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The scientific study of social cognition focuses on the cognitive operations underlying social 
thought and attitudes. The acts of social cognition take the attention of some of the prevailing 
theoretical perspectives of Cognitive Science; especially embodied cognition theory of Frame 
Semantics by Fillmore (1976). The frame theory depends on the fundamental notion that people 
interpret  and evaluate  a  given social  stimulus  by using  knowledge about  similar  stimuli.  In 
general, cognitive science suggests that people construe the world through conceptual frames 
which enable them to understand and construct reality. Drawing on Fillmore’s frame theory, this 
study proposes that constructing conceptual frames is a unique mechanism that shapes social 
thoughts and attitudes.  This is the point where cognitive science,  the study of how meaning 
operates in mind, and semiotics, the study of the structuring of meaning and its carriers, comes 
together.  The  paper  describes  the  sociocognitive  constructs  of  Turkish  people  and  in  TV 
advertisements how these constructs are changed with new ones. It claims that any innovation 
which can be social, technological or can be only a piece of food which is unfamiliar to the 
culture is situated into an already existed conceptual frame by advertisements. By doing this, the 
foreign element is internalized by the audience of the advertisement and they build a new frame 
for the new element. The study investigates several TV advertisements. The common point of 
them is that the advertise elements which are not a part of Turkish Culture. By focusing on these 
new products’ being  situated  into  the  conceptual  frames  of  more  familiar  ones,  what  these 
familiar frames gained importance and became the focus of the investigation . The traces of these 
conceptual frames are searched in the semiotic representations of the advertisements depending 
on the fact that an advertisement is a “text” made up of signs that enable people to expose the 
meaning underlying culture. The advertisements have been investigated in order to identify the 
signs which represent the conceptual frames of Turkish people and how they are used for a new 
profile.   
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