 2005).

31. Charles Philip Issawi, The Economic History of Turkey 1800-1914 (University of Chicago
Press, 1980).



bureaucracy, o ering detailed analyses of the transformations in economic thought
during this period.32 A key contribution to this intellectual continuity comes from
Deniz T. K1 ngo8lu, who focuses on the press and intellectual circles of the Abdul-
hamid Il era. KIngo8lu demonstrates that the idea of a National Economy was
not con ned to the state level, but also found resonance in public discourse and was
widely debated33 Meanwhile, Ahmet Deniz Bozkurt examines the economic perspec-
tives of the ideologues of the CUP, particularly analyzing how Ziya Gokalp's interest
in Friedrich List shaped the mental framework of Ottoman political economy* Col-
lectively, these studies make it clear that the idea of the National Economy did not
suddenly appear in 1908, but rather emerged from a long-standing intellectual tra-
dition. Moreover, by highlighting how economic ideas permeated both elite thought
and public consciousness, these works also reveal the broader societal dimensions of
the National Economy ideal. Since advertisements draw heavily on prevailing so-
cial values and collective aspirations, they serve as a critical site for observing how
the ideals of the National Economy were internalized, negotiated, and reproduced
within everyday life.

Another recent orientation that has advanced the literature on the National Econ-
omy involves a shift in focus from the state and intellectual elites toward the general
population. Recent studies have revealed that not only production but also con-
sumption was an integral part of this process, and they have taken a closer look at
the consumption practices of di erent classes, genders, and age groups within Ot-
toman society. In this context, the works of Nicole A.N.M. van O¥ and Elisabeth
Friersor?® demonstrate how Ottoman women supported the National Economy after
1908 by altering their consumption habits and boycotting foreign goods. Moreover,
women's contributions were not limited to their roles as consumers. During the
war years, they also participated as producers through women's associations and
the women's press’ Ciineyd Okay, for his part, has drawn attention with his stud-
les focusing on children's education and social mobilization. In one of his articles,
Cuneyd Okay analyzes the relationship between two children's magazines. The jour-
nal Cocuk Dunyas (Child's World), which was close to the nationalistTurk Yurdu,

A nationalist magazine that began publication in 1911, harshly criticizedZocuk

32. Seven A8r and Alp Yicel Kaya, eds.,Sonras Kal r: Milli <ktisat ektisadi diiince ve iktisat
Tarihi: Eytp Ozverene Arma8an (sm8§e Yay nlar , 2023).

33. K1 ngo8lu, Osmanl emparatorlu§u’'nda <ktisat ve Kapitalizm.

34. Bozkurt, <ktisadi DU2lncenin Gelidimi .

35. Os, From Conspicuous to Conscious Consumers, 590 591.

36. Elizabeth Frierson, Mirrors Out, Mirrors In: Domestication and Rejection of the Foreign
in Late-Ottoman Women's Magazines, in Women, Patronage, and Self-Representation in Islamic
Societies ed. D. Fairchild Ruggles (State University of New York Press, 2000).

37. Nicole A.N.M. van Os, Mustehlik De8il Mistahsil: Osmanl Musliman Kad n ve Milli «kti-
sat, in Osmanl, vol. 3 (Yeni Turkiye Yay nlar, 1999).



Duygusu (Child's Emotion), owned by an Armenian liberal, for failing to comply
with the Austrian boycott and for publishing advertisements for Austrian stores®
His work points to a period in which publications featuring advertisements for for-
eign brands were labeled as toxic, and texts in languages other than Turkish were
deemed unacceptable. This study is also signi cant in that it stands as one of the
earliest examples of analyzing advertisements within the framework of the National
Economy.

Another important area that contributed to the strengthening of the National Econ-
omy discourse and the mobilization of Ottoman society was the widespread use of
boycotts. The literature on this subject has been gradually expanding and deep-
ening. Yusuf Do8an Cetinkaya stands out as one of the pioneering scholars in this
eld. In his work, he examines in detail the boycotts organized against Austrian
goods in the aftermath of the 1908 Revolution, as well as the social mobilization
these campaigns triggered. Cetinkaya demonstrates how Austrian products, such
as fezzes, clothes, sugar, and military equipment, now seen as enemy goods, lost
their appeal, while domestic goods gained in symbolic and economic vafdén an-
other study, he argues that boycotts were not only directed at external enemies but
were also employed against non-Muslim Ottoman citizens, marking the beginning
of an economic nationalization process? Similarly, the studies of Feyza Kurnaz
“ahin 4! and Hasan Taner Kerimo§Id? on the boycotts of Greek goods o er valuable
insights into the attitudes of Turkish/Muslim Ottomans toward their non-Muslim
counterparts. These works show that, despite the state's explicit opposition, the
public persisted in maintaining the boycott campaigns. This persistence illustrates
that the National Economy was not merely a state-driven project but also a powerful
grassroots movement led by civil society.

38. Cuneyd Okay, <ki Cocuk Dergisinin Rekabeti ve Musliman Boykotaj, Toplumsal Tarih,
no. 8 (1997): 42 45.

39. Y. Do8an Cetinkaya, 1908 Osmanl Boykotu: Bir Toplumsal Hareketin Analizi (eleti®im,
2004).

40. Y. Do8an Cetinkaya, Osmanl'y Muslimanla3t rmak: Kitle Siyaseti, Toplumsal Sn ar,
Boykotlar ve Milli ektisat (1909-1914) (eletitim, 2015).

41. Feyza Kurnaz “ahin, ezmir ve Havalisinde Amerikan Singer Manufacturing Company'e Kar3
Boykot Hareketi (1910-1911), Tarih encelemeleri Dergisi 37, no. 1 (2022): 305 331.

42. Hasan Taner Kerimo8lu, 1913 1914 Rumlara Kar® Boykot ve Hiuseyin Kaz m Beyin Bir
Risalesi, Ca8da3 Turkiye Tarihi Arast rmalar Dergisi 5, no. 13 (2006): 91 107.



1.2 Scholarship on the Advertisements in the Ottoman Empire

Although a rich and increasingly expanding literature has developed on the National
Economy, the same level of depth and diversity is not yet visible in studies on
advertising in the Ottoman Empire. In Ottoman historiography, advertisements
have generally been treated as secondary sources, often discussed only brie y within
broader press history studies, rather than being approached as independent subjects
of research. As a result, comprehensive works that analyze Ottoman advertising
within its historical context and link it to the cultural, economic, and ideological
dynamics of the period remain quite limited.

One of the key scholars contributing to the study of advertising in the Ottoman Em-
pire is Yavuz Kdse. His book, which focuses on the history of advertising and corpo-
rate marketing strategies, o ers an important perspective to the eld*3 Kése exam-
ines the marketing activities of global corporations such as Nestlé and Singer within
the Ottoman context, analyzing the interactions between these companies and Ot-
toman society. Rather than presenting Ottoman society solely as a passive victim
of globalization, his book highlight local responses and counter-strategies developed
by domestic entrepreneurs. In addition to his broader analyses of marketing and
consumption patterns, Kése also undertakes case studies focusing on speci ¢ rms,
which help illustrate the material dimensions of macroeconomic changé®verall,

his work demonstrates that the evolution of consumer culture in the Ottoman Em-
pire was shaped not only by external economic pressures but also by the agency of
local actors and internal cultural dynamics.

Another important work on the history of advertising in the Ottoman Empire be-
longs to Hamza Cak r. In his doctoral dissertation, Cak r investigates the earliest
newspapers of the Ottoman press and the advertisements they published, using a
chronological approact® This method is quite e ective in revealing the formal de-
velopment of Ottoman advertising. However, the study remains largely descriptive
and does not o er a deep analysis of the ideological or discursive dimensions under-
lying the advertisements. Nevertheless, given the lack of other academic works that
engage with early Ottoman press advertisements in such a comprehensive manner,
Cak r's dissertation stands out as an important contribution that lls a gap in the
literature. It is also notable for clearly demonstrating that the eld of Ottoman

43. Kose,Dersaadet'te Tilketim (1855-1923)

44. Yavuz Kose, Nestlé: A Brief History of the Marketing Strategies of the First Multinational
Company in the Ottoman Empire, Journal of Macromarketing 27, no. 1 (2007): 74 85, another
work of him, Kése, Nestlé in the Ottoman Empire

45. H. Cakr, <lk Turkce Gazetelerde Reklam.
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advertising was almost entirely dominated by foreign companies before the rise of
the National Economy. In this respect, the study provides a valuable reference point
for understanding how local production and entrepreneurship began to emerge from
a signi cantly weak foundation.

In addition to Kése and Cakr, Orhan Kolo8lu has also made important contribu-
tions to the literature with his numerous reference works on Ottoman advertising
and press history*® What distinguishes Kolo§lu from other researchers is his ap-
proach to advertising not merely as part of newspaper content, but also in terms
of its institutional and structural development. His studies focus on topics such as
the founding of the rst domestic and foreign advertising agencies, pricing policies,
techniques used, and technological developments in the eld. Moreover, Kolo8lu's
deep knowledge of Ottoman press history enables him to provide rich background
information not only about the content of advertisements, but also about the ide-
ological orientations of the newspapers, the political positions of their owners, and
the competitive dynamics of the period's press markét. For this reason, his work
serves as an important guide for understanding advertisements not only textually
but also within their structural and political contexts.

Given that this study focuses on the post-1908 period, it is essential to include a
discussion of Ahmed Emin Yalman's doctoral dissertation in the literature review.
In his 1914 dissertation at Columbia University, Yalman analyzes the Ottoman press
not only as a tool for disseminating information, but also as a measure and vehicle
of Ottoman modernization*® He especially examines the role of the press in the
formation of public opinion, o ering important insights into the relationship between
the press and citizenship. One of the most remarkable aspects of his work is the
original data and statistical ndings he presents about newspapers of the time.
Even today, many studies still cite Yalman's ndings as reference points. Moreover,
Yalman was the rst researcher in Ottoman studies to use surveys as a method.
Through a eld study conducted in Istanbul, he analyzed newspaper reading habits
and the level of interest readers had in newspaper content. The survey also included
guestions about advertisements. In the 1913 study, 70 of the 120 respondents stated
that they always read the advertisements, 37 said they read them most of the time,
and only 13 said they read them occasionalfy. These ndings clearly show that the
advertisement sections of newspapers were no longer viewed as secondary content,

46. Kolo8lu, Reklamc 18 mz n <k Yuzyl .

47. Orhan Kolo8lu, 1908 Bas n Patlamas (Bas-Ha3 Yay nevi, 2005), another work of him, Orhan
Kolo8lu, Osmanl 'dan Guniumuze Turkiye'de Bas n(sleti®im Yay nlar, 1992)

48. Ahmet Emin Yalman, Modern Tirkiye'nin Geli®im Surecinde Bas n 1831-1913, trans. Birgen
Ke208lu (es Bankasi Kultur Yay nlar, 2018).

49. lbid., 136.
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but rather as actively followed segments by the contemporary readership.

Beyond these, the works of Mehmet Emin Yard mc , Sema Y Imaz Geng, and Duygu
Sulo8lu are also important in that they shed light on the economic dimensions of
advertising>° These researchers o er successful examples of economic history by ex-
amining the early economic re ections in advertisements and demonstrate how ad-
vertising in the Ottoman Empire functioned not only as a cultural tool, but also as

an economic discourse. By analyzing the historical development of advertisements,
they reveal how Western economic hegemony and mass production were idealized
in the Ottoman market and how this idealization was transformed into marketing
strategies. Furthermore, by determining the economic value of the advertised prod-
ucts, they contribute to our understanding of the consumption structure and value
hierarchy of the period.

Finally, there are also studies within the literature on Ottoman advertising that focus
on speci c themes or speci ¢c newspapers, and these works have lled important gaps.
For example, Aye Hanife Kocakaya's study onTanin newspaper is particularly
noteworthy in showing how advertisements intersected with political discoursé.
Kocakaya analyzes the types of advertisements published Tanin, which was con-
sidered the uno cial organ of the CUP, and provides a typology of the content fea-
tured. Similarly, the joint study by Nil Sar, Gilten Ding, and Ayten Alt nta® does
not focus on a single newspaper, but rather on a thematic area pharmaceutical and
medical advertisements. This work closely examines advertisements in the health
sector, which expanded rapidly after the Second Constitutional Era, and sheds light
on the competition between local and foreign pharmaceutical compani¥sAt the
same time, it 0 ers valuable insight into the modernizing Ottoman society's search
for health, its modes of accessing medical knowledge, and the growing skepticism
toward foreign medicines.

50. Sema Ylmaz Geng, Mehmet Emin Yard mc, and Duygu Sulo8lu, Osmanl Devleti'nde
Reklam n Tarihsel Gelitimi ve Ekonomiye ¢lk Yans malar, Sosyal Bilimler Metinleri, no. 1 (2017):
86 104.

51. Ay3e Hanife Kocakaya, Osmanl Devleti Déneminde Reklamc | k Anlay 3 ve 1908-1909 Tanin
Gazetesi Orne8i, Gaziantep University Journal of Social Sciencesl5, no. 1 (2016): 119 148.

52. Ayten Alt nta3, Gulten Ding, and Nil Sar, 1910-1928 Y llar Aras nda Yay nlanan Eski Har i
Reklamlarda Turk Mustahzaratg 1§, Tuark Tp Tarihi Kongresi (Turk Tarih Kurumu Bas mevi,
1999), 85 106.
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1.3 Research Questions and the Aims of the Thesis

As this literature demonstrates, advertising in the Ottoman Empire remains a eld
that has received limited scholarly attention, both in historiography and in eco-
nomic history, despite its considerable potential. In particular, there is a notable
lack of studies that link the content of advertisements with broader ideological,
cultural, and socio-political contexts. This study aims to contribute to lIling this
gap. It seeks to show how advertising, often perceived as a mere commercial ac-
tivity, was in fact deeply intertwined with multilayered ideological discourses in the
post-constitutional period, including the National Economy, patriotism, ideals of
citizenship, and identity construction. From this perspective, this study approaches
advertisements not merely as re ections of production-consumption relations, but
also as tools to decipher the mental world of the period.

Accordingly, the rst central question of this study concerns how domestic products
were presented to the Ottoman consumer. In other words, it asks whether the adver-
tisements of these products emphasized only their commercial utility or also carried
deeper ideological and cultural meanings. Within this framework, it examines how
values such as "domestic goods," "national production,” and "patriotic consumption,”
which marked the post-1908 period, were represented in advertising texts and what
kinds of themes they were associated with. Thus, advertisements will be evaluated
not only as promotional or informative content, but also as discursive instruments
that circulated particular values tied to the political and cultural climate of the
time. The study will explore what meanings were assigned to the products, what
images and concepts they were associated with, and through which discourses they
were presented to consumers. Therefore, this research aims to make visible not only
an economic transformation through the lens of advertising, but also its cultural
dimensions and the processes of value production associated with it.

The second central question posed in this study concerns how the concept of con-
sumer citizenship developed and transformed after the 1908 Revolution. According
to this concept, shared consumption practices are understood not merely as eco-
nomic behaviors but also as formative elements of political and cultural belongirg.

In this respect, the notion of consumer citizenship provides a powerful theoretical
framework for understanding which values and behavioral patterns shaped the new
national identity that was being constructed in Ottoman society after 1908. Through

53. Derya Ozkan and Robert John Foster, Consumer Citizenship, Nationalism, and Neoliberal
Globalization in Turkey: The Advertising Launch of Cola Turka, Advertising & Society Review 6,
no. 3 (2005): 5.
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the lens of advertising, the study will seek to answer the question of what and how
the ideal Ottoman citizen was expected to consume, and how these consumption
patterns aligned with the notion of consumer citizenship. In doing so, the focus will
be placed on the consumption practices of di erent social classes within Ottoman
society, and how these patterns evolved and changed over time will be explored.

An important extension of this question involves the inclusiveness of the consumer
citizenship framework: to what extent did this framework remain expansive, or did

it become increasingly exclusionary over time? In other words, who was considered
national within the context of the National Economy? The optimistic ideal of
unity that emerged in the aftermath of the 1908 Revolution was accompanied by
a desire to bring together various ethnic and religious groups under a common
economic roof* However, following the Balkan Wars, this rhetoric of unity was
swiftly abandoned. Products produced by non-Muslim Ottoman citizens were no
longer regarded as local or national, and these communities were excluded from
the framework of consumer citizenship. This shift marks one of the most important
points of divergence between the Ottoman understanding of the National Economy
and Friedrich List's model, as the Ottoman version increasingly intertwined national
identity with religious a liation. °° In this context, the study also aims to investigate
which producers and products were labeled as national, and which were positioned
outside of this imagined economic identity.

The third and nal question of this study is whether the policies of the National
Economy were embraced solely by supporters of the CUP, or whether they found
broader societal acceptance. Of course, an advertisement published in a newspaper
does not always directly re ect that newspaper's political orientation. Nonethe-
less, during this period, advertising choices often carried signi cant political and
ideological meaning, resonating strongly in public discourse. One striking example
is the stoning of a shop window simply because it featured an advertisement in
French clearly illustrates how a message perceived as contradicting dominant values
could provoke intense societal backlasi®. By examining the advertisement sections
of newspapers with di erent ideological backgrounds, this study seeks to analyze
how these newspapers approached the National Economy policies.

The rst key argument of this study is that one of the de ning political and social
orientations of the post-1908 era was the aspiration for a National Economy. So

54. Ahmad, the Ottoman Nationalities, 47 and Toprak, Turkiye'de Ekonomi ve Toplum, vii

55. According to List, one major cause of Spain's economic decline was its lack of religious and
political tolerance, exempli ed by the expulsion of Muslims and Jews. Seven A8 r, Milli ektisattan
Once Milli «ktisat: Osmanl Merkantalizmi?, in Sonras Kalr: Milli «ktisadi D{3iince ve sktisat
Tarihi (smge Kitabevi, 2023), 49
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much so that even publications openly opposed or hostile to the CUP did not shy
away from publishing articles supporting National Economy policies or featuring
advertisements for domestic products. The second central argument is that, up
until the Balkan Wars, non-Muslim groups were genuinely regarded as part of the
National Economy. This means that the early vision of the National Economy
was initially based on a more inclusive economic imagination that encompassed all
Ottoman citizens. The atmosphere of hopeful unity brought by the 1908 Revolution
fostered an economic ideal in which every ethnic and religious group could contribute
to the homeland through production and consumption. However, following the
demographic, political, and ideological ruptures caused by the Balkan Wars, this
inclusive vision narrowed signi cantly, and the discourse of the National Economy
increasingly came to center exclusively on the Turkish/Muslim population. However,
until then, non-Muslims were also involved in the national economy and emphasized
that they were local and national in the advertisements they gave.

1.4 Theoretical Framework and Methodology

The reason why we examine advertisements lies in the belief that advertisements
more directly re ect the economic and cultural tendencies of the public. While the
discourses of politicians often present ideological ideals, advertisements are closely
tied to the everyday life of the period. They make visible how concepts such as
products, values, and identities were perceived by society and circulated in the public
sphere. In this sense, advertisements are approached not merely as marketing texts
but also as historical documents that provide deep insights into the mental world of
the era.

The theoretical foundation of this study lies in the intersection between the approach
of cultural history and that of New Historicism. Both perspectives emphasize ana-
lyzing texts not solely based on their content but also in relation to the context in
which they were produced. New Historicism argues that literary or cultural texts (in
our case, advertisements) should not be examined only for their aesthetic or formal
qualities, but also for their historical and ideological dimension¥’ In this light, ad-
vertisements are not merely commercial texts, but also ideological documents that
re ect the values, social priorities, and processes of identity construction of their
time.

57. H. Aram Veeser, Introduction, in The New Historicism, ed. H.Aram Veeser (Routledge,
1989), ix-xv .
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Within this framework, Grant McCracken's model on the relationship between cul-
ture and consumption forms the study's primary theoretical lens. According to
McCracken, consumer goods are not only functional objects but also cultural carri-
ers. Advertisements make the invisible cultural values embedded in these products
visible and render them meaningful to consumerS. This perspective is especially
useful for demonstrating that the National Economy was not only an economic pol-
icy but also a cultural ideology constructed through consumption habits. In this
study, advertisements will be analyzed to explore how the discourse of the National
Economy was conveyed through consumer goods.

Figure 1.1 Grant McCracken's gure about movement of meaning

Additionally, advertisements will be examined through the lens of Roland Barthes'

58. Grant McCracken, Culture and Consumption: A Theoretical Account of the Structure and
Movement of the Cultural Meaning of Consumer Goods, Journal of Consumer Researchl3, no.
1 (1986): 71 84, issn: 1537-5277, 0093-5301, accessed August 13, 2025, https://doi.org/10.1086/
209048, https://academic.oup.com/jcr/article/13/1/71/1814669.
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mythology framework. According to Barthes, cultural objects from everyday life
carry meanings that appear natural but are, in fact, deeply ideological. The images,
colors, expressions, and value judgments used in advertisements reproduce the social
imaginary of the time. Within this context, concepts such as homeland, national
product, local enterprise, and service are re-coded with ideological meanings?
This enables us to explore the extent to which the language and visual world of
advertisements re ected national versus universal values.

The methodology employed in this study is largely based on discourse analysis.
Advertisements will be analyzed in terms of how they were articulated within the
political and cultural discourses of the period. Particular attention will be paid to
how constructs such as the ideal consumer, the ideal citizen, and the national
entrepreneur were built and reinforced. Furthermore, these theoretical approaches
will be applied not only to the content of the advertisements themselves, but also
in relation to the ideological positions of the newspapers in which they were pub-
lished. The ways in which the same product was advertised di erently in di erent
newspapers will shed light on both the diversity of advertising language and the in-
clusiveness (as discussed in the rst chapter) or exclusiveness (as seen in the second)
of the National Economy discourse.

1.5 Sources

This study aims to examine how di erent political groups, ideological perspectives,
genders, and age groups shaped both their consumption practices and their in-
terpretations of the National Economy. Therefore, the advertisement sections of
newspapers and magazines that addressed these various social segments constitute
the primary sources of this research. Fortunately, the period between the 1908 Rev-
olution and the First World War is one of the most proli ¢ and pluralistic phases in

the history of the Ottoman press. Following the proclamation of the Constitution,
numerous newspapers and magazines were launched, and the press became a vital
platform through which diverse political and social groups voiced their opiniorf$.
However, this era also brought considerable political turbulence. Due to frequent
censorship, shutdowns, and political pressure, many newspapers had very short life
spans, some ceasing publication before even reaching their tenth is€u@herefore,

in selecting the newspapers included in this study, we considered not only the ide-

59. Roland Barthes, Mythologies trans. Annette Lavers (The Noonday Press, 1972), 109 116.
60. Kolo§lu, Osmanl 'dan Gunumiize Turkiye'de Bas n 54.
61. Ibid., 55.
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ological or social groups they represented but also their publication continuity and
the accessibility of their archives. This approach aimed to enable both a qualitative
and comparative analysis.

Within this context, three major newspapers of the post-constitutional presganin,
*kdam, and Serbestj form the backbone of this study. These newspapers were se-
lected not only for their relatively long publication periods but also for the political
diversity they represent, o ering a re ection of the pluralistic press landscape of
the time. Tanin was known for its close ties to the CUP and was often considered
the semi-o cial mouthpiece of the organization®? Its owners were CUP members,
and throughout its publication, the newspaper supported the political and economic
views of the committee, particularly its vision of the National Economy. In contrast,
Serbesticonsistently took a critical stance against the CUP. The newspaper's owner,
Hasan Fehmi Bey, was assassinated by individuals believed to be a liated with the
CUP, clearly illustrating the depth of political tension 83 Emphasizing liberal values,
Serbestileaned toward a free-market approach in economic matters. Analyzing how
Serbestiengaged with the state-centric and protectionist foundations of the National
Economy, and comparing the advertisements published fanin and Serbestj o ers
valuable ground for comparative analysis. The third newspapefkdam, adopted a
more moderate and relatively neutral editorial stance compared to the other two.
Nevertheless, its primary readership consisted of the Muslim middle clf$sReach-
ing high circulation numbers and carrying a large volume of advertisementkdam
stands out as a crucial source for this study.

As previously mentioned, this study also includes newspapers and magazines aimed
at women and children in order to expand the scope of National Economy literature
and analyze the consumption practices of these groups. In this contextad nlar
Dinyas, launched during the Balkan Wars, is particularly notable for its emphasis
on Turkish/Muslim identity and its rhetoric that actively integrated women into
economic nationalismf® It serves as a valuable source for understanding the role
assigned to women in the societal transformation of the period. On the other hand,
Cocuk Dunyas stands out with its rich archive on children's consumer culture. Dur-
ing the Austrian boycott, this newspaper publicly criticized a children's magazine
for publishing an advertisement for an Austrian compan§® This indicates that chil-

62. Hfz Topuz, Turk Bas n Tarihi: Il. Mahmut'tan Holdinglere (Remzi Kitabevi, 2003), 83.
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dren were no longer seen as passive consumers, but as politically aware actors in
tune with the atmosphere of the time.

Finally, in addition to textual sources, this study also incorporates visual materi-
als, particularly satirical magazines such akKaragdz Cem, and Kalem, which were
among the most popular periodicals of the time. The rationale behind this inclusion
lies in the cartoons' ability to in uence and mobilize society, much like advertise-
ments. Especially during the Austrian Boycott discussed in Chapter One, these
magazines, similar to advertisers, strongly promoted the use of domestic goods and
the ideals of the National Economy, seeking to rally the publig’ At the same time,
these publications provide a wealth of visual material re ecting the political and
social agenda of the time. In a society with low literacy rates, symbolic and visual
expressions enabled communication with much wider audiences. For all these rea-
sons, cartoons are considered not only sources that re ect public opinion trends but
also vital cultural documents that supported and reinforced the visual language of
advertisements.

1.6 Overview of the Chapters

This study is composed of two main chapters. The rst chapter focuses on the
period between the 1908 Revolution and the Balkan Wars. Two de ning char-
acteristics of this era are the insu ciency of domestic production and the lack of
capital accumulation. Accordingly, it is not surprising that advertisements from this
period prioritized cultural productions such as theatrical performances, patriotic
marches, and books over the direct promotion of consumer goods. The rst part

of this chapter analyzes how these cultural works were marketed and which of the
new value systems introduced by the Constitutional Era were emphasized in these
advertisements. Special attention is given to how themes such as liberty, nation, and
patiotism were re ected in the language of advertising. Secondly, the chapter exam-
ines the transformation in advertising discourse within the context of the Austrian
Boycott, which emerged after Austria's annexation of Bosnia-Herzegovina. Here,
the framing of consumption practices as a national duty and the construction of
the ideal Ottoman consumer gure are discussed. Emphasis is placed on how ad-
vertisements evolved from being purely commercial texts to becoming instruments
for fostering political consciousness. The chapter then explores how the lack of sub-

67. Tobias Heinzelmann, Osmanl Karikatiiriinde Balkan Sorunu: 1908 - 1914 trans. Tirkis
Noyan (Kitap Yay nevi, 2004).
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stantial capital led to the absence of institutional solutions such as banking, and
how small investors instead turned to forming joint-stock companies. In this pro-
cess, newspaper advertisement sections became platforms of mobilization, a kind
of space where entrepreneurs not only called for investors but also sought broader
public support. The language and values used by these local entrepreneurs to pro-
mote their companies through advertisements are analyzed in detail. Finally, the
chapter addresses how the increasingly competitive Ottoman marketplace led both
domestic and foreign rms to di erentiate themselves in their advertising strategies.
Cigarette paper advertisements are highlighted as one of the richest sources through
which this competition can be directly observed. The chapter concludes with a
comparative analysis of various cigarette paper brands, examining how they distin-
guished themselves in both form and content, and what strategies they employed to
establish consumer trust.

The second part of the thesis analyses how the structural transformation experi-
enced by Ottoman society after the Balkan Wars of 1912 1913 was re ected in
advertising discourse. It begins by acknowledging that these wars represented not
only military and territorial losses, but also a turning point that led to the decline

of Ottomanism and the consolidation of Turkish/Muslim identity. Post-war migra-
tions, ethnic cleansing and population movements resulted in a profound change to
the demographic structure of Ottoman society, giving rise to a more homogeneous
social base. Against this backdrop, the concepts of 'nation' and ‘citizen' took on
new meanings, with non-Muslims systematically excluded and the construction of a
national bourgeoisie becoming an ideological and economic priority. In this context,
the section focuses on the signi cant changes that advertising discourse underwent
after the Balkan Wars, despite its foundations being laid in the previous period.
Advertisements no longer merely promoted domestic goods or showcased cultural
values, but also explicitly urged participation in a national struggle. During this
period, consumption went far beyond individual responsibility and was presented
as proof of national identity, a measure of loyalty and a practical manifestation of
‘patriotism’ Furthermore, during this period, the language, symbols and emotional
imagery used in advertisements acquired a militaristic, collectivist and exclusionary
character unlike anything seen before. The ideal consumer was not just someone
who used domestic goods, but someone who consciously boycotted enemy goods,
supported national brands, and declared this preference as a political stance. Next,
we discuss who this new discourse is aimed at and which social groups it is trying to
mobilise. In this context, the invitation of the Turkish/Muslim male population to
participate in commercial life, the invitation of women to take on national respon-
sibilities in terms of production and consumption, and the shaping of children as
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the next generation of national citizens are evaluated. Advertisements are not only
economic tools, but also ideological texts that convey and perpetuate the cultural
codes of this new social order. In conclusion, this chapter reveals the functional
role played by advertisements in the national reconstruction of post-war Ottoman
society, and how they served as a medium through which identity, the economy and
citizenship were rede ned. The analysis demonstrates the unique archival value of
advertisements in understanding how the discourse of the national economy perme-
ated everyday life.
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2. INVENTING THE NATIONAL MARKET: ADVERTISING
AND ECONOMIC IDENTITY BEFORE THE BALKAN WARS

On 23 July 1908, with the proclamation of the Second Constitutional Era, Ottoman
society entered into one of the most rapid processes of change in its history. After
32 years of absolute monarchy under Abdilhamid, the constitution was reinstated,
elections were held across the country and parliament was reconvened. One of the
main issues discussed in the rst session of parliament was the removal of restrictions
on the presst The press, which had been subject to severe censorship and bans by
the Abdulhamid regime for many years, was now able to speak freely.

All these changes created a strong wave of optimism in Ottoman society and among
its intellectuals. The oppressive regime of Abdilhamid was now over and there was
no obstacle to the Ottoman people living together in friendship and brotherhood.
Two cartoons that re ect this optimistic mood capture the atmosphere of the time.

In the cartoon in the 39 issue ofKalem magazine, an Ottoman o cer is shown
waking up from his bed because of the noise made by the European powers and the
Balkan states, symbolising that the "sick man of Europe" has woken dpln the
same issue, we see the great powers of Europe gathered for a funeral. The corpse in
the co n is none other than the "Eastern Question"$ Thanks to the liberty brought

by the Second Constitutional Era, the belief that the Ottoman peoples could live
together has been strengthened, and therefore there is no more such thing as the
"Eastern Question".

With the lifting of these press bans, 730 applications for broadcasting licences were
submitted in the rst seven months of the Second Constitutional Era. Thanks to
the freedom of the press, the number and circulation of newspapers increased ex-
ponentially, bringing an unprecedented dynamism to the Ottoman press. The daily
circulation of the agship newspapers of the periodskdam Sabahand Tanin, ex-
ceeded 50,000 copies. So much so that a copy of the newspaper, which normally sold

1. Kolo8lu, 1908 Bas n Patlamas, 91.
2. Kalem 3, 17 September 1908
3. Kalem 3, 17 September 1908
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for one guru3, now found buyers for up to fortyguru3.* Moreover, with the increase

in circulation, the number of advertisements placed in newspapers also increased
rapidly, and the advertising sector ceased to be a simple source of extra income and
became a sector in its own right. As a result, the rst advertising agency in the Ot-
toman Empire was established in 1909 to meet the demaAdiewspapers began to
devote the last pages, sometimes even the last two pages, entirely to advertisements
and grouped this section under the headinganlar /ilanat’ (advertisements). Thus,
readers who wanted to browse through the advertisements could easily keep track of
popular items, cultural activities and books by looking at the advertisement section
on the back page of the newspaper.

Figure 2.1 Advertisement section of a newspaper

In this part of the study, we will examine the advertising sections of newspapers
published during the period from the Second Constitutional Era to the beginning

of the Balkan Wars. The aim is to analyse which themes advertisers highlighted,
how their perspective on domestic goods changed, and what strategies di erent
brands used to di erentiate themselves from other brands. Issues @nin, skdam,

and Serbestiwere selected for this analysis. We chose these newspapers not only
because they were the agships of their time, but also because these magazines were
close to di erent political views. Tanin remained close to the CUP throughout its

life and functioned as a semi-o cial media organ.Serbestj on the other hand, as

its name suggests, followed a more liberal line and was in opposition to the CUP.

4. Kologlu, 1908 Bas n Patlamas, 19.
5. Geng, Yard mc, and Sulo8§lu, Osmanl Devleti'nde Reklam n Tarihsel Gelidimi, 88.
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Finally, <kdam generally tried to present a more neutral, even apolitical, polic%.

By examining the advertising sections of newspapers with these di erent political
views, we will try to determine whether there is a di erence in their attitudes towards
national economic policies and domestic goods.

2.1 Liberty, Nation, and Homeland

The values brought by the Second Constitutional Era can be seen in the adver-
tisements of the period. During the repressive Abdilhamid regime, these values
were censored and could not be discussed in public. However, with the promulga-
tion of the constitution, these obstacles disappeared. In a cartoon that powerfully
illustrates this situation, a villager in Bursa shouts, "Long live the constitutional
monarchy!” This shout is so powerful that surrounding trees, animals and even
houses jump. As in this cartoon, with the changes brought about by the Second
Constitutional Era, some values that had been hidden for years became the most
common themes in the advertisements of the new era.

The rst of these values is liberty. Ottoman intellectuals and writers saw the Ab-
dulhamid regime as a regime of captivity and de ned the constitutional monarchy
as an event that freed Ottoman society from its chains. For this reason, liberty and,
of course, other values were widely promoted in the advertisements of the time in
an attempt to win the hearts and minds of the people.

The rst works of art to deal with the theme of liberty were anthems. Many com-
posers wrote anthems of liberty to celebrate the end of the Abdilhamid regime.
The notes of these marches were transcribed by music teachers and o ered for sale
for various instruments. For example, in the 9% issue ofTanin newspaper, an
advertisement decorated with olive branches, a lute and a violin announced that the
notes of the liberty marches and songs composed so far could be sent even to the
provinces® The imagery used in the ad re ects the symbols of the new era: the olive
branch represents peace, while the lute and violin represent a blend of traditional
and modern elements.

Another work of art that deals with the theme of liberty is the theatre. From the
very beginning, Ottoman intellectuals saw theatre as a tool for raising awareness

6. Cetinkaya, 1908 Osmanl Boykoty 49.
7. Kalem 52, 9 September 1908
8. Tanin 94, 4 November 1908
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and transforming the peoplé In the period following the Second Constitutional
Era, many plays were written and performed with the aim of spreading liberty and
other values. Therefore, the theme of liberty was widely used in theatre advertise-
ments. For example, the playSabah- Hurriyet (Dawn of Liberty), which was rst
performed at the Osmanl Milli Tiyatrosu (Ottoman National Theatre), received
great attention and received strong demands to be performed all over Istantdl.
Hurriyet Fedaileri (Bouncers of Liberty), which announced in its advertisement that
it would donate part of the proceeds teane-i Milliye Cemiyeti (National Relief So-
ciety), is another play in which we can see the theme of liberly}. Moreover, in
this way, not only the theme of liberty was emphasised, but also the theme of co-
operation. We will see in later advertisements that advertisements were often used
to mobilise the public to helping each other. The proceeds from various cultural
events or products were donated to groups in Ottoman society who were in di cult
situations. These groups usually included orphans, soldiers and women.

Another strategy of advertisements on the theme of liberty is to emphasise the
struggle for this value. For example, an advertisement of the writeof Seda-y
Mazlum (The Voice of the Oppressed) advertisement says that he sacri ced his
youth and future for the sake of liberty and was thrown into dungeons and exiléd.
Contrary to the optimistic atmosphere of most advertisements, this one emphasises
the feeling of pity. Another similar example is the advertisement for the theatre book
entitled “eref Kurbanlar (Victims of Honor). The book is about the di culties of

an o cer who served in the army before the Greek War in his struggle for liberty
and honour. The activities of the o cer and his friends were considered harmful
by the despotic regime of Abdilhamid and led to them being tried in the court of
war.}3 Through such advertisements, advertisers adopted a marketing strategy that
emphasised the emotional aspect by reminding Ottoman consumers of the darker
aspects of Abdulhamid's oppressive regime.

Although the theme of liberty is used in every newspaper, the way in which it is

treated di ers from one newspaper to another. For example, the emphasis on the
struggle against and liberation from the tyrannical regime of Abdulhamid is more

speci c to Tanin. Tanin's advertisements openly criticise Abdulhamid's oppres-

sive regime, which is not surprising foiTanin as it is the semi-o cial publication

of the CUP. skdam and Serbestj on the other hand, avoided this harsh stance by

9. Tamer Temel, Modernle3me Siireci Turk Tiyatrosu'nda edeal Bireyin Temsili (PhD diss.,
Istanbul University, 2015), 92.

10. Tanin 65, 4 October 1908

11. Tanin 65, 4 October 1908

12. Tanin 109, 19 November 1908

13. Tanin 141, 21 December 1908
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adopting a more moderate policy. In their advertising section, the Second Consti-
tutional Era was welcomed with great joy, but there was no harsh attitude towards
Abdiilhamid's personality. For example, in the 5097 issue ofkdam, there is an ad-
vertisement announcing the sale of lamp glass and calicos with the inscription ‘Long
live the Sultan’, brought from Europe for Abdiilhamid's accession celebratiod$. It

is quite ironic that even the products designed to celebrate the Sultan's accession
were bought from Europe, which shows the inadequacy of Ottoman industry. Apart
from that, while Tanin published advertisements criticising Abdulhamid's oppres-
sive rule,skdam continued to mention Abdulhamid's accession festivities even after
the declaration of the Second Constitutional Era. This clearly shows how advertise-
ments re ected the political stance of newspapers.

One of the other values brought by the Second Constitutional Era was that the
concept of homeland began to appear more frequently in the newspapers. Until the
19" century, in the Ottoman Empire, homeland was not seen as a piece of land that
was shared by society and had to be fought for. In the early modern period, it was
more likely to mean the place where an individual was born, grew up and spent most
of his or her life. During this period, people generally did not travel beyond the towns
and cities in which they lived, so the concept of home was not de ned by a specic
geographical boundary or political allegiance. It did not have a strong meaning based
on origin or ancestry, like patris' in Greek or 'patria’ in Latin. > However, with the
Tanzimat, and especially from the Second Constitutional Monarchy onwards, the
statesmen and intellectuals of the time began to make the Ottoman people aware
of their love of their homeland in order to prevent the disintegration of the empire
and to unite the di erent ethnic communities around a common sense of homeland.
During this period, the concept of homeland gradually took on a more pedagogical
guality, and education and the press contributed to building a sense of patriotism
in societyl6

As a result of this change, concepts such as homeland, citizenship and love of home-
land began to be used frequently in advertising after the Second Constitutional
Monarchy. It is noteworthy that, like liberty, patriotism was also glori ed with var-

lous marches in order to take root in the hearts of the people. For example, in the
advertisement for thesttihad- Milli Mar®  (National Union March) organised by
Fehime Sultan, the daughter of Murad V, it was emphasised that this march would
strengthen the sense of unity and patriotic feelingsvatanperver) of all Ottomans

14. skdam 5097, 3 August 1908

15. Ozlem Elif «3ler, The Evolution of a Concept: Vatan From Hometown to Shared Place
(Master Thesis, Bilkent University, 2024), 1.

16. Temel, Tirk Tiyatrosu'nda edeal Bireyin Temsili, 109.
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for their homelandl’ One of the interesting details in this advertisement is that
the shop selling the tickets for the march was the Pascal and Komandinger shop.
The fact that a non-Muslim shop was selling the notes of a work that symbolised
Ottoman patriotism is quite signi cant in that it shows that di erent ethnic and
religious communities in the empire were now seen as equal citizens of the same
homeland, and that this ideal was shared by non-Muslim subjects.

Recognising this shift in attitudes, companies did not hesitate to use Ottoman citi-
zens' love of homeland as an e ective marketing tool in their advertisements. With
the spread of such advertisements, almost all kinds of goods and services began to
be sold with the discourse of 'serving the country’, thus turning patriotic feelings
into a commercial tool. For example, an advertisement for a play prepared by high
school students was given with the subtitle "Participating in helping the nation is a
source of pride for every conscientious and patriotic person”. It was stated that the
proceeds of this play prepared by young patriots would be used for the needs of the
Ottoman soldiers on the border. The advertisement concluded by saying that there
was no doubt that those who participated in this event would prove their love for
the country and the nation!® As we can see, going to the theatre was no longer just
a cultural activity, but also began to be presented as an indicator of patriotism.

During this period, it was crucial for the survival of the empire that the concept

of homeland did not remain an abstract idea in Ottoman society but was given
a concrete meaning. Various initiatives were taken to strengthen the Ottomans'
sense of patriotism. One of the most notable e orts in this regard was the e ective
use of geography and history as academic disciplin€sSati Bey, one of the most

prominent educators of the time, summarised the situation as follows:

Geography is a crucial science to teach the body and the physical charac-
teristics of vatan. History as a science is important to teach the spirit of
vatan. These two sciences are the most important tools for the education
of patriotism ... Teaching of these two sciences should be restructured
to engender the love of vatan in the hearts of peopfd.

Through these two social sciences, the aim was for Ottoman citizens to learn about
the characteristics and history of the lands in which they lived and to develop a
stronger sense of belonging to this geography. As this interest grew, the number

17. Tanin 111, 21 November 1908

18. Serbesti 23, 8 December 1908

19. Behliil Ozkan, Making a National "Vatan" in Turkey: Geography Education in the Late
Ottoman and Early Republican Periods, Middle Eastern Studies50, no. 3 (2014): 457.
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of geography and history advertisements in hewspapers increased signi cantly. One
of the most striking examples of this relationship is the advertisement published by
the Osmanl Co8rafya Cemiyeti(Ottoman Geography Society). The advertisement
announced that a society had been established to carry out geographical research in
Ottoman lands, to collect statistics on natural resources and to establish relations
with geographical committees in other countried! As advertisement shows, Ot-
toman society now believed that, by acting under the guidance of science, it would
know its homeland like other civilised states and that it would achieve prosperity
by exploiting its natural resources. At the same time, this perspective shows that
in the Ottoman intellectual world after the constitutional monarchy, the homeland
began to be seen not only as a sense of belonging, but also as an element of economic
development and modernisation.

The most obvious re ection of the e ort to concretise the Ottoman homeland in
advertisements was the intensive promotion of books dealing with the historical,
political and geographical characteristics of di erent regions of the Ottoman lands.
One of the most obvious examples of the interest in such publications was the adver-
tisement for a book on the Macedonian region. The advertisement stated that the
work provided information on a wide range of topics, starting with the rst Balkan
rebellions, the claims of the Greek and Bulgarian states over the region, and the re-
forms undertaken by the Ottoman administration to ensure stability in the regiorf?
The popularity of books dealing speci cally with the Balkans is also evident from
the intensity of newspaper advertisements of the period. Nihal NalcaoS8lu explains
this situation by arguing that a region only began to be de ned as a homeland after
it had been lost. Nalgao8lu links this shift to the nationalist discourse of the early
republican period, arguing that the concept of homeland was constructed through
loss. Indeed, in the Ottoman context, homeland consciousness was most likely to
be shaped by lands that were threatened or in danger of being Igst.

In short, all these developments show that the Ottomans tried to get to know this
geography better in order to turn the lands they ruled and sacri ced their lives for
into a real "homeland". In this process, the concept of homeland ceased to be an
abstract idea in the Ottoman mind and gained a concrete meaning by acquiring a
historical and geographical identity. Accordingly, expressions such as "homeland”,
"patriotism" and "service to the homeland" began to appear in advertisements, and
the treatment of these themes did not show any signi cant di erences among the
newspapers of the period. This also shows how the discourse of the homeland ceased

21. Tanin 107, 17 November 1908
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to be a purely political concept and became embedded in the collective consciousness
and commercial practices of society. On the other hand, with this transformation,
expressions such as 'homeland’, 'patriotism' and 'service to the homeland' began
to be used not only as a political and ideological discourse, but also as a powerful
marketing strategy. Newspaper advertisements increasingly portrayed the buying
and selling of goods and services as a 'national duty’, and consumer habits were
associated with and commercialised by patriotism.

With the advent of the constitutional monarchy, one of the most important values

re ected in daily life, and therefore in advertising, was nation. However, during this
period, the concept of nation was not limited to Turkish and Muslim identities but
was based on a broader understanding that encompassed all Ottoman nations as we
have discussed in introduction part. Although the idea of Ottomanism weakened
over time, it is possible to see traces of this inclusive understanding of nation in
advertisements from the early period of the constitutional monarchy. The intel-
lectuals and writers of the time seem to have believed that in the environment of
freedom brought about by the constitutional monarchy, all Ottoman communities,
regardless of ethnicity, could live in peace within the same homeland. Therefore,
Greeks, Armenians and Jews who were Ottoman citizens were also considered to
have the right to be 'national. Advertising also supported this inclusive discourse,
emphasising the coexistence of di erent ethnic groups under the Ottoman identity
and using the sense of national unity as a commercial tool.

Fortunately, during the course of the Austrian boycott, the cartoon magazine
Karag6z published a didactic article dealing with the questions of "what is national”
and "which products belong to the national economy”, which we will examine in
detail in the following sections of our study. According to the article, one day a
person came to the magazine's administration and told Karag6z that he was obey-
ing the boycott and not using Austrian goods. However, his real problem is that he
does not know which products to use instead. Karagdz begins to make a very long
list. This list includes almost everything, starting with products made in Istanbul,
then moving on to goods made in other regions of the country. What is particularly
striking at this point is that goods produced in regions where the majority of the
population is Greek, Armenian or Arab are also included in the category of 'local
goods?* This situation shows that the understanding of the national economy after
the constitutional monarchy was approached within a broader framework. Economic
nationalism was de ned by extending it not only to Turkish and Muslim producers,
but also to all communities operating within the borders of the Ottoman Empire.

24. Karag6z 34, 19 November 1908
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The concept of nationality was not only addressed in an economic context in ad-
vertisements but was also used as a tool to revive the national sentiments of the
Ottoman people and strengthen their national unity. Theatre advertisements in
particular are one of the most striking examples of this unifying discourse. For
example, in a theatre advertisement published in the newspap8&erbestj the title

of the play was presented as 'a historical and national play. While no information
was given about the content of the play, it was stated that Ali Kemal Bey, the
editor-in-chief of the newspaperkdam would hold an important conference after
the play. The advertisement also said that a concert by a military band would follow
the conferenc&® Although the theme of the play was not revealed, the focus on
the play to be performed was clearly visible. A similar example can be found in
another advertisement, which introduced the play "Geng¢ Zabit" as "a national and
emotional play”. In this advertisement, the content of the play was conveyed more
clearly: The play tells the story of a young Ottoman o cer who was exiled to Yemen
as a result of the oppression of the tyranny period and the journalist mechanist.
The publication of this work, which contains strong themes about the struggle for
liberty, in the Tanin newspaper is directly in line with the political atmosphere of
the time.

Another play that emphasised national feelings attracted attention in a di erent
way. The publicity for this play, called 'Sultan Osman Gazi', announced that half
of the ticket sales would be donated to Ottoman soldiers serving in Rumelia. It
was emphasised that the play was "historical and national" and that a daytime
performance would be organised for patriotic women and an evening performance
for men?’ First of all, the choice of Osman Gazi as a national value is quite striking.
Although the idea of Ottomanism and the unity of the elements is defended in o cial
discourse, the question of who has the authority to determine what is "national”
becomes clear here. The selection of Osman Gazi in this context provides clues as to
how the emphasis on the Ottoman past was shaped and which historical gures were
highlighted in the construction of national identity. In this regard, it is important to
note that, according to “Ukrt Hanio8lu, although Ottomanism appeared to promote
an inclusive and collective identity, the symbols used to represent the Ottoman state
after the 1908 Revolution were predominantly drawn from Turkish culture. This one-
sided representation increasingly alienated non-Muslim communities, who felt that
their own historical and cultural symbols were excluded from the emerging national
narrative.?® On the other hand, the organisation of a special session for women is
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also signi cant for the period. It shows that the mobilisation approach of the period
was not limited to men and that women were also beginning to be seen as part of
the public sphere. Encouraging women to take up theatre shows that they were
positioned as both carriers of national sentiments and active participants in social
transformation.

If we examine the advertisements of the early constitutional period in terms of na-
tionality, one of the most striking elements is that the references to Ottoman ethnic
groups are quite limited. While expressions such as 'English shop’, 'French fabrics'
or '‘German crystals' are common in advertisements, it is quite rare to come across
Greek, Armenian or Turkish names or products. One of the rare examples where the
term "Turkish' is used is in an advertisement entitled 'Abdulvahap: Turkish Money-
changer on the Bridge in Istanbul®® However, this advertisement does not contain
any nationalist discourse; it simply mentions the services it o ers and informs that
it accepts orders from the provinces.

The explanation for this situation can be found in another advertisement published
in the Serbestinewspaper. The theatre group calledGeng Turklerin Milli Kumpa-
nyas" (National Company of Young Turks), which was founded under the patronage
of the newspaper's editor-in-chief Hiseyin Kaz m Bey, soon becan@shmanl tti-
had Kumpanyas' (Ottoman Union Company) with the inclusion of Greek, Armenian
and Jewish theatre artists>® As stated in the advertisement, the previous name of
the company was not acceptable to "some people” and this name change was made as
a result of their pressure. This change of name clearly re ects the Ottoman politics
of the time and the tendency to see the promotion of any particular ethnic group

- including Turks - as dangerous. Indeed, Faroz Ahmad also notes that the ruling
class perceived nationalist demands, including those of the Turks, as a threat to
the constitutional monarchy regime3! For this reason, nationalist discourses were
framed not only on the basis of an ethnic group, but also in a way that included
all elements within the framework of the Ottoman ideal. For this reason, it was
considered risky for any group to come to the fore with an emphasis on nationality
in the economic and cultural spheres, and such identities were generally relegated
to the background.

29. kdam 5089, 26 July 1908
30. Serbesti 36, 21 December 1908
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2.2 The Absence of Domestic Goods

It is certainly no coincidence that the vast majority of the advertisements we have
examined so far are for cultural and artistic events. In her study of advertisements
in the Tanin newspaper, Ay3e Hanife Kocakaya presents a classi cation of the news-
paper's early advertisements. Looking at this classi cation, it is easy to see that
there are very few advertisements for domestic industrial or agricultural product.
Most of the advertisements inTanin consist of cultural activities and book adver-
tisements that emphasise the Second Constitutional Era's values. Apart from these,
advertisements for the major foreign brands operating in the Ottoman Empire at
the time also occupied an important place. The situation is no di erent in the other
newspapers we studiedSerbestj which has a much smaller circulation than other
newspapers and therefore receives fewer advertisements, also contains very few ad-
vertisements for domestic goods. On the other hanekdam, one of the most widely
read newspapers, has managed to receive many more advertisements than other
newspapers thanks to its avoidance of political stances and its large readership, but
the vast majority of these advertisements are for foreign shops and products.

One of the main reasons why advertisements for domestic products were limited in
Ottoman newspapers was that consumption was directly linked to production. Un-
like in the European states, the consumption revolution in the peripheral countries
did not result from a production revolution, but from integration into the central
economies’® As in other peripheral countries, the growth of consumption in the Ot-
toman Empire accelerated in the 19 century, especially with the Baltaliman Trade
Treaty of 1838 and the subsequent customs agreements with European states. While
these agreements allowed European goods to enter the Ottoman market intensively,
they left domestic producers in a di cult competitive position. In the late 1830s,
large-scale imports of machine-made goods from Europe began. This weakened the
Ottoman handicraft system and gradually weakened the guild¥. During this pe-
riod, the volume of imports increased 15-fold throughout the 19 century, while
imports of basic consumer goods increased up to 100-ftd.

Another important reason for the limited advertising of domestic goods is the ex-
tremely high cost of infrastructure and transport. As Korkut Boratav has shown,
the cost of transporting wheat produced in Anatolia to Istanbul was higher than
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the cost of wheat imported from New York3® The main reason for this was that the
Ottoman domestic market was not integrated. Oktay Yenel sums up the situation of
the domestic markets at the beginning of the 20 century as follows: "The economy
of a country without roads will naturally be integrated with foreign markets rather
than with domestic markets through port cities"3’ This situation delayed the arrival

of goods produced in Anatolia in the domestic market and disadvantaged domestic
producers. As a result, the hegemony of foreign goods in the Ottoman market con-
tinued for many years, despite National Economy policies, and was only broken in
the First World War. 38

In short, the limited advertising of domestic goods re ects the general economic
structure of the Ottoman Empire. The inadequacy of domestic production, the
weakness of distribution networks and the high cost of transport made it di cult for
local producers to develop a large-scale marketing strategy. Moreover, the Ottoman
domestic industry was far from meeting the basic needs of society. Therefore, we can
say that advertising, which served as a bridge between production and consumption,
was initially quite limited in marketing Ottoman domestic goods.

A cartoon depicting all these shortcomings in a very colourful way was published
in the 25" issue of theKarag6z cartoon magazine. In the cartoon, Karagoz is
dressed with the pots and pans at home. Hacivat is surprised when he asks Karag6z
why he is dressed like this. Karag6z replies, "Everyone insisted on domestic goods.
| couldn't nd any other home-made clothes at home, so | wore thesé®. This
humorous narrative reveals the inadequacy of Ottoman industry, but also the limited
economic framework within which e orts to encourage domestic production took
place. However, Ottoman intellectuals would not be long in realising that this
situation was unsustainable. Following the declaration of constitutional monarchy,
various initiatives to strengthen domestic production and encourage industrialisation
would gain momentum.
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Figure 2.2 A Karag6z cartoon highlighting the inadequacy of domestic products

2.3 Austrian Boycott

On 5 October 1908, shortly after the declaration of the constitutional monarchy, the
Austrian Empire announced that it had annexed Bosnia and Herzegovina. When the
o cial loss of this region, which had been under temporary occupation since 1878,
combined with Bulgaria's declaration of independence, the atmosphere of optimism
created by the constitutional monarchy in the Ottoman Empire quickly dissipated.
The Ottoman government initially sought the support of the European powers to
solve the problem of Bosnia and Herzegovina. However, it soon became clear that
the condemnations of these states would not lead to further actidi.

The annexation of Bosnia-Herzegovina had widespread repercussions throughout
the Ottoman Empire. The Council of Ministers convened an extraordinary meeting
in Istanbul to decide how to respond. However, the inadequate condition of the Ot-
toman army made it impossible to take military action®! International support was
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extremely limited and had no power to impose sanctions. In these circumstances,
the only option was to negotiate with Austria. However, in order for the negotiations
to be e ective, a major campaign was launched in the press to call for a boycott of
the Austrian economy and to turn this into a broad social mobilisatiorf?

The boycott of Austria had the potential to provide strategic bene ts to the Ottoman
government in more ways than one. First, it had a high probability of exerting eco-
nomic pressure on Austria without causing major damage to the Ottoman economy.
While the Ottomans imported a large number of goods from Austria, exports to
Austria were extremely limited#3 This imbalance reinforced the idea that the boy-
cott could be e ective. In addition, the fact that Austrian goods held a signi cant
place in the Ottoman market gave the boycott groups an opportunity to reinforce
their discourse of economic independence. The boycott became not only a means of
reaction, but also a platform for discussing the Ottoman economy's dependence on
foreign goods.

The boycott was also important as a means of social mobilisation. In order to
manage this turbulent process, the CUP, in particular, aimed to use the boycott
to unite the people against an external enemy, to arouse patriotic feelings and to
increase its own popularity** In the process, they made intensive use of the press
and propaganda tools, and the idea that the boycott was not only an economic
measure but also a national stance was processed. In this way, the boycott was
perceived as a movement that transformed individual consumer habits into political
action.

The importance of this national attitude to the Ottomans can also be seen in car-
toons of the time. In a cartoon published inKalem magazine, the captain of a
sinking Ottoman ship rejects the Austrian-made life preserver o ered to him, say-
ing: "Excuse me, | have to obey the boycott because | am an Ottomafy" This scene
fully re ects the ideals of the time and the understanding of Ottomanism. Instead
of de ning himself through a speci c ethnic identity, the Ottoman captain in the
cartoon emphasises his Ottoman identity. Moreover, even when faced with death,
he remains true to his decision to boycott and refuses to accept an Austrian-made
life preserver. Thus, the captain becomes a gure that represents not only the idea
of Ottomanism but also Ottoman national pride. Even at the cost of his own life,
he saves the honour of the Ottomans by making this sacri ce for his homeland and
nation.
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Figure 2.3 A cartoon of an Ottoman captain who refused the lifesaver o ered by the
Austrian captain at the cost of his life

Last but not least, the most important achievement of the boycott was to show
Ottoman society the importance of using and producing domestic goods. With
the start of the boycott, newspapers began to publish articles about how domestic
goods were more durable and functional than foreign goods. These articles described
Austrian goods as rotten and of poor quality, while domestic goods were described
as durable, functional and in line with national tastes. Later, patriotic societies
were formed in di erent parts of the country and calls were made for true Ottoman
citizens to prefer domestic products over imported goods for these reasons. In fact,
lists were published in newspapers showing which shops sold local goods and which
sold Austrian goods?® It was expected that a real Ottoman would stay away from
shops selling Austrian goods and go to shops selling local goods. As a result of all
these developments, the demand for domestic goods in the market increased rapidly,
and as a result, advertisements for domestic goods in the newspapers became much
more visible.
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2.4 Austrian Boycott on Advertisements

With the start of the boycott, a serious atmosphere of panic was created. Shops
tried to explain with advertisements that they had no connection with Austria and
that they de nitely did not sell Austrian goods. For example, a shop called Viktor
Burgeni in Beyo8lu made the following statement in its advertisement: "Attention,
dear people™: "Do not confuse this store with another Austrian shoe store in Bey-
08lu."*’ He then went on to say that his shop was a Romanian shop, that the shoes
it sold were only of English and French origin, and that these products were elegant
and reasonably priced. These statements re ect the shop owner's fear of backlash
and misunderstanding regarding the boycott, which was not unfounded. Although
the state tried to keep events under control during the boycott, things could get
ugly from time to time. For example, on 2 February 1909, people in Tikve3 attacked
a shop importing sugar from Austria and burned 30 sacks of sug4t.

Another example of a shop trying to avoid a boycott was Orosdi-Back, a well-known
shop at the time. The shop was boycotted by some Ottoman customers, probably
because its name had German connotations. The company decided to advertise in a
newspaper to get around the boycott. Interestingly, the advertisement was written
in the words of the newspaper, which seems to have been a deliberate choice to gain
the trust of the Ottoman citizens. The advertisement explains that this company,
which has branches in di erent cities of the Ottoman Empire, is a French company
and its headquarters are in Paris, France. To prove this, they say that this shop
has an o cial document from the French Consulate and the seal of the Ottoman
Boycott Union.*® At that time, many companies, like Orosdi-Back, tried to prove
that they did not sell Austrian goods by obtaining a document approved by the
Ottoman Boycott Union in order to avoid being boycotted. Such initiatives clearly
show the pressure that the boycott is putting on the shops and the e orts that the
shops are making to avoid any potential damage.

The only e ect of the boycott on advertising was not the e orts of the shops to
prove that they had no connection with Austria. Its most important e ect was the
apparent increase in advertisements encouraging the use of domestic goods. As a
result of the boycott, expressions such as "domestic goods" and "homeland goods"
began to appear more frequently in advertisements, emphasising that patriotic Ot-
tomans should prefer these goods. For example, an advertisement from Nhecipler
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Ticarethanesi (Necipler Trading O ce) invites those who wish to buy Eid al-Adha
and New Year gifts to visit this trading house, where the products of the Feshane
and Hereke factories are sole These factories were state factories established dur-
ing the Tanzimat period and became symbols of Ottoman industrialisation. Many
factories opened during this period went bankrupt for various reasons and a strong
local industry was not established®! However, Feshane and Hereke in particular
managed to survive and were considered the pride of Ottoman local industry during
this period, as can be seen from the abundance of advertisements highlighting the
products of their factories.

Another advertisement from the same shop begins with the title " Attention to
Patriotic People " and continues with the subtitle "Homeland Goods". As can be
clearly understood, the target audience of the advertisement is the patriotic Ot-
tomans. The advertisement urges the Ottomans to choose all their clothes, from
socks to fez, from domestic product® As in the cartoon of the captain of the
Ottoman ship mentioned above, the use of domestic goods is identi ed with the
protection of the nation and the homeland once more. In addition, the emphasis on
socks and fez, in other words the expression from foot to head, becomes meaningful
when we consider the 40% share of imported ready-made clothing of the period in
total imports.®3 This ratio shows the extent to which the foreign trade de cit of the
Ottoman economy could be reduced if it were replaced by domestic production.

Finally, the ad informs that the o ce also has a tailoring shop and that men's and
women's clothes can be ordered in any style. This type of advertisement is important
for the promotion of domestic goods because instead of the concept of rough and
sloppy domestic goods, the advertisements tried to change these images to domestic
goods that are increasingly beautiful and elegant according to the consumer's taste.
Also, this emphasis shows that domestic production is not only limited to ready-
made products but also has the exibility to meet individual demands.

One of the most advertised items during this period was the fez. Ironically, the
supply of fezzes, which Mahmud's clothing reforms made o cial for rst soldiers
and then all civil servants, was heavily imported. Most of the fezzes on the Ottoman
market were imported from Austria. However, with the beginning of the boycott,
the fez, one of the iconic pieces of the Ottoman image, was practically declared a
national enemy in one day. The iconic cartoon drawn by Salih Erimez about this
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event shows this radical transformation of the fez very well. In the cartoon, the
Ottomans throw their fez and jump on it with joy and enthusiasm. Some of them

throw the fez on people's heads to the ground. It is certainly no coincidence that all
this is happening in front of the kalpak shop. The shop window also has the words
"Homeland Store" on it.

Figure 2.4 Salih Erimez's cartoon

As is well known, the fez was a headgear handed down to the Ottomans by Algerian
sailors and was considered an element of the empire's common identity throughout
the 19" century. However, the boycott movement and national sensitivities that de-
veloped after the Second Constitutional Era created the need to rede ne Ottoman
identity. > As part of this process, the kalpak gradually became the new Ottoman
national headgear. Unlike the fez, this headgear, which belonged to Turkish culture,
was positioned as a symbol of cultural and economic independence, replacing the
fez imported from Austria. This situation can be interpreted in terms of Eric Hob-
sbawm's concept of the 'invention of tradition. Hobsbawm argues that nations and
communities actually create new traditions in order to connect with the past and
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try to place themselves in a historical continuity>®> The choice of the Osman Gazi
play as the national game and the new national hat as the hat of all hats can also be
seen in this context. The newspapers of the time clearly show that this process was
a deliberate reinvention. Tanin announced this development under the title 'New
fezzes for the Jon Turks', emphasising that Turkishness had acquired a central place
in Ottoman identity. Although the idea of Ottomanism was to unite di erent na-
tions, in practice the national was increasingly constructed from elements of Turkish
culture.

As a result of all these changes, the fez, once an indispensable part of Ottoman
society, is becoming less common in advertisements, while the number of kalpak
advertisements is increasing. The advertisement entitled "Kalpaks of Liberty for
Holiday" by the Gulistan Ticarethanesi(Gulistan Trading House) re ects this change
quite well.>® Ottomans are no longer wearing fez on holidays, but kalpak. This
shows that kalpak is not seen as a mere substitute but will now occupy a socially
and culturally important place in the new era. Another interesting point in the ad

is the way kalpaks are named, which captures the spirit of the post-constitutional
period. Liberty, one of the fundamental values of the Second Constitutional Era,
has now been commercialised along with other values. After explaining where the
trading house is in the rest of the ad, it gets straight to the point. Following the
boycott of Austria initiated by the patriotic people, the trading house announces
that it has purchased exceptional kalpaks for adults and children made of English
and French fabrics.

Although the ad mentions the boycott, it does not emphasise domestic goods, as can
be seen. It uses English and French fabrics for the kalpaks and does not neglect to
add that it sells American machinery and records right after this ad full of patriotism
and liberty. However, the advertisement of another shop better re ects the spirit
of the new era. The fur shop founded by Kirkciiba® Salih Efendizade states in
its advertisement that they have made elegant lambskin kalpaks especially for our
citizens as a result of the recent demand for fur coats by its customér¥sWe think
there are two important points in this ad. Firstly, the fact that a fur shop adapted

to the rapidly changing demand and immediately started producing fur coats shows
that Ottoman producers were aware of the increasing demand for domestic goods.
Moreover, instead of using foreign imported fabrics, as the previous shop had done,
it produced directly with lambskin, i.e. with local material. Secondly, the phrase
‘exclusively for our citizens' in the advertisement is noteworthy. Along with this
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emphasis, a more inclusive expression was preferred in the marketing of kalpaks.

As the boycott progressed, the optimism of the Ottomans increased. For example,
the advertisement ofCihan edarehanesi(Cihan Executive O ce) is very useful to
understand the Ottomans' thoughts at that moment. The advertisement begins as
follows: "Thanks to the determination and perseverance of our patriotic people in
the economic war they waged against Austria, they caused Austria to experience
a terrible economic crisis...®® Of course, although the Ottoman boycott caused
inconvenience to the Austrian economy and merchants, there is no source that would
allow us to speak of an economic crisis. According to Erdal Yavuz's calculations,
imports from Austria accounted for 18.72% of total imports of Ottoman Empire
in 1907, whereas this share dropped to 12.96% in 1998However, the Ottomans
seem to have exaggerated the events a little, impressed by the unity and e ort of
the people.

Another cartoon, re ecting the euphoria of the moment, shows two Austrians catch-
ing ies in an empty Stein store®® According to this cartoon, which refers to the
Turkish expression "y hunting”, the Austrian shops were empty because Ottoman
society would not go to Austrian shops no matter what. As a result, the employees
had so much free time that they began to spend it catching ies. Such advertisements
and cartoons show that the boycott process was not only an economic struggle, but
also a source of morale and unity in the Ottoman public. There is no doubt that
behind this exaggerated and enthusiastic expression there was a sense of unity that
had not been seen for many years.

In an advertisement from the HerekeMa8azas (Hereke Shop), we can sense the
optimism of the Ottomans and their growing con dence in domestic goods. This
advertisement, which is quite long and detailed, begins by emphasising how the
interest of the patriotic Ottomans in domestic goods stimulated domestic trade,
just like the previous example$! The advertisement also states that the Hereke
Factory was positively a ected by these developments and decided to increase its
production. It was also announced that a special tailor shop had been opened, using
only goods produced at the Hereke Factory. It was claimed that the quality of the
clothes produced in this tailor's shop was of a level that could not be compared with
any foreign goods.

The rst point to note is that local and national goods are no longer de ned as cheap,
durable and functional, but directly associated with elegance and superior quality.
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Whereas in previous years domestic goods were generally characterised by their
durability and price advantage, this advertisement directly emphasises aesthetics
and superiority. This strategy shows that the boycott changed consumer perceptions
and that domestic goods were positioned not only as an alternative but also as a
superior option to foreign goods. Another important result we can understand from
this advertisement is that the Hereke factory expanded its business and increased
its capital thanks to the boycott. This can be seen as one of the most concrete
economic bene ts of the Austrian boycott for the Ottomans. The local merchants,
who were disadvantaged in terms of capital, especially in trade, had the opportunity
to increase their market share thanks to the boycott and therefore became more
passionate about the proces¥.

As can be seen in the advertisement above, as the boycott progressed, we can say
that negative perceptions began to develop not only towards Austrian goods, but
also towards foreign goods as a whole. For example, another advertisement of the
Hereke Ma8azas entitled "Good news for Ottoman citizens", stated that theHereke
Ma8azas had become even more vibrant with the blessing of liberty. As a result
of this development, Ottoman citizens no longer needed to go to foreign stores and
be deceivedf® As you can see, the enemies in this advertisement were not only
domestic shops, but also foreign oneddereke Ma8azas presented as the saviour,
would protect Ottoman consumers from fraudulent foreign shops and direct them
to domestic goods produced by the Hereke factory. Another point that should not
be overlooked is that the theme of 'liberty’ was again included in a commercial
advertisement. This concept, which in previous examples was emphasised in a more
political sense, is now presented as a force that directly stimulates shopping and
consumption.

The advertisement byCitli Maden Sular (Citli Sparkling Water) entitled "Which
Water to Drink?" is another striking example of how negative perceptions of foreign
products were reinforced among Ottoman consume?®$. The advertisement begins
by explaining the bene ts of mineral water and its contribution to digestion. It
directs the consumer to make a logical choice by explaining in detail which organs
and diseases they are good for. However, the real power of the ad lies in the fact
that it not only presents scienti ¢ data on health but also appeals to the emotional
and moral aspects of the consumer. In the later part of the ad, it is emphasised that
part of the proceeds from the sale will be spent on the Hamidiye Hejaz Railway and
the other part on the construction of the hospital in Bursa. In this way, the message
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is conveyed to the consumer that by purchasing this product, they are contributing
not only to their own health, but also to the welfare of society. Finally, it is de ned
as a sacred duty for the Ottomans to stop consuming foreign mineral waters and
to prefer Citli Maden Sular in order to serve both their physical health and social
welfare.

This ad stands out from the others we examined because it uses the three basic
elements of persuasion - logos, ethos and pathos - in an orderly and skilful \Ry.
The logos section appeals to the consumer's logic by detailing the chemical compo-
nents of mineral water and how it di ers from other mineral waters. In the ethos
section, it emphasises the brand's reliability and social responsibility by stating that
the proceeds are spent on projects under the Sultan's patronage, thus gaining the
consumer's trust. In the pathos section, it appeals to the consumer's emotions by
presenting it as a "sacred duty” not to consume foreign mineral water in order to
ensure the public good and encourages them to make a moral choice. This com-
pletes the triangle of persuasion. This advertisement bitli Maden Sular goes
beyond the mere promotion of the product and stands out as an e ective example
that succeeds in placing the consumer's decisions in a logical, national and moral
context.

2.5 Aftermath of Austrian Boycott

On 27 February 1909, the Ottoman government signed an agreement with Austria
in Istanbul, o cially ending the boycott of Austrian goods. Although some groups
tried to continue the boycott on an individual level, it was no longer possible to speak
of a state-sponsored and mass boycott. After the o cial end of the boycott, the
Ottoman government o cially informed the provinces that continued the boycott
that this action had lost its validity and could not be continued® Thus, the boycott,
which started as a strong economic resistance with the support of the people and the
government, gradually lost its e ectiveness in the face of the Ottoman government's
need to maintain balance in international relations.

So, was the Austrian Boycott truly successful? Before attempting to answer this
guestion, it is rst necessary to consider what the actual goal of the boycott was. If
the aim was to prevent the annexation of Bosnia and Herzegovina, then it can be said
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that the Ottomans failed. The agreement signed with Austria formally recognized
the annexation of Bosnia and Herzegovina into Austrian territory. However, despite
Austria's initial declaration that it would make no concessions, the Ottomans man-
aged to secure a form of national compensation through the treaty and succeeded in
negotiating the withdrawal of a small number of Ottoman troops from the Sanjak
of Novi Pazar’

On the other hand, if the aim of the boycott was to mobilise the public and create
awareness about the use of domestic goods, it can be said that it was quite successful
in this respect. The articles, advertisements and cartoons published in the press at
the time increased public interest in domestic goods and created a strong awareness
of the issue. One of the clearest examples of this awareness can be seen in a cartoon
published in Dalkavuk a popular cartoon magazine of the time. In the cartoon,
the Austrian owner of the stone shop is shown trying to invite Ottoman citizens
passing by the door to come in. The reaction of one of the Ottoman customers,
reveals how the boycott took its place in social memory: "Now we have tasted
local goods for once®® This statement shows that the boycott did not just remain

an economic resistance, but also became an important tool in creating a consumer
habit and national consciousness. Although the boycott o cially ended, the content
published during the boycott period managed to keep the awareness of the use of
domestic goods alive and even paved the way for permanent changes in Ottoman
consumer culture in the long term.

However, it should not be overlooked that these contents represented a rather "naive”
perspective in re ecting the real situation of the Ottoman economy. While the grow-
ing awareness and national sensitivity towards the use of domestic goods was enthu-
siastically emphasised during the boycott process, the reality of how far the Ottoman
producer and merchant was from meeting the needs of the people was ignored, with
a few exceptions. Although there was a strong presence of foreign capital in the
country, the investments of this capital were largely directed towards infrastructure,
not production.®® Moreover, this infrastructure investment was designed to facili-
tate the integration of the Ottoman economy into global markets rather than to
strengthen it. In terms of domestic capital, the situation was still quite weak. Until
1908, with the exception of‘irket-i Hayriye and Ziraat Bankas, there were almost

no large companies that had been established entirely with domestic capifdllun-

der these conditions, no matter how strong the discourse of economic independence
created by the boycott, the Ottoman economy was still seriously dependent on for-
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eign countries. If the Ottomans wanted to achieve their economic independence as
well as their political freedom, they rst had to accumulate domestic capital and
establish strong companies.

2.6 Advertisements of Domestic Joint Stock Companies

One of the most important lessons the Austrian boycott taught the Ottomans was
the vital importance of companies that produced and sold domestic goods. But the
real question was: How would these companies be set up? After the boycott ended,
the Ottoman press began to discuss ways of creating domestic capital on an almost
daily basis. The common denominator of these discussions was the idea that a strong
domestic economy would only be possible with national banks. Althougbsmanl
Bankas (the Ottoman Bank), also known asBank- Osmani-i “ahane served as the
central bank of the Ottoman Empire, it was known that this institution was under
the control of British and French capital from the moment of its establishment!
This situation led to con icts of interest between the Ottoman government and the
bank, and the action of the bank was often criticised by intellectuals of the time.

The most important of these contradictions was that the power to print money was
in the hands of the Ottoman Bank. Parvus Efendi, one of the leading economic
thinkers of the time, sharply criticised the fact that the Ottoman government was
constantly in need of short-term, high-interest loans from Europe because the bank
avoided printing money. According to him, if Ottoman merchants and traders were
to gain economic independence and become stronger in trade, local and national
banks had to be established as soon as possién the other hand, this criticism

of the Ottoman Bank was not limited to economists. In a cartoon published in the
magazineCem, the following words were written under the building of the Ottoman
Bank "An institution that has the least to do with Ottoman: Bank- Osmani-i
“ahane".”® The fact that even a cartoon magazine, whose cartoonists were mostly
foreigners and non-Muslims, criticised the Ottoman Bank is a strong indication of
the strong reaction the bank faced at the time.

While there may be some truth in these analyses, the economic conditions of the
time did not allow for the establishment of a bank based on domestic and national
capital and strong enough to support the national bourgeoisie. The establishment of
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such banks would only be possible after the Balkan wafé Therefore, if there was no
capital accumulation strong enough to establish large local and national banks in the
Ottoman Empire, the only option left was for small capitalists to join together and
establish joint-stock companies, as in the West. This situation was also re ected in
the advertising sections of the newspapers of the time, and the advertising sections
became a platform that facilitated the establishment of joint stock companies by
small capitalists.

One of the examples of joint stock companies in the Ottoman Empire was the
Uhuvvet-i Osmaniye Hal Anonim “irketi. This company, which rst advertised in
the Tanin newspaper on 16 December 1908, o cially registered with the Ministry
some eight months later, on 10 August 1909. The aim of the advertisement was
to collect the company's capital with 2,000 shares of 10 lira each and to support
domestic production by opening a carpet factory with this capital. It was also stated
that the company would engage in commercial activities by supplying all kinds of
goods in the country’®> The most important detail was that the company allowed
small investors who did not have capital to participate in the process by allowing
them to buy shares in instalments. Thus, instead of paying 1ra outright, those
who wanted to own shares could do so within 40 months by paying a down payment
of 180guru® and then 1 mecidiye per month.

In the company's advertisements, the names of the founders are emphasised. The
fact that many of the founders were merchants with the title Zade indicates that
the company was founded by the leading merchants of the city and was intended
to give con dence to potential investors. At the same time, the company adopted
a very successful and innovative marketing strategy by allowing shares to be sold
in instalments. Instalment share sales are rarely seen in other public company
advertisements of the period. However, despite these e orts, the expected capital
was not raised and the company continued to publish its advertisements, updating
and detailing them at regular intervals. As a result, it was not until 1911 that the
company was able to start production, which means a two year delay from their rst
advertisement/®

One of the companies that started to raise capital during this period was therenkdy

ve GOztepe sttihat ve Terakki Ticaret Anonim “irketi Osmaniye As the name of
the company suggests, the founders were most likely close to the CUP. When the
contracts submitted to the Ministry of Commerce and Agriculture of the period are
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examined, it is seen that the names of many companies established during this period
include the terms ettihat (Union) or ettihat ve Terakki (Union and Progress),
which is not a coincidence. After the declaration of the constitutional monarchy,
many people associated with the committee combined their political and economic
in uence and established joint-stock companies in various sectors. These companies,
especially during the Balkan Wars and the First World War, took advantage of the
economic opportunities created by the war. They used their political power to
stockpile and rapidly increase their capital by selling basic consumer goods at high
prices. This situation was not lost on the public, and these new capitalists, who had
grown rich under wartime conditions, came to be known as theSava® Zenginleri
(war pro teers). Both in the newspapers and in public debate, criticism of war
opportunism increased, and the moral legitimacy of this new economic elite was
questioned’’

Returning to the company's advertisement, this company's advertisement adds a
new dimension to the previous carpet company's advertisement. While the carpet
company's advertisement stands out as a more pragmatic, direct commercial initia-
tive, this company's advertisement adopts a discourse that appeals to the readers’
patriotic feelings, because the company's founding purpose is not only to make
economic prot, but also to strengthen the Ottoman homeland and improve its sit-
uation.”® As can be seen, making a pro t has become a secondary priority for some
companies; in fact, some company advertisements do not mention economic returns
at all. Instead, the new joint stock companies are presented as national projects
that serve a higher purpose. In this context, it is not only an investment but also
a patriotic duty for an Ottoman citizen to participate in this company by buying
shares worth 5 Ottomanliras. The company must have found this discourse suf-
cient, as it did not include any information about its commercial activities or its
founders in its advertisements.

A more e ective advertisement on this subject was placed by Hasan Remzi Efendi.
Published under the title '‘Ottoman Furniture Manufacturing Plant', the advertise-
ment was subtitled 'A Service to the Homeland'. The opening of a business, espe-
cially a factory, was no longer just a commercial venture, but began to be seen as a
direct service to the homeland. In fact, one of the most important points of the idea
of the national economy was the deep desire to increase local entrepreneurship. In a
series of newspaper articles, the following advice was often given to Ottoman society
"We should no longer educate our children as civil servants, pashas or soldiers, but as
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individuals who engage in personal enterprise and start businessé€slh a humorous
cartoon depicting this desire, an Ottoman doctor removes the idea of civil service
and clerkship from the mind of an Ottoman citizen and replaces it with the idea of
personal enterpris€® This scene clearly illustrates the economic transformation of
Ottoman society and the gradual replacement of the state-directed career approach
with the idea of private enterprise.

Figure 2.5 A cartoon showing the desire of personal enterprise in the Ottoman
society's mind

Hasan Remzi Efendi's advert combines the strengths of the previous adverts, both
motivating patriotic feelings and emphasising the quality of his business. He begins
by saying that he was educated in Germany and then ran a furniture workshop
in Egypt for seven years. During this time, he stressed that he had mastered the
quality of furniture production in Egypt, and then announced that he had decided
to return to his homeland in order to transfer the knowledge and experience he had
gained during his long years abroad to the Ottoman lands. He announces that he
needs about 2000ra of capital to establish a large and modern furniture factory, of
which he will provide 500lira. He concluded his advertisement by inviting investors
who wanted to invest their capital in a useful way and produce quality furniture
that could compete with foreign goods in the Ottoman lands to join his joint-stock
company®!

This advertisement perfectly re ects the economic and social values of the new
era. First of all, it is common practice in advertisements of this period to emphasise
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having studied abroad. Such expressions are particularly common in advertisements
for doctors and engineers. But Hasan Remzi Efendi not only states that he studied
in Germany, he also emphasises his seven years of work experience in Egypt. This
means that while many companies are just starting out, Hasan Remzi Efendi is at
the top of his game. At the same time, it is important for him to gain experience

in Egypt, because although goods from the West are rapidly lling the Ottoman
market, Egypt is still one of the most important centres of Ottoman culture of
taste.

Moreover, Hasan Remzi Efendi believed that, as a result of all this training and
experience, the factory he was about to establish on Ottoman lands would be able
to compete with foreign goods not only in terms of production capacity, but also
in terms of quality and elegance. This emphasis is very important because, as
mentioned above, breaking the "rough and ordinary" perception of domestic goods
was one of the greatest challenges of the period. In addition, Hasan Remzi Efendi
pledged to provide a quarter of the company's total capital to show his con dence
in his business. All that remained was for patriotic Ottoman capitalists to become
partners in this noble and bene cial initiative, which would strengthen domestic
production in the Ottoman market and reduce dependence on foreign goods.

As we can see, in the absence of banks to support the local bourgeoisie, the adver-
tising sections of the newspapers acted as an intermediary, enabling small Ottoman
capitalists to band together and form joint stock companies. However, as noted
above, it should not be forgotten that such initiatives were quite limited, at least
before World War I. The real explosion of joint-stock companies founded with local
capital would take place after 1915. Yunus Nadi expresses the magnitude of this
change in the following words:

Before the war, we had di culty in collecting 5000-10,00dira in a large
region to establish the most solid, most bene cial and most pro table
company. Now, however, in order to establish a company worth 40,000,
50,000, 80,000 or even 100,00iea, it is enough for only three or ve
people to come together and agree to a few words among themselves.
What a tremendous di erence! What a terrifying changeé®

These words show the rapid change in the Ottoman economic mentality and how
capital accumulation gained momentum with the war, but they also show the inad-
equacy of the pre-war situation.

82. Toprak, Turkiye'de Milli «ktisat 1908-1918 , 143.
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2.7 Marketing, Localization, Di erentiation

Although the demand for national goods increased as a result of the Austrian boy-
cott and the call of the penmen of the time to use domestic goods, the Ottoman
market was still quite competitive. While the hostile attitude towards foreign goods
was defended by a limited group, British, French and American goods were still
considered quite credible. Moreover, foreign companies recognised the value of the
Ottoman market, which had become more vibrant after the constitutional monar-
chy, and began to invest heavily in marketing and advertising. For example, we
learn from a Singer advertisement that the headquarters of its operations in Egypt,
Greece and Bulgaria were located in Istanb&8 Similarly, Nestlé moved its head-
quarters from London to Istanbul in 1912 to better manage its operations in the
Balkans and the Middle East®* These moves show that the Ottoman market was
emerging not only as a consumer base but also as a regional centre for international
companies.

The increasing marketing activities of foreign companies not only increased the
number of advertisements, but also radically changed their content. In order to
overcome the cultural barriers in Ottoman society and to avoid a possible boycott,
foreign companies developed various localisation strategies. Their aim was to estab-
lish a direct link with Ottoman consumers and to appeal more to local tastes. One
of the best examples of this strategy can be seen in the advertisements of Tiring, one
of the companies that advertised the most in newspapers. The company proudly
announced that its stores had won the trust of the general public, but that it was
particularly proud of the appreciation of its Muslim customer$® This emphasis
was not accidental. The main aim was to overcome the growing suspicion of foreign
goods within the Muslim community and to strengthen customer loyalty by gaining
the trust of this segment.

The increasing marketing activities of foreign companies not only increased the
number of advertisements, but also radically changed their content. In order to
overcome the cultural barriers in Ottoman society and to avoid a possible boycott,
foreign companies developed various localisation strategies. Their aim was to estab-
lish a direct link with Ottoman consumers and to appeal more to local tastes. One
of the best examples of this strategy can be seen in the advertisements of Tiring, one
of the companies that advertised the most in newspapers. The company proudly
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announced that its stores had won the trust of the general public, but that it was
particularly proud of the appreciation of its Muslim customers. This emphasis was
not accidental. The main aim was to overcome the growing suspicion of foreign
goods within the Muslim community and to strengthen customer loyalty by gaining
the trust of this segment.

Another advertisement by the Tiring Store was aimed directly at all Ottomans.
After introducing itself as the oldest and most perfect clothing store established in
the East, the store expressed its deep happiness that the Ottomans had gained their
freedom® This advertisement clearly shows that the values after the constitutional
monarchy were not only shaped by local companies and goods, but that foreign
companies could also use these values in their products and advertising strategies.
At the same time, the advertising language of Tiring and other foreign companies
showed that foreign companies took into account not only the economic but also
the socio-cultural dynamics of the Ottoman market. Advertising was no longer just
about promoting a product, but also about creating an image that was compatible
with the Ottoman identity of foreign companies.

On the other hand, it would be misleading to view the Ottoman market as a compe-
tition between two monolithic groups domestic and foreign goods because foreign
goods were not the only competitors for domestic products. Although consumers
cared about whether a product was domestic or foreign, the primary determining
factors were its quality and price. Therefore, domestic companies, just like foreign
ones, engaged in intense competition with each other and had to develop di erent
marketing strategies to succeed.

2.8 Ottoman Cigarette Paper Advertisements

One of the most striking examples of this erce competition is the advertising for
cigarette paper. Interestingly, cigarette paper was perhaps one of the most branded
and advertised products on the Ottoman market. Four dierent cigarette paper
companies not only promoted their own products in their advertisements but also
tried to di erentiate themselves by indirectly attacking rival products. Therefore, if

we want to read how brands in the Ottoman market tried to di erentiate themselves
through advertising, cigarette paper advertisements become one of the best sources.
In addition to the e orts to direct consumer perceptions, these advertisements also
reveal the complexity of commercial competition in the Ottoman Empire.

86. Tanin 61, 1 October 1908
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The rst cigarette paper we will examine is the cigarette paper produced to sup-
port the Hamidiye Hejaz Railway project, one of the most important infrastructure
projects of the Abdilhamid era. Its advertisements feature a moving train and a
lively railway. With this visuality, it easily stands out from other cigarette paper
advertisements of the time, which were mostly plain and without pictures. As for
the text of the advertisement, it begins by explaining the purpose of producing this
cigarette paper. Interestingly, although the emphasis on patriotism would be ex-
pected in an advertisement for a product supporting a major national project, the
main emphasis in the text is on health and quality. For example, it states that the
product has been tested by théMekteb-i T bbiyeand is safe in terms of health, thus
reassuring the consumer. In this respect, it is recommended to everyone. In addi-
tion, the company has set up an ambitious reward mechanism to further strengthen
con dence in its product: A reward of exactly 10,00Qyuru3 is promised to those
who can prove the existence of this cigarette pap&f. This signi cant reward not
only guarantees the quality of the product but is also a strong marketing move to
gain consumer trust.

Figure 2.6 Advertisement of Hamidiye Hejaz Railway Cigarette Paper

Another brand of cigarette paper is Bafra Cigarette Papers. This company also

87. kdam 5086, 23 July 1908
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used illustrated advertisements and placed advertisements in various newspapers.
Its advertisements include a picture of an opened cigarette paper with the words
‘Bafra’ written in Latin and Ottoman. That design is an element which makes
the product easily recognisable among other advertisements. In addition, the fact
that the title is written in bold Rika script makes the text stand out immediately.
The company begins its copy by claiming that Bafra Cigarette Papers are the most
perfect product in the eld and that this is already known by those interested in
the business. The company has a very high level of self-con dence. While Hicaz
Railway Cigarette Papers proves its quality with a document obtained from the
Medical School, Bafra Cigarette Papers bases the superiority of its product on the
gold medals it has won in London, Paris, Berlin and other important European
cities 88 However, as there is no document to back up these rather ambitious claims,
we, like the Ottoman reader, have no choice but to believe the company.

Figure 2.7 Advertisement of Bafra Cigarette Papers

88. skdam 5089, 26 July 1908
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Another striking element of this advertisement is the warning against imitation
products. The company advises consumers to beware of imitations and to look
for the 'Sefero8lu’ seal on the cigarette paper to distinguish the genuine product.
However, this situation is not speci c to Bafra cigarette papers; many advertisements
of the period mention the existence of "imitation" products that consumers should
stay away from. So much so that European companies used special stamps and seals
to prevent their products from being imitated. Over time, however, these security
measures were also imitated, and European companies often complained to their
embassies to stop counterfeit production in Ottoman land® Of course, it should

be remembered that such warnings are an indication of a real counterfeiting problem
in the market, but they can also be seen as a deliberate marketing strategy to create
an arti cial perception of demand for the product.

Another brand of cigarette paper that draws attention to the same issue is Cavu3o8§lu
Cigarette Papers. However, unlike other companies, this brand does not have any
visuals in its advertisement. The text of the advertisement begins as usual with the
address of the company's head o ce. It then claims that there are many imitations

of its products. However, unlike other companies, it announces that it has taken
legal action. There are o cial records in the Ottoman archives that support this
claim. According to the records, the cigarette paper covers of the Cavu308lu brand
were imitated by a person of Russian origin named Sari and reproduced in a printing
house?® Cavu3o§lu goes one step further and accuses some tobacconists and small
sellers. The text of the advertisement clearly states that these sellers sell low-quality
imitations to customers instead of their own high-quality cigarette papers in order
to make more prot. Cavu®o8lu ends his advertisement by warning his esteemed
customers to check whether the special tobacco customs mark and the number 14 are
written on the cigarette papers in order to protect themselves from such fraudstets.

This advertisement is very important in terms of protecting brand value. Because
not only was the sealing method used to prevent imitation products, but also le-
gal means were used, and public awareness was raised against small tradesmen
distributing imitation products. This situation also reveals how erce the e orts

and competition to ensure brand reliability in the Ottoman market were even at a
relatively early period.

The last cigarette paper brand is Hurriyet ve Adalet Cigarette Papers. Although
the text of the advertisement is simpler than the others, it has a visually impressive
design. Three di erent small images are used in the same advertisement, making it

89. Kolo8lu, Reklamc 18 m z n «lk Yuzy |, 52.
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stand out with an aesthetic understanding rarely seen in Ottoman newspapers. At
the top of the advertisement is a composition decorated with two diagonally placed
Ottoman ags and oral gures. In the middle, the name of the concessionaire,
*smailzade Abdulvahap, is written in Latin letters, with an Ottoman stamp next to
it. At the bottom of the advertisement, the word 'Liberty’ in capital letters stands
out. Interestingly, the address of the company is also written in Latin letter8? This
design is not only ornate and eye-catching, but also aims to attract the attention of
Ottoman consumers by creating a modern and European image.

Despite the visually striking and modern structure of the advertisement, the text
is quite simple and "dry" compared to other cigarette paper advertisements. It
contains only the name of the owner and a warning to consumers to pay attention
to the address given in order to avoid imitations. In particular, elements such as seals
or special marks, which are common in other cigarette paper advertisements, are
not present in this advertisement. It seems that esmailzade Abdilvahap preferred
to focus on visual appeal rather than textual persuasion in his marketing strategy
and tried to di erentiate his brand with fancy graphics. This approach can be seen
as a strong move to attract the attention of the Ottoman consumer, especially at a
time when visuality was limited in newspaper advertisements.

92. Tanin 221, 13 March 1909
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Figure 2.8 Advertisement of Hirriyet ve Adalet Cigarette Papers

As can be seen, although the vast majority of companies operating in the Ottoman
market developed marketing strategies based on the dominant values of the period,
there were also those that took di erent paths. While joint stock companies in
particular emphasised patriotism and social bene ts in order to attract Ottoman
investors due to their limited capital, foreign companies produced advertisements
that appealed to Ottoman values and especially to the Muslim consumer group in
order to maintain their market share. On the other hand, companies operating
in highly competitive sectors have not only appealed to patriotic sentiments but
have also sought to gain competitive advantage by emphasising the quality of their
products, their health bene ts and the high demand for their brands. These di erent
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approaches show that commercial competition in the Ottoman market was not only
based on price or product, but also on advertising strategies.

As a result, these dierent approaches provided very successful examples in the
early period when the development of advertising in the Ottoman Empire and the
foundations of the modern marketing approach were being laid. Other elements
that distinguished this period from others were the intensive marketing activities of
international companies in the Ottoman market and the acceptance of non-Muslim
Ottoman entrepreneurs under the ‘'local and national' identity. Thanks to this di-
versity and economic dynamism, it is possible to consider this period as the golden
age of Ottoman advertising.

However, this golden age would not last long. The annexation of Crete to Greece
and the subsequent Balkan wars quickly reversed the optimistic atmosphere created
by the constitutional monarchy. During this process, the signi cant decrease in the
non-Muslim population led to the Turkish/Muslim identity in the Ottoman Empire
becoming more dominant, and the understanding of the multicultural economy be-
gan to gradually transform into a more homogeneous and exclusive structure. With
the weakening of the idea of coexistence, economic nationalism also changed its
direction to include only Turkish/Muslim subjects. From this point on, boycotts
were used as a weapon not only against foreign companies but also against inter-
nal ‘enemies’. In advertisements, inclusive themes such as homeland, liberty and
brotherhood were replaced by feelings of Turkishness, Islam and revenge, marking
a radical change in the Ottoman economic identity.
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3. THE POINT OF NO RETURN: THE RADICALIZATION OF
NATIONAL ECONOMY DISCOURSE IN OTTOMAN
ADVERTISING

In his seminal work on the modernization of Turkey, Erik J. Zlrcher gives a telling
title to the section on the Balkan Wars: The Point of No Return. ! This title is
undoubtedly tting. In this chapter, we will focus on how the political, economic,
and cultural atmosphere that shaped the content of the advertisements discussed
in the rst chapter underwent an irreversible transformation with the Balkan Wars,
and how this transformation was re ected in the language and structure of adver-
tisements.

In the advertisements from the earlier period, the dominant theme was how the
values introduced by the Second Constitutional Era were embraced in the public
sphere. Concepts such as liberty, nation, and homeland were adopted by Ottoman
society that looked to the future with hope. Furthermore, during this period, the
idea of coexistence across ethnic and religious lines still retained its vitality. Fol-
lowing the declaration of the constitution, during the diplomatic crisis with Austria,
Ottoman society, regardless of religious a liation, united in support of a boycott
against Austrian goods, displaying a shared stan@eAlthough ethnic nationalist
aspirations occasionally surfaced in the background, the state implemented legal
measures such as banning separatist and ethnic nationalist associations in an e ort
to preserve the ideal of Ottomanisn?.

However, the tension that began with the annexation of Crete by the Kingdom of
Greece turned into a full-blown crisis with the outbreak of the Balkan Wars, and
the brief era of optimism came to an abrupt and tragic end. Beginning in 1911, the
Ottoman Empire entered a relentless cycle of warfare. The ideals of brotherhood,
liberty, and equality promised by the constitutional regime gave way to discourses
centred on revenge, war, and the struggle for survival. This profound transformation

1. Erik Jan Zlrcher, Turkey: A Modern History (I.B. Tauris, 2004), 106.
2. Cetinkaya, 1908 Osmanl Boykoty 136.
3. Toprak, Turkiye'de Ekonomi ve Toplum, vii.
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manifested itself not only in the broader cultural output of the period, but also in
the advertisements published in the press. With the onset of the Balkan Wars, what
emerged was a cultural and economic reality entirely di erent from the hopeful ad-
vertising environment observed during the early years of the Second Constitutional
Era. However, before analysing the advertisements of this new period, it is impor-
tant to brie y examine the destruction and trauma caused by the Balkan Wars in
order to better understand the intellectual underpinnings of this transformation.

3.1 The Balkan Wars and the Loss of Ottoman Europe

In March 1912, an alliance was formed between Serbia and Bulgaria, led by Serbia.
This was followed in May by an agreement between Greece and Bulgaria. Finally,
in October, Montenegro and Serbia signed an alliance, giving the Balkan League
its de nitive shape. Although these treaties appeared to be defensive in nature,
their actual aim was to partition the European territories of the Ottoman Empire?
While this intense diplomatic tra ¢ unfolded in the Balkans, the Ottoman Empire
was engaged in a strenuous war with Italy over the sovereignty of Tripolitania.
Consequently, many capable Ottoman o cers were deployed on the Tripolitania
front. Furthermore, experienced soldiers with deep knowledge of the Balkan region
had been forced into early retirement by the government, and the Balkan states had
begun their military preparations well in advance. Under these circumstances, the
Balkan League declared war on the Ottoman Empire on October 8, 1932.

The war unfolded in an extremely unfavourable manner for the Ottoman Empire.
The army quickly began to collapse due to internal political struggles that disrupted
the chain of command, insu cient preparation, and a general lack of military compe-
tence® On October 22, Bulgarian forces, who bore the brunt of the ghting against
the Ottomans, rst defeated the Ottoman army at K rklareli and then again between
October 28 and November 3 at the Battle of Lileburgaz. As a result, the Ottoman
forces were compelled to retreat to the Catalca line, their last line of defense before
Istanbul. On the western front, Serbian forces defeated the Ottomans at the Battle
of Kumanovo, held from October 24 to 26, and advanced toward the Adriatic Sea,
capturing Monastir on November 18. Meanwhile, in the southern theater, where Ot-

4. Erik Jan Zurcher, Turkey: A Modern History , 106.

5.Sey Yldrm, Balkan Sava3lar ve Sonras ndaki Goclerin Turkiye Nufusuna Etkileri,
Cumhuriyet Tarihi Arat rmalar Dergisi 16, no. 2 (2012): 79.

6. William Milligan Sloane, Bir Tarih Laboratuvar : Balkanlar , trans. Sibel Ozbudun (Nesnel
Yay nlar , 2008), 140.

59



toman resistance was minimal, the Greek army advanced through Macedonia and
occupied Salonika which is one of the most important cities of Ottoman Europe on
November 8. By December 1912, the city of Edirne, which had a predominantly
Muslim population and had once served as the capital of the empire, was under
siege’

By December 3, the situation for the Ottoman Empire had become almost entirely
hopeless. A cease re was declared on this date, and the diplomatic negotiations that
began ten days later resulted in a stalemate. However, this diplomatic deadlock
triggered a profound transformation in Ottoman domestic politics. On January
17, under pressure from Western powers, the Ottoman delegation agreed to cede
Edirne to Bulgaria, despite months of erce resistance. The CUP, which viewed the
surrender of Edirne a city of immense historical, strategic, and symbolic value as
unacceptable, seized the opportunity to stage a coup and took full control of the
government, maintaining power until the end of World War 18

Although the CUP quickly declared that it did not recognize the ceasere and
launched a countero ensive toward Edirne, the weakened state of the Ottoman army
prevented any meaningful military success. Ultimately, the Treaty of London was
signed on June 10, 1913, o cially recognizing the loss of nearly all Ottoman Euro-
pean territories including Edirne, though excluding Istanbul. This outcome was
also acknowledged by the CUP leadership. However, Bulgaria's emergence as the
greatest bene ciary of the war provoked strong reactions from its former allies in the
Balkan League and from Romania. These powers soon declared war on Bulgaria,
leading to the outbreak of the Second Balkan War. Seizing this new opportunity,
the Ottoman army managed to recapture Edirne. With the signing of the Treaty
of Istanbul on September 29, 1913, the territories east of the Maritsa River were
o cially returned to the Ottoman Empire. °

The destruction caused by the Balkan Wars was immense, both quantitatively and
gualitatively. The Ottoman Empire lost approximately 83% of its European terri-
tories and 69% of the population residing in those areas. According to the terms of
the Treaty of Istanbul, the empire retained only 26,000 square kilometres out of an
original 167,000 square kilometres of Ottoman Europe. In addition, the Dodecanese
Islands, Crete, and other Aegean islands were also lost. These regions were not
only signi cant for their military and administrative functions but also carried deep
historical and economic importance. For nearly ve centuries, these lands had been

7. Justin McCarthy, Death and Exile: the Ethnic Cleansing of Ottoman Muslims 1821-1922
(27Books, 1996), 136.

8. Erik Jan Zurcher, Turkey: A Modern History , 108.

9. Ahmet HalagoS§lu, Balkan Harbi S ras nda Rumeli'den Turk Gégleri (1912-1913)(Turk Tarih
Kurumu Bas mevi, 1997), 19 25.
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among the empire's most central and developed aresHowever, the most radical
transformation brought about by the war was the profound shift in the demographic
structure of the Balkans and the empire at large.

3.2 Migration, Demographic Transformation, and the End of
Ottomanism

With the end of Ottoman rule in the Balkans, the national and political boundaries
established by the newly emerging nation-states proved incapable of accommodating
the region's existing ethnic and religious diversity. The multicultural population
structure, which did not align with the unitary frameworks of these new states,
was pushed beyond the newly drawn borders or forced into exclusion. As borders
were redrawn, the rst interstate agreements on population exchange began to be
signed. These agreements served, on the one hand, as tools for the new nation-
states to homogenize their demographic structures, and on the other, as an implicit
acknowledgment that ethnic and religious tensions had reached a level that posed
a constant threat to the presence of minorities in each countfy. However, this
process was far more than a matter of diplomatic negotiation. It turned into a
profound human tragedy. Large numbers of people were forcibly expelled from lands
where their ancestors had lived for centuries. They were subjected to deportations,
resettlement policies, or massacres. According to A. A. Pallis, over 2.5 million
Muslims, Greeks, and Bulgarians were displaced in the decade following the Balkan
Wars 12

Among all parties involved, the Ottoman Empire was the most severely a ected by
this demographic transformation, as the vast majority of the displaced population
consisted of Muslims. While nearly three million Muslims resided in Ottoman Eu-
rope before the Balkan Wars, nearly three-quarters of this population was forced to
migrate to Ottoman territory, and later to the Republic of Turkey. During this pe-
riod, Muslims were portrayed by nationalist movements as the common enemy and
were subjected to systematic practices of ethnic cleansing, mass killings, looting,
forced migration, and even forced religious conversion, regardless of their specic

10. Sacit Kutlu, Milliyetgilik ve Emperyalizm Yizy | nda Balkanlar ve Osmanl Devleti (estanbul
Bilgi Universitesi Yay nlar , 2007), 403.

11. Erik J. Zurcher, Giri®: Demogra Mihendisli8i ve Modern Turkiye'nin Do8u3u, in  empara-
torluktan Cumhuriyete Turkiye'de Etnik Cat3ma , ed. Erik J. Zircher (sleti¥im Yay nlar, 2005),
11.

12. A. A. Pallis, Racial Migrations in The Balkans During the Years 1912-1924, The Geograph-
ical Journal Coverage 66, no. 4 (1925): 315 317.
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ethnic origins13 Yet the su ering of the Muslim refugees did not end upon their ar-
rival in Ottoman lands. The Ottoman administration was neither administratively
nor economically prepared to handle this extraordinary wave of migration, which in-
volved hundreds of thousands of people at once. There were signi cant shortcomings
in the provision of shelter, food, and housing. Most migrants were left vulnerable
and unprotected, abandoned to their fate. Aram Andonyan, an Armenian journal-
ist and historian born in Istanbul, described the dire conditions faced by Muslim
migrants from the Balkans as follows:

In Sirkeci, Uskuidar, Haydarpa3a, and generally across all major squares
of Istanbul, an endless procession of ox-carts displayed scenes of appalling
misery. Many especially women and children had crammed into the
municipal garbage carts. Even the bread allocated to the refugees was
transported in these same garbage carts. This Turkish lineage, which
had been settled on European soil for over a century, crossed back into
Istanbul and then to Asia in the same carts, wearing the same garments
and carrying the same mindset as their conquering ancestors who had
rst crossed from Asia to Europe six hundred years ago. It is sad to note
that the wealthy Muslims of Istanbul largely remained indi erent to the

su ering of these refugees. They would later show a similar indi erence
to the heartbreaking misery and anguish of Ottoman soldiers who were
wounded in battle, stricken with cholera, or reduced to skeletons from
starvation.1#

This massive population movement and demographic transformation resulted in two
interrelated outcomes for the Ottoman Empire. First, the arrival of a predominantly
Muslim refugee population made the Muslim majority within the empire's demo-
graphic composition more visibly pronounced. According to estimates by Kemal
Karpat based on Ottoman census records, Muslims constituted about 74% of the
population in 1906, a gure that rose to over 82% by 191% This demographic shift
accelerated a trend that had already begun following the 1877 1878 Russo-Ottoman
War. The resulting population structure provided a strong sociological basis for the
CUP, and later for the founding elite of the Republic of Turkey, to de ne the pop-
ulation under a new political framework with the inclusive identity of the Turkish
Nation. 16

The second key consequence of this transformation was the practical collapse of the

13. McCarthy, Death and Exile, 179.

14. Aram Andonyan, Balkan Sava3, trans. Zaven Biberyan (Aras Yay nc | k, 2002), 93.

15. Kemal H. Karpat, Ottoman Population, 1830-1914: Demographic and Social Characteristics
and Ottoman studies (University of Wisconsin Press, 1985), 162 189.

16. YIdr m, Balkan Savadlar ve Sonras ndaki Goéclerin, 88.
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political ideology of Ottomanism. The Muslim refugees from the Balkans not only
increased the Turkish-Muslim demographic weight of the empire, but also carried
with them their traumas, memories of massacres, and a deep-seated ethnic resent-
ment. The Ottoman press kept the public focused on the events in the Balkans,
thereby transmitting these collective pains to broader segments of society. As a re-
sult, the social and political ties between the Muslim population and the non-Muslim
communities of the empire were irreversibly damaged. Among the groups that suf-
fered the most from this shift were the Greeks, who made up the majority of the
remaining non-Muslim population in the empire. During the Balkan Wars, many
Ottoman Greek citizens supported the Kingdom of Greece rather than the empire
to which they legally belonged. This led to deep mistrust within the ranks of the
CUP, who began to perceive this group as a potential internal threat. Believing that
the Greeks would serve as a fth column in the event of a foreign invasion, the CUP
implemented systematic policies of repression and intimidation, particularly against
the Greek population in the Aegean region. As a result of these pressures, over
100,000 Ottoman Greeks were forced to seek refuge in the Kingdom of Greece, just
as Muslim refugees from the Balkans had previously ed to Ottoman territory’

As these transformations unfolded, the CUP, having consolidated its hold on power,
came to view the multiethnic and multireligious imperial system as unsustainable.
Although Ottomanist ideals and centralizing reforms were still publicly defended,
the regime in practice moved increasingly toward the construction of a more ho-
mogenous nation-state. In political, linguistic, religious, and economic terms, the
ideal of Turkey for the Turks began to take shape. One of the best visual rep-
resentations of this transformation appeared in a cartoon published in the satirical
magazineKarag6z In the cartoon, the leaders of the CUP are depicted on a broken
rowboat. One half is labeled sttihad (Union), and the other Terakki (Progress).
The character Karag6z explains the situation to Hacivat with stark clarity: Oh
Hacivat, the boat is split. Union is on one side, and Progress is on the othé?.
Since union was no longer possible, the remaining course was progress. At the heart
of this progress lay a comprehensive economic reconstruction.

17. Matthias Bjgrnlund, The 1914: Cleansing of Aegean Greeks as a Case of Violent Turki ca-
tion, Journal of Genocide ResearchlO, no. 1 (2008): 42.
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