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*�Q�P�]GH�SD]DUGD��KHPHQ�KHU�J�Q�RUWD\D�oÕNDQ�UDNLSOHU��\HQL��GDKD�JHOLúPLú��U�QOHUOH�
ve pazarlama taktikleriyle piyasaya girerek, tüketici tercihlerini kendi lehlerine etkilemeye 

oDOÕúPDNWDGÕUODU�� %LOJL� G�]H\LQGHNL� YH� \DúDP� VWDQGDUWODUÕQGDNL� \�NVHOPH\H� ED÷OÕ� RODUDN� GDKD�
]RU�WDWPLQ�HGLOLU�KDOH�JHOHQ�W�NHWLFL�LVH��oRN�oHúLWOL�DOWHUQDWLIOHUH�DUWÕN�oRN�NROD\�XODúPDVÕ�QHGHQL�
LOH�LNQD�HGLOPHVL�YH�HWNLOHQPHVL�oRN�]RU�ELU�XQVXU�KDOLQH�JHOPLúWLU��d�QN���J�Q�P�]GH�PHVDM�YH�
ELOJL� ERPEDUGÕPDQÕQD� WXWXOPXú� PXKWHPHO� W�NHWLFL�� VLQLNOHúPLúWLU�� YH� GROXP� QRNWDVÕQÕ� DúPÕú�
GX\XPVDOOÕN�GHQLOHQ�ELU� DúDPD\D�JHOPLúWLU��%X�PHVDM�� �U�Q��KL]PHW�KDWWD�PDUND�NDODEDOÕ÷ÕQGD�
W�NHWLFLGH� GX\JXVDO� ED÷OÕOÕN� \DUDWPDQÕQ� HQ� |QHPOL� \ROX�PDUNDODúPDNWDQ� JHoPHNWHGLU��0DUND��
ELU� NLúLQLQ� VDWÕQ� DOGÕ÷Õ� YH� GR\XP� VD÷ODGÕ÷Õ� ELU� GL]L� QLWHOLN� YDDGLGLU�� %X� \|Q�\OH� PDUND� �U�Q�
NDYUDPÕQGDQ�IDUNOÕGÕU��hU�Q��IDEULNDGD��UHWLOHQ�ELU�úH\GLU��PDUND�LVH��PXKWHPHO�P�úWHULOHULQL]LQ�
]LKQLQGH� \HU� HWPHVLQL� VD÷ODGÕ÷ÕQÕ]� EHQ]HUVL]� ILNLU� \D� GD� NRQVHSWWLU��0DUNDODúPD� V�UHFLQGH� HQ 

|QHPOL�XQVXUODUGDQ�ELU� WDQHVL�GH� IDUNOÕODúPD�oHUoHYHVLQGH�NRQXPODQGÕUPDGÕU��%X�QRNWDGD��ELU�
PDUND� LQúD� HWPHN� LVWL\RUVDQÕ]�� PDUNDODúPD� oDEDODUÕQÕ]Õ� PXKWHPHO� W�NHWLFLQL]LQ� ]LKQLQGH� ELU�
NHOLPH\H�VDKLS�RODPD\D�RGDNODPDOÕVÕQÕ]��%DúND�NLPVHQLQ�VDKLS�ROPDGÕ÷Õ�ELr kelimeye. Sonuçta 

LVH�PDUNDODúPD�� ILUPD\D�� �U�QH�� KL]PHWH�� D\ÕUW� YH� WHUFLK� HGLOPH�� ELU� SUHVWLM�PDUNDVÕQD� KDNLP�
ROPD� KDWWD� HQ� D]Õ� \�NVHN� IL\DWODU� LVWH\HELOPHN� RODQ�� EXQODU� JLEL� ELUoRN� P�WKLú� ND]DQoODU�
VD÷ODPDNWDGÕU��� 

%X� oDOÕúPDGD�� HOHNWURQLN� YH� EH\D]� Hú\D� DODQÕQGDNL� \DWÕUÕPODUÕ\OD� =RUOX� *UXEX¶QXQ�
DPLUDO� JHPLVL� RODQ� 9HVWHO¶LQ�� PDUNDODúPD� V�UHFL�� EX� V�UHoWHNL� V|\OHPOHUL� YH� PDUND�
NRQXPODQGÕUPDVÕ��PDUND�HQGDPÕ�LOH�NDWHJRULVLQGH�7�UNL\H¶GH�PDUNDODU�OLJLQGH�NL�\HUL�NRQXQXQ�
NXUDPVDO�NÕVPÕ\OD�NDUúÕODúWÕUÕODUDN��LUGHOHQPLúWLU�� 

Anahtar Kelimeler: Marka, Kurumsal Kimlik, Reklam, Tüketim, Pazarlama,  Vestel. 
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In today’s market each and every day new emergant competitors come into 

market with new and improved marketing strategies to turn consumer preferences into 

their side. Increase in information level and  li fe standards leads to dissatisfaction of 

consumer and it is too hard to persuade and influence the consumers. Because 

consumers are bombed to information and message and this leads to the fullness of 

consumers and reach to the point of sensation. To get emotional tide with consumer in 

such a crovded environment of goods, services and brands is to get trademark. Brand is 

a series of  quali ty which bought by consumers and got satisfactions to them. With this 

instance it differs from product. Product is a thing that produce in factory and brand is a 

thing that is an unique idea or concept take place in consumers’ mind. One of the 

important aspect of branding is positioning of it  in framework of  differentiation. In this 

point if you want to build a brand you must focus on to have a word in mind of 

consumer. The word that nobody have it. Finally branding gives many gaining to firms, 

products and services such as differentiation and preference, have a prestige brand, 

demand higher prices.  

In this study, we examine the Zorlu group’s leading brand of  Vestel. It’s process 

of branding, pronunciation of process, brand positioning, brand look, and it’ s position in 

the league of Turkish brand are taken into consideration.  

Key Words: Brand, Institutional Identity, Advertisement, Consumption, 

Marketing, Vestel 
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Kurumsal�0DUND�dHUoHYHVLQGH�%DúDUÕOÕ�%LU�0DUNDQÕQ�<DUDU�YH�(WNLOHUL��gUQHN�)LUPD��
%LU�0DUND�(IVDQHVL�³9HVWHO´�EDúOÕNOÕ�WH]�oDOÕúPDVÕ�JHQHO�NDSVDPGD�PDUND�NDYUDPÕ�oHUoHYHVLQGH�
9HVWHO�ILUPDVÕQÕQ�PDUND�HQGDPÕQÕ�YH�PDUNDODúPD�VWUDWHMLOHULQL�NRQX�DOÕU��%X�ED÷ODPGD�NXUXmsal 

ELU� PDUND� RODQ� 9HVWHO¶LQ� EX� VÕIDWÕ� ED]� DOÕQDUDN� NRQX� PDUNDQÕQ� NXUXPVDO� NÕVPÕ\OD�
LOLúNLOHQGLULOHUHN�LUGHOHQPLúWLU�� 

%X� NDSVDPGD� oDOÕúPDQÕQ� ELULQFL� E|O�P�QGH� NXUXPVDO� NLPOLN�� PDUND� YH� UHNODP�
NDYUDPODUÕ� JHQHO� KDWODUÕ\OD� LUGHOHQPLú�� EX� EDúOÕNODU� DOWÕQGD� NXUXPVDO� NLPOL÷LQ� WDQÕPÕ��
RUJDQL]DV\RQ� DODQODUÕ�� NXUXPVDO� NLPOLN� ROXúWXUPD� VDIKDODUÕ�� PDUND�� PDUND� ROXúWXUPD� � V�UHFL��
WHPHOOHUL�� |QHPL�� \DSÕVÕ�� W�NHWLFL� DoÕVÕQGDQ� |QHPL�� LOHWLúLP� VWUDWHMLOHUL��PDUND� ROXúXP� V�UHFLQL�
olumsuz etkileyen faktörler, gelecekte marNDODúPD�� OLGHU� PDUND�� PH\GDQ� RNX\DQ� PDUND��
NXUXPVDO�PDUND��NXUXPVDO�PDUND�oHUoHYHVLQGH�EDúDUÕOÕ�PDUNDQÕQ�\DUDU�YH�HWNLOHUL��7�UNL\H¶GH�
PDUND�NDYUDPÕ� LOH�PDUNDODúPD�V�UHFLQGH�UHNODP�XQVXUX�� UHNODPÕQ�URO��YH�|QHPL�JLEL�NRQXODU�
GHWD\OÕFD�LUGHOHQPLúWLU� øNLQFL�E|O�PGH��SD]DUODPD�YH�W�NHWLFL�NDYUDPODUÕ�NDSVDPÕQGD�SD]DUODPD�
NDYUDPÕ� |]HOOLNOHUL�� SD]DUODPD� LOHWLúLPL� NDYUDPÕ�� SD]DUODPD� LOHWLúLPL� NDYUDPÕQÕQ� HOHPDQODUÕ��
J�Q�P�]GH� SD]DUODPDQÕQ� VRUXQODUÕ�� W�NHWLFL� NDYUDPÕ�� P�úWHUL� NDYUDPÕ�� W�NHWLFi karar verme 

DúDPDODUÕ� JLEL� V�UHo� YH� NRQXODUD� \HU� YHULOPLúWLU�� ho�QF�� E|O�PGH� LVH�� \XNDUÕGDNL� NRQX� YH�
NDYUDPODU� GDKLOLQGH� 9HVWHO� ILUPDVÕQÕQ� PDUNDODúPD� V�UHFL� YH� V|\OHPL� NDSVDPÕQGD� 9HVWHO�
PDUNDVÕQÕQ�PHJD�PDUNDVÕ�=RUOX�*UXEX�KDNNÕQGD��9HVWHO�ùLUNHWOHU�*UXEX��9HVWHO¶LQ�SD]DUODPD�
sWUDWHMLOHUL��PDUNDODúPD� VWUDWHMLVL�� 9HVWHO� ORJRVXQXQ� J|VWHUJHELOLPVHO� DQDOL]L� LOH� ³7HNQRORMLQLQ�
7�UNoHVL´� VORJDQÕQÕQ� NRQXPODQGÕUÕOPDVÕ� V�UHFLQGH� $QGURLG� 9H\VHO� UHNODPODUÕQÕQ� LoHULN� YH�
V|\OHP�DQDOL]OHUL�oRNOX�YH�WDUWÕúPDFÕ�RUWDPD�J|UH�o|]�POHQPLúWLU�� 

Bu çaOÕúPD�V�UHVLQFH�KHU�W�UO��\DUGÕP��ELOJL�YH�GHVWH÷LQL�HVLUJHPH\HQ�GDQÕúPDQ�KRFDP��
<UG��'Ro��'U��%DVUL�%$587¶D�|QFHOLNOH�WHúHNN�U�HGHULP� 

7H]LQ�KD]ÕUODQPDVÕ�V�UHVLQFH�KHU�W�UO��GHVWH÷LQL�HVLUJHPH\HQ�)ÕUDW�hQLYHUVLWHVL��øOHWLúLP�
Fakültesi DHNDQÕPÕ]��6D\ÕQ��3Uof. Dr. Hasan KÜRÜM’e, øOHWLúLP�)DN�OWHVL�'HNDQ�<DUGÕPFÕVÕ��
<UG��'Ro��'U��$KPHW�<$7.,1¶D� YH�PDQHYL� GHVWH÷L\OH� EDQD� KHU� ]DPDQ� J�o� YHUHQ� DELP��'U��
øUIDQ� .857%$ù�� NDUGHúLP� 6LQDQ� .857%$ù� LOH� DGÕQÕ� VD\DPDGÕ÷ÕP� øOHWLúLP� )DN�OWHVL�
akDGHPLN�YH�LGDUL�oDOÕúPD�arkadaúODUÕPD�WHúHNN�U�HGHULP�  

$\UÕFD�� oDOÕúPDQÕQ� 9HVWHO� NÕVPÕQÕQ� ROXúPDVÕQGD� ELOJL� YH� EHOJH� GHVWH÷LQGH� EXOXQDn 

9HVWHO� øQVDQ�.D\QDNODUÕ�.RRUGLQDW|U���6D\ÕQ, Hande ù$9$7$��3azarODPD�6RUXPOXVX��6D\ÕQ��
Elif GÜNEY¶H�� 0�$�5�.�$� UHNODP� DMDQVÕ� VDKLEL� 6D\ÕQ, Hulusi DERø&ø’ ye, M.A.R.K.A. 

5HNODP�$MDQVÕ�0�úWHUL�7HPVLOFLVL��6D\ÕQ�2OFD\�$.*h/’e�WHúHNN�UOHULPL�VXQDUÕP� 
%X� WH]� oDOÕúPDVÕQÕ�� KHU� IÕUVDWWD� WHúHNN�U� HWPH\L� ERUo� ELOGL÷LP� DQQHP�� EDEDP� YH�

NDUGHúOHULPH�LWKDI�HGL\RUXP� 
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*ø5øù 

%XQGDQ� oRN� X]XQ� \ÕOODU� HYYHO� HVQDIODU� GXYDUODUÕQ ya� GD� VDWÕODFDN� Hú\DODUÕQ�
�]HUOHULQH�ELU�úH\LQ�NLPH�DLW�ROGX÷XQX�\D�GD�NLP�WDUDIÕQGDQ�\DSÕOGÕ÷ÕQÕ�J|VWHrmek için 

LúDUHWOHU� NR\DUODUPÕú�� 'DKD� VRQUD� K�N�PHWOHU� GDKD� NROD\� YHUJL� WRSODPDN� DPDFÕ\OD�
�U�QOHUL� P�K�UOHPH\H� EDúODGÕODU�� %X� X\JXODPDODUÕQ� DPDFÕ�� H÷HU� LQVDQODU� EX� Hú\D\Õ�
EH÷HQLUOHUVH�� EXQXQ� LoLQ� NLPL� |YHFHNOHULQL�� JHOHFHNWH� EX� PDOÕ� QHUHGHQ� WHPLQ�
HGHFHNOHULQL� YH� ELU� SUREOHPOH� NDUúÕ� NDUúÕ\D� NDOGÕNODUÕQGD�� EX� KDWDGDQ� NLPLQ� VRUXPOX�
ROGX÷XQX� ELOPHOHULQL� VD÷ODPDNWÕ�� 3D]DUODPD� PDQWÕ÷ÕQÕQ� |]�Q�� RUWD\D� NR\DQ bu 

X\JXODPDODU�PDUNDODúPD�JHUHNoHVL�YH� DQOD\ÕúÕQÕQ�GD�QHGHQLGLU��g]�QGH�DPDoWD�KLoELU�
úH\�GH÷LúPHPLúWLU��$PDo�KDOD�\DSWÕ÷Õ�LúLQ�DOWÕQD�LP]D�DWPD�YH�EXQX�LQVDQODUÕQ�]LKQLQH�
ND]ÕPD� X÷UDúÕ� LOH� �U�Q� YH\D� KL]PHWH� ELU� NLPOLN�NLúLOLN� ND]DQGÕUPD� X÷UDúÕGÕU��
Günümü]GH�WDúÕPD��XODúÕP�YH�LOHWLúLP�VHNW|U�QGHNL�JHOLúPHOHU��D\QÕ�KDWWD�GDKD�NDOLWHOL�
�U�QOHULQ� X]DN� �ONHOHUGHQ� GDKD� XFX]D� EXOXQDELOPH� NROD\OÕNODUÕQÕ� GD� JHWLUGL�� %X� GD�
|QFHOHUL� HOOH� o|POHNOHU� �UHWHQ� YH� EXQD� |]HQOH� NHQGL� GDPJDODUÕQÕ� ND]Õ\DQ� HVQDIODU�
döneminin, pL\DVDVÕQÕQ�� W�NHWLFLVLQLQ� YH� SD]DU� NDYUDPÕQÕQ� GH÷LúPHVLQL� VD÷ODGÕ��
*�Q�P�]GH�KHPHQ�KHU��U�Q�KL]PHW�oRN�VD\ÕGD��UHWLFL�LúOHWPH�WDUDIÕQGDQ��UHWLOPHNWH�YH�
SL\DVD\D� V�U�OPHNWHGLU�� %XQXQ� \DQÕQGD� KHPHQ� KHU� J�Q� RUWD\D� oÕNDQ� UDNLSOHU� \HQL� YH�
GDKD�JHOLúPLú��U�QOHUOe ve pazarlama taktikleriyle piyasaya girerek tüketici tercihlerini 

NHQGL�OHKOHULQH�HWNLOHPH\H�oDOÕúPDNWDGÕUODU��7�NHWLFLQLQ�LVH�ELOJL�G�]H\LQGHNL�YH�\DúDP�
VWDQGDUWODUÕQGDNL� \�NVHOPH\H� ED÷OÕ� RODUDN� GDKD� ]RU� WDWPLQ� HGLOLU� KDOH� JHOPHVL�� oRN�
oHúLWOL� DOWHUQDWLIOHUH� XODúDELOHQ� W�NHWLFLQLQ� ND]DQÕOPDVÕQÕ� ROGXNoD� ]RU� ELU� oDED� KDOLQH�
JHWLUPHNWHGLU��$\UÕFD�� HNRQRPLN�� WRSOXPVDO�� N�OW�UHO� YH� \|QHWVHO� DQODPGD�ELU� GH÷LúLP�
V�UHFL� LoLQGH� EXOXQDQ� LúOHWPHOHU�� EX� GH÷LúHQ� RUWDP� YH� NRúXOODUD� X\XP� VD÷OD\DELOPHN��
\DúDPODUÕQÕ�V�UG�UHELOPHN�YH�UDNLSOHUL\OH�\DUÕúDELOPHN�LoLQ�IDUNOÕ�\DSÕODQPDODUD�JLWPHN�
]RUXQGD�NDOGÕODU��%|\OH�ELU�UHNDEHW�RUWDPÕQGD�EX�DQOD\Õú�YH�WHGLUJLQOLNOH�W�NHWLFL\H�³KH\�
VHQ´� GL\H� VHVOHQHQ� LúOHWPHOHU� VRNDNODUÕ�PHVDM� ERPEDUGÕPDQÕQD� WXWPXú� GXUXPGDGÕUODU��
dD÷ÕPÕ]GD� W�NHWLFLOHULQ� ]LKLQOHULQLQ� PHVDM� ERPEDUGÕPDQÕ� LOH� ID]ODFD� GROGXUXOPXú�
ROPDVÕ� ³GROXP� QRNWDVÕQÕ� DúPÕú� GX\XPVDOOÕN´� GHQHQ� ELU� IHQRPHQLQ� RUWD\D� oÕNPDVÕQD�
QHGHQ�ROPXúWXU� 

Pa]DUÕQ� GR\PDVÕ\OD� GR\DQ� SD]DUODUda pazaU� SD\ÕQÕ� DUWÕUPDN�� W�ketici ilgisini 

IDUNOÕ�\|QOHUH�oHNHELOPHN�LoLQ��U�Q�JHOLúWLUPH�oDOÕúPDODUÕQÕQ�GD�GHVWH÷L\OH��U�QOHULQ�DQD�
özelOLNOHULQH� \DQ� |]HOOLNOHU� HNOHQPH\H� EDúODGÕ�� 9H� EX� \DQ� IDNDW� ELU� �U�Q�� GL÷HU� Eir 

�U�QGHQ� IDUNOÕ� NÕODQ� |]HOOLNler tüketicinin ilgisini çekeFHN� úHNLOOHUGH� SD]DUODPD�
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LOHWLúLPLQGH�NXOODQÕOPD\D�EDúODQGÕ��+HU�GHWHUMDQ�L\L�WHPL]OLyordu, fakat bir deterjan daha 

G�ú�N� ÕVÕODUGD� L\L� SHUIRUPDQV� J|VWHUL\RU ya da sadeFH� L\L� \ÕNDPDNOD� NDOPD\ÕS� D\QÕ�
]DPDQGD� oDPDúÕUODUÕQÕ]ÕQ�GDKD� L\L� NRNPDVÕQÕ� GD� VD÷OÕ\RUGX��3HNL�� EL]LP�ELU� úDPSXDQÕ�
ELU� GL÷HULQH� \H÷OHPHPL]GH� HQ� HWNLQ� URO�� QH� R\QD\DFDN"� %�W�Q� DUDEDODUÕQ��
EX]GRODSODUÕQÕQ�� oDPDúÕU�PDNLQHOHULQLQ�� KÕ]OÕ� VHUYLV� ORNDQWDODUÕQÕQ�� KDYD� \ROODUÕQÕQ� YV��
DúD÷Õ�\XNDUÕ�GL÷HULQH�EHQ]HU��rün-hizmet avantDMODUÕ�VXQGX÷X�UHNDEHWoL�RUWDPGD�EL]L�QH�
DODFD÷ÕPÕ]D�� NXOODQDFD÷ÕPÕ]D� NDUDU� YHUPHGH� QH� \|QOHQGLUHFHN"� .XúNXVX]� NL� \DQÕW�
"marka��RODFDNWÕU� 

%X� V�UHoWH��PDUNDODúPDN� LVH�PDVD� EDúÕQGD verilecek ve uygulanacak bir karar 

olmayacak kadar emek, zaman, para, bilgi, tecrübe isteyen bir süreçtir. Marka, 

\DSÕVÕQGD�ELU�oRN�ELOHúNH\L�EXOXQGXUXU��%X�ELOHúNHOHU�\DSÕODQGÕUÕOÕUNHQ�YH�NXOODQÕOÕUNHQ�
ELUELUOHUL\OH�DKHQN�LoLQGH�ROPDODUÕ�JHUHNLU��0DUNDODúPD�V�UHFLQGH��PDUNDQÕQ�ELU�DGÕ��\DQ�
DGODUÕ�� UHQJL�� JUDILN� WDVDUÕPÕ�� VHVL�� NHOLPH� KD]QHVL�� WHFU�EHVL�� VORJDQÕ�� ORJRVX ve daha 

ELUoRN�ELOHúNHVL�YDUGÕU��%X�J�Q�DUWÕN�PDUNDQÕQ�NHQGLQH�DLW�ELU�NLPOL÷L�YDU��%X�oDOÕúPDGD�
PDUNDODúPD�V�UHFLQGH�EX�ELOHúNHOHULQ�WDPDPÕ�D\UÕQWÕOÕ�RODUDN�LUGHOHQPHNWHGLU��0DUND\Õ�
W�NHWLFL� LON� RODUDN� �U�Q�Q� �]HULQGHNL� DPEDODMGD�� ORJRVXQGD�� NXUXPXQ� GÕú� FHSKHVLQGH��
ambleminde yani kurumsal kimlik de görmektedir. 

.XUXPVDO�NLPOLN��³%LU�ILUPDQÕQ��NXUXP ya GD�NXUXOXúXQ�X]XQ�G|QHPGH�VWUDWHMLN�
RODUDN� SODQODQPÕú� DPDoODUÕQD� XODúDELOPHVL�� NHQGLQL� YH� ILUPD� IHOVHIHVLQL� oDOÕúDQODUÕQD��
P�úWHULOHULQH�� RUWDNODUÕQD� YH� KDOND� WDQÕWPDN� LoLQ� W�P PHWRWODUÕQ� �øúOHWPH� .LPOL÷L��
7DQÕWÕP� .LPOL÷L� YH� 'DYUDQÕú� .LPOL÷L¶QLQ� WDPDPÕ�� WRSODPÕQÕQ� WHN� ELU� J�o� \DUDWDFDN�
úHNLOGH� ELUOHúWLULOPHVL�� NXOODQÕOPDVÕ� YH� VRQXoWD� �U�Q ya GD� KL]PHWLQLQ� DGÕQÕQ�
�PDUNDVÕQÕQ��� \DSWÕ÷Õ� LúLQ�� EX� LúLQ� \DSÕOÕúÕQGDNL� DQOD\ÕúÕQ�� J|UVHO ve fikirsel olarak 

DNÕOODUGD�EDúDUÕOÕ-EDúDUÕVÕ]��ROXPOX-olumsuz, güzel-oLUNLQ�RODUDN�\HUOHúPHVLGLU� 
Kurumsal kimlik görsel, sözlü birçok unsurdan meydana geli r ve imza, logo 

úHNOL�� DPEOHP�� NHOLPH� LúUHWL�� PDUNDVÕ]� WDQÕPOD\ÕFÕODU�� DQDKWDU� V|]� �U�Q�� IL\DW�� Lsim, 

VDWÕODFDN�PDO�� W�NHWLP�\DSÕVÕQD�X\JXQOXN��PD÷D]D�VDWÕú�YH�\HUOHúLP�\HUL��PLPDUL�\DSÕ��
GÕú�YH�Lo�FHSKH��PD÷D]D�VDWÕFÕVÕ��DOÕP�VRQUDVÕ�LOHWLúLP��N�OW�UHO�DQDOL]�XQVXUODUÕ�NXUXPVDO�
NLPOLN� ELOHúHQOHUL� YH� V�UHFLQL� WHúNLO� HGHU� YH� EX� V�UHoWHNL� ED]Õ� XQVXUODU� pazarlama 

LOHWLúLPL� YH�YH\D� PDUND� LOHWLúLPL\OH� GR÷UXGDQ� YH\D� GROD\OÕ� LOLQWLOL� RODELOLU�� .XUXPVDO�
NLPOLN� XQVXUODUÕQGDQ� EX� ELOHúNHOHULQ� KHU� ELULQLQ� W�NHWLFL\L� IDUNOÕ� úHNLOOHUGH� HWNLOHPH�
J�F�� YH� \HWLVL� YDUGÕU�� gUQH÷LQ�� ORJR�� PDUNDQÕQ� NDUDNWHUL� YH� NLúLOL÷L� � KDNNÕQGD� ELOJL�
verirken,  ambalaj tüketicinin �U�Q��J|UG�÷���FHELQGH��U�Q��DOPD\D�KD]ÕU�SDUD�ROGX÷X�
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DQGD�W�NHWLFL\L�VDWÕQ�DOPD\D�WHúYLN�HGHQ�ELU�XQVXU�RODELOPHNWH��UHQNOHU�LVH��W�NHWLFLOHUOH�
kestirPHGHQ�LOHWLúLP�NXUPDQÕQ�KDULND�ELU�\ROX�YH�\|QWHPL�RODELOPHNtedir. 

0DUND� NLPOL÷LQL� ELU� LQVDQÕQ� NLPOL÷L� JLEL� G�ú�QHELOLUL]�� gQFHOLNOH�� ELU� oRFX÷XQ�
NLPOL÷L� HVDV� ELU� |]GHQ�� NLúLOLN� |]HOOLNOHULQGHQ�� IL]LNVHO� |]HOOLNOHUGHQ�� ELU� LVLPGHQ� YH�
nihayetinde temel bir keliPH� KD]QHVLQGHQ� ROXúXU�� .LPOLN�� VRQXQGD� \DúOD� ROJXQODúÕU� 
$UNDGDúODU�YH�LOLúNLOHU�GH÷LúLU��LOJLOHU�D] ya da çok, belki de tüP�\OH�GH÷LúHELOLU��NHOLPH�
KD]QHOHUL� JHOLúLU�� KDWWD�ED]HQ�Y�FXW� úHNOL�� J|]�YH� VDo� UHQJL� \HQL� DQD�ELU� J|U�Q�P�HOGH�
etmek için de÷LúWLULOHELOLU��%X��]HNLFH�ELU�GH÷LúLPGHQ�UDGLNDO�ELU�GH÷LúLPH kaGDU�IDUNOÕOÕN�
J|VWHUHELOLU�� .XUXPVDO� NLPOLN� XQVXUODUÕ�� \ÕOODU� ER\X� V�UHQ�� SVLNRORMLQLQ�� VRV\DO�
ELOLPOHULQ�� SD]DUODPDQÕQ�� LOHWLúLP� ELOLPLQLQ� V|\OHPOHULQL� ED]� DODQ� � VWUDWHMLN� SODQOÕ�
oDOÕúPDODU� VRQXFXQGD� RUWD\D� NRQXUODU�� %X� XQVXUODU� NRQWURO� HGLOHELOLU� XQVXrlar olarak 

DGODQGÕUÕODELOLU�� EXQXQ� QHGHQL� GH� KHUKDQJL� ELU� QRNWDGD� GH÷LúWLULOHELOLU� ROPDODUÕGÕU��
Kurum kimli÷LQL� \DUDWPDN�YH� \DúDWPDN�� \DUDWPDN�YH�GH÷LúWLUPH\H�NÕ\DVOD�GDKD� ID]OD�
KDNLPL\HW� LVWHU�� 6WUDWHMLN� YH� SODQOÕ� ROXúWXUXODQ� NXUXPVDO� NLPOLN�� NXUXP� \DSÕVÕQD�
\HGLULOPHOL�� VLVWHPLQ� LoLQH� LúOHQPHOLGLU�� %XQODUGDQ� ED]ÕODUÕ�� Lú� NDUWODUÕ�� DQWHWOHU�� LNLQFL�
ND÷ÕWODU�� ]DUIODU�� IDNVODU�� IDWXUDODU�� WHOJUDI� ND÷ÕWODUÕ�� SRVWD� HWLNHWOHUL�� SRVWD� ]DUIODUÕ��
EURú�UOHU��UHNODPODU��\ÕOOÕN�UDSRUODU��ZHE�VLWHOHUL��WDEHODODUGÕU���. Ancak kurumsal kimlik 

YH�XQVXUODUÕ�PDUND�\DUDWPD�V�UHFLQGH�E�W�Q�Q�VDGHFH�SDUoDVÕGÕU� 
Bütün,� \DQL�PDUND��ELU� LVLP�� LúDUHW�� VHPERO�� WDVDUÕP�YH\D�EXQODUÕQ�KHSVLQLQ�ELU�

birleúLPL� RODUDN�� ELU� VDWÕFÕQÕQ� YH\D� VDWÕFÕODU� JUXEXQXQ� �U�QOHULQLQ� YH\D� VHUYLVOHULQLQ�
WDQÕWÕOPDVÕ� YH� UDNLS� úLUNHWOHU� LoLQ� IDUNOÕOÕN� \DUDWPDVÕ� YH� VRQXoWD� LúOHYVHO� YH� GX\JXVDO�
ND]DQoODU� VXQPDVÕGÕU�� 0DUND� HVNLGHQ� VDGHFH� ORJR� YH� ELU� �U�Q�Q ya GD� ELU� úLUNHWLQ�
DGÕ\NHQ�� EXJ�Q� �U�Q� DGODUÕQGDQ� D\UÕ�� EHQ]HUVL]� NLPOLNOHUL� YH� NDOLWHOHUL� NDSVD\DQ�
nerede\VH� PLVWLN� ELU� NUHDV\RQ� KDOLQH� JHOGL�� ùLPGL\H� NDGDU� PDUNDQÕQ� ELUoRN� WDQÕPÕ�
\DSÕOPÕú�NLPLVL�PDUNDQÕQ�IL]LNVHO�YH�|]VHO�ER\XWXQD�GLNNDW�oHNPLú��NLPLVL\VH�PDUND\Õ�
EXQODUÕQ� �]HULQH� DUWÕ� GH÷HUOHU katarak,� W�NHWLFL\H� GX\JXVDO� GR\XPODU� GD� ND]DQGÕUGÕ÷Õ�
QRNWDVÕQGD� ELUOHúPLúOHUGLU�� %X� oDOÕúPDGD� PDUND� NDYUDPÕ� LUGHOHQGLNWHQ� VRQUD� LNLQFL�
\DNODúÕP� WDU]Õ� EHQLPVHQPLú,� oDOÕúPD� EX� YDUVD\ÕP� oHUoHYHVLQGH� úHNLOOHQPLúWLU��
*HUoHNWHQ� GH� \XNDUÕGDNL� WDQÕP� ELU� \|Q�\OH� PDUNDQÕQ� GX\JXVDO� ND]DQoODU� VD÷ODGÕ÷ÕQÕ�
beli rtmekle birli kte eksikWLU�� d�QN�� PDUND�� KHUNHVLQ� H]EHUH� ELOGL÷L� WHN� ELU� LVLP� YH\D�
ORJR�GH÷LOGLU��0DUND��ELU�NLúLQLQ�VDWÕQ�DOGÕ÷Õ�YH�GR\XP�VD÷ODGÕ÷Õ�ELU�GL]L�QLWHOLN�YDDGLGLU��
1LWHOLNOHU�VRPXW�YH\D�J|U�QPH]��DNÕOFÕ�YH\D�GX\JXVDO�RODELOLU��$QFDN�EX�QRNWDGD�PDUND�
�U�QOH� NDUÕúWÕUÕOPDPDOÕGÕU�� øQVDQ� oLNRODWD� \HUNHQ�� VRPXW� GR\XPXQ� \DQÕQGD� psikolojik 
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RODUDN� GD� HN� ND]DQÕPODU� VD÷OD\DELOLU�� $QFDN� EX� R� oLNRODWDQÕQ� PDUND� ROGX÷X� DQODPÕ�
WDúÕPD]�� d�QN�� NDWHJRULGHNL� W�P� oLNRODWDODU� D\QÕ� ND]DQÕPODUÕ� VD÷OD\DELOLUOHU�� $QFDN�
bunlara ek olarak, NestlH�GHUVHN��EX�oLNRODWDQÕQ�úDKVÕQD�P�QKDVÕU,�NÕWÕUWÕ�VHVL�ROGX÷XQX�
V|\OHUVHN�PDUNDQÕQ�ekstra�VXQGX÷X�GR\XP�XQVXUXQX�ELUD]�GDKD�EHOLUJLQOHúWLUPLú�ROXUX]�
DPD� EX� GD� \HWPH]�� 0DUND� NDYUDPÕQÕ� GDKD� EHOLUJLQOHúWLUPHN� LoLQ� PDUND\OD� �U�Q�
DUDVÕQGDNL�D\UÕPÕ�ELUD]�GDKD�WHRULNOHúWLUHOLP��hU�Q�IDEULNDGD�\DSÕODQ�ELU�úH\GLU� marka 

LVH��W�NHWLFLQLQ�VDWÕQ�DOGÕ÷Õ�úH\��%LU��U�Q��UDNLSoH�NRS\DODQDELOLU��PDUND�LVH�EHQ]HUVL]GLU��
%LU� �U�Q�Q�PRGDVÕ� oDEXFDN�gedebili r�� EDúDUÕOÕ� ELU�PDUND� LVH� VRQVX]GXU��%X� oHUoHYHGH�
“pazarlanan herhangi ELU�úH\´�RODUDN�DOJÕODPDPDN�JHUHNLU��d�QN���ELU�úH\LQ�PDUka olup 

oOPDGÕ÷ÕQD�NDUDU�YHUHELOHFHN�NLúL�VDWÕFÕ�GH÷LO��DOÕFÕGÕU��%LU�úH\LQ�PDUND�ROPDVÕQÕ�LVWHPHN�
YH�KDWWD�SD]DUODQPDVÕ�LoLQ�SDUD�KDUFDPDN��RQX�PDUND�\DSPD]��$\UÕFD��PDUND�oRN�GDKD�
EDúWDQ� oÕNDUÕFÕGÕU�� %X�� ELU� PDUNDQÕQ� ELU� úLUNHW� \D� GD� NXUXOXúXQ� �U�Q�� RODUDN� GH÷LO��
�W�NHWLFLQLQ� DOPDN� LVWHGL÷L� ELU� úH\��� PXKWHPHO� P�úWHULOHULQ� ]LKQLQGH� \HU� HWPHVLQL�
VD÷ODGÕ÷ÕQÕ]�EHQ]HUVL]�ELU�ILNLU ya da �NRQVHSWWLU��gUQH÷LQ��HWLNHW��]HULQGHNL�&RFD-Cola 

ya da  Pepsi ismi��NLPVHQLQ�RQX�VDWÕQ�DOPDVÕ�LoLQ�\HWHUOL�GH÷LOGLU��0DUNDQÕQ�ELU�DQODPÕ�
ROPDOÕGÕU��W�NHWLFLQLQ�]LKQLQGH�|]HO�ELU�DQODPÕ�ROPDOÕGÕU��1DVÕO�ELU�DQODP�PÕ"�øQVDQODUÕQ�
Pepsi ya da  bir süper market� PDUNDVÕQÕQ� \HULQH� &RFD-&ROD� VDOÕQ� DOPDVÕQÕQ� VHEHEL��
PDUNDQÕQ�RQODUD� LIDGH�HWWL÷L�úH\GLU��&RFD-Cola�JHUoHN�WDWWÕU��+HU�]DPDQ�&RFD-&ROD
GÕU��
Pepsi, yeni neslin seçimidir. Süper market�PDUNDVÕ� LVH�XFX]GXU��%XQODU�EX�PDUNDODUÕQ�
YDDWOHULGLU��%LU�PDUND\Õ�GL÷HU�ELU�PDUND\D��VW�Q�NÕODQ��RQXQ�WHUFLK�HGLOPHVLQL�VD÷OD\DQ�
faktörleU�� PDUNDQÕQ� |]�QGH� VDNOÕ� RODQ� GUDPDGÕU�� 0DUNDODúPD� V�UHFLQL� WDPDPOD\DQ�
ILUPDODU� EX� GUDPD\Õ� NRQXPODQGÕUPÕú�� EX� V�UHFL� WDPDPOD\DELOPLú� ILUPDODUGÕU�� %X�
ED÷ODPGD� PDUNDODúPD�� ELU� �U�Q�Q ya GD� KL]PHWLQ� VXQXPXQX� PDUND\D� G|Q�úW�UPH\H�
yönelik bili nçli strateji ve hDUHNHWWLU��%X�NDGDU�EDVLW�YH�EX�NDGDU�GD�]RU�LúWH� 

6RQXoWD�� J�oO�� ELU� PDUND�� D\ÕUW� HWPH�� WHUFLK� ROXúWXUPD�� ELU� SUHVWLM� PDUNDVÕQD�
KDNLP�ROPD�\HWLVLQH� VDKLSWLU��0DUNDODúPD�GR÷UX�NRWDUÕOGÕ÷ÕQGD��PDUND� -HQ� D]Õ� \�NVHN�
fiyatlar isteyebilmek olan-�P�WKLú�ND]DQoODU�VD÷ODU��%XQXQ�LON�DúDPDVÕ�ELOLQLU�ROPDNWÕU��
0DUND� ELOJLVL� LNL� DQD� SDUoDGDQ� ROXúXU��0DUNDGDQ� KDEHUGDU� ROPD� G�]H\L� YH�PDUNDQÕQ�
LPDMÕ�� 0DUNDGDQ� KDEHUGDU� ROPD,� W�NHWLFLQLQ� KDIÕ]DVÕQGD� PDUNDQÕQ� UDNLSOHUOH�
NDUúÕODúWÕUPDOÕ�RODUDN�DOGÕ÷Õ�\HUGLU��0DUND�LPDMÕ�LVH��PDUNDQÕQ�W�NHWLFL�KDIÕ]DVÕQGD�KDQJL�
|]HOOLNOHUOH� \HU� DOGÕ÷ÕQÕ� YH� UDNLSOHULQGHQ� QDVÕO� IDUNOÕODúWÕ÷ÕQÕ� J|VWHULU�� (Q� EDVLW� KDOL� LOH�
PDUND� VDGDNDWL�� DOÕúYHULú� \DSWÕ÷ÕQÕ]� \HUGH� LVWHGL÷LQL]� PDUND\Õ� EXODPDGÕ÷ÕQÕ]GD� JLGLS�
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EDúND� \HUGHQ�DOPDQÕ]GÕU��6RQXoWD�\�NVHN�Parka önemi, yüksek bir marka sadakati ve 

UDNLS�SD]DUODPD�DNVL\RQODUÕQGDQ�ID]OD�HWNLOHQPHPH�GHPHNWLU�� 
*|U�O�\RU�NL��PDUND�\DUDWPD�YH�PDUNDQÕQ�|QHPLQL�LQúD�HWPH���U�Q�JHOLúWLUPH�LOH�

EDúOD\DQ� YH� NHQGLQL� KHS� ELU� �VW� DúDPDGD� WHNUDU� HGHQ� E�W�QOHúLN� ELU� SD]DUODPa 

IDDOL\HWLQLQ� VRQXFXGXU�� %�W�QOHúLN� SD]DUODPD� LOHWLúLPL� V�UHFLQGH� UHNODPÕQ� PDUND�
ROXúXPXQD�HWNLVL�oRN�ID]ODGÕU��5HNODP��%LU�HWNLOH\LFL�LOHWLúLP�ELoLPL�RODUDN��W�NHWLFLOHUL��
bir mal ya GD� KL]PHWLQ� YDUOÕ÷Õ� KDNNÕQGD� X\DUPDN� YH� R�PDOD�� PDUND\D�� KL]PHWH� YH\D�
kXUXPD� \|QHOLN� ROXPOX� ELU� WXWXP� \DUDWPDN� DPDFÕ\OD� J|]H� YH�YH\D� NXOD÷D� KLWDS� HGHQ�
PHVDMODUÕQ� KD]ÕUODQPDVÕ� YH� EX� PHVDMODUÕQ� oHúLWOL� PHG\DODUGD� �FUHWOL� RODUDN�
\D\ÕQODQPDVÕGÕU�� 5HNODP�� VDWÕú� DPDFÕQD� \|QHOLN� LOJL� YH� LVWHN� \DUDWPDN�� WDQÕWÕFÕ� ELOJL�
YHUPHN��VDWÕú�G�]H\LQLQ�NRUXQPDVÕQÕ�YH�JHOLúWLULOPHVLQL��VD÷ODPDN��GD÷ÕWÕP�NDQDOODUÕQÕQ�
YH� VDWÕFÕODUÕQ� HWNLQOL÷LQL� DUWWÕUPDN�� \HQL� PDOODUÕQ� SD]DUODQPDVÕQÕ� NROD\ODúWÕUPDN��
JHUHNWL÷LQGH�LúOHWPHQLQ�GH�UHNODPÕQÕ�\DSDUDN�R�LúOHWPH�LoLQ�W�NHWLFLOHU�QD]DUÕQGD�ROXPOX�
izlenimler \DUDWPDN� JLEL� WHPHO� LúOHYOHUL� \�NOHQLU�� %XQX� \DSDUNHQ� UHNODPÕQ� VXQGX÷X�
HYUHQ�LOH�JHUoHN�HYUHQ�DUDVÕQGD�EHQ]HUOL÷H�YH�G�] GH÷LúPHFH\H�GD\DOÕ�ELU�LOLúNL�NXUXOXU��
*HUoHN�\DúDPGDQ�NRSXS�JHOHQ�X]DPÕQ��]DPDQÕQ�YH�QHVQHOHULQ�J|U�QW�V��JHUoHN�HYUHQH�
gönderme yapar�� 5HNODPÕQ� PXWOX�� KX]XU� GROX� HYUHQL� LOH� JHUoHN� HYUHQLQ� QDVÕO� \HU�
GH÷LúWLUGL÷L�SHN�GH�DoÕN�GH÷LOGLU��(VHQOLNOL�HYUHQ�³JHUoHNPLú�JLEL´�VXQXOXU�YH�DOJÕODQÕU���
*HUoHNOLN� HWNLVL� X\DQGÕUPD\Õ� DPDoOD\DQ� �UHNODP� V|]FHVL� JHUoH÷LQ� EHQ]HU� ELU�
GXUXPXQXQ� EHOOL� ELU� ED÷ODPGD� \HQLGHQ� VXQXOPDVÕGÕU�� RQXQ� LoLQ� GH� JHUoHN� GH÷LO�
³JHUoHNVL´GLU�� ³*HUoHNVLOLN´� UHNODPGD� VXQXODQ� ELOJLOHULQ� GR÷UXOX÷XQX�� JHUoHNOL÷LQL�
GH÷LO�� JHUoH÷H�EHQ]HUOL÷LQL� J|VWHULU���*HUoHNVLOL÷LQ� UHNODP�V|]FHVLQH�NDWWÕ÷Õ� \DQÕOVDPD�
�U�Q��DOJÕVDO�ELU�JHUoHNOL÷H�RWXUWXU��$QFDN��UHNODP�KDONÕQ�KL]PHtindeki kitlesel üretim 

ve da÷ÕWÕP� VLVWHPLQLQ� YD]JHoLOPH]� ELU� SDUoDVÕGÕU��0DOODUÕQ� �UHWLFLOHULQLQ� YH� KL]PHWOHUL�
VXQDQODUÕQ�KDOND�VXQGXNODUÕ�úH\�KDNNÕQGD�ELOJL�YHUPHN�YH�KDONÕ�VXQGXNODUÕna yöneltmek 

için reklama ihtiyaçlarÕ� YDUGÕU�� %X� W�U� ELU� ELOgi sistemi üretim ekonomisi� LoLQ� \DUDUOÕ�
ROGX÷X�JLEL��W�NHWLFLOHU�LoLQ�GH�oHúLWOL�VHoHQHNOHU�DUDVÕQGD�WHUFLK�yapaELOPHOHUL�DoÕVÕQGDQ�
önemliGLU�� � 5HNODP�� D\UÕFD�� �UHWLPLQ� SL\DVD\D� VXQXOPDVÕQÕ� JDUDQWL� HGHUHN,� LVWLKGDPÕQ�
stabili ze oOPDVÕQGD�GD�ELU�HWNHQGLU��5HNODP, pazardaki rekabetin temelidir. GHOLúPHOHUL�
YH�\DUDWÕFÕOÕ÷Õ�KDUHNHWH�JHoLULU��SL\DVD�LoLQ�DNVL�WDNGLUGH�oRN�SDKDOÕ\D�PDO�RODFDN�PDO�YH�
hizmetlerin düú�N�PDOL\HWOH� VD÷ODQPDVÕQÕ�P�PN�Q�NÕODU��%X�oHUoHYHGH� \LQH�GH�Parka 

LOHWLúim stratejil erini,� UHNODP� KDONOD� LOLúNLOHU� IDDOL\HWOHULQLQ� EDúDUÕPÕ� LOH�
VÕQÕUODQGÕUPDPDN� JHUHNL\RU�� +Lo� NXúNXVX]� PDUNDODúPD� V�UHFLQLQ� ROPD]VD� ROPD]�
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VRQXoODUÕGÕU�KHU�LNLVL GH��$QFDN�PDUNDQÕQ�|]���U�QG�U�YH��U�QOHULQ�W�NHWLFL�EHNOHQWL�YH�
gereksinimlerinin de÷LúLN�H÷LOLPOHULQH�J|UH��V�UHNOL�JHOLúWLULOPHVL�JHUHNPHNWHGLU� 

<XNDUÕGD� NÕVDFD� |]HWOHQHQ� ELULQFL� E|O�P�Q� DUGÕQGDQ�� oaOÕúPDQÕQ� LNLQFL�
E|O�P�QGH� PDUNDQÕQ� \DúDP� DODQÕ� RODQ�� YDUOÕ÷ÕQÕ� LGDPH� HWWLUGL÷L� SD]DU� NDYUDPÕ�� LOH�
PDUNDODúPD� IDDOL\HWOHULQL� LOHWLúLP� unsuruyla� E�W�QOHúWLUHQ� YH� EX� XQVXUXQ� VWUDWHMLN�
NXUDOODU� oHUoHYHVLQGH� X\JXODQPDVÕQÕ� |QJ|UHQ� SD]DUODPD� LOHWLúLPL� NDYUDPÕ�
irdelenmektedir. EY� HNRQRPLVL� GHYUL� RODUDN� GD� DGODQGÕUÕODQ�� LQVDQODUÕQ� ]RUXQOX�
JHUHNVLQLPOHULQL�NDUúÕOD\DFDN��U�QOHUL�NHQGLOHULQLQ��UHWWLNOHUL dönemlerde pazarlama söz 

NRQXVX� GH÷LOGLU�� 3D]DUODPD� NDYUDPÕ� DQFDN�� LQVDQODUÕQ� WHN� W�U� �U�Q� �UHWLPLQGH�
X]PDQODúWÕ÷Õ� YH� HOOHULQGHNL� JHUHNVLQLP� ID]ODVÕ� �U�QOHUL� GL÷HU� �U�QOHUOH� GH÷Lú� WRNXú�
HWPH\H� EDúODGÕ÷Õ� �WDNDV� HNRQRPLVL� G|QHPL�QGH� J�QGHPH� JHOPLúWLU�� d�QN��� ELOLQGL÷L�
gibi,� SD]DUODPDQÕQ� |]�Q�� GH÷LúLPH� NRQX� RODQ� �U�QOHU� ROXúWXUPDNWDGÕU�� %X� �U�QOHU� YH�
tüm bu uygulamalar ise pazar denilen alanda cereyan etmektedir. Pazar, bir mala ihtiyaç 

GX\DQ�W�NHWLFLOHULQ�DOÕúYHULú�\DSPDN�LoLQ�JLWWLNOHUL�PHNDQGÕU��3D]DUODU�W�NHWLFLOHU�SD]DUÕ��
|UJ�WVHO�SD]DUODU�RODUDN�LNL\H�D\UÕOÕU��%X�oHUoHYHGH��W�NHWLFLOHU�SD]DUÕ��VRQ�W�NHWicilerden 

ROXúPDNWDGÕU�� %LUH\OHULQ� KHU� ELUL�� WHN� WHN�� QLKDL� W�NHWLFL� NDYUDPÕQÕ� PH\GDQD� JHWLU-
PHNWHGLU��.LúLVHO� LKWL\DoODUÕQ� JLGHULOPHVL� DPDFÕ� LOH�PDO� YH� KizPHW� VDWÕQ� DODQ� ELUH\OHU��
W�NHWLFLOHU�SD]DUÕ�NDYUDPÕQD�GDKLOGLU. Örgütsel pazarlar ise; bir mal veya hizmet üretmek 

LoLQ��EDúND�PDO�YH\D�KL]PHWOHUL��UHWLP�EDQGÕQGD�NXOODQPD�DPDFÕ� LOH� VDWÕQ�DODQ�NLúL�YH�
NXUXOXúODUÕQ� ROXúWXUGX÷X� SD]DUODUGÕU� �Bozkurt, 2006: 14). Pazarlama, pazar ve 

SD]DUODPD� LOHWLúLPL� NDYUDPÕQÕQ� ELULQFL� YH� HQ� |QHPOL� XQVXUX� LVH� W�NHWLFL� NDYUDPÕGÕU��
T�NHWLFL� NDYUDPÕ�� V|]F�÷�Q� NHQGLVLQGHQ� GH� DQODúÕODFD÷Õ� JLEL�� W�NHWLP� RODUDN�
DGODQGÕUÕODQ� HWNLQOL÷L� \DSPD\D� JLULúHQ� ELU� NLúL\L� DQODWÕU�� %X� ED÷ODPda pazarlama; 

PDOODUÕQ� YH� LKWL\DoODUÕQ� �UHWLFLGHQ� W�NHWLFL\H� GR÷UX� DNÕúÕQÕ� \|QHWHQ� LúOHWme 

IDDOL\HWOHULQLQ� \HULQH� JHWLULOPHVL� V�UHFLQGH�� KHGHI� W�NHWLFL�� P�úWHUL� YH� WRSOXPXQ�
JHUHNVLQLPOHULQL� WDWPLQ� HGHUHN� NDU� VD÷OD\DFDN� SD]DUODPD� ELOHúHQOHULQLQ� SODQODQPDVÕ, 
X\JXODQPDVÕ� YH� GHQHWLPL� V�UHFLGLU�� 0DOODUÕQ� �UHWLP� \HUOHrinden,� VDWÕú� \HUOHULQH�
KDUHNHWLQL�VD÷OD\DQ�IDDOL\HWOHU��SD]DUODPD�NDSVDPÕ�LoLQGH�G�ú�Q�OPHNWHGLU� 

dDOÕúPDQÕQ� �o�QF�� E|O�P�� W�P� EX� WDQÕP� YH� NDYUDPODU� NDSVDPÕQGD� NXUXPVDO�
PDUND� oHUoHYHVLQGH� EDúDUÕOÕ bir marka olan VESTEL’ in pazarlama faaliyetleri, 

PDUNDODúPD� V�UHFL�� NXUXPVDO� GL]D\QÕ�� NXUXPVDO� LOHWLúLPL�� YH� LPDMÕ irdelemektedir. Bu 

QRNWDGD� ILUPDODU� PDUND� ROXUNHQ� LúOHUOLN� DoÕVÕQGDQ,� VLVWHP� DoÕVÕQGDQ� ELU� \DQGD� GD�
NXUXPVDOODúPDN� LVWHUOHU�� %X� ED÷ODPGD� NXUXPVDO� PDUND� SHN� oRN� ILUPD� WDUDIÕQGDQ�
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�|]HOOLNOH� HOHNWURQLN� YH� EH\D]� Hú\D� sektöründe) oldukça \R÷XQ� ELU� úHNLOGH�
NXOODQÕOPDNWDGÕU�� $QD� ILUPDQÕQ� ��UHWLFL� ILUPDQÕQ�� DGÕ�ürünlere� YHULOPHVH� ELOH�� \DSÕODQ�
WDQÕWÕP�oDOÕúPDODUÕQGD�ELU�úHNLOGH�YXUJXODQPDNWD��=RUOX��9estel gibi), böylece firPDQÕQ�
DGÕ��.XUXPVDO�0DUND��P�úWHUL\H�ELU�J�YHQ��JDUDQWL��\�NVHN�NDOLWHOL�SLU�ürüne sahip olma 

YV��JLEL��VDWÕQ�DOPD\Õ�NROD\ODúWÕUÕFÕ�KLVOHU�YHUPHNWH��D\UÕFD�ILUPDQÕQ�LPDMÕQÕ�GD�GHYDPOÕ�
RODUDN�\�NVHOWPHNWH��NXYYHWOHQGLUPHNWHGLU���'L÷HU�WDUDIWDQ��.XUXPVDO�0DUND�EX�úHNLOGH�
NXOODQÕOGÕ÷ÕQGD��\HQL�oÕNDQ��U�QOHULQ�WDQÕWÕPÕQÕ�GD�GHVWHNOHPHNWH��SL\DVDGD�WXWXQPDVÕQÕ�
kolayODúWÕUPDNWD��\HQL��U�QH�GHUKDO�ELU�VD\JÕQOÕN�YH�J�YHQLUOLOLN�VD÷ODPDNWDGÕU� 

(OHNWURQLN��EH\D]�Hú\D�YH�ELOJL� WHNQRORMLVL�DODQODUÕQGD�IDDOL\HW�J|VWHUHQ�YH�\HGL�
yurtiçi, on biU� \XUWGÕúÕ� ROPDN� �]HUH� WRSODP� RQ� VHNL]� úLUNHWWHQ� ROXúDQ�9HVWHO� ùLUNHWOHU�
*UXEX�� =RUOX� *UXEX¶QXQ� HOHNWURQLN� YH� EH\D]� Hú\D� VHNW|U�QGHNL� \DWÕUÕPODUÕQÕQ� DPLUDO�
JHPLVLGLU�� <XUWGÕúÕQGDNL� úLUNHWOHUL,� DUDODUÕQGD� $OPDQ\D�� )UDQVD�� øQJLOWHUH�� øVSDQ\D��
øWDO\D� YH� +ROODQGD¶QÕQ� GD� EXOXQGX÷X� $%� �ONHOHULQGH� \HU� DOPDNWDGÕU�� 7HOHYL]\RQGDQ, 

EH\D]� Hú\D\D� klimadan,� ELOJLVD\DUD� NDGDU� G�Q\D� VWDQGDUWODUÕQGDNL� �U�QOHUL\OH� ����
ülkeye ihracat yapan Vestel, bugün itibariyle özellikle AlPDQ\D��øQJLOWHUH�YH�)UDQVD�JLEL�
$YUXSD¶QÕQ� HQ� JHOLúPLú� �ONHOHULQGH� ����� G�Q ya da � LVH� ��� RUDQÕQGD� SD]DU� SD\ÕQD�
VDKLSWLU�� øo� SD]DUÕQ� \DQÕ� VÕUD� GÕú� SD]DUODUGD� GD� EDúDUÕVÕQÕ� ����� \ÕOÕQGD� JHUoHNOHúWLUGL÷L�
���� PLO\RQ� GRODUOÕN� LKUDFDW� úDPSL\RQOX÷X� LOH� VRPXWOD\DQ� 9HVWHO�� G�Q\D� oDSÕQGD�
JHUoHNOHúWLUGL÷L� \DWÕUÕPODUOD,� ELQOHUFH� NLúL\H� LVWLKGDP� RODQD÷Õ� YH� �ONHVLQH� E�\�N� ELU�
LKUDFDW� SRWDQVL\HOL� VD÷ODPDNWDGÕU�� %X� oHUoHYHGH��9HVWHO� ILUPDVÕQÕQ�PDUNDODúPD� V�UHFL�
YH�EX�V�UHoWHNL�V|\OHP�DQDOL]OHUL�LUGHOHQPLúWLU��%|\OHFH�W�PGHQJHOLP�PHWRGX\OD�LúOHQHQ�
oDOÕúPDGD� PDUND� E�W�Q�Q� EDúDUÕOÕ-NXUXPVDO� PDUND\OD� LOLúNLVL� YH� VRQXoWD� GD� 9HVWHO�
ILUPDVÕQÕQ�PDUND�HQGDPÕ�LúOHQPLúWLU��0LOOL�VHUPD\H\OH�NXUXODQ�YH�\�U�W�OHQ�7�UNL\H¶GH�
markalar liginde� 9HVWHO¶LQ� \HUL� YH� |QHPL�� 9HVWHO¶LQ� PDUNDODúPD� V�UHFLQLQ� VDWÕúODUÕQD�
HWNLVL�� NRQXPODQGÕUPD� VWUDWHMLVL�� EX� VWUDWHML� oHUoHYHVLQGH� UHNODPODUÕ� YH� EX� UHNODPODUÕQ�
söylem ve içerik analizi,�oDOÕúPDQÕQ�NXUXPVDO�NLPOLN��UHNODP��SD]DUODPD�YH�PDUNDODúPD�
NÕVÕPODUÕ\OD�E�W�QOHúWLULOPLúWLU�� 
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%ø5ø1&ø�%g/h0 

 

KURU06$/�.ø0/ø.��0$5.$�9(�REKLAM KAVRAMLARI 

0DUNDODUÕQ� URO��� |QHPL� YH� PDUND� GH÷HUL� VRQ� G|QHPOHUGH� JLGHUHN� GDKD� ID]OD�
WDUWÕúÕODQ� YH� oHOLúNLOL� J|U�úOHUL� EDUÕQGÕUDQ� ELU� NRQX� ROPXúWXU�� %X� GXUXP� UHNODPFÕOÕN�
ROJXVX� LoLQGH� D\QÕGÕU�� *HoPLúWH� \DSÕODQ� \�]OHUFH� UHNODP� WDQÕPODUÕ� UHNODPÕQ� ROXPOX�
HWNLVLQL�WDUWÕúPDVÕ]�RODUDN�NDEXO�HWPLúNHQ, g�Q�P�]GHNL�UHNODP�YH�UHNODPFÕOÕN�DQOD\ÕúÕ 
³UHNODPÕQ�� �U�Q�� KL]PHW� YH� PDOODUÕQ� VDWÕúÕQD� ELOLQPH\HQ� ELU� NDWNÕGD� EXOXQGX÷X´��
çerçevesindedir. +HU� úH\LQ� ELU�PHVDM� LOHWWL÷L� EXJ�Q�Q� Lú� G�Q\DVÕQGD�� \DSWÕ÷ÕQÕ]� \D� GD�
\DSPDGÕ÷ÕQÕ]� KHU� úH\�� V|\OHGL÷LQL]� \D� GD� V|\OHPHGL÷LQL]� KHU� V|]� PDUNDODúPD�
hareketidir.  

 

1. .85806$/�.ø0/ø.�.$95$0,�25*$1ø=$6<21�$/$1/$5,�VE 

.85806$/�.ø0/ø.�2/8ù7850$�6$)+$/$5, 
*�Q�P�]GH�NXUXPODUÕQ��YH�ELUH\OHULQ��VDKLS�ROGXNODUÕ�NLPOLN��RQODUOD�NDUúÕODúDQ�

KHGHI� JUXSODUÕ�� ROXPOX� YH\D� ROXPVX]� RODUDN� HWNLOHPH� J�F�QH� VDKLSWLU�� %X� QHGHQOH�
NXUXPODU� \R÷XQ� RODUDN� HWNLOHPH� J�F�QH� VDKLSWLU�� %X� QHGHQOH� NXUXPODU� \R÷XQ� RODUDN�
³X\JXQ´�ELU�NLPOLN�HGLQPH�YH�³EDúDUÕOÕ´�ELU�LPDMD�VDKLS�ROPD�oDEDVÕ�LoLQH�JLUPLúOHUGLU��
$QFDN� EX� oDED�� oR÷X� NH]� NÕVD� YDGHOL� EDúDUÕODU� JHWLUPHNWHGLU�� o�QN�� SHN� oRN� NLúL� YH�
NXUXP�� NXUXP� NLPOL÷LQLQ� YH� J|UVHO� LPDMÕQ� J|UVHO� NLPOLNWHQ� LEDUHW� ROGX÷X� \DQÕOJÕVÕQD�
G�úPHNWHGLU��2\VD�EDúDUÕOÕ�ELU�NXUXP�NLPOL÷L��ROXúWXUPD�YH�EXQXQ�QHWLFHVLQGH�EDúDUÕOÕ�
ELU� LPDMD� VDKLS� ROPD�� ROGXNoD� D\UÕQWÕOÕ� ELU� oDED� JHUHNWLULU� YH� J|UVHO� NLPOLN�� EXUDGD�
G�ú�Q�OPHVL�JHUHNHQ�XQVXUODUGDQ�\DOQÕ]FD�ELU�WDQHVLGLU��2ND\������������$QFDN�EXUDGD��
NXUXP� NLPOL÷L� ELU� NXUXOXúXQ� LOHWLúLP� VWUDWHMLOHULQLQ� PHUNH]LQGH� EXOXQXU� ve bir 

NXUXP�NXUXOXúXQ� LOHWLúLP� VWUDWHMLOHUL� ROXúWXUXODQ� EX� NXUXP� NLPOL÷L� oHUoHYHVLQGH�
ROPDOÕGÕU�� 2OXúWXUXODQ� NXUXP� NLPOL÷L�� NXUXP� LoL� YH� GÕúÕ� LOHWLOHUOH� HQWHJUH� ELU� ELoLPGH�
YHULOPHOLGLU�� %X� oHUoHYHGH� PDUNDODúPD� V�UHFLQGH� NXUXP� NLPOL÷L� ROXúWXUXOPDVÕ� YH�
uygXODQPDVÕ��EHOLUOL�LOHWLúLP�VWUDWHMLOHUL�oHUoHYHVLQGH�ROXúWXUXOPDOÕGÕU� 

 

�����.XUXPVDO�.LPOLN�YH�2UJDQL]DV\RQ�$ODQODUÕ 
.XUXPVDO�NLPOLN��³%LU�ILUPDQÕQ��NXUXP/NXUXOXúXQ�ELU��U�Q ya GD�KL]PHWLQ�DGÕQÕQ�

�PDUNDVÕQÕQ��� \DSWÕ÷Õ� LúLQ�� EX� LúLQ� \DSÕOÕúÕQGDNL� DQOD\ÕúÕQ, görsel ve fikirsel olarak 

DNÕOODUGD� EDúDUÕOÕ-EDúDUÕVÕ]�� ROXPOX-olumsuz, güzel-oLUNLQ� RODUDN� \HUOHúPLú� úHNOLGLU��
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WDQÕPODQDQ� NLPOL÷LGLU�� $\QHQ� ELU� LQVDQÕQ� VD÷OÕNOÕ-VD÷OÕNVÕ]� ROXúX�� GÕú� J|U�Q�P���
güzelli k-oLUNLQOL÷L�� WHPL]-SLV� ROXúX�� JL\LP� WDU]Õ�� NLúLVHO� NDrakteri, kültürü, tahsili , 

NRQXúPD�WDU]Õ��GDYUDQÕúODUÕ�LOH�oHYUHVLQGH�EÕUDNWÕ÷Õ�L]OHQLP�JLEL����.XUXPVDO�.LPOLN��ELU�
firPDQÕQ� X]XQ� G|QHPGH� VWUDWHMLN� RODUDN� SODQODQPÕú� DPDoODUÕQD� XODúDELOPHVL� LoLQ��
NHQGLQL� YH� ILUPD� IHOVHIHVLQL� oDOÕúDQODUÕQD��P�úWHULOHULQH�� RUWDNODUÕQD� YH� KDOND� WDQÕWPDN�
için tüm PHWRWODUÕQ��øúOHWPH�.LPOL÷L��7DQÕWÕP�.LPOL÷L�YH�'DYUDQÕú�.LPOL÷L¶QLQ�WDPDPÕ��
WRSODPÕQÕQ� WHN� ELU� J�o� \DUDWDFDN� úHNLOGH� ELUOHúWLULOPHVL�� NXOODQÕOPDVÕ� �ILUPDQÕQ� KHU�
úH\L\OH� DOJÕODQPDVÕ�� YH� EXQXQ� \DQVÕPDVÕGÕU� �$N, 1998: 18-19). Bu güçler bir arada 

NXOODQÕOÕUNHQ�EHOOL�ELU�E�W�QO�N��VWUDWHML�YH�X\XP�LoLQGH�ROPDVÕ�JHUHNLU��.XUXPVDO�NLPOLN�
XQVXUODUÕ�ROXúWXUXUNHQ�YH�X\JXODQÕUNHQ�EX�XQVXU�J|]�DUGÕ edilmemelidir.  

Ayla Okay, Kurum KLPOL÷L�NLWDEÕQGD,�NXUXP�NLPOL÷L�YH�organizasyon DODQODUÕQÕ�
DúD÷ÕGDNL�JLEL�WDEORODúWÕUDUDN�VXQPXúWXU� 

Tablo����.XUXP�.LPOL÷L�9H�2UJDQL]DV\RQ�$ODQODUÕ 
.XUXP�.LPOL÷L 

           .XUXP� NLPOL÷L�� NXUXOXúXQ�RUJDQL]DV\RQXQ� oDOÕúDQODU�� KHGHI� JUXSODUÕ� YH� NDPX� |Q�QGH�
NHQGLVLQL� VXQGX÷X� W�P� DNWLYLWHOHULQ� WRSODPÕGÕU�� .XUXP� NLPOL÷L� VWUDWHMLVL�� NXUXP� NLPOL÷LQLQ� WHNOL�
25*$1ø=$6<21� $/$1/$5,1,1� GL]D\Q�� N�OW�U� YH� LOHWLúLPLQ� LIDGH� WDU]ODUÕQÕQ� X\XPXQX�
JHUHNWLULU�� %X� �o� DOW� DODQÕQ� X\XPOX� ED÷ODQWÕVÕ�� ]ÕWOÕNODUÕ� RUWDGDQ� NDOGÕUPDOÕ� YH� WHNLO� HWNLOHUL�
J�oOHQGLUPHOLGLU��+('()�úXQODU�DUDFÕOÕ÷Õ\OD�RUJDQL]DV\RQXQ�NLPOL÷LQLQ�L\LOHúWLULOPHVLGLU�� 
•  OUJDQL]DV\RQXQ�PHYFXW�RODQ�D]�VD\ÕGDNL�WLSLN�|]HOOLNOHULQGHQ�DOJÕODQPDVÕ��WDQÕQPDVÕ�YH�
KDWÕUODQPDVÕ�� 
•  OUJDQL]DV\RQ�KDNLQGHNL�J|U�ú�RODUDN�Lo�YH�GÕú�HWNL��LPDM� 
•  ÇDOÕúDQODUÕQ�YH�KHGHI�JUXSODUÕQÕQ�NHQGLOHULQL�NXUXOXú�LOH�E�W�QOHúWLUPHOHUL� 
          7(0(/(5�NDSVDPDOÕ�ELU�NXUXOXú�YH�oHYUH�DQDOL]LGLU��LPDM�DQDOL]L��YH�NXUXOXú�IHOVHIHVLQLQ�
motifler, özelli kler, faali yetler ve durumlarla ifade edilmesidir. 

KURUM KÜLT ÜRÜ 
Organizasyonun gelenek, yönetim 
WDU]Õ�� GDYUDQÕúÕ�� GH÷HUOHU� VLVWHPL��
QRUPODUÕ� YH� JHOHQHNOHUL� WDUDIÕQGDQ�
ROXúWXUXOPDNWD�HWNLOHQPHNWHGLU� YH�
oR÷XQOXNOD� NHQGLOL÷LQGHQ�
JHOLúPHNWHGLU��+HQ�]��-��\ÕOOÕN�RODQ�
RUJDQL]DV\RQODUÕ� ELOH� VSHVLILN� ELUHU�
NXUXP�N�OW�U��YDUGÕU� 

KURUMSAL 
'ø=$<1 

Spesifik bLU� WDU]ÕQ�
toplam ifadesini il eten, 
organizasyona has 
yönetim çizgileri 
WDUDIÕQGDQ�
úHNLOOHQGLULOPLú��
mimari ve tüm sunum 
WDU]ODUÕQÕQ� �EDVÕOÕ�
materyaller, sergiler 
YV��� J|UVHO� oÕNÕú�
úHNOLGLU� 

.85806$/�ø/(7øùø0 
Hedefi, kurumun� YH� oDOÕúDQODUÕQ�
organizasyon hakNÕQGDNL�
tutumunu etkilemek veya 
GH÷LúWLUPHN� DPDFÕ\OD� LoH� YH� GÕúD�
\|QHOLN� VWUDWHMLN�RODUDN� \|Q�DOPÕú�
LOHWLúLPGLU�� %XQXQ� DUDoODUÕ� KDONOD�
LOLúNLOHU�� UHNODP� YH� oDOÕúDQODUÕQ�
enformasyonudur. Organizasyona 
\|QHOLN� LOHWLúLP� RODUDN� ³UHNODP´�
�U�Q� UHNODPÕ� �LPDM� UHNODPÕ��
GH÷LOGLU� 

.85806$/�ø0$- 
.XUXPXQ�NLPOL÷LQL�HWNLOHULQLQ�oDOÕúPDODU��KHGHI�JUXSODUÕ�YH�NDPX��]HULQGHNL�QHWLFHVLGLU��.LPOLN�LOH�

RUJDQL]DV\RQXQ�ELU�J|U�Q�ú��UHVLP�ROXúXU��%X�LPDM�G|UW�QRNWD\Õ�NDSVDU��RUJDQL]DV\RQ�SUHVWLML��
WDVDYYXU�HGLOHELOLUOL÷L��UDNLSOHUOH�NDUúÕODúWÕUÕODELOLUOL÷L�YH�WDQÕQÕUOÕN� 

Kaynak: Okay, 1999: 63 
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.XUXPVDO� NLPOL÷LQL]L� WDPDPODUNHQ�� GL÷HU� úLUNHWOerin de ''benzer ürünleri ve 

hizmetlHUL�D\QÕ�WDU]GD�LQVDQODUD�VDWPD\D�oDOÕúWÕNODUÕP�|÷UHQLUVLQL]��.LPOL÷H�GD\DOÕ�EDNÕú�
DoVÕQGD,� GROD\OÕ� UDNLSOHU� GR÷UXGDQ rakipler kadar önemlidir, hiçbiU� QHGHQGHQ� GH÷LOVH�
ELOH�� HQ� D]ÕQGDQ� ³EHQ� GH� VHQGURPX´QX� HQJHOOHPHN� LoLQ���� 3D]DU� DODQÕQÕ]GDNL� KHU�
WRSOXOX÷XQ� ³QH�QHUHGH�QDVÕO�NLPH´� SURILOLQH� HN� RODUDN�� RQODUÕQ� NLPOLNOHULQLQ� V|]O�� YH�
görsel analizini yürütmek�ROGXNoD�ID\GDOÕGÕU��/RJRODUÕ�QH\H�EHQ]L\RU", Hangi renkler ve 

úHNLOOHU� NXOODQÕOPÕú",� <DOQÕ]FD� NHOLPH� LúDUHWL� PL� NXOODQÕ\RUODU",� øVimleri ne?, 

7DQÕPOD\ÕFÕ ya da koQXPODQGÕUPD� HWLNHWL� oL]JLVL� PL� \RNVD� KHU� LNLVLQL� GH� PL�
NXOODQÕ\RUODU",� (÷HU� |\OH\VH�� RQODU� QHlerdir?,� 1HOHU� \DSWÕNODUÕQÕ� ZHE� VLWHOHULQGH� YH�
EURú�UOHUGH�QDVÕO�WDQÕPOÕ\RUODU", Ne�DoÕGDQ�EHQ]HUVL]OHU"��1H�DoÕGDQ�D\QÕODU".�gUQH÷LQ��
ELUoRN� UDNLELQ�NXOODQGÕ÷Õ� EHlli görsel uygulamalar olabili r: KHOLPH� LúDUHWL� RODUDN�PDYL�
rengi kullanmak gibi. Bu, nelerdeQ� VDNÕQÕOPDVÕ� JHUHNWL÷LQL� J|VWHUHQ� ELU� X\DUÕ� ED\UD÷Õ�
olaUDN�KL]PHW�HGHU��6ÕUD�J|UVHO�NLPOLN�\DUDWPD\D�JHOGL÷L�]DPDQ�� WLSRJUDILN� LúOHQLúH�HN�
olarak,�ELU�ORJR�LOH�ELUOLNWH�NÕUPÕ]Õ�JLEL�GL÷HU�EDVNÕQ�ELU�UHQJL�VHoLQ��'L÷HUOHUL�JLEL�PDYL�
keliPH� LúDUHWLQL� HGLQmek,� WRSOX� NLPOL÷LQ� WDGÕQÕ� oÕNDUDFD÷Õ� IDUNOÕOÕN� RUDQÕQÕ� D]DOWÕU�� %LU�
EDúND� WDUDIWD� LVH�� \D\JÕQ� GLO� X\JXODPDODUÕQÕ� EHOLUOHPHN�� KDQJL� V|]F�NOHULQ� VDQD\L\L�
�NDSODGÕ÷ÕQÕ�� YH� NDEXO� HGLOHQ�� IDUNOÕ� PHVDMODUÕ� ROXúWXUPDQÕQ� QH� NRQXPGD� GH÷HUOL�
oldu÷XQX� ELOPHN� DoÕVÕQGDQ� ELU� KD\OL� \DUDUOÕGÕU� (Perry ve Wisnom, 2004: 35-35). Bu 

ED÷ODPGD� DFÕPDVÕ]� UHNDEHWOHULQ� G|QG�÷�� SL\DVDGD� UHNDEHW�� WRSODP� FLUR�� VDWÕú�� IL\DW��
pazarlama hatta pazardan önce kurumun kendi resmini çektirirken ne kadar fotojenik 

ROXS�ROPDGÕ÷Õ�QRNWDVÕQGD�EDúOÕyor. 

%X�ED÷ODPGD�NXUXPVDO�NLPOL÷LQ�KDULFL�HWNLOHUL�GH�GR÷UXGDQ�HWNLOHUL�NDGDU�|QHP�
WDúÕPDNWDGÕU��.XUXP�NLPOL÷LQLQ�KDULFL�HWNLVL�*XWMDKU�YH�.HOOHU�WDUDIÕQGDQ�DúD÷ÕGDNL�úHNLO�
\DUGÕPÕ\OD� RUWD\D� NRQXOPXúWXU�� %XQD� J|UH� NXUXP� NLPOL÷LQLQ� KDULFL� HWNLVL� �o� NROD�
ayrÕOPDNWDGÕU�� D�� hU�QOHULQ� YH� KL]PHW� IDDOL\HWOHULQLQ� VDWÕúÕ�� \DQL� NXUXPXQ� NDU�
DPDoODUÕQÕQ� JHUoHNOHúWLULOPHVL�� E��.XUXOXúXQ� LOJLOHULQLQ� VRV\DO� DODQGD� VDYXQXOPDVÕ� c) 

.XUXOXúXQ� JHQHO� RODUDN� NDPXR\XQGD� VDYXQXOPDVÕ�� %X� ED÷ODPGD� NXUXP� NLPOL÷LQLQ�
harici diye adlanGÕUÕODELOHFHN�GL÷HU�\DUDU�YH�HWNLOHUL�LVH�úX�úHNLOGHGLU�� 
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Tablo 2��.XUXP�.LPOL÷LQLQ�+DULFL�(WNLVL 
.XUXP�.LPOL÷L�+DULFL�(WNLOHUL 

      
 

Ürünlerin ve hizmet 
IDDOL\HWOHULQLQ�VDWÕúÕ 

 .XUXOXú�LOJLOHULQLQ�VRV\DO�
DODQGD�VDYXQXOPDVÕ 

 Genel kamuoyunda NXUXOXú�
WDQÕWÕPÕ 

V  
Ürününün ve marka 

LPDMODUÕQÕQ��LPDM�YH�L\L�
niyet transferinin 
profill endirilmesi 

 .XUXOXúXQ�WRSOXPVDO��VL\DVL��
HNRQRPLN��LúYHUHQ��VRV\DO�

ortak, vergi ödeyen vs. olarak 
sosyal çevrelerinde 
GH÷HUOHQGLULOPHVL 

 .XUXOXú�LPDMÕQÕQ�
profill eQGLULOPHVL��.XUXOXúXQ�
kamuda toplumsal, ekonomik, 
VL\DVL�RODUDN�GH÷HUOHQGLULOPHVL� 

V  
øPDMODUÕQ�|Oo�OPHVL��
ürünlerin ve hizmet 

IDDOL\HWOHULQ��DNVHSWDQVÕ��
W�NHWLFL�GDYUDQÕúODUÕQÕQ�

gözlemlenmesi 
(ÖUQ��úLND\HWOHU�� 

 øPDMODUÕQ�YH�GDYUDQÕúODUÕQ�
ölçülmesi, sosyal etkilerin 

gözlemlenmesi 
(ÖUQ��Lú�EDúYXUXODUÕ��� 

 øPDMODUÕQ�YH�GDYUDQPÕúODUÕQ�
ölçülmesi, sosyal etkilerin 

gözlemlenmesi 
(ÖUQ��Lú�\HUL�J|]OHPOHQPHVL�YV�� 

 V  
.XUXP�NLPOL÷L�WHGELUOHULQLQ�����������$QODúÕOÕUOÕN��LQDQGÕUÕFÕOÕN�����������������������.RQXOu olmayan                     
YH�PHG\DQÕQ��|UQ��LODQODU���������������WHPDWLN�HQIRUPDV\RQODUÕQ������������������ELOJOHULQ�QLWHOL÷L�etkisi. 
Pr DoÕNODPDODUÕ��J|UVHO������������������������KDWÕUODQDELOPHVL� 
görünüm resmi) etiketlerinin 
test edilmesi. 

Kaynak: Okay, 1999: 80. 

 

BLU� NXUXPXQ� LWLEDUÕ�� PDUNDVÕ�� R� PDUND\D� DLW� PDUND� GH÷HUL�� NXUXPXQ ya da 

PDUNDQÕQ�W�NHWLFLQLQ�DNOÕQGDNL�NRQXPX�YH�W�NHWLFLOHULQ�R�NXUXP�YH�PDUNDODUD�NDUúÕ�RODQ�
WXWXP� YH� GDYUDQÕúODUÕ� LOH� LOJLOL� E�W�Q� EX� V�UHo�� W�NHWLFLOHU� WDUDIÕQGDQ�� GR÷UXGDQ�
kendilerince�ROXúWXUXOPDNWDGÕU��%�W�Q�EX�V�UHoWH�WDQÕPODQDQ�W�NHWLFL-marka ve tüketici-

NXUXP�LOLúNLVLQGH��W�NHWLFL�NHQGL�|]J�U�LUDGHVL�LOH�NHQGL�NRQXPXQX�EHOLUOHPHNWHdir. Bu 

V�UHFLQ� KLo� NXúNXVX]� HQ� |QHPOL� KDONDVÕ�� |UJ�W ya da kurumun sahiS� ROGX÷X� N�OW�U�Q��
W�NHWLFL� YH\D� SRWDQVL\HO� KHGHI� NLWOHOHUH� XODúDQ� L]G�ú�POHULGLU�� <DQL� WDQÕWÕP� YH�
WXWXQGXUPD� oDOÕúPDODUÕQGDQ� oRN�� R� |UJ�W�Q� JHUoHNWHQ� QH� ROGX÷X� YH� QH\L� QDVÕO� �UHWWL÷L�
temel beli rleyici unsurdur. Tüketiciler, kurumlardan ve onlara ait markaODUGDQ�� IDUNOÕ�
ND\QDNODU�DUDFÕOÕ÷Õ\OD�IDUNOÕ�PHVDMODU�DOÕUODU�YH�EX�PHVDMODUÕ�NHQGL�|÷UHQPH�V�UHoOHULQGH�
E�W�QOHúWLUHUHN��R�NXUXP�YH\D�PDUND�LOH� LOJLOL�ELU�E|O�PH�ND\GHGHUOHU��%X�GD��R�PDUND�
ve kuUXPD�NDUúÕ�� R� W�NHWLFLQLQ� NHQGL� WXWXP�YH� GDYUDQÕúÕQÕQ� ROXúPaVÕQÕ� VD÷ODU��%XUDGD�
dikkat edilmesi gereken en önemli XQVXU�� �\XNDUÕGDNL� PHVDM� JUXSODUÕQD� J|UH��
NXUXPODUÕQ�� SODQOD\DUDN� W�NHWLFLOHUH� XODúWÕUGÕ÷Õ� PHVDMODUGDQ� oRN,� R� NXUXPODUÕQ� LúOH\Lú�
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süreçleri; mal ve hizmetlerin üretim kalitesi; mal ve hizmetleri, arzulanan fiyat ve 

LVWHQHQ� QRNWDODUGD�� LVWHQHQ� ]DPDQGD� SD]DUD� VXQDELOPH� \HWHQH÷L�� GL÷HU� NXrumlar ve 

tüketiciler ile iletiúLPL��VDWÕú�VRQUDVÕ�VHUYLV�YH�JDUDQWL�X\JXODPDODUÕ��oHYUH\H�YH�GR÷D\D�
J|VWHUGLNOHUL�|QHP��oDOÕúDQODUÕ�YH�RUWDNODUÕ�LOH�RODQ�LOLúki ve iletLúLPOHUL��PHG\D�LOLúNLOeri; 

yasalara ve kurallara uymaODUÕ�� HWLN� GH÷HUOHUH� J|VWHUGLNOHUL� KDVVDVL\HW� YH� EXQXQ� JLEL��
örgüW�Q� E�W�Q� Lo� YH� GÕú� DNWLYLWHOHUL�� R� |UJ�WOH� YH� PDUNDODUÕ� LOH� LOJLOL� LWLEDUÕ�� PDUND�
GH÷HULQL��W�NHWLFL�WXWXPODUÕQÕ�YH�GROD\ÕVÕ\OD�davrDQÕúODUÕQÕ�úHNLOOHQGLUPHNWHGLU (Bozkurt, 

2006: 46)�� %X� oHUoHYHGH� NXUXPGDQ� GÕúDUÕ\D� KDWWD� NXUXP içine dahi gönderilecek her 

W�UO�� LOHWL� NXUXP� NLPOL÷LQL� HWNLOH\HELOPHNWHGLU�� %X� ED÷ODPGD� DUWÕN� NXUXP� NLPOL÷LQLQ�
|QHPLQH� YDUPÕú�� PDUND� ROPDQÕQ� |]�Q�� NDYUDPÕú� W�P� NXUXPODU�� oDOÕúDQODUÕQÕ� GDKL�
P�úWHUL�J|]�QGH�J|UPH�DQOD\ÕúÕ\OD�KDUHNHW�HWPHNWHGLUOHU�� 

 

1.2. Kurumsal Kimlik OOXúWXUPD SDIKDODUÕ 
Alycia Perry ve David�:LVQRP�0DUNDQÕQ�'1$¶VÕ�NLWDEÕQGD, kLPOLN�ROXúWXUPD�

safhDODUÕQÕ�� .RQXPODQGÕUPD� VWUDWHMLVL�� 6|]O��� *|UVHO� YH� 0DUND� .LPOL÷L� (Alycia ve 

Wisnom, 2004: 154-155) úHNLOGH� NDWHJRULOHUH� D\ÕUPÕúWÕU�� %XQXQ� \DQÕQGD� |]�QGH� D\QÕ�
olmakla birli kte,� IDUNOÕ� EDúOÕNODU� DOWÕQGD� LUGHOHQHELOHFHN� EX� NRQXGD,� oDOÕúPDQÕQ� EX�
NÕVPÕQÕQ�oHUçevesi,�EX�EDúOÕNODU�HWUDIÕQGD�LUGHOHQHFHNWLU�� 

 

1.2.1. KRQXPODQGÕUPD 

hU�Q��)L\DW��øVLP��6DWÕODFDN�0DO��7�NHWLP�<DSÕVÕQD�8\JXQOXN��0D÷D]D�6DWÕú�YH�
<HUOHúLP�<HUL��0LPDUL�<DSÕ��'Õú�YH�øo�&HSKH��0D÷D]D�6DWÕFÕVÕ��$OÕP�6RQUDVÕ�øOHWLúLP��
.�OW�UHO�$QDOL]�XQVXUODUÕQÕQ�VWUDWHMLN�YH�SODQOÕ�ELU�úHNLOGH�NRQXPODQGÕUÕOPDVÕ\OD�ROXúXU� 

 

1.2.1.1. Ürün�YH�hU�Q�Q�%R\XWODUÕ 
HHU� PDUNDQÕQ� |]�QGH� VRPXW� ELU� �U�Q� YDUGÕU�� EX� WHPHO� P�úWHLU� LKWL\DoODUÕQÕ�

NDUúÕúD\DQ�ELU�ELU�PHWDGÕU��6XVD\DQ�P�úWHUL� LoLQ�EX��VXGXU��(NRQRPLVWOHUH�J|UH��EXQODU�
DNÕOFÕ� P�úWHULOHULQ� VHoLPLQH� GD\DQDN� RODQ� VRPXW� �U�QOHUGLU�� EXQXQ� \DQÕQGD� G�Q\DQÕQ�
G|UW�ELU�\DQÕQGD�LQVDQODU�GH÷LúLN��U�QOHUH�NDUúÕ�PDQWÕN�GÕúÕ�ELU�ED÷OÕOÕN�ROXúWXUXU��%XQXQ�
QHGHQL� LQVDQODUÕQ� WDUDI� WXWPD\Õ�VHYPHVL�RODELOPHVL�JLEL�EDúND�ELUoRN�QHGHQL�YDUGÕU��%X�
QHGHQOHU�� �U�Q�Q� |]�� ROGX÷X� JLEL�� IL]LNVHO� ve destekleyici birçok unsurun herhangi 

ELULQGHQ�YH�YH\D�E�W�Q�QGHQ�ROXúDELOLUOHU�� 
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1.2.1.1.1. Ürün 

0DUND� LOHWLúLP� VWUDWHMLOHULQL� UHNODP� KDONOD� LOLúNLOHU� IDDOL\HWOHULQLQ� EDúDUÕPÕ� LOH�
VÕQÕUODQGÕUPDPDN� JHUHNL\RU�� +Lo� NXúNXVX]� PDUNDODúPD� V�UHFLQLQ� ROPD]VD� ROmaz 

VRQXoODUÕGÕU�KHU�LNLVL GH��$QFDN�PDUNDQÕQ�|]���U�QG�U�YH��U�QOHULQ�W�NHWLFL�EHNOHQWL�YH�
JHUHNVLQLPOHULQLQ� GH÷LúLN� H÷LOLPOHULQH� J|UH�� V�UHNOL� JHOLúWLULOPHVL� JHUHNPHNWHGLU��
*�Q�P�]�\|QHWLP�DQOD\ÕúODUÕQGD�KÕ]��YHULPOLOLOLN�YH�NDOLWH�ELOLQFLQLQ�ELUOLNWH�ND]DQGÕ÷Õ�
|QHP�� UHNDEHWLQ� GD\DWWÕ÷Õ� NRúXOODUOD� \DNÕQGDQ� LOLúNLOL��9HULPOLOLN� YH� NDOLWH\L� ELU� DUDGD 
sürdürebilecek yönetmelerLQ� JHOLúWLULOPHVL� ]RUXQOXOX÷X� YDUGÕU� �8]WX÷, 2003: 28). 

9HULPOLOLN� QRNWDVÕQGD� PDUNDQÕQ� |]�� RODQ� �U�Q� VR\XW� YH� IL]LNVHO� ELUoRN� ELOHúHQL 
bünyesinde bulunduran ve bu�ELOHúHQOHULQ�WRSODPÕQGDQ�ROXúDQ�ELU�XQVXUGXU�� 

hU�Q� NDYUDPÕ�� JHOHQHNVHO� RODUDN� GDKD� oRN� VRPXW� |]HOOLNOHU� �]HULQGH�
\R÷XQODúPDNWDGÕU�� *�Q�P�]GH� LVH�� W�NHWLFLOHULQ� ELU� �U�Q�� VDWÕQ� DOGÕNODUÕQGD�� �U�Q�Q�
somut (fiziksel) özelli klerinGHQ� GDKD� ID]OD� úH\L� VDWÕQ� DOGÕNODUÕ� V|\OHQHELOPHNWHGLU��
"TüketiFLOHU� �U�Q�� VDWÕQ� DOPD]ODU�� VDWÕQ� DOGÕNODUÕ� úH\�� �U�Q�Q� VD÷OD\DFD÷Õ� ID\GDODUGÕU��
G�ú�QFHVL�� EXJ�QN�� �U�Q� DQOD\ÕúÕQÕ� DoÕNoD� LIDGH� HWPHNWHGLU�� %X� \�]GHQ� ELU� �U�Q��
fiziksel bir nesneden çok daha fazla anlam içermektedir. Somut ya da fiziksel özelli kler 

DUDVÕQGD�� �U�Q�Q� E�\�NO�÷� ya GD� N�o�NO�÷�� IDUNOÕ� DQODPODU� WDúÕPDNWDGÕU�� gUQH÷LQ��
E�\�N�GHWHUMDQ�NXWXODUÕ ya GD�PHúUXEDW�úLúHOHUL��HNRQRPLN�ROPD�PHVDMÕQÕ�YHUPHNWHGLU��
'L÷HU�WDUDIWan renklerin de de÷LúLN�DQODPODUÕ�YDUGÕU��%H\D]��WHPL]OLN��VD÷OÕk ve bekareti 

DQODWPDNWDGÕU��'HWHUMDQ� ILUPDODUÕ� EX� \�]GHQ�� EH\D]� D÷ÕUOÕNOÕ� �U�Q� UHQNOHULQH� GDha çok 

\HU� YHUPHNWHGLUOHU�� øúOHYVHO� �U�Q� |]HOOLNOHUL�� W�NHWLFLOHULQ� VDWÕQ� DOPD� NDUDUODUÕQda ve 

WHNUDU�VDWÕQ�DOPDODUÕnGD�|QHPOL�ELU�URO�R\QDPDNWDGÕU (Bozkurt, 2006: 289). Fiziksel ve 

VR\XW� ELUoRN� GH÷LúNHQL� E�Q\HVLQGH� EXOXQGXUDQ� �rünün,� LQVDQODUÕQ� KD\DWÕQGD� |QHPL�
úDKÕVWDQ� úDKÕVD� GH÷LúHELOPHNWHGLU�� +HUNHVLQ� KD\DWÕQGD� RODQ�� ROPDVÕ� JHUHNHQ ya da 

ROPDVÕQÕ� LVWHGL÷L� úH\OHULQ� ELU� |QHP� VÕUDVÕ� YDUGÕU�� %X� GD�� \LQH� NLúLQLQ� SVLNRORMLN�
durumuna, yaúÕQD��N�OW�U�YH�HNRQRPLN�G�]H\LQH�J|UH�GH÷LúPHNWHGLU��gUQH÷LQ��\DúOÕ�ELU�
ED\DQ�LoLQ�PRGD��JL\LP�SHN�|QHPOL�GH÷LONHQ��EX��ELU�JHQo�NÕ]�LoLQ�E|\OH�GH÷LOGLU���VWHOLN�
bazen daha da ileri de bir bo\XWWDGÕU� *�Q�P�]GH�� JHQo� NÕ]� �0DUND�� JL\LQPHN�
istemektedir. Genç erkHN� GH���� d�QN�� VDWÕQ� DOGÕ÷Õ�� JL\LQGL÷L� NÕ\DIHW� LOH� R� PDUNDQÕQ�
UHNODPODUÕQGD� VXQGX÷X� KD\DW� ELoLPLQL� GH� VDWÕQ� DOPDNWD� YH� EXQXQ� EHGHOLQL� VHYH� VHYH�
ödemektedir. øQVDQODUÕQ�VDWÕQ�DOPD�H÷LOLPOHUL��oHúLWOL�\DúDP�úDUWODUÕ�YH�EXOXQGXNODUÕ�UXK�
alemi içinde, sabaha-DNúDPD�� JHceye-J�QG�]H�� D\� EDúÕQD-ay sonuna, yaza-NÕúD��
\Dú�ÕOÕ÷D-JHQoOL÷H�� PXWOXOX÷D-PXWVX]OX÷D� J|UH� � GH÷LúHELOPHNWHGLU�� +DWWD� NLúLOHULQ� EX�
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H÷LOLPOHUL�� ELU� �U�Q� VHoHUNHQ� GH� GH÷LúHELOPHNWH�� oR÷XQOXNOD� NHQGL� WHUFLK� HWWLNOHUL� ELU�
PDUND\Õ�� EDúNDVÕQD� KHGL\H� DOÕUNHQ� WHUFLK� HWPHPHNWH�� EDúND� markalara 

yönelebilmektedirler (Ak, 1998: 146).�hU�Q�Q�JHQHO�KDWODUÕ\OD� IL]LNVHO�YH�DQODPVDO�EX�
ER\XWODUÕQÕ� \DQÕQGD��U�QH�SD]DUODPD� LOHWLúLPL�DoÕVÕQGDQ�EDNWÕ÷ÕPÕ]GD ise; toplam ürün  

�WRWDO� SURGXFW�� NDYUDPÕ\OD� NDUúÕODúÕUÕ]�� 7RSODP� �U�QGH�� �U�Q� YH� KL]PHW� D\UÕ� D\UÕ�
G�ú�Q�OPH]�� øoHUL÷L� YH� EXQD� X\JXQ� DPEDODMÕ\OD� SD]DUD� VXQXODQ� �U�Q� YH� �U�Q�Q� VDWÕú�
VRQUDVÕ� KL]PHWL� ELU� DUDGD� G�ú�nülmelidir. Bu anlamda toplam ürüQ�� DOÕm öncesi ürün 

ED]ÕQGD� \DSÕODQ� oDOÕúPDODU� YH� DOÕP� VRQUDVÕ� KL]PHWOHUL� ELU� DUDGD� HOH� DOÕQPDNWDGÕU��
3D]DUODPD�LOHWLúLPLQLQ�GL÷HU�HOHPDQODUÕ�RODQ��IL]LNVHO�EHOLUWL��IL\DW��VDWÕú�\HUL��KHGHI�NLWOH��
V�UHo�YH�WXWXQGXUPD�oDOÕúPDODUÕ���U�Q�Q�\DúDP�V�UHFL�YH�oHúLGLQH�J|UH�úHNLOOHQPHNWHGLU 
(.RFDEDú�YH�(OGHQ�YH�Çelebi, 1999: 28).�%X�ED÷ODPGD��U�Q�VDGHFH�IL]LNVHO�ELU�XQVXUX�
GH÷LO�NLúLGHQ�NLúL\H�J|UH�GH÷LúNHQ�DQODPVDO�IDUNOÕOÕNODUÕ�YH�EDNÕú�DoÕVÕQÕ�GD�E�Q\HVLQGH�
EXOXQGXUDQ� NDUPDúÕN� ELU� E�W�QG�U�� <LQH� GH� �U�Q�� úX� EDúOÕNODU� DOWÕQGD� (.RFDEDú� YH�
Elden ve Çelebi, 1999: 42-43)�GH÷HUOHQGLUHELOLUL]� 

hU�Q� .DOLWHVLQGH� $OJÕODQDQ� 'H÷LúLNOLN: 7�NHWLFLOHULQ�� NDOLWH� DoÕVÕQGDQ� JHQLú�
PDUND�oHúLWOLOL÷LQH� VDKLS�RODUDN�DOJÕODGÕ÷Õ��U�QOHU��JHQHOOLNOH�NR]PHWLNOHU�YH� LODoODUGÕU��
Örne÷LQ�� oR÷X� W�NHWLFLOHU� IDUNOÕOÕNODU� DOJÕODQPDVD� ELOH�� NR]PHWLN� PDUNDODUÕ� DUDVÕQGD�
|QHPOL�NDOLWH�IDUNODUÕ�ROGX÷XQD�LQDQÕUODU��%LU�\�] krePL�GL÷HUL\OH�D\QÕ�RODELOLU��DPD�FLOW�
EDNÕPÕ\OD�LOJLOL�RODQ�NDGÕQODU�\�NVHN�IL\DWOÕ�PDUND\Õ�VHoPH\H�H÷LOLPOLGLU��d�QN���GDKD�
yüksek fi\DWÕQ���U�QGH��JL]OL�NDOLWH\L��\DQVÕWWÕ÷ÕQD�LQDQPDNWDGÕUODU� 

Eleman Olarak Ürün: hU�Q�Q�ELU�NDWNÕ�PDGGHVL�YH\D�GL÷HU��U�Q�Q�ELU�HOHPDQÕ�
RODUDN� NXOODQÕOPDVÕ�� W�NHWLFL� WDUDIÕQGDQ� IL\DWÕQ� |QHPOL� ELU� NDOLWH� HWNHQL� RODUDN�
DOJÕODQPDVÕQD� QHGHQ� ROXU�� %LU� Wüketici URVWR� SLúLUL\RUVD�� NXOODQÕODQ� EDKDUDWODUÕQ�
URVWRVXQXQ� NDOLWHVLQL� HWNLOH\HFH÷LQL� ELOLU�� %X� QHGHQOH�� EDKDUDWODUÕQ� NDOLWH\H� RODQ� HWNLVL�
IL\DWÕQ�HWNLVLQGHQ�GDKD�ID]OD�RODUDN�DOJÕODQDELOLU. 

Hediye Olarak Ürün: %D]Õ��U�QOHU�KHGL\H�RODUDN�GL÷HU��U�QOHUH�RUDQOD�GDha fazla 

VDWÕQ� DOÕQÕUODU��%X��U�QOHU� LoLQ� \�NVHN� IL\DW�� DOÕFÕQÕQ�GL÷HU�NLúL\H�G�ú�N�NDOLWHOL� KHGL\H�
YHUPH�NDUúÕVÕQGD��PDKFXEL\HW�ULVNLQL�D]DOWPD�J|UHYL�J|U�U��1LúDQOÕVÕQD�GR÷XP�J�Q�QGH�
ELU�úLúH�SDUI�P�YHUPH�NDUDUÕ�DODQ�ELU�HUNHN��PDUND�VHoHUNHQ�IL\DWÕ�ELr kalite göstergesi 

olarak kulODQDFDNWÕU��2\VD��SDUI�P�Q�IL\DWÕ��NRNXVX��PDUND�LVPL�YH�DPEDODMÕ�JLEL�oHúLWOi 
HOHPDQODUÕQGDQ�VDGHFH�ELULGLU. 
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1.2.1.1.2��hU�Q�Q�%R\XWODUÕ  
hU�Q�Q� oHNLUGHN�� IL]LNVHO� YH� GHVWHNOHQPLú� ROPDN� �]Hre üç boyutundan söz 

edebili riz. Söz��HGLOHQ�EX�ER\XWODU�ELUELULQGHQ�IDUNOÕ�\DSÕ�YH�DQODPÕ�LIDGH�HWPHPHNWHGLU��
Ürün temelde bu üç boyutun ahenkli E�W�QOHúPHVLQLQ� VRQXFXGXU�� %X� QHGHQOH� EX� �o�
ER\XW�ELUELULQL�GHVWHNOH\HQ�YH�WDPDPOD\DQ�\DSÕGD�ROPDOÕGÕU�� 

 

ùHNLO��: Ürünün Üç Boyutu 

 
Kaynak: KocaEDú�YH�(OGHQ�YH�dHOHEL���999: 33. 

 

Çekirdek (Öz) Boyutu:  %LU� �U�Q�Q� oHNLUGHN� NÕVPÕ�� R� �U�Q�Q� W�NHWLFLOHUH�
VXQGX÷X�WHPHO�ID\GD\Õ�LoHULU��hU�Q�Q�DOÕQPD�QHGHQLQL�LoHUHQ��SUREOHP�o|]�F��NÕVPÕGÕU��
gUQH÷LQ�� GHWHUMDQÕQ� oHNLUGHN� NÕVPÕQÕ�� JL\VLOHUL� WHPL]OHPH�� E|\OHFH� NLUOHQPLú� Jiysi 

SUREOHPLQL� o|]PH� ROXúWXUXU� (.RFDEDú� YH� (OGHQ� YH Çelebi, 1999: 34). Burada ürünün 

|]�� PDUND� |]�\OH� NDUÕúWÕUÕOPDPDOÕGÕU�� 0DUND� GD� |]�� PDUND\Õ� WDQÕPOD\DQ� LoVHO� YH�
D\UÕOPD]�|]HOOLNOHU�RODUDN�WDQÕPODQÕU��g]��PDUNDQÕQ�QH\L�VLPJHOHGL÷LQL�ELU�iki kelime ile 

WDQÕPODU�� 0DUNDQÕ]� QH� LOH� LOJLOL"� <HWNL�� ]HYN�� VLKLU�� SHUIRUPDQV� YH\D� EDVLWOHúWLULOPLú�
LOHWLúLP"� g]�Q�]�� DQD� UDNLSOHULQL]L� NRQXPODPDQÕ]OD� QH� GHUHFH� LOJLOL"� 0DUNDQÕ]�
IDUNOÕODúPÕú�PÕ��\RNVD�VDGHFH�\HQL�ELU� WDW�PÕ"�g]��PDUNDQÕ]ÕQ�WHPHO�J�F��ROPDOÕ��H÷HU�
GH÷LOVH� ELOH� WHPHO� J�o� KDOLQH� G|Q�úW�U�OPHOLGLU�� %|\OHFH� PDUNDQÕ]� GDKD� �WHUFLK�
HGLOHELOLU�� YH� �IDUNOÕ�� RODFDNWÕU�� gUQH÷LQ�� FHS� WHOHIRQX� úLUNHWOHUL� W�P�\OH� NDEORVX]�
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LOHWLúLPOH�LOJLOLGLU��%XQODU�D\QÕ�WHPHO�KL]PHWL�VXQDQ�PDOODUGÕU��<LQH�GH��ED]ÕODUÕ�HQ�XFX]�
RODUDN� NRQXPODQÕUNHQ�� ED]ÕODUÕ� HQ� QHW� LOHWLúLPL�� ED]ÕODUÕ� HQ� L\L� YH� HQ� JHQLú� NDSVDPD�
DODQÕQÕ�� ED]ÕODUÕ� LVH� HQ� E�\�N� GH÷HUL� VXQDU��+HU� NRQXP�JHUoHN ya GD� DOJÕODQDQ� J�oOHU�
DUDFÕOÕ÷Õ�LOH�IDUNOÕODúPD�oDEDVÕQÕ�RUWD\D�NR\DU��g]��QH�NDGDU�QHW�YH�EDVLWVH��LOHWLúLP�GH�R�
denli net� YH� EDVLW� RODFDNWÕU�� %|\OHFH� KHGHI� NLWOH�� KHGHIOHQHQ� PHVDMÕ� oRN� GDKD� KÕ]OÕ�
DQOD\DFDNWÕU (Perry ve Wisnom, 2004: 45). Bu anlamda marNDQÕQ�|]���U�Q�Q�NHQGLVL�
RODELOLU�YH�EX�ED÷ODPGD�NRQXPODQGÕUÕODELOLU. AQFDN��U�QGH�|]���U�Q�Q�DOÕQPD nedeni, 

temel fayda ve problemi�o|]�F��NÕVPÕGÕU�� 
Fiziksel (Görünen) Boyutu: Ürünün çekirdek boyutundan sonra daha somut olan 

IL]LNVHO� NÕVPÕ� JHOLU��hU�Q� DPEDODMÕQÕQ� YH� GROD\ÕVÕ\OD�görünen� NÕVPÕQÕQ� |QH� oÕNWÕ÷Õ� EX�
ER\XW��|]�NÕVÕPOD�ELUOHúHUHN��U�Q��ROXúWXUXr. Fiziksel boyut, ürünün çekirdek boyutunu 

tam YH�GR÷UX�\DQVÕWDFDN�úHNLOGH�G�]HQOHQPHOLGLU��*|U�QHQ�NÕVPÕQ�HQ�|QHPOL�HOHPDQÕ��
GL÷HU�HOHPDQODUÕ�NDSVDU�|]HOOLNWH�ROGX÷X�LoLQ�DPEDODMGÕU��.RFDEDú�YH��(OGHQ�YH Çelebi, 

1999: 34). Bu nedenle ambalaj konusu D\UÕQWÕOÕ�RODUDN�HOH�DOÕQDFDNWÕU� 
DHVWHNOHQPLú Boyut: 3D]DUODPDFÕODU� �U�Q�Q� |]� ER\Xtu ve fiziksel boyutunun 

DUGÕQGDQ���U�Q��DOÕP�VRQUDVÕ�GD�GHVWHNOH\HUHN��GHVWHNOHQPLú�ER\XWXQX�VD÷ODPDOÕGÕUODU��
gUQH÷LQ��EH\D]�Hú\DODUÕQ��DUDEDODUÕQ�YH�E|\OHVL�SHN�oRN��U�Q�Q�DOÕP�VRQUDVÕ�ILUPD\D�DLW�
ELU� VHUYLV� WDUDIÕQGDQ� EDNÕPÕQÕQ� VD÷ODQPDVÕ�� oR÷X� �U�Q�Q� HQ� D]� ELU� \ÕOOÕN� JDUDQWLVLQLQ�
ROPDVÕ�� KDWWD� YLGHR� NDPHUD� JLEL� HOHNWURQLN� Hú\DODUÕQ� NXOODQÕPÕ\OD� LOJLOL� DOÕP� VRQUDVÕ�
NXOODQÕPD� \|QHOLN� H÷LWLP� YHULOPHVL�� �U�Q�Q� GHVWHNOHQPLú� ER\XtudXU�� øúOHWPHOHU�
W�NHWLFLOHULQ�LVWHNOHULQH�HVNLVLQGHQ�GDKD�ID]OD�|QHP�YHUPHNWHGLU��%X�ED÷ODPGD���U�Q�Q�
NXOODQÕPÕ\OD�LOJLOL�KHU�W�UO��VRUXQXQ�VRUXODFD÷Õ��D\UÕFD�EH÷HQL�YH\D�KRúQXWVX]OXNODUÕQ�GD�
ELOGLULOHFH÷L�� W�NHWLFL\H�\|QHOLN� WHOHIRQ�KDWODUÕ�GD�NXUXOPDNWD�YH�GHVWHNOHQPLú�ER\XWXQ�
LoHUL÷L� J�Q�JHoWLNoH�DUWPDNWDGÕU (.RFDEDú�YH�(OGHQ�YH Çelebi, 1999: 40). Bu yönüyle 

ürünün�GHVWHNOHQPLú�ER\XWX�PDNVLPXP�P�úWHUL�PHPQXQL\HWL�oHUoHYHVLQGH�ELU�DQODPGD 
ILUPDQÕQ�SD]DUODPD�VWUDWHMiVL�YH�EX�NDSVDP�GD�KDONOD�LOLúNLOHU�IDDOL\HWOHULQLQ�NDSVDPÕQGD�
da girmektedir.  

 

1.2.1.2. Fiyat 

"Marka øPDMÕ��N|W��ELU�ILUPDQÕQ�\HQL�ELU��U�Q�Q��VDWPDVÕ�ROGXNoD�]RUGXU��<DQL��
JHoPLúWH� �U�Q� �� KL]PHWLQL] ya GD� ILUPDQÕ]� LOH� LOJLOL� Eir konuGD��P�úWHULQL]LQ� \DúDGÕ÷Õ�
N|W�� ELU� ROD\ÕQ ya GD� GHQH\LPLQ� EÕUDNWÕ÷Õ� L]OHQLPOHUL� VLOPHN� ROGXNoD� ]RUGXU�� %X� WDU]�
PDUNDODUÕQ� NXvvetli reklamlarla biOH� VDWÕQ DOGÕUÕOPDVÕ� ROGXNoD� ]RUGXU�� %X� GXUumlarda, 
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önce firma / marka imaMÕQÕQ� G�]HOWLOPHVL� úDUWWÕU�� %X� QHGHQOH�� |]HOOLNOH� EH\D]� Hú\D��
otomobil , elektronik gibi firma / mDUND�LPDMÕ�ROGXNoD�|QHPOL�RODQ�VHNW|UOHUde, firmalar 

LPDMODUÕQD� KHU úH\den daha çok önem vermektedirler (Ak, 1998: 144-145). )L\DWÕQ�
kLPOLN�DoÕVÕQGDQ�|QHPL�LVH�ELU�QLWHOLN�RODUDN�IL\DW�QRNWDVÕQÕ�VDSWDPDNWÕU��)L\DWODQGÕUPD��
ELU�GH÷HU�DOJÕVÕ�ROXúWXUDELOLU��³prestijli m arka”, ³GH÷HU´��³RUWD�NDOLWH´�YH�³PDOL\HW-etkili ” 

JLEL�WDELUOHU�VD\ÕVDO�YH�GLOVHO�XQVXUODU�DUDVÕQGD�LOLúNL�NXUPDN�LoLQ�NXOODQÕOÕU��JHQHOli kle de 

N|W�\H�NXOODQÕOÕU��.|W�\H�NXOODQÕOÕU�GL\RUX]�o�QN��EX�NHOLPHOHU�|\OHVLQH�NDSVDPOÕGÕU�NL�
HúVL]�� VDKLS� oÕNÕODELOLU� YH� VDYXQXODELOLU� ROPDVÕ� LoLQ� GDKD� LOHUL� VHYL\HGH� DoÕNODPDODUD�
ihtiyaç duyar (Perry ve Wisnom, 2004: 31). Bunun� \DQÕQGD� �U�Q� SL\Dsada yeni boy 

J|VWHUPLúVH� IL\DW� XQVXUX� ELU� VWUDWHML� RODELOLU�� <HQL� �U�Q�� IL\DWÕ� YH� �U�Q� NDOLWHVLQL�
YXUJXODPD�IÕUVDWÕ�YHULU��hU�Q�\HQL�ROGX÷XQGDQ�GROD\Õ��HVNL\H�GD\DQDQ�ELU�IL\DWÕ�\RNWXU�
YH� EX� \�]GHQ� SD]DU� EDúODQJÕo� IL\DWÕ� GH÷HUOHQGLUPH\H� DOÕQDFDNWÕU�� %D]Õ� SD]DUODPDFÕODU��
�U�Q�� LON� GHID� SD]DUD� VXQDUNHQ� �SD]DUÕQ� ND\PD÷ÕQÕ� DOPD�� RODUDN� ELOLQHQ� IL\DW� NR\PD�
stratejisini kXOODQÕUODU�� 3D]DUÕQ� ND\PD÷ÕQÕ� DOPD�� �VW� VÕQÕID� DLW� WDOHEL� \DNDODPDN� LoLQ�
yüksek fiyat ko\PD\Õ�WDQÕPODPDNWÕU��%X�VWUDWHML��|]HOOLNOH�WDOHELQin HODVWLN�ROPD�H÷LOLPL�
J|VWHUGL÷L�� �U�Q�Q� SD]DUD� VXQXú� DúDPDVÕQGD� HWNLOL� RODELOLU�� (÷HU� EX� G|QHPGH� VWUDWHML�
EDúDUÕOÕ� ROXUVD�� LúOHWPH� WHPHO� \DWÕUÕP� LoLQ� ]DPDQ� ND]DQDELOLU�� $\UÕca, tüketici yüksek 

IL\DWÕ��U�Q�NDOLWHVLQLQ�ELU�J|VWHUJHVL�RODUDN�DOJÕODUVD�LúOHWPH�EX�VWUDWHMiyi iyi kullanmaya 

GHYDP� HGHELOLU�� (÷HU� SD]DU�� \�NVHN� IL\DWWDQ� GROD\Õ� �U�Q�� NDEXO� HWmezse, bu sefer 

LúOHWPH��IL\DWÕ�G�ú�UPH�YH�VXQXODQ��U�Q�NDOLWHVLQL�YXUJXODPD�WDYUÕQÕ� WDNÕQDFDNWÕr. Yeni 

ELU� �U�Q�� IL\DWODQGÕUÕUken seçiOHFHN� GL÷HU� ELU� SROLWLND� LVH�� "pazara nüfuz etme" 

SROLWLNDVÕGÕU�� øúOHWPH�W�P�SD]DUD�WHN�YH�G�ú�N�ELU�IL\DWOD�JLULS�ELU�DQGD�E�\�N�ELU�VDWÕú�
KDFPLQH��SD]DU�SD\Õ��VDKLS�ROPD\Õ�DPDoODU��$QFDN�EX�SROLWLNDQÕQ�X\JXODQDELOPHVL�LoLQ�
WDOHELQ� HODVWLN� ROPDVÕ� JHUHNPHNWHGLU�� '�ú�N� IL\DWOD� SL\DVD\D� JLUHQ� LúOHWPH� DU]XODGÕ÷Õ�
SD]DU� SD\ÕQD� XODúWÕNWDQ� VRQUD�� IL\DWÕQÕ� \DYDú� \DYDú� \�NVHOWHELOLU�� gUQH÷LQ�� �ONHPL]GH 
SL\DVD\D�\HQL�oÕNDQ�JD]HWHOHU�JHQHOOLNOH�EX�SROLWLND\Õ�L]OHPHNWHGLUOHU�(.RFDEDú�YH Elden 

ve Çelebi, 1999: 43-44). Bu yönüyle IL\DW� �U�Q�Q� NDOLWHOL� RODUDN� DOJÕODQPDVÕ� JLEL� ELU�
DOJÕODPDQÕQ� QHGHQL� RODELli rken, piyasaya yeni giren ürünlerin fiyat üzerinden pazara 

nüfus etme sürecinin de bir etkeni olabili r.  

<DSÕODQ� W�NHWLFL�DUDúWÕUPDODUÕ��ELUoRN�NRQXGD�IL\DWÕQ�VDWÕQ almada ne kadar çok 

HWNLOL� ROGX÷unu göstermektediU�� %D]Õ� �U�QOHU� IL\DWODUÕQÕQ� G�ú�NO�÷�� QHGHQL\OH� WHUFLK�
edili rken, “ED]ÕODUÕ�SDKDOÕOÕNODUÕ�LOH�Wercih edilmektedir (parfüm, kozmetik gibi). Burada 

UHNODP��W�NHWLFL\H�VXQGX÷X��U�Q�Q�IL\DWÕQÕQ�X\JXQOX÷XQX�KLVVHWWLUPH��GL÷HU�VHoHQHNOHU�
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DUDVÕQGD� LNQD� HWPH� NRQXVXQGD� ROGXNoD� |QHP� ND]DQPDNWDGÕU. %D]Õ� ILUPDODU�� ED]HQ�
ürünlerinin kali WHVLQL�� EXQD� ED÷OÕ� RODUDk fiyatODUÕQÕ� DUWÕUPDN� LoLQ� oHúLWOL� VWUDWHMLOHU�
KD]ÕUlarken, bazen de ürünlerinin fi\DWODUÕQÕ� G�ú�UHUHN�� LVWHPHGHQ� �ED]HQ� LVWH\erek) 

oHúLWOL� �0DUNDODUDUDVÕ� 6DvaúOar”a yol DoDELOLUOHU�� %X� VDYDúODU�� JHQHOOLNOH� R� ILUPDQÕQ 

VDGHFH�NHQGL�PDUNDVÕQÕ�XFX]ODWmakla kDOPDGÕ÷Õ�JLEL��R�PDOD�DLW�SL\DVDVÕQÕQ�GD�LPDMÕQÕ�
zedelemekte, sonUD� EX� LPDM� ND\EÕQÕQ� W�NHWLFL� DoÕVÕQGDQ� \HQLGHQ� G�]HOWLOPHVL�� KHP�
]DPDQ�� KHP� GH� SDUD� ND\EÕQD� VHEHS� ROPDNWDGÕU�� %X� ED÷ODPGD� ELU� PDOÕQ� IL\DWÕQÕ�
ucuzlatarak elde edilecek kar yerLQH��PDOÕQ�NDOLWHVLQL�DUWÕUDUDk ve bunu duyurarak (zaten 

\DSDFD÷Õ� LQGLULPL� GX\XUPDN� LoLQ� GH� D\QÕ� WDQÕWÕP� KDUFDPDVÕQÕ� \DSDFDNWÕU�� VDWÕúODUGDQ�
elde edilecek kar, çok daha önemlidir. %X�\RO�LOH�ILUPD��KHP�GDKD�GR÷UX�KDUHNHW�HWPLú�
ROPDNWD��KHP�GH�PDUNDVÕQÕQ�LPDMÕQD�\HQL�ELU�J�o�NDWPDNWDGÕU�(Ak, 1998: 145). )L\DWÕQ�
|QHPLQL� HWNLOH\HQ� GL÷HU� ELU� GH÷LúNHQ� GH� PDUND� LVPLQLQ� J�oO�O�÷�� YH� WDQÕQÕUOÕ÷ÕGÕU��
hU�QOHULQ� IL]LNVHO�RODUDN�D\QÕ�ROGX÷X�YH�PDUND� LVLPOHULQLQ� W�NHWLFL\H� WDQÕGÕN�ROPDGÕ÷Õ�
bir yerde fiyat, tüketici için ürünün kalitesinL�GH÷HUOHndirmede güçlü bir eleman haline 

JHOPHNWHGLU��$QFDN�PDUND�WDQÕQÕUOÕ÷Õ���U�Q�NDOLWHVLQL�LOHWPHGH�IL\DW�NDGDU��KDWWD�IL\DWWDQ�
GDKD� ID]OD� |QHPH� VDKLSWLU�� %X� J|]OHP� |]HOOLNOH�� VHE]H� PH\YH� YH� PHúUXEDWODU� LoLQ�
GR÷UXGXU��)L\DW��PDUND� LVPL�JLEL��GL÷HU��U�Q�HOHPDQODUÕQÕQ�HNVLNOL÷L�KDOLQGH��J�oO��ELU�
ileWLúLP�DUDFÕQD�G|Q�úPHNWHGLU (.RFDEDú�YH�(OGHQ�YH Çelebi, 1999: 43). Ancak fiyat, bu 

QRNWDGD� LVWHU� \�NVHN� ROVXQ�� LVWHU� G�ú�N� WHN� EDúÕQD� WHUFLK�� PDUND� ED÷OÕOÕ÷Õ� \DUDWPDGD�
HWNLOL� GH÷LOGLU�� )L\DW�� JHOHQHNVHO� SD]DUODPD� XQVXUODUÕQGD� �U�Q�� \HU�� WDQÕWÕP� YH� IL\DW�
G|UWOHPHVLQLQ� VDGHFH� ELU� SDUoDVÕGÕU� YH� NXUXPXQ�� PDUNDQÕQ�� �U�Q�Q� YH� GDKD� ELUoRN�
GH÷LúNHQLQ�HWNLVLQH�J|UH�HWNLQOLN�ND]DQPDNWDGÕU� 

Bu nedenle üU�Q�Q�IL\DWÕ�EHOLUOHQLUNHQ�SD]DUODPD�LOHWLúLPLQLQ�GL÷HU�HOHPDQODUÕ�Ga 

J|]�|Q�QGH�EXOXQGXUXOPDOÕGÕU��%HOLUOHQHFHN�IL\DW���U�Q�Q�|]HOOLNOHULQH��\DúDP�V�UHFLQH��
KHGHI� NLWOHVLQH�� VDWÕú� \HULQH� Y�E�� ED÷OÕ� RODUDN� GH÷LúPHNWHGLU (.RFDEDú� YH� (OGHQ� YH 
Çelebi, 1999: 42-43).�%X�ED÷ODPGD�]DPDQ�]DPDQ�W�NHWLFLOHU�IL\DW�VD\ÕODUÕQÕ�WHUV�DOJÕODU�
YH� G�ú�N� IL\DWÕ�� ID]OD� RODQGDQ� GDKD� \�NVHN� DOJÕODU�� gUQH÷LQ�� �� ����� úHNOLQGH� NRQXODQ�
IL\DW���������úHNOLQGHNL�IL\DWWDQ�GDKD�G�ú�N�J|U�QHELOLU��%X�GXUXP��UHIHUDQV�QRNWDODUÕQD�
ED÷OÕ�RODUDN�DoÕNODQDELOLU����ILJ�U���UHIHUDQV�QRNWDVÕ�RODUDN�URO oynar ve tüketiciye $ 1.95 

IL\DWÕQÕQ�� ���� IL\DWÕQGDQ� ��&HQW�G�ú�N�ROGX÷XQX� V|\OHU��'L÷HU� \DQGDQ��� ����� IL\DWÕ, $ 

1’GDQ����&HQW�\�NVHNWLU��%X�QHGHQOH��UHIHUDQV�QRNWDODUÕQD�ED÷OÕ�RODUDN�ELU�IL\DW�\�NVHN��
GL÷HUL�LVH�G�ú�N�RODUDN�DOJÕODQDELOLU��.RFDEDú�YH�(OGHQ�YH�Çelebi, 1999: 45). Pazarlama 
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LOHWLúLPL� V�UHFLQGH� GDKD� |QFH� GH÷LQLOGL÷L� JLEL� W�NHWLFL� NLWOHVLQH� VXQGX÷XQX]� KHU� LOHWL�
sizin marka LQúDQÕ]D�NRQXOPXú�ELU�WX÷OD�YH\D�WHPHOH�YXUXOPXú�balyoz olabilmektedir.  

 

1.2.1.3. Terminoloj i 

En iyi terminolojiyi uygulamak için geroHN�DQDKWDU�WXWDUOÕOÕN��EDVLWOLN�YH�QHWOLNWH�
JL]OLGLU��%X��o�DOWÕQ�NXUDO�úLUNHWin�NLPOL÷LQH�GDKLO�HGLOPHOLGLU�(Perry ve Wisnom, 2004: 

112-113)�� .XUXP� NLPOL÷L� ROXúXP� V�UHFLQGH� LVLP� XQVXUXQXQ� NXOODQÕPÕQGDQ� WXWXQGD�
ILUPDQÕQ� \D]ÕOÕ�� J|UVHO� YH� V|]O�� W�P� LOHWLOHULQGH� EX� �o� XQVXU� DQODúÕOÕUOÕN� YH� DoÕNOÕN�
yönünde oldukça önemlidir. 

7XWDUOÕOÕN� .XUDOÕ� %�W�Q� LVLPOHU� WHN� ELU� WHUPLQRORML� VLVWHPL� RODUDN� VXQXOGX÷X�
]DPDQ�E�W�Q�DUDVÕQGD�ELU�VLQHUML�ROPDVÕ� LoLQ; bütün marka, isimlerini WXWDUOÕOÕNWD�\DUDW��
uygula ve yerine geWLU�� %LU� úLUNHWLQ� VRQ� LVWH\HFH÷L� úH\� ELU� \HUGH� ELUNDo� VD\JÕVÕ]� WRQOX�
PDUND� LVPL�� ELU� \HUGH� ELUNDo� JHOHQHNVHO� LVLP� YH� NHQGL� \|QHWLFL� DVLVWDQÕPÕ]ÕQ� ELOH�
DQODPD\DFD÷Õ�� V|]GH� JHUoHN� DQODPÕQGD� RODQ� NHOLPHOHUGLU�� (÷HU� NRQXPODQGÕUPD�
VWUDWHMLQL]� VD\JÕVÕ]� ELU� WRQGD ise, o zaman bile bunun bütün isimlere uyJXODQGÕ÷ÕQGDQ�
HPLQ�ROXQ��\DOQÕ]ca rasgele�ELUNDo�WDQHVLQH�GH÷LO� 

%DVLWOLN� .XUDOÕ� Bütün isimleri tek bir terminoloji sistemi olarak vermek 

LVWHUVHQL]��X]XQ�YH�DEDUWÕOÕ�isimlerin sorumluluk gerektirdL÷L�JHUoH÷L�GDKD�EHOLUJLQOHúLU� 
1HWOLN� .XUDOÕ� Özelli kle çoklu marka LOLúNLOHUL� LOH� LOJLOHQLUNHQ�� %�tün marka 

LVLPOHULQLQ�NÕVD�YH�\HULQGH�ROGX÷XQGDQ�HPLQ�ROXQ� 
 

���������øsim 

14. yüz\ÕOGDQ� LWLEDUHQ� �UHWLFLOHU� YH tüccarlar, kendi ürünleri üzerine kendi 

PDUNDODUÕQÕ�NR\PD\D�EDúODGÕODU��%X�PDUNDQÕQ�WDQÕQPDVÕ�R��U�Q�Q�VDKLELQL�YH�NDOLWHVLQL�
tescil etmekte, taklit edilmesini önlemekteydi. Bir ürünü pazara sürürNHQ� DOÕQDFDN� HQ�
NULWLN�SD]DUODPD�NDUDUODUÕQÕQ�EDúÕQGD���U�QH��LVLP��YHUPH�JHOPHNWHGLU��hU�QH�YHULOHFHN�
isim, onun pazardD�WXWXOPDVÕ�YH�E|\OHFH�PDUNDODúPDVÕQÕ��NÕVDFD�EDúDUÕVÕQÕ�EHOLUOH\HFHN�
derecede önemlidir. Çünkü verilen isLP�� NLPL� ]DPDQ� úLUNHWOHULQ� ELU� DGÕP� |Q�QH� ELOH�
JHoPHNWH� YH� úLUNHWL� sürükleyen bir marka haline gelmektedir (.RFDEDú ve Elden ve 

Çelebi, 1999: 38). Bu yönüyle kXOODQÕODQ� PDUND� LVPL� �UHWLFL� LOH� W�NHWLFL� DUDVÕQGD�
ROXúDFDN�ELU�N|SU��PDKL\HWLQGHGLU��)LUPDODU�LoLQ�EDúODQJÕoWD�WLFDUL�PDUNDGDQ�LEDUHW�RODQ�
LVLPOHU�� ]DPDQ� LoLQGH� W�NHWLFL� LOH� |]GHúOHúHUHN� RQODU� LoLQ� YD]JHoLOPH]� ROXUODU. $NÕOOÕ�
firmalar� PHYFXW� P�úWHULOHULQL� UDNLSOHULQGHQ� X]DNWD� WXWPDN� YH� P�úWHULOHULQ� NHQGLOHULQL�
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ILUPD\D�\DNÕQ�KLVVHWPHOHUL�LoLQ�RQODUÕQ�HWUDIÕQGD�DGHWD�NRUX\XFX�ELU�D÷�|UHUOHU��hU�Q�YH�
KL]PHWLQ� NXOODQÕPÕQÕ� DUWWÕUDUDN,� P�úWHULOHULQLQ� WHNUDU� JHOPHVLQL� JDUDQWL� HGHQ� �VÕNOÕN�
SD]DUODPDVÕ�� GL\H� DGODQGÕUGÕNODUÕ� ELU� \|QWHP� NXOODQÕUODU (Özgen, 2002: 746). Bunu 

temin etmek için: 

� $PDFÕ�EHOLUOHPHN, 

� 7DP�ELU��U�Q�VD÷ODPDN, 

� Yüksek NDOLWH�VWDQGDUWODUÕQÕ�V�UG�UPHN� 
� Birden çok statü düzeyi yaratmak, 

� SomuW�YH�VR\XW�\DUDUODUÕ�GHQJHOHPHN� 
� Uzun soluklu bir il LúNL�JHOLúWLUPHN, 

� g]J�Q�\DUDUODU�VD÷ODPDN�JHUHNPHNWHGLU� 
Bu sebeplerle kXUXPVDO� YH� PDUND� NLPOL÷LQL]OH� LOJLOL� YHUHFH÷LQL]� HQ� |QHPOL�

PDUNDODPD�NDUDUÕ��U�Q ya GD�KL]PHWLQL]LQ�LVPLQLQ�QH�RODFD÷ÕGÕU��d�QN��X]XQ�YDdede bir 

PDUND�� ELU� LVLPGHQ� EDúND� KLoELU� úH\� GH÷LOGLU�� %LU�PDUND\Õ� NÕVD� YDGHGH� EDúDUÕOÕ� \DSDQ�
úH\OH��X]XQ�YDGHGH�EDúDUÕ\Õ�P�PN�Q�NÕODQ�úH\OHUL�ELUELULQH�NDUÕúWÕUPD\ÕQ��.ÕVD�YDGHGH��
PDUNDQÕQ� hayatta kalabilmesi için benzersiz bir fikir ya GD� NRQVHSWH� VDKLS� ROPDVÕ�
gerekir. Yeni bir kategoride ilk olmasÕ� JHUHNLU�� =LKLQOHUGH� ELU� NHOLPH\H� VDKLS� ROPDVÕ�
gerekir. Ancak uzun vadede, benzersiz fikir ya da konsept uçup gider. Geriye kalan tek 

úH\�� VL]LQ�PDUNDQÕ]ÕQ� LVPL� LOH� UDNLSOHULQL]LQ� LVLPOHULGLU��;HUR[� LON�G�]�ND÷ÕWOÕ� fotokopi 

makinesidir. Bu benzersiz fikir, zihinlerde güoO�� ;HUR[� PDUNDVÕQÕ� LQúD� HWWL�� Ancak 

bugün tüm fotokopi makLQHOHUL� D\QÕ� VLVWHPH� VDKLS�� 0DUNDODU� DUDVÕQGDNL� IDUN� �U�QGH�
GH÷LO���U�QOHULQ�LVLPOHULQGH��'DKD�GR÷UXVX��LVLPOHULQ�DOJÕODQÕúÕQGD��%XJ�Q�EX�IDUNOÕOÕNODU�
yok olup gitti . Ancak, Xerox hDOD�IRWRNRSL�PDNLQHVL�DODQÕQGD�HQ�L\L�PDUND��Sebeplerden 

biri, ismin kendisi (Al ve Laura, 2005: 75), BX� oHUoHYHGH� úLUNHW� LVPLQLQ� QDVÕO�
NXOODQÕODFD÷Õ� KHP� EDVLW� KHP� GH� NDUPDúÕN� ELU� VRUXQGXU�� %DVLWWLU� o�QN�� NXUDOODU� oRN�
açÕNoD� EHOLUOHQPLúWLU�� NDUPDúÕNWÕr çüQN�� oR÷X� úLUNHW� PDUNDODPDQÕQ� EDVLW� NXUDOODUÕQD�
X\PD]� YH� PDQWÕ÷D� NDUúÕ� JHOHQ� EX� GXUXP, bitmez� W�NHQPH]�� PDUND� PÕ� úLUNHW� PL�
WDUWÕúPDODUÕQD� \RO� DoDU�� 0DUND� LVLPOHUL� KHPHQ� KHU� ]DPDQ� úLUNHW� LVLPOHULQGHQ� |QFH�
JHOPHOLGLU�� 7�NHWLFLOHU� PDUNDODUÕ� VDWÕQ� DOÕU�� úLUNHWOHUL� GH÷LO�� %X� \�]GHQ�� QH� ]DPDQ� ELU�
úLUNHW�LVPL�ELU�PDUND�JLEL�NXOODQÕOVD��*(��&RFD�– Cola, IBM, Xerox, Intel) tüketiciler bu 

isimleri birer marka olarak görür��øVLP�PDUND�RODUDN�NXOODQÕOPDGÕ÷Õ�V�UHFH��ELU�úLUNHW�ELU�
úLUNHWWLU�� %LU� PDUND� GD� ELU� PDUND�� $UDODUÕQGD� ELU� IDUN� YDU�� %LU� úLUNHW�� PDUND\Õ� �UHWHQ�
RUJDQL]DV\RQGXU��0DUNDQÕQ�NHQGLVL�GH÷LO��0LFURVRIW��:RUG�GH÷LOGLU��3URFWHU�	�*DPEOH��
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7LGH�GH÷LOGLU��0LFURVRIW�SHN�oRN��U�Q��UHWLU�YH�EXQODUGDQ�ELUL�GH�:RUG¶G�U��3URFWHU�	�
Gamble pek çok ürün üretir ve bunlardan biri de Tide’dir (Al ve Laura, 2005: 104). Bu 

\|Q�\OH� L\L� VHoLOPLú� ELU� LVLP� LoL� GROGXUXOGX÷XQGD� LVLPGHn ötH� ELU� úH\GLU�� DUWÕN� R�
PDUNDGÕU� 

Bu örnekler JLEL� LVLP� ROXúWXUPD� KHP� oRN� EDVLW� KHP� GH� oRN� NDUPDúÕNWÕU�� %X�
noktada, isimlendirme��oDOÕúDQODUÕQ�SL]]D�YH�ELUD�HúOL÷LQGH�\DUDWDFD÷Õ�KDYDOÕ�LVLPOHUGHQ�
oRN� GDKD� ID]ODVÕGÕU��<DVDO�PHVHOHOHU� YH� LQWHUQHW� NRQXODUÕ�� N�OW�UHO� YH� GLOVHO� X\JXQOXN��
çeYLUL�\HWLVL��KDIÕ]DGD�NDOÕUOÕN��WHODIIX]��KDWWD�\D]ÕP�ELOH�LVLPOHQGLUPHQLQ�NDUPDúÕNOÕ÷ÕQD�
oRN� úH\� NDWDU�� $\UÕFD� ELU� GH� LVPLQ� úLUNHW� KDNNÕQGD� QH� LOHWWL÷L� YH� EXQXQ� �U�QOHUH��
KL]PHWOHUH�YH�WHNQRORMLOHUH�QDVÕO�\DQVÕGÕ÷Õ�JLEL�ELU�EDúND�PHVHOH�GH�PHYFXWWXU��%X�ELUELUL�
DUGÕQD� JHOHQ� NDUPDúDODUÕQ� QHGHQL� QHGLU"� 'R\PD���� ����¶OÕ� \ÕOODU� ER\XQFD�� E�W�Q�
isimlerin tahminen yüzde alWPÕú� LOH� \�]GH� \HWPLúL� YH� \LQH� $PHULNDQ� PDUND�
DUDúWÕUPDODUÕQD��ER\XQ�H÷HQ�LVLPOHULQ�WDKPLQHQ�\�]GH�DlWPÕú�LOH�\�]GH�\HWPLúL�ELU�EXOJX�
LOH�NDUúÕODúWÕ��0DUNDQÕQ�E�W�QO�÷�Q�Q�ER]XOPDVÕ�WHKOLNHVL�(Perry ve Wisnom, 2004: 59-

60). gUQH÷LQ��EH\D]�Hú\DQÕQ�HQ�E�\�÷��$UoHli k, belli bir noktadan sRQUD��GÕú�SD]DUODUD�
DoÕOPDN� LVWHGL÷L� ]DPDQ,� EX� LVPLQ�� |]HOOLNOH�EDWÕOÕODU� WDUDIÕQGDQ� WHODIIX]XQXQ�QHUHGH\VH�
RODQDNVÕ]� RODFD÷ÕQÕ� J|UG��� %XQXQ� �]HULQH�� D\QÕ� �U�QOHUL� ED]� DODUDN� %HNR� PDUNDVÕQÕ�
yaratma \ROXQD�JLWWL�� øVPLQ�NROD\�WHODIfu]�HGLOPHVL�YH�DNÕOGD�NDOÕ\RU�ROPDVÕ��%HNR
QXQ�
G�Q\D�SD]DUODUÕQGD�XODúWÕ÷Õ�EDúDUÕGD�HWNLOL�ROPXúWXU (.RFDEDú�YH�(OGHQ�YH�Çelebi, 1999: 

38). Bu örnek,� LVLP� VHoPHGH� EDúND� N�OW�U�� X\JDUOÕN� YH� GLOOHUL� |QHPVHPHQLQ� JHUH÷LQL�
RUWD\D� NR\PDVÕ� DoÕVÕQGDQ� |QHPOLGLU�� %X� IDNW|U� YH� GL÷HUOHUL� LVLP� VHoPH� V�UHFLQGH�
L]OHQPHVL�JHUHNHQ�VWUDWHMLOHU�ROGX÷XQX�J|VWHUPHNWHGLU�� 

 

1.2.1.4.1. øsim Seçme Sürecinde�øzlenecek Stratej iler 

*OREDO�|OoHNWH�EX��Lú�G�Q\DVÕQÕQ�HQ�|QHPOL�NRQXVXGXU��ùLUNHWOHU�LNL\H�D\UÕOPÕúWÕU��
øúLQ� |]�Q�Q� GDKD� �VW�Q� �U�Q� YH� KL]PHWOHU� JHOLúWLUPHN� LoLQ� oDOÕúPDN� ROGX÷XQX�
G�ú�QHQOHUOH�� PDUNDODPD\D� LQDQDQODU�� hU�Q� PDUND\D� NDUúÕ (Al ve Laura, 2005: 77); 

Kottler' e göre marka ismi seçmek için dört strateji bulunPDNWDGÕU (Bozkurt, 2006: 51-

52). A\QÕ�]DPDQGD�LVLP�NDWHJRrilerLQGH�GH�LúDUHW�HGHQ�EX�VWUDWHMLOHU�úXQODUGÕU� 
.LúLVHO� $GODU�� $\QÕ� ILUPD\D� DLW� IDUNOÕ� �U�QOHULQ� NLúLVHO� DGODUÕ� YDUGÕU�� gUQHN�

olarak, General Mill s'in ürünleri söyle isimlenGLULOPLúWLU��%LVTXLFN��*ROG��0edal, Betty 

Crocker, Nature Valley. Böyle bir strateji NXOODQPDQÕQ� DYDQWDMÕ�� |UJ�W�Q� �U�Q� \HO-
SD]HVLQL�oHúLWOHQGLUHELOPHNWLU��%|\OH�ELU�VWUDWHML� L]OHGL÷LPL]GH��XFX]�DOW�G�]H\�ELU��U�Q�
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üretti÷LPL]�]DPDQ��GL÷HU��U�QOHULQ�EXOXQPXú�ROGX÷X�G�]H\L�HWNLOHPHPLú�YH\D�IDUNOÕ�ELU�
SD]DU�RGD÷Õ�ROXúWXUPXú�ROXUX]� 

$LOH�$GÕ� %X�\DNODúÕPÕQ�GD�DYDQWDMODUÕ�YDUGÕU��0HVHOD�\HQL�ELU��U�Q��UHWLOGL÷LQGH��
\HQL�ELU� LVLP�EXOPDN�JHUHNPHPHNWHGLU��$\UÕFD�� WHNUDU�PDUND�\DUDWPDN� LoLQ� UHNODP�YH�
SDUD� KDUFDQPDVÕ� GD� JHUHNPHPHNWHGLU�� o�QN�� PDUND� ]DWHQ� ROXúWXUXOPXúWXU�� gUQH÷LQ��
H÷HU�&DPSHOO�IDUNOÕ�WDWWD�oRUED��UHWLUVH��ROXúWXUXOPXú�PDUND\D�HN�RODUDN��U�Q�Q��Sazara 

VXQDELOLU��2��UHWWL÷L��U�Q�Q�PDUNDVÕQÕ�GH÷LúWLUPH\H�JHUHN�ROPD]� 
$\UÕ� $LOH� $GODUÕ�� (÷HU� |UJ�W� IDUNOÕ� W�UGH� �U�Q� �UHWL\RUVD�� WHN� ELU� DLOH� LVPL�

NXOODQPDN� \HULQH�� D\UÕ� DGODQGÕUPD� VWUDWHMLVL� NXOODQÕODELOLU�� 7HN� ELU� DLOH� LVPL�� W�NHWLFL�
J|]�QGH� NDUÕúÕNOÕ÷D� VHEHS� RODELOHFH÷LQGHQ� IDUNOÕ� DGODQGÕUPD� GDKD� \DUDUOÕGÕU��gUQH÷LQ��
6ZLIW� úLUNHWL� NDUÕúÕNOÕ÷Õ� |QOHPHN� DPDFÕOÕ\OD�� GRPX]� HWL� LoLQ� ³3UHPLXP��� J�EUH� LoLQ�
³9LJRUR��LVPLQL�NXOODQPDNWDGÕU� 

Ticari Ad ve� .LúLVHO� hU�Q� $GÕQÕ� %HUDEHU� .XOODQPD� Bu stratejiyi kullanan 

|UJ�WOHUGHQ�ELU�WDQHVL�.HOORJJ
V�úLUNHWLGLU��.HOORJJ
�V�5LFH�.ULVSLHV��.HOORJJ
�V�5DLVLQJ�
YH� .HOORJJ
� V� &RUQ� )ODNHV� JLEL�� hU�QH� YHULOHQ� PDUND�� úLUNHW� LVPL� LOH� ELUOHúWLULOPLúWLU��
Böyle bir stratejL�NXOODQPDQÕQ�\DUDUÕ�� úLUNHW� LVPLQLQ��U�Q��\DVDOODúWÕUPDVÕ��NLúLVHO��U�Q�
LVPLQLQ���U�Q��|]HO�NÕOPDVÕ�YH�KHU�\HQL��U�QH�D\UÕ�ELU�|]HUNOLN�YHUPHVLGLU� 

 

�����������øVLPOHUL�0DUNDODUGD�YDúD\DQODU 
<DUDWÕFÕ� NLúLOHULQ� \DUDWWÕNODUÕ� G�Q\D� oDSÕQGDNL� �U�QOHUH�� PDrka olarak kendi 

isimlerini verPHOHULQH� HQ� oRN�PRGD�� SDUI�P� YH�P�FHYKHU� HQG�VWULOHULQGH� UDVWODQÕ\RU��
.LúLVHO� \DUDWÕFÕOÕ÷ÕQ� |Q� SODQD� oÕNPDVÕ�� EX� VHNW|UOHUGH� PDUNDODúPD� NRQXVXQda önem 

WDúÕ\RU��7ÕSNÕ�ELU�VDQDWoÕ�JLEL��U�QOHULQL�LVLPOHUL�LOH�LP]DOD\DQ�EX�\DUDWÕFÕOar, genelli kle 

)UDQVÕ] ya da � $OPDQ� RULMLQOL� ROX\RUODU�� %X� VHNW|UOHUGH� PDUNDODU�� GL÷HU� VHNW|UOHULQ�
DNVLQH� VDGHFH� VR\DGODUOD�GH÷LO��KHP�DG�KHP�GH� VR\DGODUOD�YHULOL\RU��0RGD�VHNW|U�QGH�
EDúDUÕOÕ�RODQ�PDUNDODU�JHQHOOLNOH�SDUI�P�HQG�VWULVLQGH�GH�NXOODQÕOPD\D�GHvam edil iyor 

�7X]FXR÷OX, 8: 49-50)�� øVLPOHUL� PDUNDODUGD� \DúD\DQ� |UQHNOHU� NDWHJRULOHUH� J|UH� úX�
úHNLldedir: 

ELIZABETH ARDEN, GEORGIO ARMANI, CATHERINE ARLEY, Luciano 

BENETTON, François CARTIER, Gabrielle Coco CHANEL, Adolf Dassler 

(ADIDAS), CHRISTIAN DIOR, JEAN PAUL GAULTER, CAROLINA HERRERA, 

Wolfgang JOOP, DONNA KARAN, CALVIN KLEIN, Rene LACOSTE, ESTEE 

LAUDER, RALPH LAUREN, YVES SAINT LAURENT, ISSEY MIYAK E, PACO 
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RABANNE, NINA RICCHI, HELENA RUBINSTEIN, JIL SANDER, Levi Straus 

(LEVI'S), SERGIO T ACCHINI, GIANNI VERSACE, LOUIS VUITTON bu sektörde 

ilk akla gelen yaratÕFÕ�PDUNDODUGÕU�� 
2WRPRWLY� VHNW|U�QGHNL� WDQÕQPÕú� PDUNDODUÕQ� KHPHQ� KHPHQ� WDPDPÕ�� úLUNHWOHULQ�

kuruculaUÕQÕQ� VR\DGÕQGDQ� \ROD� oÕNÕODUDN� �UHWLOHQ� PDUNDODUGÕU�� $PHULNDQ� Rtomobil 

HQG�VWULVLQLQ� EDEDVÕ� NDbul edilen Henry FORD (1863-1947), Alman otomobil 

endüstrisinin temelini atan Gottlieb DAIMLER (1834-1900) ve Carl Friedrich BENZ 

(1844-������ YH� -DSRQ\D
GD� � ELQHN� RWRPRELOL� �UHWLPLQL� EDúODWDQ� .LLoLUR� 72<27$�
(1894-1952) hala markalarda yaúÕ\RUODU��%HQ]HU� úHNLOGH�KDYDFÕOÕN� HQG�VWULVLQGH�GH�ELU�
oRN� LVPH� UDVWODQPDNWDGÕU�� ³+DYDFÕOÕ÷ÕQ� EDEDVÕ´� RODUDN� DGODQGÕUÕODQ� :LOOLDP� (GZDUG�
%2,1*��%XQXQ�\DQÕQGD�HOHNWULNOL�DUDoODU�NRQXVXQGD�VHNW|U�Q�|QF�O�÷�Q��\DSDQ�KHPHQ�
KHPHQ� E�W�Q�$OPDQ�PDUNDODUÕ� GD� \DUDWÕFÕOÕNODUÕ� VR\DGODUÕ� LOH� WDQÕQPDNWDGÕU�� gUQH÷LQ��
motorlu araçlar için elektrik GRQDQÕPÕ� �UHWHUHN� LúH� EDúOD\DQ� 5REHUW� %26&+�� UDG\R�
�UHWLPLQGHNL� \HQLOLNOHUL� LOH� EX� PHG\DQÕQ� \D\JÕQODúPDVÕQÕ� VD÷OD\DQ� 0D[� *581',*��
�����\ÕOÕQGD� LP]DODGÕNODUÕ� V|]OHúPH� LOH�G�Q\DQÕQ�HQ�E�\�N�úLUNHWOHULQGHQ�ELULQL�NXUDQ�
Willi am PROCTER ve James GAMBLE, Almanya’da kahve endüstrisini kuran 

sanayici Johann JACOBS.  

 

1.2.1.5. SDWÕODFDN�0al 

0D÷D]DQÕQ� EXOXQGXUGX÷X� PDO� oHúLdi onun LPDMÕQÕ� \DQVÕWÕU�� 6DWÕODFDN� Hú\DQÕQ�
NDOLWHVL�� IL\DWÕ�� oHúLGL� YH� PLNWDUÕ� W�NHWLFL\H� oHúLWOL� PHsajlar iletir. Yüksek kaliteli ve 

IL\DWOÕ� Hú\D� EXOXQGXUDQ� ELU�PD÷D]D�� W�NHWLFLOHULQH�� ELULQFL� VÕQÕI� ELU�PD÷D]DGD� DOÕúYHULú�
HWWLNOHULQL�ELOGLULU��(ú\D\D�\DWÕUÕP�\DSDQ�YH�JHQLú�oHúLW�EXOXQGXUDQ�ELU�PD÷D]D�P�úWHUL\H�
�+D\DO� HGHELOHFH÷LQL]� KHU� úH\� EX� PD÷D]DGD� EXOXQXU�� %L]GH� \RNVD�� NLPVHGH� \RNWur." 

(.RFDEDú ve Elden ve Çelebi, 1999: 48)�� GHPHNWHGLU�� 'ROD\ÕVÕ\OD� VDWÕODFDN� PDOÕQ�
VXQXOGX÷X� PD÷D]DGDQ� WXWXQGD,� VDWÕODFDN� Hú\DQÕQ� NDOLWHVL,� IL\DWÕ�� oHúLGL�� PLNWDUÕ� JLEL�
XQVXUODUÕQ�biri ya da E�W�Q��PDOÕQ�WHUFLK�HGLOLUOL÷LQGH�ELU�HWNHQGLU�� 

 

1.2.1.6. Tüketim <DSÕVÕQD�Uygunluk 

Tüketicilerin� �U�Q�� HYOHULQGH� QDVÕO� NXOODQGÕNODUÕQD� GDLU� \DSÕODQ� oDOÕúPDODU��
DPEDODM� GH÷LúLNOL÷L� YH� JHOLúWLULOPHVLQLQ� JHUHNOLOL÷LQL� VDYXQPDNWDGÕU�� gUQH÷LQ�� ND÷ÕW�
havlX� JHQHOGH� \DWDN� RGDVÕQD�� EDQ\R\D� YH\D� GL÷HU� RGDODUD� NRQXU�� %X� GR÷UXOWXGD��
pazarlaPDFÕODU� RGDQÕQ� GHNRUXQD� X\JXQ�� oHúLWOL� WDU]ODUGD� DPEDODMODU� GL]D\Q� HWPHNWHGLU��
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%|\OHVL� ELU� IDUNOÕOÕN�� .OHHQH[� WDUDIÕQGDQ� NXOODQÕOPDNWDGÕU�� <HU� IÕVWÕ÷Õ� \D÷Õ� YH� M|OH�
�UHWLFLOHUL�� �U�Q�Q� NXOODQÕPÕ� VRQUDVÕQGD� DUWD� NDODQ� NDYDQR]ODUÕ�� W�NHWLFLOHULQ� EDUGDN�
olarak� NXOODQGÕNODUÕQÕ� NHúIHWPLúOHUGLU�� .DYDQR]ODUÕQ� EDUGDN� RODUDN� NXOODQÕPÕQÕ� UHNODP�
yapmak için, jölelerini dekoratif kavanozlar içine NR\PD\D� EDúODPÕúODUGÕU�� 'L÷HU� ELU�
|UQHN�� ELU� oRN� W�NHWLFLQLQ� SODVWLN� \D÷� NDSODUÕQÕ� \L\HFHN� VDNODPD� NDEÕ� olarak tekrar 

kullanmDODUÕGÕU� (.RFDEDú� YH� (OGHQ� YH Çelebi, 1999: 40). Bu yönüyle ürünün öz 

ID\GDODUÕQÕQ� \DQÕQGD� W�NHWLP� \DSÕVÕQD� X\JXQ� ROPDVÕ� �U�QH� HN� JHWLUL� VD÷OD\DFDNWÕU��
3L\DVD��EX��U�Q��|]�ID\GDODUÕQÕQ�\DQÕnda ek faylarla sunarak;�W�NHWLFLQLQ�NDUúÕVÕQD�oÕNDQ�
ILUPDODUÕQ�ürünlerinin�UHNDEHWWH��VW�Q�RODELOGLNOHUL�ELU�\DSÕGÕU�� 

 

1.2.1.7. 0D÷D]D�6DWÕú�YH�<HUOHúLP�<eri 

%�W�Q�PD÷D]DODU�W�NHWLFL\H�ELU�NLúLOLN�YH\D�LPDM�\DQVÕWÕU��%XQXQ�GD�|WHVLQGH�D\QÕ�
PD÷D]DQÕQ�� IDUNOÕ� W�NHWLFLOHU� LoLQ� IDUNOÕ� LPDMÕ� YDUGÕU��'�ú�N�YH�RUWD� JHOLUOL� NLúilere son 

PRGD� JL\VLOHULQ� VHUJLOHQGL÷L� ELU� PD÷D]D�� ]DPDQ� ND\EÕ�� �VW�QO�N� GX\JXVX� LoLQ� DOÕPda 

bulunma, masraf gibi duygular iletebili r. Onlar içiQ� EX� W�U� ELU� PD÷D]DGD� DOÕúYHULú 
\DSPDN�� ]RUOXN� KLVVL� X\DQGÕUDELOLU�� $NVLQH�� \�NVHN� JHOLUOL� NLúLOHU� D\QÕ� PD÷D]D\Õ�� úÕN��
prestijli ve iyi dizayQ� HGLOPLú� RODUDN� DOJÕOD\DELOLUler. 6DWÕú� \HUL�� SD]DUODPD� LOHWLúLPL�
DoÕVÕQGDQ� úX� EDúOÕNODU� DOWÕQGD� HOH� DOÕQPDNWDGÕU:� 0LPDUL� \DSÕ� YH� GÕú� FHSKH� GL]D\QÕ� iç 

FHSKH� GL]D\QÕ�� PD÷D]D� VDWÕFÕVÕ�� VDWÕODFDN� PDO�� LúDUHW� YH� ORJRODU� perakendH� UHNODPÕ��
PD÷D]D�\HUOHúLP�\HUL�YH�DOÕP�VRQUDVÕ�LOHWLúLP��.RFDEDú�YH�(OGHQ�YH�Çelebi, 1999: 45-

46).�$\UÕFD�PD÷D]DQÕQ�\HUOHúLP \HUL��PD÷D]D�LPDMÕQÕ�HWNLOHPHNWHdir. MD÷D]DQÕQ�FR÷UDIL�
\HUOHúLP�\HUL��SD]DUÕ�E|O�POHUH�D\ÕUPDNWDGÕU.�0D÷D]D�\�NVHN�JHOLUOL�NLúLOHULQ�EXOXQGX÷X�
yere yerleúLUVH��P�úWHULOHUL�G�ú�N�JHOLUOL�E|OJHGH�\HUOHúHQOHUGHQ�IDUNOÕ�RODFDNWÕU��0D÷D]D�
\|QHWLPL��PD÷D]D�LPDMÕQÕQ�G�]HQOHQPHVLQGH�EDúDUÕOÕ�ROPDN�LoLQ��PD÷D]D�LPDMÕQD�X\JXQ�
\HUOHúLP� \HUL� VHoLPLQH� JLWPHOLGLU�� 0D÷D]DQÕQ� FR÷UDIL� \HUOHúLP� DODQÕQa ek olarak 

DOÕúYHULú� PHUNH]L� LoLQGHNL� PD÷D]D� \HUOHúLPL� YH� NRPúX� PD÷D]DODU� GD� PD÷D]D� LPDMÕQÕ�
HWNLOHPHNWHGLU�� %D]HQ� DOÕúYHULú� PHUNH]OHULQGH�� PD÷D]DODUÕQ� ELUELUOHUL\OH� ]ÕW� LPDMODUÕ�
GLNNDWH�DOÕQPDNVÕ]ÕQ��oHúLWOL�PD÷D]DODU�ELU�DUDGD�EXOXQXU��$OÕúYHULú�PHUNH]LQde bulunan 

PD÷D]DODU�ELUELULQH�]ÕW�LPDMODU�WDúÕUVD��EX�GXUXP�P�úWHULQLQ�DNOÕQÕQ�NDUÕúPDVÕQD�\RO�DoDU�
YH�W�NHWLFLOHULQ�PD÷D]D�LPDMÕQÕ�\HQLGHQ�HOH�DOPDODUÕ\OD�VRQXoODQÕU�(.RFDEDú ve Elden ve 

Çelebi, 1999: 49). Bu yönüyle PD÷D]D�VDWÕú�YH�\HUOHúLP�\HUL�P�úWHULye albeni sunacak 

IL]LNL� úDUWODUD� X\JXQ�� W�NHWLFLOHULQ� GX\JXVDO� \|QOHULQH� KLWDS� HGHELOHFHN�� �U�Q�Q� |]�Q��
P�úWHUL\H�VXQPD�IÕUVDWÕ�VD÷OD\DELOHFHN�\DSÕ�YH�LúOH\LúWH�ROPDVÕ�JHUHNLU�� 
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1.2.1.8. Mimar i YDSÕ�- DÕú�YH�øo�&ephe 

dHúLWOL� J|U�Q�POHUGH� PD÷D]D� PLPDUL� \DSÕVÕ� YH� P�úWHUL\H� PD÷D]D� LoLQGH� QH�
XPPDVÕ� JHUHNWL÷LQL� V|\OH\HQ� GÕú� FHSKH� VLWLOOHUL� YDUGÕU�� %X� GXUXP� �U�Q�Q� DPEDODMÕQD�
EHQ]HWLOHELOLU�� $\QHQ�� DPEDODMÕQ� LoLQGHNL� �U�Q� JLEL�PD÷D]DQÕQ� LoLQGHNLOHU� GH��PD÷D]D�
PLPDUL� \DSÕVÕQÕQ� W�NHWLFL\H� LOHWWL÷L� PHVDMOD� X\XPOX� ROPDOÕGÕU�� 0D÷D]DQÕQ� PLPDUL�
\DSÕVÕQÕ� YH� GÕú� FHSKH� GL]D\QÕQÕ� ROXúWXUDQ� ED]Õ� HOHPDQODU�� HEDWODU�� úHNLO�� NXOODQÕODQ�
PDO]HPH�� PD÷D]D� JLULúL� YH� ÕúÕNODQGÕUPDGÕU�� (EDWODU� J�o� YH� J�YHQOLN� GX\JXVunu 

iletebili r. TüNHWLFLOHULQ��ILQDQVDO�DoÕGDQ�úHKLUGHNi bütün bankalar içinde en güçO��DODQÕQÕ�
;� %DQNDVÕ� RODUDN� DOJÕODGÕNODUÕQÕ�� $YUXSD
GD� \DSÕODQ� ELU� oDOÕúPD� RUWD\D� NR\PXúWXU��
*HUoHNWH�EX�EDQND�� úHKLUGHNL��o�QF��EDQNDGÕU��%XQD� UD÷PHQ�;�%DQNDVÕ�� úHKLUdeki en 

X]XQ� \DSÕ\Õ� LQúD� HWPLúWL� YH� NLORPHWUHOHUFH� |WHGHQ� J|U�OHELOPHNWH\GL�� %LU� PD÷D]DQÕQ�
úHNOL� W�NHWLFL\H� JL]li anlamlar iletir. TransameriFD� ������� P�� X]XQOX÷XQGD�� SLUDPLW�
úHNOLQGH�ELU�\DSÕ�LQúD�HWPLúWLU��<HQL�\DSÕQÕQ�E|\OH�LQúD�HGLOPHVLQLQ�DPDFÕ��WDQÕQPDPÕú�
RODQ� úLUNHWH�X\JXQ�ELU� LPDM�\DUDWÕPÕQD� \DUGÕPFÕ�ROPDN�YH�RQX�JHQLú�oDSta taQÕWPDNWÕ��
<HQL� RODQ� \DSÕQÕQ� úHNOL� “ futuristic”idi ve tüketiciye TranVDPHULFD
QÕQ� LOHUOH\HQ� YH�
�GDLPD�]DPDQÕQ�ELU�DGÕP�|Q�QGH�RODQ�ELU�úLUNHW��ROGX÷X�PHVDMÕQÕ�LOHWPHNWH\GL��0D÷D]D�
JLULúL�� JHQHOOLNOH� W�NHWLFLQLQ� ED÷ODQWÕ� NXUPDN� LoLQ� JHOGL÷L�� PD÷D]DQÕQ� |n bölümüdür. 

0D÷D]D� JLULúL�� PD÷D]D� LPDMÕQÕ� W�NHWLFL\H� LOHWPH\H� \DUGÕP� HGHU�� gUQH÷LQ�� 5RVH
XQ�
PD÷D]DVÕ�� W�NHWLFLQLQ� LVWH\HELOHFH÷L� Hú\D\Õ� VDWWÕ÷Õ� PHVDMÕQÕ� LOHWPHN� LVWHPLú�� EX� PHVDM�
ma÷D]D� JLULúL� GL]D\QÕ� LOH� EDúDUÕOPÕúWÕU��0D÷D]D� JLULúL�� W�NHWLFLGH� JHQLúOLN�ve büyüklük 

GX\JXVX� \DUDWÕU�� %X� LOHWLúLPL� EDúDUDFDN� RODQ� GL]D\Q� EDVLWWLU�� 0D÷D]D� JLULúL� ��� P��
JHQLúOHWLOHUHN�� GHULQOLN� ����� P�
GHQ� ����P�
\H� oÕNDUÕOPÕúWÕU�� 'Õú� ÕúÕNODQGÕUPD� GD�
PD÷D]DQÕQ� LPDM� YH� J�]HOOL÷LQH� NDWNÕGD� EXOXQXU�� 'Õú� ÕúÕNODQGÕUPD\D� GX\XODQ� LKWiyaç 

güvenlik nedeniyledir. FaNDW� G�]HQOL� RODUDN� \DSÕODQ� ÕúÕNODQGÕUPD�� HVWHWLN� J|U�Q�PH�
NDWNÕGD� EXOXQXU�� ,úÕNODQGÕUPD��PD÷D]D�PLPDUL� \DSÕVÕQÕ� WDPDPODPDOÕ��PD÷D]D� \DSÕVÕQÕ�
RUWD\D�oÕNDUPDOÕGÕU��'Õú�D\GÕQODWPD�SRWDQVL\HO�DOÕFÕODUD��LoLQH�JLUGLNOHUL�PD÷D]D\D�GDLU; 
úÕN�ELU�\HU��H÷OHQFH�\HUL��HY�JLEL�KLVsedilebilen bir yer, heyecan verici bir yer, güvenli bir 

yer veya buQD� EHQ]HU� G�ú�QFHOHU� oD÷UÕúWÕUDUDN� VSHVLILN� DOÕP� DWPRVIHUL� \DUDWÕU��
0D÷D]DODUÕQ� GÕú� FHSKH� J|U�Q�POHUL�� PD÷D]D� LQúDVÕQGD� NXOODQÕODQ� LQúDDW� PDO]HPHOHUi 
çerçevesindH� HOH� DOÕQÕU�� %X�PDO]HPHOHU� DKúDS�� WDú�� WX÷OD�� FDP� Y�E�GLU�� gUQH÷in, süper 

market yüzeyinde geleQHNVHO�RODUDN�WX÷OD�YH�JHQLú�SHQFHUHOHU�W�NHWLFLOHUH��G�ú�N�IL\DW�Õ�
LOHWHELOPHN� LoLQ� NXOODQÕOÕU�� øo� FHSKH� HOHPDQODUÕQÕQ� ED]ÕODUÕ�� UHQN�� GHPLUEDúODU ve iç 

ÕúÕNODQGÕUPDGÕU�� 5HQN�� PD÷D]DQÕQ� IL]LNVHO� J|U�QW�V�Q�� GH÷LúWLUPH� |]HOOL÷Lne sahiptir. 
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0DYL� UHQJLQ� VR÷XN� WRQODUÕ�� N�o�N� ELU� PD÷D]D\D� ID]ODGDQ� JHQLúOLN� J|U�Q�P��
VD÷OD\DFDNWÕU��.DKYHUHQJL�JLEL�GHULQOLN�YHUHQ�VÕFDN�WRQODUÕQ��GDU�PHVDIHOL�GXYDUODUGD�YH�
aoÕN�� VR÷XN� WRQODUÕQ� X]XQ� PHVDIHOL� GXYDUODUGD� NXOODQÕOPDVÕ\OD, uzun ve dar bir 

PD÷D]DQÕQ� GDKD� NÕVD� YH� GDKD� JHQLú� J|U�QPHVLQL� VD÷ODPDN� P�PN�QG�U�� 5HQNOHU��
PD÷D]DQÕQ� EHOLUOL� E|O�POHULQH� YH� PD÷D]D� Hú\DVÕQD� GLNNDW� oHNLOPHVLQGH� ID\GDOÕGÕU��
Bunun da ötesinde renk�� KRú� ELU� oDOÕúPD� RUWDPÕ� YH� DOÕúYHULú� DWPRVIHUL� \DUDWÕU�� 5HQN�
PD÷D]DQÕQ� DUNDGDúoÕOÕ÷ÕQÕ� YH� P�úWHULOHULQ� \DQÕ� VÕUD�� oDOÕúDQODUÕQD� GD� |QHP� YHUGL÷LQL�
\DQVÕWÕU��0D÷D]D� ÕúÕNODQGÕUPDVÕ�� úÕNOÕN�� JHOHQHNVHOOLN�� WXWXFXOXN� YH� GL÷HU� GX\JXODUÕ� GD�
iletmektedir (.RFDEDú ve Elden ve Çelebi, 1999: 47-48).� 0LPDUL� \DSÕ�� GÕú-iç cephe, 

EXQODUÕQ�KHSVL,��U�Q�Q�DPEDODMÕ�JLEL�FDGGHGH�EXOXQDQ�ELU�oRN�PD÷D]DQÕQ�GH÷LO de, sizin 

PD÷D]DQÕ]ÕQ�WHUFLK�HGLOPHVLQL�HWNLOH\HQ�IDNW|UOHUL�LIDGH�HGHU��%X�IDNW|U��ROXúWXUPDN�LVH�
bilgi birikimi ve tecrübeyi�NXOODQPD\Õ�JHUHNWLUHQ�ELU�V�UHoWLU� 

 

1.2.1.9. 0D÷D]D�6DWÕFÕVÕ� 
%HONL�GH�PD÷D]D�LPDMÕQÕQ�HQ�|QHPOL�HOHPDQODUÕQGDQ�ELUL�VDWÕú�SHUVRQHOLGLU��6DWÕú�

SHUVRQHOL�� P�úWHUileriyle yüz yüze temasta buluQXU� YH� GDYUDQÕúODUÕ� GL÷HU� LPDM�
faktörleriyle bir arada GH÷HUOHQGLULOLU��6DWÕú� SHUVRQHOL� FDQD� \DNÕQ�� VD\JÕOÕ� YH bilgil iyse, 

P�úWHULOHU�PD÷D]D\D�NDUúÕ� LVWHQHQ� \|QGH�ELU� LPDM�JHOLúWLULUOHU��6DWÕú�SHUVRQHOLQLQ�GL÷HU�
özelli klerL� GH�� P�úWHULQLQ� PD÷D]D� L]OHQLPLQL� HWNLOHU�� gUQH÷LQ�� VDWÕFÕQÕQ� \DúÕ�� cinsiyeti 

v.b. özell LNOHUL�P�úWHULQLQ�PD÷D]D\D� RODQ� LPDMÕQÕ� HWNLOH\HELOLU��2UWD� \DúOÕ� ELU�P�úWHUL��
NDUúÕVÕQGD� oRFXN� \DúWD�ELU� VDWÕFÕ� J|UPHN� LVWHPH\HELOLU��%LU� WDNÕP�NRúXOODU� DOWÕQGD�ED]Õ�
LQVDQODU��NDUúÕ� FLQVWHQ�ELU�NLúLQLQ�EHNOL\RU�ROPDVÕ�GXUXPXQGD� UDKDWVÕ]�ROXUODU��6RQXoWD�
sDWÕú� SHUVRQHOL�� P�úWHULOeriQH� EHQ]HU� |]HOOLNOHU� WDúÕGÕ÷ÕQGD� YH� RQODUÕQ� EHNOHQWLOHULQL�
NDUúÕODGÕ÷ÕQGD�� EX� P�úWHULOHULQ� PD÷D]D\D� LVWHQHQ� \|QGH� ELU� EDNÕú� DoÕVÕ� JHOLúWLUPH�
RODVÕOÕ÷Õ� \�NVHNWLU (.RFDEDú� YH Elden ve Çelebi, 1999: 48).� %X� ED÷ODPGD� PD÷D]D�
\DSÕQÕ]��iç-GÕú�FHSKHQL]�KDWWD��U�Q�Q�]�GDKL�oRN�NDOLWHOL��DOEHQLVL�RODQ��o|]�P�VXQDQ�YH�
GX\JXVDO� GR\XP� VD÷OD\DQ� \DSÕ� YH� LoHULNWH� RODELOLU�� $QFDN� SD]DUODPD� V�UHFL� YH�
LOHWLúLPLQGH�HQ�|QHPOL�|÷H�RODQ�LQVDQ�IDNW|U��EXQODUGDQ�GDKD�|QHPOLGLU��%X�oHUoHYHGH�
GR÷UX� PD÷D]D� VDWÕFÕVÕQÕ� P�úWHULQLQ� NDUúÕVÕQD� oÕNDUPDN� LoLQ� VHoLFL� ROPDN�� P�úWHULQLQ�
sosyo-GHPRJUDILN��N�OW�UHO�YH�HNRQRPLN�\DSÕVÕQÕ�GLNNDWH�DOPDN�JHUHNLU� 
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1.2.1.10. $OÕP�6RQUDVÕ�øOHWLúLP 

$OÕP� VRQUDVÕ� LOHWLúLP,� LúOHWPHQLQ� VRUXPOXOX÷XQXQ�� W�NHWLFLQLQ� �U�Q�� VDWÕQ�
DOPDVÕ\OD�ELWPHGL÷L��DVÕO�EXQGDQ�VRQUD�VRUXPOXOX÷XQ�EDúODGÕ÷Õ�HVDVÕQD�GD\DQÕU��øúOHWPH��
W�NHWLFL\OH� NXUXOXú� DUDVÕQGDNL� LOHWLúLP� NDQDOODUÕQÕ� DoÕN� WXWDUDN�� P�úWHULQLQ� úLND\HW� YH�
memnuniyet dereceleULQL� |÷UHQLU� YH� JHOHQ� IHHGEDFNH� J|UH�� �U�QGH� YH\D� LúOHWmede 

GH÷LúLNli kler yapma yoluna gider (.RFDEDú�YH Elden ve Çelebi, 1999: 50).�$OÕP�VRQUDVÕ�
LOHWLúLP� D\UÕFD�� PDUND� WHUFLKLQGHQ� VRQUD� PDUND� ED÷OÕOÕ÷ÕQÕQ� ROXúXPXQGD� \DQL�
�U�Q�Q�]�Q� WHNUDU� WHUFLKLQGH� HQ� |QHPOL� SD]DUODPD� LOHWLúLPL� V�UHoOHULQGHQ� ELULGLU��
øOHWLúLP�V�UHFLQGH�geri-ELOGLULP��IHHGEDFN���XQVXUXQXQ�ELU�SDUoDVÕGÕU��)HHGEDFN�olmadan 

LOHWLúLP�NXUXS�NXUPDGÕ÷ÕQÕ]Õ�DQOD\DPD]VÕQÕ]��$OÕP�VRQUDVÕ�LOHWLúLP�ROPDGDQ�GD�P�úWHUL�
ED÷OÕOÕ÷Õ�\DUDWDPD]VÕQÕ]�� 

 

1.2.1.11. Kültürel Analiz 

MDUNDQÕQ� \DúDPDVÕQÕ� LVWHGL÷LQL]� SD]DUODUÕQ� \HUOileri il e uluslarDUDVÕ� SD]DUODUGD�
EHUDEHU� \�U�WPHN� |QHPOLGLU�� <HUOLOHU� UHQNOHUL�� úHNLOOHUL� YH� NHOLPHOHUL� X\JXQOXN�
dereceOHUL� LoLQ� GH÷HUOHQGLUPHOLGLU�� E|\OHFH� QHJDWLI�� XWDQGÕUÕFÕ�� LVWHP� GÕúÕ� ELU� GXUXP�
ROPDPDVÕ� YH�PDUND� NLPOL÷LQLQ� J|UVHO� VXQXPXQGD� X\JXQVX]� DQODPODUÕQ� YDU� ROPDPDVÕ�
JDUDQWLOHQLU�� .�OW�UHO� YH� GLOELOLPVHO� ELU� DQDOL]GH�� ELU� NLPOL÷H� YHULOHFHN� Q|WU� ELU� FHYDS�
DOWÕQ�NDGDU�NÕ\PHWOLGLU��$QODP�KHU�]DPDQ�LQúD�HGLlebili r ancak olumsuz bir izlenimi yok 

etmek neredeyse imNDQVÕ]GÕU� (Perry ve Wisnom, 2004: 105)�� %X� ED÷ODPGD� |]HOOLNOH�
XOXVDODUDUDVÕ pazarda IDDOL\HW� J|VWHUHQ� NXUXPODUÕQ� bütün� J|UVHO�� V|]O�� YH� \D]ÕOÕ�
iletilerinin�� NXOODQGÕNODUÕ� LOHWLOHULQ� EDúND� N�OW�UOHUGH� \DQOÕú� YH�YH\D� N|W��
DQODúÕOPDPDVÕQD�GLNNDW�HWPHOHUL�JHUHNPHNWHGLU�� 

 

1.2.2. Sözlü Kimlik 

Marka� NLPOLN�PHVDMÕQÕ� LOHWPHN� DVOÕQGD� �VW� VHYL\H�PDUND� LVPLQden sonra sözlü 

NLPOL÷LQ�E�W�Q�ELOHúHQOHULQL�ROXúWXUXU. Kimli÷LQL]LQ�QH�V|\OHGL÷LQL�ELU�G�ú�Q�Q. Kendini 

V|]O�� RODUDN� QDVÕO� LIDGH� HGL\RU"� hU�Q�� KL]PHW�� E|O�P� YH� \DQ� LVLPOHU� WRSWDQ� NLPli k 

KDNNÕQGD� QHler iletiyor? .LPOL÷LQL]LQ� WHPHO� NRQXPODQGÕUPDVÕQÕ�� GH÷HU�� |]HOOLN� YH�
faydalDUÕQÕ�KDQJL�NHOLPHOHU� LIDGH�HGL\RU"�%X� UHNODPFÕOÕN��KDONOD� LOLúNLOHU�YH�SD]DUODPD�
DUDFÕOÕ÷Õ� LOH�ELU� LPDM�ROXúWXUPD\D�QDVÕO�G|Q�úW�U�O�\RU"�%X�PHVDM�YHUPH�KL\HUDUúLVL�HQ�
tescilli den,� HQ� D]� WHVFLOOL\H� YH� HQ� D]� JHQHOH� GR÷UX� KDrHNHW� HGL\RU��%LOJL� VÕUDODPDVÕQGD�
\XNDUÕGDQ� DúD÷Õ\D� GR÷UX� úX� XQVXUODU� \HU� DOÕU�� 7HUPLQRORML�� NRQXPODQGÕUPD� V|]�� YH\D�
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DQD�úLUNHW�LVPLQL�LoHUHQ�\DUGÕPFÕ�V|]��KHGHI�NLWOH�PHVDM�PDWULVL�YH�PHWLQ�QRNWDODUÕ�(Perry 

ve Wisnom, 2004: 109)�� 7HUPLQRORML� XQVXUX� D\QÕ� ]DPDQGD� J|UVHO� LOHWLOHUL de 

ilgilendirmektediU�� 6|]O�� NLPOLN� XQVXUODUÕ,� NXUXPXQ� NRQXPODQPDVÕQÕ�� ID\GD�� GH÷HU� YH�
özelli klerini \DQVÕWPDVÕQD�\DUGÕPFÕ�ROPDOÕGÕUODU�� 

 

1.2.2.1. Slogan 

øODQODUÕQ�VD÷�DOW�N|úHVL��JHQHOOLNOH��U�Q�Q�ORJRVXQD�YH�VORJDQD�D\UÕOPÕúWÕU��.LPL�
zaman istisnalar olsa GD�EX�JHQHO�JHoHU�ELU�NXUDO�ROPXúWXU��0DUNDQÕQ�\DUDWPDN�LVWHGL÷L�
LPDMÕ�SHNLúWLUHQ�YH� LOHWLúLPL� WDPDPOD\DQ�VORJDQODU�� LODQODUÕQ�HQ�|QHPOL� \DSÕWDúODUÕQGDQ�
ELULGLU�� %D]Õ� PDUNDODU slogan yeULQH�� �UHWLFL� úLUNHWLQ� LQWHUQHW� DGUHVL�� �FUHWVL]� W�NHWLFL�
WHOHIRQ�KDWWÕQÕQ�QXPDUDVÕ��DLW�ROXQDQ�úLUNHWOHU�JUXEXQXQ�DGÕ��\|QHWLP�PHUNH]LQLQ�DGUHV�
ve telefonu gibi bilgilerGH�\HU�YHUHELOPHNWHGLU��*OREDO�úLUNHWOHU��JHOLúWLUGLNOHUL�VORJDQODUÕ�
bütün ülkelerde a\QÕ� úHNLOGH� NXOODQDELOPHNWHGLU�� +DWWD� %0:� YH� $XGL� JLEL� ED]Õ�
RWRPRELO� ILUPDODUÕ� VORJDQODUÕQÕ�� LODQÕ� \D\ÕQODGÕ÷Õ� �ONHQLQ� GLOLQH� oHYLUPHGen oriji nal 

KDOL\OH�NXOODQÕ\RU��7X]FXR÷OX, 2002: 50-51).�$QFDN�VORJDQGD�HQ�|QHPOL�QRNWD�VORJDQÕQ�
NXUXPXQ�HQ�|QHPOL�\DQÕQÕ�DNÕOGD�NDODFDN�úHNLOGH��NÕVD�YH�|]�ELU�úHNLOGH�RUWD\D�NR\PDVÕ�
JHUHNWL÷LGLU��ø\L�ELU�VORJDQ�ILUPDQÕQ�NHQGLQL�NRQXPODQGÕUGÕ÷Õ�\DUDU��DQODP�YH\D�XQVXUX�
YXUJXOD\DELOHQ� VORJDQGÕU� $úD÷ÕGDNL� DUDúWÕUPD��EX�|UQHNOHUGHQ�ED]ÕODUÕQÕ�RUWD\D�NR\DQ�
niteliktedir.  

 

Bilgisayar Endüstr isi: 

Apple: ³*OREDO�EUDQG��ORFDO�WRXFK´��*OREDO�PDUND��\HUHO�GRNXQXú��YH�³�)ULVFKH�
Ideen – neun Wege” ( Taze fikirler, yeni yollar) 

Microsoft: “Where do you want to go today?”  ( Bugün nereye gitmek 

istiyorsunuz? ) 

Sap*: “Return n Information” �%LOJL\H�JHUL�G|Q�ú� 
Xerox: ³7KH�GRFXPHQW�FRPSDQ\´���'|N�PDQ�úLUNHWL�� 
 

Elektr ikli Araçlar ve Elektronik Eú\DODU� 
Arçelik: ³<DúDP�NDOLWHVL�LoLQ�oDOÕúÕU´�YH�³+D\DWD´ 
Ariston:�³(YLQL]H�GH÷HU�NDWDU´ 
Bosch:� ³(Q� GR÷UX� VHoLP´�� $OPDQ\D¶GD� ³*XW� *HPDFKW´� �ø\L� \DSÕOPÕú�� � 9H�

“ Immer eine Lösung” (Hep bir çözüm) 
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Frigidaire: ³%H\D]�Hú ya da �VD÷ODP�\DWÕUÕP´ 
Grundig: “Made for you” (Sizin için üretildi) 

Phili ps: “Birli kte daha iyiye” ve “Hedefiniz daha iyisi” <XUW� GÕúÕQGD� ³/HW¶V�
make things bHWWHU´��$UWÕN�KHUúH\L�GDKD�L\L yap) 

3ÕRQHHU� ³:H�EULQJ�LW�EDFN�DOLYH´��%L]�VHVL�FDQOÕ�RODUDN�JHWLULUL]� 
Tefal: ³6HQ�KHUúH\L�G�ú�Q�UV�Q´ 
VESTEL: “ Türkiye’nin gururu”  

Whirlpool: ³+D\DW�VWDQGDUWODUÕQÕ]Õ�\�NVHOWLQ´ 
White Westinghouse:�³%H\D]�Hú\D�ELU�NH]�DOÕQÕU�´ 
 

Otomotiv Endüstr isi 

Renault:� ³<DúDQDFDN� RWRPRELOOHU´�� %X� VORJDQ� $OPDQ\D¶GD� NXOODQÕODQ� “Autos 

]XP�/HEHQ´LQ�ELUHELU�oHYLULVLGLU��(VNLGHQ�³<ROODUD���\ÕOODUDGD�PH\GDQ�RNX\XQ´�YDUGÕ� 
Alfa Romeo: “Fahren aus Leidenschaft” (Tutkuyla sürün) 

Daewoo:�³'R÷UX\D�GR÷UX´ 
Ford: “Ford’da hep daha ID]ODVÕQÕ�EXODFDNVÕQÕ]´�$OPDQ\D¶GD�³)RUG��Bunlar bir 

úH\OHU�\DSÕ\RUODU�´ 
 

Cep THOHIRQODUÕ� 
Bosch: ��³'R÷UX�LOHWLúLP´ 
NHWDú� ³øOHWLúLPLQ�J�F�´ 
Ericsson: ³(Q�L\LOHU�(ULFVVRQ�NXOODQÕU´ 
NRNÕD� ³.RQXúWXUXU´�YH�³&RQQHFWLQJ�SHRSOH´��øQVDQODUÕ�ED÷ODU� 
Planet:  “ArWÕN�LNL�HOLQL]�YDU´ 
 

Lastik Endüstr isi 

Fulda: “0DUNDVÕQÕQ� �]HULQGH�� VORJDQ� \HULQH� siyah bir panter resmine yer 

veriyor”  

Goodyear:  “Pistte ve yolda lastik teknolojisinde dünya lideri”  

Lassa:  “'�Q\D\D�EDNÕQ��/DVVD¶\Õ�J|UHFHNVLQL]�´ 
PÕUHOOÕ�  “Güç kontrolünüzde” 
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1.2.2.2. 0DUNDVÕ]�7DQÕPOD\ÕFÕ 
0DUNDVÕ]� WDQÕPOD\ÕFÕ� ELU� úLUNHW�� �U�Q ya da hizmeti günlük genel bir dill e 

WDQÕPODPD� \Rludur�� *ÕGD� �U�QOHUL� EDVLW� YH� WDQÕPOD\ÕFÕ� NHOLPH veya kelimeler talep 

ederler: B|\OHOLNOH�DoÕN�DQODPODUOD��U�QOHULQLQ�NDWHJRULOHULQL�WDQÕPODUODU��gUQH÷LQ��0ÕVÕU�
JHYUH÷L��0DGHQ� VX\X��gNV�U�N� úXUXEX��.DUERQOX� LoHFHNOHU��*�QHú� NUHPOHUL� (Perry ve 

Wisnom, 2004: 85)…�0DUNDVÕ]� WDQÕPOD\ÕFÕODU, bu yönüyle ürünün kategorisini, genel 

KDWODUÕ\OD, tek ya GD�ELUNDo�NHOLPHGH�EHOLUWPH�DPDoOÕ�\D]ÕODUGÕU�� 
 

1.2.2.3. Anahtar Söz ve YDUGÕPFÕ�Söz 

$QDKWDU� V|]�� PDUND� LVPLQL�� úLUNHW� RGDN� QRNWDVÕQÕ� NRQXPODQGÕUPDVÕQÕ�
WDQÕPODPD\D� \DUGÕP eder. Özelli kle yeni markaODU� LoLQ� PDUND\Õ� QHWOHúWLUPek ve 

NRQXPODQGÕUPD\D�\DUGÕP�HWmesi için anahtar, sözün sözel ve görsel DoÕODUGDQ�P�PN�Q�
ROGX÷X�NDGDU�PDUND� LVPLQH�ED÷OÕ�ROPDVÕQÕ� WDYVL\H�HGL\RUX]��0DUND� LVPLQH�J|UH�ER\XW�
YH�NRQXP�DoÕVÕQGDQ�DQDKWDU�V|]� LNLQFLO�ELU�NRQXPGDGÕU��EX�\�]GHQ� LVPH�J|UVHO�RODUDN�
P�GDKDOH�HWPH]��$QD�úLUNHWWHQ�IDUNOÕ�LVLPOHUL�RODQ�\DQ�úLUNHWOHU�YH�E|O�mler, mülkiyeti 

tespit eden yasal yardÕPFÕ�V|]OHULQ�NXOODQÕOPDVÕQÕ�WDOHS�HGHELOLUOHU��$QDKWDU�V|]�LOH�D\QÕ�
LNLQFLO� \DSÕVDO� LúOHPH� WDEL� WXWXOXUODU�� %X� WDQÕPOD\ÕFÕODU� DQD� úLUNHWWHQ� GHVWHN� Dlmak 

DPDFÕ\OD� GD� NXOODQÕODELOLU (Perry ve Wisnom, 2004: 85). Anahtar söz, NXUJXODQÕUNHQ 

DQODPVDO�ER\XWXQXQ�\DQÕ�VÕUD��\D]Õ�NDUDNWHUL-fontu�� UHQJL�JLEL�XQVXUODUÕQ�NXUXP�NLPOLN�
XQVXUODUÕQÕQ�GL÷HU�HOHPDQODUÕ\OD�X\XP�LoLQGH�ROPDVÕ�JHUHNLU�� 

 

1.2.3. Görsel Kimlik  

*|UVHO� NLPOL÷L� \DUDWPDN�� NRQXPODQGÕUPD\Õ� YH� V|]O�� NLPOL÷L� XODúÕODbili r görsel 

ELU� WHPVLOFL\H� G|Q�úW�UPH\L� LoHULU�� *|UVHO� NLPOLN� \DUDWPDQÕQ� DPDFÕ� �o� DúDPDOÕGÕU��
Markaya hayat getirPHN� LoLQ� \DSÕODFDN� LON� úH\�� NRQXPODQGÕUPD� YH� LVLPOH� DODNDOÕ� ELU�
NDUDNWHU�YH�NLúLOLN� JHOLúWLUPHNWLU�� øNLQFL� úH\� LVH�PDUND�NLPOL÷LQL� KDWÕUODQDELOLU� NÕOPD\D�
\DUGÕP�HWPHNWLU� -EDúND� ELU� GH\LúOH� LQVDQODUD�NLP�ROGXNODUÕQÕ� KDWÕUODPDODUÕ� LoLQ� \DUGÕP�
HWPHNWLU��ho�QF�� úH\� LVH� D\UÕúÕN�PDUND�XQVXUODUÕQÕ� D\QÕ�EDNÕú�YH�GX\Jularla bir araya 

WRSODPDNWÕU�� %X� XQVXUODUÕQ� ELOHúLPL� DQD� J|UVHO� NLPOL÷L� ROXúWXUXU (Perry ve Wisnom, 

2004: 21). G|UVHO� WHUPLQRORMLQLQ� LP]D�� ORJR� úHNOL�� DPEOHP�� NHOLPH� LúUHWL�� PDUNDVÕ]�
WDQÕPOD\ÕFÕODU�YH�DQDKWDU�V|]�JLEL�WHPHO�XQVXUODUÕQÕ�J|VWHUPHNWHGLU� 
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ùHNLO����*|UVHO�.LPOLN�8QVXUODUÕ 
 

 

 

 

 

 

 

 

 

 

Kaynak: Alycia ve Perry 2004: 80. 

 

1.2.3.1. Logo 

/RJRODU�� ELQOHUFH� \ÕOGÕU� EL]LPOH� EHUDEHUGLUOHU�� %LU� %abil kil tabletinde, bir 

merhem� VDWÕFÕVÕ\OD� ELU� D\DNNDEÕFÕQÕQ� 0g� ����� \ÕOÕQD� DLW� \D]ÕWODUÕ� \HU� DOÕU�� 5RPD�
DOD\ÕQÕQ GD� ORJRODUÕ� YDUGÕ�� 2UWD� oD÷GD� ú|YDO\HOHU� NDONDQODUÕQD� GXNDODUÕQÕQ amblemini 

\DSÕúWÕUÕUODUGÕ��6LODKODUÕQ��VW�QGH� LELNOHU�YH� W�\OHU�EXOXQXUGX��$PD�KLoELUL�D\QÕ�DQODPÕ�
ifade etmiyordu (Trout, 2005: 95). Günümüzdeyse, logonun etkisi ve önemi oldukça 

|QHPOLGLU��%X�|QHP�ORJRGD�ED]Õ�XQVXUODUÕQ�GLNNDWOLFH�NXOODQÕOPDVÕQÕ�JHUHNWLUPLúWLU�� 
Logo, marNDQÕQ� NDUDNWHULQL� YH� NLúLOL÷LQL� WDQÕPODPD\D� \DUGÕP� HGHFHN� ELU� EDVNÕ�

KDUI� úHNOLQGH� �EXQD� IRQW� GD� GHQLU�� ROPDOÕGÕU��%DVNÕ� ELoLPL� NHQGL� LoLQGH�YH� GÕúÕQGD� ELU�
VDQDWWÕU��%u konuda bir dolu kitap ve içinden seçilecek ELQOHUFH�\D]Õ�WLSL�YDUGÕU��7DVDUÕP�
sürecine bDúODPDGDQ� |QFH�� PDUNDQÕ]ÕQ� QHUHGH� \DúD\DFD÷ÕQÕ� ELOPHN� |QHPOLGLU�� (÷HU�
EDVNÕ�PLNURoLSLQ� �]HULQH� \DSÕODFDNVD�� J|U�OHELOLU� YH� RNXQDELOLU� ROPDVÕ� LoLQ� LQDQÕOPD]�
derecede baVLW�ELU�\DSÕVÕ�ROPDOÕGÕU��gOo��\HOSD]HVLQLQ�HQ�XFXQGD�RODQ�ORJR�LoLQ�GH�D\QÕ�
úH\� JHoHUOLGir. BLOOERDUG
ODU� YH� VWDG\XP� WDEHODODUÕ� LoLQ�� %XUDGDNL� RUWDN� QRNWD�
RNXQDELOLUOLNWLU�� 7�NHWLFL� PDUND\Õ� QH� NDGDU� oDEXN� RNXU� YH� DQODUVD�� RQX� R� NDGDU� KÕ]OÕ�
WDQÕ\DFDN� YH� KDWÕUOD\DFDNODUGÕU�� <D]Õ� WLSOHUL� LNL� úHNLOGH� RUWD\D� oÕNDELOLU�� VHULI� YH� VDQV�
serif. Serif yD]Õ� WLSOHUL, eksWUD� YXUXúODUD harflerin üzerinde küçük ayaklara veya 

WÕUQDNODUD� VDKLSWLr- sans serif ise, süslemesizdir (Perry ve Wisnom, 2004: 81). Logoda 

DQODPVÕ]� EDú� KDUIOHUGHQ� NDoÕQPDN� JHUHNLU�� %Dú� KDUIOHU� DQFDN� \HUOHúLN� úLUNHW� DGÕQÕQ�

AMBLEM 

LOGO 

TANIM LAYICI  

ANAHTAR SÖZ 

ÇERÇEVE 

 BLUE STAR 

Premium Ginseng Tea 

'R÷X�YH�EDWÕQÕQ�VHoNLQ�
DURPDGD�EXOXúPDVÕ 

ø0=$  
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ODNDEÕ\VD� ORJRGD� LúH� \DUDU�� *HQHUDO� (OHFWULF� oRN� X]XQ� ELU� LVLPGLU� EX� \�]GHQ� *(�
P�NHPPHO�ELU�ORJR�ROXúWXUXU�o�QN��LQVDQODU�EX�LVPL�]DWHQ�ELU�ODNDS�RODUDN�NXOODQÕUODU��
$\QÕ�GXUXP�)HG([��)HGHUDO�([SUHVV��ya da IBM (International Business Machines) için 

de geçerlidir. MinnesotD�0LQLQJ�DQG�0DQXIDFWXULQJ�JLEL��ELU�LVPLQ�DNÕOGD�NDODELOHFH÷LQL�
G�ú�QHELOL\RU�PXVX]"�%X� V|]F�NOHULQ� �0�&RPSDQ\� KDOLQH� JHOPHVL� KLo� úDúÕUWÕFÕ� GH÷LO�
(Trout, 2005: 99). 'ROD\ÕVÕ\OD� ORJR�� EDVLW� úHNLO� YH� V|]F�NOHUGHQ� ELU DUD\D� JHOPLú�
önemsiz bir unsXU�GH÷LOGLU�  

LRJR�� oHúLWOL� úHNLOOHUGH� RODELOLU��<XYDUODN�� NDUH�� RYDO�� GLNH\�� \DWD\��$QFDN� W�P�
úHNLOOHU� W�NHWLFLQLQ� J|]�QGH� D\QÕ� HWNL\L� \DUDWPD]�� 0�úWHULOHULQL]LQ� J|]OHUL� \DQ\DQD�
GL]LOPLú� ROGX÷XQD� J|UH�� ELU� ORJR� LoLQ� LGHDO� ELoLP�� \DWD\� ROPDOÕGÕU��.DEDFD� �ELU�� ELULP�
kaGDU�GLNH\�YH� �LNL��]HUL�ELU�E|O��G|UW��NDGDU�GD�\DWD\�ROPDOÕGÕU� ORJR��%X�\DWD\� úHNLO��
logonuzun maksimum etkiyi göstermeVLQL� VD÷OD\DFDNWÕU�� %X� ELOKassa logonun, 

ELQDODUGD�� EURú�UOHUGH�� EDúOÕNOÕ� ND÷ÕWODUGD ya GD� LODQODUGD� NXOODQÕOGÕ÷Õ� GXrumlar için 

geçerlidir. Yatay boyut özelli kle peUDNHQGH� VDWÕú� \HUOHULQGH� NXOODQÕOGÕ÷Õ� ]DPDQ�
|QHPOLGLU�� 1HRQ� FDQJÕOÕQGD� GLNH\� ELU� ORJR� FLGGL� ELU� GH]DYDQWDMGÕU�� $UE\
V
LQ� NRYER\�
úDSNDOÕ� GLNH\� ORJRVX� GLNH\OL÷LQ� ELU� FH]DVÕGÕU�� %LoLP� NDGDU� |QHPOL� ELU� úH\� GH�
okunurluktur. Logo tasaUÕPFÕODUÕ font seçiminde genelli kle kolay okunurluk yerine" 

PDUNDQÕQ� |]HOOLNOHULQL� \DQVÕWPD\Õ� GLNNDWH� DOÕUODU�� IRQWODU� ELQOHUFH� VWLO� YH� D÷ÕUOÕNWDGÕU�
DQFDN�W�NHWLFLOHU�EX�IDUNODUÕ�SHN�D\ÕUGÕQGD�GH÷LOGLU��'DYLG�2JLOY\
QLQ�GHGL÷L�JLEL��KLoELU�
NDGÕQ� �EHQ� R� GetHUMDQÕ� DQFDN� PDUNDODUÕQÕ KarQDFN� %ROG
OD� \D]DUODUVD� VDWÕQ� DOÕUÕP��
GHPH]��gWH�\DQGDQ��ELU�IRQW�GLNH\�RODUDN�RNXQX\RUVD�ORJRQXQ�P�úWHUL�J|]�QGH�oRN�D]�
DQODPÕ� RODFDN ya da hiç olmayaFDNWÕU�� .XOODQÕODQ� IRQW� \�]�QGHQ� GH÷LO�� P�úWHULQLQ�
RNX\DPDPDVÕ� \�]�QGHQ�� %LU� ORJRGD� NXOODQÕODFDN� IRQWODUÕ� VHoHUNHQ� HQ� |QHPOL� XQVXU��
RNXQXUOXNWXU�� (OEHWWH�� IRQWODUÕQ� LOHWWLNOHUL� DUDVÕQGD� GD� DOJÕVDO� IDUNOÕOÕNODU� YDUGÕU�� 6DQV�
Serif fontu modern bir hava yayarken, Serif eski moda görünür. Bold fontlar erkeksi, 

light'lar feminen durur. /RJRQXQ� GL÷HU� XQVXUX�� J|UVHO� ELU� VHPERO olan ambleme de 

ROGX÷XQGDQ�ID]OD�GH÷HU�YHULOPHNWHGLU��$Qlam kelimede ya da kelimelerde yatar, görsel 

VHPEROOHUGH�GH÷LO�(Al ve Laura, 2005: 125-126), aPD�EX�GXUXPXQ�EDúDUÕOÕ�LVWLVQDODUÕ�GD�
YDUGÕU��gUQH÷LQ�$EVROXW�9RWND¶\Õ�HOH�DODOÕP��%HQ]HUVL]�úLúH�úHNLOOHUL�ORJRODUÕGÕU��9H�EX�
úHNOL� UHNODPODUÕQGD� GHYDPOÕ� GUDPDWL]H� HGHUOHU� �7URXW�� ������ ����� $UWÕN�$EVROXW� úLúHVL�
EDúOÕEDúÕQD� ELU� ORJR� úHNOLQGH� GH÷HUOHQGLUHQOHU� GH� YDUGÕU�� %X� \|Q�\OH� $EVROXW� úLúHVL�
IDUNOÕ�ELU�X\JXODPDGÕU��%enzeri olmayan bir uygulama. Zaten etkili pazarlama stratejisi 
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ELUoRN�EHQ]HULQ�DUDVÕQGD�VÕ\UÕODELOPH�X÷UDúÕ�GH÷LO�PLGLU��øúWH�EX�X÷UDú�LoLQH�ORJR�J|UVHO�
NLPOLN�DoÕVÕQGDQ�oRN�|QHPOL�ELU�XQVXUGXU�� 

Logo öylesine etkili bir unsurdur ki; sadece bu unsurla bir kampanya bile 

\�U�W�OHELOPHNWHGLU�� $GDP� 0RUJDQ� ³øoLPL]GHNL� .RUVDQ´� NLWDEÕQGD� <RUNLH� úLUNHWLQLQ�
GL÷HU� NXUXPVDO� XQVXUODUÕ� GD� NXOODQDUDN� ORJRVX� �]HULQGHQ� \�U�WW�÷�� NDPSDQ\D\Õ� ú|\OH�
DQODWÕ\RU��³<RUNLH��1HVWOH�WDUDIÕQGDQ�øQJLOWHUH¶GH�VDWÕODQ�NÕVD��NDOÕQ�ELU�úHNerlemedir. øON 

olarak 19���\ÕOÕQGD��ELU�\DQGDQ�NDP\RQODUÕQÕ�NXOODQÕUNHQ�ELU�\DQGDQ�GD�úHNHUOHPHOHULQL�
çL÷QH\HQ�� NLULú� ER\XQGD� |Q� NROODUÕ� RODQ� PXWOX� NDP\RQ� úRI|UOHULQL� J|VWHUHQ� UHNODPOD�
SL\DVD\D�V�U�OHQ��U�Q��EDúODQJÕoWD��SD]DUGD�VD÷ODP�YH�NDUOÕ�ELU�SD\�ROXúWXUPakta büyük 

EDúDUÕ� HOGH� HGHU��$QFDN��PDUND� ILNUL� NHQGLOL÷LQGHQ� \RUXOXYHULU� YH�EXQX� L]OH\HQ���� \ÕO�
]DUIÕQGD�VDWÕúODU�\DYDú�\DYDú�\DUÕ�\DUÕ\D�G�úHU��0DUNDQÕQ�VWUDWHMLN�NRQXPODQGÕUPDVÕ��KHU�
zaman, etkin bir biçide “Yorkie -HUNHNOHU�LoLQ´�úHNOLQGH�ROPXúWXU. Interbrand ile birli kte 

Nestle ve JWT ürün ekibi, bu stratejiyi “Yorkie - kDGÕQODUD� J|UH� GH÷LO´� úHNOLQH�
getirirler-�YH�GDKD�VRQUD��FLGGL�ELU�ELoLPGH��EXQX�ELU�DúDPD�GDKD�LOHUL\H��KRú�ELU�úHNLOGH��
ELOJLVD\DU�NXOODQÕFÕVÕ�ROPD\DQ�ELU�JUXED�LWHOHUOHU��³<RUNLe -�.Õ]ODUD�*|UH�'H÷LO´��ùLPGL�
HOEHWWH��VRQUDGDQ�GH÷HUOHQGLUPHQLQ�YHUGL÷L�DNÕOOD��EXQXQ��QDVÕO�GR÷DO�RODUDN��ELU�WDUaftan 

úHNHUOHPH�SD]DUÕQÕQ�NDGÕQODUÕQ�KRúJ|U�V�QH�GR÷UX�V�U�NOHQHQ�JHUL�NDODQ�NÕVPÕ
QD��GL÷HU�
WDUDIWDQ�GD�HUNHNOL÷LQ� WRSOXP�LoLQGHNL� URO��NRQusunGD�NDIDODUÕ�NDUÕúPÕú�RODQ�HUNHNlere 

GDLU� LNL� NDEXO�� KHGHI� DOGÕ÷Õ� �]HULQH� NDIa yorabili riz. Ve tabii bu stratejinin bu iki 

NDEXOGHQ� QDVÕO� GR÷DO� RODUDN� NRSXS� JHOGL÷LQH��$PD�NHQGLmize çok daha basit bir soru 

VRUDOÕP��H÷HU�EL]�GH��RQODUÕQ�ELOGL÷L�JLbi, marNDPÕ]Õ�VDWÕQ�DODQODUÕQ�����¶VLQLQ�NDGÕQODU�
ROGX÷XQX�ELOVH\GLN��EX� VWUDWHML\L�QH�NDGDU� úHYNOH� VDYXQXUGXN"�+HP�de Nestle gibi bir 

úLUNHWLQ�LoHULVLQGH"�$PD�LúL�VRQXQD�NDGDU�J|W�UHOLP��%|\OHFH��EX�JHUoHNWHQ�LOJLQo�RODQ�
VWUDWHMLN� NRQXPODQGÕUPD\D� YDUÕUODU� - entrLNDOÕ� ELoLPGH� LWHOHQPLú� ELU� ILNLU�� EXQGDQ� QH�
harika bir reklam yön ELOJLVL�ROXU�GL\H�G�ú�Q�\RUX]� úLPGL�NHQGL�NHQGLPL]H��$PD� LúWH�
önemli nokta: ÜU�Q� HNLEL�� ILNUL� \DQVÕWPD\D�� UHNODPGDQ� oRN� |QFH� EDúODU�� gQFH�� EX�
³.Õ]ODUD�*|UH�'H÷LO´�ILNULQH�|]HO�ELU�ORJR�YHULUOHU��6RQUD�EX�ORJR\X��DPEDODMÕQ��VW�QH��
PDUND� DGÕQÕQ�RUWDVÕQD�NR\DUlar (Morgan, 2006: �����*|U�OG�÷�� JLEL� VDGHFH�NXUXPODUD�
GH÷LO� NXUXP� E�Q\HVLQGH� ILNLUOHUH�� NDPSDQ\DODUD� KDWWD� HVSULOHUH� ELOH� ORJR�
uygulanabilmektedir. 
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ùHNLO��: Yorkie Ambalaj Resmi 

 
Kaynak: Morgan, 2006: 81. 

 
/RJR\X��SD\ODúÕOPDVÕ için ekstra büy�N�RODQ� oLNRODWDQÕQ�RUWDVÕQD�KDsarlar, ama 

DVOÕQGD��NDUúÕ�FLQVWHQ�WHUFLK�HGLOHQ�ELULQH��VDGHFH�N�o�N�ELU�SDUoD�YHULOPHVLQH�L]LQ�YDUGÕU�
-� EX� |]HO� SDUoD�� oLNRODWDQÕQ� VD÷� DOW� N|úHVLQGH� \HU� DOÕU� YH üzerinde “pili çler için olan 

SDUoD´� \D]DQ� WHN� SDUoDGÕU�� hU�Q� 0�G�U�� 6DP� (OOLVRQ� ú|\OH� GL\RU�� 6LPJH� RUWD\D�
oÕNDUÕOGÕNWDQ� VRQUD�� |QHUPH\L� KHPHQ� LOHWHFH÷L� YH� EXQGDQ� LVWLIDGH� HGLOPHVL� JHUHNWL÷L�
DoÕNWÕ�� %X� GHQOL� D\QÕ� ]LKQL\HWWH� ROXQGX÷XQGDQ�� ILNLUOHU� VHO� JLEL akmaya devam etti. 

(Morgan, 2006: 82). %LUD� NXWXODUÕyla RODQ� ED÷ODQWÕ� EDUL]� ELU� úHNLOGH� RUWDGDGÕU��
$QODWÕODQODUÕQ�LQFHOHQPHVL�ùHNLO���YH�ùHNLO��¶GH�DúD÷ÕGDNL�JLELGLU�� 

 

ùHNLO��: Yorkie Bira Kutusu 
 

 
Kaynak: Morgan, 2006: 82 

 
.DGÕQODUD�ELU�PH\GDQ�RNXPD�RODUDN��VÕQÕUOÕ�VD\ÕGD�ELU�SHPEH�<RUNLH�DPEDODMÕ�GD�

oÕNDUGÕN��9H�\LQH�VÕQÕUOÕ�ELU�V�UH�LoLQ�DPEDODMGDNL�KDUIOHUL��HUNHN�DQODPÕQD�JHOHQ�YH�DUJR�
ELU�LIDGH�RODQ�³%ORNH´�V|]F�÷��LOH�R\QD\DUDN��%RUNLH�RODUDN�GH÷LúWLUGLN (Morgan, 2006: 

82). �%NQ]��ùHNLO���� 
 

                                     ùHNLO��: Yorkie Blokie Kutusu 

 
Kaynak: Morgan, 2006: 82 

        
)+0� YH� 0D[LP� JLEL� HUNHN� GHUJLOHULQGH�� ³.Õ]ODUD� *|UH� 'H÷LO´� oÕNDUWPDODUÕ 

GD÷ÕWÕUODU�� E|\OHFH� RNXUODU� oÕNDUWPDODUÕ� GHUJLGHQ� V|N�S�� KD\DWODUÕQGD�� NÕ]lara göre 

olmD\DQ� úH\OHULQ� �]HULQH� \DSÕúWÕUDELOHFHNOHUGLU�� (Q� EDUL]� |UQHN�� 3OD\6WDWLRQ���� 79
QLQ�
X]DNWDQ�NXPDQGDVÕ��NH]D. Geri kalanlarsa -HK��EX�JHUoHNWHQ��GLGLúPH\H�QH�NDGDU�G�úN�Q�
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ROGX÷XQX]D� ED÷OÕ���9H� WDELL�� ILNUL� UHNODPD�GD� oRN� J�oO�� ELU� úHNLOGH� WDúÕUODU� - nükte ile 

NÕúNÕUWPD�DUDVÕQGDNL�LQFe çizgide yol alan bir reklam (Morgan, 2006: 83). 

 

ùHNLO����<RUNLH��3LOLoOHUL�%HVOHPH\LQ��$ILúL 

 
Kaynak: Morgan, 2006: 83. 

 
Sonuç: PL\DVD\D�WHN�ELU�\HQL��U�Q�V�UPHGHQ��VDWÕúODUGD����D\�LoLQGH������DUWÕú�

YH� ����� \ÕOÕQGD� 1HVWOH� øQgiltere’nin� <HQLOLN� |G�O�Q�Q� ND]DQÕOPDVÕ���� 9H� EX� |G�O��
kazanPDODUÕQGD�LOJLQo�RODQ��SL\DVD\D�WHN�ELU�\HQL��U�Q�V�UPHPLú�ROPDPDODUÕGÕU��HVDVHQ�
RQODU��LWHOHGLNOHUL�ELU�ILNUL�PHYFXW�KHU�PHFUD�YDVÕWDVÕ\OD�\DQVÕWDUDN��oHNLUGH÷LQ�HWUDIÕnda 

\HQLOLNOHU�\DUDWPÕúODUGÕU�(Morgan, 2006: 84)” . 

 

1.2.3.2. Amblem 

$PEOHP�IDUNOÕ�YH�KDWÕUODQDELOLU�ELU�J|UVHO�NLPOLN�\DUDWPDN�LoLQ�ORJR�LOH�ELUOLNWH�
NXOODQÕODQ�ELU� VHPEROG�U��$PEOHP�JHUoHNoL� ELU� LúDUHWWHQ� VR\XW�ELU� LIDGH\H�� RUJDQLNWHQ�
JUDIL÷H� GR÷UX� IDUNOÕOÕN� J|VWHUHELOLU�� $PEOHP� WHN� EDúÕQD� ELU� PDUND� \DUDWDPD]�� d�QN��
|UQH÷LQ��1LNH� LQDWoÕ�ELU� WXWDUOÕOÕNOD�EX�EDVLW�NLPOL÷L� UHNODPODUÕQGD�� WDQÕWÕPODUÕQGD��VSRU�
ROD\ODUÕQGD��VDKD�R\XQODUÕQGD�YH�NLOLW�R\XQFXODUGD�X\JXODGÕ�YH�úLUNHW nadir bulanan bir 

VWDW�\H� HULúWL�� øVPLQL� EÕUDNÕS� \DOQÕ]FD amblemini kullanabili r hale geldi (Perry ve 

Wisnom, 2004: 83-84)��%XJ�Q�1LNH¶D�DPEOHPLQLQ�PDUNDODúPD�V�UHFLQGHNL�NDWNÕVÕ�EHONL�
VD\ÕVDO�RODUDN�LIDGH�HGLOHPH]�DPD�oRN�|QHPOL�ELU�SD\D�VDKLS�ROGX÷X�DoÕNWÕU�� 

 

1.2.3.3. Logo ve Amblem 

Logo-amblem tescilli ve faUNOÕ� ROPDN� LoLQ� GH÷LúWLULOHQ� ELU� EDVNÕ� ELoLPLGLU��
*HQHOOLNOH�ORJR�YH�DPEOHP�NRPELQDV\RQXQD�ELU�DOWHUQDWLI�RODUDN�\DUDWÕOÕUODU�o�QN��DoÕN�
YH�EDVLWOHUGLU��$VOÕQGD logo-DPEOHP�DPEOHPH�G|Q�ú�U��%D]Õ�GH÷LúLNOLNOHU�\DOQÕ]FD�EDVLW�
UHQN�GH÷LúLPOHUL�YH\D�0RELO�2LO; Microsoft, Xerox, Hyatt ya da  Kmart, kimliklerinin 

NDUPDúÕN�JUDILN�LúOHPHOHUL�JLEL�GH÷LúLNOLNler olabili r. Coca-Cola, ünlü "dalga" (önceden 
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Dynamic Ribbon Device, ya da �NÕVDFD�'5'�RODUDN�ELOLQHQ��LúDUHWOL�RULMLQDO�6SHQcerian 

\D]ÕVÕQÕ� NXOODQPDNWDGÕU� (Alycia ve Perry 2004: 85). Logo ve amblem birli kte 

NXOODQÕODFDNVD� DUDODUÕQGDNL� J|UVHO� DKHQJH� GLNNDW� HGLOPHOLGLU�� .DUPDúÕN�� DQODúÕOPD]��
ID]ODVÕ\OD� VR\XW�ROPDPDOÕGÕU��%X� WDU]� ORJR�YH�DPblemlerin benimsenmesi uzun zaman 

alabili r. 

 

1.2.3.4. ømza 

øP]D�� DPEOHP�� ORJR� YH� VORJDQÕQ� ELOHúLPLGLU�� %�W�Q� úLUNHWOHU� EX� �o� XQVXUX�
kullanamazlar��%D]ÕODUÕ�\DOQÕ]FD�DPEOHP�YH�ORJRQXQ�ELUOHúLPLQL�NXOODQDELOLU��'L÷HUleri 

ise� WHVFLOOL� YH� IDUNOÕ� ROPDN� LoLQ�� \DOQÕ]FD� \D]Õ� NDUDNWHUOHULQH� GD\DQDQ� o|zümler 

(tipografik) üretirler (Perry ve Wisnom, 2004: 80). ÖrnH÷LQ� � <DKRR�� &RFD-Cola, 

.HOOGJJ¶V�JLEL�PDUNDODU�VDGHFH�\D]Õ�NDUDNWHUOHULQH�GD\DQDQ�ORgo kullanan PDUNDODUGÕU�� 
 

1.2.3.5.  Paketleme ve Etiketleme 

Bütün fiziksel ürünler için paketleme gerekmektedir. Paketleme, bir ürünün 

pazarlama sWUDWHMLVL� DoÕVÕQGDQ�GD�|QHPOLGLU�� W�NHWLFL� DOÕP�NDUDUÕQÕ� oR÷XQOXNOD�PDUNHWWH 
ya GD� PD÷D]DGD�� �U�QOHre bakarak vermektedir. PaketlemH�� E�W�QOHúLN� SD]Drlama 

LOHWLúLPLQLQ�\DUDWPD\D�oDOÕúWÕ÷Õ�VLQHUMLQLQ�ELU�D\D÷Õ�RODUDN�GH÷HUOHQGLULOHELOLU��3DNHWOHPe, 

ürünü koUXPDNWDGÕU�� 8OXVODUDUDVÕ� WLFDUHWWH� SDNHWOHPe çok önemlidir� DPD� GH]DYDQWDMÕ��
WDúÕPD� VÕUDVÕQGD�� DUDoWDQ� DUaca inGLUPH� ELQGLUPH� \DSÕOÕUNHQ�� �U�Q�Q� ]DUDU� J|UPH�
RODVÕOÕ÷ÕQÕQ� \�NVHN� ROPDVÕGÕU (Bozkurt, 2006: 53). Bu yönüyle paketleme ürünü 

NRUXGX÷X�JLEL��KHGHI�NLWOH�WDUDIÕQGDQ�IDUNHGLOPHVLQL�KDWWD�WHUFLK�HGLOPHVLQL�VD÷OD\DQ�ELU�
unsurda olabilmektedir.  

 

1.2.3.5.1. Paketleme�$úDPDODUÕ 
Paketleme üç anD� EDúOÕNWD� IDUNOÕODúWÕUÕODELOLU� (Bozkurt, 2006: 53). Bunlar tüm 

SDNHWOHPH� DúDPDODUÕQGD� VÕUDVÕ\OD� J|U�OHELOHFHN� DúDPDODU� GH÷LOGLU�� hU�Q�Q� \DSÕVÕQD�
JLGHFH÷L� \HUH� YH� GDKD� ELUoRN� IDNW|UH� J|UH� SDNHWOHPH� DúDPDODUÕQÕQ� ELUL ya GD� ELUNDoÕ�
NXOODQÕOÕU� 

Birincil paketleme:� gUQH÷LQ�� ELU� 'DYLGRII� NRORQ\DVÕQGDNL� ELrincil paketleme, 

NRORQ\DQÕQ�LoLQGH�EXOXQGX÷X�úLúHGLU� 
øNLQFLO�SDNHWOHPe:�ùLúHQLQ�\HUOHúWLULOPLú�ROGX÷X�NXWX�YH�QD\ORQ�oHUoHYHOHPHGLU� 
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Nakil i çin paketleme:� øNLQFLO� SDNHWOHPHOHUL� WDPDPODQPÕú� RODQ� 'DYLGII�
NRORQ\DODUÕQÕQ��RQ�LNL�YH\D�\LUPL�G|UW�DGHW�RODUDN�GDKD�E�\�N�ELU�NXWX\D�NRQXOPDVÕ�YH�
NDSDWÕOPDVÕGÕU�� 3DNHWOHPe, tüketicileULQ� �U�Q�� DOPDGDQ� |QFH� \DSÕODQ� HQ� VRQ� EDVDPDN�
ROGX÷X� LoLQ�� SD]DUODPD� VWUDWHMLVL� LoLQ� |QHPOL� ELU� DúDPDGÕU�� (tkileyici ve uyumlu bir 

paketlemH��VDWÕúODUÕ�DUWÕUÕFÕ�ROGX÷X�NDdar, etkisiz ve uyumsuz paketlemH��PDUND�LPDMÕQÕ�
ve ürüne kaUúÕ�RODQ�WXWXPX�D]DOWPDNWDGÕU�  

 

1.2.3.5.2. Pazar lama Unsuru Olarak Paketleme 

Philli p Kotler'e göre paketlemH�� SD]DUODPD� DUDFÕ� RODrak anlam ve önem 

ND]DQPÕúWÕU� (Bozkurt, 2006: 54). Bunun sebepleri ise; NHQGLOL÷LQGHQ� VDWÕú�� W�NHWLFL�
]HQJLQOL÷L�� úLUNHW�YH�PDUND� LPDMÕ��\HQLOLN� IÕUVDWODUÕQÕQ�SD]DUODPD�DUDFÕ�RODUDN�DQODP�YH�
|QHPLQLQ�ROPDVÕGÕU�� 

.HQGLOL÷LQGHQ� VDWÕú�� .HQGLOL÷LQGHQ� VDWÕú� WHNQL÷L� LOH� UDI� �U�QOHULQLQ� VDWÕúODUÕQGD�
|QHPOL� DUWÕúODU� ROPXúWXU�� $PD� VDWÕúODU�� V�SHUPDUNHWOHUGH� YH� E�\�N� DOÕúYHULú�
PHUNH]OHULQGH� ELUELUOHULQGHQ� IDUNOÕGÕU, çünkü tüketiciler büy�N� DOÕúYHULú�PHUNH]OHULQGH�
dakiNDGD� \�]OHUFH� �U�Q� VHoHQH÷L� LOH� NDUúÕODúPDNWDGÕUODU�� 6RQXo� RODrak seçim, pakete 

J|UH�\DSÕODFDNWÕU��%|\OHOLNOH�HQ�VRQ�UHNODP��W�NHWLFLQLQ�SDNHW��]HULQGHNL�PDUND\Õ�YH\D�
�U�Q��LQFHOHPHVL�VD\HVLQGH�\DSÕODFDNWÕU� 

7�NHWLFL� ]HQJLQOL÷L�� 0DDú� DUWÕúODUÕQGDQ� GROD\Õ� W�NHWLFLOHU� NDOLte, memnuniyet, 

J|U�Q�ú�� VD÷ODPOÕN� YH\D� SUHVWLM� LoLQ� GDKD� ID]OD� SDUD� KDUFDPD� DUD\ÕúÕ� LoLQGHGLUOHU� YH�
SDUDODUÕ�ROGX÷XQGDQ�EXQX�\DSDELOHFHNOHULQH�LQDQÕUODU� 

ùLUNHW� YH� PDUND� LPDMÕ� PaketlemeQLQ�� PDUND� YH\D� úLUNHW� LPDMÕQÕQ� GR÷UXGDQ�
WDQÕQPDVÕQD� \DUGÕPFÕ� ROGX÷X� RUWD\D� oÕNPÕúWÕU� Örne÷LQ�� W�NHWLFLQLQ�� \ÕOGD� RUWDODPD�
oODUDN� ��� GHID� &DPSEHOO� 6RXS� úLUNHWL� WDUDIÕQGDQ� �UHWLOHQ� �U�QOHUL� LQFHOHGL÷L� WDKPLQ�
HGLOPHNWHGLU�� ùLUNHWLQ�� GH÷HUL� DoÕVÕQGDQ� D\ÕQ� HWNL\L� \DUDWPDN� LoLQ� KDUFD\DFD÷Õ� UHNODP�
JLGHUL�\DNODúÕN����PLO\RQ�'RODU�FLYDUÕQGDGÕU� 

<HQLOLN� IÕUVDWODUÕ��3DNHWOHPHGHNL�\HQLOLNOHU��VDWÕú�UDSRUODUÕQGD�GUDPDWLN�DUWÕúODUD�
yol açar. ÖrQH÷LQ��GDKD�SUDWLN�KDOH�JHWLULOPLú��NXOODQGÕNWDQ�VRQUD�DWÕODQ çorba paketleri, 

P�úWHUL�PHPQXQL\HWL�DoÕVÕQGDQ�ROXPOX�HWNL�\DSPÕú�YH�VDWÕúODUÕ�DUWÕUPÕúWÕU� 
Etiketleme� GH� SDNHWOHPHQLQ� ELU� SDUoDVÕGÕU�� (WLNHW�� SDNHWOHPHQLQ� SDUoDVÕ� RODUDN�

�U�Q� SDNHWL� �]HULQGH� ELU� NHOLPH� YH\D� JUDILN� RODELOLU�� (÷HU� HWNLOH\LFL� ELU� JUDILN�
ROXúWXUXOXUVD�� HWiketin kendisi, sDWÕúODUÕ� DUWÕUDELOLU�� (WLNHWOHPe, tüketicilerin ürünleri 
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ELUELULQGHQ�D\ÕUW�HWPHOHULQL�VD÷OD\DELOLU��gWH�\DQGDQ���UHWLFLOHU�YH�SD]DUODPDFÕODU��HWLNHWL�
veya JHQHO��U�Q�NRGODUÕQÕ��YHULPL�DUWÕUPDN�LoLQ�GH�NXOODQDELOLUOHU� 

 

1.2.3.6. Ambalaj lama 

Ambalaj, �U�Q�� LIDGH�HWPHGH�|QHPOL�ELU� \HU� WHúNLO� HWPHNWHGLU��3DNHWLQ�NHQGLVL��
�U�Q�Q� QH� ROGX÷XQX�� QDVÕO� NXOODQÕOGÕ÷ÕQÕ� YH� NXOODQÕFÕ\D� QH� JLEL� \DUDU� VD÷ODGÕ÷ÕQÕ� J|V-
WHUPHNWHGLU�� $PEDODM�� �U�Q�Q� W�NHWLFL\H� XODúÕQFD\D� NDGDUNL� DúDPDODUGD� NRUXQPDVÕQÕ�
VD÷ODPDNWDGÕU��$QFDN�� J�Q�P�]GH� DPEDODMÕQ�GL÷HU� LúOHYOHUL� GH� JHOLúPLú�YH�|QHPOL� ELU�
VDWÕú�JHOLúWLUPH�DUDFÕ�ROPXúWXU��gQHPOL�LúOHYOHULQGHQ�ELUL���U�Q�Q��UDNLS��U�QOHUGHQ�D\ÕUW�
HGLOPHVLQL�VD÷ODPDNWÕU��hU�Q�KDNNÕQGD�oHúLWOL�ELOJLOHU��IL\DW��NDOLWH��JDUDQWL��LoHULN�JLbi) 

LoHUPHVLQGHQ�GROD\Õ��NDUúÕODúWÕUPD�\DSDELOPH�RODQD÷Õ�VD÷ODPDNWDGÕU� Ambalajlama, hem 

SHUDNHQGHFLOHU� KHP� GH� W�NHWLFLOHU� DoÕVÕQGDQ� NROD\OÕN� YH� UDKDWOÕN� VD÷OD\DFDk biçimde 

ROXúWXUXOPDOÕGÕU��hU�Q�Q�ER]XOPDVÕQD��]DUDU�J|UPHVLQH�QHGHQ�RODELOHFHN�SDNHWOHmeler, 

LOHULGHNL� VDWÕúODUÕ� ROXPVX]� \|QGH� HWNLOH\HELOPHNWHGLU�� $\UÕFD�� SDNHWOHPHGH� \DSÕODFDN�
GH÷LúLNOLNOHUGH�GLNNDWOL�ROXQPDOÕGÕU��ø\L�SODQODQPDPÕú��|Oo�OPHPLú�GH÷LúLNOLNOHU���U�Q�Q�
NDWLOL� RODELOPHNWHGLU�� $PEDODM� EHú� D\UÕ� QRNWDGD� KL]PHW� YHUPHNWHGLU (Bozkurt 2006: 

291): 

� Marka için dikkat çekmektedir. 

� hU�Q�Q��VDWÕQ�DOPD�QRNWDVÕQGDNL�UHNDEHW�NDUÕúÕNOÕ÷Õ�DUDVÕQGDQ�VÕ\UÕOPDVÕQÕ 
VD÷ODPDNWDGÕU� 
� Tüketiciyi, fiyat ya GD�GH÷HUL�NRQXVXQGD�KDNOÕ�oÕNDUPDNWDGÕU� 
� Ö]HOOLNOHULQL�YH�\DUDUODUÕQÕ�EHOLUWPHNWHGLU� 
� Tüketicilerin marka tercihlerini, eninde sonunda motive etmektedir. 

%X� \DUDU� YH� HWNLOHULQLQ� \DQÕQGD� Dmbalaj tüketicinin �U�Q�� J|UG�÷��� FHELQGH�
ürünü alPD\D� KD]ÕU� SDUD� ROGX÷X� DQGD� W�NHWLFLQLQ� GLNNDWLQL� oHNHQ� ELU� |÷HGLU�� 7�NHWLFL�
taraIÕQGDQ� \|QOHQGLULOHQ� VDQD\LOHrin, pazardaNL� VDWÕúODUÕ� L\L� G�ú�Q�OP�ú� YH�
WDVDUÕPODQPÕú�DPEDODMODU�VD\HVLQGH�GDKD�GD�DUWDU��5HNODP�WDQÕWWÕ÷Õ��U�Q�Q�GL÷HUOHULQGHQ�
IDUNOÕ� ROGX÷XQX� EHOLUWLU�� 7�NHWLFL� PHG\D� ND\QDNODUÕQGDQ� J|UG�÷�� �U�Q�� NHQGL� ELOLnç 

G�Q\DVÕQGD� ELU� \HUH� \HUOHúWLrir ama bu onun tercih yapPDPDVÕ� DQODPÕQD� JHOPH]��
TüNHWLFL� �U�Q�� UDIWD� J|UG�÷�� DQGD� NDUDU� DúDPDVÕQD� JHOLU�� ELU� EDúND� GH\LúOH� JHUoHN� LOH�
NDUúÕODúÕU�� 7�NHWLFLQLQ� �U�Q� LOH� WDQÕúWÕ÷Õ� DQGÕU� o YH� DQÕQ� EDúURO� R\XQFXVX� DPEDODMGÕU��
7�NHWLFL� oR÷X� NHUH�� �U�Q�� DPEDODMÕ\OD� ELUOLNWH� GH÷HUlendirir. Ürünü koruyamayan, 

W�NHWLFL\H� \HWHUOL� ELOJL� DNWDUPD\DQ� ELU� DPEDODMÕQ� EX� DúDPDGD� EDúDUÕVÕ� NRQXVXQGD�
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WDUWÕúPDN�ERúXQDGÕU��%X�QHGHQOH��UHWLFLOHU�úXQX�oRN�L\L�ELOPHOLGLU�NL��ELU�DPEDlaj ürünü 

VDWWÕUDQ�� �U�QGHQ� VRQUDNL� HQ� |QHPOL� HWNHQGLU�� 5HNODP� WHN� EDúÕQD� �rünün meVDMÕQÕ�
vermeye yeterli midir? Reklam, tüketicinin ilgisini toplayan, onu pazarlanan ürünün 

G�Q\DVÕQD� VRNDQ� YH� \DúDtan bir olgudur. Ambalaj, iyi� SODQODQÕS� WDVDUODQGÕ÷Õ� ]DPDQ�
pDUODPDFÕODUÕQ� �]HULQGH� WLWL]OLNOH� GXUGX÷X� �PDUND� LPDMÕ�� YH\D� �PDUND� ELOLQci" 

yakalDPD\Õ� EDúDUDQ� HQ� |QHPOL� |÷HGLU� �'XUDQ, 1997: 59). ����� \ÕOÕQGD� \DSÕODQ� ELU�
çalÕúPD\D� J|UH�� VDWÕQ� DOPD� NDUDUODUÕQÕQ� ���
��� VDWÕQ� DOPD� QRNWDVÕQGD� YHULOPHNWHGLU��
DPEDODM� GD�� VDWÕQ� DOPD� QRNWDVÕQGD�� DOÕP�NDUDUÕQ� YHULUNHQ� |QHPOL� ELU� URO� R\QDPDNWDGÕU 
(Bozkurt 2006: 292).� %X� RUDQ� DPEDODMÕQ� �U�Q�Q� LoLQH� NRQGX÷X� WHQHNHGHQ�� W�SWHQ��
kutudan ya GD� WRUEDGDQ� GDKD� ID]ODVÕ� ROGX÷XQX� J|VWHUPHNWHGLU�� 1H� NDGDU� oHúLWOL� �U�Q�
VDWÕOGÕ÷Õ���U�QOHUL�GD÷ÕWDQ�NDP\RQODUÕQ�ER\XWODUÕ��UHQNOHUL��PD÷D]DODUÕQ�LoOHUL��ELQDlar ve 

DNOÕQÕza gelmeyen 'ELUoRN� úH\� DPEDODMD� GDKLOGLU��1H� GHPHN� LVWHGL÷LPL� VL]H� |UQHNOHUOH�
DQODWD\ÕP� $PEDODMÕ� L\L�\DSDQ�QHGLU�SHNL"�<DOÕQ�ELU�GLOOH� LIDGH�HWPHN�JHrekirse, ürünü 

VDWWÕUÕ\RUVD� DPEDODM� L\LGLU�� 6DWWÕUPÕ\RUVD�� GH÷LOdir. $PEDODMÕQÕz ya "Beni al!" diye 

ED÷ÕUDFDN�YH�R�NDUPDúD\Õ�\DUÕS�DUDGDQ�VÕ\UÕODFDN ya GD�EDúND��U�QOHU�VDWÕOÕUNHQ�R�UDIÕQGD�
öylece kalakalacak. Ürününüzün görüntüsü, |]HOOLNOH� HOHNWURQLN� RUWDPGD� VDWÕOÕyorsa 

önemlidir. BirçRN� GXUXPGD�� P�VWDNEHO� P�úWHULQLzin ürününüzle ilk -ve tek-� LOLúNLVL�
ürüQ�Q�]�Q� UHVPLGLU�� 2QX� HOLQH� DOÕS� WXWPDVÕ� ELOH� P�PN�Q� ROPD\DFDNWÕU�� 2� \�]GHQ�
PHVDMÕ ya görsel olarak iletirsiniz ya da iletemezsiniz (Zyman ve Brott, 2004: 179-180). 

%X�LNLOHPGH�ELULQFL\L�\DSPDN�LVWL\RUVDQÕ]�DPEDODMÕQ�|QHPLQL�NDYUDPDOÕVÕQÕ]�� 
$PEDODMÕQ�oRN�temel üç unsuru YDUGÕU (Zyman ve Brott, 2004: 179): 

1. *|U�Q�ú��HVWHWLN�RODUDN�GLNNDW�oHNLFL�� 
���gWHNL�UHNODPODUÕQÕ]OD�WXWDUOÕ��UHNODPODUÕ�SHNLúWLUHQ�ELU�PHVDM�� 
���.DUPDúD�DUDVÕQGDQ�VÕ\UÕODELOLUOLN� 
%DúDUÕOÕ� ELU� DPEDODM�� W�NHWLFLQLQ� KHP� bili nç hem de bil LQoDOWÕ� G�]H\OHULQGH�

DOJÕODQÕU�ROPDOÕGÕU��%LOLQoDOWÕ�G�]H\L�DPEDODM� WDUDIÕQdan motive edili rken, bili nç düzeyi 

VDGHFH� �U�Q�� WDQÕU�� $PEDODM� W�NHWLFL\H� �%X�� VHQLQ� DOPDN� LVWHGL÷LQ ürün" demelidir. 

'L÷HU�ELU�GH\LúOH�DPEDODM��EHQL�DO�diyebilmelidir” (.RFDEDú�YH Elden ve Çelebi, 1999: 

34). Ürünü elinize almaya yönelten, ürünün ambDODMÕGÕU��%LUGHQ�ID]OD��U�Q�DOGÕ\VDQÕ]��R�
]DPDQ� GD� DUDODUÕQGDQ� EHOLUOL� ELULQL� VDWÕQ� DOPDQÕ]Õ� VD÷OD\DQ� \LQH� DPEDODMGÕ�� Saç 

ER\DODUÕQÕQ� GXUGX÷X� UDIÕQ� IRWR÷UDIÕQD� ELU� EDNÕQ�� 5DIÕQ� |Q�QGH� �o saat geçirmeden 

PDUNDODUÕQ� ELUELUOHULQGHQ� IDUNÕP� NLP� V|\OH\HELOLU"� $PEDODM�� LoLQGHNL� �U�Q��� \DOQÕ]FD�
NLUOHQPHNWHQ��NÕUÕOPDNWDQ ya GD�ER]XOPDNWDQ�NRUXPDN��]HUH�G�ú�Q�OP�úW���$QFDN�SD-
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]DUODPDFÕODUÕQ�� �U�Q�� VDUDQ� DPEDODMÕQ� VRQ� GDNLND� UHNODPÕ� LoLQ� P�NHPmel biU� IÕUVDW�
ROGX÷XQX� NHúIHWPHOHUL� X]XQ� V�UPHGL. NitekLP�� UDNLSOHULQL]H� NDUúÕ� VRQ� VDvunma 

QRNWDQÕ]�� �U�Q�Q�]�Q� UDIWD� GXUXúXGXU�� $PEDODM� YH� UDIWD� GXUXú�� |]HOOLNOH� KHU� \ÕO� -bir 

�U�Q�Q� IDUNOÕ� W�UOHULQLQ� GH� GDKLO� ROGX÷X- otuz binden fazla yeni ürünün piyasaya 

sunuOGX÷X�� ELU� GHRGRUDQWÕQ� RQ� EHú� GH÷LúLN� NRNXGD� VXQXOGX÷X�� EH\D]ODúWÕUÕFÕ�� WDUWDUÕ�
önleyici��VRGDOÕ�Y�V��GLú�PDFXQODUÕQÕQ�EXOXQGX÷X�J�Q�P�]GH�oRN�|QHPOLGLU (Zyman ve 

Brott, 2004: 178)��%X�ED÷ODPGD�EX�|QHPLQLQ�IDUNÕQGD�RODQ�ELU�oRN�ILUPD�DPEDODMÕ�DUWÕN�
ürünü fL]LNVHO� GDUEH� YH� WHKGLWOHUGHQ� NRUX\DQ� ELU� NDS�� NDSODPD� RODUDN� DOJÕODPDNWDQ�
YD]JHoPLú�� DPEDODMÕ� KHGHI� NLWOH\L� HWNLOHPHN� KDWWD� �U�Q�� WHUFLK� HWPHOHULQL� VD÷ODPDN�
DPDFÕ\OD�NXOODQGÕNODUÕ�ELU�VLODKD�G|Q�úW�UP�úOHUGLU�� 

 

ùHNLO��� Ambalaj lamaya Yönelik Bir Raf Örne÷L 

 
Kaynak: Zyman ve Brott , 2004: 178. 

 
1HUHGH\VH� KHUNHVLQ� DPEDODMÕQ� |QHPL� ROGX÷XQX� NDEXO� HWPHVLQH� UD÷PHQ� ELUoRN�

úLUNHW� LNL� E�\�N� KDWD\D� G�úHU�� YDOQÕ]FD� \HQL� ELU� �U�Q�� SL\DVD\D� VXQDUNHQ� DPEDODMÕ�
GLNNDWH� DOÕUODU�� VRQUD� \ÕOODUFD ya da sonsuza kadar bunu unuturlar (Zyman ve Brott, 

2004: 178). 7�NHWLFL\OH�LOHWLúLP�NXUPDQÕQ��GLNNDW�oHNPHQLQ�YH�|QFHOLNOH�SD]DUGD-rafta –

W�NHWLFLQLQ� LON� J|UG�÷�� \HUGH-� IDUNOÕOÕN� \DUDWPDQÕQ� ELULFLN� \ROX� RODQ� DPEDODMODPDQÕQ�
|QHPLQLQ�LNLQFL�SODQD�DWÕOPDVÕ��PDUNDODUÕQÕQ�GH÷HU�YH�DQODP�RODUDN�]D\ÕIODPDVÕQD�neden 

olur. 
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1.2.3.6.1. APEDODMÕQ�Önemi 

�6�SHU� PDUNHWOHULQ� YH� GL÷HU� VHOI-VHUYLV� PD÷D]DODUÕQÕQ� JHOLúPHVL� YH� VD\ÕFD�
DUWPDVÕ�� DPEDODMD�� JHOHQHNsel görevinden çok daha fazla, pazarlama görevini 

\�NOHPLúWLU��*�Q�P�]GH��DPEDODM�ELU�LOHWLúLP�DUDFÕ�RODUDN���U�Q�Q�|QHPOL�ELU�ER\XWXQX�
ROXúWXUPDNWDGÕU�� $PEDODM�� �VDWÕú� DUDFÕ�� ROPDQÕQ� \DQÕQGD�� �\DúDP� ELoLPL�QLQ� ELU�
X]DQWÕVÕGÕU�� $PEDODMÕQ� JHOHQHNVHO� NRUXPD� J|UHYLQLQ� |WHVLQGH�� \HULQH� JHWLUGL÷L� GL÷HU�
önemOL�J|UHYOHUL�úXQODUGÕU (Bozkurt, 2006: 292): 

� TükeWLFL�LOH�LOHWLúLP�NXUPDNWD��GLNNDW�oHNPHNWH�YH�IDUNOÕOÕN�\DUDWPDNWDGÕU�� 
� .LúLVHO�VDWÕúÕQ�\HULQH�LúOHY�J|UPHNWHGLU�YH�EX�KDOL\OH��VHVVL]�ELU�VDWÕú�HOHPDQÕ��

ROPDNWDGÕU� 
� hU�Q�Q�UDIWDNL�J|U�Q�UO�÷�Q��DUWÕUPakta ve kendini satWÕUPDVÕQÕ�VD÷ODPDNWDGÕU� 
� Yeni kullaQÕFÕODUÕ��|]J�Q�úHNOL�YH�E�\�NO�÷��LOH�FH]EHWPHNtedir. 

� 6DWÕQ�DOPD�VRQUDVÕQGD��NXOODQPD�\DUDUÕ�VD÷ODPDNWDGÕU� 
� <DUDWÕFÕOÕ÷Õ�\DQVÕWDUDN��LPDM�JHOLúWLUPH\H�\DUGÕPFÕ�ROPDNWDGÕU� 

 

1.2.3.6.2. APEDODMÕ�OOXúWXUDQ�Unsur lar   

.XUXPVDO� NLPOLN�� PDUND� LPDMÕ�� �U�Q� PXKDID]DVÕQ� GD� EXQFD� |QHPH� VDKLS�
DPEDODMÕ�ROXúWXUDQ�XQVXUODU�úXQODUGÕU� 

 

1.2.3.6.2.1. Dizayn-ùekil -Boyut 

$PEDODM��]HULQGHNL��JHQLú��NDOÕQ�YH�H÷LPOL�oL]JLOHU�IDUNOÕ�oD÷UÕúÕPODU�YH�WHSNLOHU�
\DUDWPDNWDGÕU�� (QOemesine çizgi istirahat ve sesVL]OLN� GX\JXODUÕ� X\DQGÕUÕU� Psikolojik 

RODUDN� EX� HWNL\L� \DUDWPDVÕQÕQ� QHGHQL�� LQVDQODUÕQ� J|]OHULQL� VD÷D soOD� GR÷UX� HQOHPHVLQH�
hareket etWLUHELOPHOHULQLQ�� \XNDUÕ�� DúD÷Õ�GR÷UX�ER\ODPDVÕQD�KDUHNHW�HWWLrebilmelerinden 

daha kolay ROPDVÕGÕU�� 'LNH\� KDUHNHWWH� J|]� NDVODUÕ� \RUXlur ve bu hareket yatay olana 

J|UH�GDKD�D]�GR÷DOGÕU��'LNH\�oL]JL��J�o��J�YHQ�YH�KDWWD�JXUXU�KLVOHULQL�X\DQGÕUPDNWDGÕU��
(÷LPOL� oL]JL�� oR÷X� NLúLGH� \XNDUÕ\D� KDUHNHW� HWPH� GX\JXVX� \DUDWÕU�� %X� GXUXP� ú|\OH�
DoÕNODQDELOLU��EDWÕOÕ��ONHOHUGH�RNXPD� LúOHPL� VROGDQ�VD÷D�GR÷UXGXU��%X�QHGHQOH�DúD÷Õ\D�
LQL\RUPXú� KLVVLQGHQ� oRN�� \XNDUÕ� oÕNÕ\RUPXú� KLVVL� X\DQGÕUÕU� (.RFDEDú� ve Elden ve 

Çelebi, 1999: 36). dL]JL�NDOÕQOÕ÷Õ� HUNHNVLOLN�YH\D�GLúLOLN�oD÷UÕúÕPÕ�\DSDU�� øQFH� oL]JLler 

NDGÕQVÕOÕ÷Õ� |Q� SODQD� oÕNDUÕUNHQ�� NDOÕQ� oL]JLOHU� HUNHNVL� KLVOHU� X\DQGÕUÕU� Beyaz, pembe 

YH\D� GL÷HU� SDVWHO� UHQNOHUOH� NXOODQÕODQ� LQFH� oL]JL�� DPEDODMÕQ� SRWDQVL\HO� DOÕFÕODUD�
göndHUGL÷L�NDGÕQVÕOÕN�PHVDMÕQÕ�J�oOHQGLULU��'L÷HU�\DQGDQ�NDOÕQ�oL]JLOHUL�SDVWHO�UHQNOHUOH�
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sunmak; poWDQVL\HO�DOÕFÕODUD� WXWDUVÕ]�PHVDMODU� VXQDU��RQODUÕQ�DNOÕQÕ�NDUÕúWÕUÕU�YH� LVWHQHQ�
yönde hareket etmelerini engeOOHU�� øVWHQHQ�HWNL\L�EDúDUDELOmek için, dizayn ve renk bir 

armoni LoLQGH� NXOODQÕOPDOÕGÕU�� %LUELUOHUL\OH� X\XPVX]� DPEDODM� HOHPDQODUÕ�� ELUELrinin 

HWNLVLQL�\RN�HWPH�H÷LOLPLQGHGLU��%LU�JÕGD�NRQXVXQX�VHPEROL]H�HGecHN�IRUPODU�\XPXúDN�
ve yuvarlak ROPDOÕ�� ELU� LQúDDW� NRQXVX� GDKD� N|úHOL�� JHRPHWULN� YH� VWDWLN� IRUPODUOD�
WDVDUODQPDOÕGÕU��'Õú� WLFDUHW�� XODúÕP�� KDEHUOHúPH� NRQXODUÕ� GDKD� GLQDPLN�� DNÕFÕ� YH� RSWLN�
IRUPODUOD��PRGD��VDQDW��H÷OHQFH�YH�N�OW�U�NRQXODUÕ�PRGHUQ��HVWHWLN�ve çDUSÕFÕ�IRUPODUOD�
DQODWÕOPDOÕGÕU� (.RFDEDú� YH� (OGHQ� YH Çelebi 1999: 47). )HG([
LQ� NDP\RQODUÕ� GD�
DPEDODMGÕU��7HPL]��G�]HQOL�ER\DODUÕ�NROD\FD� IDUN�HGLOPHOHULQL� VD÷ODU��+HU�\HUGH�RQODUÕ�
görPHN��)HG([
LQ�SDNHWOHULQL]L��LVWHGL÷LQL]�\HUH�LVWHGL÷LQL]�]DPDQ�XODúWÕUDFD÷ÕQÕ�Vöyler. 

Kamyonlar genelde çok bü\�N�ROGX÷X� LoLQ�|QHPOL�ELU� DPEDODM� IÕUVDWÕ� WDQÕU� (Zyman ve 

Brott, 2004: 187). %X�X\JXODPD�DPEDODMÕQ�VDGHFH��U�Q��NRUX\DQ�SDNHW��NDYDQR]��NXWX��
IRUPDWÕQGDQ� IDUNOÕ� RODELOGL÷LQLQ� GH� |UQH÷LGLU�� $UWÕN�� VLQLNOHúHQ� W�NHWici geleneksel 

X\JXODPDODUÕQ� GÕúÕQGD� GDKD� \DUDWÕFÕ� SD]DUODPD� VWUDWHMLOHUL\OH� FH]S� HGLOPH\H�
oDOÕúÕOPDNWDGÕU�� %XUDGD� oHUoHYHGH� SDNHWOHPH� GH�� E�W�QOHúLN� SD]DUODPD� LOHWLúLPLQLQ�
DPDFÕQGDQ�oRN�DUDFÕQÕ�ROXúWXUPDNWDGÕU�� 

 

1.2.3.6.2.2. KXOODQÕODQ�Materyal 

Bir ambalDM� LoLQ� NXOODQÕODFDN� PDWHU\DOOHULQ� VHoLPL�� LúOHWPHQLQ�� DPEDODMÕQÕQ�
LPDODWÕ� LoLQ� D\ÕUGÕ÷Õ� ILQDQVDO� ND\QDNODUÕQ� PLNWDUÕQD� ED÷OÕ� RODUDN� GH÷LúPHNWHGLU��
'DYUDQÕúVDO� DoÕGDQ� HOH� DOÕQÕUVD�� DPEDODMÕ� ROXúWXUDQ�PDWHU\DOOHU� JHQHOOLNOH� ELOLQoDOWÕQGD�
tüketicinin duygulaUÕQÕ� HWNLOHU�� 0HWDO� \DSÕPÕ� DPEDODM�� J�oO�O�N�� GD\DQÕNOÕOÕN� YH�
VR÷XNOXN� KLVVL� X\DQGÕUÕU�� 2\VD� SODVWLN�� \HQLOLN�� KDILIOLN� YH� WHPL]OLN� GX\JXODUÕ� \DUDWÕU��
.DGLIH� YH� N�UN� JLEL� \XPXúDN� PDWHU\DOOHU� NDGÕQVÕOÕ÷Õ� oD÷UÕúWÕUPDN� LoLQ� NXOODQÕOÕU 
(.RFDEDú�YH�Elden ve Çelebi 1999: 39).�%X�\|Q�\OH�DPEDODMGD�NXOODQÕODQ�materyaller 

�U�Q�Q�DOJÕODQÕUOÕ÷ÕQÕ�HWNLOHPHNWH��U�Q��NDWHJRUL]H�HGHELOPHNWHGLU�� 
 

1.2.3.6.3. Ambalajda Yasal Zorunluluklar  

*HOLúPLú� EDWÕ� �ONHOHULQGH� DPEDODM� WDVDUÕPÕQGD� X\XOPDVÕ� JHUHNHQ� ED]Õ� \DVDO�
zorunluluklaU� YDUGÕU� �%HFHU�� ����������� %X� \DVDO� ]RUXQOXOXNODU� EDúOÕNODUÕ\OD� úX�
úHNLOGHGLU� 

hU�Q� 7DQÕPÕ�� hU�Q�� DPEDODM� �]HULQGH� GR÷UX�� WDP� YH� DoÕN� ELU� úHNLOGH�
WDQÕPODQPDOÕGÕU� 
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Malzeme ve Üretim Bilgileri:�%LUoRN��ONHGH��D÷ÕUOÕN���UHWLP�\HUL��OLI�RUDQÕ��HOELVH�
ve dokumDODUGD��� DNWLI� PDGGHOHU� YH� GR]ODUÕ� �LODo� YH� NLP\DVDO� �U�QOHUGH�� LOH� LOJLOL�
DPEDODMODU��]HULQH�\DVDO�RODUDN�NRQXOPDN�]RUXQGDGÕU�� 

Barkodlar: hU�Q� KDNNÕQGDNL� ELOJLOHUL� GH÷LúLN� NDOÕQOÕNODUGDNL dikey çizgilerle 

gösteren barkodlar günümüzde bütün ticari ambalajODUGD�NXOODQÕOPDNWDGÕU�� 
 

1.2.3.7. Renk 

5HQN� oRN� J�oO�� ELU� LOHWLúLP� DUDFÕGÕU�� %L]L� oHNHELOLU�� LOHWHELOLU�� PXWOX� HGHELOLU��
�]HELOLU�� 5HQNOHULQ�� SD]DUODPD� YH� UHNODPFÕOÕN� DODQÕQGD� GD� oRN� J�oO�� ELU� \HUL� YDUGÕU��
%HOLUOL� ELU� WRQGDNL� NÕUPÕ]Õ�� VDUÕ� UHQNOHU� �o� ELQD öteden size orada bir McDonald's 

ROGX÷XQX� V|\OHU�� )DUNOÕ� WRQdakL� NÕUPÕ]Õ� YH� VDUÕ� EX� NH]�6KHOO
L� J|VWHULU�� � 5HQNOHU�� D\QÕ�
]DPDQGD��U�QOHU�KDNNÕQGD�GD�PXD]]DP�ELOJL�YHULU��%X�PHVDMODU�]DPDQOD�HYULP�geçirir.. 

gUQH÷LQ; bordo ve saUÕ�DPEDODM�NDOLWH\L�DQODWÕU��%LEHU��NÕUPÕ]Õ-beyaz ile simgelenirken 

QDQH�� \HúLO-beyD]GÕU�� %H\D]�� D]� \D÷OÕ ya da ya÷VÕ]� V�W� �U�QOHULQLQ� UHQJLGLU�� 7DUoÕQOÕ�
úHNHUOHU�NÕUPÕ]ÕGÕU��$QWLEDNWHUL\HO�VDEXQODU�JHQHOGH�DOWÕQ VDUÕVÕGÕU��5HQNOHUL�NXOODQPDk, 

tüketicilerle kestirPHGHQ� LOHWLúLP� NXUPDQÕQ� KDULND� ELU� \ROXGXU�� %HOLUOL� ID\GDODUÕ� LOHWLU��
�U�Q�Q�]�Q�NRQXPXQX�YH�KD\DWODUÕQGDNL� \HULQL�J|VWHULU��7�NHWLFLOHU��E�W�Q�EXQODUÕ� VL]�
KLoELU� úH\� V|\OHPHGHQ� DQODUODU�� øOJLQoWLU�� oRN� D]� úLUNHW� UHQJLQ� |QHPLQL� JHUoHNWHn 

NDYUDPÕúWÕU�� &RFD-Cola bile her zaman kÕUPÕ]ÕQÕQ� J�oO�� ELU� UHQN� ROGX÷XQD� LQDQGÕ��
kÕUPÕ]ÕQÕQ�ELUoRN�DQODP�WDúÕGÕ÷ÕQÕ� ise, Çin'de fark etti. øVSDQ\D
da kÕUPÕ]Õ��WXWNXQXQ�YH�
öfkenin simgesi Hindistan ile Pakistan'GD�G�U�VWO�÷�Q��GDKD�GD�JHQLú�DQODPGD�UHNDEHWLQ�
ve gururun rengiydi (Zyman ve Brott, 2004: 183). $VOÕQGD�Sazarlamada renk unsuru, il k 

EDNÕúWD� GLNNDWL� oHNPH\HQ�� DQFDN�� oRN� |QHPOL� ELU� GHWD\GÕU. Ürünün kalitesi kadar 

ambalajÕQ� UHQJL� GH� W�NHWLFL\L� FH]EHGHELOPHNWH�� VDWÕQ� DOÕS� DOPDPD� \|Q�QGHNL� NDUDUÕQÕ�
\|QOHQGLUHELOPHNWHGLU��5HQN���U�QH�NLúLOLN�ve albeni katarken, onu tüketicinin gözünde 

vazgeçilmez NÕODELOPHNWHGLU��%X�QHGHQOH�ELOLQoOL�ELU�UHQN�NXOODQÕPÕ�VDWÕFÕQÕQ�piyasadaki 

SHUIRUPDQVÕQÕ� DUWÕUPDNWDGÕU�� 5HQNOHU� LQVDQODUÕ� UDV\RQHO� \|Qden çok, duygusal yönde 

etkilePHNWHGLU��gUQH÷LQ��oDOÕúPDGD�GHWD\OÕFD�GH÷LQHFH÷LPL]��]HUH�NÕUPÕ]Õ�HQ�ID]OD�LúWDK�
açan renktir ve bunu tuUXQFX\OD�VDUÕ�WDNLS�HGHU (.RFDEDú�YH�(OGHQ�YH Çelebi, 1999: 35). 

<DSÕODQ�DUDúWÕUPDODUD�J|UH� LQVDQODU���U�Q� LoLQ�ELOLQoOL� \DUJÕ\D�� LON�EDNWÕNODUÕ���� VDQL\H�
LoHULVLQGH� YDUPDNWDGÕUODU�� %X� \DUJÕQÕQ� �� ��� -� �� ��
Õ� DUDVÕ� GD� \DOQÕ]� UHQJH� GD\DOÕ�
ROPDNWDGÕU��5HQN�� W�NHWLFLQLQ�PDUND\D�YH��U�QH�RODQ� WDYUÕQÕQ�ROXúPDVÕQGD�oRN�|QHPOL�
URO� R\QDPDNWDGÕU�� 'H÷LúLN� UHQN� WRQODUÕ� IDUNOÕ� DQODPODU� WDúÕPDNWDGÕU�� %XQD� HN� RODUDN��
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D\QÕ� UHQN�� IDUNOÕ� N�OW�Ulerde farklÕ� DQODPD� JHOHELOPHNWHGLU�� 5HQN� VHoLPL��PDUND� LPDMÕ�
LoLQ�|QHPOL�ROGX÷XQGDQ�JHOLúL�J�]HO�\DSÕOPDPDOÕGÕU�(Bozkurt 2006: 53). Çünkü mDUND\Õ�
D\ÕUW� HGLOLU� \DSPDQÕQ� ELU� \ROX� GD� UHQNWLU�� $QFDN� UHQN�� �]HULQGH� oDOÕúPDVÕ� ]RU� ELU�
özeliktir. Bir isim yaratmak için seçeELOHFH÷LQL]�ELQOHUFH�NHOLPH�YDU�DPD�DQFDN�Eir avuç 

UHQN�VHoHQH÷LQL]�mevcuttur.  

 

1.2.3.7.1. Renk Psikoloj isi ve Renklerin Dili  

5HQN�ELU� ÕúÕNWÕU�YH� ÕúÕN�GD�ELU� HQHUML��%LOLP�DGDPODUÕ� LQVDQODUÕQ�EHOLUOL� UHQNOHUOH�
NDUúÕ� NDUúÕ\D� JHOGLNOHULQGH� EHOLUJLQ� SVLNRORMLN� GH÷LúLNOLNOHU� \DúDGÕNODUÕQÕ� EXOPXúODUGÕU��
'DKD� |QFH� GH÷LQGL÷LPL]� JLEL� Uenkler insanODUÕ� WHúYLN� HGHELOLU�� KH\HFDQODQGÕUDELOLU��
PRUDOLQL� ER]DELOLU�� \DWÕúWÕUDELOLU�� LúWDKÕQÕ� DUWWÕUDELOLU�� VÕFDNOÕN ya da serinlik hissi 

X\DQGÕUDELOLU�� %L]LP� NLúLVHO� YH� WRSOXPVDO� oD÷UÕúÕPODUÕPÕ]� UHQN� KDNNÕQGDNL�
deneyimlerimizi etkiler. 5HQNOHU�� X]XQ� ]DPDQGÕU� EHQLPVHQPLú� EDúOÕFD� oD÷UÕúÕPODU�
QHGHQL\OH� VÕFDN� ya� GD�� VR÷XN� RODUDN� DOJÕODQDELOLUOHU�� dD÷UÕúÕPODU� GR÷DO ve kültürel 

referanslardan kaynaklaQÕU��7HPHO�RODUDN��GR÷DO�UHQkler�VL\DK��EH\D]�YH�JULGHQ�EDúka 5 

UHQN�YDU��NÕUPÕ]Õ��WXUXQFX��VDUÕ��\HúLO�YH�PDYL��(Q�L\Lsi, ara ya GD�NDUÕúÕN�UHQNOerdense bu 

EHú�WHPHO�UHQNWHQ�ELULQL�WHUFLK�HWPHNWLU��$QFDN�KDQJLVLQL"�$NOÕQÕ]GD�WXWPDQÕ]�JHUHNHQ��
tüm renklerin g|]�Q�D\QÕ�\HULQGH�\DUDWÕOPDGÕ÷ÕGÕU��5HQN�VSHNWUXPXQXQ�NÕUPÕ]Õ�XFXQGD�
\HU� DODQ� UHQNOHU�� UHWLQDQÕQ� KHPHQ� DUNDVÕQGD� ROXúXU�� %X� QHGHQOH�� EDNWÕ÷ÕQÕ]GD� NÕUPÕ]Õ�
UHQJLQ� �]HULQL]H� GR÷UX� JHOGL÷LQL� KLVVHGHUVLQL]�� 5HQN� VSHNWUXPXQXQ� PDYL� XFXQGDNL�
UHQNOHU�� UHWLQDQÕQ�KHPHQ�|Q�QGH�RGDNODQÕr. Mavi renN�VL]GHQ�X]DNODúÕ\RUPXú� L]OHQLPL�
\DUDWÕU�� %X� IL]LNL� QHGHQOHUOH�� NÕUPÕ]Õ� HQHUML� YH� KH\HFDQÕQ� UengiGLU��.ÕUPÕ]Õ� \�]�Q�]�Q�
UHQJLGLU�� 1LoLQ� �ONH� ED\UDNODUÕQÕQ� \�]GH� ��
LQGH� KDNLP� UHQN� NÕUPÕ]ÕGÕU"� �0DYL� LNLQFL�
beli rgin renktir. BayraklDUÕQ� \�]GH� \LUPL\H� \DNÕQÕQda hakim renktir) (Al ve Laura, 

2005: 131). 6DUÕ��WXUXQFX�YH�NÕUPÕ]Õ�J�QHúLQ�YH�DWHúLQ�VÕFDNOÕ÷Õ�LOH�|]GHúOHúPLúWLU��PDYL�
PRU�YH�\HúLO�LVH�\DSUD÷ÕQ��GHQL]LQ�YH�J|N\�]�Q�Q�VHULQOL÷L�LOH�|]GHúOHúPLúOHUGLU��6ÕFDN�
UHQNOHU� VR÷XN� UHQNOHUH� NÕ\DVOD� EDNDQ� NLúL\H� GDKD� \DNÕQ� J|U�Q�U�� )DNDW� EHOOL�
NRPELQDV\RQODU� LoLQGH� FDQOÕ� VR÷XN� UHQNOHU�� GXUD÷DQ� YH� VÕFDN� UHQNOHUGHQ� GDKD� HWNLOL�
RODELOLU�� 6ÕFDN� UHQNOHUL� |Q� SODQGD� YH� VR÷XN� UHQNOHUL� JHri planda kullanmak derinlik 

alJÕVÕQÕ�YH�E|\OHFH�ER\XWX�JHQLúOHWLU� .ÕUPÕ]Õ��VDUÕ�YH�WXUuncu genelli kle yüksek-X\DUÕFÕ�
UHQNOHU�RODUDN�G�ú�Q�O�UOHU��PDYL��\HúLO�YH�oR÷X�PRU�WRQODUÕ�LVH�G�ú�N�X\DUÕFÕODU�RODUDN�
görülür.�<LQH� GH�� UHQJLQ� SDUODNOÕ÷Õ�� NR\XOX÷X� YH� DoÕNOÕ÷Õ� SVLNRORMLN�PHVDMÕ� |QHPOL� ELU�
|Oo�GH� GH÷LúWLUHELOLU��$oÕN�PDYL-\HúLO� \DWÕúWÕUÕFÕ�ÕVODN� YH� VHULQ� JLEL� J|]�N�UNHQ�� SDUODN�
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bir turkuvaz rengi, gür bitkili t ropikal bir okyaQXV�PDQ]DUDVÕQÕ�oD÷UÕúWÕUÕU�YH�J|]H�GDKD�
KH\HFDQ� YHULFL� J|]�N�U�� 5HQNOHULQ� ]LKLQGH� ROGX÷X� NDGDU� Y�FXWWD� GD� HWNLOHUL� YDUGÕU��
.ÕUPÕ]ÕQÕQ�KLVOHUL�X\DUGÕ÷Õ�YH�NDQ�EDVÕQFÕQÕ�DUWÕUGÕ÷Õ�J|VWHULOPLúWLU��0DYLQLQ�LVH�EXQXQ�
WDP� WHUVL� ELU� HWNLVL� YDUGÕU�� ]LKQL� VDNLQOHúWLULU�� 5HQJLQ� SVLNRORMLN� oD÷UÕúÕPÕ� J|UVHO�
GHQH\LQGHQ� JHQHOOLNOH� oRN� GDKD� DQODPOÕGÕU�� 6L\DK� YH� EH\D]� NRPELQDV\RQX� ROGXNoD�
NLEDUGÕU�� 6L\DK� FHQD]HOHUH� KDV� ELU� UHQN ya dD� JL]HPOL� RODUDN� DOJÕODQVD� GD� JHQHOOLNOH�
PRGD\Õ� WDNLS� HGHQ� LQVDQODUÕQ� YH� PRGDFÕODUÕQ� NÕ\DIHWOHULQGH� ³UHQN� WHUFLKLGLU´�� 6L\DK�
zarafet�� NXúDN� LOLúNLOHUL� �|UQ�� 6DQ� )UDQFLVFR� %ODFN	:KLWH� %DOO��� VL\DK� OLPX]LQOHU� YH�
EXQXQ�JLEL�úH\OHUOH�|]GHúOHúWLULOPLúWLU��%L]LP kültürümüzde siyah genelli kle steril olarak 

G�ú�Q�OP�úW�U��6L\DK�Ye�JUL�JLEL��EH\D]�GD�Q|WUG�U�YH�GL÷HU�UHQNOHUL�GH�GHVWHNOHU��%H\D]�
G�÷�QOHU�� EHNDUHW�� PDVXPL\HW� YH� VDIOÕN� JLEL� ROJXODUOD� |]GHúOHúLU�� $\QÕ� ]DPDQGD�
HF]DFÕOÕN�� VD÷OÕN� YH� NR]PHWLN� NDWHJRULOHULQde ve diyet ürünlerde NXOODQÕOÕU (Alycia ve 

Perry 2004: 88-89)��ùLPGL�UHQNOHULQ�DQODPODUÕ�YH�SVLNRORMLN�HWNLOHULQL�ELUD]�GDKD�GHWD\OÕ�
inceleyelim. 

hU�QOHUGH� NXOODQÕODQ� ELUELULQGHQ� IDUNOÕ� UHQNOHU�� LQVDQODUGD� oHúLWOL� oD÷UÕúÕPODUD�
VHEHS�ROX\RU��<DSÕODQ�DUDúWÕrmalar, ürünün, logonun ve paketlerin renklerinin, insanlar 

�]HULQGHNL� oD÷UÕúÕPODUÕ� GLNNDWH� DOÕQDUDN� VHoLOPHVL� GXUXPXQGD�� EDúDUÕ� RUDQÕQÕQ� GDKD�
\�NVHN� RODFD÷Õ� NRQXVXQGD� ELUOHúL\RU�� dRFXNlDUÕQ�� �U�QOHULQ� ELoLPOHULQGHQ� oRN�
renkleriyle ilgilendiklerini vurgula\DQ� X]PDQODU�� �<DSÕODQ� DUDúWÕUPDODU�� oRFXNODUÕQ� HQ�
ID]OD� GLNNDWLQL� oHNHQ� UHQNOHULQ�PDYL� YH� NÕUPÕ]Õ� ROGX÷XQX� RUWD\D� oÕNDUPÕúWÕU�� GL\RUODU 
(www.ekometre.com/arastirma_full .asp). Uzmanlar, renklerin insanlar üzerindeki 

HWNLVLQL�ú|\OH�DoÕNOÕ\RU�  
KÕUPÕ]Õ� SDWÕú� UHQJLGLU� YH� GLNNDW� oHNPHN� LoLQ� NXOODQÕOÕU��0avi kurum rengidir, 

istikrar meVDMÕQÕ� DNWDUPDN� LoLQ� NXOODQÕOÕU�� gUQH÷LQ�� &RFD-&ROD� NÕUPÕ]Õ�� ,%0�PDYLGLU��
'L÷HU�WHPHO�UHQNOHU�EX�LNLVLQLQ�DUDVÕQGD�\HU�DOÕr (Al ve Laura, 2005: 132). dRFXNODUÕQ�HQ�
fazla dikkatinL� oHNHQ� UHQNOHU� PDYL� YH� NÕUPÕ]Õ�� .ÕUPÕ]Õ�� Y�FXWWDNL� hipnozun� VDOJÕVÕQÕ�
KDUHNHWH� JHoLULU�� 'DKD� KÕ]OÕ� QHIHV� DOPD\Õ� VD÷ODU� YH� NDQ� EDVÕQFÕQÕ�� NDOS� DWÕúODUÕQÕ��
DGUHQDOLQ� VDOJÕVÕQÕ� \�NVHOWLU�� %X� UHDNVL\RQ� VRQXFXQGD� NÕUPÕ]Õ�� KH\HFDQ� YH� \�NVHN�
HQHUML\L� oD÷UÕúWÕUÕU��$\QÕ� ]DPDQGD� HQ� X\DUÕFÕ�� VHNVL�� GLQDPLN�� WXWNXOX� YH� GLNNDW� oHNLFL�
UHQNWLU��g]HOOLNOH�GLNNDW�oHNPHVL�LVWHQHQ�VDWÕú�QRNWDODUÕQGD�YH�LúWDK�X\DQGÕUGÕ÷Õ�LoLQ�JÕGD�
VHNW|U�QGH�NXOODQÕOÕU�� 

Turuncu: Gün batÕúÕ\OD� VRQEDKDUÕQ� \DQÕN� UHQNOHULQL� oD÷UÕúWÕUÕU�� 3DUODN�� FDQOÕ��
FDQD� \DNÕQ�� GÕúD� G|Q�N��PXWOX� YH� oRFXNVX� ELU� NDUDNWHUH� VDKLSWLU�� 2\XQFDNODUGD�� XFX]�
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SODVWLN� PDO]HPHOHUGH� YH� JHQoOHUH� KLWDS� HGHQ� \HQL� �U�QOHUGH� NXOODQÕOÕU�� &DQOÕ� WXUXQFX�
WRQODU�� NÕUPÕ]Õ� JLEL� GLNNDW� oHNWL÷L� LoLQ� VDWÕú� QRNWDODUÕQGD�� LúWDK� DoÕFÕ� ROGX÷X� LoLQ� IDVW-
IRRG�PHNDQODUÕQGD�YH�EXUDGDNL�LúDUHWOHUGH�NXOODQÕOÕU� 

Kahverengi: 7RSUDNOD� ED÷ODQWÕOÕ� ELU� UHQN� ROGX÷X� LoLQ� WXWDUOÕOÕN�� V�UHNOLOLN� YH�
]HQJLQOLN� oD÷UÕúWÕUÕU�� 7RSUDN� UHQNOHUL� JHQHOGH� ROXPOX� HWNL� GR÷XUXU�� $QFDN� PRGD�
VHNW|U�QGH� VRUXQOX� UHQN� RODUDN� GH÷HUOHQGLULOLU�� .DKYHUHQJL�� HY� VHNW|U�QGH� oRN�
NXOODQÕODQ�ELU�UHQNWLU��7RSUDNOD�ED÷ODQWÕVÕQGDQ�GROD\Õ�J�YHQOLN�GX\JXVX�SHNLúLU��<HPHN�
sektörü için de önemli bir renktir. Bal ve çikolata gibi ürünler sebeEL\OH�OH]]HWOL�WDWODUÕ��
NHSHNOL� HNPHN�� NHSHNOL� SLULQo�� WDKÕOODU� JLEL� �U�QOHU� VHEHEL\OH� GH� VD÷OÕNOÕ� YH� RUJDQLN�
�U�QOHUL�oD÷UÕúWÕUÕU. 

SDUÕ��*�QHú�ÕúÕQODUÕQÕQ�UHQJL�ROGX÷X�LoLQ�D\GÕQOÕN�YH�VÕFDNWÕU��3DUODN�VDUÕ�WRQODUÕ�
GLNNDW� oHNLFL�� QHúHOL� YH� HQHUMLNWLU�� 6DWÕú� QRNWDVÕQGD� NXOODQPDN� LoLQ� oRN� X\JXQGXU��
2WRSDUN�GXYDUODUÕ�JLEL�GLNNDW�oHNLOPHVL�LVWHQHQ�QRNWDODUGD�VL\DK�YH�VDUÕ�NRPELQDV\RQX�
X\JXQGXU��$\UÕFD�\HPHN�VHUYLV�DODQODUÕQGD�YH��U�QOHULQGH�NXOODQÕOÕU� 

Mavi: KÕUPÕ]ÕQÕQ� ]ÕGGÕGÕU�� 0DYL� KX]XU� YHUHQ�� VDNLQOHútirici bir renktir. Mavi 

dinlendiren bir renktir (Al ve Laura, 2005: 132). 6X�YH�KDYD\OD�ED÷ODQWÕOÕ�ROGX÷X� LoLQ�
KHU�DQ�KD\DWÕPÕ]GD�YDU�ROPDVÕ�JHUHNHQ�YH�KHU�]DPDQ�RUDGD�RODQ�ELU�UHQN�JLEL�DOJÕODQÕU��
%X�VHEHSOH�PDYL�J�YHQLOLU��VD÷ODP��HPLQ�L]OHQLPLQL�YHULU��%DQNa ve finans sektörleri bu 

UHQJL� WHUFLK� HGHUOHU�� 0DYLQLQ� VX\OD� ED÷ODQWÕVÕQGDQ� GROD\Õ� LoHFHNOHULQ� úLúHOHULQGH� YH�
SDNHWOHULQGH� EX� UHQN� NXOODQÕOÕU�� $\QÕ� ]DPDQGD� KX]XUOX� YH� VDNLQ� ELU� UHQN� RODQ� PDYL��
konsantrasyon ve rahatlama gerektiren ortamlarda ve hastanelerGH�NXOODQÕOÕU��.R\X�PDYL�
ise en ciddi renktir. Bu yüzden polis ve pLORW� �QLIRUPDODUÕQGD� NXOODQÕOÕU�
(http://www.sinerjidernegi.org). 

YHúLO� 7DELDWOD� RODQ� ED÷ODQWÕVÕQGDQ� GROD\Õ� WD]HOL÷L� YH� úLID\Õ� oD÷UÕúWÕUÕU�� .R\X�
\HúLO��SDUD�YH�SUHVWLM�UHQJLGLU��3UHVWLM�YH�J�YHQOL÷LQ�|QHPOL�ROGX÷X�VHNW|UOHUGH�NXOODQÕOÕU��
,VSDQDN�� VDODWD� JLEL� VHE]HOHULQ� WRQODUÕ� LVH� JÕGD� VHNW|U�QGH� NXOODQÕOÕU�� 0DYL-\HúLO�
ELUOLNWHOL÷L� NDSOÕFDODUÕ� oD÷UÕúWÕUGÕ÷ÕQGDQ�� KLM\HQ� �U�QOHUL� LoLQ� NXOODQÕOÕU�
(www.ekometre.com/arastirma_full .asp), D\UÕFD� oHYUHQLQ� YH� VD÷OÕ÷ÕQ� UHQJLGLU��
Greenpeace, Healthy ChoicH�YH�6QDFN:HOO
V
WH� ROGX÷X� JLEL (Al ve Laura, 2005: 132), 

GR÷D\OD�LOJLOL�NXUXPODU�JHQHOOLNOH�EX�UHQJL�NXOODQÕUODU� 
Mor: .UDOL\HW� UHQJL� ROGX÷X� LoLQ� úÕNOÕ÷Õ� YH� ]HQJLQOL÷L� KDWÕUODWÕU�� $\QÕ� ]DPDQGD�

HVUDUHQJL]�� UXKDQL� YH� GX\JXVDO� ELU� UHQNWLU�� 0RU�� NÕUPÕ]ÕQÕQ� KH\HFDQ� YH� VHNVLOL÷L� LOe 

PDYLQLQ�KX]XUXQXQ�NDUÕúÕPÕGÕU.  
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Beyaz: *|]�Q�HQ�SDUODN�DOJÕODGÕ÷Õ�UHQNWLU��%X�\�]GHQ�LúDUHWOHUGH��SDNHWOHUGH�YH�
VDWÕú�QRNWDODUÕQGD�]ÕWOÕN�ROXúWXUDUDN�GLNNDWL�oHNPHN� LoLQ�NXOODQÕOÕU��7HPL]OLN��SDUODNOÕN��
VDGHOLN� YH� PDVXPL\HW� GX\JXODUÕ� YHUHQ� EH\D]�� |]HOOLNOH� oRFXN� YH� VD÷OÕN� �U�QOHULQGH�
NXOODQÕOÕU� 

Siyah: .DUDQOÕN�YH� JHFH\L� oD÷UÕúWÕUGÕ÷Õ� LoLQ� HVUDUHQJL]�� J�oO��� NODVLN�YH� úÕN�ELU�
UHQN� RODUDN� DOJÕODQÕU�� (Q� J�oO�� UHQNWLU�� )L\DWÕ� \�NVHN� �U�QOHUGH� NXOODQÕOÕU�� Johnnie 

Walker Black Label' GD�ROGX÷X�JLEL�lüksün rengidir (Al ve Laura, 2005: 132). gUQH÷LQ��
yemek sektöründe "gourmet" ürünlerin pakHWOHULQGH�J|U�O�U��$÷ÕU�ELU� UHQN�ROGX÷X�LoLQ�
G�úPH ya GD� EDWPD� L]OHQLPL� GR÷XUDELOLU�� %X� VHEHSOH� XoDNODUGD� YH� JHPLOHUGH�
NXOODQÕOPD]�� 6L\DK� YH� EH\D]� LNL� ]ÕW� UHQNWLU�� .XYYHW� YH� DoÕNOÕN�� J�o� YH� VDGHOLN�
ELUOLNWHOL÷LQL�YHUPHN�LoLQ�NXOODQÕODQ�HQ�NODVLN�NRPELQDV\Rndur. 

0DUWLQ� /LQGVWURP¶LQ� ³%UDQG� 6HQVH´� �0DUND� 'X\XVX�� DGOÕ� NLWDEÕQGD�� |QHUL� YH�
VDSWDPDODUÕ� ú|\OH�� Renk, marka yaratma sürecinde en önemli unsurlardan biridir. 

0DUNDQÕQ� oHYUH\OH� LON� LOHWLúLPLQL� VD÷ODU�� 3ROLV� DUDEDVÕ�� DPEXODQV�� RNXO� RWRE�V�� JLEL�
araçlarda kXOODQÕODQ� UHQNOHUGH� GH� EX� XQVXU� GLNNDWH� DOÕQPÕúWÕU� 7HN� EDúÕQD� ELU� PDUND�
\DUDWPDVD�ELOH��UHQNOHU��WDP�DQODPÕ\OD�ELU�WDPDPOD\ÕFÕ��ROXúWXUXFXGXU� .ÕUPÕ]ÕQÕQ�HWNLQ�
ROPDVÕQGD� VDYDúODUÕQ� GD� URO�� ROGX�� gUQH÷LQ�� øNLQFL� '�Q\D� 6DYDúÕ� VÕUDVÕQGD� ED]Õ�
$PHULNDQ� úLUNHWOHUL� EX� UHQJH� G|QG��� ELU� E|O�P�� LVH� \HQL� VXQGXNODUÕQGD� NÕUPÕ]Õ� UHQJL�
VHoWL��gUQH÷LQ��/XFN\�6WULNH�������\ÕOÕQGD�\HúLO�UHQNOHULQL��ED\UDN�UHQNOHUL\OH�GH÷LúWLUGL� 
=DPDQ� ]DPDQ� GD� ED]Õ� úLUNHWOHU� YH�PDUNDODU�� J�oOHULQL� SHNLúWLUPHN� LoLQ� UHQNOHUH� VDKLS�
oÕNWÕODU��$PDoODUÕ��R� UHQNOH�DQÕOPDNWÕ��7ÕSNÕ�+HLQ]�JLEL«�X]XQ�\ÕOODU�³3RZHU�RI�5HG´�
�.ÕUPÕ]ÕQÕQ�J�F���VORJDQÕQÕ�NXOODQGÕODU. 6RQ�G|QHPGH� LNL�úLUNHWL�E|OHQ�UHQNOHUGHQ�ELUL�
GH�³WXUXQFX´��RUDQJH��ROGX��%LU�øQJLOL]�WHOHNRP�úLUNHWL�NHQGLQL��LVPL\OH�ELUOLNWH�IDUNOÕ�ELU�
reQNWH� NRQXPODQGÕUGÕ�� 'R÷DO� RODUDN� ³WXUXQFX´� UHQJL� VHoWL�� hVWHOLN� EXQD� E�\�N� GH�
\DWÕUÕP�\DSWÕ��$QFDN��D\QÕ�UHQJL�NXOODQDQ�(DV\-HW� LOH�DUDVÕ�DoÕOGÕ��PDKNHPHOLN�ROGXODU��
$PDoODUÕ�� EX� UHQNOH� VDGHFH� NHQGLOHULQLQ� DQÕOPDVÕ\GÕ �$WHú��
http://www.markastrateji.com/?p=67).� *|U�OG�÷�� JLEL� SD]DUODPD� LOHWLúLPLQGH� YH�
LQVDQODUGD�EÕUDNWÕ÷Õ� HWNL� \|Q�QGHQ� UHQNOHU�|\OH�ELU� HWNL\H� VDKLSWLU� NL� NXUXPODU� UHQNOHU�
�]HULQH�NRQXPODQGÕUPD�ELOH�\DSDELOPHNWHGLUOHU� 
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1.2.3.7.2. Moda Renklerde Seçim 

Son modaya bakarak bir rengH� NDUDU� YHUPHN� \DQOÕúWÕU�� %X� PRGD� VRQD� HUGL÷L�
]DPDQ�� VL]LQ� NLPOL÷LQL]� GH� VRQD� HUHFHNWLU�� 6RQ� ELUNDo� \ÕOGD� |]HOOLNOH� WHNQRORML�
VHNW|U�QGH�RUWD\D�oÕNDQ�WXUXQFX�NLPOLNOHUL�ELU�G�ú�Q�Q��6D\ÕODUÕQÕQ�oRNOX÷X�QHGHQL�LOH��
hepsL� ELU� DUDGD� FLGGL� ELU� IDUNOÕODúPD� VRUXQX� \DúDGÕODU��0DUNDQÕ]ÕQ� NRQXPODQGÕUPDVÕQÕ�
WDQÕPODPD\D� \DUGÕP� HGHQ� ]HQJLQ� YH� NDOÕFÕ� UHQNOHUL� VHoLQ�� ùLUNHWLQL]� LoLQ� EXJ�Q� YH�
EXQGDQ�EHú�\ÕO�VRQUD�LúH�\DUD\DFDN�RODQ�úH\L�J|]�|Q�QGH�EXOXQGXUXQ��Alycia ve Perry 

2004: 101)��2QXQ�LoLQ�NXUXPVDO�NLPOLN�ROXúWXUXUNHQ�UHQNOHULQ�G|QHPVHO�DOJÕODQÕúODUÕQÕ�
GH÷LO��HYUHQVHO�DOÕQÕúODUÕQÕ�YH�JHOHQHNVHO�\DQ�DQODPODUÕQÕ�ED]�DOPDN�JHUHNLU�� 

 

1.2.4. Marka K LPOL÷L 
0DUND�NLPOL÷LQL�ELU�LQVDQÕQ�NLPOL÷L�JLEL�G�ú�Q�Q��gQFHOLNOH��ELU�oRFX÷XQ�NLPOL÷L�

esas bir özdHQ��NLúLOLN�|]HOOLNOHULQGHQ��ILziksel özelli klerden, bir isimden ve nihayetinde 

temel bir keliPH�KD]QHVLQGHQ�ROXúXU��.LPOLN�� VRQXQGD� \DúOD�ROJXQODúÕU��$UNDGDúODU�YH�
LOLúNLOHU� GH÷LúLU�� LOJLOHU� D] ya da çok, belki de tüP�\OH� GH÷LúHELOLU�� NHOime hazneleri 

JHOLúLU��KDWWD�ED]HQ�Y�FXW�úHNOL��J|]�YH�VDo�UHQJL�\HQL�DQD�ELU�J|U�Q�P�HOGH�HWPHN�LoLQ�
de÷LúWLULOHELOLU�� %X�� ]HNLFH� ELU� GH÷LúLPGHQ� UDGLNDO� ELU� GH÷LúLPH� NDGDU� IDUNOÕOÕN�
J|VWHUHELOLU��%DVLWoH�WDQÕPODQÕUVD�NLPOLN�ELU�úLUNHWLQ���U�Q�Q�YH\D�KL]Petin esas bir öz, 

NRQXPODQGÕUPD��PDUND�DGÕ��HWLNHW�oL]JLVL��ORJR��PHsaj ve deneyim gibi kontrol edilebili r 

XQVXUODUÕQGDQ� ROXúXU�� %XQODU� oH\UHN� VD\IDOÕN� ELU� UHNODP� ROVXQ� GL\H� ROXúWXUXOPXú� DQD�
XQVXUODU�GH÷LOOHUGLU��<ÕOODU�ER\X�V�UPHVL�KHGHIOHQLU��%XQODUÕ�NRQtrol edilebili r unsurlar 

RODUDN� DGODQGÕUPDPÕ]ÕQ� QHGHQL� GH� KHUKDQJL� ELU� QRNWDGD� GH÷LúWLULOHELOLU� ROPDODUÕGÕU��
Kurum kimli÷LQL� \DUDWPDN�YH� \DúDWPDN�� \DUDWPDN�YH�GH÷LúWLUPH\H�NÕ\asla daha fazla 

hakimiyet ister (Alycia ve Perry 2004: 14-15). 8\JXODPD\D� EDNWÕ÷ÕPÕ]GD�� EDVLW� ELU�
PDUND� WRSRORMLVLQLQ� ROXúPXú� ROGX÷XQX� J|UPHNWH\L]�� 5HVLP� PDUNDVÕ�� NHOLPH� PDUNDVÕ��
KDUI� PDUNDVÕ� YH� NRPELQH� HGLOPLú� PDUND�� 6WDQNRZVNL� EX� PDUND� úHNLOOHULQL� DúD÷ÕGDNL�
úHNLOGH�DoÕNODPÕúWÕU��2ND\����������-140). 

5HVLP�0DUNDVÕ� Bu tip markalar biU�UHVLPGHQ�ROXúPDNWD�YH�JHQHOOLNOH�NHOLPHOHU�
YH\D�PHWLQOH� WDPDPODQPDNWDGÕU��%LU� UHVLP�PDUNDVÕQÕQ�E|\OH�ELU� WDPDPODPD\D� LKWL\Do�
GX\PDPDVÕ�X]XQ�ELU�]DPDQ�JHQLú�ELU�]DPDQ�YH�\�NVHN�ELU�VHUPD\H\L�JHUHNWLUPHNWHGLU��
%|\OH�ELU�GXUXPD�|UQHN�RODUDN�&DPHO�VLJDUDVÕQGD�YH�UHNODPODUÕQGD�³&DPHO´�\D]ÕVÕQÕQ�
NDOGÕUÕODUDN�� NXUXP� UHQNOHUL\OH� VDGHFH� GHYH� VHPERO�Q�Q� YHULOPHVLQL� J|VWHUHELOLUL]��
5HVLP�PDUNDVÕ�E�W�QOHúPH\L�EHOOL�ELU�\|QH�oHNPH\H��NHOLPH�YH�KDUI�PDUNDVÕQGDQ�GDKD�
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ID]OD� \DWNÕQGÕU�� 5HVLP� PDUNDVÕ� GDKD� oRN� J�oO�� ELU� ELoLPGH� úHNOL� J|UVHO� GH÷HUOHUOH�
]HQJLQOHúWLULOHELOPHNWH� YH� E|\OHOLNOH� GLNNDWL� oHNPH� YH� KDWÕUODPD� HWNLVLQL�
yükseltebilmektedir. 

.HOLPH�0DUNDVÕ��+HU�NHOLPH�PDUNDVÕ� IRQHWLN�RODUDN�NXOD÷D� L\L�JHOPHOL��QHJDWLI�
E�W�QOHúPHOHU�oD÷UÕúWÕUPDPDOÕ��\DEDQFÕ�ELU�GLOGH�V|\OHQHELOPHOL�YH�P�PN�Q�ROGX÷XQFD�
NÕVD� ROPDOÕGÕU�� .HOLPH� PDUNDVÕ� úHNLO� DoÕVÕQGDQ� EDVLW� ROPDOÕ� YH� N�o�OW�OP�ú� KDOL\OH�
UDKDWOÕNOD�RNXQDELOPHOLGLU� 

+DUI� 0DUNDVÕ� Bu marka tipi genelli kle uzun kurum isimlerinin neticesinde 

ROXúPDNWDGÕU��JHQHOOLNOH�NHOLPHOHULQ�EDú�harflerinden meydana gelmektedir. 

.RPELQH�(GLOPLú�0DUND�� %LU�PDUND� NRPELQDV\RQX� HQ� D]ÕQGDQ� LNL� XQVXUX� úDUW�
NRúDU�� \DQL� \XNDUGD� WDULI� HGLOPLú� NHOLPH� KDUI� YH� UHVLP� PDUNDODUÕ� ELUOHúWLULOHELOLU� YH�
D\UÕFD� |]HO� XQVXUODUGD� HNOHQHELOLU�� 6WDQNRZVNL¶\H� J|UH� NRPELQH� PDUNDODUÕQ� |]HOOL÷L�
JHoLú�IRQNVL\RQXQD�YH�NÕVD�V�UHOL�\DúDP�G|QHPLQH�VDKLS�ROPDVÕGÕU��%X�DoÕGDQ�DNOD� LON�
JHOHQ� |UQHNOHUGHQ� ELULVL� NÕVD� V�UH� |QFH� GH÷LúHQ� $GLGDV� PDUNDVÕGÕU�� �$GLGDV¶ÕQ� �o�
\DSUDNOÕ� \RQFDVÕ�� ELUELULQH� ��� GHUHFH� H÷LN� RODUDN� SDUDOHO� RODQ� �o� oL]Jiye 

G|Q�úW�U�OP�úW�U��� NRPELQH� HGLOPLú� PDUNDODU� VÕNoD� \DSÕ� GH÷LúLNOHULQLQ� YH� HNRQRPLN�
\R÷XQODúPD�NDUDUODUÕQÕQ�LIDGHVLGLU� 

 

1.3. Uyar lama 

<HQL�NLPOLN�VLVWHPLQLQ�ELU�SDUoDVÕ�RODUDN�ELU�úLUNHWLQ�X\JXODPD�LoLQ�J|]�|Q�QGH�
EXOXQGXUPDVÕ�JHUHNHQ�HQ�\D\JÕQ�WDVDUÕP�uyJXODPDODUÕQÕQ�NÕVD�ELU�OLVWHVL�úXGXU (Alycia 

ve Perry 2004: 106-107): øú�.DUWODUÕ��$QWHWOHU��øNLQFL�ND÷ÕWODU��=DUIODU��)DNVODU��)DWXUDODU��
7HOJUDI� ND÷ÕWODUÕ�� 3RVWD� HWLNHWOHUL�� 3RVWD� ]DUIODUÕ�� %URú�UOHU�� 5HNODPODU�� <Õ,OÕN� UDSRODU��
Web siteleri, Tabelalar�� $UDoODU�� hQLIRUPDODU�� 6WDQGODU�� 7DQÕWÕP� PDO]HPHOHUL�� hU�Q�
HWLNHWOHUL� YH� NXWXODUÕ�� 6LSDULú� WHVOLP� DODQODU�� 6DWÕQ� DOÕP� J|VWHUJHOHUL�� hU�Q� VDWÕú�
ND÷ÕWODUÕ���� 
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2. MARKA KAVRAMI , MARKALA[ù]MA�6h5(&ø� KURUMSAL 

0$5.$�d(5d(9(6ø1'(�%$ù$5,/,�0$5.$1,1�<$5$5�VE (7.ø/(5ø 
*�Q�P�]GH� PDUND�� ILUPD�� NXUXP�� NXUXOXú�� KL]PHW� KDWWD� LQVDQODUÕQ� JHOPHN�

LVWHGLNOHUL� QLKDL� QRNWD\Õ� LIDGH� HGL\RU��%X� oHUoHYHGH�PDUNDODúPD� V�UHFLQGHNL� � ILUPDODU�
W�NHWLFLVLQH� VDGHFH� LúOHYVHO� ND]DQoODU� VD÷ODPDNOD� NDOPÕ\RU duygusal kazançlar, 

nitelikler, kullaQÕP� WHFU�EHOHUL� GH� VXQX\RU� YH� bu yönüyle marka,� LúOHYVHO� \DSÕQÕQ�
\DQÕQGD��LNRQODU ve simJHOHU�E�W�Q�Q�Q�WDPDPÕQÕ�LIDGH�HGL\RU��$PD�PDUNDODúPD�V�UHFL�
LoLQ� ILUPDODUÕQ� RUWD\D� NR\GXNODUÕ� HQHUML� DVOÕQGD� PDUND� ROPDQÕQ� EX� ELU� LNL� F�POHGH�
EHOLUWLOGL÷L�NDGDU�NROD\�ROPDGÕ÷ÕQÕ�J|VWHUL\RU��0DUNDODúPD�V�UHFL��LVWLNUDU��HPHN��ELOJL��
VWUDWHML�� SDUD� YH� GDKD� ELU� oRN� SD]DUODPD� LOHWLúLPL� XQVXUXQX� DKHQN� LoLQGH,� PDQWÕNOÕ�
NXOODQPD\Õ� JHUHNWLUL\RU�� $QFDN� J�Q�P�]GH� EDúDUÕOÕ� PDUNDODUD� EDNWÕ÷ÕPÕ]GD; marka 

ROPDQÕQ� VD÷ODGÕ÷Õ� \DUDU� YH� HWNLOHULQ� EX� KDUFDQDQ� HQHUML\H� ID]ODVÕ\OD� GH÷GL÷LQL�
J|VWHUPHNWHGLU��.RQX\X�D\UÕQWÕOÕ�RODUDN�LQFHOH\HOLP��øúWH�PDUND� 

 

2.1. Marka/Markala[ú]mak 

%XQGDQ� oRN� X]XQ� ]DPDQ� HYYHO� HVQDIODU� GXYDUODUÕQ ya GD� VDWÕODFDN� Hú\DODUÕQ�
�]HUOHULQH�ELU�úH\LQ�NLPH�DLW�ROGX÷XQX ya GD�NLP�WDUDIÕQGDQ�\DSÕOGÕ÷ÕQÕ�J|VWHUPHN�LoLQ�
LúDUHWOHU�NR\DUODUPÕú��*�QH\�)UDQVD
GDNL�/DVFDX[�0D÷DUDODUÕ
QÕQ�GXYDUODUÕQGD�\DOQÕ]FD�
EL]RQODU�GH÷LO��DLWOLN�J|VWHUJHVLQLQ�ELU�úHNOL�RODQ�HO� L]leri de mevcuttur. Bu el izlerinin 

M.Ö. 15 binlere kadar dayanGÕ÷ÕQD�LQDQÕOÕ\RU��(VNL�0ÕVÕUOÕODU��<XQDQOÕODU��5RPDOÕODU�YH�
ÇinOLOHU�VDKLSOLN�YH�NDOLWH\L�EHOLUWPHN�LoLQ�oDQDN�o|POH÷LQ�YH�GL÷HU�Hú\DODUÕQ��]HUOHULQL�
P�K�UOHUOHUGL�� %X� úHNLOGH� H÷HU� LQVDQODU� EX� Hú\D\Õ� EH÷HQLUOHUVH�� EXQXQ� LoLQ� NLPL�
öveceklerini, gelecHNWH� EX� PDOÕ� QHUHGHQ� WHPLQ� HGHFHNOHULQL� YH� ELU� SUREOHPOH� NDUúÕ�
NDUúÕ\D�NDOGÕNODUÕQGD��EX�KDWDGDQ�NLPLQ�VRUXPOX�ROGX÷XQX�ELOHELOL\RUODUGÕ��%X�DUDGD�ELU�
QRNWDGD�K�N�PHWOHU�EX��U�QOHUL�P�K�UOHPH�LúLQLQ�ROPDVÕQÕQ�L\L�ELU�ILNLU�ROGX÷XQD�NDUDU�
verdiler. Bunun seEHEL�RQODUÕQ�W�NHWLFL�ELOJLVLQLQ�NDKUDPDQODUÕ�ROPDODUÕ�GH÷LOGL�HOEHWWH��
Bu tutumun altÕQGD�\DWDQ�VHEHS�GDKD�oRN���U�QOHULQ� LúDUHWOL�ROPDVÕQÕQ�YHUJL� WRSODPD\Õ�
NROD\ODúWÕUPDVÕ� ILNUL\GL�� ����� \ÕOÕQGD� øQJLOWHUH�� )ÕUÕQFÕODUD� 'DPJDODPD� <DVDVÕ
QÕ�
yüU�UO�÷H� NR\GX�� DUWÕN� EXQD� J|UH� IÕUÕQFÕODU� HNPHNOHULQ� �]HULQH� �U�Q�Q� \DSÕOGÕ÷Õ� \HUL�
beli rmek� LoLQ�SXO�YH\D�HWLNHW�\DSÕúWÕUDFDNODUGÕ��$ONROO��LoNL�üretenlerse, li körün nerede 

�UHWLOGL÷LQL� EHOLUPHN� LoLQ� PHúH� D÷DFÕQGDQ� \DSÕOPÕú� varill erde� VDNODGÕNODUÕ� VFRWFK�
YLVNLOHUL� VÕFDN demire iúOHQPLú� VHPEROOHUOH� GDPJDODUODUPÕú�� 9LVNL\L� KDQJL� LoNL�
LPDODWoÕVÕQÕQ� hUHWWL÷LQL� ELOPHN� WDELL� NL� J�]HO� ELU� úH\GL�� DPD� JHUoHN görenek ve 
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uygulamalarda da zaWHQ� EXQGDQ� EDúND� ELU� \RO olDPD]GÕ�� %X� GDPJDODU� PRGHUQ� WLFDri 
PDUNDODUÕQ�LON�GHQHPHOHUL�ROGX (Perry ve Wisnom, 2004: 11-12).  

%X� ELUNDo� \�]\ÕOÕ� KÕ]OÕFD� JHoHUVHN� EXJ�Q�0DLQ� &DGGHVLQL� DOÕúYHULú�PHUNH]OHUL�
GROGXUPXúWXU��%L]�GH�VRQ�GHUHFH�VH\\DU�ELU�KDOH�JHOGLN��.DGÕQODU�DUWÕN�HVNLGHQ�ROGX÷X�
JLEL� NRPúXODUÕQD� \DSÕúÕS� HYGH� RWXUPDPDNWDGÕU�� øQVDQODUÕQ� HY� LOH� Lú� DUDVÕQGD� JLGLS�
JHOLUNHQ� KDUFDGÕNODUÕ� ]DPDQ� DUWPÕúWÕU�� 'L÷HU� LQVDQODUÕQ� QHOHU� \DSWÕ÷ÕQÕ� |÷UHQPHN� LoLQ�
GDKD� D]� ERú� ]DPDQÕPÕ]� YDU�� 2WXUGXNODUÕ� DSDUWPDQGD� NLPOHULQ� \DúDGÕ÷ÕQÕ�� NHQGL�
NRPúXODUÕQÕ� YH� \DQ� NDSÕGD� RWXUDQÕ� ELOPH\HQ� LVLPVL]� LQVDQODU� ROPDN� ROD÷DQ bir durum 

KDOLQH�JHOPLúWLU��$LOHOHU�ELU�]DPDQODU�ROGX÷X�JLEL�GH÷LOGLU��%�\�NDQQH�YH�E�\�NEDEDODU�
oR÷XQOXNOD� \DúOÕODUD�� HPHNOLOHUH� KL]PHW� YHUHQ� \HUOHUGH� \DúDPDNWDGÕUODU�� 2QODUÕQ�
oRFXNODUÕ� GD� JHOHQHNVHO� DLOH� \DSÕVÕQÕ� ER]XS� GD÷ÕWDUDN� oR÷XQOXNOD� GR÷GXNODUÕ� \Hrden 

X]DN� ELU� \HUH� WDúÕQPÕúODUGÕU (%RQG� YH� .ÕUVKHQEDXP�� ������ 58). $UWÕN� kendimizi 

PDUNDODUÕQ� LVWLODVÕQD� X÷UDPÕú� ELU� oD÷GD� EXOX\RUX]�� $UWÕN� PDUNDODU� \DOQÕ]FD� ELU� PDOÕQ�
QHUHGH� �UHWLOGL÷LQL� J|VWHUPHN� LoLQ� LúOHQPLú� GHPLUOHUGHQ� ya� GD� ELU� VRPXQ� HNPH÷LQ�
üzerindHNL� HWLNHWWHQ� LEDUHW� GH÷LO�� $UWÕN� PDUNDQÕQ� ELU� DGÕ�� \DQ� DGODUÕ�� UHQJL�� JUDILN�
tasarÕPÕ�� VHVL�� NHOLPH� KD]QHVL� YH� WHFU�EHVL� YDU��0DUNDQÕQ� DUWÕN� NHQGLQH� DLW� ELU� NLPOL÷L�
YDU�� $UWÕN� PDUND� \DOQÕ]FD� GHSRODUGD ya da� G�NNDQ� UDIODUÕQda görülmüyor (Perry ve 

Wisnom, 2004: 12).� 0DUNDODU� KD\DWÕPÕ]ÕQ� KHU� \HULQGH�� JL\GL÷LPL]� JL\VLGH��
NXOODQGÕ÷ÕPÕ]�DUDEDGD��LoWL÷LPL]�NDKYHGH��\HGL÷LPL]�VLPLWWH����EDNWÕ÷ÕPÕ]��J|UG�÷�P�]��
GX\GX÷XPX]�KHU�\HUGH� 

Peki nedir marka? $PHULND�3D]DUODPD�%LUOL÷L: "Marka\Õ�ELU�LVLP��LúDUHW��VHPERO��
tasDUÕP� YH\D� KHSVLQLQ� ELU� ELUOHúLPL� RODUDN�� ELU� VDWÕFÕQÕQ� YH\D� VDWÕFÕODU� JUXEXQXQ�
�U�QOHULQLQ� YH\D� VHUYLVOHULQLQ� WDQÕWÕOPDVÕ� YH� UDNLS� úLUNHWOHU� LoLQ� IDUNOÕOÕN� \DUDWPDVÕ�
(Bozkurt, 2006: 48-49)�RODUDN�WDQÕPODPDNWDGÕU��$QFDN��³Marka sadece herkesin ezbere 

ELOGL÷i tHN�ELU�LVLP�YH\D�ORJR�GH÷LOGLU��g]JHQ, 2002: 740)” . 0DUND��LúOHYVHO�YH�GX\JXVDO�
kazançlar, nitelikler, kullaQÕP� WHFU�EHOHUL�� LNRQODU ve simgeler bütünüdür (Zyman ve 

Brott, 2004: 65). Bu noktada mDUNDQÕQ� VDGHFH� W�NHWLFLQLQ� RUWDN� ]LKQLQGH� \DúDGÕ÷Õ�
konusuQGD�EHUUDN�ROPDOÕ\Õ]��0DUND�� W�NHWLFLOHULQ�RUWDN�DOJÕVÕ� LoLQGH� WDQÕPODQDELOHQ�ELU�
NLúLOLN� YH� NLPOLNWLU� YH� W�P� GL÷HU� NLúLOLNOHU� JLEL� EHQ]HUVL]GLU�� d�QN�� \HULne geWLULOPLú�
YDDWOHUGHQ�YH�IDUNOÕ�GH÷HU�N�PHOHULQGHQ�ROXúPDNWDGÕU��<DSÕVÕ��oRN�ID]OD�VD\ÕGD�VRPXW�Ye 

VR\XW� GHQH\LPOH� LOLQWLOHQGLULOLU� YH� IDUNOÕ� XQVXUODUÕQ� EDúDUÕ\OD� ELU� DUD\D� JHOPHVL\OH� ELU�
PDUND�� DoÕN� ELU� úHNLOGH� GL÷HU� 
EHQ]HU
� �U�Q� YH� KL]PHWOHUGHQ� D\UÕOÕU� �Pile, 2001: 242), 

GL÷HU� ELU� GH\LúOH�� PDUND�� D\QÕ ya GD� IDUNOÕ� � oHúLWOL� QLWHOLNOHUGH� YH� VHNW|UOHUdeki ürün-
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KL]PHWOHULQ� ELUELUOHULQGHQ� NROD\FD� D\UÕOPDODUÕQÕ� VD÷OD\DQ�� \DSÕODQ� �U�Q�hizmet 

GL]D\QODUÕ�YH�WDQÕWÕP�oDOÕúPDODUÕ�LOH�EHQ]HUOHULQGHQ�IDUNOÕODúWÕUÕODQ���U�Q�LOH�ELUOLNWH��RQX�
SL\DVD\D� VXQDQ� NLúLOHUL� YH� ILUPDODUÕ� GD� WDQÕPOD\DQ�� EDVÕP� YH� \D\ÕP� \ROX\OD� JHQLú�
NLWOHOHUH� GX\XUDQ�� WDQÕWDQ�� RQODUÕ� EDúNDODUÕQÕQ� WDNOLW� HWPHVL ya GD� KDNVÕ]� GDYUDQÕúODUÕ�
NDUúÕVÕQGD� DLW� ROGX÷X ülkenin ya GD� XOXVODUDUDUDVÕ� KXNXN� NXUDOODUÕQÕQ� oHUoHYHVinde 

koruyan, isim, sözcük, sözF�N� JUXEX�� KDUI�� UDNDP�� UHQN�� úHNLO� YH� Gizayn bileúLPLQH�
"Marka" denir (Ak, 1998: 121)�� %X� YH� EXUD\D� NDGDU� \DSÕODQ� WDQÕPODUGD� � PDUND\Õ�
WDQÕPODPDNOD�ELUOLNWH�\LQH�HNVLNWLUOHU��d�QN���PDUND�NHOLPHVL�VDGHFH�ELU�LVLP��ELU�LúDUHW�
DQODPÕ� WDúÕPÕ\RU�� Marka EXQODUÕQ� \DQÕQGD� NDUúÕOÕNOÕ� LOLúNL\H� GDLU� ELU� V|]� YH� NDOLte 

gaUDQWLVLGLU��0DUND�ELU�ILUPD�YH�EX�ILUPDQÕQ�P�úWHULOHUL�DUDVÕQGD�ELU�LOLúNL�NXUDU��*�oO��
ELU� PDUND�� D\ÕUW� HWPH� WHUFLK� ROXúWXUPD� ELU� SUHVWLM� PDUNDVÕQD� KDNLP� ROPD yetisine 

VDKLSWLU� YH� RODFDNWÕU� (Perry ve Wisnom, 2004: 12)�� %XUD\D� NDGDUNL� WDQÕPODU�
“MarkDODPD´QÕQ�� �U�QH� LOLúWLULOHQ�� KD\DO� �U�Q��ELU� úH\�ROGX÷XQD� LQDQDQ�ELU� J|U�ú��ELU�
QHE]H� GHVWHNOHU� QLWHOLNWH� NÕVÕPODUÕ� YDUGÕU�� %X� E|\OH� GH÷LO��0DUND�� W�NHWLFLQLQ� J|]�QGH�
bütünseldir ve ürünün özelli klerini içerir (hatta büsbütün bu özelli klerce beli rlenir). %D]Õ�
çok bili nen ve önerilen WDQÕPODUD�J|UH��mDUND���U�Q�YH\D�KL]PHWLQ�GH÷HULQL�SHNLúWLUHQ�DG�
YH�YH\D�GL÷HU�VLPJHOHULQ YH�EXQODUÕQ�W�NHWLFL�NDIDVÕQGDNL�oD÷UÕúÕPODUÕQÕQ�ELU�ELOHúLPLGLU� 
%X� WDQÕP� 3DWULFN� %DUZLVH
ÕQ�� (ú� JHoHUOLOLNWHNL� ELU� GL÷HU� WDQÕP�� /RQGRQ� Business 

SchoRO
GDNL�UHNODPFÕ�7LP�$PEOHU
LQ��0DUND��ELU�NLúLQLQ�VDWÕQ�DOGÕ÷Õ�YH�GR\XP�VD÷ODGÕ÷Õ�
ELU�GL]L�QLWHOLN�YDDGLGLU��1LWHOLNOHU�VRPXW�YH\D�J|U�QPH]��DNÕOFÕ�YH\D�GX\JXVDO�RODELOLU� 
+HU� LNL� WDQÕP� GD� 6WHSKHQ� .LQJ
LQ� V|]OHUL\OH� GDKD� FDQOÕ� ROX\RU��Ürünler ve markalar 

DUDVÕQGDNL�D\UÕP�|QHPOL��hU�Q�IDEULNDGD�\DSÕODQ�ELU�úH\GLU��PDUND�LVH��W�NHWLFLQLQ�VDWÕQ�
DOGÕ÷Õ�úH\��%LU��U�Q��UDNLSoH�NRS\DODQDELOLU��PDUND�LVe benzersizdir. Bir ürünün modaVÕ�
çabucak geçebili r; bDúDUÕOÕ�ELU�PDUND�LVH�VRQVX]GXU�(Broadbent, 2003: 15).�%X�ED÷ODPGD�
NXUXP� RODUDN� \DSWÕ÷ÕQÕ]� KHU� úH\� PDUND� ROXúWXUPD� V�UHFLQL]GH� GDPOD� GDPOD�
GROGXUGX÷XQX]� ELU� NDSWÕU�� P�úWHULQLQ� �U�Q� YH� úLUNHWOH� LOJLOL� E�W�Q� WHFU�EHOHULQLQ�
EXOXQGX÷X�ELU�NDS��0DUND�� IL\DWÕQ�\DQÕ VÕUD�EDúND�ELU�|]HOOLN� LOH�ELU��U�Q��|WHNilerden 

IDUNOÕODúWÕUDUDN� VDWÕQ� DOPD� V�UHFLQL� NROD\ODúWÕUÕU� Marka, bir ürünün ya da hizmetin 

DQODPÕQÕ� ROXúWXUDQ� LúOHYVHO� YH� GX\JXVDO� ND]DQoODU�� QLWHOLNOHU�� NXOODQÕm tecrübeleri, 

ikonlar ve simgeOHU�E�W�Q�G�U��0DUND��ELU�úLUNHWLQ�HQ�GH÷HUOL�YDUOÕ÷ÕGÕU (Zyman ve Brott, 

2004: 66). 0DUND�WDQÕPÕQÕQ�IDUNOÕ�LIDGH�HGLOLúL��]HULQH�øQJLOWHUH
GH�\DSÕODQ�ELU�oDOÕúPD� 9 

D\UÕ�PDUND�WDQÕPÕQD�XODúÕ\RU (Özgen, 2002: 741) Bunlar: 
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� Bir yasal araç olarak marka 

� %LU�IDUNOÕODúWÕUPD�DUDFÕ�RODUDN�PDUND 
� Firma olarak marka 

� Bir kimlik olarak marka 

� 7�NHWLFL�EHOOH÷LQGH�ELU�LPDM�RODUDN�PDUND 
� %LU�NLúLOLN�|]HOOL÷L�RODUDN�PDUND 
� .DWPD�GH÷HU�RODUDN�PDUND 
� %LU�JLUGL�YH�dÕNWÕ�RODUDN�PDUND 
� Bir marka nedir. 

%XUD\D�NDGDU�\DSÕODQ�PDUND�WDQÕPODUÕQGDQ�DQODúÕOGÕ÷Õ��]HUH�PDUND�DUWÕN�ELU�VÕIDW�
olarak kulODQÕOÕ\RU� YH� ELU� DUWÕ� GH÷HUL� LIDGH� HGL\RU (Hürel, 2000: 50). Muhtemel 

P�úWHULOHULQ� ]LKQLQGH� \HU� HWPHVLQL� VD÷ODGÕ÷ÕQÕ]� EHQ]HUVL]� ELU� ILNLU ya da  konsept. Bu 

NDGDU� EDVLW� YH� EX� NDGDU� GD� ]RU� LúWH (Al ve Laura, 2005: 164)…Yine de gHQLúOHPHNWH�
olan bu evrenin zenginliklerini de göz önünde bulundurarak ELU� PDUND\Õ�� DúD÷ÕGD�
beli rtilen�G|UW�NRúXOX�WDúÕ\DQ�ELU�YDUOÕN�RODUDN�WDQÕPOD\DELOLUL]�(Morgan, 2001: 53). 

� $OÕFÕVÕ�YH�VDWÕFÕVÕ�RODQ�ELU�úH\GLU�� 
� $\ÕUW�HGLFL�ELU�DG��VLPJH ya GD�WHVFLOH�VDKLS�ELU�úH\GLU�� 
� TüketicileULQ�DNÕOODUÕQGD��JHUoHN��U�Q�|]HOOLNOHULQLQ�GÕúÕQGDNL� 
nedenlerden ötürü olumlu ya�GD�ROXPVX]�L]OHQLP�X\DQGÕUDQ�ELU�úH\GLU� 
� .HQGLOL÷LQGHQ�ROXúPXú�ELU�úH\GHQ�oRN��\DUDWÕOPÕú�ELU�úH\GLU� 

<XNDUÕGDNL� OLVWHGH� NDoÕQÕOPD\D� oDOÕúÕODQ� LNL� úH\� YDUGÕU�� ølki, bir markD\Õ�
“pazarlanaQ�KHUKDQJL�ELU�úH\´�RODUDN�WDQÕPODPDNWÕU��%XQD�NDUúÕ�oÕNÕOPDVÕQÕQ nedeni, bir 

úH\LQ�PDUND�ROXS�ROPDGÕ÷ÕQD�NDUDU�YHUHELOHFHN� WHN�NLúLQLQ�VDWÕFÕ�GH÷LO��DOÕFÕ�ROPDVÕGÕU� 
%LU�úH\LQ�PDUND�ROPDVÕQÕ�LVWHPHN�YH�KDWWD�SD]DUODQPDVÕ�LoLQ�SDUD�harcamak, onu marka 

yapmaz, LNLQFL� úH\� LVH;� oRN� GDKD� EDúWDQ� oÕNDUÕFÕGÕU��%X�� ELU�PDUNDQÕQ� ELU� úLUNHW ya da 

NXUXOXúXQ� �U�Q�� RODUDN� GH÷LO�� �W�NHWLFLQLQ� DOPDN� LVWHGL÷L� ELU� úH\�� RODUDN�
WDQÕPODQPDVÕGÕU�� %XQX� NDEXO� HGLOPHPHVLQLQ nedeni çok daKD� EDVLWWLU�� %D]Õ� PDUNDODU�
ROGXNoD� ROXPVX]� ELU� L]OHQLP� \DUDWPÕúODUGÕU�� %ULWLVK�7HOHFRP�� ED]Õ� E�\�N� NDPX� NXUX-

OXúODUÕ�� 6NRGD��/RV�$QJHOHV�3ROLV�7HúNLODWÕ�� W�P��NHQGLOHULQH� LOLúNLQ� ROGXNoD� ROXPVXz 

L]OHQLPOHU� LOH� P�FDGHOH� HWPLúWLU�� 2QODUÕ� ELUHU� PDUND� \DSDQ�� ELULQLQ� RQODUÕ� DOPDN�
istemeVLQGHQ� oRN�� \DUDWWÕNODUÕ� EX� ROXPVX]� L]OHQLPGLU�� 7LFDUL� ELU� PDOÕQ� |]HOOL÷L� LVH��
UHGGHGLOPHVL�GH÷LO��NHQGLVLQH�ND\ÕWVÕ]�NDOÕQPDVÕGÕU�(Morgan, 2001: 54). Çünkü tüketici 

UHGGHGL\RUVD� oHúLWOL� oDOÕúPDlaUOD� PDUND\Õ� GHQH\HELOLU� KDWWD� ED÷ÕPOÕVÕ� ELOH� RODELOLU. 
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Ancak��ND\ÕWVÕ]�NDOÕ\RUVD�EX�PDUNDQÕQ�R�W�NHWLFLQLQ�]LKQLQGH�oRN�N|W��ELU� LPDMD�VDKLS�
ROGX÷XQX�J|VWHULU� 

*�Q�P�]� SD]DUODPDFÕOÕ÷ÕQGD� PDUNDODU� PRGDGÕU�� :DOO� 6WUHHW¶GH� W�NHWLFLOHULQ�
\DSWÕ÷Õ�JLEL�PDUNDODUD��PDUNDVÕ]�úLUNHWOHUGHQ ya GD�]D\ÕI�PDUNDODUGDQ�GDKD�ID]OD�GH÷HU�
YHULU�� %LQOHUFH�PDUND� YDUGÕU� YH� QHUHGH\VH� ELU� R� NDGDU� GD�PDUNDQÕQ� QH� ROGX÷XQD� GDLU�
WDQÕP� EXOXQPDNWDGÕU�� 0DUND� ELU� YDDWWLU�� +HGHI� NLWOH\OH� ELU� LOLúNLGLU�� 0DQWÕNOÕ� YH�
duygusal nitelikler serisidir. Bütün bu taQÕPODU�JHoHUOLGLU��$VÕO�PHVHOH�� oRN�GH÷HUOL�bu 

ROXPOX� DOJÕ\Õ� \DUDWPD\D� QDVÕO� \DNODúWÕ÷ÕQÕ]GÕU�� 0DUND� SODQODPDVÕ� �NLPLOHUL� EXQD�
�P�úWHUL� SODQODPDVÕ�� GL\RU�� JHUHNOL� WHNQRORML\L� VD÷ODU�� (÷HU� PHVDMÕQÕ]� SD]DUODPD�
UDGDUÕQÕQ� HWNLVL\OH� \DQVÕWÕOPD]VD� KHGHIH� XODúDPD]VÕQÕ]�� d�QN�� EX� ROXPOX� DOJÕQÕQ� HQ�
derininde� J�YHQ�YH� LQDQÕUOÕN�EXOXQPDNWDGÕU��6LQL]P��EX�QLWHOLNOHUL�� NXúNX�� J�YHQVL]OLN�
YH� ú�SKHFLOL÷H� G|Q�úW�UHQ� ELU� G�úPDQGÕU�� 0DUNDQÕ]ÕQ� PHVDMÕQÕ� E�W�Q� EXQODUGDQ�
VÕ\ÕUPDQÕQ� WHN� \ROX� GD� KHGHI� NLWOHQL]LQ� NDOELQH� YH� EH\QLQH� KLWDS� HWPHNWLU (Bond ve 

.ÕUVKHQEDXP�� ����� 161)�� %XQX� \DSPD\D� EDúDUDELOL\RUVDQÕ]� PDUNDODúÕ\RUVXQX]�
demektir. Ancak; mDUND�ROXúWXUPDN��VDGHFH��U�Q�VRUXPOXODUÕ��SD]DUODPD�GHSDUWPDQODUÕ�
YH� UHNODP�DMDQVÕQÕQ� LúL�GH÷LO��P�úWHULQLQ�R�PDUNDQÕQ�VXQGX÷X��U�Q�YH�VHUYLV�SDNHWL\OH�
RODQ� LOLúNLVLQGHNL� W�P� D\UÕQWÕODU� GDKL� PDUND\Õ� ROXúWXUPD\D� NDWNÕGD� EXOXQPDNWDGÕU�
(Özgen, 2002: 740). Bu durumu Rentokil Intial Yönetim KuUXOX� %DúNDQÕ� 6LU� &OLYH�
Thompson�PDUNDODúPD�V�UHFLQGH�oDOÕúDQODUÕQÕQ�marka olma süreçlerine etkisi özelinde 

ú|\OH� GH÷HUOHQGLUL\RU: “dDOÕúDQODUÕPÕ]GDQ gelen pek çok fikre dikkatimizi vermek 

]RUXQGD\Õ]�� (÷HU� ELUL� SDUODN� ELU� ILNLUOH� NDUúÕPÕ]D� JHOPLúse (bu parlak fikir sahipleri 

EHQLP�JLEL�ILOGLúL�NXlelerde otuUDQ�NLúLOHU�DUDVÕQGDQ�GH÷LO��P�úWHUL�LOH�\�] \�]H�oDOÕúDQODU�
DUDVÕQGDQ� oÕNPDNWDGÕU�� EX� ILNULQ� W�P dün ya da � SRWDQVL\HO� ELU� X\JXODQDELOLUOL÷L� ROXS�
ROPDGÕ÷ÕQÕ�DUDúWÕUÕUÕ]��(÷HU�\RNVD��]HULQGH�GXUPD\Õ]��7HNQRORML�|QGHUL�ROPD\Õ��SD]DUÕQ�
���
LQGH�HWNLQ�ROXS�EX�SD\Õ�GD�GR÷UX�G�U�VW�\|QHWPH\L�\H÷OHUL]��<LQH�GH�ED]HQ�NHQGL�
öz kültürümüz bunu kontrol etmemizi�J�oOHúWLULU��5HQWRNLO�,QLWLDO�oDOÕúDQODUÕ�DoÕN sözlü 

ve eylePH� \|QHOLNWLUOHU�� WDNGLU� HGLOPHNWHQ� KRúODQÕUODU�� $\UÕFD� EL]�� NLúLOHUH� \HU�
GH÷LúWLUWPHNWH� ROGX÷XPX]GDQ� VÕNÕ� ED÷ODUOD� ED÷OÕ� HYUHQVHO� ELU� úLUNHW� QLWHOL÷LQH� VDKLEL]��
gUQH÷LQ� $YXVWUDO\D
da, tropik bitNL� EDNÕPÕ\OD� LOJLOL� SDUODN� ELU� ILNLU� �UHWPLú� YH� RQX�
denemesine izin YHULOPLú� ROVXQ�� %X� ILNULQL�� PHUNH]LQ� JHQLú� |Oo�GH� X\JXODPD� NDUDUÕ�
DOPDVÕQGDQ� |QFH,� G�Q\DQÕQ� KHU� \HULQH� \D\DU�� 6RUXQ�� ELU� úH\LQ� L\L� ELU� ILNir olup 

ROPDGÕ÷ÕQÕQ� DQODúÕOPDVÕQÕQ� QH� NDGDU� ]DPDQ� DODFD÷ÕQÕQ� YH� IDUNOÕ� �ONHOHUGH� IDUNOÕ�
HWNLQOLNOHU� LoLQ� GH÷LúLPOHU� J|VWHULS� J|VWHUPH\HFH÷LQLQ� ELOLQPHVLGLU (Thompson, 2003: 
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160)´�� %X� V�UHoWH� oDOÕúDQODU� DVNHUOHUL� LIDGH� HGL\RUVD� øFUD� Kurulu BDúNDQÕ�� Parka 

PXKDIÕ]Õ� ROPDN� ]RUXQGDGÕU� GL\HQ� %ULWLVK� $LUZD\V� <|QHWLP� .XUXOX� %DúNDQÕ� $\OLQJ�
PDUND�PXKDIÕ]Õ�RODUDN�J|UHYOHULQL�ú|\OH�EHOLUWL\RU��³0DUNDQÕQ�QDE]ÕQÕ�WXWPDN��XoWX÷XP�
zamanlarda, ki en az haftada ELU� NH]� XoDUÕP�� HWUDIÕPD� GLNNDW� HWPHP� DQODPÕQD�
JHOPHNWHGLU�� (OHPDQODUÕPÕ]ÕQ� P�úWHULOHULPL]H� QDVÕO� GDYUDQGÕ÷ÕQD� GLNkat ederim. Biz 

RQODUÕQ� \DSPDFÕNOÕ� ELU� FRúNXQOXN� J|VWHUPHOHULQGHQ� oRN�� QD]LN�� GRVWoD� YH� \DUGÕPVHYHU�
ROPDODUÕQÕ�YH�KHU�]DPDQ�P�úWHULOHULQ�\DúDPODUÕQÕ�NROD\ODúWÕUDFDN�ELU�úH\OHU�\DSPDODUÕQÕ�
EHNOHUL]�� %HQ� DQRQVODUÕQ� NDOLWHVL� JLEL� D\UÕQWÕODUD� GLNNDW� HGHULP�� (÷er bu anonslar 

)UDQNIXUW
WDQ�NDONDQ�ELU�XoDNWD�\DSÕOÕ\RUVD�DFDED�SHUVRQHO�$OPDQFD�NRQXúDELOL\RU�PX��
\RNVD�ELU�WH\S�ND\GÕ�PÕ�NXOODQÕ\RUODU"�.DSWDQ�YH�\DUGÕPFÕ�SLORWODU�U|WDU�JLEL�GXUXPODUOD�
QDVÕO� EDú� HGL\RUODU�� DúÕUÕ\D� NDoPDGDQ� ELOJL� YHUHELOL\RUODU� PÕ"� <ROFularla tHPDVÕ 
VD÷OD\DELOL\RUODU� PÕ"� 6HUYLVLQ� NDOLWHVLQH� EDNDUÕP� DPD� VDGHFH� \HPHN� VHUYLVLQLQNLQH��
GH÷LO��8oD÷ÕQ� LoLQL� J|]GHQ� JHoLULULP�� NÕUÕN� NROWXN� YDU�PÕ�� KDOÕODU� OHNHOL�PL"�%XQX� KLo�
G�ú�QPHGHQ� \DSDUÕm,� o�QN�� EXQODUÕQ� W�P�� PDUNDQÕQ� ELU� SDUoDVÕGÕU�� (÷HU� \Rlunda 

JLWPH\HQ� ELU� úH\� YDUVD� EXQX� KHUNHV� ELOPHOLGLU�� *HULELOGLULP�� PDUND� GH÷HULQL� D\DNWD�
WXWPDN� LoLQ� oRN� J�oO�� ELU� DUDoWÕU� �Ayling, 2003: 70).� d�QN�� JHULELOGLULP� PDUNDQÕQ�
WXWDUOÕOÕ÷Õ� LoLQ�� tüketiciye� YHUGL÷L� GH÷HU� LoLQ�� RUWD\D� NR\GX÷X� LOHWLúLP� oDEDVÕQÕQ�
sa\JÕQOÕ÷Õ�LoLQ�YD]JHoLOPH]�ELU�XQVXUGXU�� 

Marka eskiden sadece logo ve bir ürünün ya da �ELU�úLUNHWLQ�DGÕ\NHQ��EXJ�Q��U�Q�
DGODUÕQGDQ� D\UÕ�� EHQ]HUVL]� NLPOLNOHUL� YH� NDOLWHOHUL� NDSVD\DQ, neredeyse mistik bir 

NUHDV\RQ� KDOLQH� JHOGL�� %LU� GDQÕúPDQODU� RUGXVX� LQVDQODUD� oHúLWOL� PDUND� VLVWHPOHULQL�
VDWPD\D�X÷UDúÕ\RU��$UWÕN�EXQODUÕQ�KHSVLQL�XQXWPDN�JHUHNL\RU��:DOWHU�/DQGRU¶XQ�GHGL÷L�
gibi: “ Ürünler fabrikalarda üretili r, markalarsa zihinlerde” (Trout, 2005: 30). Pazarlama 

G�Q\DVÕ�ELU�SDWODPD�\DúDPDNWDGÕU��'DKD�|QFH��ambaODMOÕ��U�QOHU�YH�SHUDNHQGHFLOHULQ�Lú�
VDKDVÕ� RODUDN� ELOLQHQ� DODQ�� úLPGL� VLVWHPDWLN� ELU� ELoLPGH� SDUNODU� úHKLUOHU� KD\ÕU�
NXUXPODUÕ��R\XQ�\D]ÕOÕPODUÕ��J|Q�OO��NXUXOXúODU�� ILOPOHU��SURJUDPODU�� VSRUODU�� UHVVDPODU�
YH� �QO�OHU� JLEL� oRN� oHúLWOL� �U�QOHU� YH� NXUXPODU� WDUDIÕQGDQ� NXúDWÕOPÕú� GXUXPGDGÕU��
$PEDODMOÕ� �U�QOHUL� V�SHUPDUNHW� UDIODUÕQGD� \HU� DODQ� úH\OHU� RODUDN� HOH� DODQ� HQ� EDVLW�
G�ú�QFH\H� J|UH� ELOH� EXJ�Q�8�� YH�0DGRQQD� ELUHU�PDUND� RODUDN� GH÷HUlendirilmek zo-

UXQGDGÕU��8�
�QLQ�\HQL�oÕNDQ�ELU�úDUNÕVÕ�VLQJOH�OLVWHVLQLQ�LON�VÕUDVÕQGD�\HULQL�DOGÕ÷ÕQGD�EX��
\DOQÕ]FD� PHORGL� YH� V|]OHULQ� NDOLWHVLQLQ� GH÷LO�� D\QÕ� ]DPDQGD� �rünün kalitesinin bir 

sonucudur. Bu ürünü paketleyen müzik grubu, tüketicileULQ� DNOÕQGD�� ��� QXPDUDGD�
XPXWOD�GRODQDQ�YH�WDQÕQPD\DQ�JHQoOHUH�NÕ\DVOD��GDKD�WD]H�Eir izlenime sahiptir. Michael 
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-RUGDQ��1LNH
ÕQ�NHQGLVLQL�ELU�G�úH�G|Q�úW�UG�÷�Q��V|\OHPLúWLU (Morgan, 2001: 51-52), 

markalar da bir yöQOHUL\OH�G�ú�GH÷LO�GH�QHGLUOHU� 
Bu kapsamda rHNODPÕQ��VW�QH�G�úHQ�URO�oDOÕúPDQÕQ�LoLQGH�\HWHULQFH�LUGHOHQHFHN�

olmakla birli kte��VDGHFH�UHNODPÕQ�E�W�Q�PDUND�YH�LPDM�\DUDWPD�SUREOHPOHULQL�o|]PHNWH�
\HWHUVL]�ROGX÷XQX�DQODPDN�oRN�|QHPOLGLU��%LU�DoÕGDQ��D\UÕODQ�E�WoH��UHNODPÕQ�ELU�úH\OHUL 
çabucak�ROXúWXUDELOPHVL�LoLQ�\HWHUVL]�RODELOLU��'DKD�VÕN�NDUúÕODúÕODQ,��ELU�úH\�P�úWHULOHULQ�
ambalaj,� \HQLGHQ� WDVDUODPDGDQ�� KDONOD� LOLúNLOHULQL� JHOLúWLUPHGHQ� GR÷UXGDQ�
SRVWDODPDODUÕQD�DOGÕNODUÕ�NDUúÕOÕ÷ÕQ�RUDQÕQÕ�\�NVHOWPHGHQ��VDWÕú�QRNWDVÕQD�GDKD�oRN�LOJL�
J|VWHUPHGHQ�E�W�Q�DPDoODUÕQD�XODúDPDPDVÕGÕU��(OEHWWH�E�W�Q��E|O�POHULQ�WRSODPÕQGDQ�
daha fazla úH\�LIDGH�HGHU�YH�H÷HU�EX�XQVXUODU�UHNODPOD�ELUOHúWLULOLUVH��KHU�ELUL�oRN�GDKD�
YHULPOL� ROXU�� %L]OHUH� UHNODPÕQ� Lo\�]�QGHQ� oRN� GDKD� ID]OD� úH\� YHUHFHN� RODQ� PDUND�
SODQODPD�VWUDWHMLVL\OH�LOJLOHQL\RU�ROXúXPX]XQ�JHUHNoHVL�GH�EXGXU��$PDFÕPÕ]��PDUND�LoLQ�
bir dünya \DUDWDELOHFHN�� E�W�Q� HWNLOHúLPL� \|QOHQGLUHFHN�YH�E�W�Q�SL\DVD\Õ� HWNLOH\HFHN�
\HQL��U�Q�JHOLúWLUPHNWHQ,�oDOÕúDQODUÕQ�PRWLYDV\RQXQD�NDGDU�ELU�PDUND�ILNULQL�VXQPDNWÕU 
(%RQG� YH� .ÕUVKHQEDXP�� ������ 163)�� gUQH÷LQ�� PHúUXEDW� NRQXVXQX� HOH� DODOÕP�� &RFD- 
&ROD
\Õ�QH�NDGar severVHP�VHYH\LP��PHúUXEDWODUÕQ�oR÷XQXQ�ELUELULQLQ�D\QÕVÕ�ROGX÷Xnu 

NDEXO� HWPHOL\LP�� (OEHWWH� NLPLVL� DoÕN� UHQN�� NLPLVL� NR\X� DPD� oR÷X� úHNHU� YH� NDUERQDWOÕ�
VXGDQ�ROXúX\RU�� øQVDQODUÕn Pepsi ya da � ELU� V�SHUPDUNHW�PDUNDVÕQÕQ� \HULQH�&RFD-Cola 

almaVÕQÕQ� VHEHEL�� PDUNDQÕQ� RQODUD� LIDGH� HWWL÷L� úH\GLU�� &RFD-Cola gerçek tatWÕr. Her 

zaman Coca- &ROD
GÕU��3HSVL�� \HQL�QHVOLQ� VHoLPLGLU��6�SHUPDUNHW�PDUNDVÕ� LVH�XFX]GXU��
Etiket üzerindeki Coca-Cola ya da � 3HSVL� LVPL�� NLPVHQLQ�RQX� VDWÕQ� DOPDVÕ� LoLQ� \Hterli 

GH÷LOGLU��0DUNDQÕQ�ELU�DQODPÕ�ROPDOÕGÕU��W�NHWLFLQLQ�]LKQLQGH�|]HO�ELU�DQODPÕ�ROPDOÕGÕU��
%XQX� HQ� L\L� EDúDUDQ�� P�úWHUL� FHSKHVLQGH� HQ� L\L� \DQNÕODQDQ� �EDúND� ELU� GH\LúOH��
P�úWHULOHULQ� DUDGÕ÷ÕQD� HQ� \DNÕQ� RODQ��PDUND�� VDWÕQ� DOÕQDQ�PDUNDGÕU� (Zyman ve Brott, 

2004: 62)��*|U�OG�÷� gibi mDUND�úLUNHWLQ�VDGÕN�NXOODQÕFÕODUÕQÕQ�JHUL�JHOPHVLQL�VD÷OD\DQ�
DUDoWÕU�� $EVROXW� YRWND\Õ� G�ú�Q�Q�� =DULI� ELU� úLúH� LoLQGH� PD\DODPQÕú� SDWDWHV� VX\XQGDQ�
EDúND�ELU�úH\�GH÷LO�DVOÕQGD��$PD�úLUNHWLQ�UHNODPODUÕ��$EVROXW
�XQ�JROI�GHUVL�ELOGL÷LQL]�KHU�
úH\LQ� LoLQGH� ROGX÷X� PHVDMÕQÕ� LOHWL\RU� (Zyman ve Brott, 2004: 65). 0DUND�� úLUNHWLQ�
ürününün ya da �KL]PHWLQLQ�DQODPÕQÕ�LOHWPH yoludur. 

%LU�PDUNDQÕQ�J�F���VDWÕQ�DOPD�GDYUDQÕúODUÕQÕ�HWNLOHPH�\HWHQH÷LQGH�\DWDU��$QFDN��
bir paketin üstündeki marka ismi ile zihindeki marka iVPL� D\QÕ� úH\� GH÷LOGLU (Al ve 

Laura. 2005: 13). Levi Strauss�	�&R�� G�Q\DQÕQ� HQ� E�\�N� YH� EDúDUÕOÕ�PDUka giysileri 

LúLGLU��ùLUNHW��IDUNOÕ�|]HOOLNOHUL�RODQ�JL\VLOHULQL�G�Q\DQÕQ�oHúLWOL�\HUOHULQGH�DOWPÕúWDQ�ID]OD�
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�ONHGH�/HYL¶V��'RFNHUV��YH�6ODWHV�PDUNDODUÕ�DOWÕQGD�VDWPDNWDGÕU�������0DUW
ÕQGD�)RUEHV�
GHUJLVL�úXQODUÕ�\D]PÕúWÕ��/HYL
V�MHDQOHUL�ELU��U�Q�GH÷LO��ELU�LNRQGXU��&RFD-Cola, Gill ette, 

0F'RQDOG
V�� URFN� P�]L÷L� YH� 79� GXUXP� NRPHGLOHUL� LOH� ELUOLNWH�� UDKDW�� |]HQWLVL]�
$PHULNDQ� \DúDP� ELoLPLQLQ� LPUHQLOen simgelerini ROXúWXUXU� (Holloway, 2003: 89). 

6RQXoWD�ELU�ILUPD�PDUND�ROPXúVD,�VDGHFH��U�Q�GH÷LO�D\QÕ�]DPDQGD�o|]�P��XPXW��\DúDP�
biçimi, kültür, duygusDO�GR\XP��LNRQ�GD�VDWPÕú�ROXU. 

$\UÕFD�PDUNDODU� ILUPD� RODUDN� HVNL� ROVDODU� GD�PDUND� RODUDN� GDLPD� \HQL� NDOPDN�
GXUXPXQGDGÕUODU�� %X� GD� NDWHJRUL� LoLQGH� \HQL� NDWHJRULOHU� oÕNDUPDNOD� P�PN�Q�
RODELOLUNHQ��EDúOÕEDúÕQD�\HQL�ELU�KL]PHW�GH�RODELOLU��%X�ED÷ODPGD�/HYL
V� ³.LúL\H�g]HO��
SURJUDPÕQÕQ�ODQVH�HGLOPHVL��\HQLOL÷H�L\L�ELU�|UQHNWLU��%X�SURJUDP��JL\LP�HQG�VWULVLQGHNL�
gHOLúPHlerin önemOL� ELU� QRNWDVÕQÕ� �LON� \D\JÕQ� NLWOHVHO� ÕVPDUODPD� SURJUDPÕ��
ROXúWXUPDNWDGÕU��%X� \|QWHPGH��P�úWHULQLQ�|Oo�OHUL� DOÕQÕU� YH�ELU� ELOJLVD\DUD�ND\GHGLOLU��
%X� ELOJLOHU� GR÷UXGDQ� IDEULNDODUÕPÕ]GDQ� ELULQH� J|QGHULOLU� YH� NLúL\H� X\DUODQPÕú� MHDQ�
üretilerek iki hafta içinde� WHVOLP�HGLOLU������
� WHNL�EDúODQJÕFÕQGDQ�EX�\DQD�.LúL\H�g]HO�
SURJUDPÕ�� /HYL
V� PDUNDVÕQÕQ� KHGHI� P�úWHULOHULPL]OH� JHUoHNWHQ� ELUHELU� LOLúNLOHU�
JHOLúWLUPHVLQH� \DUGÕPFÕ� ROPXúWXU�� 3D]DUGD� EXQXQ� ELU� EHQ]HUL� GDKD� \RNWXU�� /HYL
V�
markDVÕ�JLEL�EX�GD�JHUoHN�ELU�RULMLnaldir. Bu bir yandan GD�PRGHP�oD÷ÕQ�JHUoHN�ELU�/HYL�
Strauss & Co. konseptLGLU�� 3URJUDP� ELU� EDúND� QHGHQOH GH� |QHP� WDúÕPDNWDGÕU��+HU� ELU�
P�úWHULQLQ� EHGHQ�� VWLO� YH� UHQN� NRQXVXQGDNL� WHUFLKOHUL� EHOOH÷H� DOÕQDUDN�� LVWHQGL÷LQGH�
XODúÕODELOPHNWH�� E|\OHFH� úLUNHWH�� KHU�.LúL\H�g]HO� SURJUDPÕ� W�NHWLFLVL� KDNNÕQGD� GH÷HUOL�
bir bilgi ha]LQHVL�VD÷ODPÕú�ROPDNWDGÕU��%X�ELUH\OHU�EL]LP�HQ�oRN�PRWLYH�HGLOPLú�YH�VDGÕN�
W�NHWLFLOHULPL]� ROGXNODUÕQGDQ�� RQODUÕQ� NLPOHU� ROGX÷XQX� YH� QH� LVWHGLNOHULQL� ELOHELOPH 
RODQD÷ÕPÕ]�EL]H�� RQODUÕQ�/HYL
V�PDUNDVÕ\OD� úLPGL�ROGX÷X�NDGDU� JHOHFHNWH�GH�ED÷ODQWÕOÕ�
ROPDODUÕQÕ�J�YHQFH�DOWÕQD�DODELOPHPL]�LoLQ�J�oO��ELU�\RO�VD÷ODPDNWDGÕU (Holloway 2003: 

98).� *|U�OG�÷�� JLEL� PDUNDODU� \HQL� W�NHWLFLOHU�� \HQL� P�úWHULOHU� EXOPDNWDQ� GDKD� oRN�
HOOHULQGHNL� P�úteriyi markaya bD÷ÕPOÕ� KDOH� JHWLUPH\H� oDOÕúÕUODU�� d�QN�� EX� \HQL� \HQL�
P�úWHUL�EXOPDNWDQ�KHP�GDKD�XFX]�KHP GH�D÷Õ]GDQ�D÷]D�ELOLPLQLQ�GD\DQDN�QRNWDVÕGÕU�� 

 

2.2. MDUNDQÕQ�Önemi 

0DUND� ELOJLVL� LVH� LNL� DQD� SDUoDGDQ� ROXúXU��0DUNDGDQ� KDEHUGDU� ROPD� G�]H\L� YH�
PDUNDQÕQ� LPDMÕ��0DUNDGDQ� KDEHUGDU� ROPD� W�NHWLFLQLQ� KDIÕ]DVÕQGD� PDUNDQÕQ� UDNLSOHUOH�
NDUúÕODúWÕUPDOÕ�RODUDN�DOGÕ÷Õ�\HUGLU��0DUND�LPDMÕ�LVH��PDUNDQÕQ�W�NHWLFL�KDIÕ]DVÕQGD�KDQJL�
|]HOOLNOHUOH� \HU� DOGÕ÷ÕQÕ� YH� UDNLSOHULQGHQ� QDVÕO� IDUNOÕODúWÕ÷ÕQÕ� J|VWHULU�� (÷HU� W�NHWLFL�
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markadan yüksek GHUHFHGH�KDEHUGDUVD�YH�EX�KDEHUGDUOÕN�VD÷ODP��SR]LWLI�YH�IDUNOÕODúPÕú�
ürün-LPDM� |]HOOLNOHUL� LOH� E�W�QOHúPLúVH�� R� ]DPDQ� SR]LWLI� ELU� PDUND� |QHPLnden söz 

HGHELOLUL]�� 0DUND� |QHPLQLQ� DQODúÕOPDVÕQÕQ� LNLQFL� SDUoDVÕ�� PDUND\D� NDUúÕ� W�NHWLFL�
GDYUDQÕúÕGÕU�� W�NHWLFLQLQ�PDUND\D�RODQ� VDGDNDWL� YH�PDUNDQÕQ� J|UHFH�GDKD� \�NVHN� IL\DW�
X\JXOD\DELOPH�\HWHQH÷L�LOH�|Oo�O�U��(Q�EDVLW�KDOL�LOH�PDUND�VDGDNDWL��DOÕúYHULú�\DSWÕ÷ÕQÕ]�
\HUGH� LVWHGL÷LQL]� PDUND\Õ� EXODPDGÕ÷ÕQÕ]GD� JLGLS� EDúND� \HUGHQ� DOPDQÕ]GÕU�� 6RQXoWD�
yüksek marka önemi, yükVHN� ELU�PDUND� VDGDNDWL� YH� UDNLS� SD]DUODPD� DNVL\RQODUÕQGDQ�
ID]OD� HWNLOHQPHPH� GHPHNWLU�� 0DUNDQÕQ� GDKD� \�NVHN� NDU� PDUMODUÕ� LOH� oDOÕúDELOPHVL��
W�NHWLFLQLQ� IL\DW� DUWÕúODUÕQD� NDUúÕ� HVQHN� ROPDVÕ� DQODPÕQD� JHOLU�� <DQL� IL\DWÕQÕ]� DUWDUVD�
W�NHWLFL� ND\EHWPH]VLQL]�� G�úHUVH� GDKD� ID]OD� P�úWHUL� ND]DQDELOLUVLQL]�� 0DUNDQÕ]�
genelli kle tüketiciye perakendeciler� DUDFÕOÕ÷Õ\OD� XODúÕU�� Perakendecilerin� VDWÕú� DODQODUÕ�
VÕQÕUOÕ��PDUND�VD\ÕVÕ�LVH�ID]ODGÕU��<�NVHN�PDUND�|QHPL��GDKD�ID]OD�perakendeci� LúELUOL÷L�
YH�GHVWH÷L�GHPHNWLU��3D]DUODPD�LOHWLúLPLQGHNL�HWNLQOL÷LQL]�PDUNDQÕ]ÕQ�|QHPL�LOH�RUDQWÕOÕ�
RODUDN�DUWDU��5HNODPODUÕQÕ]�GDKD�ID]OD� LOJL�J|U�U��PHG\D�GD�GDKD�ID]OD� LOJL�J|U�UV�Q�]��
<�NVHN� ELU� PDUND� |QHPLQL]� YDUVD� �U�Q� oHúLWOHPHVLQH� �OLQH� H[WHQVLRQ�� JLWPH�
RODQDNODUÕQÕ]��)UDQFKLVLQJ�WDOHSOHULQL]�GH�\�NVHN�ROXU��0DUNDQÕQ�|QHPL�LVH��HQ�\DOÕQ�KDOL�
LOH� W�NHWLFLQLQ� R� PDUND� LOH� |]GHúOHúWLUGL÷L� YH� GL÷HU� PDUNDODUGDQ� IDUNOÕODúWÕUGÕ÷Õ� �U�Q�
GH÷HUOHULQLQ�E�W�Q�G�U��%LU�DQODPGD�PDUNDQÕQ�SD]DUODPDVÕQD�\DSÕODQ�JHoPLú�SD]DUODPD�
\DWÕUÕPODUÕ� VRQXFXQGD, o maUND\OD�|]GHúOHúPLú�RODQ�GH÷HUOHU� WRSODPÕQÕ� LIDGH� HGHU��%X�
úHNLOGH�JHOHFHNWHNL�SD]DUODPD�DNWLYLWHOHULQLQ�\|Q�Q��YH�QHUH\H�RGDNODQPDVÕ�JHUHNWL÷LQL�
GH�J|VWHULU��0DUND�|QHPL� LOH� LOJLOL�ELUELULQGHQ�Q�DQVODUOD�D\UÕODQ�ELUoRN� WDQÕP�ROVD�GD��
hemen hepsi tüketiciniQ� PDUND� KDNNÕQGDNL� ELOJLVL� LOH� PDUND\D� NDUúÕ� GDYUDQÕúODUÕ�
WRSODPÕQÕQ,� PDUND� |QHPLQL� ROXúWXUGX÷X� NRQXVXQGD� ELUOHúLU�� *|U�O�\RU� NL�� PDUND�
\DUDWPD�YH�PDUNDQÕQ�|QHPLQL�LQúD�HWPH���U�Q�JHOLúWLUPH�LOH�EDúOD\DQ�YH�NHQGLQL�KHS�ELU�
�VW�DúDPDGD�WHNUDU�HGHQ�E�W�QOHúLk bir pazarlama faaliyetinin sonucudur� �dDNÕU��������
87)��3D]DUODPD�\DWÕUÕPODUÕQÕQ�PDNVLPXP�JHUL G|Q�ú�VD÷ODPDVÕ�GD�EX�HQWHJUH�GLVLSOLQ�LOH�
mümkündür.  

 

2.3. Marka Özü ve Marka GHOLúWLUPH Stratej iler i 

hU�Q�WHVWOHUL�LOH�RUWD\D�oÕNDQ�IDUNOÕOÕN�-HUHP\�%XOOPRUH�WDUDIÕQGDQ�EDVLW�YH�J�zel 

bir� úHNLOGH�ú|\OH� WDQÕPODQPÕúWÕU: Ürün, mevcut olan bir nesne ya da  hizmettir. Marka 

NDUPDúÕN�ELU�WDWPLQ�N�PHVLnin sunumudur. Revlon’un kurucusu Charles Revlon'un ünlü 

V|]OHUL� EX� WDQÕPÕ� oRN� L\L� LIDGHOHQGLUL\RU�� )DEULNDGD� NR]PHWLN� �U�QOHUL� \DSDUÕ]�� IDNDW�
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PD÷D]DGD�XPXW�VDWDUÕ]��9H�%ODFN�	�'HFNHU¶LQ�%DúNDQÕQGDQ�GDKD�\DNÕQ�WDULKOL�ELU�DOÕQWÕ��
*HoHQ� \ÕO� ELU� PLO\RQ� WDQH� \DUÕP� VDQWLPOLN� PDWNDS� VDWÕOGÕ�� LQVDQODU� \DUÕP� VDQWLPli k 

PDWNDS� LVWHGLNOHUL� LoLQ� GH÷LO�� \DUÕP� VDQWLPOLN� GHOLNOHU� istedikleri için. Marka üründen 

\DOQÕ]FD�IDUNOÕ�GH÷LOGLU��D\QÕ�]DPDQGD��U�QGHQ�GDKD�ID]ODGÕU�(Bartle, 2001: 29)��<DUÕP�
VDQWLPOLN� GHOLNOHU�� NR]PHWLN� PD÷D]DVÕQGD� XPXW«Helena Rubinstein “Marka Özü”nü 

³PDUNDQÕQ� ]DPDQD� GD\DQÕNOÕ� UHNDEHWoL� NRQXPXQXQ� |]J�Q� DQODWÕPÕ´� GL\H� WDQÕPOÕ\RU� 
Marka özü, o marka üzerinde çaOÕúDQ� SURIHV\RQHOOHULQ� NXOODQGÕ÷Õ� ELU� GL]L� V|]F�N�� 2�
V|]F�NOHULQ�WDQÕPODGÕ÷Õ�ILNLU��%X�QHGHQOH��LPDMÕQ�ELU�URO��YDUVD�GD��bu PDUNDQÕQ�VDGHFH�
VDWÕQ� DOÕFÕODU� YH� NXOODQÕFÕODU� DoÕVÕQGDQ� ³LPDMÕ´� GH÷LO�� 'R÷DOOÕNOD�� \|QHWLPLQ� J|U�ú��
VD\ÕODELOHFHN�UHNODP�VORJDQÕQGDQ�GD�ROXúPX\RU�VDGHFH��0DUND�|]��W�NHWLFLOHUH��GD÷ÕWÕP�
NDQDOODUÕQD��NXUXOXúXQ�Lú�\DSWÕ÷Õ�EDúND�NXUXOXúODUD�YH�NHQGL�Lo�\DSÕVÕQD�LOHWmek zorunda 

ROGX÷X� |]J�QO�÷�� |]HWOL\RU�� 0DUND� |]��� G|UW� QLWHOL÷LQ� |]HWL� veya indiUJHQPLúL��
bunlardan hangisi (ve\D� KDQJLOHUL��� WDNÕPÕQ�� PDUNDVÕQÕ� QDVÕO� J|UG�÷�Q� en iyi 

DQODWÕ\RUVD�RQX�V|\OHU.�'|UW�QLWHOLN�úXQODUGÕU. (Broadbent, 2003: 16):  

øúOHYL� 1HGLU"�1H�LúH�\DUDU"�%XQX�QDVÕO�\DSDU" 
5HNDEHWWHQ�IDUNÕ� 1H�EDNÕPGDQ�GH÷LúLN"�hVW�QO�÷��QH"� 
øPDMÕ� øQVDQODU�RQD�LOLúNLQ�QH�G�ú�Q�\RU" 
*�YHQLQ�ND\QD÷Õ� hUHWLFL�NXUXOXú�QH\L�WHPVLO�HGL\RU" 
0DUND�JHQLúOHWPH�VWUDWHMLOHUL�PDUND�NRQXVXQGDNL� WDUWÕúPDOÕ� DODQODUGDQ�ELULVLdir. 

0DUND�JHQLúOHWPH��EDúDUÕOÕ�PDUNDQÕQ�DGÕQÕQ�úLUNHWLQ�VDKLS�ROGX÷X�HN��U�QOHUH�DNWDUÕPÕ�
DQODPÕQD�JHOPHNWHGLU��%X�W�U�JHQLúOHWPHOHULQ�ND]DQÕPÕ��o�\|QO�G�U�� 

1-�7�NHWLFL\L�\HQL��U�QH�J�YHQ�GX\PDVÕ�NRQXVXQGD�FHVDUHWOHQGLrir;  
2- Reklam ve promosyonda ölçek ekonomisi yaratabili r;  

3-�'D÷ÕWÕP�YH�SHUDNHQGH�NDQDOODUÕQÕ�DoDU�� 
THKOLNHOHUL�LVH�PDUNDQÕQ�NLPOL÷LQLQ�NDUÕúWÕUÕOPDVÕ�YH�EDúDUÕOÕ�PDUNDQÕQ�LWLEDUÕQÕQ�

D]DOPDVÕGÕU  
7DEOR����0DUND�*HOLúWLUPH�6WUDWHMLVL 

BENZER FARKLI  
ùø5.(7�<$�'$�6$+$�ø60ø ùø5.(7�$57,�0$5.$/$5 

(IBM, Timoten 
(Kellogg' s Cornflakes, Kellogg's Rice 
Krispies) 

ùø5.(7�$57,�6(9ø<(�.ø0/øöø %(1=(56ø=�0$5.$�ø6ø0/(5ø 
�0HUFHGHV�%HQ]�$�VÕQÕIÕ��6�VÕQÕIÕ� 
(�VÕQÕIÕ�YE� (P&G: Tide, Bold, Dreft, Ariel, ...) 

Kaynak: Doyle, 2001: 19. 
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2.4. MDUNDODUÕQ�KDUPDúÕN�YDSÕVÕ  
$úD÷ÕGDNL� oL]HOJH�� PDUNDQÕQ� E�W�QVHOOL÷LQL� VHUJLOHPHN� DPDFÕ\OD� IDUNOÕ�

ND\QDNODUÕQ�ELUOHúWLULOPHVL�LOH�ROXúWXUXOPXúWXU� 
 

7DEOR����0DUNDODUÕQ�.DUPDúÕN�<DSÕVÕ 
 

 

 

 

 

 

Kaynak: Bar tle, 2001: 30: 

 

 

Kaynak: Bar tle, 2001: 31 

Tablo 4,� LNL�JHQLú�DODQÕ�J|U�Q�U�NÕOPDNWDGÕU��%LUOHúHUHN�PDUND\Õ�ROXúWXUDQ�DNÕOFÕ�
ve duygusal boyutODUÕ��%LU�\DQGD�� LVLPVL]��U�Q� WHVWLQGH� LúOHYVHO�|]HOOLNOHU��GL÷HU�\DQGD�
WDQÕWÕP�VRQXFX��U�QOHUH�DWIHGLOHQ�W�P�QLWHOLNOHU��%X�LNL� WHPHO�|÷H�ELU�DUD\D�JHOGL÷LQGH�
PDUNDQÕQ� JHUoHN� WDQÕPÕQD� XODúÕ\RUX]�� %DúDUÕOÕ� UHNODPÕQ�� DNÕO� YH� NDOELQ� LNLVLQLQ� GH�
benzersiz bir� ELUOHúLPLQGHQ� \DUDWÕOGÕ÷ÕQD� NXYYHWOH� LQDQÕ\RUX]�� .DQDDWLPL]e göre bir 


\|Q
� ROPDGDQ� GL÷HUOHULQLQ� YDUOÕ÷Õ� KLoELU� ]DPDQ� \HWHUOL� GH÷LOGLU�� 0DUND�� UHNDEHWOH�
ED÷ODQWÕOÕ� RODUDN� NRQXPODQGÕUÕOPDVÕ� YH� NLúLOL÷L� LOH� IDUNOÕOÕN� J|VWHUHQ� ELU� �U�Q ya da  

hizmettir. KonuPX�� ELU� PDUNDQÕQ� oÕNÕú� QRNWDVÕQÕ� IL\DW ya da  kulODQÕP� RODUDN� VDSWDU��
.LúLOLN� LVH�� KHGHI�NLWOHQLQ��U�QOH�NHQGLQL� |]GHúOHúWLUPHVLQL� VD÷OD\DQ� LúOHYVHO� |]HOOLNOHU�
YH� VLPJHVHO� GH÷HUOHULQ� |]J�Q� ELU� ELOHúLPLGLU�� $VOÕQGD� tüketiciler, iQVDQGÕU� YH� GH�
GX\DUOÕGÕU. Tüketicilerin bireysel farklaUÕ��EHNOHQPH\HQ�GDYUDQÕúODUÕ�YDUGÕU�YH�KHU�úH\GHQ�
|QHPOLVL�NDUPDúÕNWÕUODU��%LU�úH\L�NDEXOOHQPHN�LoLQ��KD\DWODUÕQD�LOJLQoOLN�YH�oHúLW�NDWDFDN�

GX\JX
� GX\PDODUÕ� EDNÕPÕQGDQ� KDVVDVWÕUODU�� gWH� \DQGDQ�� NÕVD� \ROGDQ� DPDFD� XODúPDN�
isteyecHN�� \DQL� PDUNDODUÕQ� VXQGX÷X� WDWPLQL� DUD\DFDN� NDGDU� GD� DNÕOFÕGÕUODU�� %XQX� J|]�
DUGÕ�HGHUHN��KHU�]DPDQ�DNÕOFÕ�GDYUDQÕUVÕQÕ]��X\JXODPDGD�ID]OD�DúÕUÕ�o|]�POHPH�IHOFLQH�
X÷UD\ÕS� H\OHPVL]� NDODELOLUVLQL]�� 'LOHUVHQL]�� W�NHWLFLOHUL� DSWDO� \HULQH� NR\XQ�� RQODUÕQ�
PDUNDQÕ]ÕQ� NDUPDúÕN� \DSÕVÕQÕ� GH÷HUOHQGLUPH� \HWHQH÷LQL� N�o�PVH\LQ ya da  marka 

düzeyini koruPD\ÕQ�� V|]� YHUGLNOHULQL]L� VXQPD\ÕQ�� .RQWURO�Q� JHUoHNWH� NLPLQ� HOLQGH�

Marka Önermesi 

.RQXPODQGÕUPD 

.LúLOLN 

øúOHYVHO�|]HOOLNOHU 6LPJHVHO�GH÷HUOHU 
'X\JXVDO��VDNOÕ�
GH÷HUOHQGLUPH 

$NOÕOFÕ��DoÕN� GH÷HUOHQGLUPH 
Marka seçimi sunum 

Sunum 
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oldu÷XQX� YH� PDUNDQÕ]ÕQ� J�F�Q�Q� QDVÕO� \RN� RODFD÷ÕQÕ� |÷UHQmeniz fazla zaman al-

PD\DFDNWÕU�(Bartle, 2001: 31).�3D]DUODPDQÕQ�]RUOX÷X�EXQGDQ�LEDUHWWLU� 
 

2.5. Marka øOHWLúLP Stratej ileri  

0DUND� LOHWLúLP� VWUDWHMLOHULQL� UHNODP,� KDONOD� LOLúNLOHU� IDDOL\HWOHULQLQ� EDúDUÕPÕ� LOH�
VÕQÕUODQGÕUPDPDN� JHUHNL\RU�� +Lo� NXúNXVX]� PDUNDODúPD� V�UHFLQLQ� ROPD]VD� ROPD]�
VRQXoODUÕGÕU�KHU ikisi GH��$QFDN�PDUNDQÕQ�|]���U�QG�U�YH��U�QOHULQ�W�NHWLFL�EHNOHQWL�YH�
JHUHNVLQLPOHULQLQ� GH÷LúLN� H÷LOLPOHULQH� J|UH�� V�UHNOL� JHOLúWLULOPHVL� JHUHNPHNWHGLU��
*�Q�P�]� \|QHWLP� DQOD\ÕúODUÕQGD� KÕ]��verimlili k� YH� NDOLWH� ELOLQFLQLQ� ELUOLNWH� ND]DQGÕ÷Õ�
önem, rekabetiQ� GD\DWWÕ÷Õ� NRúXOODUOD� \DNÕQGDQ� LOLúNLOL��9HULPOLOLN� YH� NDOLWH\L�bir arada 

sürdürebilecek yönetmelerin gelLúWLULOPHVL� ]RUXQOXOX÷X� YDUGÕU� �8]WX÷, 2003: 28). 

%DúDUÕOÕ�PDUND�LOHWLúLPL�VWUDWHMLOHUL�øQJLOL]FH
GH�KHSVL�GH�
&
�KDUIL�LOH�EDúODyan yedi temel 

etkene�GD\DQÕ\RU (Pile, 2001: 244-245)��%X�HWNHQOHU�úXQODUGÕU� 
AoÕNOÕN (Clarity):� gQHUPHVL� DoÕN� GH÷LOVH�� NRQXPX� YH� DPDFÕ� GD� QHW� GH÷LOVH��

PDUNDQÕQ� NLúLOL÷L� VHoLOHPH]�� 9L]\RQ� EHOLUVL]� ROPDPDOÕGÕU�� ø\L� WDQÕPODQPÕú� ELU� PDUND��
tüketiciOHUH�YH�oDOÕúDQODUD�\RO�J|VWHUHQ�ELU�ÕúÕNWÕU� 

BD÷GDúPD (Coherence):� 0DUND�� oDOÕúDQODUÕQ� �QLIRUPDODUÕQGDQ, televizyona; 

P�úWHUL� KL]PHWL� KDWODUÕQGDQ,� VDWÕú� SURPRV\RQODUÕQD� NDGDU� E�W�Q� LOHWLúLP� ELoLPOHULQLQ�
WRSODPÕGÕU��+HU�úH\�LOHWLúLU��%X�\�]GHQ��KHSVL�D\QÕ�PDUND�ILNULQL��D\QÕ�WRQGD�LOHWPelidir. 

(÷HU� J�oO�� ELU�PDUND� \DUDWÕS� NRUX\DFDNVDQÕ]��PXKWHPHO�PDUND� LúDUHWOHULQLQ� W�P�Q�Q�
ED÷GDúPDVÕ� VL]LQ� LoLQ� ELU� VDSODQWÕ� KDOLQH� JHOPHOLGLU�� ³7HN� PDUND�� WHN� VHV´� NXUDOÕ�
geçerlidir.  

TXWDUOÕOÕN (Consistency):�(÷HU�WHN�ELU�WXWDUOÕ�PHVDMÕQÕ]�YDUVD��EX�PHVDMÕ�]DPDQD��
FR÷UDI\D\D��PHFUDODUD��GD÷ÕWÕP�NDQDOODUÕQD�YH��U�QOHUH�\D\PDQÕ]�JHUHNLU��'�]HQsiz ve 

LVWLNUDUVÕ]� ELU� \|QHWLPH� VDKLSVHQL]�� PDUND� \HUOHúLN� YH� GH÷LúPH\HQ� UHIHUDQV� QRNWDQÕ]�
ROPDOÕGÕU�� 

Denetim (Control):� 0DUNDQÕQ� UHNDEHWWHNL� �VW�QO�÷�Q� VRQ� QRNWDVÕ� ROGX÷XQX�
VDYXQPXúWXP��*DULSWLU� NL�� D\QÕ� ]DPDQGD� �]HULQGH� JHUoHN� GHQHWLP� VD÷OD\DELOHFH÷Lmiz 

WHN� UHNDEHW� VLODKÕGÕU��0DUND\Õ� \DUDWPDN� KHU� úH\GHQ� |QFH� \HWHQH÷LPL]H� ED÷OÕGÕU� YH� EX�
V�UHo� WDPDPÕ\OD� GHQHWLPLPL]� DOWÕQGDGÕU�� )L\DW� YH� �U�Q� |]J�QO�÷�� JLEL� \�NVHOWHQ 

XQVXUODUÕ� D\QÕ� GHUHFHGH� GHQHWOH\HPH\L]�� 9H� LúWH� KHU� ]DPDQNL� SDUDGR[�� 'HQH\LPOHULQ�
J|VWHUGL÷L�YH�oDOÕúDQODUÕQ�GD�EHOLUWWL÷L�JLEL��PDUND�\DSWÕ÷ÕPÕ]�KHU� úH\OH� WDQÕPODQGÕ÷ÕQD�
J|UH�� GHQHWLP� LoLQ�GDKD� ID]OD�SD]DUODPD�oDEDVÕ� J|VWHULlVH�GH�YH�PDUND� VRUXPOXOX÷XQD�
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VDKLS� ROXQVD� GD�� EDúDUÕVÕ]� ROXQDELOLU�� 3D]DUODPD� KDUHNHWH� JHoLUPHOL�� \RO� J|stermeli , 

VDYXQPDOÕ�� HWNLOHPH� YH� LNQD� HWPHOL��0DUND\Õ� VDGHFH� SD]DUODPD� E|O�P�� LoLQGH� WXWXS��
KHPHQ�VRQUD�GD�ND\EHWWLNOHULPL]H�GDLU�ELOJL�QRWODUÕ�J|QGHUPH\LQ� 

BD÷OÕOÕN (Commitment):�ø\L�PDUND�\|QHWLPL�]LKLQVHO�ELU�HWNLQOLNWLU��6DSODQWÕ�\DUD-
WÕU�YH�PHYVLPVHOOL÷H��RWRPDWLN�LúOH\LúH�YH�RGDNODQPD�HNVLNOL÷LQH�L]LQ�YHUPH]��*Hreken 

ED÷OÕOÕN�VHYL\HVLQH�XODúPDN��PDUND\OD�LOLúNLOL�RODQ�KHUNHVLQ�ED÷ODQWÕVÕQÕ�YH�KD\OL�]RU�ELU�
oDOÕúPD\Õ� JHUHNWLULU�� d�QN�� PDUND� YDDGLQLQ� JHUoHN�� NDQÕWODQDELOLU� ROPDVÕ� YH� GH÷HUOHU�
]LQFLULQLQ� KHU� DúDPDVÕQÕQ� LoHULVLQGH� \HU� DOPDVÕ� JHUHNLU�� 0DUNDODUÕQ� KDNLNL� ELU� |]��
ROPDOÕGÕU� YH� ED÷OÕOÕN� \DUDWDFDN� RODQ� EX� |]G�U�� .DQÕWODQDELOLU� YH� JHUoHN� ELU� ED÷OÕOÕN� 
0DUND�\|QHWLPL�úLUNHW�\|QHWLPLGLU�YH�VDGHFH�\|QHWLP�NXUXOX�EDúNDQÕ�PDUND�\|QHWLFLVL�
olabili r. 

Temas (Contact): 0DUND��oR÷X�SD]DUODPD�VLSHUOHUL�LoLQH�JLUPH\HQ�DODQODUGD�GD��
W�NHWLFL� WHPDVÕ� YH� LOHWLúLPLQLQ� ELUELULQGHQ� X]DN� YH� IDUNOÕ� KHU� QRNWDVÕQD� NDGDU� \|QH-
tilmelidir. Form tasaUÕPODUÕ�� �QLIRUPDODU�� NDVD� ILúOHUL�� VDWÕú� HNLELQLQ� GDYUDQÕú� WDU]Õ� YH�
JHOHQ� WHOHIRQODUD� \DQÕW� YHUPH� ELoLPLQH� NDGDU� KHU� úH\� |QHPOLGLU�� +HU� P�úWHUL� WHPDVÕ��
PDUNDQÕQ�LWLEDUÕQÕ�]D\ÕIODWÕU ya da  güçlendirir.  

Tüketici Yöneltimli (Customer Driven): Marka tüketiFL�\|QHOWLPOL�ROPDOÕGÕU� 
*L]HPOL� VHNL]LQFL� ³&´� LVH�� NXúNXVX]�� LOHWLúLP� NXUPDN� �&RPPXQLFDWH�� Marka 

UXKXQX�VDWPDN� LoLQ� Lo� LOHWLúLP�NXUXQ��'ÕúVDOODúWÕUPDN� LoLQ� LoVHOOHúWLULQ��9H�GDKD�VRQUD��
memQXQ� RODQODU� GÕúÕQGD� V�rSUL]OHU� ROPDPDVÕQÕ� JDUDQWLOHPek ve tüketici beklentilerini 

JHUH÷LQGHQ�ID]OD�YDDWWH�EXOXQPDGDQ�oHUoHYHOHPHN�LoLQ�G�Q\D\OD�LOHWiúLP�NXUXQ� 
 

2.6. Marka OOXúWXUPDQÕQ Temeller i 

5HNDEHWLQ� DUWPDVÕ�� NRúXllaUÕQ� ]RUODúPDVÕ�PDUNDODUÕQ� |nemi ve gücünü daha da 

|Q�SODQD�oÕNDUWPDNWDGÕU��hretim-pazarlama ve pazarODPD�LOHWLúLPL�G�Q\DVÕQÕQ�JHoPLúLQH�
NÕVDFD�ELU�J|]�DWDOÕP��+HUNHVLQ�oRN�\DNÕQGDQ�ELOGL÷L�YH�SD]DUODPD�GHUV�NLWDSODUÕQÕQ�DQD�
NRQXODUÕQGDQ� ELUL� RODQ� �UHWLP� SD]DUODPD� HYULPL� EL]H� SHN� oRN� JHUoH÷L� ELU� NH]� GDKD�
KDWÕUODWDFDNWÕU� 3D]DUÕQ� �UHWLFL� SD]DUÕ� ROGX÷X� YH� W�NHWLPL� �UHWLPLQ� \|QOHQGLUGL÷L� R�
PHúKXU�G|nemlerde ürünlerin temel ö]HOOLNOHUL�LOHWLúLP�G�Q\DVÕQÕQ�DQD�KDPPDGGHVL\GL��
E÷HU�HOLQL]GH�WHPHO�LúOHYOHULni yerine getiren, iyi paketlenPLú�ELU��U�Q�YDUVD��oRN�az bir 

LOHWLúLP� NDWNÕVÕ\OD� EX� �U�Q�� oRN� \D\JÕQ� W�NHWLFL� JUXSODUÕQD� VDWPDQÕ]� RODVÕ\GÕ�� d�QN���
ürünün temel |]HOOLNOHUL� R� �U�Q�Q� NXOODQÕFÕVÕQÕ� W�NHWLP� LoLQ� LNQD� HWPHye yeterliydi. 

'HWHUMDQÕQ� L\L� WHPL]OL\RU�ROPDVÕ��RWRPRELOLQ�VL]L�ELU�\HUGHQ�ELU� \HUH�J|W�U�\RU�ROPDVÕ��
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PDUJDULQLQ� \HPHNOHULQL]H� WDW� NDWÕ\RU� ROPDVÕ�� EDQNDQÕQ� SDUDQÕ]Õ� L\L� GH÷HUOHQGLUL\RU�
ROPDVÕ�JLEL�VÕUDOD\DFD÷ÕPÕ] pek çok örnekte, bir ürünün zaWHQ�GR÷DVÕQGD�RODQ�YH�RQGDQ�
\DSPDVÕQÕ� LVWHGL÷LPL]� WHPHO� |]HOOLNOHU� EHOOL� ELU� G|QHP� yeWHUOL� ROGX�� øQVDQODU�� W�NHWLP�
LKWL\DFÕ�KLVVHWWLNOHUL�PDOODUÕ�oRN�D]�ELU�LNQD�NDWNÕVÕ\OD�VDWÕQ�DOGÕODU. $\QÕ�DODQGD�EHQ]HUL�
malODUÕ� VDWDQ�UDNLS� ILUPDODU�ROVD�ELOH�SD]DU�KHUNHV� LoLQ�]DWHQ�E�\�N�YH�E�\�PH\H�DoÕN�
ROGX÷XQGDQ��UHNDEHW�GDKD�oRN��UHWLP�DúDPDVÕQGD�\DúDQPDNWD\GÕ��%XQD�NÕVDFD�LVWHU�DU]�- 
WDOHS� \DVDVÕ�� LVWHUVHQLz ihtiyaç hi\HUDUúLVL� GL\HELOLUVLQL]�� =DPDQOD� SD]DUÕQ� GR\PDVÕ\OD�
GR\DQ�SD]DUODUGD�SD]DU�SD\ÕQÕ�DUWÕUPDN�� W�NHWLFL� LOJLVLQL� IDUNOÕ�\|Qlere çekebilmek için 

�U�Q� JHOLúWLUPH� oDOÕúPDODUÕQÕQ� GD� GHVWH÷L\OH� �U�QOHULQ� DQD� |zelli klerine yan özelli kler 

ekOHQPH\H�EDúODGÕ��9H�EX�yan,�IDNDW�ELU��U�Q��GL÷HU�ELr üU�QGHQ�IDUNOÕ�NÕODQ�|]HOOLNOHU�
tüketicinin ilgisini çekeFHN�úHNLOOHUGH�SDzarlama iOHWLúLPLQGH�NXOODQÕOGÕ��+HU�GHWHUMDQ�L\L�
temizliyordu, fakat bir deterjan daKD� G�ú�N� ÕVÕODUGD� L\L� Serformans gösteriyor ya da 

sadeFH� L\L� \ÕNDPDNOD� NDOPD\ÕS� D\QÕ� ]DPDQGD� oDPDúÕUODUÕQÕ]ÕQ� GDKD� L\L� NRNPDVÕQÕ� GD�
VD÷OÕ\ordu. 3HNL�� EL]LP� ELU� úDPSXDQÕ� ELU� GL÷HULQH� \H÷OHPHPL]GH� HQ� HWNLQ� URO�� QH�
R\QD\DFDN"� %�W�Q� DUDEDODUÕQ�� EX]GRODSODUÕQÕQ�� oDPDúÕU� PDNLQHOHULQLQ�� KÕ]OÕ� VHUYLV�
lokantalaUÕQÕQ��KDYD�\ROODUÕQÕQ�YV��DúD÷Õ�\XNDUÕ�GL÷HULQH�EHQ]HU��U�Q-KL]PHW�DYDQWDMODUÕ�
sunGX÷X� UHNDEHWoL� RUWDPGD� EL]L� QH� DODFD÷ÕPÕ]D�� NXOODQDFD÷ÕPÕ]D� NDUDU� YHUPHGH� QH�
\|QOHQGLUHFHN"� .XúNXVX]� NL� \DQÕW� �PDUND�� RODFDNWÕU"� 0DUNDQÕQ� W�NHWLcinin beyninde 

EÕUDNWÕ÷Õ� J|UVHO�� LúLWVHO, izdüú�P�� PDUNDQÕQ� DOJÕODQDQ� JHUoH÷L� ELU� PDUND\Õ� ELU� GL÷HU�
PDUNDGDQ�IDUNOÕ�ELU�\HUGH�NRQXPODQGÕUDFDNWÕr. Ürün - hizmet temel fonkVL\RQODUÕQÕQ�R�
ürün hizmetin tüketilmesi için yeterli � RODELOGL÷L� � J�]HO� J�QOHU� ROGXNça gHULGH� NDOGÕ��
Bugün vH� JHOHFHN�� PDUNDODUÕQGÕU�� øOHWLúLP� VHNW|U�� GH� PDUNDODU� G�Q\DVÕQÕQ� JHUoHNOL÷L�
LoLQGH� úHNLOOHQPHNWH� YH� PDUNDODU� G�Q\DVÕQÕQ� úHNLOOHQPHVLQH� NDWNÕGD� EXOXQPDNWDGÕU��
0DUNDODUÕQ� ELUHU� IL]LNVHO� ID\GD� ROPDQÕQ� \DQÕ� VÕUD�� ELU� \DúDP� ELoLPL� ROGX÷X� J�Q�P�]�
SD]DUODPD�G�Q\DVÕQGD��PDUND�\DUDWPDN�LoLQ�D\UÕODQ�\DWÕUÕPODU�DUWDUDN�GHYDP�HGHFHNWLU��
BiU�PDUND\Õ� GL÷HU� ELU�PDUND\D� �VW�Q� NÕODQ�� RQXQ� WHUFLK� HGLOPHVLQL� VD÷OD\DQ� IDNW|UOHU��
PDUNDQÕQ� |]�QGH� EXOXQDQ� VDNOÕ� RODQ� GUDPDGÕU�� hQO�� UHNODPFÕ� /HR�%XUQHWW¶LQ� oRN� L\L�
WDQÕPODGÕ÷Õ�JLEL� UHNODPFÕOÕN��PDUNDQÕQ�|zünde RODQ�GUDPD\Õ�RUWD\D�oÕNDUPDNWÕU� �$\ÕQ, 

1997: 28).� øOHWLúLP� G�Q\DVÕQÕQ� YD]JHoLOPH]� ELOHúHQOHULQGHQ� RODQ� UHNODPFÕOÕ÷D� EX�
DQODPGD�YH�DPDo�GR÷UXOWXVXQGD�oRN�GDKD�ID]OD�Lú�G�úHFHNWLU 

%LU�PDUND\Õ�LQúD�HWPHN��PDUNDQÕQ�NXUXP�LoL�NXYYHWOHU�WDUDIÕQGDQ�\RN�HGLOmesini 

|QOHPHNWHQ� JHQHOOLNOH� GDKD� NROD\GÕU��gUQH÷LQ�� úLUNHW� LVWHQLOHQ� UDNDPODUD� XODúPDN� LoLQ�
LQVDQODU� PDUND� GH÷HULQL� D]DOWDFDN� LúOHU� \DSPD\D� EDúODUODU�� <DQL� úLUNHW�� GDKD� ID]OD� Lú�
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�UHWPHN� LoLQ� EHQ]HUVL]� LúLQH� NRQVDQWUDV\RQX� ND\EHWPH\H� EDúODU�� <DSWÕNODUÕ� LúOer ana 

PDUND\Õ� \ÕSUDWÕS�� HULWLU�� 3HúLQH� G�úPHPHOHUL� JHUHNHQ� LúOHUL� WDNLS� HWPH\H� EDúODUODU��
gUQH÷LQ�� 0DUOERUR¶QXQ� PHQWROO�� VLJDUD�� &DGLOODF¶ÕQ� N�o�N� DUDED�� 3RUVFKH¶XQ� 689V�
VDWPD\D� oDOÕúPDVÕ� JLEL�� DOW� PDUNDODU� \DUDWÕUODU�� %XQXQ� \HQL� oDEDODUÕQD� KDNOÕOÕN�
kazanGÕUDFD÷ÕQÕ� VDQÕUODU�� %XQXQ� WDP� WHUVLGH� D\QÕ� úHNLOGH� ]DUDUOÕ� RODELOLU� PDUND�
DoÕVÕQGDQ��gUQH÷LQ��0HUFHGHV�GDKD�XFX]�PRGHOOHU��UHWHUHN��GDKD�E�\�N�YH�GDKD�SDKDOÕ�
0HUFHGHV� RWRPRELOOHULQLQ� SUHVWLMLQL� D]DOWÕU�� 0DUND� ELU� YDDWWLU�� hU�Q�Q� WDúÕ\DFD÷Õ�
beklentileri yaUDWÕU��%X�GXUXPODU�IDUNOÕ�ELoLP�YH�PRGHOOHU�PDUNDQÕQ�|]�Q��HNVLOWPHGL÷L�
sürece yak GD� PDUND\Õ� GL÷HUOHULQGHQ� D\ÕUDQ� NDYUDPÕ� HULWPHPHVL� úDUWÕ\OD� ELUGHQ� ID]OD�
biçim yak GD�PRGHOOH�SD]DUODQDELOHFH÷L�JHUoH÷L\OH�NDUÕúWÕUÕOPDPDOÕGÕU��7URXW����������-

35). 

Ticari aoÕGDQ� EDNÕOGÕ÷ÕQGa, pazardaki markalama ile çiftli klerdeki damgalama 

SURJUDPÕ��ELUELUOHULQH�oRN�EHQ]HUOHU��%X�GDPJDODPD�SURJUDPÕ��LQH÷LQL]L�oLIWOLNWHNL�GL÷HU�
KD\YDQODUGDQ� IDUNOÕODúWÕUPD� DPDFÕQÕ� WDúÕ\DFDNWÕU�� +HU� QH� NDGDU� oLIWOLNWHNL� E�W�Q�
hayvanlar birbirine çok benzese de... BDúDUÕOÕ� ELU� PDUNDODPD, benzersizlik konsepti 

�]HULQH� WDVDUODQPDOÕGÕU�� %X� SURJUDP�PXKWHPHO� P�úWHULOHULQ� ]LKQLQGH�� SD]DUGD� VL]LQNL�
gibi tek bir ürün olmDGÕ÷Õ�DOJÕODPDVÕQÕ�\DUDWPDOÕGÕU (Al ve Laura, 2005: 14). Markalama 

SURJUDPÕ�� �U�Q�Q� yak GD� úLUNHWLQL�� NHQGL� NDWHJRULVLQGHNL� GL÷HUOHULQGHQ�
IDUNOÕODúWÕUPD\OD� LOJLOLGLU�� $PHULND¶GD� &RSHUQLFXV� DGÕQGDNL� DUDúWÕUPD� úLUNHWL� ��� IDUNOÕ�
PDO� YH� KL]PHW� NDWHJRULVLQGHNL� ��� OLGHU� PDUND\Õ� LQFHOHGL�� $PDo� PDUNDODUÕQ� ]DPDQOD�
ticari bir mal olarak ne kadar bHQ]HúWLNOHULQL� |OoPHNWL�� 6RQXo�� |Oo�POHQHQ� ���
NDWHJRULGHQ� ��¶ÕQÕQ� ELUELULQGHQ� IDUNOÕ� DOJÕODQPDGÕ÷ÕQÕ� RUWD\D� oÕNDUGÕ�� %XQXQ� �o� WHPHO�
nedeni var: MDUND� LQúDVÕQGD� WXWXQGXUPD�SURJUDPODUÕQD� JHoLú�� ELOJLOHQGLUPH� \|QHOLPOL�
UHNODPODUGDQ� H÷OHQGLUPH� \|QHOLPOL� UHNODPD� JHoLú�� D\UÕFD� EXQODUD� HN� RODUDN�� EHOLUJLQ�
�U�Q� IDUNOÕOÕ÷ÕQÕQ� LOHWLúLPLQGHNL�EDúDUÕVÕ]OÕN��%X��PDUNDODPDGDQ� IL\DWODQGÕUPD\D�GR÷UX�
KDUHNHW� HGHQ� ELU� GHQNOHPGLU�� %HQ]HUOL÷LQ� DOJÕODQGÕ÷ÕQÕ� LON� RUWD\D� oÕNDUDQODU� NLWOHVHO�
PD÷D]DFÕODU� :DOO-Mart ve Home Depot. Fi\DWODUÕQÕ� G�ú�UPHQ� LoLQ� VDQD� EDVNÕ�
\DSDFDNODU��(÷HU�DOÕúYHULú�\DSDQ�P�úWHUL��VHQLQ�PDUNDQ�LoLQ�ELUD]�GDKD�SDUD�|GHPHVLQLQ�
QHGHQLQL� DOJÕOD\DPD]VD�� EXQGD� EDúDUÕOÕ� ROXUODU�� ùLUNHWOHU� EX� NRQXGD� QHGHQ� VRUXQ�
\DúÕ\RUODU"�øúLQ�S�I�QRNWDVÕ��IDUNOÕOÕ÷ÕQ�QDVÕO�LIDGH�HGLOGL÷LQGH��(÷HU�GDKD�KÕ]OÕ\VDQ��GDKD�
güvenli  ya GD� GDKD� \HQL\VHQ� LúLQ� NROD\� GHPHNWLU��$QFDN� OLGHUOLN�� WHUFLK� HGLOHQ� ROPDN�
JLEL� �U�Q� GÕúÕQGDNL� EDúND� |]HOOLNOHUGH� EXOPDQ� JHUHNL\RU�� 1H\L� VHoHUVHQ� VHo�� EXQX�
SRWDQVL\HO� P�úWHULQLQ� ID\GDVÕQD� RODFDN� úHNOH� JHWLUPHOLVLQ�� 3HN� oRN� úLUNHW� EXQX�
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DQODPÕ\RU�� 7HN� WDQÕWWÕNODUÕ� úH\� ELUoRN� DQODPVÕ]� VORJDQ��0LFKDHO� 3RUWHU¶LQ� oRN� L\L� ELU�
V|]��YDUGÕU��³5HNDEHW�VWUDWHMLVL�IDUNOÕ�ROPDNOD�LOJLOLGLU��<DQL�EHQ]HUVL]�GH÷HU�NDUPDVÕQÕ�
WDúÕ\DFDN�RODQ� IDUNOÕ� IDDOL\HWOHULQ�ELOLQoOL� VHoLOPHsi. Stratejinin özü bu faaliyetlerdedir. 

)DDOL\HWOHUL� UDNLSOHUGHQ� IDUNOÕ�RODUDN�X\JXODPD\Õ� VHoPHN ya GD� UDNLSOHULQNLQGHQ� IDUNOÕ�
IDDOL\HWOHUL�X\JXODPDN��$NVL�WDNWLUGH��VWUDWHML�UHNDEHWH�NDUúÕ�GLUHQHPH\HQ�ELU�VORJDQGDQ�
EDúND� ELU� úH\� ROPD]�´� 2� KDOGH�� PDUNDODPD�� ELU� PDUND\Õ� YH� IDUNOÕODúWÕUÕOPÕú� ELU� ILNUL�
SRWDQVL\HO�P�úWHULQLQ�]LKQLQGH�\HUOHúWLUPHNWLU��7URXW����������-33-34). 0DUNDODúPD��ELU�
ürünün ya GD� KL]PHWLQ� VXQXPXQX� PDUND\D� G|Q�úW�UPH\H� \|QHOLN� ELOLQoOL� VWUDWHML� YH�
harekettir. 6RQXoWD� PDUND�� ELU� úLUNHWLQ� HQ� VRQ� YDUOÕ÷ÕGÕU�� hU�Q�Q� NHQGLVLQL� JHoHQ� ELU�
DQODP� WDúÕ\DQ� VÕUDGDQ� ELU� �U�Q ya GD� KL]PHWH� \DWÕUÕP� \DSDU�� 'R÷UX� NRWDUÕOGÕ÷ÕQGD��
marka –HQ� D]Õ� \�NVHN� IL\DWODU� LVWH\HELOmek olan–�P�WKLú� ND]DQoODU� VD÷ODU� (Zyman ve 

Brott, 2004: 66). $\QÕ� E|OJHGH� yer alan herhangi bir büfe ile biraz ilerideki bir 

0F'RQDOG
V
ÕQ� J�QO�N� Lú� \DSDELOPH� SRWDQVL\HOL� NDUúÕODúWÕUÕOGÕ÷ÕQGD�� DUDGDNL� IDUNÕQ� QH�
NDGDU� E�\�N� ER\XWODUGD� ROGX÷XQX� VDSWDPDN� LoLQ� GHULQOHPHVLQH� ELU� DUDúWÕUPD\D gerek 

ELOH� \RNWXU� øúWH� EX� IDUNÕ� \DUDWDQ�� \DUDWÕODQ� R� PDUNDQÕQ� J�F�G�U� FLUPDQÕQ� øúOHWPH�
.LPOL÷L��+L]PHW�.LPOL÷L��7DQÕWÕP�.LPOL÷L��'DYUDQÕú�.LPOL÷L� YH�EXQODUÕQ� WDPDPÕQGDQ�
ROXúDQ� 0F'RQDOG
V� NXUXPVDO� NLPOL÷LQLQ� J�F�G�U�� dHYUHPL]H� EDNWÕ÷ÕPÕ]GD�� W�P� Lú�
sDKDODUÕQGD�� KHU� J�Q� \�]OHUFH� \HQL� ILUPDQÕQ� NXUXOGX÷XQX�� DQFDk bu ILUPDODUÕQ�� ED]Õ�
üstün niteOLNOHUH� VDKLS� ROVDODU� ELOH� P�úWHUL� EXOPDNWD�� SD]DUGD� OD\ÕN� ROGXNODUÕ� \HUL� YH�
DPDoODGÕNODUÕ�SD\Õ�DOPDNWD�E�\�N�]RUOXNODU�\DúDGÕNODUÕQÕ�J|UPHNWH\L]��%X�ILUPDODUÕQ�ELU�
oR÷X�� ELU� V�UH� VRQUD�� ED]HQ� \DOQÕ]OÕNWDQ�� L\L� LúOHWLOHPHPHNWHQ�� bazen yo÷XQ� UHNDEHW�
úDUWODUÕQGDQ�� ED]HQ� GH� L\L� ELU� NurumsDO� NLPOLN� ROXúWXUDPDGÕNODUÕndan yerlerinde 

saymakta ya da bir gün piyasadan sili nip gitmektedirler (Ak, 1998: 121-122).  

0DUND�NLúLOL÷LQLQ�\DúDPVDO�|QHP�WDúÕ\DQ�ELU�SDUoDVÕ��RQXQ�P�úWHULOHULPL]OH�\�z 

yüze gelmekte� RODQ� J|VWHUJHVLGLU�� oDOÕúDQODUÕPÕ]�� 0�úWHUL\H� L\L� KL]PHW� HVDVWÕU��
RekDEHWLPL]LQ�PHUNH]LQGH�EX�YDUGÕU��d�QN��P�úWHUL�WXWPDPÕ]Õ�J�oOHQGLrir ve top yekün 

YHULPLPL]L� DUWÕUÕr. (Ayling, 2003: 70). Sonuçta bLU� NHUH� NLPOLN� ROXúWXUXOGXNWDQ� VRQUD��
heGHI�NLWOHQLQ�GLNNDWLQL�oHNPHN�LoLQ�úLUNHW,�UHNODPFÕOÕN��KDONOD�LOLúNLOHU�YH�SURPRV\RQODU�
gibi pazarlamayla ili ntil i faali\HWOHUOH� PDUND\Õ� ROXúWXUPD\D� oDOÕúÕU�� %DúND� ELU� GH\LúOH��
tüketicLOHU� PDUND\OD� GR÷UXGDQ� ELU� GHQH\LP� \DúDPDGDQ� úLUNHW� PDUND� NLPOL÷LQL�
tüketicilerin zihinlerinGH� ROXúWXUPD\D� EDúODU�� (÷HU� ELU� NLPOLN� PDUND� ROXúWXUXOPDGDQ�
|QFH�NXUXOXUVD��PDUND�ROXúWXUPD�HWNLVL�oRN�GDKD�HWNLOL�YH�KHGHIH�G|Q�N�RODFDNWÕU��<H-
ULQGH�RODQ�JHUoHN�ELU�NLPOLNOH��KHGHI�NLWOH\H�GR÷UX�PHVDMÕ�LOHWPHN�oRN�GDKD�NROD\GÕU�YH�
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bu da J�oO��� WXWDUOÕ�� PDNXO� YH� IDUNOÕODúWÕUÕOPÕú� ELU� PDUNDQÕQ� ROXúXPXQD� RODQDN� WDQÕr. 
Neden? ÇünN��LPDM�ELU�NHUH�\DUDWÕOGÕNWDQ�VRQUD�KHGHI�NLWOHQLQ�DOJÕODUÕQD�PDUX]�EÕUDNÕOÕU��
+HSLPL]LQ� ELOGL÷L� JLEL� DOJÕODU� ROGXNoD� |]QHO� YH� GH÷LúNHQOHUGLU�� 0DUNDQÕQ�� KHdef 

tüketicilerin deneyim ve ziKLQOHULQH� JLUGL÷L� QRNWD�� úLUNHWOHULQ� PDUNDODU� �]HULQGHNL�
hakimiyeWOHULQL� ND\EHWWLNOHUL� QRNWDGÕU� (Perry ve Wisnom, 2004: 15). Marka hedef 

W�NHWLFLQLQ� ]LKQLQH� JLUGLNWHQ� VRQUD� DUWÕN� KDNLPL\HW� PDUNDGDGÕU�� %X� ED÷ODPGD� EDúDUÕOÕ�
markalar� EX� LPDMÕ ya GD� 
NLúLOL÷L
� \DUDWDQ� PDUNDODUGÕU�� %XQX�� P�úWHULQLQ�� LVWHGL÷L�
|]HOOLNOHU�LOH�PDUND�DUDVÕQGD�J�oO��ELU�ED÷ODQWÕQÕQ�YDU�ROGX÷XQX�DOJÕODPDVÕQÕ�VD÷OD\DUDN�
yaparlar. Bu özelli kler gerçek ve nesnel (örne÷LQ�NDOLWH��YHULOHQ�SDUD\Õ�KDN�HWPHVL� ya da  

VR\XW� YH� GX\JXVDO� �|UQH÷LQ� WRSOXPVDO� NRQXP�� JHQoOLN�� RODELOLU�� 0DUNDQÕQ� NLPOL÷L�
PDUNDQÕQ� VDKLS� ROGX÷X� DNÕOFÕ� |]HOOLNOHULQLQ� ELU� LúOHYLGLU�� IDNDW� PDUND� NLPOL÷L�
JHOLúWLULOPHOL�YH�UHNODP��WDVDUÕP��DPEDODM��HWNLQ�GD÷ÕWÕP�YH�WHúKLU�YDVÕWDVÕ\OD�W�NHWiciyle 

ED÷ODQWÕVÕ�NXUXOPDOÕGÕU (Doyle, 2001: 6). %XQODU�PDUNDQÕQ�NLPOL÷LQL�W�keticinin zihninde 

NRQXPODQGÕUDUDN�� J�YHQ� ROXúWXUXU� YH� VDWÕQ� DOPD\Õ� WHúYLN� HGHQ� RUWDPÕQ� \DUDWÕOPDVÕQD�
vesile olur.  

)LUPDODUÕQ�HQ�VRQ�YDUOÕNODUÕ�RODQ�PDUNDODUÕ�ROXúWXUPDODUÕ� �YH�EXQODUÕ�EDúDUÕOÕ��o�
kritik faktöre GD\DQGÕUPDODUÕ�söz konusudur (Evrard, 2003: 76-77): �%LULQFLVL��DUDúWÕUPD�
YH� JHOLúWLUPH\H� \�UHNWHQ� ED÷ODQDUDN� V�UHNOL� \HQLOLNOHU� \DSPDQÕQ� VRQXFX� RODQ�
SHUIRUPDQVWÕU�� gUQH÷LQ�� ����¶WH� JUXS�� VDWÕú� JHOLUOHULQLQ� \�]GH� �¶�Q�� NR]PHWRORML�
arDúWÕUPDODUÕQD�KDUFDPÕú�YH����¶WHQ�ID]OD�SDWHQW�WHVFLO�HWWLUPLúWLU��øNLQFLVL��UHNODP��VDWÕú�
QRNWDVÕ� PDO]HPHOHUL� YH� |UQHN� VXQPD� \ROX\OD ya da perakendeciler, kuaförler ve 

gazetecileU� JLEL� JUXSODUOD� RUWDNOÕNODU� NXUDUDN� SHUIRUPDQVÕ� LOHWPH\L� HVDV� RODUDN� NDEXO�
eWPHNWLU��6RQ�RODUDN�GD�EDúDUÕQÕQ��o�QF��DQDKWDUÕ��PDUNDODUÕPÕ]ÕQ�XOXVODUDUDVÕ�GXUXPD�
getirilmesidir diyoruz. Eugene Schueller'in 1907 \ÕOÕQGD� LON� VHQWHWLN� VDo� ER\DVÕQÕ icat 

etmesinden 1960'ODUÕQ� VRQXQD� NDGDU� /
2UHDO� ELU� )UDQVÕ]� úLUNHWL� RODUDN� NDOPÕúWÕ�� 6RQra 

Avrupa' da ki ve onu izleyerek Kuzey ve GüQH\� $PHULND
GDNL� KDWÕUÕ� VD\ÕOÕU� JHOLúPH�
EDúODGÕ�� ����
GH� /
2UHDO
LQ� $%'� SD]DUÕQGDNL� NR]PHWLN� VDWÕúODUÕ� ���� PLO\RQ� GRODU�
NDGDUGÕ�� %X� UDNDP� ����
WH� �� PLO\DU� GRODUD� XODúPÕúWÕ�� ùLPGL� VDWÕúODUÕQ� KHPHQ� ���
L�
)UDQVD�GÕúÕ��ONHOHUGH�JHUoHNOHúPHNWHGLU��Sonuçta b�W�Q�PDUNDODUÕQ�ELU�KLND\HVL�YDUGÕU��
7�NHWLFLOHULQ��PD÷D]DGDNL�ELU��U�QH�VDWÕQ�DOPD�DPDFÕ\OD�X]DQÕUNHQ��NHQGLOHULQH�DQODWWÕ÷Õ�
ELU� KLND\H�� (÷HU� NLúL� ]DWHQ� VDGÕN� ELU� DOÕFÕ\VD�� KLND\H� E�\�N� LKWLPDO� ELOLQoDOWÕQGD�
olacakWÕU�� ya da yeni bir deneme tecrübesi durumunGD�� ELOLQFLQGH��gUQH÷LQ�� ELU� DQQH��
PH\YHOL�ELU�LoHFH÷H�X]DQÕUNHQ��KLND\HVL�ú|\OH�RODELOLU���oRFXNODUÕP�EXQX�oRN�VHYL\RU�YH�
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VD÷OÕNODUÕ�LoLQ�GH�oRN�L\L���%LU�PDUNDQÕQ�J�QO�N�KD\DWÕQGD��SHN�oRN�KLND\H�DQODUÕ�YDUGÕU� 
%X� D\QÕ� DQQH�� ELU� DUNDGDúÕQD� NXODNWDQ� GROPD� ELU� KLND\H� DQODWDELOLU�� �oRFXNODUÕPÕ�
JD]R]OX� LoHFHNOHUGHQ�YD]JHoLUGLP��%X� \HQL�PH\YHOL� LoHFHN�PL"�dRFXNODUÕP�EXQX�oRN�
VHYL\RU� YH� VD÷OÕNODUÕ� LoLQ� GH� oRN� L\L�� +HU� ]DPDQ� EX]GRODEÕQGD� EXOXQGXUX\RU� YH�
istedikleri kadDU� LoPHOHULQH� L]LQ�YHUL\RUXP��%X�úH\� WDPDPHQ�YLWDPLQ�\�NO���.XODNWDQ�
GROPD� KLND\HOHUH� YH� VDWÕQ� DOPD� KLND\HOHULQH� HN� RODUDN�� SHN� oRN� PDUNDQÕQ�� \DUDWÕP�
KLND\HVL� YDUGÕU�� +3��$SSOH��0LFURVRIW�� &RFD-&ROD� YH� SHN� oRN� GL÷HU� ILUPDQÕQ� \DUDWÕP�
KLND\HOHULQL�GX\PXúVXQX]GXU��*HQHOOLNOH��ELU�PDUND�\DUDWÕP�KLND\HVLQGHNL�DQD�NDUDNWHU 
ya GD� EDú� NDKUDPDQ� ELU� LQVDQGÕU� YH� LQVDQODUÕQ� KHSVLQLQ� ELUHU� KLND\HVL� YDUGÕU�� :DOW�
Disney ve 5DOSK� /DXUHQ
LQ� KLND\HOHUL�� PDUNDODUÕQÕ� ]HQJLQOHúWLULS� GDKD� LQVDQL� YH�
\DNODúÕODELOLU�ELU�KDOH�JHWLUPLúWLU��+HPHQ�KHPHQ�E�W�Q�GXUXPODUGD��EX� LQVDQODUÕQ�ELUHU�
NDKUDPDQOÕN�KLND\HVL�YDUGÕU�%XQODU��G�úPDQOÕ÷ÕQ��UHGGHGLOPHQLQ��\HQLGHQ�J�oOHQPHQLQ�
YH� ]DIHULQ� KLND\HOHULGLU�� .DKUDPDQOÕN� KLND\HOHUL�� W�P� N�OW�UOHUGH� \DQNÕODQDQ� WHPHO�
insan arketipleridir. Ve tabii kL�� UHNODPFÕOÕNWDNL� HQ� NODVLN� \DNODúÕPODUGDQ� ELUL� GH��
NDKUDPDQ� UHNODPODUÕ� \DUDWPDNWÕU�� $QFDN� LúLQ� ]RU� WDUDIÕ�� EXQX� RULjinal fikirlerle 

JHUoHNOHúWLUHELOPHNWLU�� EDVPDNDOÕS� \|QWHPOHUOH� GH÷LO�� %DúDUÕOÕ� PDUND� KLND\HOHULQLQ�
\DUDWÕODELOPHVL� LoLQ� RULMLQDOOLN� YH� DoÕNOÕN� úDUWWÕU� �Zaltman, 2004: 284-285). Oriji nalli k 

için GH�|]J�QO�N�JHUHNLU��+Lo�ELU� ILUPD�ELU� EDúND� ILUPD\Õ� WDNOLW� HGHUHN�PDUND�RODPD]��
PDUND� GL÷HULQGHQ� IDUNOÕ� RODQGÕU�� 0DUND� W�NHWLFLQLQ� UDIWDNL� GL÷HU� �U�Q�� GH÷LO� VL]LQ�
ürününüzü alma nedenidir. Sizi kimsH�DVOÕQD�EHQ]L\RU�GL\H�DOPD]�� 

MDUNDQÕQ� \DUDWÕOPDVÕ�� ROXúWXUXOPDVÕ� LOH� LOJLOL� oDOÕúPDQÕQ� EDúÕQGD�� |QFHOLNOH� HQ�
WHPHO� �\DSÕ� WDúODUÕ�QD� GH÷LQPHN� JHUHNLU� �$N, 1998: 124-128). Bu� \DSÕWDúODUÕQGDQ�
ED]ÕODUÕ�oDOÕúPDQÕQ�GH÷LúLN�\HUOHULQGH�GHWD\OÕFD�LUGHOHQPLúWLU�  

øVLP�� EDúDUÕOÕ� ELU� PDUND� \DUDWPDN� LVWL\RU� LVHQL]�� VR\DGÕ�� EXOXQGX÷XQX]� úHKULQ, 

bölgenin ismi ya GD��U�Q�Q�DGÕ�RODQ�LVLPOHUL�SHN�NXOODQPDPDNWD�\DUDU�YDUGÕU��)LUPDQÕ]D 
ya GD��U�Q�Q�]H�NR\DFD÷ÕQÕ]�LVLPLQ�QHOHUL�oD÷UÕúWÕUDELOHFH÷LQL��|]HOOLNOH�XOXVODUDUDVÕ�ELU 
PDUND� RODFDNVD�� GL÷HU� OLVDQODUGD� KDQJL� DQODPODUD� JHOHELOHFH÷L�� NXOD÷D� QDVÕO� JHOGL÷LQL�
mutlaka önceden, inceden inceye etüt etmek gerekir. 

Kalite:�0DUNDQÕ]�GDKD�GR÷UXVX��U�Q���KL]PHWLQL]��\LQH�|QFHOLNOH�NDOLWHOL�ROPDOÕ��
rakiplerinden her konuda olamasa bilH�ED]Õ�NRQXODUGD��VW�Q�ROPDOÕ��X\JXQ�ELU�V�UHGH�ELU�
|PU��� GD\DQÕNOÕOÕ÷Õ� ROPDOÕGÕU�� <DQL�� �U�Q� �� KL]PHWLQL]� �PDUNDQÕ]�� W�NHWLFLQLQ�� \DQL�
P�úWHULQL]LQ� PXWODND� ELU� VRUXQXQX� o|]PHOL�� LúH� \DUDPDOÕ�� RQD� VRQXoWD� ELU� WDWPLQ�
VD÷ODPDOÕGÕU. 
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Üstünlük:�+HSLPL]LQ�ELOGL÷i bir söz var; "ø\L�UHNODP�PDOÕ�ELU�NHUH�DOGÕUÕU; ikinci 

kez��PDOÕQ�NHQGLVL�NHQGLQL�DOGÕUÕU��GL\H����(YHW�QH�\DSDUVDQÕ]�\DSÕQ��HQ�L\L�UHNODPODUÕ��HQ�
J�]HO� DPEDODMODUÕ�� HQ� SDKDOÕ� WDQÕWÕP� oDOÕúPDODUÕQÕ� GD� \DSVDQÕ]�� PDOÕQÕ]� NDOLWHVL]� LVH��
VRQXoWD� ELU� P�úWHUL� PXWOXOX÷X� \DUDWDPÕ\RU�� P�úWHULOHULQL]GH� ELU� WDWPLQ�
VD÷OD\DPÕ\RUVDQÕ]��R�PDOÕ�X]XQ�V�UH�VDWDPD]��PDUNDQÕ]Õ�\DúDWDPD]VÕQÕ]��%X�GD��0DOÕQ�
Üstünl�÷���LOH�ROPDNWDGÕU 

'H÷HU�� %D]Õ� �U�QOHU� IL\DWÕ�� DPEDODMÕ� LOH�� ED]ÕODUÕ� HO� LúoLOL÷L� ROPDVÕ� LOH�� ED]ÕODUÕ�
VDWÕOGÕ÷Õ� G�NNDQ�� G�NNDQÕQ� GHNRUX�� KDWWD� G�NNDQÕQ� EXOXQGX÷X� VHPW� LOH�� ED]ÕODUÕ� HQder 

EXOXQPDVÕ�LOH��ED]ÕODUÕ�GD�GL]D\ODUÕ�LOH�ELU�GH÷HU�LIDGH�HGHU� 
Kurumsal Kimlik:� .XUXPVDO� .LPOLN� ELU� PDUND\Õ� YDU eden, beyinlerde 

DOJÕODQPDVÕQÕ��yer etmesini VD÷OD\DQ en önemli unsurdur; ILUPDQÕQ�GDYUDQÕú�ELoLPLGLU��
LúOH\Lú� ELoLPL�� VLVWHPLGLU�� DPEOHPLGLU�� W�P� LOHWLúLP� YH� WDQÕWÕP� DUDoODUÕQGD��
GHNRUODUÕQGDNL�GL]D\QODUGD�NXOODQÕODQ�UHQNOHU�YH�úHNLOOHU�E�W�Q�G�U� 

%DúND�yeni ürünlere eklenebilme: 2UWD\D� oÕNDQ� �%LUOHúPLú� .LPOLN�� |\OH� ELU�
kimOLN�ROPDOÕGÕU�NL�� ILUPDQÕQ�NDUDNWHULQH�X\PDOÕ��\DSÕODQ�LúH���U�QH�L�KL]PHWH��X\PDOÕ��
firPDQÕQ�JHOHFHNWHNL�\HQL�PDUNDODUÕna, ürünlerine de eklenebilmeli ve geOLúPHOHUH�DoÕN�
ROPDOÕGÕU� 

(WNLOL� øOHWLúLP�7DQÕWÕP: 0DUNDODU� GR÷UX� \HUOHUH� NRQXPODQGÕUÕOGÕNODUÕQGD, onlara 

GR÷UX� LPDMODU� \�NOHQGL÷LQGH�� KHGHIOHQHQ� NLWOHOHU üzerinde kuvvetli etkiler yaraWÕUODU��
$QFDN� ELOLQPHOLGLU� NL�� �øPDM� ELU� D\QDGÕU� YH� WDPDPHQ�JHUoHNOHUL� \DQVÕWÕU". Bu nedenle 

\DSÕODFDN� WDQÕWÕP� oDOÕúPDODUÕnda mutlaka gerçekler yanVÕWÕOPDOÕ�� UHNODPODUGDNi vaatler 

mutlaka yeULQH� JHWLULOPHOL�� ROPD\DFDN� úH\OHU� RODFDNPÕú� JLEL� J|VWHULOPHPHOL��
DQODWÕOPDPDOÕGÕU�� KD]ÕU� Eir çorba reklaPÕQGD�� �U�QH�� �6HoNLQ� ELU \HPHN��� VÕUDGDQ� ELU�
RWRPRELO�LoLQ��

(úVL]

�GHPHN�JLEL. 

Bu nedenle firma PDUNDODUÕQ� VDGHFH� EXJ�Q�Q� DOÕFÕODUÕ� LOH� GH÷LO� gelecekteki 

SRWDQVL\HO�P�úWHULOHUL\OH�GH�L\L��HWNLOH\LFL�ELU�LOHWLúLP�LoLQGH�EXOXQPDODUÕ�JHUHkir. Bu da 

DQFDN�HWNLOH\LFL�LOHWLúLP�YH�WDQÕWÕP�oDOÕúPDlaUÕ\OD�P�PN�Q�RODELOPHNWHGLU� 
 

2.7.�øQWHUQHW MHG\DVÕQGD�Marka OOXúWXUPD�Süreci 

Bunun ötesinGH� EXJ�Q� :HE
LQ� W�P�\OH� \HQL� ELU� LOHWLúLP� RUWDPÕ� ROGX÷XQX�
NDYUDPD\D� EDúOÕ\RUX]�� %XQXQ� ELU� VRQXFX� RODUDN�� EDVLW� \ROGDQ�� JHOHQHNVHO� PHG\DQÕQ�
oDEDODUÕQÕ� X\DUOD\DUDN� :::
\H� NRQYHQVL\RQHO� SD]DUODPD� \DNODúÕPÕQÕQ� RODQDNVÕ]�
ROGX÷XQD� LQDQPÕú� EXOXQX\RUX]�� 7DP� WHUVLne, Internet üzerinden pazarlamaya yeni bir 
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\DNODúÕP�JHWLUL\RUX]��g\OH�ELU�\DNODúÕP�NL�VÕIÕUGDQ�EDúOD\DUDN��EX�\HQL�RUWDP�LoLQ�EL]LP�
NLP� ROGX÷XPX]XQ� \HQL�� DNÕOFÕ�� LQDQÕOÕU� YH� H÷OHQFHOL� ELU� XzanWÕQÕ� \DUDWVÕQ��%XJ�Q� DUWÕN�
ønternet'in bize, önde gelen bir pa]DUOD\ÕFÕ� YH� PDUND� PLPDUÕ olarak konumumuzu 

yükseltPHN� LoLQ� NDOGÕUDo� NROX� ROXúWXUPDNWDGÕU�� d�QN��:::�� PDUNDQÕQ� P�úWHULOHUOH�
PHYFXW�HQ�J�oO�� LOLúNLOHUGHQ�HQ�oRN� \DUDU� VD÷OD\DFD÷Õ�ELU�G�Q\DGÕU��/HYL
V�PDUNDVÕQÕQ�
EX� DYDQWDMOÕ� NRQXPGD� \HU� DOGÕ÷ÕQD� LQDQÕ\RUX]�� <LQH� LQDQÕyoruz ki Internet, 

P�úWHULOHULPL]H� J�QGH� \LUPL� G|UW� VDDW� DoÕN� ELU� HWNLOHúLP� DODQÕ� VD÷OD\DUDN� RQODUOD�
LOLúNLPL]L� VD÷ODPODúWÕUDFDN� \HQL� ELU� \oldur (Holloway, 2003: 103). Bu çok güçlü bir 

DUDoWÕU��$UWÕN�|Q�P�]GHNL�\ÕOODU�EX�DUDFÕ�PDUNDODúPD�V�UHFLQGe etkin kullanabilenlerin 

\ÕOODUÕ�RODFDNWÕU� 
%X� ED÷ODPGD� ,QWHUQHW¶L� GHYULPFL� ELU� \HQL� LOHWLúLP� DUDFÕ� RODUDN� WDQÕPOD\DQ� $O�

5LHV�� \DúDPÕPÕ]GD� SHN� oRN� úH\L� GH÷LúWLUHFHN� RODQ� ,QWHUQHW¶WH� GH� PDUNDQÕQ� |QFHOLNOH�
LQVDQ� ]LKQLQGH� ROXúWXUXOGX÷XQD� GLNNDW� oHkiyor. BunuQ� LoLQ� GH� RGD÷Õ� GDUDOWmak 

JHUHNL\RU��5LHV
ÕQ� DoÕNODPDVÕ� ú|\OH�� �%D]Õ� úLUNHWOHU� JHOLúPHN� JHUHNWL÷LQL� G�ú�Q�\RUODU��
2\VD�PDUND� GH÷HUL�� NLOLW� QRNWD\D� RGDNODQPD�� LKWLVDVODúPD� LOH� GR÷UX� RUDQWÕOÕGÕU� YH� EX�
øQWHUQer'te marka yaratmak için de geçerlidir. Internet’ tH�PDUND�\DUDWPDQÕQ�NXUDOODUGDQ�
LONLQL��øNLVLQGHQ�ELUL�NXUDOÕ��ROXúWXUX\RU��/DXUD�5LHV��ELU�øQWHUQHW�PDUNDVÕ�\DUDWPDN�LoLQ�
,QWHUQHW
L� ELU� LOHWLúLP� DUDFÕ� RODUDN� GH÷LO�� ELU� Lú� RUWDPÕ� RODUDN�� \DQL� ELU� IÕUVDW� RODUDN�
GH÷HUOHQGLUPHN� JHUHNWL÷LQL� V|\O�\RU�� %X� GXUXP da, bütünüyle yepyeni bir strateji il e 

\HS\HQL� ELU� oDOÕúPD� WDU]Õ� JHOLúWLUPH\L� YH� HQ� |QHPOLVL� E�W�Q�\OH� \HS\HQL� ELU� LVLP�
EXOPD\Õ� ]RUXQOX� NÕOÕ\RU� �gUQH÷LQ��<DKRR���$PD]RQ� FRP��� (÷HU� ,QWHUQHW� ELU� Lú� RUWDPÕ�
RODFDNVD�� LVPLQL]L� KHP� JHUoHN�PD÷D]DQÕ]D�� KHP� GH�:HE� VLWHQL]H� NR\PDQÕ]� FLGGL� ELU�
KDWD� ROXúWXUX\RU�� ,QWHUQHW� VLWHQL]� LoLQ� ELU� PHG\D� RODFDNVD�� R� ]DPDQ� JHUoHN� DGÕQÕ]Õ�
kullanabili rsiniz. Geleneksel anlDPGD�PDUND�DGODUÕQÕ�KHS�|]HO�LVLPOHU�ROXúWXUX\RU��'�Q 

ya da NL�HQ�WDQÕQPÕú��HQ�GH÷HUOL�PDUND�DGODUÕ�GD�\ine özeO�LVLPOHU��gUQH÷LQ��&RFD-Cola, 

0LFURVRIW�� )RUG�� 'LVQH\�� ,QWHO�� 1RNLD� JLEL�� $O� 5LHV�� �&LQV� LVLP� NXUDOÕQD� LOLúNLQ�
DoÕNODPDVÕQÕ� ú|\OH� V�UG�U�\RU�� �%DúDUÕOÕ� ELU� ,QWHUQHW�PDUNDVÕ� \DUDWPDN� LoLQ� FLQV� LVLP�
GH÷LO�� |]HO� LVLP�NXOODQÕOPDOÕ��1HW� RUWDPÕQGD� OLGHU� NRQXPXQGDNL� DUDPD�PRWRUXQXQ� DGÕ�
6HDUFKHQJLQH�FRP� GH÷LO� <DKRR�
GXU�� 1HW
WHNL� OLGHU� NLWDSoÕQÕQ� DGÕ� %RRNV�FRP� GH÷LO��
Amazon com’dur. %DúDUÕOÕ� ROPDN� LoLQ� PDUND� DGÕQÕ]Õ� LQVDQODUÕQ� ]LKLQOHULQGH�
NRQXPODQGÕUPDOÕVÕQÕ]��0DUNDODPD� LOH� LOJLOL� W�P�PHVHOH� LVWHU� øQWHUQet'te, isWHU�EDúND�ELU�
RUWDPGD�ROVXQ�DGÕQÕ]Õ�]LKLQOHUH�ND]ÕPDNWÕU��%DúDUÕOÕ�ROGX÷XQX]�WDNGLUGH�P�úWHULOHULQ�VL]L�
EXOPDVÕ� LoLQ� ELU� DUDPD� PRWRUX� NXOODQPDVÕQD� JHUHN� NDOPD\DFDNWÕU��� $\UÕFD�� FLQV�
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LVLPOHULQ� LQVDQODUÕQ�]LKQLQGH�ELU�VLWH\L�GH÷LO��ELU�NDWHJRUL\L� WHPVLO�HWWLklerini beli rtiyor. 

/DXUD�5LHV
�GD�EDúDUÕOÕ� ,QWHUQHW�PDUNDODUÕQÕQ�KHSVLQLQ�FLQV�GH÷LO��|]HO� LVLPOHU�NXOODQDQ�
VLWHOHU� ROGX÷XQX�� EXQXQ� GD� �g]HO� LVLP� NXUDOÕ´QÕ� \DQVÕWWÕ÷ÕQÕ� LIDGH� HGL\RU (AOL, 

Amazon.com, eBay. gibi...).�:HE� VLWHQL]LQ� DGÕQÕQ� |]HO� ELU� LVLP� RODUDN� DOJÕODQPDVÕ� YH�
UDNLSOHULQL]LQNLQGHQ� GDKD� 
|]HO
� ROPDVÕ� LoLQ� |]HO� ELU� LVLP� VHoPHQL]� JHUHNL\RU�� $\UÕFD��
:HE� VLWHQL]L� DGODQGÕUPD� VWUDWHMLQL]LQ�GH� úX�SUHQVLSOHUOH�X\XP� LoLQGH�ROPDVÕ� JHUHNL\RU 
(Ries 2001: 18):  

� øVLP�NÕVD�ROPDOÕGÕU�� 
� øVLP�EDVLW�ROPDOÕGÕU�� 
� øVLP�NDWHJRUL\L�oD÷UÕúWÕUPDOÕGÕU�� 
� øVLP�EHQ]HUVL]�ROPDOÕGÕU�� 
� øVLP�DKHQNOL�ROPDOÕGÕU�� 
� øVLP�V|\OHQHELOLU�ROPDOÕGÕU�� 
� øVLP�oDUSÕFÕ�ROPDOÕGÕU�� 
� øVLP�NLúLVHOOHúWLULOPHOLGLU�� 

+D\DWWDNL� HQ� E�\�N� \DQÕOJÕQÕQ� KHU� úH\L� \DSDELOHFH÷LPL]H� LQDQPDN� ROGX÷XQX�
söyleyen LaurD�5LHV���.LELUOLOLN�NXUDOÕ�QD�LOLúNLQ�úX�ELOJL\L�YHUL\RU���%LU�úLUNHW�EHOLUOL�ELU�
DODQGD� EDúDUÕOÕ� ROGX÷X� DQGD� EDúND� DODQODUD� \|QHOPH\H� oDOÕúÕU�� 2\VD� ELU� úLUNHWL� J�oO��
\DSDQ� E�\�NO�÷�� �� KDFPL� GH÷LO�� WHN� ELU� SL\DVD\D� KDNLP� ROPDVÕGÕU�� %HOLUOL� ELU� EDúDUÕ�
öyküs�Q�� \DUDWDQ� úH\GLU�� d�QN�� LQVDQODUÕQ� ]LKQLQGH� ELU� NH]� ELU� úH\L� WHPVLO� HWWL÷LQL]�
YDNLW� EX� DOJÕ\Õ� GH÷LúWLUPHQL]� ]RU� RODFDNWÕU�� +HUKDQJL� ELU� NDWHJRULGHNL�� OLGHU� ,QWHUQHW�
PDUNDVÕ�LoLQ�EHú�WHPHO�PDUNDODPD�VWUDWHMLVL�ú|\OH (Ries, 2001: 18): 

� 0DUNDQÕ]ÕQ�IDDOL\HW�DODQÕQÕ�GDUDOWÕQ 

� 3D]DU�SD\ÕQÕ]Õ�DUWWÕUÕQ�� 
� 3D]DUÕQÕ]Õ�JHQLúOHWLQ 

� .�UHVHOOHúPH�\ROXQD�JLGLQ 

� Kategoriye hakim olun.  

 

2.8. MDUNDQÕQ�Tüketici AoÕVÕQGDQ Önemi  

Tarih, PDUND� LQúD� HWPH� GHQNOHPLQLQ� \DOQÕ]FD�ELU� |÷HVLGLU��'L÷HU�ELU� NÕVPÕ� LVH��
bugünün tüketicisi ile� LOLúNLOL� YH� RQD� LOJLQo� JHOHFHN� ELU� \DúDP� ELoLPLQH� WDULKLPL]L�
X\DUOD\DELOPHNWLU�� 0DUND� \|QHWLFLVLQLQ� VÕN� VÕN� \DSWÕNODUÕ� NODVLN� ELU� \DQOÕú�� NHQGL�
N�OW�UOHULQL�VDELW�ILNLU�KDOLQH�JHWLUHUHN��WDULKH�|YJ�OHU�G�]�S�P�úWHULOHUOH�JHUoHN�\DúDP�
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deneyimlerinden kopuk� ELoLPGH� NRQXúPDNWÕU��Tüketiciler bundaQ� KRúODQPD]ODU�� ùXQX�
DNÕOGDQ�oÕNDUPDPDN�JHUHNLU��SD]DUOD\ÕFÕODU�RODUDN��NHQGL�NHQGLPL]OH�GH÷LO��W�NHWLFLOHUOH�
konuúPDNWD� ROGX÷XPX]GDQ� HPLQ� ROPDOÕ\Õ] (Holloway, 2003: 92-93). Bu yönüyle 

/HYL¶V� PDUNDVÕ� SD]DUGDNL� EHOLUJLn yeriyle hedef tüketicisinin� ]LKQLQGH� SHN� oRN� úH\L�
VLPJHOHPHNWHGLU�� EDúNDOGÕUÕ�� JHQoOLN�� NDOLWH�� |]J�UO�N�� KH\HFDQ�� H÷OHQFH� NÕVDFDVÕ� JHQo�
ROPDQÕQ�PXKWHúHP�\DQODUÕ��%LU�EDúND�GH\LúOH��JHQo� W�NHWLFLOHUGH�EDúDUÕOÕ�ROGX÷XPX]GD�
/HYL
V�PDUNDVÕ��RQODUÕQ� �NHQGLOHULQL�EXOGXNODUÕ��R�NULWLN�Gönemde bu gençlerle birli kte 

yaúDPD\Õ� V�UG�UHFHNWLU�� %XQXQ� GD� |WHVLQGH�� JHQo� W�NHWLFLOHULQ� \DúDPODUÕQÕQ� EX�
döneminde mDUND�� NDOÕFÕ� ELU� NLPOLN� EHOLUOH\LFL� ROPDNWDGÕU�� 2QODU� PDUND\Õ� ELU� W�U�
üniforma ya da gençlik simgesi olarak seçPHNWHGLUOHU��%DWÕ�N�OW�UOHULQGH�GH�ELU özgürlük 

KDWWD� GLUHQLú� VLPJHVL�  (Holloway, 2003: 90-91). Bu duygusal doyumlarla birli kte 

markalar saGDNDW�JHOLúWLULS�|]J�Q�LPDMODUÕ�RODQ�PDUNDODUÕ�VHoHELOLU��Bozkurt, 2006: 109). 

%X�oHUoHYHGH�HWNLOL�LVLP�W�NHWLFL\H�úX kola\OÕNODUÕ�VD÷OD\DFDNWÕU� 
Ürünü beli rleme:� 0DUND� LVPLQLQ� YDUOÕ÷Õ�� W�NHWLFL\H� KDQJL� �U�nün tatmin edici 

ROGX÷XQX�EHOLUOHPHGH�\DUGÕPFÕ�ROXU� 
.DOLWH�EHOLUOHPH�YH�LOHWLúLP� Marka ismi, güvenirli k ve ürün kalitesi konusunda 

PHVDMODU�WDúÕ\DUDN�W�NHWLFLOHUH�\DUGÕPFÕ�ROXU� 
<HQL� VXQXPODUÕ� EHOLUOHU� Marka ismi, tüketicinin kendisine yararOÕ� RODELOHFHN�

yeni �U�QOHUH�GLNNDW�HWPHVLQL�VD÷OD\DELOLU��%|\OHFH�W�NHWLFL��LKWL\DFÕQÕ�WDWPLQ�HGHELOHFHN�
�U�Q��VDWÕQ�DOPD�NDUDUÕ�YHUHELOLU� 

 

�����0DUND�2OXúXP�6�UHFLQL�2OXPVX]�Etkileyen Unsur lar  

MDUNDODúPD�� VWUDWHMLN� LOHWLúLP� V�UHFLQLQ�� NXUXPVDO� RODUDN� \�U�W�OHQ� SD]DUODPD�
stratejil erinin nihai hedefidir. Bu hedef ve süreç, bilgi, para, emek isteyen zor bir 

V�UHoWLU�� %X� V�UHoWH� GDKD� |QFH� EHOLUWLOGL÷L� JLEL� PXVWDNEHO� W�NHWLFL\H� J|QGHUHFH÷LQL]�
J|QGHUPH\HFH÷LQL]� KHU� W�UO�� PHVDM� ELU� DQODP� LIDGH� HWPHNWHGLU�� 2OXPVX]� ROXúDQ� ELU�
LPDM�� GDKD� Q|WU� ELU� ]LKLQGHQ� GDKD� WHKOLNHOL� ELU� GXUXPD� LúDUHW� HWPHNWHGLU�� 'ROD\ÕVÕ\OD�
PDUNDODúPD�V�UHFLQGH�HQ�D]�\DSWÕNODUÕQÕ]�NDGDU�\DSPDGÕNODUÕQÕ]GD�|QHP�WDúÕPDNWDGÕU��
%X�oHUoHYHGH�oDOÕúPDGD�\DSÕOPDVÕ�JHUHNHQOHU��\DSÕOPDPDVÕ�JHUHNHQOHUGH�LúDUHW�HWPHNOH�
ELUOLNWH�PDUNDODúPDGD�|]HOOLNOH�WHKOLNHOHU�úXQODUGÕU� 
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2.9.1. Takli tçili k 

Marka, ELU� \DUDWPD��ROPD\DQ�� J|U�OPHPLú�� GX\XOPDPÕú�ELU úH\L�ROXúWXUPD��ELU�
kazanç elde HWPHN�LoLQ��KHGHIOHQHQ�NLúLOHULQ�EH÷HQLVLQH�VXQPD�LúLGLU��9H�EX�QH�NDGDU�L\L��
NHQGLQH� |]J��� EHQ]HUVL]� ROXúWXUXOXUVD� R� NDGDU� NXYYHWOL� ROPDNWD�� PDUND� EDúDUÕOÕ�
ROPDNWDGÕU�� <DQL� WDNOLWOH� GH÷LO�� 0DUND� EX� úHNLOGH� KHP� KHGHIOHQHQ� NLWOHOHUFH�
GL÷HUOHULQGHQ� GDKD� NROD\� D\ÕUW� HGLOHELOPHNWH�� KHP� GH� \DUDWÕODQ� IDUNOÕOÕN� |Oo�V�QGH��
hukuk kuUDOODUÕ�YH�\DVDODU�NDUúÕVÕQGD�GDKD�L\L�NRUXQDELOPHNWH��GDKD�oRN�KDNOÕ�GXrumda 

NDOPDNWDGÕr (Ak, 1998: 137). Taklit etmeniQ� EDúND� ELU� \ROXQX� WDNOLWLQ� IDUNOÕ� ELU� úHNOL�
RODQ�úX�|UQHNOH�JHQLúletelim: BLU�V�UH� LoLQ�NHQGLQL]L�G�ú�Q�Q� gerçekten zengin olmak 

LVWHGL÷LQL]L farz edelim. Kendinize sorun: ZHQJLQ�LQVDQODUÕQ�\DSWÕNODUÕQÕ�\DSDUDN�]HQJLQ�
RODELOLU�PL\LP"�=HQJLQOHU�SDKDOÕ�HYOHU�DOÕUODU��SDKDOÕ�UHVWRUDQODUGD�\HPHN�\HUOHU��5olls-

Royce'a binerler ve Rolex saat takarlar. Tatil OHULQL� 5LYLHUD¶� GD� JHoLULUOHU�� ùirketler ne 

yapDUODU"�3DKDOÕ�ELU�HY��ELU�5ROOV Royce ya da �5ROH[�VDWÕQ�DOPDN�VL]L�]HQJLQ�\DSDU�PÕ"�
7DP�WHUVLQH��%X�VL]L�GDKD�IDNLU�\DSDFDN��EHONL�GH�LIODV�HWPHQL]H�\RO�DoDFDNWÕU��3HN�oRN�
insDQ� EDúDUÕ\Õ� \DQOÕú� \HUGH� DUDU�� =HQJLQ� YH� EDúDUÕOÕ� úLUNHWOHULQ� QH� \DSPDNWD� ROGX÷XQX�
bulup, bunu kop\D�HGHUOHU��=HQJLQ�úLUNHWOHU�QH�\DSDUODU"�*XOIVWUHDP�MHWOHU�VDWÕQ�DOÕUODU��
.HQGLQL� JHOLúWLUPH�� OLGHUOLN� H÷LWLPL�� DoÕN-kitap yönetimi, toplam kalite yönetimi gibi 

programlar yürütürleU��9H�PDUNDODUÕQÕ�JHOLúWLULUOHU (Al ve Laura, 2005: 26-27). Pazarda 

OLGHUL�WDNLS�HGHUHN�WDNOLWoL�ROPXúVDQÕ]�YH�W�NHWLFL�VL]L�R�J|]GH�J|UP�úVH��DUWÕN�EX�LPDMÕ�
�VW�Q�]GHQ� VLOPHQL]� ELU� NDo� NXúDN� V�UHU� GHPHNWLU�� %X� GXUXPOD� DQÕOPDN� PDUNDQÕ]ÕQ�
JHOHFH÷L�DoÕVÕQGDQ�N|W��DQÕOPDNWDQ�GDKD�VDNÕQFDOÕGÕU�� 

 

2.9.2. Tutulmayacak Marka Sözleri Vermek  

Tüketicilere, ertesi gün teslimattan,� P�NHPPHO� P�úWHUL� KL]PHWLQH ya da en 

X\JXQ�IL\DWODUD�NDGDU��V�UHNOL�V|]OHU�YHULOLU��DPD�EXQODU��oR÷XQOXNOD��U�Q�Q�Ye temsilci 

ILUPDQÕQ�WXWDPDGÕ÷Õ�V|]OHUGLU��(PLQLP�KHSLPL]��U�\D�JLEL�ELU� WDWLO�EHOGHVLQLQ��EURú�UGH�
J|VWHULOHQLQ� WDP� WHUVL� oÕNWÕ÷Õ�� JDUDQWLOL� SDUD� ND]DQGÕUDFD÷Õ� V|\OHQHQ� ELU� VLVWHPLQ��
\DOQÕ]FD�ELU�\Õ÷ÕQ�WR]OX�NLWDED�G|Q�úW�÷�ne ya�GD�NLOR�YHUGLUHFH÷L�YDDW�HGLOHQ�PHúKXU�ELU�
LODFÕQ�� VDGHFH� DEDUWÕGDQ� LEDUHW� ROGX÷XQD� úDKLW� ROGXQX]� <DODQ� YDDWOHULQ� D÷ÕQD� G�úHQ�
W�NHWLFLOHU��ELU�GDKD�VL]GHQ�DOPD]ODU�YH�E�\�N�LKWLPDOOH��PDUNDQÕ]�KDNNÕQGDNL�ROXPVX]�
GHQH\LPOHULQL��RQ�DUNDGDúD�GDKD�DQODWDFDNODUGÕU. 0XKWHPHOHQ��PDUNDQÕ]Õ�J�oOHQGLUPHN��
P�úWHUL� DGD\ODUÕQÕQ� YH� PHYFXW� P�úWHULOHULQ� J�YHQLQL� ND]DQPDN� YH� NDOÕFÕ� P�úWHUL�
LOLúNLOHUL� NXUPDN� LoLQ� oDEDOÕ\RUVXQX]�� 5LFKDUG� *ROG¶XQ� %OXHSULQW� 0DJD]LQ¶GH�
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\D]GÕNODUÕQÕQ� |WHVLQH� JLWPHQL]H� KLo� JHUHN� \RN�� ³(VNLGHQ� úLUNHWOHU�� N|W�� GDYUDQÕúODUÕQÕ�
PDUNDODUÕQÕQ� DUNDVÕQD� JL]OH\HELOL\RUODUGÕ�� %D]ÕVÕ� KDOHQ� |\OH� \DSÕ\RU�� $PD�� ,QWHUQHW¶LQ�
oÕ÷� JLEL� E�\�PHVL\OH� ELUOLNWH�� E�W�Q� EXQODU� GH÷LúPHN� �]HUH�� .LWOH� LOHWLúLP� oD÷ÕQGD��
GR÷UX� RODQ� RUWD\D� oÕNDFDN�� 0DUNDODU�� \DODQ� YDDWOHUGH� EXOXQXUVD�� W�NHWLFLOHU�� EXQX�
a÷Õ]GDQ� D÷]D� \D\DFDN� YH� �U�Q�� ER\NRW� HGHFHNOHU�´� 0�úWHUL� DGD\ODUÕQÕ]D� YH�
P�úWHULOHULQL]H� \DODQ� V|\OHUVHQL]�� VDNODQDPD]VÕQÕ]�� 6RQXQGD�� VL]� ND\EHGHUVLQL]��
UDNLSOHULQL]� ND]DQÕU�� ³.XUXPVDO� ELU� PDUND�� |]�� LWLEDUL\OH� ELU� V|]G�U�� %LU� úLUNHW� V|]�
konusu� ROGX÷XQGD�� YHULOHQ� V|]� úXGXU�� ³Bu LONHOHUH� J|UH� KDUHNHW� HGHFH÷L]�´� ³Bu 

VRUXPOXOXNODUÕ� FLGGL\H� DOÕ\RUX]”  ve� ³9L]\RQXPX]� YH� DPDFÕPÕ]� úXGXU´� (Dombarcino, 

http://www.marjinal.com.tr/ebulten/devamizle.asp?nid=54&hid=256&uid=0). Bunlar 

DUWÕN� VL]LQ� W�NHWLFL\H� \HULQH� JHWLUPH\H� \|QHOLN� YHUGL÷LQL]� V|]OHUGLU�� %XQODUÕ� \HULQH�
getirmezseniz tüketici, kurumsal kültür ve felsefenizin kalitesiyle ürünün kalitesini 

HúGH÷HU� WXWDU�� %X� GD� PDUNDODúPD� V�UHFLQizi VRQD� HUGLULU�� (÷HU� VHNW|UGH� E|\OH 
DQÕOPÕúVDQÕ]�DUWÕN�VL]�PDUND�GH÷LO�ELU�ILUPDVÕQÕ]GÕU��9HUGL÷L�V|]��\HULQH�JHWLUPH\HQ�ELU�
firma.  

 

2.9.3. Böbür lenmek 

dRN�ID]OD�|Y�QHQ�LQVDQODUÕ�NLPVH�VHYPH]��EX�QHGHQOHGLU�NL;�EX�úHNLOGH�GDYUDQDQ�
�U�QOHUL� YH� úLUNHWOHUL de sevmezler. “Biz en iyiyiz ve Biz bir� QXPDUD\Õ]´� J�QOHUL��
yerlerini “Ben iyiyiP��VHQ� L\LVLQ´H�EÕUDNPDNWDGÕU��$PHULNDQ�\�NVHOLúLQLQ�NODVLN� IRUPX�
RODQ� E|E�UOHQPHN� NODVLN� ELU� KD\DO� NÕUÕNOÕ÷ÕQD� \RO� DoPDNWDGÕU�� øQVDQODU� UHNODPODUD�
güvenmemektedir, bu yüzden,� QHGHQ� �HQ� L\L�� RODUDN� UHNODPÕ� \DSÕODQ� PDUND\D�
J�YHQVLQOHU�NL"�$\UÕFD�� ELU�PDUNDQÕQ�HQ� L\L�RODUDN� UHNODPÕ� \DSÕOGÕ÷ÕQGD�KDONÕQ� WHSNLVL�
olumlu yöne çekilmiyor. Pretesting Company'ye göre 1986'dan 1996'ya kadar 

UHNODPODUÕQ�LQDQGÕUÕFÕOÕ÷Õ����
GHQ�����
H�G�úP�úW�U��ùDúÕUWÕFÕGÕU�NL�RWRPRELO�VDWÕFÕODUÕ��
HOHNWURQLN� PD÷D]DODUÕ� YH� SHN� oRN� SHUDNHQGHFL�� W�NHWLFLQLQ� J�YHQVL]OL÷LQL��
PHPQXQL\HWVL]OL÷LQL�YH�J|UPH]GHQ�JHOLúLQL�DQODPDPDNWDGÕUODU��6�UHNOL�HQ�L\L�ROGX÷XQX�
LGGLD�HGHQ�YH�V�UHNOL�ELU�úH\OHUL�NDQÕWODPD\D�oDOÕúDQ�ELU�DUNDGDúÕQÕ]Õ�G�ú�Q�Q��%X�LQVDQ�
KDNNÕQGD� QH� G�ú�Q�UG�Q�]"� 0HUFHdHV� %HQ]� ����
WH� VORJDQÕQÕ� �'�Q ya da ki hiçbir 

RWRPRELOH�EHQ]HPH\HFHN�úHNLOGH��UHWLOPLúWLU� GHQ��+LoELU�úH\GHQ�IHGDNDUOÕN�HWPH\LQ� e 

G|Q�úW�U�UNHQ,� %LOO� &OLQWRQ
XQ� LON� EDúNDQOÕN� G|QHPLQGH� NL� UHWRUL÷L�� IHGDNDUOÕN�
NDYUDPÕQD�SR]LWLI�ELU�GH÷HU�NDWÕ\RUGX (%RQG�YH�.ÕUVKHQEDXP��������132). Bir zamanlar 

VHNW|U�Q� HQ� L\LVL� ROGX÷XQX� J|VWHULU� HQ� LGGLDOÕ� VORJDQODU� DUWÕN� P�WHYD]ÕOÕ÷D kaçmayan 
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DQFDN�E|E�UOHQPH\HQ�VORJDQODUD�G|Q�úW���+DON�EX�VORJDQODUÕ�UDNLSlerinize ederken bile 

EX�GXUXúXQX]X�\DGÕUJD\DELOLU.  
 

2.9.4. østikrar   

(Q�oRN�LKODO�HGLOHQ�NXUDOODUGDQ�ELUL�LVWLNUDU�NXUDOÕGÕU��%LU�PDUND�LVWLNUDUOÕ�ROPD]VD�
zihinlere giremez. Ne var ki, bir kez marka, tüketici zihninde bir yer edindi mi, 

�UHWLFLOHU�GH÷LúLNOLN� LoLQ�QHGHQOHU�DUDPD\D�EDúODUODU. 0DUNDODU�NLúLOL÷LQ ifadeleri olarak 

NXOODQÕOÕUODU� �%D]Õ� SD]DUODPD� X]PDQODUÕ� EX� LIDGHOHUL�� ³UR]HW´� RODUDN� LIDGH� HGHUOHU��. 
6HoHFH÷LQL]� UR]HWL�� GRVWODUÕQÕ]D�� NRPúXODUÕQÕ]D�� Lú� DUNDGDúODUÕQÕ]D ya GD� DNUDEDODUÕQÕ]D�
vermek LVWHGL÷LQL]� PHVDM� EHOLUOHU�� .LPL� ]DPDQ� GD� NHQGLQH� YHUPHN� LVWHGL÷LQL]� PHVDM�
etkili olur��³%HQ�ELU�%0:�NXOODQÕ\RUXP�´�0DUND�LQúD�HWPHN�VÕNÕFÕ�ELU�LúWLU��%X�V�UHoWH�
HQ�oRN�LúH�\DUD\DQ�úH\�GH��X]XQ�ELU�]DPDQ�GLOLPL�ER\XQFD�LVWLNUDUOÕ�RODELOPHNWLU��9ROYR�
otuz bHú� \ÕOGÕU� J�YHQOLN� VDWÕ\RU�� %0:� \LUPL� EHú� \ÕOGÕU� QLKDL� V�U�ú� PDNLQHVL� (Al ve 

Laura, 2005: 145-146-147).� =DWHQ� PDUND� ROXúWXUPD�� PDUND� ROPD� V�UHFL� X]XQ� ELU�
V�UHoWLU��%HONL�oRN�KÕ]OÕ�ELU�úHNLOGH�PDUNDODúPÕú�RODELOLUVL]�DQFDN�PDUND�RODUDN�NDOPDQÕ]�
da istikrar ister.  

 

�������%DúDUÕQÕQ�'LNNDWL�'D÷ÕWPDVÕ 
%DúDUÕOÕ�PDUNDODUD�VDKLS�úLUNHWOHULQ�NDUúÕVÕQD�GLNLOHQ�VRUXQ��PDUND\Õ��W�NHWLFLOHULQ�

NDIDVÕQGD�\HU�HWWLNWHQ�VRQUD�QHUH\H�J|W�UHFHNOHULQH�NDUDU�YHUPHNWLU��%DúDUÕ\D�XODúWÕNWDQ�
VRQUD� G�úHELOHFH÷LQL]� HQ� \D\JÕQ� KDWD�� belki GH� PDUNDQÕ]Õ� KHU� úH\H� EDVPDNWÕU�� /HYL�
6WUDXVV�	�&R��EX�\DQOÕúOÕ÷Õ�]RU�\ROGDQ�|÷UHQGL������¶OHULQ�EDúÕQGD�úLUNHW�����\ÕOÕ�DúNÕQ�
ELU�V�UHGLU��UHWPHNWH�ROGX÷X�DQD��U�Q�oHúLWOHULQLQ�GÕúÕQD�WDúDUDN�/HYL¶V�PDUNDVÕ�DOWÕQGD�
JHQLú�ELU��U�Q�\HOSD]HVL��UHWLS�SD]DUODPD\D�EDúODGÕ��%X�JHQLúOHPH��/HYL¶V�PDUNDVÕQÕ�YH�
P�úWHULOHULQLQ� J|]�QGHNL� oHNLFLOL÷LQL� ]D\ÕIODWWÕ� (Holloway, 2003: 95-96). Kategori 

EDúOÕ÷ÕQGD�LUGHOH\HFH÷LPL]��]HUH�PDUNDODU�E�\�G�NoH�EXQXQ�GLNNDWOHULQL�GD÷ÕWPDVÕ�JLEL�
ELU�\DQÕOJÕ\D�GD�G�úHELOPHNWHGLUOHr.  

 

2.10. GHOHFHNWH�0DUNDODúPD 

%D]ÕODUÕ� PDUNDODUÕQ�� |]HOOLNOH� V�SHUPDUNHW� DODQÕQGD� \RN� ROXS� JLGHFH÷LQL�
VDYXQPDNWDGÕUODU�� .XúNXVX]�� %DWÕ� $YUXSD� EHQ]HUL� HNRQRPLOHUGHNL� WUHQGOHU�� GD÷ÕWÕP�
NDQDOODUÕQÕQ� SDUoDODQPDVÕ�� DUWDQ� ELOLQoOHQPH� YH� ED]Õ� EDNÕPODUGDQ� oR÷Dlan güvensizlik 

GX\JXODUÕ\OD� WHúYLN� HGLOHQ�� GDKD� ID]OD�P�úWHULQLQ� NHQGL�PDUNDVÕQD� VDKLS� RODQ� �U�QOHUL�
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DOPD�H÷LOLPLQGH�ROGX÷XQX�J|VWHUPHNWHGLU��%X�DSDoÕN�NDRV�LoLQGH��KHU�úH\H�NDUúÕQ��\HQL�
ELU� G�]HQOLOLN� RUWD\D� oÕNDUDFDNWÕU�� *HOHFHNWH�� :HE� �]HULQGHQ� DOÕúYHULú� NROD\OÕ÷Õ�
nedeniyle, ürün seçimleri kalite/fiyat arasÕ� WHUFLKOHUOH� GDKD� ID]OD� ED÷ÕQWÕOÕ� RODFDN� JLEi 

J|U�QPHNWHGLU�� øQWHUDNWLI� PHG\D�� úLUNHWOHU� LoLQ� KHP� ELU� WHKGLW� KHP� GH� ELU� IÕUVDW� JLEL�
görüleELOLU��7HNQRORML�� SD]DUODUÕQ� úLPGiki ve gelecekte oOXúWXUDcakODUÕ� oDOÕúPD�\ROODUÕn 

GH÷LúLPH�X÷UDWDFDN��DQDKWDU�NRQXPGDki sürücü güçtür. En son noktada FedEx, UPS ve 

DHL bir kaQDO� ROXúWXUDELOLUOHU� YH�PHNDQLN� DUDoODUÕ�:HE�� SRVWD ya da telefon olabili r. 

%XQXQOD�ELUOLNWH� LúOHPOHUL� GR÷UXGDQ�:HE��]HULQGHQ� DNWDUPDNWD� UL]LNROX�\DQODU�YDUGÕU��
(÷HU� ELU� W�NHWLFL\H� DoÕOÕPÕQÕ]Õ� LúOHPVHO� YH� UDV\RQHO� ELU� G�]H\H� LQGLUJHUVHQL]�� ELU�
PDUNDQÕQ�NDOS�DWÕúODUÕ�RODQ�PLWRVX�\DUDWPD�\HWHQH÷LQL]L�KDYD\D�XoXUPXú�ROPD]�PÕVÕQÕ]"�
(*ÕOPRUH, 2003: 41-43)��%X�ED÷ODPGD�Parkalar, insanlar ve fikirlHUOH� LOLúNLOLGLU��2UWDN�
ELU�PLV\RQGD�ELUOHúHQ�PDUND�� LoLQGHNL�ELU�DWHúOH�EHVOHQPHNWHGLU��%X�DWHúLQ�VÕFDNOÕ÷Õ�YH�
SDUÕOWÕVÕ�\D\ÕOÕU�YH�karizmaWLN�PDUND\Õ�\DUDWÕU��0DUND�VDYDúoÕVÕ��DOHYOHUL�GHQHWLPL�DOWÕQGD�
WXWDUDN� EX� DWHúL� \DNDELOLU� YH� V�UG�UHELOLU�� 0RWLYH� HGLOPHPLú� NLúLOHULQ� HOLQGH� DWHú�
NRQWUROGHQ�oÕNDU�ya�GD�V|QHU�JLGHU��0RWLYH�HGLOHQOHU�SDUOD\DQ�YH�ÕVÕWDQ�ELU�DWHú�\DNDUODU��
0DUND� 6DYDúoÕODUÕ
QGD� VHoLOHQ� KHU� PDUND�� GL÷HUOHUL\OH� RUWDN� ELU� DWHúL� LoLQGH�
EDUÕQGÕUPDNWDGÕU�� ho�QF�� ELQ� \ÕOGD� SD]DUODPD�� W�P� ]DPDQODUGDQ� GDKD� oHWLQ� ELU� Lú�
RODFDNWÕU��%LUH\�RODUDN�PDUND�VDYDúoÕODUÕ�\HQL�GD÷ÕWÕP�NDQDOÕ� W�UOHUL��PHG\D�VWUDWHMLOHUL��
VHoNLQ�PDUND�NRQXPODUÕ�YH�PLPDULOHUL��DKODNL�LNLOHPOHU��KD\DWD�EDNÕú�NDOLWHVL�YH�PDUND�
JHOLúWLUPHN� LoLQ� \HQL� ELU� V|]O�N� KDNNÕQGD� DOÕúÕOPÕúODUÕQ� GÕúÕQGD� \ROODU� GD�
G�ú�QHFHNOHUGLU��0DO� VHNW|UOHULQLQ� GÕúÕQGD�� KHU� OLGHUH�PH\GDQ� RNX\DQ� úH\�� NHQGLVLQLQ�
KHU�J�Q�JHUoHN�ELU�PDUND�VDYDúoÕVÕ�RODELOPH�\HWHQH÷LGLU (*ÕOPRUH, 2003: 46). Gelecek 

EX� \HWHQH÷L� NRUX\DELOHQ� PDUNDODUÕQ� RODFDNWÕU�� *�Q�P�]GH� EX� NDGDU� oetin süren bu 

PDUNDODU� VDYDúÕ� JHOHFHNWH� VWUDWHML� GH÷LúWLUHUHN� GHYDP� HGHFHN� J|U�Q�\RU�� dRN� GH÷LO�
EXQGDQ� RQODUFD� \ÕO� |QFHNL� UHNODP� YH� SD]DUODPD� VWUDWHMLOHULQGHQ� JHOHQHNVHO� GL\H�
bahsedil iyor��*�Q�P�]GH�E�W�QOHúLN�SD]DUODPD�LOHWLúLPL�UHYDoWD��2QODUFD�\ÕO�VRQUD�QDVÕO�
PÕ�ROXU"�%�W�QOHúLN�SD]DUODPD�ROPD]� 

 

2.11. Marka ve SXQGX÷X Anlamlar  

0DUNDQÕQ� NLúLOL÷L� YH� |]HOOL÷L�� P�úWHULQLQ� DNOÕQGD� NDODELOHFHN� YH� �U�QOH�
E�W�QOHúHFHN�ELU� LVLP��DGÕQÕ�HQ�L\L�úHNLOGH�WHPVLO�HGHFHN�ELU� ORJR��KLo�XQXWXOPD\DQ�ELU�
simge, ürünle uyum içinde bir renk, yarDWÕFÕ� UHNODPODU� YH� EDúOÕNODUGÕU� (Özgen 2002: 

744)�� %X� XQVXUODUÕ� VD÷OD\DQ� EDúDUÕOÕ� PDUND� SODQODmaVÕQGDNL� LON� DGÕP�� UHNODPÕQ�
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R\QD\DFD÷Õ� URO�Q� WDQÕPODQPDVÕGÕU�� %X� WDQÕP� KHU� PDUND� LoLQ� GH÷LúHFHNWLU�� 6WUDWHML\L�
WDQÕPODPDGDQ�|QFH��UHNODPÕQ�QDVÕO�LúOH\HFH÷LQL�G�ú�QPHN�oR÷X�]DPDQ�LKPDO�HGLOHQ�ELU�
GLVLSOLQGLU�� gUQH÷LQ�� H÷HU� KHUNHV� ELU� PDUND\Õ� ]DWHQ� ELOL\RUVD�� PDUND� IDUNÕQGDOÕ÷ÕQÕ 
yükseltmHN�LoLQ�ELU�NDPSDQ\D\D�JLULúPHN�DQODPVÕ]GÕU��gQHPOL�RODQ��KHU�PDUNDQÕQ�DVÕO�
PHVHOHVLQLQ�NHQGLVLQL�KRú�J|VWHUPHk, ya�GD�EX�NRQXGD��VDWÕFÕODU�DUDVÕQGD�oRN�VÕN�\DSÕODQ�
ELU�KDWD�RODQ��UHNODPD�\|QHOLN�ELU�KRúQXWOXN�\DUDWPDN�ROPDGÕ÷ÕQÕ�DQODPDNWÕU�(Bond ve 

.ÕUVKHQEDXP�� ������162). Phili p Kotler ve Gary Armstrong; Principles of Marketing 

DGOÕ� NLWDSODUÕQGD�� ELU� PDUNDQÕQ� G|rt düzH\GH� DQODP� VXQGX÷XQX� LOHUL� V�UmüúOHUGLU�
(.RFDEDú�YH�(OGHQ�YH�dHOHEL��������38-39)��%X�DQODPODU�úXQODUGÕU� 

.DWNÕODU� Bir marka, özelli kle sundX÷X�NDWNÕODUÕ�DNOD�JHWLULU��gUQH÷LQ��0HUFHGHV�
PDUNDVÕ��GRQDQÕP��GD\DQÕNOÕOÕN��\�NVHN�SHUIRUmans ve prestiji akla getirir. 

'H÷HUOHU: Bir marka DOÕFÕQÕQ� GH÷HUOHUL� KDNNÕQGD� ELU� úH\OHU� GH� V|\lemelidir. 

gUQH÷LQ�� 0HUFHGHV� PDUND� DUDED� DOÕFÕODUÕQÕQ� DUDED\D� YHUGLNOHUL� GH÷HU�� \�NVHN�
performans, güvenlik ve prestijdir. 

Faydalar:�øQVDQODU��YDURODQ�NDWNÕODUÕQ�\DQÕ�VÕUD, bunlaUÕQ�VXQGX÷X�ID\GD\Õ�GD�J|]�
önünde bulunduruUODU�� %X� \�]GHQ� NDWNÕODU� ID\GDODUD� oHYULOHELOLU� ROPDOÕGÕU�� gUQH÷LQ��
SDKDOÕ� NDWNÕVÕ�� �DUDED�� NHQGLPL� |QHPOL� YH� L\L� KLVVHWPHPL� VD÷OÕ\RU�� úHNOLQGH�� GX\JXVDO�
faydaya çevirebilmelidir 

.LúLOLN�� %LU� PDUND� NLúLOL÷L� \DQVÕWÕU�� gUQH÷LQ�� 0HUFHGHV� RWRPRELOLQLQ� DOÕFÕODUÕ��
]HQJLQ��RUWD�\Dú��LúOHWPH�\|QHWLFLOHULGLU. 

 

������0DUNDODU�'�Q\DVÕ 
�0DUNDODU�'�Q\DVÕ���D\QHQ�VSRU�OLJOHULQGH�ROGX÷X�JLELGLU��)LUPDODU�YH�PDUNDODUÕ��

EX� OLJOHU� DUDVÕQGD�� ELUoRN� GH÷LúLN� NRQXGD� YH� oHúLWOL� QHGHQlerOH�� oHúLWOL� LQLú-oÕNÕúODU�
\DúDUODU� YH� PDUNDODU�� EX� OLJOHU� LoLQGH�� oHúLWOL� |]HOli klerine göre isimlendirili rler (Ak, 

1998: 146). ùLPGL�EXQODUÕ�LQFHOHPH\H�oDOÕúDOÕP� 
Lider Markalar: .HQGL� DODQODUÕQGD� liderdirler, Kurumsal kimliklerinin (ve 

Görsel Kimlik) güc�� VD\HVLQGH� SD]DUD� EDúND� PDUNDODUÕQ� JLUPHVLQL� UDKDWOÕNOD� |QOH-
yebili rler. Hatta bunun için yine kendilerine ait, kendilerine rakip yeni ürünler 

JHOLúWLULUOHU��\HQL�PDUNDODU�\DUDWDELOLUOHU��%X�GD�SL\DVD\D�\HQL�JLUmeyi düú�QHQ�PDUNDODU�
�]HULQGH�UDKDWOÕNOD�FD\GÕUÕFÕ�ELU�HWNL�\DUDWÕU�(Ak, 1998: 147-149). 

Ünlü Markalar: øVLP� \DSPÕú� PDUNDODUGÕU� �%H\PHQ�� =HNL�� 'HUL� 6KRZ������ %X�
isimler bir günde ROPDPÕúWÕU�%X�J�o��L\L�VWUDWHMLOHUOH��PDUND\D�YHULOHQ�GH÷HUOH��NDOLWH�LOH��
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�VW�QO�NOH� YH�PDUNDQÕQ� NLPOL÷L� LOH� X]XQ� ELU� ]DPDQ� V�UHFL� LoLQGH� VD÷ODQPÕúWÕU�� $QFDN�
burada bir kez daha alWÕQÕ� oL]PHN� LVWL\RUX]� NL�� EX� �QO�� PDUNDODUÕQ� DUNDVÕQGD�� RQX�
yaratan, bugünlere getiren beyinler, mutlDND��YL]\RQ��VDKLEL�NLúLOHUGLU� 

Butik Markalar: <DSÕODQ� \DWÕUÕPODUÕQ� NÕVD� V�UHGH� JHUL� G|QPHVLQLQ� EHNOHQGL÷L�
PDUNDODUGÕU� 

Sili k Markalar: %X�PDUNDODUÕQ� �UHWLFL� ILUPDODUÕ�� VDWÕú� D÷ODUÕQÕ� oRN� |QHPVHUOHU��
pa]DUODPD�E�WoHOHULQLQ�|QHPOL�ELU�E|O�P�Q���ED\LOHULQL�PHPQXQ�HWPHN�LoLQ�NXOODQÕUODU�
YH� RQODUÕQ� PDQWÕ÷ÕQD� J|UH� KDUHNHW� HGHUOHU�� %X� \�]GHQ� EX� PDUkDODUÕQ� SHN� oHNLFLOL÷L�
\RNWXU�� $QFDN� \LQH� GH�� SHN� N�o�PVHQPH\HFHN� NDUODU� VD÷OD\DELOLUOHU�� g]HOOLNOH� D]�
JHOLúPLú�YH�JHOLúPHNWH�RODQ��ONHOHUGH��XFX]OXNODUÕ\OD�E�\�N�SD]DUODUD�KLWDEHGHELOLUOHU��
o�QN��SHN�ID]OD�WDQÕWÕP�KDUFDPDODUÕ�\RNWXU� 

Özel Markalar: Bu markalar bili nçli olarak kamuoyunu beli rleyen kesimlere yö-

QHOLN�RODUDN�\DUDWÕOPÕúODUGÕU��oDOÕúPD�VDKDODUÕ�ROGXNoD�HPQL\HWOLGLU�YH�NDUOÕGÕUODU��$QFDN�
SL\DVD\D�D\QÕ�NRQXGD��\HQL�ELU�PDUND�JLUGL÷LQGH�ED]Õ�VÕNÕQWÕOÕ�G|QHPOHU�\DúD\DELOLUOHU��� 

Büyük Dünya MarkalDUÕ� Coca-Cola, Pepsi, Benetton, OPEL, Renault, BMW, 

McDonald's, 6KHOO��%26+�JLEL�PDUNDODU��EXQODUÕQ�HQ�oDUSÕFÕ�YH�ELOLQHQ�|UQHNOHULGLU��%X�
PDUNDODUÕQ� G�Q\D� SL\DVDODUÕQGD� UHNDEHW� J�oOHUL� ROGXNoD� \�NVHNWLU�� .XUXPVDO�
Kimlikleriyle, özelli kle Görsel Kimlik'leUL\OH� WDQÕQÕUODU� YH� EX� NLPOL÷L� PDUNDODUÕ� LOH�
XVWDOÕNOD�E�W�QOHútirirler. Hem global, hem de yerel düzeyde yönetili rler. øPDMODUÕQÕ, hem 

fLUPD\Õ�L]OH\HQOHUL��KHP�UDNLSOHrini hem de tüketicilerini etkilemek için kullDQÕUODU��KDtta 

NHQGL� oDOÕúDQODUÕ� LoLQ� ELOH. %LU� PDUNDQÕQ� KHP� XOXVODUDUDVÕ�� KHP� GH� XOXVDO� ROPDVÕQÕ�
sa÷ODPDN�� ILUPDODUÕ� YH� .XUXPVDO� .LPOLN� 'DQÕúPDQODUÕ
QÕ� HQ� oRN� ]RUOD\DQ� NRQXODUÕQ�
EDúÕQGD� JHOPHNWHGLU�� %X� ]RUOXN�� ELU� WDUDIWDQ� PDUNDQÕQ� XOXVODUDUDVÕ� G�]H\GH�� GL÷er 

markalarla rekabet etmesini, oradaki ]RU�NRúXOODUD�GD\DQPDVÕQÕ�VD÷ODPDN�LVWHUNHQ��GL÷er 

taraftan da kendi ülkesi içindeki mDUNDODU� DUDVÕQGD�� WRSOXPVDO� GH÷HUOHULQ� GH� GLNNDWH�
DOÕQDUDN,� GR÷UX� ELU� \HUGH� NRQXPODQGÕUPD\D� oDOÕúPDNWÕU�� hU�Q� ED]ÕQGD� WXWWXUXODFDN�
standartlar ya� GD� \DSÕODFDN� KDVVDV� GH÷iúLNOLNOHU� YH� �UHWLFL� ILUPD� ED]ÕQGD� VD÷ODQPDVÕ�
istenen olumlu LPDM�\DUDWPD�oDOÕúPDODUÕ�LVH�GL÷er önemOL�]RUOXNODUGÕU�(Ak, 1998: 149). 

 

2.13. Marka Tercihi Yaratmak 

0DUNDODU�W�NHWLFLQLQ�NDUDU�YHUPH�V�UHFLQL�NROD\ODúWÕUÕU�YH�GDKD�HWNLOL�NÕODU��.LúL�
her gün yü]OHUFH�NDUDU�DOÕU��%XQX�\DSDUNHQ��GLNNDW�oHNPHN�LoLQ�ELUELUL\OH�\DUÕúDQ�VD\ÕVÕ]�
�U�Q�YH�LOHWL\OH�NXúDWÕOPÕúWÕU��<DúDPÕQÕ�YH�NDUDU�YHUPH�V�UHFLQL�NROD\ODúWÕUDELOPHN�LoLQ�
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HQ�NHVWLUPH�\ROX�DUDU��%XQODUGDQ�HQ�|QHPOLVL��EDúDUÕVÕ�NDQÕWODQPÕú�PDUNDODUÕ�VDWÕQ�DOPak 

JLEL� DOÕúNDQOÕNODUD� J�YHQPHNWLU�� %X� GXUXP� |]HOOLNOH�� LQVDQODUÕQ� HQ� oRN� VDWÕQ� DOGÕNODUÕ�
G�ú�N� LOJL�PDOODUÕ� LoLQ�JHoHUOLGLU�� øQVDQODUÕQ�SD]DUGD� LKWL\DoODUÕQÕ�NDUúÕOD\DELOHFH÷L�SHN�
çok markaQÕQ�EXOXQGX÷XQX�ELOPHVL��HOEHWWH��RQODUÕQ�ELU�PDUND\D�ED÷OÕ�ROGX÷X DQODPÕQD�
gelmez. Örnekse, Coca-&ROD� ÕVPDUOD\DQ� ELU� NLúL� NHQGLVLQH� 3HSVL� YHULOGL÷LQGH� oR÷X�
]DPDQ�E�\�N�ELU�KD\DO�NÕUÕNOÕ÷ÕQD�X÷UDPD]��)DNDW�EX�DOÕúNDQOÕN�NXUDOÕ�VDGHFH�NXOODQPD�
WHFU�EHVLQH� GH÷LO�� |QFHNL� DOJÕlaPDODUD� GD� GD\DQDELOLU�� %LU� �U�Q�� KLo� VDWÕQ� DOPDPÕú�
ROVDODU� GDKL� LQVDQODUÕQ� R�PDUND\D� \|QHOLN� J�oO�� WHUFLKOHUL� RODELOLU�� %X� GXUXP� HQ� oRN��
özenilen ürünler için geçerlidir. Bu tür tercihleri ya�GD�PDUND�LPDMODUÕQÕ�UHNODP��KDONOD�
LOLúNLOHU�YH�HWNLQ�GD÷ÕWÕP�HWNLQOL÷L�JLEL�WLFDUL�X\DUDQODUÕQ�\DQÕVÕUD�N�OWürel, toplumsal ve 

NLúLVHO�HWNHQOHU�EHOLUOHU (Doyle, 2001: 5). 

0F'RQDOG¶V� øFUD�.XUXOX��\HVL�+DZNHV��PDUNDODUÕQÕQ�N�OW�U�XQVXUXQX�QH�NDGDU�
|QHPVHGLNOHULQL� úX� úHNLOGH� EHOLUWPHNWHGLU�� ³Mönülerimiz yerel kültür çerçevesini 

\DQVÕWÕU��0F'RQDOG¶V�,QGÕD��+LQW�SD]DUÕQD�KDV�YH�|]HOOLNOH�YHMHWH\DQ�P�úWHULOHUH�X\JXQ�
RODUDN�JHOLúWLULOPLú��U�QOHU�VXQPDNWDGÕU��<DlnÕ]FD�NX]X�� WDYXN��EDOÕN�YH�VHE]H��U�QOHUL�
VHUYLVL� \DSPDNWD�� VÕ÷ÕU�� GRPX]� YH� EXQODUÕQ� \DQ� �U�QOHULQL� VDWPDPDNWDGÕU�� %|\OHFH��
%LJ0DF�� VXVDPOÕ� HNPHN� DUDVÕQD� NRQPXú tamamen kuzu etinden iki köfte, özel sos, 

PDUXO�� SH\QLU�� WXUúX� YH� VR÷DQGDQ� ROXúDQ�0DKDUDMD�0DF¶H� G|Q�úP�úW�U�� øVUDLO¶GH� GLQL�
XVXOOHUH� J|UH� NHVLOPLú� HW� NXOODQDQ� 0F'RQDOG¶V� UHVWRUDQODUÕ� EXOXQPDNWD�� 6XXGL�
$UDELVWDQ¶GDNL�ELU�UHVWRUDQVD�J�QGH�EHú�NH]�Qamaz saaWOHULQGH�NDSDQPDNWDGÕU�(Hawkes 

2003: 125-126)” �� øGHDO� ELU� úLUNHW� PDUNDVÕQÕQ� DOJÕODQÕúÕ� �ONHGHQ� �ONH\H� GH÷LúLNOLN�
gösterebili r, fakat pek çok ülkede statü sembolü markalar hala egemenliklerini 

V�UG�UPHNWHGLUOHU�� 6SULQJSRLQW� WDUDIÕQGDQ� \�U�W�OHQ� VRQ� DUDúWÕUPDODU�� JHOLúPLú�
ekonomilerGH� LGHDO� úLUNHW�PDUNDVÕQÕQ� \DúDPGDQ� NH\LI� DODQ�� GRVW� YH� KDyal gücü yüklü 

PDUNDODU� ROGX÷XQX� J|VWHUPLúWLU�� %X� PDUND� NDU� SHúLQGHGLU� DQFDN� oDOÕúDQODUÕQD� YH�
ED\LOHULQH� NDUúÕ� DQOD\ÕúOÕGÕU� GD�� 'RJPDWLN� GH÷LOGLU� YH� EDúNDODUÕQÕQ� G�ú�QFHOHUini de 

GLQOHU��3HN�oRN�$YUXSDOÕ�����
OÕ�\ÕOODUÕQ�LOJL�GROX�RODFD÷ÕQD�V|]�YHUPLúOHUGL����
ODU�NRUNX�
�GROX� \ÕOODUD� G|Q�úW��” Bu neGHQOH� �%L]� VL]L� G�ú�QHQ�� J�YHQLOLU� ELU� PDUND\Õ]�� JLEL�
ED\D÷ÕOÕNODUÕ� GLOLQGHQ� G�ú�UPH\HQ� PDUNDODU� J�YHQLOLUOLNOHULQL� \LWLUHELOLUOer. Güven 

GH÷HUL�\DSÕODQPDVÕQD�GLGDNWLN�YH�RWRULWHU�ELU�\DNODúÕP��LQVDQODUÕ�\DEDQFÕODúWÕUDELOLU��Bir 

úLUNHWLQ� LoLQGHNL� \DQOÕú� DQODPDODU� GD� LQVDQODUÕ� yabaQFÕODúWÕUDELOLU�� ø\L� WDNLS� HGLOPH\HQ�
annelik ve eOPDOÕ� NHN� |QHULleri, bir alan yitimi  ya da en hafifiylH� oDOÕúDQ� ELU� \|QHWLP�
NXUXOXQD� YHULOHFHN� ELU� \DWÕúWÕUÕFÕ yerine geçer. Levi's, elemanlaUÕQD� �NRQXúXODQ� \ROGD�
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\�U�PH\L�� |÷UHWPHNWHGLU�� +HZOHWW� 3DFNDUG� LVH�� J|U�QG�÷�Q� JLEL� RO�� LONHVLQH�
LQDQPDNWDGÕU�� %LU� EDúND� GH\LúOH�� GH÷HUOHULQL]L� UHNODP� HWPH\LQ�� RQODUÕ� \DúD\ÕQ� \HWHU�
(*ÕOPRUH, 2003: 40-41) demektedir.  

8OXVODU� DUDVÕ� PDUNDODUÕQ� \HUHO� N�OW�UHO� ED÷ODPODUÕQD� ELU� |UQHNVH� /¶2UHDO¶GLU��
.�OW�U�XQVXUXQXQ�\DQÕQGD�ELU��ONHGH�LúH�NR\XOXUNHQ�\DSÕODFDN�HQ�|QHPOL�úH\OHU��L\L�ELU�
WDNÕP� ROXúWXUPDN�� RQODUÕ�� DUWÕN� ELU� SDUoDVÕ� ROGXNODUÕ� E�\�N� úLUNHWL� J|UHELOPHOHUL� LoLQ�
3DULV
H� J|QGHUPHN� YH� /
2UHDO¶LQ� NHQGLQH� |]J�� oDOÕúPD� \|QWHPLQH� J|UH� H÷LWPHNWLU��
.�OW�U� ELU� NLOLW� WDúÕGÕU�� gQFHOLNOH�� KDQJL� PLOOHWWHQ� ROXUVD� ROVXQ� LúL� EDúODtan yönetici, 

N�OW�U��� LoLQGHQ� \DúDPDOÕGÕU�� EX� |÷UHWLOHPH]�� %L]LP�� KHU� J�Q� úXQX ya da bunu neden 

\DSWÕ÷ÕPÕ]Õ ya da örQH÷LQ;�KDIWDODUGÕU�KD]ÕUODQPDNWD�RODQ�ELU� úH\L� VRQ�GDNLNDGD�QHGHQ�
GH÷LúWLUPH\L� NDUDUODúWÕUGÕ÷ÕPÕ]Õ� DoÕNOD\DELOHFHN� ELULQH� LKWL\DFÕPÕ]� YDU�� +HUKDQJL� ELU�
�ONHGH� Lú� J�F�� WHPLQL�� \DOQÕ]FD� �QLYHUVLWHlHUGHQ� HQ� L\L� |÷UHQFLOHUL� DOPD\D�
GD\DQPDPDNWDGÕU��%L]�NLúLOLN�YH�\HWHQHNOHUOH��KHP�KÕUVOÕ�KHP�F|PHUW��D\QÕ�]DPDQGD�oRN�
oHúLWOL�YH�HYUHQVHO�RODQ�SD]DUODU�LoLQ�SURMH�JHOLúWLUHELOHFHN�KDyal gücüne sahip insanlarla 

da LOJLOL\L]�� øQVDQ� ND\QDNODUÕ� oHUçevemiz külW�U� YH� EHFHULOHULQ� NDOÕFÕ� RODUDN� NDUúÕOÕNOÕ�
GH÷LúWLULOPHVLQH� RODQDN� VD÷OD\DQ� HYUHQVHO� ELU� oHUoHYHGLU�� <HUHO� VRUXQODUÕ� YH�
DOÕúNDQOÕNODUÕ� DQOD\D� ELOPHN� LoLQ� \|QHWLFLOHUL� \HUHO� ND\QDNODUGDQ� WHPLQ� HGLS� H÷Ltmek 

VWUDWHMLN�ELU�NDUDUGÕU��$Vya’daki müdürOHULQ�oR÷X�$V\D¶QÕQ�\HUOLVLGLU�(Evrard 2003: 87). 

 Reklam, "Pazarlama ilHWLúLPL��LOH���0DUND��LOH�LOJLOL�RODUDN�QH�\DSÕOÕUVD�\DSÕOVÕQ��
son sözü yine tüketici söylemektedir. Yani sonuçta, si]LQ�VXQGX÷XQX]��U�QH��\DUDWWÕ÷ÕQÕ]�
imaja tepNLVLQL� ELU� úHNLOGH� J|VWHUL\RU� (Ak, 1998: 144)� YH� EX� WHSNL� oHúLWOL� úHNLOOHUGH�
olabili r. Tüketici ürününüzü; 

ya�KHPHQ�VDWÕQ DOÕ\RU�� 
ya�KLo�EH÷HQPL\RU�� 
ya�\DSWÕ÷ÕPÕ]�UHNODPODUÕ�oRN�LWLFL�EXOX\RU� ya LOJL�J|VWHUL\RU���U�Q�Q�]�KDNNÕQGD�

ELOJL�WRSODPD\D�EDúOÕ\RU��GHQHPH\H�NDUDU�YHUL\RU��ya, ya da... 

Sonuçta bir tepki veriyor; olumlu ya dD�ROXPVX]����%L]�úLPGL�EXUDGD��PDUNDQÕ]ÕQ 

VHoLOPHVLQGH��VDWÕQ DOPDVÕQGD�QHOHU�HWNLOL�ROX\RU��EXQODUÕ�LQFHOHPH\H�oDOÕúDOÕP�  
%LQOHUFH� \ÕOGÕU� LQVDQODUÕQ� DNOÕQGD� KD\DWODUÕQÕ� V�UG�UHELOPHN� YDUGÕ�� 0DUND� JLEL�

saçma ELU�úH\H�NLP�NDIDVÕQÕ�WDNDUGÕ"�+D\DWWD�NDOPD\D�oDOÕúDQ�oLIWoLOHULQ�G�Q\DVÕQGDQ�HQ�
WHPHO� IL]LNVHO� LKWL\DoODUÕQ� VD÷ODQGÕ÷Õ� ELU� G�Q\D\D� G|Q�úW�N�� <RNVXOOXN� VÕQÕUÕQÕQ�
DOWÕQGDNL�ED]Õ�LQVDQODU�ELOH�GDKD�ID]OD�IL]LNVHO�UDKDWOÕ÷D�VDKLS�ROPD�NRQXVXQGD�\DOQÕ]FD�
birkDo� \�]\ÕO� |QFHVLQLQ� ED]Õ� NUDOOÕNODUÕQD� J|UH� GDKD� úDQVOÕ� ELU� GXUXPGDODU�� �������
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GRODUOÕN� ELU� +\XQGDL� LOH� ������� GRODUOÕN� ELU� %0:� DUDVÕQGDNL� IDUNOÕOÕNODU� EL]L� $�
QRNWDVÕQGDQ�� %� QRNWDVÕQD� XODúWÕUPD� \HWHUOLOLNOHUL� ED÷ODPÕQGD� |QHPVL]GLU�� )D]ODGDQ�
������� GRODUÕQ� VDWÕQ� DOGÕ÷Õ� úH\� QHGLU"� %X� DVOÕQGD� DUDED\Õ� VDWÕQ� DOPDN� GH÷LOGLU�� EX�
DUDEDQÕQ�ILNULQL�YH�%0:�PDUNDVÕQÕQ�\DOQÕ]FD�KLVVHGLOHQ�WDUDIODUÕQÕ�VDWÕQ�DOPDNWÕU�(Bond 

YH� .ÕUVKHQEDXP�� ������ 57). B�W�Q� EXQODU� LúOHYVHOOL÷LQ� KLo� |QHPL� ROPDGÕ÷Õ� DQODPÕQD�
JHOPH]�� øúOHYVHOOLk 'kalbe� \|QHOHQ
� |÷H� LOH� ELUOLNWH� ROGX÷XQGD� |QHPOLdir ve tüm güçlü 

PDUNDODUÕQ� |QHUPHOHULQLQ� WHPHOLQGH� �U�Q�Q� ELU� JHUoHNOL÷L� \DWDU�� R� JHUoHN� EHQ]HUVL]�
ROPDVD� ELOH�� %HQ]HUVL]OL÷L� \DUDWDQ�� GX\JXVDO� \DQD� HNOHQHQOHUGLU�� .DQÕPFD�� \DOQÕ]FD�
duygusal çekicili k, ne� GHQOL� SÕUÕOWÕOÕ� VXQXOXUsa sunulsun yüzeysel kalacak ve zaman 

LoLQGH�EDúND�DUD\ÕúODUD�\RO�DoDFDN�ELU�ERúOXNOD�VRQXoODQDFDNWÕU ( Bartle 2001: 36).  

BLU� PDUNDVÕ]� �U�Q� kategorisi mümkün olabilseydi, bu H2O yani su olurdu. 

Amerika'da NL� KHUNHV� PXVOXNODUÕQGDQ� Lyi� YH� WHPL]� VX\D� XODúDELOVH\GL�� PDUNHWWHQ� VX�
alma\D� KLo� JHUHN� ROPDPDOÕ\GÕ�� DQFDN� LQVDQODU� PDUNHWOHUGHQ� VX� DOÕ\RUODU�� (YLDQ� |\OH�
J�oO�� ELU�PDUND� NL�� VRQ� RODUDN� ���� OLWUHVL� ����� GRODUGÕ��$\QÕ� J�Q�(YLDQ�� OLWUH� ED]ÕQGD�
Budweiser' dan yüzde 20, Borden's sütlerinden yüzde 40 ve Coca Cola’dan yüzde 80 

SDKDOÕ�LGL (Al ve Laura. 2005: 14). 6DWÕú�KHGHIOHULQL�NDUúÕODPDQÕQ�YH�VWRN�GH÷HUOHQGLUPH�
J�G�P�Q�Q�GDKD�VWUDWHMLN�ELU� \ROX�YDUGÕU�YH�EX�PDUND� WHUFLKL� \DUDWPD\Õ� LoHUPHNWHGLU��
%LU� PDUNDQÕQ� \DSÕODQGÕUÕOPDVÕ�� \DUDWÕFÕOÕ÷Õ� YH� EDúDUÕQÕQ� |Oo�P�� GDKD� X]XQ� YDGHOL� ELU�
XIX÷X� JHUHNWLULU�� %X� D\UÕFD�� \DOQÕ]FD� IL\DWODUD� J|UH� DOÕúYHULú� \DSDQ� G�ú�N� PDUMOÕ�
P�úWHULOHULQL� ND\EHWPHN� JLEL� IHGDNDUOÕNODUÕ� GD� JHUHNOL� NÕODU�� )DNDW� X]XQ� YDGHGH� EX�
IHGDNDUOÕNODUÕQ�� ELU� PDUNDQÕQ� IDUNOÕOÕN� QRNWDVÕQD� ID]ODGDQ� |GHPH� \DSPD\D� KD]ÕU�
P�úWHULOHU� úHNOLQGH� NDUúÕOÕ÷Õ� DOÕQÕU�� gUQH÷LQ�� 6WDUEXFNV� &RIIHH� &RPSDQ\
QLQ�� $YUXSD�
kefe konseptine dayaQDUDN� NDKYH� NDWHJRULVLQL� J|U�Q�úWH� QDVÕO� \HQLGHQ� LFDW� HWWL÷LQLQ�
|\N�V�� \D\JÕQ� ELU� |\N�G�U��%XQXQOD� ELUOLNWH�� 6WDUEXFNV
ÕQ� \DSWÕ÷Õ� úH\� JHUoHNWH� �U�Q��
JHOLúWLUHUHN� YH� PDUND\Õ� |QH� oÕNDUWDUDN� ELU� HPWLD� NDWHJRULVLQL� \HQLGHQ� FDQODQGÕUPDNWÕ��
Gelecek defa 3 dolarOÕN�ELU��ODWWH��DOGÕ÷ÕQÕ]GD��HVNLGHQ�EDNNDOGDQ�ELU�NXWX�NDKYH�DOÕUNHQ�
IL\DWÕQÕ�QH�GHQOL�LQFH�HOH\LS�VÕN�GRNXGX÷XQX]X�DQÕPVD\ÕQ�(Cappo 2005: 150-151). 

+HU� \ÕO� $%'�� $OPDQ\D�� øQJLOWHUH�� -DSRQ\D� YH� Avustralya’daki� H÷LWLP�
PHUNH]OHULPL]GH� H÷LWPHQOHU�� IUDQFKLVH� VDKLSOHUL� YH� úLUNHW� \|QHWLFilerini de içeren 

5,000'den fazOD�|÷UHQFL\H����GLOGH�H÷LWLP�YHUPHNWHOHU��ùLUNHWH�ELU�GHSDUWman görevlisi 

olarak kabul edilenler ELOH�oR÷X�NH]� WHPHO�H÷LWLP�SURJUDPÕQGDQ�JHoPHNWHGLU��3HN�oRN�
úLUNHWWH� VWDM\HU� RODUDN�� ELU� WDNÕP� HOELVH� JL\HUHN� PDVDQÕQ� DUNDVÕQGD� LúH� EDúODQDFD÷ÕQÕ�
beklersiniz. Bizde ise, üniversite mezunu stajyerler bir restoranda tezgahWDU��QLIRUPDVÕ�
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giyeUHN� LúH�EDúODUODU� NL� LúL� KHU� \|nüyle anlayabilsinler (Hawkes, 2003: 128), gUQH÷LQ��
0LFURVRIW� PDUNDVÕQÕQ� \DQVÕWWÕ÷Õ� LPJH�� úLUNHWLQ� YH� %LOO� *Dtes' in kendisini, ürünlerini 

GDKD�L\L��GDKD�]HNLFH�YH�GDKD�NXOODQÕúOÕ�NÕOPD\D�DGDGÕ÷Õ�\|Q�QGHGLU��0�úWHULOHULQL��U�Q�
JHOLúWLUPH�LúLQH�ELOH�GDKLO�HWPH\H�oDOÕúÕUODU��6�UHNOL�NXVXUVX]�ROPD\DQ�DQFDN�|QGH�RODQ�
�U�QOHU� oÕNDUDUDN� úX� LPJH\L� \DUDWÕUODU�� 0LFURVRIW
XQ� WHNQRORMLVL� R� NDGDU� LOHULGH� NL��
�U�QOHUL�V�UHNOL�JHOLúPH�LoLQGH��ùLUNHW��VÕN�YH�D]�NXOODQÕFÕODUÕQ�GH÷LúLN�WDYVL\HOHULQH�L\L�
NDUúÕOÕN�YHULU��%|\OHFH� LQVDQODU�QHUHGH\VH�úLUNHWH�VDKLS�ROGXNODUÕQÕ�KLVVHGHUOHU� (Zyman 

ve Brott, 2004: 65). Marka yönetimi�EDVLW�ELU�V�UHo�GH÷LOGLU��%LU�P�úWHUL\H�ELU�%LJ�0DF�
VDWPDN�J|UHFHOL�RODUDN�EDVLW�ELU�LúWLU��$VÕO�XVWDOÕN��EXQX�G�Q\DQÕQ�KHU�\HULQGH��KHU�J�Q��
20 milyon kez�HQ�L\L�úHNLOGH�\DSDELOPHNWLU�(Hawkes, 2003: 133). 

 

������0DUND�0LPDULVLQL�*HOLúWLUPHN 

$OW�PDUNDODPD��LoHULGHQ�GÕúDUÕ\D�ELU�PDUNDODPD�VWUDWHMLVLGLU�YH�DQD�PDUND\Õ�\HQL�
yönlere iter. Yöneticilerin ilgisinL�� VD÷ODGÕNODUÕ\OD� GH÷LO�� VD÷ODPD\Õ� YDDW� HWWLNOHUL\OH�
çeker. $OW�PDUNDODPD�\DNODúÕPÕ�\HWHULQFH�HOHúWLULOPLúWLU�YH�úLPGL�SD]DUODPD�G�Q\DVÕ�EX�
NRQVHSWL� \HQLGHQ�G�ú�nmektedir. Önde gelen pazarlama pratisyenleri, konsepti master 

marka ya da mega marka stratejisi olarak adlanGÕUPD� H÷LOLPLQGHOHU�� %X� |]HOOLNOH�
RWRPRELO� DODQÕQGD� JHoHUOLGLU�� ³)RUG� EL]LP� PDUNDPÕ]� GH÷LOGLU�� 0DUNDODUÕPÕ]�� $VSLUH��
Contour, Crown Victoria, Escort, Mustang, Probe, Taurus ve Thunderbird." Ford ne 

öyleyse? "Ford bir mega markaGÕU´�� ³'RGJH� EL]LP� PDUNDPÕ]� GH÷LOGLU�� %L]LP�
PDUNDODUÕPÕ]��$YHQJHU�� ,QWUHSLG��1HRQ�6WHDOWK�� 6WUDWXV� YH�9LSHU���'RGJH� QH� |\OH\VH"�
�'RGJH� ELU� PHJD� PDUNDGÕU�� 2OD\ODUÕ� IDUNOÕ� J|UHQ� ELU� SD]DUGD� PDUND� VLVWHPLQL]L� X\-
JXOD\DPD]VÕQÕ]�� hUHWLFLOHULQ� PDUND� RODUDN� J|UG�NOHULQL�� P�úWHriler model olarak 

görüyor. Üreticilerin mega marND�RODUDN�J|UG�÷�Q���P�úWHULOHU�PDUND�RODUDN�NDEXO�HGL-
\RU�� %LU� PDUNDQÕQ� |]��� ]LKLQGH� HOGH� HGHELOHFH÷L� ELU� ILNLU�� ELU� QLWHOLN ya da Pazar 

VHJPHQWLGLU�� $OW� PDUNDODPD�� PDUND\Õ� WDP� WHUV� \|QH� GR÷UX� J|W�UHQ� ELU� Vüreçtir. 

0DUNDODPDQÕQ�\DSWÕ÷ÕQÕ�DOW�PDUNDODPD�\ÕNDU� $LOH�\DNODúÕPÕQÕQ�DQDKWDUÕ�KHU�ELU�NDUGHúL�
NHQGL� NLPOL÷LQL� ND]DQGÕUDFDN� úHNLOGH� D\UÕ� ELU� PDUND� \DSPDNWÕU�� 0DUNDODUD� ELU� DLOH�
NLPOL÷L ya GD�J|U�QW�V��YHUPHPH\H�oDOÕúPDOÕVÕQÕ]��+HU�ELU�PDUND\Õ�P�PN�Q�ROGX÷unca 

IDUNOÕ�YH�ED÷ÕPVÕ]�\DSPDOÕVÕQÕ] (Al ve Laura, 2005: 113-114-115-118).  
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Tablo 5: Marka M imar isi Tablosu 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

.D\QDN��*ÕOPRUH����������. 

 

Marka mimarisi" terimi,� úLUNHW�PDUNDODUÕ� LOH��U�Q�PDUNDODUÕ� DUDVÕQGDNL� VWUDWHMLN�
LOLúNL\L� WDQÕPODPDN� LoLQ� NXOODQÕOÕU ve dört tip marka mimarisi YDUGÕU� �*ÕOPRUH�� ������
28.):  

2.14.1. Monoli tik Marka: � gUQH÷LQ�� /HYL
V� JLEL� WHN� ELU� EDVNÕQ� úLUNHW�PDUNDVÕ�
içeren “moQROLWLN´�\DNODúÕP��VW�GHUeFHGH�RGDNODQPÕú�YH�G�ú�N�PDOL\HWlidir.  

 

2.14.2. Sabit Marka:  Kellogg's gLEL� J�oO��� NÕVÕWODQPÕú� ELU� GDPJD\Õ� LoHUHQ�
³
VDELW� GDPJD´� \DNODúÕPÕ� DoÕNoD� �U�Q� D\UÕPODUÕQD� L]LQ� YHULU� DPD� ³DQD�PDUND´QÕQ� KHU�
úH\LQ��VW�QGH�J�oO��NDOPDVÕQÕ�J�YHQFH�DOWÕQD�DOÕU�� 

 

2.14.3. Esnek Marka: Cadbury's gibi bir 'esnek damga' yaklaúÕPÕ�� DOW�
maUNDODUÕQ�NDKUDPDQODúPDVÕQD�L]LQ�YHUirken, CadEXU\
V�LP]DVÕ�FLUR\X�VLPJHOHPHNWHGLU� 

  

Br itish          
Airways 
VTect 

Yüksek düzeyden DOoDN�G�]H\H��NÕVÕWODQPÕúWDQ�HVQH÷H�GH÷LúHQ�
SHN�oRN�GDPJDOÕ�VWUDWHML�VHoHQH÷L�YDUGÕU�� 

            
L’OREAL 
*8ø11(6 
MAZDA 

Procter & 
Gambe 

(örn: Ariel, 
Pantane, 
Pampers 

McDoanld’s 
Hawlett 
Packard 

Asda 

Levi’s, Canon 
Sony, FedEx 

OOCL 
5HQWRNLO�,QWÕDO 

Mandarin Oriental 

0212/ø7ø. 
 
-�7HN�EDVNÕQ�úLUNHW�

PDUNDVÕ 

6$%ø7 DAMGA 
 

-Güçlü, 
NÕVÕWODQPÕú 

ESNEK DAMGA 
-Ana ülke ile olan 

LOLúNLOHUH�ED÷OÕ�RODUDN�
alçak , yüksek düzey 

GH÷LúLPOHUL EDNÕPÕQGDn 
esnek 

SAKINMALI  
-ùLUNHW�PDUNDVÕ�
P�úWHUL\H�DoÕN�

ELoLPGH�NXOODQÕOPD]� 

Kellogg’s Cadbury’s 

Durex 
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2.14.4. SDNÕQPDOÕ�0DUND:�3URFWHU�	�*DPEOH
ÕQ�$ULHO��3DQWHQH�YH�3DPSHUV�JLbi 

PDUNDODU� LoLQ� NXOODQGÕ÷Õ� ³VDNÕQPDOÕ´� \DNODúÕP�� ILUPD� PDUNDVÕQÕQ� W�NHWLFLOHUH� NDUúÕ�
DoÕNoD�NXOODQÕOPDPDVÕQÕ�J�YHQFH�DOWÕQD�DOPDNWDGÕU��� 

.XúNXVX]� KHU� \DNODúÕPÕQ� \DUDUOÕ� ROGX÷X� NDGDU� ]DUDUOÕ� \DQODUÕ� GD� YDUGÕU��
³6DNÕQPDOÕ´� \DNODúÕP� SDKDOÕGÕU� -KHU� PDUND� QHW� ELoLPGH� D\UÕPODQPDOÕ� YH�
desteklenmelidir- fakat “monoliti k”  \DNODúÕP�GD�VÕQÕUOD\ÕFÕ�RODELOLU��<LQe de “monoliti k” 

YH�VDELW�GDPJD´�\DNODúÕPODUÕ�HQ�X\JXQ�GHVWHNOHPH�\|QWHPOHULGLU��d�QN��úHPVL\H�PDUND�
aOWÕQD� DOPDGDQ�� ELU� �U�Q� PDUNDODUÕ� GL]LVL� ROXúWXUPD� JLULúLPL� oRN� J�oW�U�� 9RGDIRQH�
grubundan Chris Gent, sahip olduklaUÕ� RQ� LNL� PDUND\Õ� \DOQÕ]FD� WHN� ELU� 9RGafone 

PDUNDVÕQD� LQGLUJHPLú� ROPDODUÕQÕQ� \DUDUODUÕQGDQ� KLoELU� NXúNX� GX\PDPDNWDGÕU�� 2��
P�úWHUL\H� NDUúÕ� úHIIDIODúÕUNHQ�� SD]DUODPD� oDEDODUÕQÕ� GD� HQ� �VW� G�]H\H� oÕNDUPDN�
LVWL\RUGX�� %ULWLVK� $KZD\V�� ILUPD� PDUNDVÕQÕQ� ELULQFLO� UROünü kavraPÕúWÕU� YH� úLPGL�
PDUNDQÕn koQXPX��oHNLFLOL÷L�YH�VD\JÕQOÕ÷ÕQD�RODQ�ED÷OÕOÕ÷ÕQÕ�\HQLGHQ�YXUJXODPDNWDGÕU��
����
OL� \ÕOODUÕQ� ³GHVWHN� PDUND� VWUDWHMLVLQL� UHGGHWPLúWLU�� %X� VWUDWHML�� ILUPD� PDUNDVÕQÕ�
GHVWHNOHPHN� DPDFÕ\OD� \DUDWÕOPÕú� ROPDNOD� ELUOLNWH�� VRQXoWD� �U�Q�PDUNDODUÕQÕ� ID]ODVÕ\OD�
vurgulamÕú�YH�E|\OHFH�oHNLUGHN�PDUND\Õ�]D\ÕIODWPÕúWÕ��*ÕOPRUH, 2003: 29). 

0DUNDQÕQ� VÕQÕUODUÕQÕ� oLzebilmek bazen kendileri taUDIÕQGDQ� IDUN� HGLOPHVH� GH�
SD]DUODPD� JUXSODUÕQÕQ� HQ� WHPHO� YH� HQ� ]RU� J|UHYOHULQGHQ� ELULGLU�� %XUDGD� PDUNDQÕQ� VÕ-
QÕUODUÕQGDQ�NDVWHGLOHQ��QH�NDGDU�oRN�VD\ÕGD��YH�PXKWHPHOHQ�IDUNOÕ�NDWHJRULOHUGH���U�Q�Q�
D\QÕ�úHPVL\H�PDUND�DOWÕQGD�WRSODQDELOHFH÷LGLU��%X�LúLQ�]RUOX÷X��RUWDGD�ELUELUL\OH�V�UHNOL�
oHOLúHQ�LNL�WHPHO�GR÷UX�ROPDVÕQGDQ�ND\QDNODQÕU��%RUoD�������������%X�GR÷UXODU� 

0DUNDQÕ]� QH� NDGDU� Gar biU� JUXEXQ� VSHVLILN� LKWL\DFÕQÕ� NDUúÕOÕ\RUVD�� W�NHWLFL\H�
YHUHFH÷LQL]� PHVDM� R� NDGDU� QHWOHúLU�� NHVLQOHúLU�� gUQH÷LQ�� \�QO�� KDOÕODUGDNL� YLúQH� VX\X�
OHNHOHULQH� NDUúÕ� JHOLúWLULOPLú� ELU� KDOÕ� úDPSXDQÕQÕQ�PHVDMÕ� oRN� QHWWLU� $QFDN��PHVDMODUÕ�
\HULQH�XODúWÕUPDQÕQ�ELU�EHGHOL�YDUGÕU�YH�EX�EHGHOL�|GH\HELOPHN�LoLQ�FLGGL�PLNWDUGD�VDWÕú�
yapmak veya satÕú�SRWDQVL\HOLQH�VDKLS�ROPDN�JHrekir. British Airways Yönetim Kurulu 

%DúNDQÕ� 5REHUW� $LUOLQg alt marka olan Concorde ve mega marka olan British 

$LUZD\V¶LQ� PDUND� LOLúNLVLQL� ú|\OH� |]Htlemektedir: Marka, British Airways'dir. 

����
OHUGH�KHU�úH\�oRN�NDUPDúÕNODúPÕú��EHOLUJLQ�NLúLOLNOHUL�RODQ�DOW�PDUNDODU�ROXúPXúWX��
g÷UHQGL÷LPL]� úH\��P�úWHULOHULPL]LQ� \LQH� GH�%ULWLVK�$LUZD\V� VDWÕQ� DOGÕNODUÕ\GÕ��%ULWLVK�
$LUZD\V�PDUNDVÕ��P�úWHULOHULPL]OH�\R÷XQ�ELU�LúELUOL÷L�LOH�JHOLúWLULOPLúWL��$UDúWÕUPDODUGDQ�
HOGH� HGLOHQ� EXOJXODU�� RQODUÕQ� JOREDO� ELU� KDYD\ROX� LVWHGLNOHUL� VRQXFXQX� J|VWHUPLúWL��
%XQXQOD��KDYD\ROXQXQ�E�\�N��J�YHQOL�YH�J�YHQLOLU�ROPDVÕQÕ�NDVWHGL\RUODUGÕ��$\UÕFD�KHU�
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ELU�P�úWHUL�LOH�WHN�WHN�LOJLOHQHQ�YH�QHUHGHQ�JHOLUVH�JHOVLQ�NLúLVHO�LVWHNOHUH�FHYDS�YHUHQ�ELU�
hava\ROX� DU]X� HWPHNWH\GLOHU�� %X� QHGHQOH� W�P� LOHWLúLPLPL]L�� |OoH÷L� LQVDQOÕNOD�
ELUOHúWLUPH\H�� \DOQÕ]FD� NDID\D� GH÷LO� NDOEH� GH� KLtap etmeye hedefledik. Hedef, hizmet 

YHUGL÷LPL]�W�P�SD]DUODUGDNL�P�úWHULOHULQ�ELULQFL�VHoHQH÷L�RODQ�ELU�KDYD\ROX�ROPDNWÕ�YH�
bu hala da böyledir. British Airways'le yolculuk edenlerin tümü kendilerini öylesine 

ülkelerinde hissetmeliydiler ki bizi kendi ulusal haYD\ROODUÕQD� WHUFLK� HWVLQOHU�<LQH� GH�
SD]DUÕ�ELU�|Oo�GH�E|O�POHUH�D\ÕNPDOÕ\GÕN��&OXE�:RUOG��&OXE�(XURSH�YH�:RUOG�DQG�(XUR�
7UDYHOHU� JLEL� ELU� \Õ÷ÕQ� KL]PHW� VXQPDNWD� ROPDPÕ]ÕQ� QHGHQL� EXGXU�� $QFDN� EXQODUÕ� DOW�
PDUNDODU� RODUDN� DGODQGÕUPDN� \DQÕOWÕFÕ� RODELOLU�� %L]LP� SHN� oRN� KL]PHW� VXQDQ� WHN� Eir 

PDUNDPÕ]� YDUGÕU�� %ULWLVK� $LUwayV�� <ROFXODU�� VHoWLNOHUL� VHUYLVH� ED÷OÕ� RODUDN� EL]GHQ�
alacakODUÕ� úH\OHUL�ELOLUOHU��gUQH÷LQ�ELULQFL� VÕQÕIWD ya GD�NXO�S�VÕQÕIÕQdaki yolcular önce 

NHQGLOHULQLQ� LQHFH÷LQL�� EDJDMODUÕQÕQ� OREL\H� LON� |QFH� JHOHFH÷LQL� YH� RWXUPD� VDORQXQX�
kullanabileceklerini bili rleU��&RQFRUGH�LVH�D\UÕ�ELU�ROD\GÕU��%ULWLVK�$LUZD\V
LQ�ELU�SDUoDVÕ�
ROPDNOD�ELUOLNWH��D\UÕ�ELU�PDUND�NDEXO�HGLOPHNWHGLU��8oD÷ÕQ�GÕúÕQGD�%ULWLVK�$LUZD\V�DGÕ�
J|U�O�U� IDNDW� LoHULGHNL� W�P�PDUNDODU� &RQFRUGH
GXU�� 6RQUD� &RQFRUGH�PDUNDVÕ�� KÕ]Õ� YH�
Londra' dan New York'a üç�VDDW�\LUPL�GDNLNDGD�XODúDELOPHVL�QHGHQL\OH�KHU�úH\LQ��VW�QH�
oÕNPDNWDGÕU��2� oRN� |]HO� ELU� \ROFXOXN� WDU]ÕQÕ� VLPJHOHU� KDWWD� ED]Õ� EDNÕPODUGDQ� |]HO� ELU�
kulüpW�U�� &RQFRUGH� D\UÕFD� P�KHQGLVOL÷LQ� HULúWL÷L� NXVXUVX]OX÷XQ� GD� ELU� WHPVLOFisidir. 

<LUPL� EHú� \ÕOOÕN� RODELOLU� IDNDW� DVOD� GDKD� L\LVL� \DSÕODPDPÕúWÕU�� +DOD� J|NOHUGHNL� HQ�
J|U�OPH\H�GH÷HU�PDQ]DUDGÕU� R��h]HULQGHQ�XoWX÷X�KHUNHV�J|]OHULQL� J|N\�]�QH�NDOGÕUÕU�
DPD� \DOQÕ]FD� oÕNDUWWÕ÷Õ� J�U�OW�GHQ� GH÷LO���� $VOÕQGD� %ULWish Airways ve Concorde 

PDUNDODUÕ birbirlerini bütünle\LFL�PDUNDODUGÕU��&RQFRUGH��GDPJDVÕQÕ�%ULWLVK�$LUZD\V
� H�
baVDUDN�RQD�\DUGÕP�HWPHNWHGLU��$\OLQJ, 2003: 67-68). 

'�Q\DPÕ]�� ]ÕW� WLSOHUGHNL� úLUNHW� PDUNDODUÕQÕ� EDUÕQGÕUDELOHFHN� GHQOL� E�\�NW�U� YH�
VRQVX]� PDUND� HVQHNOL÷L de yerinde olmayabili r. Belki bunlardan daha önemlisi, ne 

ROPDN� LVWHGL÷LQL]H� NDUDU� YHUPHQL]� YH� EXQX� GD� VRQXFXQXQ� ELOLQFLQGH� RODUDN� \DSPÕú�
ROPDQÕ]GÕU�� /¶2UHDO� NHQGL� PDUNDVÕQÕ� �U�Q� �VW�QO�÷�� \DQÕQGD� GX\JXVDO�� LVWHN� GROX�
GH÷HUOHU� �]HULQH� LQúD� HWPLúWLU�&DGEXU\� JLEL� J�oO�� ELU� LP]DVÕ� YDUGÕU��%D]Õ� �U�Qler, ana 

PDUNDODUÕQÕQ� GH÷HUOHULQL� YH� GX\JXVDO� VXQXODUÕQÕ� WDúÕUNHQ�� GDKD� N�o�N� ED]Õ� NLWOHOHUH�
EHOLUJLQ� HN� \DUDUODU� GD� VD÷ODU�� %X� W�UHPLú� PDUNDODU�� ED]HQ� DOW� PDUND� RODUDN�
DGODQGÕUÕOÕUODU�� %XQODU� oRN� L\L� NRQXPODQGÕUÕOPDOÕ� �|UQH÷LQ�� 'XUH[�� )HWKHUOLWH� JLEL�� YH�
IDUNOÕOÕNODUÕ� úLUNHW� PDUND� GH÷HUOHUL� LOH� X\XPOX� ROPDOÕGÕU�� .DUúÕOÕNOÕ� J�oOHQGLUPH��
oRNOD\ÕFÕ�HWNL��ELU�PDUND�PLPDULVL�VWUDWHMLVLQGH�PHUNH]L�\DUDU�RODELOLU��2UWDN�\DúDP�WLSL�
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ELU�LOLúNL��0D]GD�0;��ROD\ÕQGDNL�JLEL�DQD�úLUNHW�PDUNDVÕQD�oR÷X�NH]�\DUDU�VD÷OD\DEili r. 

%D]Õ�NHUHOHU�DOW�PDUND��DQD�úLUNHWLQ�Lo�GH÷HUOHULQL�J�oOHQGLUPHN�\HULQH�RQODUOD�oHOLúHELOLU�
YH�PDUND�WXWDUOÕOÕ÷ÕQÕQ�\LWLULOPHVLQH�\RO�DoDELOLU��*�]HOOLN��U�QOHUL�JLEL�ED]Õ�SD]DUODUGD�
�U�Q� PDUNDODUÕ� |\OHVLQH� JHOLúPLúWLU� NL� W�NHWLFLOHU� E�\�OHQPHNWHQ� çoN� úDNÕQD� G|QP�ú�
GXUXPGDGÕUODU��*ÕOPRUH, 2003: 32)��7�P�EX�|UQHNOHUH�UD÷PHQ�HQ�|QHPOLVL�DOW�PDUNDQÕQ�
NHQGL�EDúÕQD�PDUNDODúPDVÕGÕU��%X�R�PDUND\D daha fazla yarar getirecektir. 

 

2.15. Marka Denetimi Yapmak 

0DUND� GHQHWLPL�� PDUNDQÕQ� úLPGLNL� NRQXPXQXQ� J|]GHQ� JHoirilmesidir. Hedef 

NR\PDGD� LON� DGÕP��R� DQGD�QHUHGH�ROGX÷XQX]GD� DQODúDELOPHNWLU� (Broadbent 2003: 16). 

0DUND� DoÕVÕQGDQ� EHQ� QHUHGH\LP�� QHUHGH� ROPDOÕ\ÕP� V�UHFLQLQ� GHQHWOHQPHVLGLU�� %X�
çerçevede marka, tüketici gözünden görülen bir ürün veya hizmettir; rakibinizinki 

\HULQH� VL]LQNLQLQ� VHoLOPH�QHGHQLGLU��0DUND\Õ� W�NHWLFLQLQ�NDIDVÕQD� \HUOHúWLUPHN� Lçin bir 

ad veya bir simge gerekOL�� hUHWLFL� LOH� W�NHWLFL� DUDVÕQGD� X]DQDQ� ]LQFLUGH� \HU� DODQODU��
ürününüzün tükeWLFL�NDIDVÕQGDNL�GH÷HUL� \�]�QGHQ�VL]H�GH÷HU�YHULU��7�NHWLFL�bir doyum 

bekle\HUHN� VL]L� VHoHU�� 6HoLP� QHGHQL� ELU� PDUNDQÕQ� GL÷HULQGHQ� QLoLQ� GH÷LúLN� ROGX÷Xnu 

EHOLUOHU��PDUND�ELU�E�W�Q�LVH�GH��DúD÷Õ�\XNDUÕ�JHUoHNoL�ELoLPGH�³VRPXW�YHya görünmez, 

DNÕOFÕ�YH\D�GX\JXVDO´�RODELOHQ�³QLWHOLNOHU�N�PHVLQH´�D\UÕODELOLU� (Broadbent, 2003: 28). 

%X�QLWHOLNOHU�N�PHVLQGH�EXOXQGX÷XQX]�PDUND�QHUHGH�YH�QHGHQ�WHUFLK�HGLOL\RU��%X�XQVXU�
ve faktör marka denetimini gerektirmektedir. 0DUND�GHQHWLPL�LoLQ�G|UW�DQD�QHGHQ�YDUGÕU 
(Broadbent, 2003: 29-30): 

a) Genel bir yol gösterici olsun diye ve yönHWLPH� ILQDQV�� �UHWLP�� GD÷ÕWÕP� YH�
pazarODPD� JLEL� KHU� DODQGD� \DUGÕPFÕ� ROVXQ� GL\H�� PDUNDQÕQ� J�oO�� YH� J�oV�]� \|QOHULQL�
VDSWD\DFDN� ELU� Lo� LQFHOHPH� \DSPDN�� 7DQÕP� JHUH÷L�� EX� LQFHOHPHGH� KHU� W�U� YHUL�
NXOODQÕODFDN�YH�EXOJXODU�WHN�ELU�VD\Õ\OD�J|VWHULOPH\HFHN��2SHUDVyonun her bölümü için 

EDúND� VRQXoODU�oÕNDFDN�� øQFHOHPH��JHQHOOLNOH�� úLUNHWLQ�PDUNDODUÕQÕQ� �KDWWD�GH÷LúLN��U�Q�
kategoriOHULQGHQ�ELOH�ROVDODU��ELUELUOHUL\OH�NDUúÕODúWÕUÕOGÕ÷Õ�ELU�LúOHPLQ�SDUoDVÕ� 

E��3D]DUODPD�LúOHYLQLQ��\DWÕUÕP�JHWLULVLQLQ�KHVDSODQPDVÕ�JLEi beli rli bir amaçla, iç 

GH÷HUOHQGLUPHVLQL� \DSPDN�� øGHDOGH�� JHQHOOLNOH�0DUND� (GHUL� GL\H� DGODQGÕUÕODQ� ELU� VD\Õ�
elde edebili rsiQL]�� %X� (GHU
L� |OoHUVLQL]�� \XNDUÕ� PÕ� DúD÷Õ� PÕ� JLGL\RU� YH� EX� GH÷LúLPL�
SD]DUODPD� HWNLQOLNOHUL� QH� NDGDU� HWNLOL\RU�� EDNDUVÕQÕ]�� øOHWLúLP� GH÷HU� NDWÕ\RUVD�� 0DUND�
(GHUL
QH� NDWNÕVÕ� QH� NDGDU�� ELOPHQL]� JHUHNLU�� %|\OHFH� SD]DUODPD� LúOHYLQL� L]OHU� YH�
denetlersiniz. 
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³0DUND� (GHUL´� NDYUDPÕQÕQ� JHQHO� NDEXO� J|UP�ú� WDQÕPÕ� EXOXQPDPDNOD� ELUOLNWH��
oR÷XQOXNOD��PDUND\Õ�PDOGDQ� D\ÕUDQ� úHyOHULQ� WRSODPÕQGDQ�|WH\H gitmez. 'Marka Ederi', 

PDUNDQÕQ� GH÷HUL� YH\D� NÕ\PHWL�� V�SHUPDUNHWOHULQ� NHQGL� PDUNDODUÕ\OD� VL]LQ� PDUNDQÕ]�
DUDVÕQGD�OHKLQL]H�IL\DW�IDUNÕ��PDUND\D�ELoLOHQ�SDUD��KDWWD�PDUND�|]��\HULQH�NXOODQÕOÕ\RU�
RODELOLU�� $VOÕQGD� EXQODU� ELUELULQGHQ� D\UÕ� WXWXOPDVÕ� JHUHNHQ� Navramlar. Marka Ederi, 

W�P�\OH� ELU� DUDúWÕUPD\OD� VDSWDQDQ� W�NHWLFL� J|U�úOHULQH� J|UH� YH\D� W�P�\OH� GDYUDQÕú�
|Oo�POHULQH� J|UH� YH\D� LNLVLQLQ� NDUÕúÕPÕ\OD� WDQÕPODQDELOLU�� 'ROD\ÕVÕ\OD� VDWÕQ� DOÕFÕQÕQ�
DOJÕODUÕQÕ���U�Q�Q�IL\DWOD�GHQJHOHGL÷L�QLWHOLNOHUL��YH�YH\D�EHOOL bir fiyata ürünü satÕQ�DOma 

RODVÕOÕ÷ÕQÕ�LoHUHELOLU�(Broadbent, 2003: 29). 

F�� %LU� �U�Q� NDWHJRULVL� LQFHOHPHVLQLQ� SDUoDVÕ� RODUDN�� JHQHO� YHULOHUL� NXOODQDUDN��
marNDQÕQ�R�NDWHJorideki konumunu ölçmek üzere. %XUDGD�LON�LNL�DPDoWDQ�GH÷LúLN�RODQ��
rakipleri de ölçme, böylece ancak onODUÕ� GD� LoHUHQ� YHULOHUL� NXOODQPD�JHUH÷LGLU��$PDo� 
birincideki gibi, geneldir. Sa\Õ\OD� |]HW� JHUHNPH]�� o�QN�� GH÷LúLN� NDOHPOHU� GH÷LúLN�
HWNLQOLNOHUH�\RO�DoDELOLU��%XQGD��WDQÕPOÕ\RU��|]HWOHPL\RUVXQX]� 

G�� 0DUND\D� PDOL� ELU� GH÷HU� ELoHUHN� úLUNHW� VDYXQPD� YH� úLUNHW� VDWÕQ� DOPD�
VWUDWHMLOHULQL� JHOLúWLUPHN� LoLQ� ELU� DUDo� RODUDN�� %XQD�� PDUND\D� GH÷HU� ELoPH� GHQL\RU��
MarkDQÕQ�VDWÕúD�oÕNWÕ÷Õ�YH\D�EX�\|QGH�ELU�|QHUL�DOGÕ÷Õ�YDUVD\ÕPÕQGDQ�\ROD�oÕNDU��.DUúÕW�
olarDN��\|QHWLP�ELU�EDúNDVÕQÕQ�PDUNDVÕQÕ�VDWÕQ�DOPD\Õ�LVWH\HELOLU��EX�QHGHQOH�R�PDUNDQÕQ�
GH÷HULQL�|÷UHQPHN�YH\D�LVWHQHQ�IL\DWÕ�QDVÕO�DoÕNOD\DFD÷ÕQÕ�ELOPHN�LVWHU�� 

 

2.16. MDUNDGD�'H÷LúLP�0HNDQL]PDVÕ�+DQJL�'XUXPODUGD�øúOHWLOPHOLGLU� 
øVWLNUDU� YH� \R÷XQODúPD� ILNULQGH� RQFD� ÕVUDU� HWWLNWHQ� VRQUD�� QLoLQ� GH÷LúLP�

konseSWLQL� J�QGHPH� JHWLUL\RUX]� NL"� d�QN��� KD\DWWD� KLoELU� úH\�� PDUNDODPD� V�UHFLQGH�
KLoELU�úH\�PXWODN�GH÷LOGLU��+HU�NXUDOÕQ�PXWODND�LVWLVQDODUÕ�GD�YDUGÕU��9H�GH÷LúLP�NXUDOÕ��
PDUNDODPD� NXUDOODUÕQÕQ� HQ� E�\�N� LVWLVQDVÕGÕU�� 'H÷LúLP� QHUHGH� JHUoHNOHúLU"� ùLUNHWOHU�
geneOOLNOH� ELU� PDUNDQÕQ� GH÷LúPHVLQL� NROD\ODúWÕUDUDN� \HULQH�� NHQGL� LoOHrinde ihtiyDoODUÕ�
RODQ� úH\OHUH� \R÷XQODúÕU. Prosedürler, yöneUJHOHU�� EURú�UOHU�� EDVÕQ� WRSODQWÕODUÕ�� UHNODP��
SD]DUODPD�� $QFDN� ELU� PDUNDQÕQ� GH÷LúPHVL� úLUNHW� LoLQGH� JHUoHNOHúmez. Tüketicinin 

zihnindH� JHUoHNOHúLU�� 0DUND\Õ� GH÷LúWLUPHN� LVWL\RUVDQÕ]�� KHGHILQL]H� GLNLQ� J|]OHULQL]L��
W�NHWLFLQLQ�]LKQLQH��0DUNDQÕ]Õ�GH÷LúWLUPHQLQ�GR÷UX�YH�P�PN�Q�ROGX÷X��o�GXUXP�YDUGÕU�
(Al ve Laura, 2005: 151-152-153). 

1)�0DUNDQÕ]� W�NHWLFLQLQ� ]LKQLQGH yak oRN� ]D\ÕI� ELU� HWNLye sahip ya da hiç yeri 

yok.: Bu tüm durumlar içerisinde en kolay RODQÕGÕU��g]�QGH�� RUWDGD�KLoELU�PDUND� \RN�
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demektir ve marka ismiyle istedi÷LQL]L� \DSDELOHFH÷LQL]� DQODPÕQD� JHOLU�� %X� LVPL�
WDPDPHQ� IDUNOÕ� ELU� NDWHJRULGH� WDPDPHQ� IDUNOÕ� ELU� �U�Q� LoLQ�ELOH�NXOlanabili rsiniz, H÷HU�
isterseniz. Kim bilecek ki. 

2)� 0DUNDQÕ]Õ� EHVLQ� ]LQFLULQLQ� LON� EDVDPD÷ÕQD� \HUOHúWLUPHN� LVWL\RUVXQX]�� (÷HU�
PDUNDQÕ]ÕQ�IL\DWÕQÕ�V�UHNOL�RODUDN�LQGLUL\RUVDQÕ]��KHU�]DPDQ�IL\DW�PHUGLYHQLQLQ�HQ�DOWÕQD��
KHP� GH� PDUND\Õ� ]HGHOHPHGHQ� \HUOHúHELOLUViQL]�� 7�NHWLFLOHU� E|\OHFH� PDUNDQÕ]Õ� VDWÕQ�
DODUDN� GDKD� ID]OD� GH÷HU� HOGH� HWPLú� ROGXNODUÕQD� LQDQDFDNODUGÕU. Bu zorunlu olarak 

ROXPVX]�ELU�JLGLú�GH÷LOGLU��0DUOERUR�VLJDUD�IL\DWODUÕQÕQ�G�ú�UG��YH�SD]DU�SD\ÕQÕ�DUWWÕUGÕ� 
3)�0DUNDQÕ]�\DYDú�KDUHNHW�HGHQ�ELU�DODQGD�YH�GH÷LúLPLQ�JHUoHNOHúPHVL�X]XQ�V�UH�

DODFDN��7�NHWLFLOHU�KLoELU�]DPDQ�\DQÕOPD]��%X�PDUNDODPD�DoÕVÕQGDQ�EDNÕOGÕ÷ÕQGD��SHN�
de cesaret vermeyen hatta engelleyici etkileri olabilen bir insani özelli ktir. Tüketicilere, 

PDUNDQÕ]ÕQ� DOÕúNDQOÕNODUÕQGDQ� EDúND� ELU� úH\� ROGX÷XQX� V|\OHGL÷LQL]GH� PHVDMÕQÕ]Õ�
reddeder. 

(÷HU� PDUND\Õ� GH÷LúWLUPHN� LVWL\RUVDQÕ]�� |QFH� ]LKLQOHUH� EDNÕQ�� %HONL� GH� RUDGD�
GH÷LOVLQL]�� g\OH\VH� J�]HO�� 'LOHGL÷LQL]� \|QGH� GH÷LúWLULQ�� $QFDN� ]LKLQOHUGH� LVHQL]�� dRN�
|]HO� YH� IDUNOÕ� ELU� DOJÕODPDQÕ]�YDUVD��PDUND\Õ�GH÷LúWLUPHN�ELU� ULVN� DOPDN�GHPHNWLU��%X�
X]XQ��]RU��SDKDOÕ�YH�PXKWHPHOHQ�LPNDQVÕ]�ELU�V�UHo�RODFDNWÕU�(Al ve Laura, 2005: 155). 

 

2.17. MDUNDODúPD�6�UHFLQGH�<HU�$ODQ��.DYUDPODU��8QVXUODU 
 

2.17.1. Kategor i 

*HoHQ� KHU� VDDW�� KHU� J�Q�� KHU� KDIWD�� KHU� D\� ER\XQFD� WLSLN� úLrketler, daha fazla 

�U�Q�� GDKD� ID]OD� VDQD\L�� GDKD� ID]OD� GD÷ÕWÕP� NDQDOODUÕ� YH� GDKD� ID]OD� IL\DWODQGÕUPD�
QRNWDODUÕQD� GR÷UX� JHQLúOHU�� 2UJDQLN� E�\�PH� JLEL�� NXUXPVDO� E�\�PH� GH� oR÷XQOXNOD�
gözle görülemez (Ries ve Ries, 2005: 191). 0DUNDODPDQÕQ� HQ� �UHWNHQ�� HQ� LúH yarar 

\|Q��� \HQL� ELU� NDWHJRUL� \DUDWPDNWÕU�� %LU� EDúND� GH\LúOH�� KHGHIL� KLo� ELU� úH\L� KHGHI�
DOPD\DFDN�NDGDU�N�o�OWPHN�YH�WDPDPHQ�\HQLGHQ�EDúODPDN��%X�\HQL�ELU�NHWHJRULGH�LON�
PDUND�ROPDQÕQ�YH�SD]DUÕQ�KÕ]OD�E�\�\HQ�VHJPHQWLQGH�OLGHU�PDUND�ROPDQÕQ�\ROXGXU�( Al 

ve Laura, 2005: 68). Peki kategori neredir?, $QD� FDGGHGH� PL"�� \RNVD� DOÕúYHULú�
PHUNH]LQGH� PL"� (F]DQHOHUGH� PL�� oRN� NDWOÕ� PD÷D]DGD� PÕ�� \RNVD� V�SHU� PDUNHWWH� PL"�
%XQODUÕQ� KLoELULQGH� GH÷LO�� .DWHJRULOHULQ� YDU� ROGX÷X� \HU�� ]LKLQGLU�� .DWHJRULOHUL�� WDP�
DQODPÕ\OD�PDUNDODUÕ�\DUDWWÕ÷ÕPÕ]�JLEL�\DUDWÕUÕ]��.DWHJRULQLQ�DGÕQÕ��RODVÕ�P�úWHULOHULQizin 

]LKLQOHULQH�\HUOHúWLUHUHN�(Ries ve Ries, 2005: 229).  
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ABD'GH� PDUNHWOHUGH� VDWÕúD� V�U�OHQ� KHU� \�]� \HQL� �U�QGHQ� GRNVDQÕ� �U�Q�
N�PHVLQLQ� JHQLúOHWLOPHVLQLQ� ELU� VRQXFXGXU�� 0DUketlerin mDUNDODUOD� WÕND� EDVD� GROXS�
WDúPDVÕQÕQ�WHPHO�QHdeni budur ������úDPSXDQ������PÕVÕU�JHYUH÷L������LoHFHN�PDUNDVÕ�
var.).� 7DUDPD� YHULOHULQH� J|UH�� �U�Q� N�PHVLQLQ� JHQLúOHWLOPHVLQH� GD\DOÕ� PDUNDODUÕQ� SHN�
oR÷X� �HQ� D]ÕQGDQ� V�SHU� PDUNHWOHUGH�� UDIODUGD� GXUXUODU� YH� WR]� toplarlar. Columbus 

2KLR
GD� .URJHU� V�SHUPDUNHWOHULQGH� \DSÕODQ� ELU� DUDúWÕUPD�� ELU� PD÷D]DGDNL� RUWDODPD�
������� NDOHP�PDOÕQ�� �����
�Q�Q� ELU� J�QGH�� ������
�Q�Q� ELU� KDIWDGD�� ������
�Q�Q� ELU�
D\GD� VDWÕOGÕ÷ÕP�� JHUL� NDODQ�� �����
�Q�Q� LVH� D\�ER\XQFD� VDWÕODPDGÕ÷ÕQÕ� RUtaya koyuyor. 

Ürün kümesini genLúOHWPHQLQ� EX� NDGDU� \D\JÕQ� ROPDVÕQÕ�� SHUDNHQGHFLOHULQ� VDWÕú�
SURPRV\RQX�� IL\DW� LQGLULPOHUL� YH� JHUL� G|Q�ú� D\UÕFDOÕNODUÕ� WDOHSOHULQGHNL� DUWÕúD�
ED÷OÕ\RUX]�� (QG�VWUL� X]PDQODUÕQD� J|Ue, güç üreticilerden, perakendeciOHUH� GR÷UX�
kaymaNWD��%XQXQ�HQ�|QHPOL�QHGHQL��U�Q�N�PHVLQL�JHQLúOHWPHGLU��7HUFLK�\DSÕODFDN�oRN�
VD\ÕGD� �U�Q� ROXUVD�� SHUDNHQGHFLOHU� �UHWLFLOHUL� �U�QOHULQL� UDIODUD� NR\PD� LPWL\D]ÕQÕQ�
NDUúÕOÕ÷ÕQÕ�|GHPH\H�]RUOD\DELOLUOHU��%LU��UHWLFL�EX�|GHPH\L�\DSPD]VD��ELU�EDúND��UHWLFL�
mutlakD�\DSDFDNWÕU (Al ve Laura, 2005: 81-82). 

%LU�PDUND�ELU�QHGHQOH��\DOQÕ]�ELU�QHGHQOH�GH÷HUOLGLU��%LU�NDWHJRUL\H�HJHPHQdir. 

Coca-&ROD�� G�Q\DQÕQ� HQ� GH÷HUOL� PDUNDVÕGÕU�� 'H÷HUOLGLU� o�QN�� G�Q\D� oDSÕQGD� NROD�
kategorisine egemendir. 0LFURVRIW�� G�Q\DQÕQ� HQ� GH÷HUOL� LNLQFL� PDUNDVÕGÕU�� 'H÷HUOLGLU�
o�QN�� G�Q\D� oDSÕQGD� NLúLVHO� ELOJLVD\DU� \D]ÕOÕPODUÕ� NDWHJRULVLQH� HJHPHQGLU�� 0DUND\Õ�
JHQLúOHWHUHN� NÕVD� YDGHGH� HN� VDWÕúODU elde etPHN�� PDUNDODPD� NDYUDPÕQÕn tersine bir 

LúOH\LúH� \RO� DoPDNWDGÕU�� 7�NHWLFLOHULQ� ]LKQLQGH� J�oO�� ELU�PDrka yaratPDN� LVWL\RUVDQÕ]��
PDUNDQÕ]Õ� GDUDOWPDN� ]RUXQGDVÕQÕz, geQLúOHWPHN� GH÷LO�� 8]XQ� YDGHGH� PDUNDQÕ]ÕQ�
\D\ÕOGÕ÷Õ� DODQÕ� JHQLúOHWPHN�� J�F�Q�]�� D]DOWDFDN� YH� LPDMÕPÕ]Õ� ]D\ÕIODWDFDNWÕU (Al ve 

Laura, 2005: 19-21)�� .DWHJRUL\L� EÕUDNÕS� \D\ÕOPD� �U�Q� N�PHVLQL� JHQLúOHWPH� YH� GL÷HU�
PDUNDQÕQ�FD]LEHVLQL�DUWWÕUDFDN�VWUDWHMLOHU��QLKDL�RODUDN�PDUNDQÕQ�]D\ÕIOÕ÷Õ\OD�VRQXoODQÕU��
ÇRN� ID]OD� VHoHQHN� ROXUVD�� W�NHWLFL� EXQGDQ� ]DUDU� J|U�\RU�� gUQH÷LQ�� úDUDS�� <DOQÕ]FD�
&DOLIRUQLDGD� �����
GHQ� ID]OD� úDUDS� LPDODWoÕVÕ� YH� ����
GHQ� ID]OD� PDUND� var. Wine 

Spectator dergisi 24 bin faUNOÕ� úDUDEÕQ� GHUHFHOHQGLULOPHVLQL� LoHUHQ� ELU� \ÕOOÕN� UDSRU�
KD]ÕUOÕ\RU�� �+HU� J�Q� ELULQL� LoVHQL]�� WDPDPÕQÕ� WDWPDQÕ]� ��� \ÕO� DOÕU�� 0XKWemelen o 

zamanda, daha önce tattÕ÷ÕQÕ]�úDUDSODUÕQ�QH\H�EHQ]HGL÷LQL�KDWÕUOD\DPD\DFDN�NDGDU�\DúOÕ�
RODFDNVÕQÕ] (Al ve Laura, 2005: 91). Ürün kategorilerini uzun süre incelerseniz, fazla 

JHQLúOHPHQLQ� E�\�PH\H� \DUGÕP� HWPHGL÷LQL�� DNVLQH� E�\�PH� V�UHFLQL� ]D\ÕIODWWÕ÷ÕQÕ�
J|UHELOLUVLQL]�� )D]OD� JHQLúOHPH�� WHPHO� IDUNOÕODúWÕUPD� ILNULQLQ� \ÕSUDQPD� ULVNLQL� DUWWÕUÕU��
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*HQLúOHPHPHN�ELU�DQODPGD�IHGDNDUOÕNWÕU�YH�IHGDNDUOÕN��o�ELoLPGH�ROXU��hU�Q�IHGDNDUOÕ÷Õ 
ya GD�WHN�oHúLW��U�QH�RGDNODQPDN��gUQH÷LQ��'XUDFHOO�X]XQ�|P�UO��SLOOHUH��.)&�WDYX÷D��
6RXWKZHVW� +DYD\ROODUÕ� NÕVD� KDW� XoXúODUÕQD� RGDNODQPÕúWÕU�� 9ROYR� J�YHQOL÷H�� 'HOl 
GR÷UXGDQ� VDWÕúD� RGDNODQPÕúWÕU�� hU�Q�Q�]� ELUGHQ� ID]OD� QLWHOL÷H� VDKLS� RODELOLU�� DPD�
PHVDMÕQ� KHUNHVWHQ� |QFH� HOH� JHoLUPHN� LVWHGL÷LQ� WHN� ELU� QRNWD\D� RGDNODQPDOÕGÕU�� 9H�
QLKD\HW�KHGHI�3D]DU�IHGDNDUOÕ÷Õ ya da  kategorisinde ürününü tercih edilen ürün yapacak 

tek bir hedef segmente odaklanmak da diyebili riz. Pepsi genç nesile, Corvette genç 

ROPDN� LVWH\HQ� QHVLOH� RGDNODQÕU�� (÷HU� EDúND� ELU� VHJPHQWLQ� SHúLQGHQ� JLGHUVHQ�� DVÕO�
P�úWHULOHULQH� XODúPD� úDQVÕQÕ� D]DOWÕUVÕQ� �7URXW�� ������ ��-37). ùDSNDOÕ� øVNRo� ELEHULQGHQ�
ise (dün\DQÕQ� HQ� DFÕ� ELEHUL�� G�Q\DQÕQ� HQ� DFÕ� VRVX� \DSÕOÕUGÕ�� *�Q�Q� ELULQGH� oatlak bir 

ELOLP� DGDPÕ�� úDSNDOÕ� øVNRo� ELEHUL� S�UHsinden biberin özünü elde etmenin bir yolunu 

buldu. Gaz kromotagraILVL� JLEL� ELU� DGÕ� RODQ� úH\WDQ� LFDGÕ� ELU� WHNQRORML� \DUGÕPÕyla, 

PDQDYÕQÕ]GDNL�VÕUDGDQ�ELEHUGHQ�����������NDW�GDKD�DFÕ�ELU�VRV��UHWPH\L�EDúDUGÕ��3HNL�EX�
önemli mi? Evet, çünkü dün ya da �EXJ�QH�NDGDU�\DSÕOPÕú�HQ�DFÕ�VRVX�\DSPDN��0RQD�
/LVD
\Õ�\DSPDN�JLEL�ELU�úH\GLU��(÷HU�ELU�\HUGH�G�Q\DQÕQ�HQ�DFÕ�VRVX\OD�\DSÕOPÕú�ELU�VRV�
\HPLúVHP�� EXQX� PXWODND� DUNDGDúODUÕPD� V|\OHULP�� $FÕ� VRV� YLU�V�Q�]�Q� \D\ÕOPDVÕQÕ�
VD÷ODUÕP� (Godin, 2004: 121). Tüm bu markalar ve dDKD�SHN�oR÷X�� \HQL�ELU�NDWHJRULde 

LONWLOHU� YH� JHOLúLP� V�UHFLQGH� EDVÕQGD� E�\�N� |Oo�OHUGH� \HU� DOGÕODU�� +DEHUOH� WDQÕWÕP�
DUDVÕQGD�J�oO��ELU�ED÷�YDUGÕU��+DEHU�PHG\DVÕ�\HQL�YH�LON�RODQGDQ�V|]�HWPHNWHQ�KRúODQÕU��
GDKD� L\L� RODQGDQ� GH÷LO��0DUNDQÕ]��haber olabil iyorsa, sizin de taQÕWÕP� \DSPD� úDQVÕQÕ]�
ROXU�� 9H� KDEHU� ROPDQÕQ� HQ� L\L� \ROX�� \HQL� ELU� �U�Q� GH÷il , yeni bir ürün kategorisi 

\DUDWPDNWÕU�� %DúNDODUÕQÕQ� PDUNDQÕ]� KDNNÕQGD� V|\OHGLNOHUL�� VL]LQ� V|\OH\HFHNOHULQL]GHQ�
çok daKD�HWNLOL�RODFDNWÕU��%X��WDQÕWÕPÕQ�QLoLQ�UHNODPGDQ�GDKD�HWNLOL�ROGX÷XQX�GD�DoÕNODU��
AyUÕFD�UHNODPÕQ�VRQ�\LUPL�\ÕOGÕU�QLoLQ�PDUNDODPDGD�HQ�HWNLOL�J�o�RODQ�KDONOD�LOLúNLOHULQ�
gölgesinde kaOGÕ÷ÕQÕ�� <ÕOODUFD�� KDONOD� LOLúNLOHU�� UHNODPÕQ� LNLQFLO� ELU� IRQNVL\RQX� JLEL�
PXDPHOH� J|UP�úW�U�� +DONOD� LOLúNLOHUFLOHU� ELOH� NHQGL� EDúDUÕODUÕQÕ� UHNODP� G�Q\DVÕQÕQ�
WHULPOHUL\OH�|OoP�úOHUGLU��0HGya da �\HU�DODQ�WDQÕWÕP�KDEHUOHUL�� Ueklam harcamDODUÕ\la 

Hú�WXWXOPXúWur. Daha da kötüsü, pazarlamD�VWUDWHMLOHUL�JHQHOOLNOH�|QFH�UHNODP�VORJDQÕ\OD�
IRUP�OH� HGLOPLú�� VRQUD�GD�KDONOD� LOLúNLOHUFLOHUGHQ�� VORJDQODUÕ� GHVWHNOH\HFHN�SURJUDPODU�
JHOLúWLUHUHN�UHNODPÕQ�HWNLVLQL�J�oOHQGLUPHOHUL�LVWHQPLúWLU (Al ve Laura, 2005: 31-32).  

AmHULND¶QÕQ� KHU� N�o�N� NDVDEDVÕQGD� ELU� NDIH� YDUGÕU�� 'DKD� E�\�N� NDVDED� YH�
úHKLUOHUGH� KHU� EORNWD� ELU� WDQH� NDIH� J|UHELOLUVLQL]��.DIHOHUGH� \L\HFHN� QH� EXODELOLUVLQL]"�
+HU� úH\L�� .DKYDOWÕ�� |÷OHQ� \HPH÷L�� DNúDP� \HPH÷L�� .HNOHU�� o|UHNOHU�� KDPEXUgerler, 
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sandviçler, dondXUPD� YH� WDELL� NDKYH�� +RZDUG� 6FKXOW]� QH� \DSWÕ"� øQDQÕOPD]� ELU� WLFDUL�
\DUDWÕFÕOÕN� SDWODPDVÕ\OD� LoLQGH� KHU� W�U� NDKYH� EXOXQDQ�� EX� NRQXGD� |]HOOHúPLú� ELU� NDIH�
DoWÕ��%LU�EDúND�GH\LúOH�KHGHIL�GDUDOWWÕ��6FKXOW]
�XQ�\DUDWÕFÕOÕ÷ÕQÕQ��U�Q��6WDUEXFNV�EXJ�Q�
KÕ]OD� E�\�\HQ� ELU� ]LQFLU� YH� \ÕOGD� \�]� PLO\RQODUFD� GRODUOÕN� JHOLUleri var. Schu1tz'un 

úLUNHWL� 6WDUEXFNV
XQ� ERUVD� GH÷HUL� ELU� PLO\DU� GRODUÕQ� �VW�QGH�� 6FKXOW]
XQ� hisesi ise 65 

PLO\RQ�GH÷HULQGH� (Al ve Laura, 2005: 23). 6WDUEXFNV�NDWHJRUL\L�\HQLGHQ� WDQÕPODPÕúWÕU�
ve herkese EX� LúLQ� QDVÕO� \DSÕOPDVÕ� JHUHNWL÷LQL� J|VWHUPLúWLU�� 7utku, incelik, bir yanda 

kahYH�oHNLUGH÷LQLQ�NDKYHQLQ�KD]ÕUODQPD�V�UHFL\OH� URPDQVÕ��GL÷HU�\DQGD�EXOXúPD�YH\D�
UDKDWODPD�DODQÕ�RODQ�R�PHúKXU�7KLUG�6SDFH
LQ��ho�QF��$ODQ
ÕQ��\DUDWÕOPDVÕ�-�DUWÕN�NDKYH�
demek buQODU� GHPHN�� h]HULQGHNL� GHQL]� NÕ]Õ� ORJRVX� YH� NHQDUÕQGD� VÕUDODQPÕú� N�o�N�
NXWXFXNODUÕ\OD� -NL� EX� NXWXFXNODU�� RQODUD� YH� EL]H�� NHQGL� |]HO� VLSDULúLPL]LQ� QDVÕO� EL]LP�
LVWH÷LPL]H� J|UH� KD]ÕUODQPÕú� ROGX÷XQX� KDWÕUODWÕU� -� R� VDI� EH\D]� ILQFDQÕQ� LoLQGH� VÕUDGDQ�
LQVDQÕQ� LQFHOL÷L� YDUGÕU�� 'ROD\ÕVÕ\OD�� EX� SD]DUGD� ELU� PDUND� RODUDN� EDúDUÕOÕ� ROPDN�
LVWL\RUVDQÕ]��DUWÕN�R\XQXQ�NXUDOODUÕ�úXQODUGÕU��NDKYH\H�URPDQWLN�ELU�KDYD�YHULUVLQL]��SHN�
oRN�GX\X\D�KLWDS�HGHQ�LQFHOLNOL�ELU�GHQH\LP�VXQDUVÕQÕ]��N�o�N��\HQL�ELU�GLO�\DUDWÕUVÕQÕ]��
Ve geUoHNWHQ�GH�oHúLW�oHúLW�WDNOLWOHU��D\DNODQPÕú�WDPDPHQ�D\QÕ�úH\L�\DSPDkta (Morgan, 

2006: 70). 

0DUNDQÕ]��\HQL�NDWHJRULQLQ�LON�PDUNDVÕ�ROGX÷XQGD��|]J�Q�YH�|QFH�ROGX÷X�LQDQFÕ�
GD� \D\JÕQ� ROXU�� 'L÷HU� PDUNDODU� VL]LQ� DODQÕQÕ]D� JLUPH\H� NDONÕúWÕNODUÕQ� GD�� oR÷XQOXNOD�
"ben de"ci kopyalar olaraN�DOJÕODQÕUODU��%X� OLGHUOLN�DOJÕVÕ� �V|]F�÷�Q�KHP�|QF�O�N�hem 

GH�HQ�oRN�VDWDQ�DQODPODUÕQ�GD��PDUNDQÕ]ÕQ�HQ�L\L�ROPDVÕ�JHUHNWL÷L�NRQXVXQGD�J�oO��ELU�
L]OHQLP�\DUDWÕU��øú�UHNDEHWH�JHOGL÷LQGH�GDKD�GD�N|W�OHúLU��o�QN���DOW�VÕUDODUGDNL�PDUkalar, 

VDWÕúODUÕQÕ� \�NVHOWPHN� LoLQ� IL\DW� G�ú�U�UOHU�� 3HNi, ucuz fiyat tüketiciye ne ifade eder? 

"Hunt' s ketçap Heinz kaGDU�L\L�ROPDPDOÕ���ø\L�NRQXPODQPÕú�NDWHJRULOHUGH��LNLQFL ya da 

�o�QF�� PDUNDODUÕQ� NHQGL� PDUNDODUÕ� LOH� OLGHU� PDUND� DUDVÕQGDNL� IDUNÕ� DQODWDbilmeleri 

QHUHGH\VH�RODQDNVÕ]GÕU��+DWWD��DUNDGDQ�JHOHQOHUGHQ�ELUL�EX�IDUNÕ�DQODWPDQÕQ�ELU�\ROXQX�
EXOVD� ELOH�� OLGHUL� RQODUÕQ� ILNULQL� NRS\DODPDNWDQ� NLP� DOÕNR\DELOLU� NL"� %L]� EX� WDNWL÷H�
�WÕNDPD�� HQJHOOHPH�� GL\RU� YH� E�W�Q lider markalar için geçerOL� ROGX÷XQX� Vöylüyoruz. 

øúLQ�JHUoH÷LQGH���WÕNDPD��HQJHOOHPH��HYULPGHQ ya GD�V�UHoOH�ELUOLNWH�GH÷LúLPGHQ�EDúND�
ELU�úH\�GH÷LO��6RQXo�RODUDN�oR÷X�NDWHJRUL��OLGHU�PDUNDQÕQ�DVODQ�SD\ÕQD�VDKLS�ROGX÷X�EHQ-

]HU� �U�QOHUL� LoHULU�� %LULQFL� KD\DWWD� NDOÕU�� 3D]DUODPDQÕQ� JHUoHN� VRUXQX� marka 

\DUDWPDPDNWÕU��3D]DUODPDQÕQ�JHUoHN�o|]�P��LVH�\HQL�ELU�NDWHJRUL�\DUDWPDN�YH�VRQUD�GD�
\HQL� PDUND� DGÕQÕ]Õ� R kaWHJRULQLQ� HJHPHQL� \DSPDNWÕU (Ries ve Ries, 2005: 162). Bu 
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NDGDU� EDVLW� YH� ]RU� LúWH�� $QFDN� NDWHJRUL� YH� PDUND� \DUDWPDNOD� KHU úH\� ELWPLú�
VD\ÕOPDPDNWDGÕU�� %D]HQ� VL]GHQ� ND\QDNODQPD\DQ� QHGHQOHUGHQ� NDWHJRULQL]� KDWWD�
PDUNDQÕ]� |OHFHNWLU�� %XQODU� SD]DUODPDQÕQ� NDQXQXGXU�� .DWHJRULOHU� LoLQ� GH� D\QÕ� úH\�
geçerlidir.  

%D]Õ kategoriler kHVLQOLNOH� |OHFHNOHUGLU�� gQ�P�]GHNL� \ÕOODUGD� DQÕQGD�
IRWR÷UDIoÕOÕ÷ÕQ� RUWDGDQ� NDONDFD÷ÕQD� NXúNX� \RN�� 3RODUDLG� PDUNDVÕ� ELOJLVD\DUD� JLUHUHN�
YDUOÕ÷ÕQÕ�V�UG�UHELOLU�PL"�6DQPÕ\RUX]��0DUND�QH�NDGDU�J�oO��ROXUVD��DNÕOGDQ�oÕNPDVÕ�GD�
R� NDGDU� ]RUODúÕU�� dHOLúNL� GH� EXUDGD� \DWÕ\RU� ]DWHQ�� (÷HU� ]D\ÕI� ELU� PDUNDQÕ]� ROVD�� RQX�
NROD\OÕNOD� EDúND� NDWHJRULOHUH� DNWDUDELOLUVLQL]�� $PD� EXQX� \DSPD\D� GH÷PH]�� o�QN��
PDUNDQÕ]ÕQ�NHQGLVL�]DWHQ�]D\ÕI��%LU��IL\DW� ya GD��GH÷HU��PDUNDVÕ��V|]F�÷ün geleneksel 

DQODPÕQGD� ELU� PDUND� GH÷LOGLU�� 6DGHFH� NXOD÷D� ELOGLN� JHOHQ� ELU� �U�Q� DGÕGÕU�� IDNDW� |]HO�
hiçbLU�úH\H�GD\DQPDPDNWDGÕU��%XQD�NDUúÕOÕN��J�oO��ELU�PDUNDQÕQ�DNÕOGDQ�oÕNPDVÕ�]RUGXU��
o�QN��PDUNDQÕQ� DGÕ� LOH� NDWHJRULVL� |]GHúOHúPLú� JLELGLU��;HUR[� IRWRNRSL��.OHHQH[� ND÷ÕW�
PHQGLO�YH�7DQTXHUD\�FLQ��%X�PDUNDODU�\DWD\�JHQLúOHPH\H�\|QHOLS�GH�;HUR[�ELOJLVDyar, 

.OHHQH[�WXYDOHW�ND÷ÕGÕ�YH�7DQTXHUD\�YRWND�ROXUODUVD��EDúDUÕVÕ]OÕ÷D�PDKkum olurlar. Her 

QH�NDGDU�D]ÕQÕQ�\RN�ROPDVÕ�úDúÕUWÕFÕ�ROVD�ELOH��WÕSNÕ�ED]Õ�W�UOHU�JLEL��ED]Õ�NDWHJRULOHULQ�GH�
\D]JÕVÕ� |O�PG�U�� +DWWD�� J�QOHUL� VD\ÕOÕ� ROVD� ELOH�� GDNWLORODU� GD� KDOD� NXOODQÕOPÕ\RU� PX 

(Ries ve Ries, 2005: 222-223). %X�WÕSNÕ�KD\DW�JLELGLU��<HQL�ELU�NXúDN�VDKQH\H�oÕNDU�YH�
KH\HFDQ�YHULFL�\HQL�\|QOHUH�GR÷UX�LOHUOHU��.DUL\HUOHU�EDúODU�YH�ELWHU��%X�DUDGD�HVNL�NXúDN�
zamanla solar ve ölür. Kodak nedir? Geleneksel kamera ve geleneksel film. Ancak o 

pazar digital pD]DUD�GR÷UX�ND\Õ\RU��7DULK�.RGDN¶WDQ�\DQD�GH÷il . Sürmeli cetvel cebimize 

VÕ÷DELOHQ� KHVDS� PDNLQHOHULQH� EÕUDNWÕ� \HULQL�� 'LJLWDO� ELOJLVD\DU�� DQDORJ� ELOJLVD\DUODUÕQ�
\HULQL� DOGÕ�� 3OD÷ÕQ� \HULQL� NRPSDNWGLVN� DOGÕ��$QDORJ� K�FUHVHO� WHOHIRQODUÕQ yerini digital 

telefoQODU�DOGÕ�(Al ve Laura, 2005: 158-159). =LKLQOHUGHNL�LON�PDUND��OLGHUOL÷L�ND\EHWVH�
ELOH�W�NHWLFLOHUOH�NXUGX÷X�GX\JXVDO�ED÷Õ�\LWLUPH]� Mikimoto suni inci kategorisinde lider 

GH÷LOGLU�� DPD� oRN� WDQÕQÕU� �YH� VD\ÕOÕU�� o�QN�� �VXQL� LQFLOHULQ� \DUDWÕFÕVÕ�� GÕU�� $SSOH (ve 

0DFLQWRVK�DUGÕQGDQ��NLúLVHO�ELOJLVD\DU�NXOODQÕFÕODUÕyla, Dell , Compaq, Hewlett-Packard 

YH� GL÷HU� PDUNDODUÕQ� ROXúWXUDPDGÕ÷Õ�� GX\JXVDO� ELU� ED÷� NXUPXúWXU�� 1HGHQ"� $SSOH��
]LKLQOHUH� \HUOHúHQ� LON� NLúLVHO� ELOJLVD\DU� PDUNDVÕGÕU� GD� RQGDQ�� øON� ROPDN� OLGHU� ROPDN�
demektir. Ancak ø\L� ELOLQHQ� DQFDN� KLoELU� úH\L� WHPVLO� HWPH\HQ ya GD� PRGDVÕ� JHoPLú�
úH\OHUL�WHPVLO�HGHQ�ELU�PDUNDQÕQ�KLoELU�GH÷HUL�\RNWXU��%LU�úH\OHUL�WHPVLO�HGHQ�ELU�PDUND�
LVH� |]HO� RODUDN� L\L� ELOLQPHVH� ELOH� GH÷HUOLGLU�� %LU� úH\OHUL� LIDGH� HGHQ� ELU� PDUND\OD�
yapaELOHFH÷LQL]� úH\OHU� YDUGÕU�� %LU� DQODP� WDúÕ\RUVDQÕ]�� J�oO�� ELU� PDUND� \DUDWPD�
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SRWDQVL\HOLQL]� YDUGÕU�� %X� |]HOOLNOH� GH� WDQÕWÕP� DODQÕQGD� JHoHUOLGLU (Al ve Laura, 2005: 

157-158). 

3D]DUODPDGD� HQ� ]RU�� D\QÕ� ]DPDQGD� GD� HQ� |G�OOHQGLULFL� Lú�� \HQL� ELU� NDWHJRUL�
yaratmaktÕU��3L\DVD\D�JLUHUHN�\HS\HQL�ELU�NDWHJRUL\H�\HQL�ELU�PDUND�VRNPD\D�oDOÕúDQ�ELU�
úLUNHWLQ�NDUúÕODúWÕ÷Õ�GXUXPX�G�ú�Q�Q��.DWHJRULQLQ�QH�ROGX÷XQXQ�WDQÕPÕ�\RN��SD]DU�\RN��
GD÷ÕWÕP�NDQDOÕ� \RN�YH� UHNDEHW�RUWDPÕ� \DUDWDFDN� UDNLS�GH� \RN��<HQL�ELU�NDWHJRULQLQ� LON�
markaVÕ�� JHUoHN� DQODPGD� ELU� |QF�G�U� YH� |QF�OHULQ� NDUúÕODúWÕ÷Õ� E�W�Q� VÕNÕQWÕODUÕQ�
�VWHVLQGHQ� JHOPHN� ]RUXQGDGÕU�� %LULQFL� YH� HQ� |QHPOL� VRUX�� \HQL� NDWHJRULQLQ� DGÕQÕQ� QH�
RODFD÷ÕGÕU��(÷HU�\HQL�NDWHJRUL\L�EDVLW�YH�NROD\�DQODúÕOÕU�V|]OHUOH�WDQÕPODPD]VDQÕ]��EDúDUÕ�
kazanPDVÕ� SHN�P�PN�Q� ROPD]. ùHNLOOHULQ� LúOHYOHUL� L]OHPHVL� JLEL��PDUND� DGODUÕ� GD� GDO�
DGODUÕQÕQ izlerler. Bir kere kategori için basit bir ad bulduktan sonra,� DWÕODFDN� LNLQFL�
DGÕP�� R� NDWHJRULQLQ� |QHPLQL� YXUJXOD\DFDN� EHQ]HUVL]� YH� D\ÕUÕFÕ� ELU� LVLP� EXOPDNWÕU��
Burada� DOWÕ� oL]LOPHVL� JHUHNHQ�� PDUND� DGÕQD� NDWHJRULQLQ� DGÕQÕ� NDWPD\D� oDOÕúPDQÕQ�
JHUHNVL]�ROGX÷XGXU��+HU�DG��NHQGL�EDúÕQD�D\DNWD�GXUDELOPHOL��VDGHFH�NDYUDPVDO�ILNLU�LOH�
ED÷ODQWÕOÕ� ROPDOÕ� YH� V|]OHULQ� \LQHOHQPHVL� ROPDPDOÕGÕU�� øú� PDUND� DGODQGÕUPD\D�
JHOGL÷LQGH��V|]F�NOHU��VLPJHOHU�YH�KDUIOHU�VRQ�GHUHFH�GH÷HU�ND]DQÕU��<LQHOHQPLú�NDWHJRUL�
DGODUÕ� X÷UXQD� RQODUÕ� ERúD� KDUFDPDN� LVWHPH]VLQL]�� $\QÕ� úHNOLGH�� NÕVD� ELU� V|]F�N�
NXOODQPDN�YDUNHQ��X]XQ�ELULQL�VHoPH\L�GH�WHUFLK�HWPHPHOLVLQL]��(Q�J�]HO�PDUND�DGODUÕ�
NÕVD��|]J�Q�YH�D\ÕUÕFÕ�QLWHOLNWH�RODQODUGÕU��5ROH[��.Rdak, Tide, Crest, Nike, Sany, Aleve, 

Coors, DelI, Google, Ford, Lexus, Hertz, Intel, Linux, Palm, Visa, Xerox, Yahoo!, Zara 

EXQODUGDQ�VDGHFH�ELUNDoÕ��Ries ve Ries, 2005: 213). 

 

2.17.2. KRQXPODQGÕUPD 

øúOHWPH�� KDQJL� SD]DU� E|O�P�QH� JLUHFH÷LQL� VHoWLNWHQ� VRQUD�� EX� E|O�POHUGHQ�
hangisine konumlaQDFD÷ÕQD�NDUDU�YHUPHOLGLU��hU�Q�Q�NRQXPX��UDNLS��U�QOHUOH�ED÷ODQWÕOÕ�
olarak, tüketicinin zihninGH� �U�Q�Q� \HUOHúWL÷L� \HUGLU�� (÷HU� ELU� �U�Q� SD]DUGDNL� GL÷HU�
�U�QOHULQ�D\QÕVÕ�RODUDN�DOJÕODQÕUVD, tüketicinin EX��U�Q��DOPDVÕ�LoLQ�KLoELU�QHden yoktur. 

3D]DU�NRQXPODQGÕUPD��UDNLS��U�QOHUH�ED÷OÕ�RODUDN��U�Q�LoLQ��DoÕN��IDUN edilir ve istenen 

ELU�NRQXPX�KHGHI�NLWOHQLQ�]LKQLQH�\HUOHúWLUPHNWLU��%X�\�]GHQ�SD]DUODPDFÕODU���U�QOHULQL�
rakip ürünlerGHQ� D\ÕUDQ ve pazarda büyük bir sWUDWHMLN� DYDQWDM� VD÷OD\DQ�
NRQXPODQGÕUPD\Õ� SODQODPDNWDGÕUODU� (.RFDEDú� YH� (OGHQ� YH� Çelebi, 1999: 52). Bu 

planlama süreci sonucunda mDUNDQÕQ�VDGHFH�YDUOÕ÷ÕQÕ�V�Udürebilmesi için pazara uygun 

ELU� úHNLOGH� NRQXPODQGÕUÕOPDVÕ� JHUHNLU�� .LPOLN� EDNÕú� DoÕVÕQGDQ�� NRQXPODQGÕUPD� ELU�
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dayaQDN�QRNWDVÕGÕU�� úLUNHWLQ���U�Q�Q ya da verilen hizmetin sözlü ya GD�J|UVHO� LOHWLúLP�
WRQXQX�EHOLUOHU��.RQXPODQGÕUPD�� LOHULGH�NLPOL÷L�\DUDWPDN�LoLQ�\DUDWÕFÕ�J|U�úH�GD\DQDN�
RODFDN� WDNWLN� SURMHVLQL� VXQDU�� .RQXPODQGÕUPD� D\QÕ� ]DPDQGD� KHGHI� NLWOH\H� �U�Q�Q��
VHUYLVLQ�YH� úLUNHWLQ�QH\OH� LOJLOL� ROGX÷X�KDNNÕQGD� DoÕN�ELU�PHVDM� YHULU��.RQXPODQGÕUPD�
IDUNOÕ�LQVDQODUD�IDUNOÕ�úH\OHU�LIDGH�HWVH�GH��EL]�RQX�SD]DUOD�LOLúNLVL�RODQ�D\UÕ�ELOHúHQOHULQ�
WRSODPÕ-GR÷UXGDQ� YH\D� GROD\OÕ� UDNLSOHU� RODUDN� WDQÕPOÕ\RUX]��%X� ELOHúHQOHU� WHNOLI� WRnu, 

IL\DW� QRNWDODUÕ�� KHGHI� SD]DUODU�� UDNLS� X\JXODPDODU�� úLUNHW� LOLúNLOHUL�� KHGHI� NLWOHOHU�� NLOLW�
|]HOOLNOHU� YH� \DUDUODU�� KHGHI� NLWOH� PHVDMODPD� PDWULVL�� LOHWLúLP� QLWHOLNOHUL�� |]� YDUOÕN��
NRQXPODQGÕUma ifadesi, kimlLN� DPDoODUÕ� YH� WHNQLN� SDUDPHWUHOHUGHQ� ROXúXU (Perry ve 

Wisnom, 2004: 18-19)��.RQXPODQGÕUPD�EX�SDUDPHWUHOHUGHQ�ELUL ya GD�HQ�ID]OD�ELUNDoÕ�
üzerine kurulur. Mesela; %LU�0HUFHGHV�VDKLEL�ROPDN�GHQLOLQFH�DNOÕQÕ]D�QH�JHOL\RU"�7LSLN�
ELU� RWRPRELO� DOÕFÕVÕQÕQ� ]LKQLQL� DoÕS� EDNPD� LPNDQÕQÕ]� ROVD\GÕ�� �SUHVWLM�� NHOLPHVLQLQ�
PDUND\Õ� WHPVLO� HWPH\H� oRN� \DNÕQ� ROGX÷XQX� J|U�UG�Q�]�� $oÕNoDVÕ�� VL]H� GH�0HUFHdes-

%HQ]� PDUNDVÕ� SUHVWLML� oD÷UÕúWÕUPÕ\RU� PX"� dR÷X� LQVDQ� LoLQ� |\OH�� 3DKDOÕ�� $OPDQ�� L\L�
taVDUODQPÕú� YH� J�YHQLOLU� GH� PDUNDQÕQ� oD÷UÕúÕPODUÕ� DUDVÕQGD� DPD� DVÕO� IDUNOÕODúPD\Õ�
VD÷OD\DQ�� SUHVWLM�� /DPERUJKLQL’ ler SDKDOÕGÕU�� $XGL¶OHU� $OPDQ�� +RQGD¶lar iyi 

WDVDUODQPÕúWÕU� YH� 7R\RWD’ lar güvenili rdir ancak EX� PDUNDODUÕQ� KLoELUL� 0HUFHGHV
in 

SUHVWLMLQL� WDúÕPD]ODU�� %LU� PDUND� LQúD� HWPHN� LVWL\RUVDQÕ]�� PDUNDODPD� oDEDODUÕQÕ]Õ��
muhtemel tüketicilerinizin zihninde bir kelimeye saKLS�ROPD\D�RGDNODPDOÕVÕQÕ]��%DúND�
kimsenin sahip olmaGÕ÷Õ�ELU�NHOLPH\H��3UHVWLM��0HUFHGHV�LoLQ�QH�LVH��güvenlik de Volvo 

için öyledir. 9ROYR� RWRPRELO� DOÕFÕODUÕQÕQ� ]LKQLQGHNL� ³J�venlik” kelimesinin sahibidir. 

Bunun bir sonucu olarak da , gHoWL÷LPL]�RQ�\ÕOGD�$PHULND¶GD�HQ�oRN�VDWDQ�O�NV�$YUXSD�
DUDED� PDUNDVÕGÕU�� %LU� NH]� ELU� PDUND� ELU� NHOLPH\H� VDKLS� ROGX mu, rakibin kelimeyi o 

markadan söküp almasÕ� QHUHGH\VH� LPNDQVÕ]GÕU�� 9ROYR
dan daha güvenli bir otomobil 

üretebili r misiQL]"�0XKWHPHOHQ�\DSDELOLUVLQL]��$UDODUÕQGD�6DDE�YH�0HUFHGHV-Benz'in de 

EXOXQGX÷X�SHN�oRN�PDUND�úLPGLGHQ�EXQX�JHUoHNOHúWLUGLNOHULQL�LGGLD�HGL\RU��3HNL�EDúND�
bir marka tüketicinin zihnindeki “güvenli ”  kelimesine sahip olabili r mi? Muhtemelen 

KD\ÕU��%LU�%09¶\H�VDKLS�ROPDN�GHQLOLQFH�DNOÕQÕ]D�QH�JHOL\RU"�=HYN�LoLQ�V�UHFH÷LQL]�ELU�
DUDED��1LKDL�V�U�ú�PDNLQHVL��%0:��]LKLQOHUGH�³V�U�ú��NHOLPHVLQLQ�VDKLELGLU��9H�VRQXo�
olarak, BMW, Amerika' GD� LNLQFL�HQ�oRN�VDWÕODQ� O�NV�$vrupa�DUDEDVÕGÕU� (Al ve Laura, 

2005: 42)�� *|U�OG�÷�� JLEL� PDUNDODúPD� PDVD EDúÕQGD� ELUNDo� LOHWLúLP� VWUDWHMLVL\OH�
\DSÕODELOHFHN� EDVLW� ELU� ROXúXP� GH÷LOGLU�� 0DUNDODúPD, içinde birden çok stratejinin 

E�W�QO�N�LoLQGH�EXOXQGX÷X�NDUPD�ELU�VLVWHPLQ�VRQXFXGXU�� 
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2.17.3. FDUNOÕODúPD 

)DUNOÕODúPD��X\JXQOXN��LWLEDU�YH�WDQÕGÕNOÕN��PDUND�LQúD�Htme sürecinin dört temel 

EDVDPD÷Õ�YH�JHQHOOLNOH�EX�VÕUD� LOH�ROXúX\RUODU� )DUNOÕODúPD��PDUNDQÕQ�GL÷HUOHULQGHQ�QH�
GHQOL� D\UÕúWÕ÷ÕQÕQ�� X\JXQOXN��PDUNDQÕQ�NLúL\H�QH� GHQOL� KLWDS� HWWL÷LQLQ�� LWLEDU��PDUNDQÕQ�
insanlarca ne denli üstün göU�OG�÷�Q�Q� YH� WDQÕGÕNOÕN� GD�PDUNDQÕQ� W�NHWLFL\H� QH� GHQOL�
\DNÕQ�JHOGL÷LQLQ��W�NHWLFLQLQ�KD\DWÕQGD�QH�GHQOL�LIDGH�HWWL÷LQLQ�|Oo�V�G�U��Bu dört temel 

EDVDPD÷ÕQ� �IDUNOÕODúPD�� X\JXQOXN�� LWLEDU� YH� WDQÕGÕNOÕN�� ELUELUL\OH� LOLúNL� LoLQGHGLUOHU��
)DUNOÕODúPD� YH� X\JXQOXN,� ELUOLNWH� PDUNDQÕQ� E�\�PH ya da gelecek potansiyelini 

J|VWHUL\RUODU�� )DUNOÕODúPD� YH� X\JXQOX÷X� ELU� DUDGD� HOH� DODUDN� ELU� \HQL� GH÷LúNHQ�
\DUDWÕODELOLU��0DUND� FDQOÕOÕ÷Õ�PDUNDQÕQ� E�\�PH� SRWDQVL\HOLGLU�� øWLEDU� YH� WDQÕGÕNOÕ÷Õ� ELU�
DUDGD� HOH� DODUDN� GD�PDUND� HQGDPÕQÕ�� \DQL�PDUNDQÕQ� EX� J�QN�� J�F�Q�� GH� J|UHELOLUL]��
)DUNOÕODúPD�PDUNDQÕQ�YDU�ROPD�QHGHQLQL�EHOLUOHU��)DUNOÕODúPD�ROPDGDQ�\HQL�P�úWHULOHUL�
oHNPH\H�RODQDN�\RNWXU��d�QN��H÷HU�IDUNÕQÕ]�\RNVD�NLPVHQLQ�NHQGL�VDWÕQ�DOPDNWD�ROGX÷X�
PDUND\Õ� EÕUDNÕS� VL]H� \|QHOPHVL� LoLQ� GH� ELU� QHGHQ� \RN� GHPHNWLU��%HONL� GH� HQ� |QHPOLVL�
IDUNOÕODúPD��ELU�PDUNDQÕQ�IL\DWÕQÕ�JHUHNoHOHU��dDYDú����������0DUND�EDúDUÕVÕQÕQ�ROPD]VD�
ROPD]� NRúXOX� IDUNOÕODúPD\Õ� KDUHNHWH� JHoLUPHNWLU�� )DUNOÕODúPD�� 6WHSKHQ� .LQJ
Ln 

WDQÕPODGÕ÷Õ� JLEL� 
W�NHWLFLQLQ� ]Lhninde bir aODPGD� WHNHOOHúPH
GLU��0DUNDQÕQ� GH÷HUL� WDP�
RODUDN� EX� GL]JHGHQ� HOGH� HGLOLU� YH� EX� GH÷HULQ� W�P�� W�NHWLFLQLQ� |GHPH\H� KD]ÕU� ROGX÷X�
IL\DWD�\DQVÕU�(Bartle, 2001: 32). gQHPOL�RODQ�QRNWD�úXGXU��H÷HU�KHGHI�NLWOHQL]LQ�ELU�IDUNÕ�
YH\D�GH÷LúLNOL÷L�\DNDODPDVÕQÕ�JHUoHNWHQ�LVWL\RUVDQÕ]��EXQD�EHONL�GH�EL]LP�GR÷DO�RODUDN�
\HWHUOL�J|UG�÷�P�]GHQ�GDKD�DoÕN�ELU�ELoLPGH�LúDUHW�HGLOPHVL�JHUHNLU��.ÕVDFDVÕ��ELU�ILNLU�
EXOPDN�D\UÕ�ELU�úH\GLU��EXQX�IDUNOÕOÕN� ILNULQL�JHUoHNWHQ�J�den bir biçimde ifade etmek 

oRN�GDKD�D\UÕ�ELU� úH\GLU��'ROD\ÕVÕ\OD�� JHOLúWLUPHPL]�JHUHNHQ�|]HOOLNOHUGHQ�ELUL�� oDUSÕFÕ�
IDUNOÕODúWÕUPD\D� \|QHOLN� LúWDKÕ� LWHOHPHN� RODFDNWÕU� (Morgan, 2006: 45). Öte yandan 

IDUNOÕODúPD��GH÷HULQ�\DUDWÕOGÕ÷Õ�QRNWDGÕU��0�úWHrilere, rakip ürünler yerine, neden sizin 

�U�Q�Q�]�� VDWÕQ� DOPDODUÕ� JHUHNWL÷L� \|Q�QGH� DoÕN� ELU� PHVDM� LOHWPHNWLU�� )DUNOÕODúPDQÕQ�
DUNDVÕQGDNL�\|QOHQGLULFL�IHOVHIH��P�úWHULOHULQ�D\QÕOÕ÷Õ�VDOÕQ�DOPDGÕ÷Õ�LQDQFÕGÕU��0DO�V|]�
NRQXVX�ROGX÷XQGD�ELOH��W�NHWLFLOHU�KDQJLVL�HQ�XFX]�LVH��PDOÕ�RQa J|UH�IDUNOÕODúWÕUDFDNWÕU���
FarkOÕODúPD�� VL]i� V�U�GHQ� D\ÕUDQGÕU�� 0DUNDQÕ]Õ� IDUNOÕODúWÕUDELOPHN için üç temel yol 

bulunur (Zyman ve Brott, 2004: 75-76): 

Daha ID]ODVÕQD�NDUúÕOÕN�GDKD� ID]ODVÕ:�0HYFXW�YH�P�VWDNEHO�P�úWHULOHULQL]H��ELU�
ödül kaUúÕOÕ÷ÕQGD��RQODUD�EDúND�\HUOHUGHQ�DODELOHFHNOHULQGHQ�GDKD�ID]ODVÕQÕ�YHUHFH÷LQL]L�
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V|\OHUVLQL]�� %X�� G�Q\DQÕQ� HQ� E�\�N� PDUNDODUÕQÕQ� -Coca-&ROD
QÕQ�� H%D\V
Ln, 

0F'RQDOG
V
ÕQ-� \DNODúÕPÕGÕU�� %X� LQVDQODU� ú|\OH� GHU�� �(YHW�� ELUD]� GDKD� ID]OD�
ödeyeceksiniz ama dahD� ID]ODVÕQÕ� GD� DODFDNVÕQÕ]�� \DOQÕ]FD� �U�Q� GH÷LO�� ND]DQFÕQÕ]�
olacak."  

'DKD� ID]OD�NLPL�]DPDQ�NDQÕWODPDVÕ�]RU�ELU� LIDGH�RODELOLU��hU�ne ya da hizmete 

ED÷OÕ�RODUDN���GDKD�ID]OD���QLFHOLN��KL]PHW��KÕ]��QLWHOLN ya GD�W�NHWLFL� LoLQ�|QHP�WDúÕ\DQ�
EDúND�ELU�HWPHQL�LIDGH�HGHELOLU��$QFDN�GDKD�ID]OD\Õ�QDVÕO�WDQÕPODUVDQÕ]�WDQÕPOD\ÕQ��EXQX�
VXQPDN�WHN�EDúÕQD�\HWHUOL�GH÷LOGLU��%X�PHVDMÕ�W�NHWLFLOHUH�LOHWPHN�]RUXQGDVÕQÕ]GÕU�\RNVD�
ERúXQD� ]DPDQ�ND\EHGHUVLQL]��%LUoRN� úLUNHW�� VÕQÕIODUÕQGDNL� HQ�NDOLWHOL� �U�QOHUL� �UHWLUOHU��
en iyi üretim süreçlerine�VDKLSWLUOHU��HQ�\�NVHN�NDOLWHGHNL�PDO]HPHOHUL�NXOODQÕUODU��$PD�
bunu tüketicilerine hiç söylemezler. 

'DKD�D]Õ�NDUúÕOÕ÷ÕQGD�GDKD� ID]ODVÕ��%X�VÕQÕIWDNL� úLUNHWOHU� ú|\OH�GHU� �%DNÕQ��EL]�
VL]H� GDKD� ID]ODVÕQÕ� YHUHFH÷L]� DPD� XOXVDO� ELU� PDUND\D� |GHGL÷LQL]GHQ� GDha azÕQÕ�
ödeyeceksiniz." Bu, ma÷D]D� PDUNDODUÕ� YH� WLFDUL� PDUNDVÕ� ROPD\DQ� ��özel etiket 

PDUNDODUÕ�� GHGL÷LPL]�� �U�QOHU� LoLQ� \DSÕODQ� ELU� úH\GLU�� 8OXVDO� PDUNDQÕQ� NXOODQGÕ÷Õ�
imJHOHULQ� oR÷XQX� -J|U�Q�ú��� \DUDWWÕ÷Õ� KLVVL�� ER\XWX�� ELoLPL� YH� UHQJL� GH� GDKLO� ROPDN�
üzere- kuOODQÕUODU�� $QFDN� SD]DUODPD�� LúOHWLP� YH� GD÷ÕWÕP� PDOL\HWOHUL� GDKD� G�ú�NW�U��
W�NHWLFLOHULQ�NDUúÕVÕQD�oÕNDUGÕNODUÕ�NRQXPODUÕ�GD�EXGXU��� 

'DKD� D]Õ� NDUúÕOÕ÷ÕQGD� GDKD� D]Õ�� %X� VÕQÕIWDNL� úLUNHWOHU� DVOÕQGD� NLPVH\H� SHN� ELU�
úH\�V|\OHPH]��<DUDWPD\D�oDOÕúWÕNODUÕ�L]OHnim, ötekiler kadar iyi ancak daha ucuz ürünler 

YH� KL]PHWOHU� VXQGXNODUÕGÕU�� %XQODU� WLFDUL� PDUNDVÕ� ROPD\DQ� �U�QOHUGLU�� HWLNHWlerinde 

"Yiyecek" ya GD� �%LUD�� JLEL� LIDGHOHU� EXOXQXU��%LU� DoÕGDQ��PD÷D]D�PDUNDODUÕ� YH� XOXVDO�
mDUNDODU� LOH� \DOQÕ]FD� IL\DW�NRQXsunda rekaEHW�HGHUOHU��.DOLWH�V|]�NRQXVX�ELOH�GH÷LOGLU��
$VOÕQGD�W�NHWLFLOHU�EX��U�QOHULQ�GDKD�D]�NDOLWHOL�ROPDVÕQÕ�EHNOHUOHU�� 

0DUNDODQGÕUPDQÕQ�VÕN�VÕN�J|]GHQ�NDoÕUÕODQ�ELU�\DQÕ�GD�DPEDODMGÕU��+HUNHVOH�D\QÕ�
ROXQDFDN� ]DPDQ� YDUGÕU�� KHUNHVWHQ� IDUNOÕ� ROXQDFDN� ]DPDQ� GD� YDUGÕU�� <HUOHúLN� ELU�
NDWHJRULQLQ� J�oO�� øNL�1XPDUDVÕ� ROPD\D� NDONÕúWÕ÷ÕQÕ]GD�� DPEDODMÕQÕ]� �UHQN� ELUOHúLPLQL]�
GH÷LO�� OLGHUL� oD÷UÕúWÕUDFDN� úHNLOGH� ROPDOÕGÕU�� 3HSVL-&ROD� NXWXODUÕ� DOWÕOÕ� YH� RQ� LNLOL�
ambalajlara sunulur ve böylelikle tüketicilerde Coca-Cola ile ayÕQ� NDWHJRULGH� ROGX÷X�
oD÷UÕúÕPÕQÕ� \DUDWÕU�� øú� \HQL� ELU� NDWHJRUL� ROXúWXUPD\D� JHOGL÷LQGH� DUWÕN� IDUNOÕOÕN� ]DPDQÕ�
demektir. Her bar ya GD�UHVWRUDQGD�KHPHQ�KHPHQ�KHU�LoHFHN�D\QÕ�ER\XWODUGDNL�NXWX�YH�
úLúHOHUGH�JHOLU��<HQL�ELU�NDWHJRUL�RODUDN�HQHUML� LoHFHNOHULQLQ� IDUNOÕ�ROPDODUÕ�JHUHNLU��%X�
\�]GHQ�5HG�%XOO��GDKD�N�o�N�NXWXOXGXU��.�o�N�NXWXOXODU��5HG�%XOO¶XQ�W�NHWLFL�DOJÕVÕQD�
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Coca-Cola, Budweiser ya da � 6SULWH¶GHQ� IDUNOÕ� ELU� NDWHJRUL� ROGX÷X� úHNOLQGH� \HUOHúLU��
'DKDVÕ�� N�o�N� ER\XWODU� LoLQGHNL� HQHUML� YH� FDQODQGÕUÕFÕOÕ÷ÕQ�� E�\�NOHUGHQ� ID]OD� ROGX÷X�
L]OHQLPL�GH�\DUDWÕOÕU�(Ries ve Ries, 2005: 213-214). )DUNOÕ�ROPDN��DQFDN�P�úWHULOHULQL]�
IDUNOÕOÕNODUÕ� JHUoHNWHQ�XPXUVX\RUVD� LúH� \DUDU��gUQH÷LQ�'RPLQR
V�3L]]D
QÕQ� VXQGX÷X�HQ�
E�\�N� IDUNOÕOÕN� KÕ]OÕ� VHUYLVWL�� dRFXNODUÕQ� NDUQÕQÕ� GR\XUPDN� LoLQ� NRúWXUX\RUVDQÕ] ve 

\HPHN�KD]ÕUOD\DFDN�YDNWLQL]�NDOPDGÕ\VD��DFLO� LKWL\DFÕQÕ]Õ�NDUúÕOD\DFDN�ELU�SL]]D\Õ�RWX]�
dakika içinde alabili rdiniz. Domino'V��JHUoHNWHQ�RWX]�GDNLNDGD�SL]]D�VHUYLV�HGHELOHFH÷L�
HVDVÕQD�GD\DQDUDN� LúLQL�G�Q\D� oDSÕQGD�JHOLúWLUGL��$VOÕQGD��'RPLQR
V� SL]]D� VDWPÕ\RUGX��
ELU� o|]�P� VDWÕ\RUGX�� �øúte size zaman sorununuzlD� EDú edecek bir yiyecek." Ancak 

]DPDQ�VRUXQ�ROPDGÕ÷ÕQGD��NDOLWH�YH��U�Q�NRQXPODQGÕUPDVÕQD�J|UH�NDSÕODU�3DSD�-RKQ
�V�
LoLQ�DoÕOÕ\RUGX��*|U�Q�úH�J|UH��ELUoRN�NLúL�NDOLWH\L��KÕ]D�WHUFLK�HGL\RUGX�YH�3DSD�-RKQ
V��
Domino's' XQ� LúLQLQ� E�\�N� E|O�P�Q�� HOLQGHQ� DOPÕúWÕ�� %XJ�Q� 'RPLQR
s hala 

NRQXPODQGÕUPDVÕQÕ�� QDVÕO� GDKD� oRN� LQVDQÕQ� LKWL\Do� GX\DELOHFH÷L� ELU� ELoLPGH�
GH÷LúWLUHFH÷LQL�EXOPD\D�oDOÕúÕ\RU�( Zyman ve Brott, 2004: 78). 

 

2.17.4. FDUNÕQGDOÕN 

 %DúDUÕOÕ� ELU� PDUND� ROXúWXUPDN� ]DPDQ�� V�UHNOL� oaba, inanç, para ve istikrar 

geUHNWLULU��9H� NÕVD� G|QHPOL� EDVNÕODUÕQ� GD� �VW�QH� oÕNÕOPDVÕ� JHUHNLU�� (Q� Jüçlü markalar 

NDOÕFÕGÕU� YH� PDUNDODUGD� NDOÕFÕOÕ÷Õ� \DUDWPDQÕQ� HQ� L\L� \ROX� UHNODPGÕU�� 5HNODP� L\L�
kuOODQÕOGÕ÷ÕQGD�E�\�O��ELU�HWNL�\DUDWÕU��$PD�PXFL]HOHU�\DUDWDPD]��ø\L�ELU��U�Q�Rlmadan 

EDúDUÕOÕ�ELU�PDUND�\DUDWmDN�RODQDNVÕ]GÕU��%LOO�%HUQEDFK�³kötü bir ürünü, iyi reklamdan 

GDKD� oDEXN� |OG�UHFHN� ELU� úH\� \RNWXU” � GHPLúWL�� DPD� L\L� ELU� �U�Q� RUWD\D� oÕNWÕ÷ÕQGD��
faUNÕQGDOÕ÷Õ�� KHGHIH� XODúWÕUPD\Õ�� GX\JXVDO� WLWUHúLPOHUL� \DUDWPD\Õ� YH� HQ� L\L� �U�Q�Q� ELOH�
RQVX]� ROPD\DFD÷Õ� NDOÕFÕ� IDUOÕODúWÕUPD\Õ� HQ� L\L� VD÷OD\DFDN� RODQ� GD� UHNODPGÕU (Bartle, 

2001: 41)�� )DUNÕQGDOÕN� VD÷ODQGÕNWDQ� VRQUD�� � ³)DUNÕQGDOÕN� NUDOGÕU�� LQVDQODUÕQ� EXQX�
bilGL÷LQL� YDUVD\ÕQ�� LONHVL� �)DUNÕQGDOÕN� JHUHNVL]GLU�� R� \�]GHQ� DúÕUÕ� LOHWLúLP� NXUXQ�D�
G|Q�ú�U�� 5HNODP� úLUNHWOHULQLQ� G�úW�÷�� HQ� E�\�N� KDtalardan biri, kendileri ne 

V|\OHQGL÷LQL ya da  stratejinin ne olGX÷XQX� DQOÕ\RUVD�� W�NHWLFLQLQ� GH� DQOD\DFD÷ÕQÕ�
YDUVD\PDODUÕGÕU�� %LU� GL÷HU� E�\�N� KDWD� LVH�� LVLP� ELOLQLUOL÷LQin ve tüketicinin 

IDUNÕQGDOÕ÷ÕQÕQ � VLKLUOL� ELU� ELoLPGH� VDWÕúD� G|Q�úHFH÷LQL� WDVDYYXU� HWPHNWLU�� ùLUNHWOHU�
isimlerini futboO�VWDG\XPODUÕ��]HULQH�NR\PDN��SDNHWOHPH\L�JHOLúWLUPHN��WHOHYL]\RQGD�YH�
radyoda beli rli bLU�]DPDQ�GLOLPLQL�VDOÕQ�DOPDN�YV��LoLQ�PLO\RQODUFD�GRODU�KDUFDU��VRQUD�GD�
RWXUXS� ELU� úH\OHULQ� ROPDVÕQÕ� EHNOHUOHU�� $QFDN� JHUoHNte tüketiciler o kadar da zeki 



 97 

GH÷LOGLU�� 2QODUD� QH� \DSWÕ÷ÕQÕ]Õ�� QHGHQ� \DSWÕ÷ÕQÕ]Õ�� QHGHQ� �U�Q�Q�]�� VDWÕQ� DOPDODUÕ�
JHUHNWL÷LQL� WDP�RODUDN� DQODWPD]VDQÕ]�� VL]L� \RN� VD\DUODU� YH� F�]GDQODUÕQÕ� �YH� NDOSOHULQL��
DOÕS�NHQGLOHULQH�EXQODUÕ�DQODWDFDN�EDúND�ELULQH�giderler (Zyman ve Brott, 2004: 44). 

 
2.17.5. Bili nir li k 

0DUND�ELOLQLUOL÷L��øQVDQODUÕQ��U�Q�KDNNÕQGD�ELOJLVLQLQ�ROPDVÕGÕU��0DUND�ELOLQLUOL÷L�
PDUND�WHUFLKL��PDUND�WHUFLKL�GH�PDUND�ÕVUDUFÕOÕ÷Õ�VD÷OD\DELOLU��0DUND�WHUFLKL�� øQVDQODUÕQ�
PDUND\Õ� �PDUND� �U�QOHUL�� DOPDODUÕ iken, “0DUND� ÕVUDUFÕOÕ÷Õ��<�NVHN�PDUND� ED÷ÕPOÕOÕ÷Õ�
|UJ�W�LoLQ�L\LGLU��d�QN��SD]DUODPD�JLGHUOHULQL�G�ú�U�U�YH�GD÷ÕWÕPFÕODUOD�RODQ�SD]DUOÕ÷ÕQ�
GDKD�EDúDUÕOÕ�ELU�úHNLOGH�VRQXoODQPDVÕQÕ�VD÷ODU��gUQH÷LQ��SD]DUGDNL�DOJÕODQDQ��U�Q�Q�YH�
PDUND�NDOLWHVLQLQ�\�NVHN�ROPDVÕ���UHWLFLQLQ�YH�SD]DUODPDFÕQÕQ�JHWLULVLQL�GH�\�NVHOWLU�NL��
bu da yeni ürün suQXPODUÕ� LoLQ�oRN�|QHPOLGLU� (Bozkurt, 2006: 51).´�%X�ED÷ODPGD� WHN�
EDúÕQD�PDUND�ELOLQLUOL÷L�ELU�DQODP�LIDGH�HWPHPHNWHGLU��7�NHWLFL�WHUFLKL�YH�VRQUDVÕQGD�GD�
marka tercihi, PDUND� ED÷ÕPOÕOÕ÷Õ� V�UHFLQL� RUWD\D� NR\DQ� DúDPDODUÕQGDQ� ELULGLU�� 0DUND�
ELOLQLUOL÷LQLQ�QLKDL�VRQXFX�PDUND�ED÷OÕOÕ÷Õ�ROPDOÕGÕU� 
 

2.17.6. TDQÕQÕUOÕk 

3D]DUODPDFÕODU���U�Q�VDWÕQ�DOPD\OD�PDUND�VDWÕQ�DOPD\Õ ya da �PDUND�ROXúWXUPD�
V�UHoOHULQL�Hú�úH\OHUPLú�JLEL�DOJÕODUODU��2\VD�PDUND�LQúD�HWPH�V�UHFL�WDPDPÕ\OD�EDúND�ELU�
úH\GLU��gQFH�PDUNDQÕQ�IDUNOÕODúPDVÕ\OD��GDKD�VRQUD�W�NHWLFLOHU� WDUDIÕQGDQ�EX�IDUNOÕOÕ÷Õn 

uygun bulunmDVÕ\OD�� GDKD� VRQUD� PDUNDQÕQ� LWLEDU� ND]DQPDVÕ\OD� YH� QLKD\HW� PDUNDQÕQ�
WDQÕGÕN� ELU marka haline gelmesiyle ilerleyen bir süreç bu. Yani esas olarak özelden 

JHQHOH� X]DQDQ� YH� KHU� DúDPDVÕQGD� PDUND\Õ� W�NHWLFLQLQ� ]LKQLQGH� GDKD� E�\�N� ELU� \HUH�
\HUOHúWLUHQ� ELU� V�UHo� EX� �dDYDú,� ��� ����� 8\JXQ� ELU� IDUNOÕODúPD� YH� LWLEDU� \DUDWPDGDQ�
XODúPDVÕ� ]RU�� <DQL� NÕVDFDVÕ� \DOQÕ]FD� PHG\D� D÷ÕUOÕ÷ÕQÕQ� ELU� VRQXFX� RODPD]� WDQÕGÕNOÕN��
.D]DQÕOPDVÕ� JHUHNHQ� ELU� GH÷HU�� VDWÕQ� DOÕQDELOHFHN� ELU� GH÷HU� GH÷il . Bunu biraz açmak 

gerekirse, tDQÕGÕNOÕNOD� IDUNÕQGDOÕN�D\QÕ�úH\�GH÷ildir.�0DUND�IDUNÕQGDOÕ÷Õ� WHN�ER\XWOX�ELU�
GH÷LúNHQ��EXQD�ELU�úH\�GDKD�NDWPDN�P�PN�Q��X\DUÕVÕ]�IDUNÕQGDOÕ÷Õ |OoPHN��DUGÕQGDQ�GD�
X\DUÕOÕ IDUNÕQGDOÕ÷Õ� |OoPHN�� $PD� R� NDGDU�� %LU� PDUNDQÕQ yak farNÕQGDGÕU� LQVDQ ya da  

GH÷ildir. 7DQÕGÕNOÕN� LVH�� çok boyutOX� ELU� GH÷LúNHQ�� øQVDQODUÕQ yedili bir skalad a 

WDQÕPODGÕ÷Õ� YH� W�NHWLFL\H� GR÷UXGDQ� GR÷UX\D� VRUXODQ� ELU� |Oo�� EX�� (OGH� HGLOHQ� VRQXoODU�
úXQX� RUWD\D� NR\X\RU�� 7DQÕGÕNOÕ÷ÕQ� �� ROPDVÕ� GXUXPXQGD� NLúLOHU� R� PDUNDQÕQ� IDUNÕQGD�
GH÷LOler.�7DQÕGÕNOÕ÷ÕQ��� ROPDVÕ GXUXPXQGD�� DQFDN� IDUNÕQGDODU�YH�EX� WHPHO� IDUNÕQGDOÕN��
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7DQÕGÕNOÕ÷ÕQ� �� ROPDVÕ� GXUXPXQGD� DQFDN� WHPHO� LPDM� LOLúNLOHQGLUPHOHUL� EDúOÕ\RU�� %LU�
PDUNDGDQ�V|]�HWWL÷LQL]�]DPDQ� LQVDQODUÕQ�]LKQLQGH�ELU� úH\OHUH� WHNDE�O� HWPH\H�EDúOÕ\RU��
7DQÕGÕNOÕ÷ÕQ� �� ROPDVÕ� GXUXPXQGD� NLúLOHU� PDUNDQÕQ� WDP� RODUDN� QH\L� LIDGH� HWWL÷LQL�
DQOÕ\RUODU�� �� \DQL� WRS� VFRUH� VHYL\HVLQGH� DUWÕN� ELU� HPSDWL� YDU�� <DQL� VL]� KLoELU� X\DUÕ�
\DSPDGDQ� ELU� PDUNDGDQ� V|]� HWWL÷LQL]GH� LQVDQODUÕQ� ]LKQLQGH� JD\HW� QHW� ELU� oD÷UÕúÕP�
kümesini hareketH�JHoLUL\RU��%LU�|UQHN�YHUHFHN�ROXUVDN��|UQH÷LQ��DNOÕPÕ]D�JHOHQ�ülkeleri 

VD\ÕQ�GHsem muhtemelen Zimbabwe'yi sayPD]VÕQÕ]��$PD�VL]H�ELU�OLVWH�KDOLQGH�YHUVHP�
=LPEDEZH
QLQ� ELU� �ONH� ROGX÷XQX� V|\OHUVLQL]�� <DQL� VL]i baz aOÕUVDN� =LPEDEZH
QLQ�
X\DUÕVÕ]� IDUNÕQGDOÕ÷Õ� VÕIÕU�� X\DUÕOÕ IDUNÕQGÕOÕ÷Õ� \�]G�U�� 6L]� =LPEDEZH� GL\H� ELU� �ONH� RO-
GX÷XQXQ� IDUNÕQGDVÕQÕ]GÕU�� $QFDN� H÷HU� NHQGLQL]� JLGLS� J|rmHPLúVHQL] ya da  çok 

\DNÕQÕQÕ]GD� ELU� NLúL� =LPEDEwe'yi ziyaret edip size anODWPDPÕúVD�� =LPEDEZH� VL]LQ�
]LKQLQL]GH� ELU� úH\� X\DQGÕUmaz�� <DQL� VL]LQ� LoLQ� WDQÕGÕN� GH÷LOGLU�� øúWH� WDQÕGÕNOÕN� LOH�
IDUNÕQGDOÕ÷ÕQ�IDUNÕ�EX �dDYDú, 6: 26). Marka, önce farkÕQD�YDUÕOÕU�VRQUD�WDQÕQÕU��7DQÕPa 

markaQÕQ� IDUNÕQD� YDUÕOPD� KDWWD� KHGHI� NLWOH� WDUDIÕQGDQ� NRQXPX\OD�� NDWHJRULVL\OH�
DOJÕODQPÕú demektir. Bu anlamda |QHPOL�RODQ�WDQÕQPDNWÕU��)DUNÕQGDOÕN�WDQÕQÕUOÕN�|QFHVL�
ELU�DúDPD�ROPDVÕ�QHGHQL\OH�|QHPOL�RODELOLU�� 
 

��������0DUND�(úL÷L��%UDQG�Equity) 

�%UDQG� (TXLW\�PDUNDQÕQ� W�NHWLFL�nezrinde NL� GH÷HULQL� LIDGH� HGHQ� YH� |Oo�OHELOLU�
XQVXUODUGDQ�ROXúPDNWDGÕU��7�NHWLFLQLQ�PDUND\D� ED÷ÕPOÕOÕ÷Õ��PDUND\D� \DNÕúWÕUPDODUÕ� YH�
PDUND� LOH� LOJLOL� LQDQÕúODUÕ� \DUJÕODUÕ� YH� PDUND\D� QH� |Oo�GH� YDDGGH� EXOXQGX÷XQX� LIDGH�
ediyor. Buna Göre BraQG�(TXÕW\
QLQ�DoÕOÕPÕ�ú|\OHGLU�(Özgen, 2002: 747): 

� 0DUND�%LOLQLOLUOL÷L��Awareness) 

� Marka Sadakati (Loyalty) 

� 0DUND\D�<DNÕúWÕUPDODUÕ��Association)  

� MaUNDQÕQ�$OJÕODQÕúÕ��Perceived quali ty) 

 

2.17.8. MDUND�%D÷OÕOÕ÷Õ� 
%DúDUÕOÕ� PDUNDODU� GDKD� J�oO�� PDUND� ED÷OÕOÕ÷Õ� \DUDWÕU�� %DúDUÕVÕ] ya da  yeni 

PDUNDODUÕQ�|QFHOLNOH�P�úWHUL\L� oHNPHVL�JHUHNPHNWHGLU��%X�GD�NDUOÕOÕ÷Õ�ROXPVuz yönde 

HWNLOHU�� o�QN��� UHNODP��SURPRV\RQ�YH� VDWÕúD� \HQL�ELU�P�úWHUL� ND]DQPDN�� WDWPLQ�ROPXú�
PHYFXW� ELU� P�úWHUL\L� HOGH� WXWPDNWDQ� GDKD� SDKDOÕGÕU�� %LU� oDOÕúPDGD�� \HQL� P�úWHUL�
ND]DQPDQÕQ�PHYFXW�P�úWHUL\L�HOGH�WXWPDQÕQ�DOWÕ�NDW�ID]ODVÕQD�PDO�ROGX÷X�EHOLUOHQPLútir 
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(Doyle, 2001: 9)��%X�QRNWDGD�PDUND�ED÷OÕOÕ÷Õ� \DUDWPDQÕQ�ELUoRN�QHGHQLQH�EX� ILQDQVDO�
HWNHQ�GH�GDKLO�ROPDNWDGÕU��$\QÕ��U�Q�NDWHJRULVLQGHNL�DOÕPODU�LoLQGHNL�SD\�YH\D�NXOODQÕFÕ�
RUDQÕ�� ELOLQHQ� ELU� \DNODúÕP� ROGX÷X� JLEL� ELUoRN� ILUPDQÕQ� NXOODQGÕ÷Õ� WHN� |Oo�PG�U. Bir 

bire\LQ� D\QÕ� NDWHJRULOHUGHNL� DOÕPODUÕ� LoLQGH� EHOLUOL� ELU�PDUND\D� DLW� RODQ� SD\� QH� |Oçüde 

yüksekse, kuramsal olarak, o marka o denli güçlüdür. 'DYUDQÕúVDO�ED÷OÕOÕ÷ÕQ��QHGHQOHUL�
GH÷LO�GH� VDGHFH�EHOLUWLOHUL�J|VWHUGL÷LQL�NDEXO�HWWL÷LPL]GH��GDYUDQÕú�GLQDPL÷LQL�DQODPDN�
için daha derinlere inmemiz gereNLU��*|]OHPOH� \HWLQPHN� \HULQH�� \DOQÕ]FD�PDUNDPÕ]ÕQ�
gerçekten güçlü yanlaUÕQÕ� DQODPDN� LoLQ� GH÷LO�� D\QÕ� ]DPDQGD� EXQODUÕQ� HQ� �VW� G�]H\H�
oÕNDUPDPÕ]D� \DUGÕPFÕ� RODFDN� \ROX� EXOPDN� LoLQ� GH� P�úWHULOHULQ� YH� IDUNOÕ� P�úteri 

NHVLPOHULQLQ� ]LKLQVHO� IDDOL\HWOHUL� LoLQH� JLUPHOL\L]�� %LU� PDUND� LOH� ELU� �U�Q� DUDVÕQGDNL�
|QHPOL� IDUN�� LQVDQODUÕQ�PDUND\D� LOLúNLQ�ELUoRN� LQDQFD�YH�GX\JX\D�VDKLS�ROPDVÕGÕU��6ÕN�
VÕN� V|\OHQGL÷L� JLEL�� PDUNDODU� UDIODUGD� GH÷LO�� LQVDQODUÕQ� ]LKQLndedir. O halde “gerçek 

ED÷OÕOÕN´� VDOW� GDYUDQÕúVDO� ED÷OÕOÕ÷ÕQ� |WHVLQGH� ELU� úH\GLU�� 0�úWHULOHULQ� PDUNDODUD� YH\D�
ILUPDODUD�NDUúÕ�QH�GHUHFHGH�\DNÕQOÕN�YH�oHNLP�GX\GX÷XQXQ�ELU�|Oo�V�G�U��%X�\DNÕQOÕN�
birkDo� úHNLOGH� GH÷HUOHQGLULOHELOLU� (Crosthwaite, 2001: 259-260). Bu yöntemlerden biri 

PDUND�GLQDPL÷L�oHUoHYHVLQGH�G|Q�ú�P�PRGHOLGLU� 
 

2.17.8.1. Marka BD÷OÕOÕ÷Õ Sürecinde Marka DLQDPL÷L Piramidi Modeli  

0DUNDQÕQ� J�oO�� YH� ]D\ÕI� \DQODUÕQÕQ� IDUNOÕ� G�]H\OHUGH� W�NHWLFL� NDWÕOÕPÕ\OD�
|Oo�OPHVLQL� VD÷OD\DQ� DQNHW� VRQXoODUÕQD� GD\DQDQ� PRGHO�� Mill ward BroZQ� WDUDIÕQGDQ�
JHOLúWLULOPLúWLU� 

 

7DEOR����0DUND�'LQDPL÷L�3iramidi 
 

 
 
 
 
 
 
 

Kaynak: Crosthwaite, 2001: 263-264. 
 

Marka mevcudiyeti�LOJLQLQ�|Q�NRúXOXGXU�� 
Önermenin DPDFD�X\JXQOX÷X��HWNLQ�LOJLOLOL÷H�\RO�DoDU�� 
Performans�� PDUNDQÕQ� W�NHWLFL� LKWL\DoODUÕQD� X\JXQOX÷XQXQ� ELU�

GH÷HUOHQGLUPHVLGLU� 

M E V C U D ø Y E T  

A M A C A   U Y G U N L U K  

P E R F O R M A N S 

Ü S T Ü N L Ü K  

B A ö L  I  L  I  K  
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Üstünlük�� EX� LKWL\DoODUÕQ� HOGHNL� GL÷HU� VHoHQHNOHUH� J|UH� QH� GHUHFH� NDUúÕODQGÕ÷Õ�
DQODPÕQD�JHOLU�� 

%D÷ODQPD�� EX� DOJÕODPDODUÕQ� PDUND\D� \DNÕQOÕN� YH� ED÷OÕOÕN� GX\JXVX� KDOLQH�
gelmesi demektir. 

 

����������0DUND�%D÷OÕOÕ÷Õ�6�UHFLQGH�'|Q�ú�P�0RGHOL� 
7XWXPVDO� YH� GDYUDQÕúVDO� ED÷OÕOÕ÷Õ� GH÷HUOHQGLUPHQLQ� ELUD]� IDUOÕ� ELU� \ROX� GD�

'|Q�ú�P� 0RGHOLGLU� �Tablo 7��� *�QH\� $IULND¶GD� GLQ� GH÷LúWLUPH� ROgusunu ölçmek 

DPDFÕ\OD� JHOLúWLULOPLú� ELU� WHNQLNWHQ� HOGH� HGLOHQ� EX� V�UHo�� PDUNDQÕQ� YH� SD]DUÕQÕQ� �60 

GHUHFHOLN�ELU�J|U�Q�ú�Q��YHULU��%LU�PDUNDQÕQ�YH� UDNLSOHULQLQ�NXOODQÕFÕ� WDEDQÕ�DúD÷ÕGDNL�
GH÷LúNHQOHUH�J|UH�ROXúPDNWDGÕU (Crosthwaite, 2001: 263): 

� Ürün kategorisiyle ilgi düzeyleri, 

� Tüketicilerin mevcut markalar kümesindeki markalardan memnuniyet düzeyleri, 

� 5DNLSOHU�NDUúÕVÕQGDNL�WXWXPODUÕ, 
� øQVDQ�RODUDN�NHQGL�NLúLVHO�|]HOOLNOHUL. 

7�NHWLFLOHU��LQFHOHQHQ�PDUND�YH\D�úLUNHWOH�LOLúNLOHULQH�J|UH�VHNL]�NDWHJRUL�DOWÕQGD�
GH÷HUOHQGLULOHELOLUOHU��&URVWKZDLWH�����������-264). 

 

 
 

                                     Kaynak: Crosthwaite, 2001: 263. 

 

.XOODQÕFÕODU 
PHNLúPLú:�gQJ|U�OHELOLU�JHOHFHNWH�PDUND�GH÷LúWLUPH�RODVÕOÕ÷Õ�EXOXQPD\DQODU 
Ortalama: .ÕVD�G|QHPGH�PDUND�GH÷LúWLUPH�RODVÕOÕ÷Õ�EXOXQPD\DQODU� 

(ULúLOHPH\HQ���NXOODQÕF�GH÷LO 

=D\ÕI Güçlü 

MARKANIZ 

*�YHQOL�NXOODQÕFÕODU .D\EHGLOHELOHFHN�NXOODQÕFÕODU 

(ULúLOHELOLU���NXOODQÕFÕ�GH÷LO 

3HNLúPLú Ortalama 6Õ÷ '|Q�úHELOLU 

(ULúLOHELOLU Beli rsiz 

Yüzer gezer  

Rakip markalar  

              7DEOR����0DUND�%D÷OÕOÕ÷Õ�'|Q�ú�P�0RGHOL 
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Yüzeysel:�2UWDODPD�G�ú�N�ED÷OÕOÕ÷Õ�RODQODU 
DöQ�úHELOLU:� .D\GHGLOHELOLU� GXUXPGD� YH� ELU� GH÷LúLNOLN� \DSPD� QRNWDVÕQGD�

bulunanlar 

6RQ� N�PH� DoÕNWÕU� NL�� LQFHOHQHQ� PDUND� DoÕVÕQGDQ� HQ� ULVNOL� RODQODUÕ� YH� EDúND�
PDUNDODUÕQ�HOH�JHoLUPH�RODVÕOÕ÷Õ�HQ�\�NVHN�RODQODUÕ�WHPVLO�HGHU� 

 

KXOODQÕFÕ�2OPD\DQODU� 
Yüksek Oranda� (ULúLOHELOLU� 0DUND� ³G|Q�úPH´� NRQXVXQGD� HULúLOHELOLUOL÷L� HQ�

\�NVHN��GL÷HU�PDUNDODUÕQ�NXOODQÕFÕODUÕ 
Beli rsiz: 0DUND\Õ� KDOHQ� NXOODQGÕNODUÕ� PDUND� NDGDU� oHNLFL� EXODQ�� NXOODQÕFÕ�

olmayanlar 

D�ú�N�2UDQGD�(ULúLOHELOLU� .XOODQÕFÕ�ROPD�RODVÕOÕ÷Õ�EXOXQPD\DQODU� 
EULúilebili r Olmayanlar: 0DUND\OD�LOJLOHQPH�RODVÕOÕ÷Õ�EXOXQPD\DQODU� 
%X� VÕQÕIODPD�� SD]DUODPDFÕODUÕQ� UDNLSOHUL� NDUúÕVÕQGD�PDUNDODUÕQ� YH� NXOODQÕFÕODUÕQ�

ED÷OÕOÕN� |]HOOLNOHULQL� GH÷HUOHQGLUPHVLQL�� GDKD� X]XQ� G|QHPOL� IÕUVDWODUÕ� YH� VRUXQODUÕ� YH�
EXQODUÕQ�QHUHGHQ�ND\QDNODQDFD÷ÕQÕ�VDSWDPDVÕQÕ�P�PN�Q�NÕODU�� 

 

2.18. L ider ve Meydan Okuyan Marka 

 

2.18.1. L ider Marka 

*�oO�� ELU� PDUND\Õ� WDQÕPODPDN� LoLQ�� R� PDUNDQÕQ� DGÕQÕQ� YH� SHUIRUPDQVÕQÕQ�
GÕúÕQGD� EDúND� QH\L� NXOODQÕUÕ]"� *HQHOGH� EX�� NDYUDPVDO� g÷HOHU� LOH� �NRQXPODQGÕUPD��
PDQWÕNVDO� YH� GX\JXVDO� W�NHWLFL� \DUDUODUÕ�� NLúLOLN�� X\JXODPD� |÷HOHULQLQ� �WXWDUOÕ� YH�
E�W�QVHO� LOHWLOHU�� |UQH÷LQ� DoÕN�YH� \|QOHQGLULFL� ELU�PDUND�NLWDEÕ�� ELU� ELUOHúLPL�ROXU��gWH�
\DQGDQ��ELU��ONH\L��DGÕQÕQ�YH�FR÷UDI\DVÕQÕQ�GÕúÕQGD�EDúND�QDVÕO�WDQÕPlar veya beli rleriz? 

BuQX��DúD÷ÕGDNL�XQVXUODUÕQ�ELU�oHúLW�ELUOHúLPL\OH�\DSDUÕ] (Morgan, 2006: 119-120):    

� øQDQoODUÕ-RQODUÕ�GL÷HU��ONHOHUGHQ�YH�KDONODUGDQ�D\ÕUDQ�|QHP�YHUGLNOHUL�úH\OHU, 
� KRQXúPD�úHNLOOHUL�dill eri, 

� Kültürleri ve gelenekleri, 

� VDWDQGDúODUÕQÕQ�EHOLUOH\LFL�|]HOOLNOHUL, 
� E÷OHQFHOL�N�o�N�DOÕúNDQOÕNODUÕ, 
� BDúND�NLPVHGH�ROPD\ÕS�GD�RQODUGD�RODQ�úH\OHU, 
� økonogafileri. 
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6HNW|UGH� YH\D� NDWHJRULGH� LON� RODQ� PDUND� YH� NDWHJRULOHU� OLGHU� RODUDN� GR÷DUODU��
%XQXQ�LoLQ�úDUWODU�EDúWDQ�ROXúPXúWXU�]DWHQ��gUQH÷LQ��RUPDQÕQ�WDEDQÕQD�LNL�WRKXP�G�útü. 

BeONL� G�ú�ú� DoÕVÕQGDQ�� ELUL� WRSUD÷D� \HUOHúWL�� EHONL� GH� G�úW�÷�� \HUGHNL� WRSUDN�
\HUOHúPHVLQH� HOYHULúOL\GL�� DPD� KHU� QH� ROXUVD� ROVXQ�� WRKXPODUGDQ� ELUL� |QFH� ILOL]OHQGL��
ikincisi ise bir ya da  iki gün sonra. Büyümelerinin her evresinde, il k tohum hep daha 

uzun, daha güçlü ve kuUDNOÕ÷D�GDKD�GD\DQÕNOÕ�RODJHOGL��=DPDQOD�LON�WRKXP�E�\�\�S�XOX�
bir D÷DFD� G|Q�úW�� YH� J�QHú� ÕúÕQODUÕQÕQ� LNLQFL� WRKXPD� HULúPHVLQL� HQJHOOHPH\H� EDúODGÕ��
,úÕN�DODPD\DQ�LNLQFL� WRKXP��NDoÕQÕOPD]�úHNLOGH�NXUX\XS�|OG�� (Q�J�oO��RODQÕQ�KD\DWWD�
kaOPDVÕ�PÕ"�(PLQ� RODELOLUVLQL]�� )DNDW� QDVÕO� ROX\RU� GD�� LON� WRKXP� HQ� J�oO�� RODELOL\RU"�
øVWHU�RUPanda, ister piyasada olsun savaúÕ�ND]DQDQ�JHQHOOLNOH�LON�\HU�HGLQHndir. Ancak, 

LON�ROPDQÕ]��PDUNDQÕ]ÕQ�RWRPDWLNPDQ�\HQL�NDWHJRULQLQ�OLGHUL�RODFD÷Õ�DQODPÕQD�JHOPH]� 
%X�VL]H�VDGHFH�RQX�\DSPD�KDNNÕ�YHULU�R�NDGDU��(÷HU�LONVHQL]��PDUNDQÕ]��EDúND�PDUNDODU�
GD� R� NDWHJRULGH� \HU� HGLQPH\H� oDOÕúÕQFD\D� NDGDU� OLGHU� RODUDN� NDODFDNWÕU�� %X� QRNWDGD�
PDUNDQÕ]� OLGHUOL÷LQL� NRUXPDN� LoLQ� LOHUOHPHN� ]RUXQGDGÕU�� %X� \�]GHQ� GH� PDUNDQÕ]ÕQ�
koruyuFXVX� ROPDQÕ]� JHUHN�� KHOH� UDNLSOHU� NRQXPXQX]X� WHKGLW� HWPH\H� EDúODGÕNODUÕQGa 

EXQX�FDQOD�EDúOD�\DSPDOÕVÕQÕ]� (Ries ve Ries, 2005: 153-154). 0DUNDODU��DUDVÕQGa lider 

GXUXPGD�ROPDN�� VDOGÕUÕODUÕ� VDYXúWXUPDN� LoLQ�oRN�J�oO��ELU�NRQXPGXU�� øON�RODUDN�� OLGHU�
PDUNDODUÕQ�PDOL�J�F��YDUGÕU��+HPHQ�KHU�GHIDVÕQGD�HQ�\�NVHN�SD]DU�SD\ÕQD�YH�HQ�\�NVHN�
NDU�PDUMÕQD�GD� VDKLSWLU��%X�GXUXP�DNWLI� SURPRV\RQ�YH� \HQLOLNOHU� DoÕVÕndan rakiplerini 

NROD\FD� VDI� GÕúÕ� EÕUDNPDVÕQÕ� VD÷OD\DFDNWÕU�� øNLQFL� RODUDN�� H÷HU� PHYFXW� PDUND� OLGHUL�
P�úWHULOHULQL� YH� SHUDNHQGHFLOHUL� \HWHULQFH� WDWPLQ� HGL\RUVD�� VDWÕú� NDQDOODUÕ�� SRUWI|\�ne 

yeni markalar eklemekten yana genelli kle isteksizdir. Üçüncü olarak, lider marka, Coca-

&ROD
QÕQ� 
KD\DWÕQ� JHUoHN� WDGÕ
� UHNODPÕ� LOH� \DSWÕ÷Õ� JLEL�� �VW�QO�÷�QGHQ� \DUDUODQDELOLU��
StrDWHMLN�RODUDN�|QHPOL�ELU�DoÕ÷Õ� \RNVD�� �EDúDUÕOÕ�ELU�PDUND\Õ��DQFDN�NDOLWH\H�YH�PDUND�
GHVWH÷LQH� \DWÕUÕPÕQ� FLGGL� ER\XWWD� D]DOPDVÕ� WDKWÕQGDQ� LQGLUHELOLU� (Doyle, 2001: 12).  

Birileri sizi tehdit etmeden önce zaten liderdiniz, çünkü ilktiniz. Birincili k, liderlL÷L�
\DUDWÕU�� (÷HU� PDUNDQÕ]�� NDWHJRULQLQ� WHN� PDUNDVÕ\VD�� OLGHU� GH� PDUNDQÕ]GÕU�� 5HNDEHW�
EDúODGÕ÷ÕQGD�� OLGHUOLN� GH� PDUNDQÕ]ÕQ� GDKD� L\L� ROGX÷X� L]OHQLPLQL� \DUDWÕU�� øON� PDUND�
]LKLQOHUGH�X]XQ�V�UH�\DúDGÕ÷Õ�JLEL��OLGHUOL÷LQL�GH�V�UG�UHELOLU��&Rca-&ROD�����\ÕOGDQ�Eeri 

NROD�PDUNDVÕQÕQ�%LU�1XPDUDVÕ
GÕU��*(�� ���� \ÕOGÕU� HOHNWULN� DPSXO�QGH�%LU�1XPDUD
GÕU��
.OHHQH[� GH� ND÷ÕW�PHQGLOGH� ��� \ÕOGDQ� EHUL� OLGHUOL÷LQL� V�UG�U�\RU�� =LKLQGH� LNL� ROJX�� LON�
PDUNDQÕQ� OHKLQH� oDOÕúÕU�� %LULQFLVL�� OLGHU� PDUNDQÕQ�� GDKD� L\L�� ROGX÷X� DOJÕVÕGÕU�� dünkü, 

ND]DQDQÕQ� HQ� L\L� �U�Q ya da � KL]PHW� ROGX÷X� LQDQFÕ� SL\DVDGD� SHNLúLNWLU�� øON� PDUND��
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]LKLQOHUH� OLGHU� RODUDN� \HUOHúWL÷LQGHQ� �EDúND� PDUNDODU� \RNWXU��� LON� PDUNDQÕQ� OLGHUOL÷LQL�
NRUXPD� úDQVÕ� oRN� \�NVHNtir �5DNLS� PDUNDODUÕQ� ÕúÕ÷ÕQÕ� NHVHU��.� øNLQFLVL�� LON� PDUNDQÕQ�
|]J�Q�ROGX÷X�DOJÕVÕGÕU��'L÷HU�E�W�Q�PDUNDODU��|]J�Q�Q� WDNOLWOHULGLU�� �$VÕO��RODQ�&RFD-
&ROD
�GÕU��3HSVL-Cola ya da �5R\DO�&URZQ�JLEL��EHQ�GH�YDUÕP��diyen NRODODU�GH÷LO��+DWWD�
JHoPLúWH�3HSVL
QLQ�VDWÕúWD�&RFD-Cola’\Õ�JHoPLú�ROPDVÕ�ELOH��3HSVL�&ROD
QÕQ��DVÕO��ROGX÷X�
DOJÕVÕQÕ�\DUDWDPDPÕúWÕU� (Ries ve Ries, 2005: 156). Lider marka olmaktan sanki her bir 

kategoride bir lideU� PDUND� YDUPÕú� JLEL� V|]� HGLOGL�� HQ� E�\�÷�QH� OLGHU� PDUND� GHQLOGL. 
$VOÕQGD�KHU�NDWHJRULGH� LNL� oHúLW� OLGHU�PDUND�YDUGÕU��%LULQFLVL pazar lideridir, en büyük 

oyunFXGXU��LQVDQODUÕQ�RQXQOD�ELUOLNWH�\DúDGÕNODUÕ�YH�PXKWHPHOHQ�E�\�G�NOHUL�PDUNDGÕU��
$QFDN�� ELU� EDúND� OLGHU�PDUND� GDKD� YDUGÕU� NL�� R� GD� ILNLU� OLGHULGLU�� NDWHJRULGH� KHUNHVLQ�
RQGDQ�V|]�HWWL÷L�PDUNDGÕU��(Q�E�\�N�ROPDVD�GD��HQ�oRN�GLNNDW�oHNHQ�PDUNDGÕU��3RS�OHU�
N�OW�UH�GDKLO�RODUDN�GHYLQLP�ND]DQÕU��ùLPGLQLQ�SD]DU�OLGHUL�JHoPLúWH�E|\OH�ELU�PDUND\GÕ��
Ancak, birkaç isWLVQD� GÕúÕQGD� EX� PDUNDODU� ]LUYH\H� XODúÕQFD�� EX� QLWHOLNOHULni yiti rir  

(Morgan, 2001: 119)�� %XQX� \LWLUPHPHN� LoLQ� GHYDPOÕ� PDUNDQÕ]ÕQ� HQGDPÕQÕ� NRQWURO�
etmeniz gerekir.  

British Airways <|QHWLP�.XUXOX�%DúNDQÕ�5REHUW�$LUOLQJ� OLGHU�PDUND� ROPD� YH�
NDODELOPH� NDELOL\HWOHULQL� ú|\OH� |]HWOHPHNWHGLU�� ³+HGHI�� \HQL� PLOHQ\XPXQ� NDUúÕPÕ]D�
oÕNDUDFD÷Õ� J�oO�NOHUOH� EDú� HGHELOPHN� LoLQ� GR÷UX� \HWHQHNOHUH� VDKLS� kLúLOHUOH�� GR÷UX�
\HUOHUGH� EDúWDQ� DúD÷Õ� GRQDQPÕú� ROPDNWÕU�� %X� WRS\HN�Q� SURJUDPÕ� V�U�S� J|W�UPHN�
úLUNHWLQ� \HQL�PLV\RQXGXU�� seyahat� DODQÕQGD� WDUWÕúPDVÕ]� G�Q\DQÕQ� OLGHUL� ROPDN�� %ULWLVK�
$LUZD\V��PDUND\Õ� \HQL� Lú� DODQODUÕQD�oHNHELOHFHN�HVQHNOLNOH�ELUOLNWH��P�úWHUL�hizmetleri 

YH� \HQLOLNOHU� NRQXVXQGD� \HQL� HQG�VWUL� VWDQGDUWODUÕ� WHVLV� HWPH\L�� HQ� L\L� ILQDQV�
SHUIRUPDQVÕQÕ� � YHUHELOPH\L� YH� ELU� KDYD\ROXQX� G�Q\D� oDSÕQGD� ELU� VH\DKDW� LúLQH�
dönüúW�UPH\L� KHGHIOHPLú� YH� EXQX� JHUoHNOHúWLUPLúWLU. Yeni üniformalar, yetkinlik 

SURJUDPÕ�YH�HOHPDQODUÕn becerileriniQ�W�P��P�úWHULOHUH�YH�oDOÕúDQODUÕPÕ]D��KDYD\olunun 

JHUHNVLQLP�GX\GX÷XPX]�úHNLOGH�GH÷LúPHNWH�ROGX÷XQX�J|VWHUPHN�LoLQ�WDVDUÕPODQPÕúWÕU��
Evrensel yolculukta evrenVHO�OLGHU�RODELOPHN�LoLQ�JHoHQ�RQ�\ÕOGD�\DSWÕNODUÕPÕ]Õ�\LQHOH-
memiz geUHNL\RU��5DNLSOHULPL]OH� DUDPÕ]D� GXUX�PDYL� J|÷� koymak. Tüm dünya da ki 

insanlara uzanmak ve onlara, geUHNVLQLPOHULQL� NDUúÕOD\DFDN� bir hizmeti vermek. 

0�úWHULOHULPL]� NHQGL� GLOOHULQL� NRQXúDQ� NLúLOHUOH� Lú� \DSPDN� YH� GDPDNODUÕQD� X\JXQ�
yemekler yemek istiyorlaU�� .ÕVDFDVÕ�� RQODU� NHQGLOHULQL� VDQNL� NHQGL� �ONHOHULQGH� ELU�
\HUGHQ� ELU� \HUH� \ROFXOXN� \DSÕ\RUPXú� JLEL� GX\XPVDPDN� LVWL\RUODU (Ayling, 2003: 63-

64)” ,� GL\RU�� 0DUNDQÕQ� GLQDPLN� NDOPDVÕ� GHYDPOÕ� JHOLúHQ� SD]DUODPD� YH� KHGHI� NLWOH�
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NRúXOODUÕQD� D\DN� X\GXUPDNWDQ� JHoL\RU� $\UÕFD� VHNW|UGH� WHN� ROPDQÕQ� DYDQWDMODUÕQÕQ�
\DQÕQGD�ELUoRN�GH]DYDQWDMÕ� GD�YDUGÕU��%X�QRNWDGD� OLGHUH�PXWODND� UDNLS�JHUHNPHNWHGLU��
%X�ED÷ODPGD�Eir rakip yaratmak, en az bir kategori yaratmak kadar önemlidir. Hiçbir 

NDWHJRUL��ELU�G�úPDQÕ�ROPDGÕNoD�EDúDUÕ\D�XODúPD]��+LoELU�PDUND�GD�JHQH�ELU�G�úPDQÕ�
ROPDGDQ�EDúDUÕ�ND]DQPD]��'�Q\D��ELUHU�G�úPDQODUÕ�ROPDGÕ÷Õ�LoLQ�KLoELU�\HUH�YDUDPDPÕú�
EXOXúODUOD� GROXGXU�� %XQODU� \DOQÕ]FD�� W�NHWLFL� ]LKQLQGH� \HU� HGLQHPHPLú� LOJLQo�
NDYUDPODUGÕU��Her yeni kategori, kendisini var olan kDWHJRUL\H� NDUúÕ� NRQXPODQGÕUDUDN�
]LKLQOHUH�JLUHU��<DQL��YDU�RODQ�NDWHJRUL\L�G�úPDQ�LODQ�HGHUHN (Ries ve Ries, 2005: 239). 

(÷HU�ILUPD�ELU�NDWHJRULGH�VHNW|UGH�WHN�ROXUVD�W�NHWLFLQLQ�NDIDVÕQGD�ELUoRN�IDUNOÕ�G�ú�QFH�
ROXúDFDNWÕU��7�NHWLFL�NÕ\DVODPDN�LVWHU�tat olarak, renk olarak, öz olarak, fiyat olarak, yer 

olarak... 

 

2.18.2. Meydan Okuyan Marka��/LGHU�0DUNDODUÕQ�5DNLSOHUL� 
Meydan okuyan marka ifadesinin, daha büyük ve daha güçO��ELU�OLGHU�PDUNDQÕQ�-

\HUOHúLN� �HVWDEOLVKPHQW�� PDUNDQÕQ- karúÕVÕQGD� D\DNWD� NDOPD\D� oDOÕúDQ� Lki veya üç 

QXPDUDOÕ� ELU� PDUND\Õ� DQODWWÕ÷Õ� G�ú�Q�OHELOLU�� 'DYXG
XQ� &DOXW� NDUúÕVÕQGDNL� J|U�QW�OHUL�
DNOD�JHOLU��9D]L\HW�DOÕS�J�YHQ�YH�J�FH�\DSÕODQ�WHN�DWÕú��0H\GDQ�RNX\DQ�PDUND�GD��GR÷DO�
RODUDN� \HUOHúLN�PDUND\Õ� L]OH\HQ�GDKD� DOW�NRQXPODUGDNL�ELU�PDUND�GH÷LO�de, iki numara 

GH÷LO� PLGLU"� '|UG�QF��� EHúLQFL ya da � DOWÕQFÕ� NRQXPGD� ROXS� GD� JHUoHNWHQ� PH\GDQ�
RNXPDN�P�PN�Q�P�G�U"�����
OÕ�\ÕOODUD�GHN�EX�J|U�úH�NDWÕOPDN�P�PN�QG��(Morgan, 

2001: 50). Günümüzde bLU�PDUND�LQúD�HWPHQLQ�WHN�ELU�\ROX�\RNWXU��øNL�\ROX�YDUGÕU� Yak 

PDUNDQÕ]Õ�|QFH� LQúD�HGHU�YH� OLGHU�ROXUVXQX] ya da �PDUNDQÕ]Õ� OLGHULQ�]ÕGGÕ�RODUDN� LQúD�
edersiniz (Ries ve Ries, 2005: 175)�� øNLQFL� úÕNNÕ� VHoPLúVHQL]� EXQGDQ� VRQUD� úX� �o�
DúDPD\Õ�JHUoHNOHúWLUPHQL]�JHUHNPHNWHGLU��%LU�PDUND\Õ�LGGLDOÕ�NRQXPD�JHWLUPHN için bu 

üo� DúDPDQÕQ� Eirinci,� PDUNDQÕQ� WDYUÕQGD� ELU� GH÷LúLNOLN� \DSPDVÕGÕU�� 'L÷HU� ELU� LIDGH\OH��
PDUND� JHUL\H�GR÷UX� DGÕP�DWÕS�� NHQGL��U�Q�NDWHJRULVLQLQ�NHQGL� OHKLQH�JHOLúPHVLQGH� URO�
DODFDN�DQD�LWLFL�J�oOHUL�\HQLGHQ�NHúIHWPHOLGLU��gUQH÷LQ��6ZDWFK��]DPDQÕ�VDGHFH�ELU�VWDtü 

NRQXVX�RODUDN�GH÷LO�� D\QÕ�]DPDQGD�H÷OHQFH�YH�PRGD�NRQXVX�RODUDN�GD�HOH�DOPDNWDGÕU��
øNLQFL�DúDPD�LVH��PDUNDQÕQ�VDQNL�ELU�'HQL]�)HQHUL�.XOHVL\PLú�JLEL�SD]DU�LoLQGH�NHQGLQL�
oRN�QHW�NRQXPODPDVÕGÕU��<DQL�GL÷HUOHULQGHQ�D\ÕUW�HGLFL�YH�IDUNOÕ�ROPDOÕGÕU��0DUNDQÕQ�GÕú�
oHYUHVL� LoLQ� LVWLNUDUOÕ� YH� WXWDUOÕ� ELU� úHNLOGH� X\JXOD\DFD÷ÕQÕ]� ELU� LQDQo� YH\D� GH÷HU�
VLVWHPLQL�NXUPDOÕVÕQÕ]��%X�VDGHFH�GÕúDUÕ\D�NDUúÕ�GH÷LO��D\UÕFD�PDUNDQÕQ�NHQGL�LoLQGH�GH�
oRN�D\ÕUW�HGLFL�ELU�Lo�PDUND�N�OW�U�Q��\DUDWÕU��'LHVHO, Camper ve Orange bunun en ilgi 
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oHNLFL�|UQHNOHULGLU���0H\GDQ�RNX\DQ��ELU�PDUND�ROPDQÕQ��o�QF��DúDPDVÕ�LVH��PDUNDQÕQ�
NHQGL�WDYUÕQD�QH�NDGDU�|]HQ�J|VWHUGL÷L\OH�LOJLOLGLU� .D\QDNODUÕQÕQ�NÕVÕWOÕ�ROXúX�QHGHQL\OH��
�PH\GDQ� RNX\DQ�� PDUNDODU� QHUHGH� VDKQH\H� oÕNDFDNODUÕQÕ� NHVLQ� RODUDN� ELOPelidirler. 

.HQGLOHUL�LoLQ�JHUoHNWHQ�|QHPOL�RODQ�NLúL�YH�NXUXPODUOD�J�oO��ELU�LOLúNL�NXUDELOPHN�LoLQ��
ikinci derecedeki hedef kitlelHULQL�ELU�|Oo�GH�IHGD�HWPH�H÷LOLPLQGHGLUOHU��'L÷HU�WDUDIWDQ��
SD]DUGDNL�EX�oRN�VHoLFL�UROOHUL�QHGHQL\OH��NHQGLOHULQL�NRQXODUÕQD�DúÕUÕ�|Oo�GH�ED÷ODPD\D�
H÷LOLP� J|VWHULUOHU�� EDúDUÕVÕ]� ROPD� LKWLPDOL� RODQ� KXVXVODUÕQ� QHGHQOHULQL� |QFHGHQ� WDKPLQ�
HGLS�� EXQODUÕ� |QOH\HFHN� o|]�POHUL� JHOLúWLULUOHU��.RQXúXODQ�ELU�PDUND�ROPDN�DU]XVX\OD��
�W�NHWLFL�RGDNOÕ���ROPDNWDQ�oRN��³ILNLU�RGDNOÕ´�ROPDODUÕ�JHUH÷LQLQ�ELOLQFL�LoLQGH�GHYDPOÕ�
ELU�LYPH�\DUDWÕUODU (Morgan, 2003: 38). 

Meydan okuyan markalarÕQ� EDúDUÕOÕ� ROPDN� LoLQ� EX� VHNL]� NXUDOÕ� EHQLPVHPHOHUL�
gerekmektedir (Morgan, 2001: 11): 

� <DNÕQ�JHoPLúLQL]H�ED÷OÕOÕNWDQ�VÕ\UÕOÕQ 

� %LU�IHQHU�NLPOLN�LQúD�HGLQ 

� KategorinL]LQ�ILNLU�OLGHUOL÷LQL��VWOHQLQ 

� <HQLGHQ�GH÷HUOHQGLULOPH�VLPJHOHUL�\DUDWÕQ 

� Özveride bulunun 

� Vaadin ötesine geçin 

� 5HNODP�YH�7DQÕWÕPÕ�NDOGÕUDo�RODUDN�NXOODQÕQ 

� 7�NHWLFL�PHUNH]OL�GH÷LO�ILNLU�PHUNH]OL�ROXQ 

$\UÕFD� J|U�OHFHNWLU� NL�� SD]DUODPD� LOH� LOJLOL� oR÷X� NLWDS�� PDUNDODUÕQ� EDúDUÕ�
VD÷ODPDVÕQÕQ�RGD÷ÕQD�SD]DUODPD�VWUDWHMLVLQL�NR\DUNHQ��EX�VHNL]�DPHQW�\H�J|UH��EDúDUÕOÕ�
ELU�PH\GDQ� RNX\DQ�PDUNDQÕQ� SD]DUODPDVÕ� �o� NULWLN� |÷HGHQ� ROXúXU�� 7XWXP�� VWUDWHML� YH�
GDYUDQÕú (Morgan, 2001: 11). Bu üç unsuru gözetirken büyük markalar hep geriye 

bakarlar.� *HoPLúWHNL� EDúDUÕODUÕQÕ� ND\EHWmekten korkarlar. Küçük markalar ise ileriye 

EDNDUODU��dRN�GDKD�ID]OD�KHGHIOHUL�RODQ��KH\HFDQOÕ�PDUNDODUGÕU��øúWDK�KHU�]DPDQ�EDúDUÕ\Õ�
JHWLULU��NRUNX�LVH�EDúDUÕVÕ]OÕ÷Õ��.�o�N�ELU�PDUND�ROPDQÕQ�HQ�E�\�N�DYDQWDMÕ kaybedecek 

GDKD� D]� úH\LQL]� ROPDVÕGÕU�� %X� \�]GHQ� daha cüretkar davranabili rsiniz (Cunningham, 

2006: 72). Bu noktada,�EX�F�UHWNDUOÕN,�NDUDU�DOÕUNHQ��DOGÕ÷ÕQÕ]�NDUDUODUÕ�X\JXODUNHQ�VL]H�
KÕ]� YH� GLQDPL]P� ND]DQGÕUÕU�� %X�PH\GDQ� RNX\DQ�PDUNDODUÕQ� OLGHU�PDUNDODUD� NDUúÕ� ELU�
DYDQWDMÕGÕU�� 
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2.19. AUWDQ�.D]DQoODU�<DVDVÕ 
Artan kazançlar�\DVDVÕ��VD÷OÕNOÕ�ELU�úHNLOGH�D\DNWD�NDODELOPHN�LoLQ��WXWXFXOXN�YH�

\DYDú� \DYDú� GH÷LúPH\L� |QJ|UHQ� SROLWLNDODUÕ� WHUN� HWmek ve bir meydan okuyan gibi 

G�ú�QPH\H� EDúlamak� JHUHNWL÷L� DQODPÕQD� JHOL\RU�� %X�� D\QÕ� ]DPDQGD� NHQGLmizi 

SD]DUODPD� úHNOLPL]� LOH� LOJLOL� RODUDN�� W�P�\OH� IDUNOÕ� ELU� ELoLPGH� GDYUDQPDPÕ]� YH�
G�ú�QPHPL]� JHUHNWL÷L� DQODPÕQD� GD� JHOL\RU�� KHGHIOHULPL]� YH� VWUDWHMLN� DPDoODUÕPÕ]� LOH�
LOJLOL� IDUNOÕ� ELU� G�ú�QPH� úHNOL� JHOLúWLUPHN� JLEL�� %X� DVOÕQGD�� IDUNOÕ� ELU� NDUDU� YHUPH�
biçimine duyulan gereksinimdir. Finandal World'deki bir yorumda, bir Bear Stearns 

DQDOLVWLQGHQ� oRN� \HULQGH� ELU� DOÕQWÕ� \DSÕOPÕúWÕ�� ³0F'RQD,G
V� PDUNDVÕQÕQ� J�veni 

oD÷UÕúWÕUGÕ÷Õ� NHVLQGLU�� <RUXP� ú|\OH� Vürüyordu: "[Analist], McDonaId's'a bir hizmet 

PDUNDVÕQÕQ�EHNOHGL÷L�HQ�J�]HO�LOWLIDWÕ�HWPLú���%LU�KL]PHW�PDUNDVÕ�PÕ"�6ÕUDGDQ�ELU�KL]PHW�
PDUNDVÕ�PÕ�\RNVD"�%HONL�ELU� OLGHU�PDUND��DQFDN�NHVLQOLNOH�E�\�PH\H�oDOÕúDQ�LNL ya da  

�o�QXPDUD�GH÷LO��*DUDQWL�YHUPH��NROD\OÕN�YH�J�YHQ�\DNÕQ�]amana kadar AT&T ve IBM 

gibi markaODU� LoLQ� \HWHUOL� ROPXúVD� GD�� W�NHWLFLPL]� LOH� NXUPDN� LVWHGL÷LPL]� LOLúNLQLQ�
WHPHOLQL� ROXúWXUDELOPHN� LoLQ� QH� \D]ÕN� NL� \HWHUVL]GLU�� $UWDQ� ND]DQoODU� \DVDVÕ� LOH� NDUúÕ�
NDUúÕ\D�NDODFDN�RODQ�LNL�QXPDUDOÕ�PDUNDOar merak, arzu ve \HQLGHQ�GH÷HUlendirilme gibi 

GDKD�HWNLOL�YH�JHoHUOL�NRQXODUOD�X÷UDúPDN�]RUXQGD�RODFDNODUGÕU��%XQX�EDúDUDELOPHN�LoLQ�
NLúL\L��OLGHU�PDUNDQÕQ�NÕUPÕ]Õ�NXWXODUÕQÕQ�GL]LOL�ROGX÷X�UDIODUÕ�HV�JHoHUHN��H÷LOLS�N|úHGHNL�
PDYL�NXWX\X�DOPD\D�LNQD�HGHFHN�WHUFLK�YH�ED÷OÕOÕ÷ÕQ�HWNLQ�LIDGH�ELoLPOHUL�RODQ�GX\JXVDO�
ELU� |]GHúOHúPH��PDUND\D� GX\XODQ� J�oO�� ELU� LQDQo� LOH� L]OHPH� YH� DUDúWÕUPD� \DSÕOGÕ÷ÕQD�
daiU�ELU�KLV�\DUDWPDOÕGÕUODU�� øNLQFL�VÕUDGD�\HU�DODQ�ELU�PDUND�RODUDN��DU]X�GH÷LO��úLGGHWOL�
bir arzu yaratmak istiyoruz. Sözgelimi , Harley-'DYLGVRQ
XQ� HIVDQHOHúPLú� VDGÕN�
P�úWHULOHULQLQ� J�YHQGLkOHUL� úH\�� EX� PDUNDQÕQ� PRWRVLNOHW� P�KHQGLVOL÷L� GH÷LOGLU��
isterlerse çok daha uygun bir fiyata daha yüksek performansa sahip bir motosiklet 

alabili rler�� 2QODU� JDUDQWL� YH� NROD\OÕN� SHúLQGH� RODQ� NLúLOHU� GH� GH÷LOGLUOHU�� +DUOH\-
'DYLGVRQ�DOPDODUÕQÕQ�QHGHQL�NHQGLOHULQL��N|W���KLVVHWPHN�LVWHPHOHULGLU��9H�G�Q ya da ki 

hiçbir motosiklet sizi Harley-Davidson kadar "kötü" hissettirmez (Morgan, 2001: 35-

36). $QFDN�PDUND�ROPD�V�UHFL�EDúOÕ÷Õ�DOWÕQGD�GH÷LQGL÷LPL]�JLEL�PDUNDQÕQ�|]��NDYUDPÕ�
YH� EX� |]�Q� NDOLWHVL� LONHVL� DVOD� J|]� DUGÕ� HGLOHPH]�� 3HNL� Nalite nedir? Herkes, yüksek 

NDOLWH� ELU� �U�Q�� G�ú�N� NDOLWH\L� UHIHUDQV� J|VWHUHUHN� DQODWDELOHFH÷LQL� G�ú�Q�U�� $QFDN�
gerçekte olaylDU�KLo�GH�EX�NDGDU�QHW�GH÷LOGLU (Al ve Laura, 2005: 59). 

� 5ROH[��7LPH[
WHQ�GDKD�PÕ�KDVVDV�]DPDQ�|Oo�\RU"�(PLQ�Pisiniz? 

� /HLFD��3HQWD[
�WDQ�GDKD�PÕ�L\L�UHVLP�oHNL\RU"�(PLQ�misiniz? 
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� Mercedes, Cadill ac’a göre daha D]�PÕ�PHNDQLN�VRUXQODU�\DUDWÕ\RU? Emin 

misiniz? 

� Hertz, Alamo' dan daha iyi bir hizmet mi sunuyor? Emin misiniz? 

� %LU�0RQWEODQF�NDOHPL�&URVV
�WDQ�GDKD�PÕ�L\L�\D]DU"�(PLQ�PLVLQL]" 
Coca-&ROD
QÕQ�WDGÕ�3HSVL
GHQ�GDKD�PÕ�L\L"�3HN�oRN�LQVDQ��&RFD-CROD
�QÕn, Pepsi' 

GHQ� GDKD� oRN� VDWPDVÕQD� EDNDUDN�� WDGÕQÕQ� GD� GDKD� L\L� ROPDVÕ� JHUHNWL÷LQL� G�ú�Q�\RU��
Ancak tat WHVWOHULQGH�oR÷XQOXN�3HSVL
QLQ�WDGÕQÕ�WHUFLK�HGL\RU. Kalite binlerce unsuru olan 

ELU� NRQVHSWLU��'DKD� L\L� ELU�PDUND� \DUDWPDN� LoLQ� GDKD� NDOLWHOL� �U�Q� \DUDWPDN� JHUHNWL÷L�
G�ú�Q�O�U�� 7HRULGH� VH]JLVHO� RODUDN� GR÷UX� RODQ� SUDWLNWH� KHU� ]DPDQ� GR÷UX� ROPD\DELOir. 
MarkaQÕ]Õ�NDOLWH��]HULQH�LQúD�HWPHN��HYLQL]L�NXPVDOD�LQúD�HWPHN�JLELGLU��hU�Q�Q�]GHNL�
NDOLWH\L� \DNDOD\DELOLUVLQL]�� DQFDN� EXQXQ� SD]DUGDNL� EDúDUÕQÕ]OD� SHN� D]� LOJLVL� YDUGÕU��
<ÕOODUFD�V�UHQ�J|]OHPOHULPL]�EL]L�úX�VRQXFD�J|W�UG���3D]DUGDNL�EDúDUÕ�LOH���U�QOHULQ�WDW��
GD\DQÕNOÕOÕN��J�YHQLOLUOLN��G�]J�QO�N�JLEL�NDUúÕODúWÕUPDOÕ� WHVWOHUL�DUDVÕnda neredeyse hiç 

ELU�ED÷�\RN���Kalite ya da �NDOLWH�DOJÕODPDVÕ�NDYUDPÕPÕQ�\HUL�W�NHWLFLnin zihnidir. Güçlü 

bir maUND� LQúD� HWPHN� LVWL\RUVDQÕ]�� W�keticinin zihninde güçlü bir kalite aOJÕODPDVÕ�
\DUDWPDN�]RUXQGDVÕQÕ]��+HU�]DPDQ�ROGX÷X�JLEL��]LKLQGH�ELU�NDOLWH�DOJÕODPDVÕ�\DUDWPDQÕQ�
\ROX��PDUNDODPD�NXUDOODUÕQÕ�X\JXODPDNWDQ�JHoHU��'DUDOPD�NXUDOÕP�G�ú�Q�Q��+HGHILQL]L�
N�o�OWW�÷�Q�]GH� QH� ROXU"� 8]PDQODúPÕú� ROXUVXQX]� YH� ELU� X]PDQÕQ� GDKD� oRN� úH\ 

ELOGL÷LQH��ELU�EDúND�GH\LúOH�GDKD�NDOLWHOL�ROGX÷XQD�LQDQÕOÕU��5ROH[�WDNDQ�ELU�W�NHWLFL�EXQX�
oRN� GDKD� GDNLN� ROPDN� LoLQ� \DSPD]�� 2�� ELU� 5ROH[� VDDW� VDWÕQ� DODELOHFHN� GXUXPGD�
ROGX÷XQXQ� EDúNDODUÕ� WDUDIÕQGDQ� J|U�OPHVLQL� LVWL\RUGXU�� %OXFLQ� JL\HQOHU�� 5HSOD\�� %LJ�
Star ya da  Diesel için neGHQ� ���� GRODU� KDWWD� GDKD� ID]OD� |GHUOHU"�$\UÕFD�� EOXFLQOHULQ�
PDUNDODUÕ�J|U�Q�UGH�GH÷LO�GH� LoHULGH�ROVD\GÕ�D\QÕ�SDUD\Õ�|GHUOHU miydi? (Al ve Laura, 

2005: 59-60-63). Öyleyse denilebili r ki� PH\GDQ� RNX\XFXODU�� EDúND� PDUNDODUÕQ� GDKD�
önce görmedikleri ya da  harekete geçemedikleri, piyasada ayakta kalabilecek yerleri 

J|UHELOHQ�YH�KDUHNHWH�JHoHELOHQOHUGLU��*|UHELOPHN��NLúLQLQ�NHQGLVLQL�\Hniden masum ve 

deneyimsiz bir hale getirmesini gerektirir. Harekete geçmek ise ELU� PDUNDQÕQ�� \ÕOODU�
boyunca ka]DQGÕ÷Õ�� JHoPLúH�ED÷OÕ�Nalmak ve rekabette markaya farkOÕOÕN�ND]DQGÕUPDN�
DGÕQD� |QHPOL� ROGX÷X� G�ú�Q�OHQ�� DQFDN� ELU� IDUNOÕOÕN� \DUDWPD\DQ� SD]DUODPD� |÷HOHULQLQ�
ROXúWXUGX÷X� \�NWHQ� NXUWXOPDVÕQÕ� JHUHNWLULU� (Morgan, 2001: 79). Öyleyse meydan 

RNXPD�� úX� DQGD� YDU� RODQ� PDUNDODU� LoLQGH�� KHU� úH\H� \HQLGHQ� EDúODPDN� DQODPÕQD�
gelmektedir. 
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2.20. Kurumsal Marka Çerçevesinde BDúDUÕOÕ MDUNDQÕQ Yarar ve Etkileri 

 

2.20.1. Kurumsal Marka 

Coca-Cola, Shell , Sony gibi firmalar tüm dün ya da �� �U�QOHULQGH�GH� D\QÕ� DGÕ��
yani ana ILUPDQÕQ�DGÕQÕ�NXOODQPDNWDGÕUODU��<DQL��PDUND�KHP�ILUPDQÕQ��KHP�GH��U�Q�Q�
DGÕGÕU��$QFDN� ILUPD�DGÕ� LOH��U�QOHULQLQ�PDUNDVÕ�D\UÕ� LVLPOHUGH�RODQ�RUJDQL]DV\RQODU�GD�
YDUGÕU��%X� WDPDPHQ�ELU� )LUPD� ��0DUND
QÕQ�3D]DUODPD�6WUDWHMLVL
GLU��%XQODUGD� ILUPDQÕQ�
DGÕ� �.XUXPVDO� 0DUND�� VDGHFH� ILUPD\Õ� WDQÕPODU� YH� �U�Qle hiçbir görsel ya da  sözel 

ED÷lanWÕVÕ�\RNWXU���U�QOHU�EDúND�LVLPlerle pazarlarda yer DOÕU��)LQDQFLDO�7LPHV�WDUDIÕQGDQ�
\DSÕODQ�ELU�DUDúWÕUPD��HQ�oRN�ELOLQHQ�YH�NDEXO�J|UHQ�PDUNDODUÕQ��ILUPD�YH��U�Q�PDUNDVÕ�
ile ayQÕ�LVLPGH�RODQODUÕQ�ROGX÷XQX�RUWD\D�oÕNDUPÕúWÕU��$QFDN�G�Q ya da  ürünlerine yeni 

LVLPOHUOH�\HQL�PDUNDODU�\DUDWDQ�ILUPDODUÕQ�VD\ÕVÕ�SHN�GH�D]�VD\ÕOPD]��%XUDGD�DVÕO�EDúDUÕ�
ölçüs���R�PDUNDODUÕQ�QDVÕO�\DUDWÕOGÕ÷Õ ve \|QHWLOGL÷L ile ilgili dir!. "Kurumsal Marka" pek 

oRN�ILUPD�WDUDIÕQGDQ��|]HOOLNOH�HOHNWURQLN�YH�EH\D]�Hú\D�sektöründe) oldukça \R÷XQ bir 

úHNLOGH� NXOODQÕOPDNWDGÕU�� $QD� ILUPDQÕQ� ��UHWLFL� ILUPDQÕQ�� DGÕ� ürünlere verilmese bile, 

\DSÕODQ� WDQÕWÕP�oDOÕúPDODUÕQGD�ELU� úHNLOGH�YXUJXODQPDNWD� �Zorlu; Vestel gibi), böylece 

ILUPDQÕQ�DGÕ��.XUXPVDO�0DUND��P�úWHUL\H�ELU�J�YHQ��Jaranti, yüksek kaliteli bir ürüne 

VDKLS�ROPD�YV��JLEL��VDWÕQ�DOPD\Õ�NROD\ODúWÕUÕFÕ�KLVOHU�YHUPHNWH��D\UÕFD�ILUPDQÕQ�LPDMÕQÕ�
GD�GHYDPOÕ�RODUDN�\ükseltmekte, kuvvetlendirmektedir. 'L÷HU�WDUDIWDQ� Kurumsal Marka 

EX� úHNLOGH� NXOODQÕOGÕ÷ÕQGD�� \HQL� oÕNDQ� �U�QOHULQ� WDQÕWÕPÕQÕ� GD� GHVWHNOHPHkte, piyasada 

WXWXQPDVÕQÕ� NROD\ODúWÕUPDNWD�� \HQL� �U�QH� GHUKDO� ELU� VD\JÕQOÕN� YH� J�YHQLUOLOLN�
VD÷ODPDNWDGÕU��Ak, 1998: 149-150).�%X�DQODPGD�NXUXPVDO�PDUND�oÕNDUGÕ÷Õ�KHU�ürün, ve 

ROXúWXUGX÷X�KHU�NDWHJRULQLQ�DUNDVÕQD�NHQGL�SUHVWLM�YH�LPDMÕQÕ�NR\PDNWDGÕU�� 
%DúDUÕOÕ� ELU� PDUND� W�NHWLFLQLQ� VDWÕQ� DOPDN� YH� SHUDNHQGHFLQLQ� GH� VWRN� \DSmak 

LVWHGL÷L�PDUNDGÕU��SD]DUGD�\�NVHN�SD\D�VDKLSWLU��<�NVHN�SD]DU�SD\Õ�RODQ�PDUNDODU�oRN�
NDUOÕGÕU� ����� LúOHWPHGH� \DSÕODQ� D\UÕQWÕOÕ� LQFHOHPHOHUH� GDyanan PIMS bulgulaUÕ��
ortalama olarak yüzde 40 pa]DU�SD\ÕQD� VDKLS�PDUNDODUÕQ� \�]GH����SD]DU� SD\ÕQD� VDKLS�
PDUNDODUD� J|UH� �o� NDW� GDKD� ID]OD� \DWÕUÕP� JHWLULVL� ROXúWXUGX÷XQX� J|VWHUL\RU�� =D\ÕI�
PDUNDODU� G�ú�N� NDU� GHPHNWLU�� $PHULNDQ� W�NHWLP� PDOODUÕ� �]HULQGH� \DSÕODQ� \HQL� ELU 
incelemeye göre, birinci markaQÕQ�\�]GH�����LNLQFL�PDUNDQÕQ�\�]GH���JHWLUL�VD÷ODGÕ÷Õ�YH�
geri kalan markaODUÕQ� ]DUDU� HWWL÷L� yönündedir. %LUOHúLN�'HYOHWOHU� SD]DUÕnda da benzeri 

durum geçerlidir (Doyle, 2001: 6). 6RQ� \ÕOODUGD� G�Q\D� SD]DUODma çevrelerinde öne 

V�U�OHQ� ELU� J|U�úH� J|UH� NXUXm marNDVÕ� JHOHFHNWH� �U�Q� PDUNDVÕQÕQ� \HULQL� DODFDN�� %X�
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görüú��GHVWHNOHPHN�LoLQ�NXOODQÕODQ�VDYODUÕQ�ED]ÕODUÕ�úXQODU: Günümüzün bilgilendiULOPLú�
YH� |÷UHQPH\H� PHUDNOÕ� W�NHWLFLVL�� VDWÕQ� DOGÕ÷Õ� �U�Q�Q� úHFHUHVLQL�� GROD\ÕVÕ\OD� NLPH�
J�YHQHELOHFH÷ini veya gHUHNWL÷LQGH� úLND\HWWH� EXOXQDELOHFH÷LQL� ELOPHN� LVWL\RU� Sürekli 

yeni segmentle bölünen pazar ve artan reNDEHW��PDUND�SD]DUODPDVÕna gereken \DWÕUÕPÕ�
öylesinH� GH÷LúWLUGL� NL� DUWÕN� WHN� ELU� �U�Q�Q� PDUNDVÕ� LoLQ� HWNLOL� SD]DUODPD� \DSPDN�
P�PN�Q� GH÷il . Perakende sektörün gelGL÷L� ER\XW�� ELU� �U�Q�Q� GD÷ÕWÕP� NDQDOÕQÕQ�
taPDPÕQGD�EXOXQPDVÕQÕ� LPNDQVÕ]ODúWÕUGÕ��'ROD\ÕVÕ\OD��UHWLFL��EHOOL�ELU��U�Q�\HOSD]HVLQL�
WHN�ELU�NXUXP�PDUNDVÕ�DOWÕQGD�SD]arlamak ve güçlü perakendecilerin bu yelpaze içinden 

VHoWL÷L� �U�QOHUL� EXOXQGXUPDVÕQÕ� EHNOHPHN� ]RUXQGD� 'R÷UXGDQ� SD]DUODPDQÕQ� DUWDQ�
NDSDVLWHVL��UHWLFLOHUH�SHUDNHQGH�VLVWHPL�DúDUDN�GR÷UXGDQ�W�NHWLFL\H�XODúPD�YH�KDWWD�KÕ]OÕ�
W�NHWLP�PDOODUÕ satma (ancak üretiFL�LOH�W�NHWLFL�DUDVÕQGD�J�oO� ELU�LOLúNL�NXUXODELOPLúVH��
LPNDQÕ� VD÷OÕ\RU��%X� LVH�� WHN�ELU�PDUND� WDUDIÕQGDQ�GH÷LO, sadece� ELU� NXUXP�DUDFÕOÕ÷Õ ile 

EDúDUÕODELOLU� Herhangi bir ürünün özJ�Q� VDWÕú� WHNOLILQL� �8nique Selli ng Propasition - 

USP), birkaç aydan uzuQ� |P�UO�� NÕOPDVÕ� QHUHGH\VH� LPNDQVÕ]ODúWÕ÷Õ� LoLQ� SD]DUdaki 

�U�Q�Q�EDúND�GH÷erlerle desteklenmesi hayati öQHP�WDúÕ\RU��%X�GR÷UXOWXda, birden fazla 

ürünü desteklemek içLQ� WHN� ELU� NXUXP�PDUNDVÕ� NXOODQPDN�� SD]DUGD� QH� NDGDU� NDODFD÷Õ�
belli olmayan her bir ürün içLQ� D\UÕ� D\UÕ� ]DPDQ� YH� Lú� J�F�� D\ÕUDUDN� IDUNOÕ� GH÷HUOHU�
ROXúWXUPDNWDQ�GDKD�DNÕOFÕ��0DUNHWLQJ�7�UNL\H�'HUJLVL��6D\Õ����������. 

 

��������%DúDUÕOÕ�0DUND 

BDúDUÕOÕ�ELU�PDUND�\DUDWPDN�LoLQ (Zyman ve Brott, 2004: 67): 

� 0DUNDQÕ]ÕQ�'1$�VÕQÕ�DQOD\DUDN�ELU�VWUDWHML�ROXúWXUXQ� 
� Konumunuzu beli rleyin. 

� .HQGLQL]L�UDNLSOHULQL]GHQ�IDUNOÕODúWÕUÕQ� 
� 7�NHWLFLOHULQ�LVWHNOHUL�YH�LKWL\DoODUÕ�LOH�ED÷ODQWÕ�NXUXQ� 
� *HUL�G|Q�S�EXQODUÕ�WHNUDU�\DSÕQ�  

%X� EHOLUWLOHQ� PDGGHOHU� GÕúÕQGD� Parkalar ender olarak reklDPODU� WDUDIÕQGDQ�
\DUDWÕOÕU�� <aratÕODQ� GL÷HU� HWNHQOHU� DUDVÕQGD� GDKD� ID]OD� J|U�Q�U� ROGX÷XQGDQ� E|\OH� ELU�
\DQOÕú� NDQÕ� ROXúPXúWXU�� gUQHNVH�� 6LQJDSXU� +DYD\ROODUÕ� J�oO�� ELU� PDUNDGÕU� YH� oHNLFL�
reklamlar yapar. Fakat��UHNODP�PDUNDQÕQ�GD\DQD÷Õ�GH÷LOGLU��PDUNDQÕQ�LOHWLúLPLQL�VD÷ODU��
RQX� NRQXPODQGÕUÕU��0DUNDQÕQ� GD\DQGÕ÷Õ� ]HPLQ�� NDELQ� HNLELQLQ� VXQGX÷X� �VW�Q�P�úWHUL 
hizmetidir. Bu ise Singapur Hava\ROODUÕ¶QÕQ�KHU�XoDNWD�� UDNLS�KDYD\ROODUÕQD�J|UH�GDKD�
ID]OD� VD\ÕGD� NDELQ� HNLEL� EXOXQGXUPDVÕ\OD� VD÷ODQPÕúWÕU�� %XQD� EHQ]HU� EDúND� ELU� oDUSÕFÕ�
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oDUSÕFÕ� ROJX�� øQJLOtere’nin en güçlü PDUNDODUÕQGDQ� ELUL� RODQ� 0DUNV	Spencer'in 

QHUHGH\VH�KLo�UHNODP�\DSPDPÕú�ROPDVÕGÕU��0DUNDQÕQ�J�F��LOH�\DSÕODQ�UHNODP�KDUFDPDVÕ�
DUDVÕQGD� GR÷UXGDQ� LOLQWLOL� EXOXQPD\DELOLU�� 6ÕN� UDVWODQÕU� EDúND� KDWD��PDUND� ED÷OÕOÕ÷ÕQÕQ�
DNÕOFÕ�ROPDGÕ÷ÕQÕ�|QH�V�UPHNWLU��7KH�(FRQRPLVW� WDUDIÕQGDQ�PDUNDODPD��]HULQH�\DSÕODQ�
ELU� DUDúWÕUPDGD� ������� úX� J|U�ú� VDYXQXOPXúWXU�� �'�Q\DQÕQ� G|UW� ELU� \DQÕQGD� LQVDQODU�
GH÷LúLN��U�QOHUH�NDUúÕ�PDQWÕN�GÕúÕ�ELU�ED÷OÕOÕN�ROXúWXUXU��øQVDQODU�WDUDI�WXWPD\Õ�VHYHUler... 

Pek çok 'elle tutulur' ölçüye göre BMW otomobill eri ve IBM bilgisayarODUÕ�
UDNLSOHULQGHQ�EHOLUJLQ�RODUDN�GDKD� L\L�GH÷LOGLU�� IDNDW�P�úWHULOHU�RQODUÕ� VDWÕQ�DOPDN� LoLQ�
beli rgin bir biçimde fazla para ödüyor." Levitt, EDúDUÕOÕ�PDUNDODUÕQ�QDVÕO�\DUDWÕOGÕ÷ÕQÕ�YH�
P�úWHULOHULQ�RQODUÕ�VHoPHNOH�QLoLQ�
PDQWÕN�GÕúÕ
�GDYUDQPDGÕ÷ÕQÕ�DQODPDN�LoLQ�ELU�oHUoHYH�
sunuyor (Doyle, 2001: 12). 

hU�QOHU� LúLQ� LoLQGHNL�NLúLOHUOH�GÕúÕQGDNLOHU� DoÕVÕQGDQ� IDUNOÕ� DQlamlar ifade eder. 

ùLUNHWLQ�\|QHWLFLVL�YH�PXKDVHEHFLVL�LoLQ��U�Q�IDEULNDGD ya da  ofiste üreWLOHQ�ELU�úH\GLU��
Onlar için ürün, hammaGGH��SDUoDODU�� LúoL�PDOL\HWL��NDOLWH�YH�oÕNWÕ�|]HOOLNOHUL�GHPHNWLU��
Fakat iúLQ� GÕúÕQGDNLOHU�� \DQL� W�NHWLFLOHU� DoÕVÕQGDQ� �U�Q� IDUNOÕ� ELU� úH\GLU�� øKWL\DoODUÕQÕ�
NDUúÕOD\DQ ya da � VRUXQODUÕQÕ� o|]HQ� ELU� YDVÕWD�� %X� LKWL\DoODU� YH� VRUXQODU� LúOHYVHO� YH�
HNRQRPLN�ROGX÷X�NDGDU��D\QÕ�]DPDQGD�GX\JXVDO�YH�UXKVDOGÕU��hU�Q�Q�GH÷HULQL�\DUDWDQ��
EX�XQVXUODUÕ�NDUúÕOD\DELOPH�\HWLVLGLU��hU�Q�Q�GH÷HULQL���UHWLFLQLQ�LoLQH�QH�NDWWÕ÷Õ�GH÷LO��
tüNHWLFLQLQ�RQGDQ�QH�DOGÕ÷Õ�EHOLUOHU��%ODFN�	�'HFNHU'in bir üst düzey yöneticisiQLQ�GHGL÷L�
JLEL���EL]LP�J|UHYLPL]�\DUÕP�VDQWLPOLN�PDWNDSODU�\DSPDN�GH÷LO�\DUÕP�VDQWLPOLN�GHOLNOHU�
DoPDNWÕU��. Ya da  Revlon Cosmetics'in BDúNDQÕQÕQ� V|]OHUL\OH�� �IDEULNDGD� NR]PHWLN�
ürünleri yaSDUÕ]�� IDNDW� PD÷D]DGD� XPXW� VDWDUÕ]��.� <LQH� ��U�Q� GH÷LO�� P�úWHULOHULQ�
VRUXQODUÕQD�o|]�POHU�VDWÕ\RUX]��LEDUHVL ,%0
LQ�EHQLPVHGL÷L�YH�GH÷LúWLUPHGL÷L�\DNODúÕPÕ�
simgeler. 2�KDOGH���U�Q�W�NHWLFLQLQ�LKWL\DFÕQÕ�NDUúÕOD\DQ�KHU�úH\GLU��5DNLS��U�QOHUL�oRN�
VD\ÕGDNL� úLUNHW� SL\DVD\D� VXQDUNHQ�� NHQGL� �U�Q�Qü tDQÕPODPD\Õ� YH� IDUNOÕODúWÕUPD\Õ 
LVWH\HFHNWLU��%XQD��PDUNDODPD��GHQLU�YH�EX�X\JXODPD�VRQXFX�%ODFN�	�'HFNHU�PDUNDVÕ��
5HYORQ� PDUNDVÕ� YH� ,%0�PDUNDVÕ� YDUGÕU�� %XUDGD� LOJL� RGD÷ÕPÕ]� JHQHO� DQODPGD� PDUND�
GH÷LO�� EDúDUÕOÕ� PDUNDGÕU�� øQVDQODUÕQ� EHOOL� ELU� PDUNDQÕQ� IDUNÕQGD� ROPDVÕ� R� PDUNDQÕQ�
EDúDUÕOÕ�ROGX÷X�DQODPÕQD�JHOPH]��gUQHNVH��LQVDQODUÕQ��6LQGDLU�&���)RUG�(GVHO��&R-op ya 

da � :LPS\� JLEL� PDUNDODUÕQ� IDUNÕQGD� ROGX÷XQX�� IDNDW� EX� PDUNDODUÕ� WHUFLK� HWPHGL÷LQL�
ELOL\RUX]��%LUNDo� \ÕO� |QFH� ELU� /DQGRU�$UDúWÕUPDVÕ�� |UQH÷LQ�%ULWish Telecom'un en çok 

bili nen on marND� DUDVÕQGD� ROGX÷XQX�� IDNDW� J�YHQ� DoÕVÕQGDQ� �o� \�]�QF�� VÕUDGD� \HU�
DOGÕ÷ÕQÕ� RUWD\D� NR\GX�� %7�� ROXPVX]� PDUND� LoLQ� L\L� ELU� |UQHN� WHúNLO� HGHU�� 7DPDPÕ\OD�



 111 

ROXPVX]�ED÷ODQWÕODUOD�WDQÕQPDNWDGÕU�Olumlu ya da �EDúDUÕOÕ�PDUND�ú|\OH�WDQÕPODQDELOLU��
%DúDUÕOÕ�PDUND�� EHOLUOL� ELU� NXUXOXúXQ� V�UG�U�OHELOHQ� IDUNOÕODúPÕú��VW�QO�÷H� �DGYDQWDJH��
VDKLS� RODQ� 
�U�Q
�Q�� WDQÕPOD\DQ� ELU� LVLP�� VLPJH�� WDVDUÕP ya da � EXQODUÕ� GD� DúDQ bir 

NDUPDGÕU� )DUNOÕODúPÕú� �VW�QO�N�� W�NHWLFLOHULQ� EHOOL� ELU� PDUND\Õ� UDNip markalara tercih 

HWPHVL� LoLQ� ELU� QHGHQLQ� EXOXQPDVÕ� GHPHNWLU. 'Sürdürülebilen' ise, rakiplerin kolayca 

WDNOLW� HGHPH\HFH÷L� �VW�QO�N� DQODPÕQD� JHOLU��'DKD� DoÕN� V|\OHUVHN�� ELU� LúOHWPH�� |UQH÷LQ�
nitelik, hizmet ya da � J�YHQLOLUOLN� DoÕVÕQGDQ� E�\�N� ELU� ú|KUHW� NDzanarak ya da  imaj 

\DUDWDUDN�SD]DUD�\HQL��U�QOHULQ�JLULúLQGH�HQJHOOHU�ROXúWXUDELOLU�� ,%0��&RFD-Cola, Sony 

YH�7HVFR� EDúDUÕOÕ�PDUNDODUGÕU��d�QN�� RQODU�� �VW�Q� NDU� YH� SD]DU� SHUIRUPDQVÕ� VD÷OD\DQ��
V�UG�U�OHELOHQ� IDUNOÕODúPÕú� �VW�QO�NOHUH� VDKLSWLU�� %DúDUÕOÕ� PDUNalar daima kendi pazar 

dilimi nde lider olan� PDUNDODUGÕU. Bu WDQÕPODUGDQ� LNL� oÕNDUÕP� \DSDELOLUL]�� %LULQFLVL��
PDUNDODU� \DOQÕ]FD� V�UG�U�OHELOHQ� IDUNOÕODúPÕú� �VW�QO�NOHUH� VDKLS� ROGX÷XQGD� PDOL�
YDUOÕNODU� �DVVHWV��KDOLQH�JHOLU��(÷HU�%7��:RROZRUWK
V ya da  Austin�0DHVWUR�|UQH÷LQGH�
ROGX÷X�JLEL�ROXPVX] ya da �HWNLVL]�PDUNDODU�GXUXPXQGD\VDODU�� UHNODP�KDUFDPDODUÕ��QH�
PLNWDUGD�ROXUVD�ROVXQ��ELODQoRGD�\HU�DOPDPDOÕGÕU��%X�PDUNDODUÕQ�\DUDWWÕ÷Õ�NDU��PDUNDQÕQ�
V�UG�U�OHELOHQ� IDUNOÕODúPÕú� �VW�QO�÷�QGHQ� GH÷LO�� �U�Q� |]HOOLNOHULnden ya da � GD÷ÕWÕP�
\DWÕUÕPODUÕQGDQ� HOGH edili r. $QFDN�� EXUDGD� \DQOÕú� RODQ�� PDUND\D� \DWÕUÕP� \DSÕOPDGDQ�
sürdürüOHELOHFH÷L� WH]LGLU��*HUHNHQ�GHVWHN�YHULOPH]VH��JHQHOOLNOH�ELU ya da � LNL�\ÕOÕQ�VR-

QXQGD�PDUND�VSLUDO�G�ú�ú�HYUHVLQH girer (Doyle, 2001: 4-5). 

MaUNDODUÕQ� úLUNHWOHUGHNL� |QHPOL� \HUL�� 8QLOHYHU¶LQ� <|QHWLP� .XUXOX� %DúNDQÕ�
ROGX÷X�VÕUDODUGD�6LU�0LFKDHO�3HUU\� ������,� WDUDIÕQGDQ�oRN�J�]HO�DQODWÕOPÕúWÕU��7�NHWLFL�
KHGHIOL� LúOHULQ� HQ� |QHPOL� YDUOÕ÷Õ� PDUNDODUÕGÕU�� +HVDSODQDPD\DFDN� NDGDU� GH÷HUOLGLUOHU��
øúOHWPHQLQ� KHP� JHoPLúLQL� KHP� JHOHFH÷LQL� WHPVLO� HGHUOHU�� 7�NHWLFL� KHGHIOL� LúOHWPHQLQ�
EDúDUÕOÕ�ROPDVÕ� LoLQ�PDUND�\DUDWPDN��E�\�WPHN�YH�PDUNDODUD�\DWÕUÕP�\DSPDNWDQ�EDúND�
VHoHQH÷L� \RNWXU��%DúDUÕOÕ�PDUNDODU��KLVVH� VDKLSOHUL�� \|QHWLFLOHU�� VDWÕú�HOHPDQODUÕ���UHWHQ�
LúoLOHU� YH� W�P� LOJLOLOHUH�� \DUÕQÕQ� EHOLUVL]� ROGX÷X� ELU� G�Q ya da , daha fazla güvenlik, 

isWLNUDU� YH� NRUXPD� VD÷ODUODU�� g]�QGH� EDúDUÕOÕ� PDUNDODUÕQ� ]DPDQD� NDUúÕ� GD\DQÕNOÕOÕ÷Õ��
onlaUÕ� KHP� ILUPDODU� KHP� GH� W�NHWLFLOHU� LoLQ� |QHPOL� YH� GH÷HUOL� NÕODU�� (÷HU� PDUNDODU�
beslenir,� JHOLúWLULOLU� YH� \HQLOL÷H� DoÕN� KDOH� JHWLULOLUVH� R� ]DPDQ� \DúDP� G|QJ�V�� WHRULVL�
tamamen geçersiz hale geli r. Bu teori ürünler için geçeUOLGLU��PDUNDODU�LoLQ�GH÷LO��&Rca-

&ROD��.RGDN��*RRG\HDU��*LOOHWWH��6RQ\��/HYL
�V�JLEL�ELUoRN�E�\�N�PDUNDQÕQ�X]XQ�\DúDPÕ�
buQX� NDQÕWODPDNWDGÕU�� 0DUNDODU� V�UHNOL� LOJL� LVWHU�� 7DPDPODQPÕúOÕN�� PDUNDQÕQ�
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G�úPDQÕGÕU�YH�HYULP�JHUHNOL�NRúXOGXU��EDúDUPDQÕQ�|G�O��LVH�oRN�E�\�NW�U (Bartle 2001: 

34). 

 

����������%DúDUÕOÕ�0DUNDODUÕQ�g]HOOLNOHUL 
ø\L� ELU�PDUND�� �UHWLFLQLQ� DOÕFÕODU� �]HULQGH� EÕUDNPÕú� ROGX÷X� J�YHQL� YH� JDUDQWL\L�

sembolize eder. Fakat Phili p Kotler'in Pa]DUODPD� <|QHWLPL� ������� DGOÕ� NLWDEÕQGD��
PDUNDQÕQ�GDKD�ID]OD�DQODPÕ�ROGX÷X�YXUJXODQPDNWDGÕU (Bozkurt, 2006: 48-49). 0DUNDQÕQ�
LoHUGL÷L�DOWÕ�DQODP� 

Nitelik: Marka, bir ürünün niteliklerLQL�VLPJHOHU��gUQH÷LQ��3RUVFKH�DUDEDVÕ�EL]H�
SDKDOÕ��KÕ]OÕ��SUHVWLMOL�YH�J�YHQOL�JLEL�QLWHOLNOHUL�KDOÕUODWÕU� 

Yararlar:�1LWHOLNOHULQ�X]DQWÕODUÕGÕU��gUQH÷LQ��3RUVFKH�SDKDOÕ�ROGX÷XQGDQ�DOÕFÕQÕQ�
NHQGLQL�|QHPOL�ELU�úDKÕV�JLEL�KLVVHWPHVLQL�VD÷ODU� 

'H÷HUOHU� MarkDQÕQ� �UHWLFL� KDNNÕQGD� |QH� oÕNDUGÕ÷Õ� GH÷HUOHUdir. Porsche için, 

sportif, prestij ve güvenlik. 

Kültür:�0DUND� ELU� N�OW�U�� WHPVLO� HGHELOLU�� gUQH÷LQ�� 3RUVFKH��$OPDQ� N�OW�U�Q��
WHPVLO�HGHU��7DVDUÕP��\DUDWÕFÕOÕN�JLEL� 

.LúLOLN�� 0DUND� NLúLOL÷L� \DQVÕWDELOLU�� 0HVHOD� 3orsche; aktif, diQDPLN� NLúLOL÷L�
\DQVÕWDELLLU� 

.XOODQÕFÕ��0DUND���U�Q�Q�NLPOHU�WDUDIÕQGDQ�NXOODQGÕ÷Õ�KDNNÕQGD�EDúNDODUÕQD�ILNLU�
YHUHELOLU��0HVHOD�3RUVFKH
QLQ�\DúOÕ�YH�GDU�JHOLUOL�ELU�úDKÕV�GH÷LO�GH��]HQJLQ�ELU�DLOHQLQ����
\DúÕQGDNL�ELU�R÷OX�WDUDIÕQGDQ�NXOODQÕOÕ\RU�ROGX÷XQX�G�ú�Q�U�]� 

%LU�PDUNDQÕQ��KHSVL�ROPDVD�GD��\XNDUÕGDNL�DQODPODUGDQ�HQ�D]�ELUNDoÕQÕ�LoHUPHVL�
JHUHNLU�� 6DGHFH� LVPL� YXUJXODPDN� EDúDUÕOÕ� ROPD\DELOLU�� gWH� \DQGDQ�� VDGHce nitelikleri 

YXUJXODPDN� GD� EDúDUÕOÕ� ROPD\DELOLU�� dünkü tüketici sadece nitelLNOHUOH� GH÷LO�� �U�nün 

\DUDUODUÕQÕ� GD� ELOPHN� LVWH\HELOLU�� $\UÕFD�� VDGHFH� �U�Q�Q� ELU� \DUDUÕQÕ� EHOLUWPHN� GH�
ULVNOLGLU�� o�QN��� \DOQÕ]� ELU� |]HOOL÷LQ� UDNLS� ILUPDODU� WDUDIÕQGDQ� WDNlit edilmesi 

mümkündür. Kotler'LQ�GH�LIDGH�HWWL÷L�JLEL��%LU�PDUNDQÕQ�NDOÕFÕOÕ÷ÕQÕQ�HQ�|QHPOL�|]HOOL÷L��
PDUNDQÕQ� GH÷HUL�� N�OW�U�� YH� NLúLOL÷LGLU�.� 3RUVFKH
QLQ� NDUDNWHUOHUL� V|\OH� VÕUDODQDELOLU��
7HNQRORML�� WDU]� YH� KÕ]�� %X� NDUDNWHUOHUL� ROXúWXUPDN�� oRN� X]XQ� ELU� ]DPDQ� DOPÕúWÕU�� 2�
\�]GHQ�� PDUND� VWUDWHMLVL� LOH� EX� NDUDNWHUOHU� NRUXQPDOÕGÕU�� (÷HU� 3RUVFKH� ILUPDVÕ� GDKD�
IDUNOÕ� bir pazar kitlesine hitaben tar]ÕQÕ� GH÷LúWLULS� ELU� DOW� SD]DUD� J|UH� DUDED� �UHWLPL�
\DSPD\D� EDúODUVD�� 3RUVFKH� PDUNDVÕQÕQ� \DUDWPÕú� ROGX÷X� E�W�Q� GH÷HUL� YH� NLúLOL÷LQL�
ND\EHWPHVLQH�\RO�DoDFDNWÕU (Bozkurt 2006: 49). 
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����������%DúDUÕOÕ�0DUNDQÕQ�%�\�PH�<|Q��0DWULVL 
hU�Q� \DúDP�G|QJ�V�� oRN� L\L� ELOLQHQ� ELU� ROJXGXU��hU�Q� SD]DUGD� |QFH� \�NVeli r, 

pD]DU�JHOLúWLNoH�YH� \HQL� WHNQRORMLOHU� \HULQL� DOGÕNoD�JLGHUHN�|O�U��)DNDW� \DúDP�G|QJ�V��
�U�QOHU� LoLQ� JHoHUOLGLU�� PDUNDODU� LoLQ� GH÷LO�� %LU� PDUNDQÕQ� NHQGini yeni teknolojil ere 

X\DUODPDVÕ� YH� JHOLúPLú� SD]DUODUGDQ� \HQL� E�\�\HQ� SD]DUODUD� GR÷UX� KDUHNHW� HWPHVL�
mümkündür. 

 

7DEOR����0DUNDODUÕQ�%�\�PH�<|Q��0atr isi 
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KÜRESEL MARKALAR 

Kaynak: Doyle, 2001: 11. 

 

Marka büyüme yönünü gösteren matris/dizey, PHYFXW�WHPHO�E�\�PH�IÕUVDWODUÕQÕ�
J|VWHUL\RU��%DúODQJÕoWD�PDUND�SD\Õ�VWUDWHMLN�RGDNOar. Fakat pa]DUGD�X]XQ�\ÕOODU�YDUOÕ÷ÕQÕ�
sürG�UHQ� EDúDUÕOÕ� PDUNDODUÕQ� oR÷X�� �U�Q� \DúDP� G|QJ�V�Q�� DWODWPDN� LoLQ� \HQL�
WHNQRORMLGHQ� \DUDUODQPD�� LoLQGHNL� PDGGHOHUL� YH� DPEDODMÕ� JHOLúWLUPH� \|QWHPOHrini 

NXOODQGÕ��gUQHNVH��-RKQVRQ
�	�-RKQVRQ�%HEHN�ùDPSXDQÕ��E�\�Peyi sürdürmek için yeni 

pazar GLOLPOHULQH�\|QHOHQ�SHN�oRN�PDUNDGDQ�ELULGLU��ùHNLO¶GHNL�G|UG�QF��E�\�PH�\|Q���
J�Q�P�]� oRNXOXVOX� úLUNHWOHULQH� JLGHUHN� DUWDQ� IÕUVDWODU� VXQDQ� N�UHVHO� PDUNDODúPDGÕU��
Ürünle ili ntili olmayaQ�P�úWHULOHUL� HGLQPH ya da �EDúDUÕVÕ]OÕN�RUDQÕQÕQ�\�]GH���¶OHUGH�
ROGX÷X�GHQHQPHPLú�\HQL��U�QOHUH�ED÷OÕ�E�\�PH\H�NÕ\DVOD��EDúDUÕOÕ�markalarda sürekli 

JHOLúWLUPH\H� GD\DOÕ� E�\�PHQLQ� GDKD� J�YHQLOLU� VRQXoODU� YHUGL÷L� J|U�OP�úW�U� ( Doyle, 

2001: 11). 
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2.20.2.3��%DúDUÕOÕ�0DUNDODUÕQ�<DUDU�YH�(WNLOHUL 
3D]DUODUGDNL�GH÷LúNHQ�NHVLPOHU��|]HOOLNOH�N�UHVHO�SD]DUODUD�DoÕOPÕú�úLUNHWOHU�LoLQ�

EHOLUJLQ� ELU� SUREOHPGLU��gUQH÷LQ�� VSRU� D\DNNDEÕODUÕ� VDWDQ�1LNH�� oRN� EDúDUÕOÕ� ROPXúWXU��
Nike uluslaraUDVÕ�ELU�PDUND�ROXS�HUNHN��NDGÕQ��JHQo��\DúOÕ�YH�GDKD�SHN�oRN�IDUNOÕ�SD]DU�
NHVLPOHULQH� VDWÕú� \DSPDNWDGÕU�� 1LNH� úLUNHWLQLQ� VDELW� E�W�QOHúLN� LOHWLúLPL� NDOÕFÕ�
WXWPDVÕQÕQ� WHN� \ROX�� �PDUND� NLúLOL÷L�QL� L\L� WDQÕPODPDVÕQGDQ� GROD\ÕGÕU�� gUQH÷LQ��1LNH��
NDGÕQODUD� D\DNNDEÕODUÕQÕ� VDWDELOPHN� LoLQ�� SURPRV\RQ� oDOÕúPDODUÕQGD�� �-XVW� 'R� ,W���
NDYUDPÕQÕ� NXOODQGÕ� YH� EX� \ROOD�� NDGÕQODUÕQ� GX\JXODUÕQÕ� KDUHNHW� HWWLUPH\H� oDOÕúWÕ��
%|\OHFH�� NDGÕQODUÕQ� |Q�QGH� KLoELU� úH\LQ� GXUDPD\DFD÷ÕQÕ� YH� SRWDQVL\HOOHULQL� HQ� �VW�
G�]H\GH�NXOODQDELOHFHNOHUL�LIDGH�HWPH\H�oDOÕúWÕ��0DUND�NLúLOL÷L��HúVL]�NDUDNWHU�WDNÕPÕ�YH�
ELUELULQH� ED÷OÕ�PDUka kaliteleri olDUDN� GD� DoÕNODQPDNWDGÕU��%X� GD� EL]L�� W�P�E�W�QOHúLN�
SD]DUODPD� LOHWLúLPL� oDEDODUÕQÕQ� ROXúWXUPDNWD� ROGX÷X� \|QH� J|W�UPHNWHGLU�� $\UÕFD��
tüketicilere de du\JXVDO�ELU�GXUXP�DúÕODQPDNWDGÕU (Bozkurt, 2006: 56). 

<HQL� HNRQRPLGH� \|QHWLFLOHULQ� EDúDUÕODUÕ� NkUOÕOÕN� \|QHWLPLQGHQ� ]L\DGH� GH÷HU�
\DUDWPD� \|QHWLPLQGHNL� EDúDUÕODUÕ� LOH� EHOLUOHQL\RU�� 'H÷HU� \DUDWPDGD� EDúDUÕOÕ� RODELOPHN�
LoLQ�ELU�WDUDIWDQ�\HQL�LKWL\DoODUÕ�EHOLUOHPH\H�YH�EXQODUÕ�NDUúÕODPD\D�\|QHOLN�Lú�PRGHOOHUL�
JHOLúWLUPHN��GL÷HU� WDUDIWDQ�GD�NXUXP�IHOVHIHVLQLQ�GR÷UX�YH�\D\JÕQ�RODUDN�DOJÕODQPDVÕQÕ�
VD÷ODPDN�JHUHNL\RU��%X�DOJÕODQPDQÕQ�GR÷UX�\|QHWLOPHVL\OH�HOGH�HGLOHQ�GH÷HUH�NXUXPVDO�
PDUND�GH÷HUL�GHQLOL\RU��%XJ�Q�ELU�$PD]RQ�FRP��&RFD�&ROD��1LNH�YH\D�*(�úLUNHWOHULQLQ�
SL\DVD�GH÷HUOHULQLQ��YDUOÕNODUÕ�YH\D�\ÕOOÕN�NkUOÕOÕNODUÕ� LOH�DoÕNODQDELOHFHN�GH÷HUOHULQ�oRN�
�]HULQGH�ROPDVÕQÕQ�QHGHQL��VDGHFH�LúOHULQL� L\L�\DSPDODUÕ�GH÷LO��D\QÕ�]DPDQGD�NXUXPVDO�
PDUND� GH÷HULQL� DUWÕUPD� NRQXVXQD� GX\DUOÕOÕN� J|VWHUPHOHULGLU�
(http://www.markastrateji.com/?p=17). Kurumsal marND� oHUoHYHVLQGH� EDúDUÕOÕ� 
disiplLQOL�� oD÷GDú� PHWRWODUOD� \|QHWLOHQ� ILUPDODUÕQ� \DUDWWÕNODUÕ� PDUNDODU� KHU� zaman: 

t�NHWLFL\L� VDWÕQ� DOPD\D�|]HQGLULU�� WHúYLN� HGHU��7�NHWLFLQLQ�NXUXOXúD�YH��U�QOHULQH�GDKD�
ROXPOX� EDNPDVÕQÕ�� J�YHQOH� VDWÕQ� DOPDVÕQÕ� VD÷ODU�� � 0DUND� V�UHNOLOLN� ND]DQÕU�� hU�Q� ��
KL]PHWLQ�NDOLWHVL�GHUKDO�KLVVHGLOLU��GL÷HUOHUL� DUDVÕQGDQ� �GDKD�oDEXN�D\ÕUW� HGLOLU��0HG\D��
P�úWHULOHU�� NDPXR\X� 
ROXúWXUDELOHFHN� oHYUHOHU� ILUPD� �� PDUND� OHKLQH� HWNLOHQLU�� EX� J�o�
GR÷UX� \|QGH� NXOODQÕOGÕ÷ÕQGD� ILUPD� �� PDUND�� KHU� JHoHQ� J�Q� GDKD� ID]OD� GH÷HU� ND]DQÕU��
hatta firPDQÕQ�GL÷HU��U�QOHULQH�GH�GH÷HU�NDWDU��)LUPD�Lú�\DSWÕ÷Õ�oHYUHOHUOH�GDKD�G�]HQOL�
oDOÕúÕU�� )LUPD� |UQHN� DOÕQPD\D� EDúODQÕU�� 3HUVRQHO� GDKD� HWNLOL�� ]HYNOH� YH� úHYNOH� oDOÕúÕU��
dDOÕúDQODU� DUDVÕ� ELUOLN� YH� EHUDEHUOLN� GX\JXODUÕ��PRUDO� YH�PRWLYDV\RQX� JHOLúWLULU��5DNLS�
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ILUPDODUD�J|UH�GDKD�NDOLWHOL�oDOÕúDQODU�JUXEX�ROXúWXUXOXU���'H÷LúLN�E|O�POHUGH�oDOÕúDQODU�
ELUOLNWH� GDKD� HWNLOL� oDOÕúPDODU� \DSDU�� 2UJDQL]DV\on güçlenir, Daha kaliteli 

ürün/hizmetler üretili r, KDOLWH� VWDQGDUWODUÕQÕ� \DQVÕWÕU�� )LUPDQÕQ� EDQNDODU� YH� ILQDQV�
çevrHOHULQGH� L\L� ELU� LPDMOD� WDQÕQPDVÕQÕ� VD÷ODQÕU�� SDUDQÕQ� SD\ODúÕPÕQÕ� HWNLOHU�� NUHGL�
NROD\OÕNODUÕ� YH� EX� NRQXGD� SD]DUODPD� J�F�� VD÷ODU (Ak, 1998: 150). Firma kendini 

UDNLSOHULQH�NDUúÕ�daha etkili olarak korur  

%DúDUÕOÕ� ELU� NXUXPVDO�PDUND�GH÷HULQH� VDKLS�NXUXOXúODU�� SD]DUODPD� IDDOL\HWOHULQL�
UDNLSOHULQH�J|UH�GDKD�D]�PDOL\HWOH�\�U�WHELOL\RUODU��GD÷ÕWÕP�NDQDOODUÕ�LOH�SD]DUOÕNODUÕQGD�
GDKD�L\L�VRQXoODU�DODELOL\RUODU��\HQL�P�úWHUL�HGLQPH�YH\D�HVNL�P�úWHULOHUH yeni ürünler 

VXQPDGD�GDKD�EDúDUÕOÕ�RODELOL\RUODU�YH�UDNLSOHULQGHQ�JHOHFHN�WHKGLWOHUH�NDUúÕ�NR\DELOPHN�
LoLQ� P�úWHULOHULQL� ND\EHWPHNVL]LQ� ]DPDQ� ND]DQÕ\RUODU�� (Q� |QHPOL� UHNDEHW� XQVXUXQXQ�
]DPDQ� ROGX÷X� ELU� G|QHPGH�� EHONL� GH�� HQ� |QHPOL� ND]DQÕP� WHKGLWOHUH� FHYDS� verecek 

]DPDQÕQ�ND]DQÕOPDVÕGÕU��hU�Q� WDQÕWÕPÕ�� �U�Q�SD]DUODPDVÕ� YH��U�Q�PDUNDVÕQGDQ�|WH�ELU�
NDYUDP�RODQ�NXUXPVDO�PDUNDQÕQ� \DUDWÕOPDVÕ� YH� \|QHWLPL� DQFDN�SODQOÕ� YH�GLVLSOLQOL� ELU�
\DNODúÕPOD� EDúDUÕ\D� XODúDELOL\RU�� %X� J|UHY� SD]DUODPD� GHSDUWPDQÕQD� GHYUHGLOPHPHVi 
JHUHNHQ�� EL]]DW� �VW� \|QHWLP� WDUDIÕQGDQ� �VWOHQLOHFHN� ELU� J|UHYGLU�� d�QN�� EDúDUÕOÕ� ELU�
NXUXPVDO�PDUND�ROXúWXUPDN� VDGHFH�SD]DUODPD�� UHNODP�YH�KDONOD� LOLúNLOHU� IDDOL\HWOHULQL�
GH÷LO�� NXUXPXQ� W�P� IRQNVL\RQODUÕQÕ� EX� KHGHIOH� \|QHWPHNWHQ� JHoHU�
(http://www.markastrateji.com/?p=17). 

 

2.20.2.3.1. BDúDUÕOÕ MDUNDODUÕQ Yarar  ve Etkileri KDSVDPÕQGD�(N�'H÷HUOHUL 
%XUD\D� NDGDU� PDUNDODUÕQ� �U�QOHUGHQ� IDUNOÕ� ROGX÷XQX�� W�P� \|Q�\OH� PDUNDQÕQ�

|]HOOLNOHUL�YH�EDúDUÕOÕ�PDUNDQÕQ�NDSVDPÕ�LUGHOHQGL��0DUNDODúPD�V�UHFLQGH�H÷HU��U�QH�HN�
GH÷HUOHU�NDWÕOPDPÕúVD�R�]DPDQ�PDUND�GD�\RNtur. Demek ki, her marka bir ürün ya da  

hizmeti içerir ama her ürün gerçek bir marka olamaz (Bartle, 2001: 32). Gerçek marka 

oDOÕúPDGD� EHOLUOHQGL÷L� JLEL� W�NHWLFLQLQ� ]LKQLQGH� YH� SD]DUGD� \HULQL� DODFDNWÕU�� %XQD� HN�
RODUDN� EDúDUÕOÕ� PDUNDODUÕQ� HN� GH÷HUL de mevcuttur. Markalama, ürün stratejisi için 

|QHPOL� ROGX÷XQGDQ�� PDUND� \DUDWPDN� LoLQ� |UJ�W�� X]XQ� ]DPDQOÕ� \DWÕUÕP� \DSPDOÕGÕU��
Özelli kOH�UHNODP��SURPRV\RQ�YH�SDNHWOHPH��PDOL\HW�DUWÕUÕFÕ�ROGX÷XQdan marka yaratma 

oDEDODUÕ� LoLQ�|QHPOLGLU��.�UHVHOOHúPH� LOH�SRS�OHU�RODQ��UHWLP� LoLQ�GÕú�ND\QDN� HGLQPH��
J�Q�P�]� úLUNHWOHULQL� EX� \|QGH� KDUHNHW� HWPH\H� \|QOHQGLUPHNWHGLU�� 'Õú� ND\QDNOÕ�
�UHWLFLOHU�� D\QÕ��ONHGH�ROVXQ ya da � ROPDVÕQ�� XOXVODUDUDVÕ� ELU�PDUND� \DUDWPÕú�ROGXNODUÕ�
için finansal olarak güçlüdüUOHU�� *�Q�P�]� úLUNHWOHUL�� SDUD� ND]DQPDN� DoÕVÕQGDQ��
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PDUNDQÕQ�QH�NDGDU�|QHPOL�ROGX÷XQX�DQODPÕúODUGÕU��0DUND��VHUYLV ya da  ürün üreticisini 

YH\D�VDWÕFÕVÕQÕ�WDQÕPODU��0DUND��ELU�YDUOÕNWÕU��0DUND��ELU�SDWHQW�YH\D�WHOLI�KDNNÕQGDQ�oRN�
IDUNOÕ�ELU�úH\GLU��3DWHQW�Ye teli f KDNNÕQÕQ�NÕVÕWOÕ�ELU�\DúDP�V�UHsi varken, marka sonsuza 

GHN� \DúD\DELOLU��0DUND��P�úWHULOHU� DUDVÕQGDNL��U�Q ya da � KL]PHWOH� LOJLOL� LOLúNL\L� LIDGH�
HGHU��%X�LOLúNLGH��P�úWHULOHULQ�R��U�Q�Q�KL]PHWLQ�NHQGLVLQH�YH�RQX��UHWHQ�NXUXOXúD�NDUúÕ�
GX\GX÷X�J�YHQ�YH�VHPSDWL��WHPHO�EHOLUOH\LFLOHU�RODUDN�DOJÕODQDELOLU��0DUND��W�NHWLFLOHULQ�
�U�QOHU� YH\D� KL]PHWOHUOH� LOJLOL� RODUDN� GX\GXNODUÕ�� J|UG�NOHUL�� RNXGXNODUÕ�� L]OHGLNOHUL�
veya kendilerinin birebir deneyimlerinden elde ettikleri verilere göUH� \DSWÕNODUÕ�
WDQÕPODPD\Õ� LIDGH� HGHU�� %X� GD� ILUPDODUÕQ�� PDUNDODUÕQD� \DSWÕNODUÕ� \DWÕUÕP� YH� X]Xn bir 

zaman dilimi ni i fade eder (Bozkurt, 2006: 48). 'ROD\ÕVÕ\OD�PDUNDODUÕQ�JHUoHN�sahipleri 

tüketicilerdir ve marNDODUÕ�\DOQÕ]FD�W�NHWLFLOHU�\DUDWDELOLU�� 
0DUND� GH÷HUL�� SD]DU� RUWDPÕQGD� PDUNDQÕQ� GH÷HUL� YH� J�F�nün, tüketiciler 

WDUDIÕQGDQ�NRUXQGX÷X�úHNOLQGH�DoÕNODQDELOLU��7�NHWLFL��PDUND\D�QH�NDGDU�VDKLS�oÕNDUVD��
PDUND�J�YHQLUOLOL÷L�R�|Oo�GH�GH÷HU�ND]DQÕU��\�FHOWLOLU��<DQL��PDUND�ED÷ÕPOÕOÕ÷Õ�GD��PDUND�
GH÷HUL� LOH� PDUNDQÕQ� ELOLQLUOL÷LQGHQ� ROXúPDNWDGÕU�� (÷HU� W�NHWLFL�� IL\DW�
GH÷HUOHQGLUPHVLQGHQ�GROD\Õ�PDUND�GH÷LúLNOL÷LQH�\|QHOLUVH��\DUDWÕOPÕú�RODQ�PDUND�GH÷HUL�
W�NHWLFLQLQ�J|]�QGH�D]DODFDNWÕU��%X�GXUXPGD�HQ�L\L�W�NHWLFL��PDUND\D�NHQGLQL�DGD\DQGÕU��
0DUND� GH÷HUL�� W�NHWLFLOHULQ� YDURODQ� ELU� PDUND� KDNNÕQGD� QH� G�ú�QG�÷�G�U�� 'HQJH�
NDYUDPÕ� LVH�� PDUNDQÕQ� GH÷HULQL� WDQÕPOD\DQ� ILQDQVDO� ELU� NDYUDPGÕU�� %XQXQOD� EHUDEHU�
GHQJH�� WDQÕQPÕú� ELU� PDUNDQÕQ� �U�Q� NDUDNWHULQH� KDNLP� ROPDVÕQÕ� YH� DOW� G�]H\GH� ELU�
EDúDUÕQÕQ�HOGH�HGLOPHVLQGH�\DUGÕPFÕ�ROXU��7�NHWLFL�LOLúNLOHUL��PDUND�GH÷HULQL�JHOLúWLUPHN�
LoLQ�NXOODQÕODbili r. Teknik olarak, marka de÷HUL�ILQDQVDO�ELU�NDYUDPGÕU��0Xhasebe denge 

UDSRUXQGD� EXOXQXU� YH� RUJDQL]DV\RQXQ� ELU� YDUOÕ÷Õ� RODUDN� \HU� DOÕU�� 0DUND� GH÷HULQL�
KHVDSODPDN� NROD\� GH÷LOGLU�� o�QN�� PDUND� GH÷HUL�� W�NHWLFLOHULQ� J|]�QGH� ROXúDQ� ELU�
GH÷HUGLU��%X�GXUXPX�DQDOL]�HWPHQLQ�ELU�\Rlu da, tüketicilerin fiyat farkOÕODúPDVÕ\OD�D\QÕ�
PDUND\Õ� NXOODQPD\Õ� WHUFLK� HWPH� DUDVÕQGDNL� LOLúNLVLQL� LQFHOHPHNWLU�� 0DUND� GH÷HUL��
tüketicilerin DODFDNODUÕ� PDUNDQÕQ� �U�Q� YH� VHUYLVOHUL� KDNNÕQGD� ELU� ILNLU� VDKLEL� ROPDODUÕ�
demektir. E÷HU� W�NHWLFLOHU� LQDQGÕNODUÕ�YH\D�EHNOHGLNOHUL�PDUND�GH÷HULQL�DOÕUODUVD��PXWOX�
olurlar (Bozkurt, 2006: 50-51)��=DWHQ�PDUNDODU� VXQGXNODUÕ� o|]�P�Q�\DQÕQGD�GX\JXVDO�
doyum da taahhüt ederler. %X�\�]GHQ��E�W�QOHúLN�SD]DUODPD�LOHWLúLPLQL�NXOODQPDN�oRN�
ID\GDOÕGÕU� 

*�QO�N�\DúDQWÕPÕ]GD�ELU�PDO�KL]PHW�VDWÕQ DOÕUNHQ�|QFH�PDUNDVÕQD�GLNNDW�HWPL\RU 
PX\X]�� +DQJLVLQLQ� ]LKLQOHULPL]GH� GDKD� L\L� ELU� L]OHQLPL� �LPDMÕ�� YDUVD�� R� J�QH� NDGDU�
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hangisi il gimizi daha çok oHNHELOPLú ise, ilgimiz, sempatimiz hangisine daha fazla ise, 

onu VDWÕQ� DOPD\Õ� G�ú�QP�\RU� PX\X]�� øúWH� EX� QHGHQOH�� ELU� PDUND� \DUDWÕUNHQ�� �U�Q�Q�
\DUDUODUÕ�NRQXVXQda, tüketiciye VDWÕQ�DOPDVÕ konusunda onu ikna edebilecek bir ölçüde 

YH� J�oWH� ELU� WDQÕWÕP� SROLWLNDVÕ� L]OHQPHVL� JHUHNLr. Çünkü fLUPDODU� P�úWHULOHUL\le, 

PDUNDODUÕ�LoLQ�\DSWÕNODUÕ�EX�WDQÕWÕP�oDOÕúPDODUÕQGDNL�EDúDUÕODUÕ�|Oo�V�QGH�L\L�ELU�LOHWLúLP�
NXUDELOLUOHU� YH� \DUDWÕODQ� LPDM� |Oo�V�QGH� R� PDUNDQÕQ� WHUFLK� HGLOLUOL÷LQL� VD÷OD\DELOLUOHU��
øúWH�EXQX�EDúDUDELOHQ�PDUNDODU��EX�NXYYHWOHri deUHFHVLQGH�ELU�GH÷HU�WDúÕUODU�(Ak, 1998: 

143). 8QXWXOPDPDOÕGÕU� NL�� ED]Õ� |UJ�WOHU� LoLQ� PDUND� GH÷HUL�� HQ� GH÷HUOL� YDUOÕNWÕU�� %X�
GXUXP�� N�UHVHOOHúPH\OH� YH� LOHWLúLP� WHNQRORMLOHULQLQ� JHOLúPHVL� ile daha da ön plana 

oÕNPÕúWÕU� (Bozkurt, 2006: 51)�� $UWÕN� ILUPD� VDKLSOHUL� W�NHWLFL\OH� LOLúNLOHULQLQ� \DQÕ� VÕUD 
RUWDNODUÕ��KLVVHGDUODUÕ�YH� LOLúNLGH�ROGXNODUÕ�EDúND�Lú�oHYUHOHUL� LoLQ�PDUNDQÕQ�HN�GH÷HULQL�
de önemsemektedirler.  

 

2.20.2.3.2. Marka DH÷HULQL�AUWWÕUPDQÕQ�<ROODUÕ 
0DUND� GH÷HUL� \DUDWPDQÕQ� \HGL� WHPHO� NXUDOÕ� �7XUNHO��

www.markastrateji .com/?p=67): 

Tüketiciyi Dinle:� øON� RODUDN�� PDUNDQÕQ� KHU� ELOHúHQLQLQ� W�NHWLFL\OH� LOJLVL� ROPDVÕ�
JHUHNL\RU�� dR÷X� úLUNHW� PDUNDVÕQÕ� úLUNHW� \DSÕVÕQD� J|UH� NRQXPODQGÕUÕU�� 2\VD� PDUNDQÕQ�
W�NHWLFL�LVWHNOHULQH�J|UH�ROXúWXUXOPDVÕ�JHUHNLU� 

'X\JXVDO� %D÷� .ur:� 0DUNDQÕQ� |QFH� NDOEH� VRQUD� EH\QH� KLWDS� HWPHVL� JHUHNLU��
0DUNDQÕQ� W�NHWLFL\OH� NXUGX÷X� ED÷� GX\JXVDO� ELU� ED÷GÕU�� %XQX� UDNDPODUOD�
DoÕNOD\DPD]VÕQÕ]��ùLUNHWOHU� LVH��U�Q�Q�NDOLWHVL�� VXQXODQ�KL]PHWLQ� IL\DWÕ�JLEL� UDNDPODUOD�
DoÕNODQDFDN� V�UHoOHULQ� GDKD� |QHPOL� ROGX÷XQX� G�ú�Q�\RU�� 7�P� SDUI�POHULQ� LoLQGH�
EHQ]HU�NLP\DVDO�ELOHúHQOHU�YDU��$PD�W�NHWLFL�ED]Õ�SDUI�POHUL�V�UG�÷�QGH�NHQGLQL�GDKD�
VHNVL�YH�oHNLFL�KLVVHGL\RU��%X�QHGHQOH�EX�GX\JXVDO�JHUoHNOHU��]HULQH�NRQXPODQGÕUÕODQ�
PDUNDODU�GDKD�GH÷HUOL�KDOH�JHOL\RU�� 

Basit Ol: ho�QF�� NXUDO� LVH� EDVLW� ROPDN��$VOÕQGD� KHUNHV� EX� NXUDOÕ� X\JXODPD\D�
oDOÕúÕ\RU� DPD� EDúDUDPÕ\RU�� g]HOOLNOH� VRQ� \ÕOODUGD� W�NHWLFLOHU� KHU� \HUGHQ� ELOJL�
ERPEDUGÕPDQÕQD� WXWXOX\RU�� øOHWLúLP� NDQDOODUÕQÕQ� DUWPDVÕ� YH� úLUNHWOHU� DUDVÕ� \R÷XQ�
UHNDEHW��YHULOHQ�PHVDMODUÕQ�VD\ÕVÕQÕ�GD�DUWÕUGÕ�� 

+Õ]OÕ� $OJÕODW�� 0DUND� EDVLW� ROPDOÕ� NL� GLQVHO�� PHNDQVDO� YH� N�OW�UHO� IDUNOÕOÕNODUD�
UD÷PHQ� KHUNHV� LoLQ� NROD\� DQODúÕOÕU� ROVXQ�� %DVLW� RODQÕ� W�NHWLFL\H� GDKD� NROD\�
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DQODWDELOLUVLQL]�� 0DUNDQÕQ� WHN� EDúÕQD� EDVLW� ROPDVÕ� GD� \HWHUOL� GH÷LO�� %X� EDVLW� PDUND\Õ�
W�NHWLFL\H�KÕ]OD�DOJÕODWPDN�JHUHNL\RU�� 

Sözünü Tutan Marka Ol: 0DUND�� �U�Q�Q� YDDW� HWWL÷L� W�P� |]HOOLNOHUL� �VW�QGH�
WDúÕPDOÕ��ùLUNHWH�DLW�ROPDOÕ��%X�VD\HGH�W�NHWLFL�GH�KD\DO�NÕUÕNOÕ÷ÕQD�X÷UDPD]�� 

Tüm Duyulara Hitap Et: Marka 5 duyuya birden hitap etmeli �� %XJ�Q� oR÷X�
PDUNDQÕQ� J|]H ya da � NXOD÷D� KLWDS� HWWL÷L� J|U�O�\RU�� +DWWD� PDUNDQÕQ� SD]DUODPD�
VWUDWHMLOHUL� GH� EXQD� J|UH� ROXúWXUXOX\RU�� gUQH÷LQ� QH� NDGDU� L\L� ELU� UHVWRUDQ� PDUNDVÕ�
ROXUVDQÕ]� ROXQ�� LoHUL\H� JLULOGL÷LQGH� W�NHWLFL� H÷HU� N|W�� ELU� NRNX\OD� NDUúÕODúÕ\RUVD�
PDUNDQÕ]ÕQ� GH÷HULQLQ� DUWPDVÕ�P�PN�Q� GH÷LOGLU�� 7DELL� NL� KHU� �U�Q�Q� KLVVH� YH� NRNX\D�
\|QHOLN� ELU� VWUDWHMLVL� ROPD\DELOLU��$PD�EXQX� ELU� úHNLOGH� EDúDUDELOLUOHUVH��PDUND� GH÷HUL�
NDWODQDUDN�DUWDFDNWÕU�� 

0HVDMÕQÕ�7HNUDUOD��0DUND\Õ�ELU�NH]�NRQXPODQGÕUGÕNWDQ��EX�PDUNDQÕQ�W�NHWLFL\H�
QH� LIDGH� HWWL÷LQL� ELU� NH]� RWXUWWXNWDQ� YH� W�NHWLFL\H� YHUGL÷LPL]� PHVDMÕ� QHW� úHNLOGH�
EHOLUOHGLNWHQ�VRQUD�JHUL\H�NDODQ�úH\�EXQX�V�UHNOL�WHNUDU�HWPHNWLU�� 

 

2.20.2.3.3. MarkaQÕQ�ùLUNHWLQ�Hisse Seneti�YH�)LQDQVDO�'H÷HULQH�.DWNÕVÕ 
2OXúDQ� PDUNDQÕQ� LúOHWPH\H� ELUoRN� \DUDUÕ� YDUGÕU� YH� EX� \DUDUODU� LNL� DQD� EDúOÕN�

HWUDIÕQGD�WRSODQDELOLU (Tosun, 2002: 97-98): 

D��0DUND\D�SD]DU�GH÷HUL�VD÷ODPDN�� 
E��0DUND\D�ILQDQVDO�GH÷HU�NDWPDN 

<XNDUÕGD� EHOLUWLOHQ� LNL� WHPHO� \DUDUÕQ� JHUoHNOHúHELOPHVL� LoLQ� YDUROPDVÕ� JHUHNHQ�
marka� LPDMÕQÕ� \DUDWPD�� EHOLUOL� KHGHIOHUH� XODúPD� LOH� P�PN�QG�U�� 0DUND�� DGÕ�� ORJRVX��
WLFDUL�NDUDNWHUL��UHQJL�YH�G�]HQOHGL÷L�HWNLQOLNOHU�LOH�ELU�E�W�QG�U��0DUNDQÕQ�KDWÕUODQPDVÕ�
LVH� EX� E�W�QO�N� LOH� VD÷ODQÕU�� +DWÕUODQPDQÕQ� JHUoHNOHúHELOPHVL� LoLQ� LON� DúDPDGD 
WDQÕQPD\Õ� VD÷OD\DFDN� oDOÕúPDODUÕQ� SODQODQPDVÕ� JHUHNLU�� 0DUNDQÕQ� WDQÕQPDVÕ�� D\ÕUÕFÕ�
|]HOOLNOHULQLQ�IDUNOÕ�RUWDPODUGD�YXUJXODQPDVÕ�YH�KHGHI�NLWOHQLQ�LOJL�DODQÕQD��|]HOOLNOHULQH�
X\JXQ� HWNLQOLNOHULQ� PDUNDQÕQ� LOHWLOPHN� LVWHQLOHQ� |]HOOLNOHULQL� EHOLUWHFHN� WDU]GD�
planlanmDVÕ� LOH� JHUoHNOHúHELOLU��0DUND\D� JHUHNVLQLP� ROXúWXUPD�� IDUNÕQGDOÕN� YH� PDUND�
ELOJLVL� VD÷ODPD�� ROXPOX� WXWXP� YH� J�YHQ� \DUDWDUDN� ED÷OÕOÕN� PH\GDQD� JHWLUPH� \ROX� LOH�
\DUDWÕODQ�PDUND�LPDMÕ��V|]�NRQXVX�PDUND\D�SD]DU�GH÷HULQLQ�\DQÕ�VÕUD�ILQDQVDO�GH÷HU�GH�
ND]DQGÕUÕlmDVÕQÕ� VD÷ODU�� 0DUNDQÕQ� ILQDQVDO� GH÷HULQLQ� \�NVHN� ROPDVÕ� LVH�� PDUNDQÕQ�
NLPOLN� KDNODUÕQÕQ� EHGHOLQLQ� \�NVHN� ROPDVÕ� DQODPÕQD� JHOLU�� gUQH÷LQ�� &RFD� &ROa gibi 

DODQÕQGD� OLGHU� NRQXPXQGD� RODQ� PDUNDODUÕQ� VDWÕQ DOPDODUÕ� V|]� NRQXVX� ROGX÷X� WDNWLUGH�
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VDGHFH�PDUND�NLPOL÷L� KDNODUÕ� LoLQ� \�NVHN�PHEOD÷ODU� LVWHQHELOLU��$\UÕFD� LPDMÕ� J�oO��YH�
LWLEDUÕ� \�NVHN� RODQ� PDUNDODUÕQ� KDOND� DU]Õ� JHUoHNOHúWLUHELOPHOHUL� GXUXPXQGD� KLVVH�
VHQHWOHUL�\�NVHN�IL\DWODUOD�ERUVDGD�\HU�DOÕU�� 

MaUNDODUÕQ� URO�� YH�PDUND� GH÷HUOHQPesi son dönemde giderek daha ID]OD� WDUWÕ-
úÕODQ�YH�oHOLúNLOL�J|U�úOHUL�EDUÕQGÕUDQ�ELU�NRQX�ROGX��%DúDUÕOÕ�PDUNDODUÕQ�|QHPL��VW�QGH�
GXUDQODU� DUWÕN� \DOQÕ]FD� SD]DUODPD� \|QHWLFLOHUL� GH÷LO�� 0DUNDQÕQ�� ELODQçoya girmesiyle 

KLVVHGDU� JHOLUOHULQL� DUWÕUGÕ÷ÕQÕ�� úLUNHWLQ� ND\ÕSODUÕQÕ� D]DOWWÕ÷ÕQÕ� YH� PDUND� VDWÕQ� DOPDQÕQ�
E�\�PH\L�NROD\ODúWÕUGÕ÷ÕQÕ�J|UG�NWHQ�VRQUD��ILQDQV�\|QHWLFLOHUL�GH�PDUND�ROJXVXQD�GDKD�
büyüN� ELU� úHYNOH� \DNODúPD\D� EDúODGÕ� (Doyle, 2001: 3). Sözgelimi , Diageo'nun marka 

SRUWI|\��� ����� ELODQoRVXQGD� ���� PLO\DU� GRODU� RODUDN� GH÷HUOHQGLULOGi, bu da toplam 

KLVVHGDU� SD\ÕQÕQ� ���
�QH� NDUúÕOÕN� JHOL\RU�� *�oO�� PDUNDODUÕ� RODQ� ILUPDODUÕQ� D\ÕQ�
]DPDQGD� KLVVHOHUL� GH� GH÷HUOHQLU�� &LWLEDQN� YH� ,QWHUEUDQG� WDUDIÕQGDQ� \DSÕODQ� ELU� DQDOL]��
X]XQ� YDGHGH� �����
GHQ� ����
\H�� J�oO�� ELU� úHNLOGH� PDUNDODQGÕUÕOPÕú� ILUPDODUÕQ� )76(�
350'ye oranla %20 daha iyi bir finansal perfRUPDQV�VHUJLOHGL÷LQL�J|VWHUL\RU��%URDGEHQW��
2001:231). 

0DUNDODUÕQ� GH÷HUL� NRQXVXQGD� KDOD� NXúNXVX� RODQODUÕQ� LNL� úH\� \DSPDVÕ� \HWHUOL�
RODFDNWÕU�� %LULQFLVL�PDUNDOÕ� �U�Q� úLUNHWOHULQLQ� VHUPD\H� SL\DVDVÕQGDNL� GH÷HULQLQ��PDGGL�
YDUOÕNODUÕQÕQ� GH÷HULQL� QH� |Oo�GH� DúWÕ÷ÕQD� EDNÕOPDOÕGÕU�� $%'� � ERUVDVÕQÕQ� JHQHOLQGH� EX�
fark 1993'te  (+) \�]GH����LNHQ������
GH�\DNODúÕN (+) yüzde 130’D�XODúPÕúWÕU��6|]JHOLPL��
Coca-Cola gibi ELU� úLUNHW� LoLQ� LVH� (+) yüzde 4.000 gibi bir fark söz konusudur. 

øQJLOWHUH¶den��o�|UQHN�YHUPHN�\HWHUOLGLU��&DGEXU\�6FKZHSSHV
LQ�VHUPD\H�SL\DVDVÕQGDNL�
GH÷HUL�� WRSODP� PDGGL� YDUOÕNODUÕ� GH÷HULQGHQ� ���� PLO\DU� ¼� (yüzde 33) daha ID]ODGÕU��
Sainbury's için bu rakam 2 milyar ¼���\�]GH�����YH�6FRWWLVK�DQG�1HZFDstle Breweries 

için, 3,5 milyar ¼ ���\�]GH������JLEL�P�WKLú�ER\XWODUD�XODúPDNWDGÕU��øNLQFL�RODUDN��EDúND 
úLUNHWOHUL� GHYUDODQ� úLUNHWOHULQ� PDUNDODU� LoLQ� |GHPH\H� KD]ÕU� ROGX÷X� UDNDPODUD� EDNPDN�
gerekir. ABD' GH��3KLOLS�0RUULV
LQ�.UDIW
Õ� DOPDN� LoLQ�|GHGL÷L� ��PLO\DU�  ¼��.UDIW
ÕQ�ELU�
WLFDUL�LúOHWPH�RODUDN�VDKLS�ROGX÷X�PXKDVHEH�GH÷HULQLQ�G|UW�NDWÕQD�HúLWWLU��øQJLOWHre'de ise 

Nestle, Kit Kat ve PoOR�PDUNDODUÕQÕQ�VDKLEL�RODQ�5RZQWUHH
\H�PXKDVHEH�GH÷HULQLQ�EHú�
NDWÕQD�HúLW�RODQ�����PLO\DU  ¼�|GHPLú�YH�GDKD�VRQUD�EX�LNL�PDUNDQÕQ�VDWÕú�SRWDQVL\HOLQL�
VRQXQD� NDGDU� NXOODQDUDN� LKUDFDWÕQÕ� HQ� \�NVHN� G�]H\H� oÕNDUPÕúWÕU�� %X� QHGHQOH� E�\�N�
kurulXúODUÕQ� oR÷X� DoÕVÕQGDQ�PDUNDODUÕQÕ hayati önem taúÕGÕ÷Õ� JLWJLGH� GDKD� ID]OD� NDEXO�
HGLOPHNWHGLU�� 8QLOHYHU
LQ� HVNL� \|QHWLP� NXUXOX� EDúNDQÕ� 6LU� 0LFKDHO� 3HUU\� DúD÷ÕGDNL�
V|]OHUL\OH� EX� JHUoH÷L� QHUHGH\VH� NXVXUVX]� ELoLPGH� |]HWOHPLúWLU�� ³7�NHWLFLOHUH� \|QHOLN�
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IDDOL\HW�J|VWHUHQ�ELU�ILUPDQÕQ�HQ�|QHPOL�YDUOÕNODUÕ�PDUNDODUÕGÕU��0DUNDODU�KHVDS�HGLOPHVL�
RODQDNVÕ]�ELU�GH÷HU�WDúÕU�YH�úLUNHWLQ�KHP�JHoPLúWHQ�GHYUDOGÕ÷Õ�PLUDVÕ�KHP�GH�JHOHFH÷LQL�
WHPVLO� HGHU�� 7�NHWLP� �U�QOHUL� SD]DUÕQGDNL� ELU� ILUPDQÕQ� |Q�QGH�� PDUND� \DUDWÕS�
J�oOHQGLUPHNWHQ� YH� PDUNDODUD� \DWÕUÕP� \apmakWDQ� EDúND� ELU� \RO� \RNWXU (Buterfield, 

2001: 276-277)´�� *�Q�P�]GH� PDUND� GH÷HULQLQ� JHWLULOHUL� GH� KHVDED� NDWÕOGÕ÷ÕQGa 

PDUNDODúPDN� ILUPDODU�DoÕVÕQGDQ�KD\DWL�|QHP� WDúÕPDNWDGÕU��$UWÕN� LNL� W�U�DQOD\Õú�KDNLP 

yak PDUNDVÕQÕ] ya da �GH÷LOVLQL]�� 
 

2.20.2.3.4. '�Q\DQÕQ�(Q�'H÷HUOL����0DUNDVÕ�YH�0DUND�'H÷HUOHUL 
%DúDUÕOÕ�ELU�PDUND�ROXúWXUPDQÕQ�\ROX�E|O�S�HOH�JHoLUPHNWLU� 3D]DUÕQ�E�\�NO�÷��

QHGLU"� 0DUNDODúPD� DoÕVÕQGDQ� EX� VRUXQXQ� HQ� L\L� \DQÕWÕ�� VÕIÕUGÕU�� <HQL� ELU� PDUND�
ROXúWXUPDN� LoLQ�� ELU� SD]DUD� KL]PHW� HWPH�PDQWÕ÷ÕQÕ� EÕUDNPDOÕVÕQÕz. Onun yerine pazar 

\DUDWPD��]HULQH�RGDNODQPDOÕVÕQÕ]��gQGH�JHOHQ�PDUND�GH÷HUOHQGLUPH�úLUNHWOHULQGHQ�ELUL�
olan InterBrand'in sapWDPDVÕQD� J|UH�� G�Q\DQÕQ� HQ� GH÷HUOL� RQ� PDUNDVÕ� YH� EXQODUÕQ�
WDKPLQL�PDUND�GH÷HUOHUL�( Ries ve Ries, 2005: 25-26-27-28-29-30): 

Coca-Cola (70 Milyar Dolar): Coca-&ROD
QÕQ�� NLWDSODUGD� \HU� DODQ� �����Pilyar 

GRODUOÕN�PDO�YDUOÕ÷ÕQÕQ neredeyse �o�NDWÕ�RODQ�EX�UDNDP�úDúÕUWÕFÕGÕU��&RFD-&ROD�PDUNDVÕ�
EX�KH\EHWOL�GH÷HUL�QDVÕO�EDúDUGÕ"�&RFD-Cola büyük bir marka haline geldi, çünkü kola 

DGOÕ�\HQL�ELU�SD]DU�\DUDWWÕ. 
Microsoft (65 Milyar Dolar): 0LFURVRIW�� ROGXNoD� NÕVD� ELU� ]DPDQGD� VRQ� GHUHFH�

seçkin markaODúPD\Õ� QDVÕO� EDúDUGÕ"� �ùLUNHW�� &RFD-&ROD
QÕQ� ���� \ÕOOÕN� JHoPLúL\OH�
NÕ\DVODQGÕ÷ÕQGD�� VDGHFH� ��� \DúÕQGD��0LFURVRIW� GDKD� L\L� NLúLVHO� ELOJLVD\DU� �3&�� LúOHWLP�
sistemi�ROXúWXUDUDN�J�oOHQPHGL. 

IBM (52 Milyar Dolar): ,%0�PDUNDVÕQÕ�QH�ROXúWXUGX"�7HN�NHOLPH\OH�PDLQframe 

(büyük boy) bilgiVD\DU�� ,%0�� WLFDUL� ELOJLVD\DUÕ� SL\DVD\D� oÕNDUDQ� LON� úLUNHW� GH÷LOGL�
(RemingWRQ�5DQG������
GH�oÕNDUGÕ÷Õ�8QLYDF�PDUNDVÕ\OD� LONWL����)DNDW�5HPLQJWRQ�5DQG�
GH÷LúLN� DODQODUGD� PDO� �UHWHQ� E�\�N� ELU� úLUNHWWL� YH� ,%0� W�P� HQHUMLVLQL� Lú� G�Q\DVÕQda 

NXOODQÕODFDN� HQIRUPDV\RQ� PDNLQHOHUL� DODQÕQD� \R÷XQODúWÕUPÕúWÕ�� ,%0� NLúLVHO� ELOJLVD\DU�
�,%0�3&�� LOH� RQ� DOWÕ� ELWL� SL\DVD\D� oÕNDUDQ� LON� úLUNHWWL� IDNDW� \LQH� GH� NLúLVHO� ELOJLVD\DU�
VDYDúÕQÕ�&RPSDT��+HZOHWW-Packard ve Dell gibi�WDNOLWoLOHULQH�NDUúÕ�ND\EHWWL. 

General Electric (42 Milyar Dolar): GE'nin tarihi, elektrik ampulünü 1879'da 

EXODQ� 7KRPDV� (GLVRQ
D� GD\DQÕU�� ùLUketi (Edison Light Company) daha sonra General 

Electric Company oldu. 
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Intel (31 Milyar Dolar): '�Q\DQÕQ� HQ� GH÷HUOL�PDUNDODUÕ� JLEL�� ,QWHO�PDUNDVÕQÕn 

\DUDWÕPÕQD� HVLQ� ND\QD÷Õ� RODQ� WHN� ELU� úH\� YDUGÕ�� 7HN� ELU� NHOLPH��PLNURçip. Intel, Intel 

����
OH��L�PLNUR�LúOHPFL\L�RUWD\D�oÕNDUDQ�LON�úLUNHWWL�� 
Nokia (29 Milyar Dolar): 1RNLD� PDUNDVÕQÕ� QH� \DUDWWÕ"� 7HN� NHOLPH\OH� FHS�

telefonu. Gerçekçi olmak gerekirse, düQ\DQÕQ�DOWÕQFÕ�HQ�GH÷HUOL�PDUNDVÕ��FHS�WHOHIRQXnu 

LON� RUWD\D� oÕNDUDQ� úLUNHW� RODQ� 0RWRUROD� RODELOLUGL�� $PD� 0RWRUROD� 1RNLD
\D� NDUúÕ�
ND]DQDPDGÕ�� WÕSNÕ� ,%0
LQ� &RPSDT��+HZOHWW-3DFNDUG� YH�'HOO
H� NDUúÕ� NLúLVHO� ELOJLVD\DU�
DODQÕQGD� ND\EHWWL÷i gibi. Nokia "cep telefonu" dePHNWL� DPD� 0RWRUROD�� LOHWLúLP�
HNLSPDQODUÕQGDQ� N�UHVHO� X\GX� VLVWHPOHULQH� NDGDU� JHQLú� ELU� �U�Q� \HOSD]HVL� DQODPÕQD�
JHOL\RUGX��1RNLD� WHUVLQL�\DSWÕ��ùLUNHW��KHU�úH\L� �ND÷ÕW�� VLOJLGHQ� ODVWLN�YH�NRUX\XFX�PDO-
]HPHOHUH�� HOHNWURQLN� Hú\DODUGDQ� PDNLQHOHUH�� ELOJLVD\DUODUD� NDGDU�� EÕUDNWÕ� YH� FHS�
WHOHIRQXQD�RGDNODQGÕ��%LU�NH]�GDKD�EXGDPDQÕQ�J�F��� 

Disney (28 Milyar Dolar): 'LVQH\�PDUNDVÕQÕ�QH�\DUDWWÕ"�7HN�NHOLPH\OH��0LFNH\�
Mouse. Disney, animasyon ya da �IDQWDVWLN�VLQHPD�ILOPL\OH�DQÕODQ�LON�PDUND\GÕ��3Dmuk 

Prenses YH�<HGL�&�FHOHU��'RQDOG�'XFN��3OXWR�YH�GL÷HU�DQLPDV\RQ�NDrakterler, Disney 

PDUNDVÕQÕ�\DUDWPD\D�\DUGÕP�HWWL�� 
McDonald's (25 Milyar Dolar): %LJ� 0DF� PDUNDVÕQÕ� QH� \DUDWWÕ"� 0LO\DUODUFD�

KDPEXUJHU��øON�0F'RQDOG
�V�UHVWRUDQÕ�P|Q�V���|Oo�OHUL�YH�WDW�DUÕ�GH÷LúLN�RODQODUÕ�GD�VD-
\DUVDN�WDP�RQ�ELU�oHúLGH�VDKLSWL��+DPEXUJHU��yak�GD�ELU�NXúDN��VW��RODQ�FKHHVHEXUJHU��
VLSDULúL�YHUPH\HFHNVHQL]�0F'RQDOG
V
D�JLWPHQL]�LoLQ�ELU�QHGHQ�\RNWX��0|Q�GHNL�GL÷HU�
KHU� úH\� EXUJHUOHULQ� WDPDPOD\ÕFÕVÕ\GÕ�� %XJ�Q� NXúNXVX]�� WLSLN� ELU� 0F'RQDÕG's 

UHVWRUDQÕQGD�HOOLGHQ�ID]OD��H÷HU�IDUNOÕ�|Oo�OHUL�YH�WDWODUÕ�NDWDUVDQÕ]����
�GHQ�ID]OD��oHúLW�
YDU�YH�PDUNDQÕQ�EDúÕ�GHUWte. 

Marlbora (22 Milyar Dolar): *HOHQHNVHO� EDNÕú�� 0DUOERUR
QXQ� EDúDUÕVÕQGD�
UHNODPÕQ� ELULQFLO� XQVXU� ROGX÷XQX� LOHUL� V�UHU�� )DNDW� UHNODP� VDGHFH� ELU� DUDoWÕU��
Marlboro'GDQ�|QFH�� W�P� VLJDUDODU� FLQVL\HW� D\UÕPÕ� \DSPD\DQ�PDUNDODUGÕ� \DQL� HUNHNOHUH�
ROGX÷X�NDGDU�NDGÕQODUD�GD�KLWDS� HGHUOHUGL��0DUOERUR�� HULO�PDUND� LPDMÕQÕ� \DUDWPDN� LoLQ�
NRYER\� LPDMÕQÕ� NXOODQDUDN� VLJDUD� JHQHO� H÷LOLPLQGHQ� D\UÕúWÕ�� .DGÕQODUÕQ� oR÷XQXQ�
neredeyse erkekler kadDU� 0DUOERUR� LoWL÷LQL� XQXWXQ�� 3D]DUODPD�� SD]DUGD� \DSÕOPD]��
]LKLQGH�\DSÕOÕU��0DUOERUR�]LKLQOHUGH�HUNHNVL�ELU�VLJDUDGÕU�NL�NDGÕQODU�GD�EX�PDUND\Õ�HULO�
yönlerini göstermek için içerler. 

Mercedes-Benz (21 Milyar Dolar): Karl Benz 1885'te otomobili (üç tekerlekli ), 

takipçisi Gottlieb Daimler de 1886'da dört tekerlekliyi buldu. Daha sonra, iki otomotiv 
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öncüsü Daimler%HQ]� $*� DGÕ� DOWÕQGD� ELUOHúHUHN� úLUNHWOHúWL�� 0HUFHGHV-Benz, Daimler-

%HQ]�úLUNHWLQLQ�\DUDWWÕ÷Õ�ELU�PDUND\GÕ�� 
Bu seNL]� ROJXQXQ� W�P�QGH� KDQJL� DoÕGDQ� EDNDUVDQÕ]� EDNÕQ�� SD]DU� E�\�NO�÷��

VÕIÕUGÕ�� '�Q\DQÕQ� HQ� GH÷HUOL� RQ� PDUNDVÕQÕQ� VHNL]L�� YDU� RODQ� NDWHJRULGHQ� D\UÕúDUDN�
\DUDWÕOPÕúODUGÕU��.DODQ�LNL�ROJX��,%0�YH�1RNLD���PDUNDODUÕQ�D\UÕúDUDN�LQúD�HGLOGL÷L�JHQHO�
kuUDOÕQD� LVWLVQDGÕUODU�� $PD� EX� LNL� ROJX� ELU� EDúND�PDUNDODúPD� LONHVLQL� J|VWHULU�� 'R÷UX�
úH\OHU� \DSDUDN ya da � UDNLSOHULQL]� \DQOÕú� úH\OHU� \DSWÕ÷ÕQGD� ND]DQDELli rsiniz. IBM ve 

1RNLD�NRQXVXQGD�UDNLSOHU�\DQOÕú�úH\OHU�\DSPÕúODUGÕ. 
 

������7�UNL\H¶GH�0DUND�$QOD\ÕúÕ�YH�<DVDO�$úDPDODUÕ� 
 

��������0DUNDODU�%D\UDN�7DúÕPDOÕ�PÕ" 

Tüm dünya ülkeleri ve bu ülkelerin ekonomilerinGH�ELU�úHNLOGH�\HU�DODQ��UHWLP�
yapan firmalar kar etmek, büyümek, beli rledikleri� KHGHIOHUH� ELU� DQ� |QFH� XODúPDN� LoLQ�
\R÷XQ� ELU� UHNDEHW� RUWDPÕ� LoLQGH� P�FDGHOH� YHUPHNWHGLUOHU�� 0XWODN� EDúDUÕ� LVH�� VDGHFH�
NXYYHWOL� PDUNDODU� \DUDWPDNOD�P�PN�Q� ROPDNWDGÕU��Coca-&ROD� GH\LQFH� DNOÕQÕ]D� KDQJL�
ülke geliyor?  PekiyaMercedes deyince?yaToyota? Mitsubishi? Kellogg's; Citibank, 

Blaupunkt, Bosch, BP, Lufthansa, Audi, L'Oreal, Siemens, Michelin, Montblanc, 

0DUOERUR�� Y�E���� /LVWHPL]L� X]DWDELOLUL]��0DUNDODUOD� ELUOLNWH� DNOÕPÕ]D� GHUKDO� PDUNDODUÕQ�
DQDYDWDQÕ�RODQ��ONHOHU�JHOL\RU��$PHULND��$OPDQ\D��)UDQVD��-DSRQ\D��$\QÕ�]DPDQGD�EX�
PDUNDODU� �ONHOHULQLQ� |]HOOLNOHUL\OH� |]GHúOHúHUHN� NXYYHWOHQL\RUODU�� 7üm dün ya da  

NHQGLVLQL�P�NHPPHOOLN�DoÕVÕQGDQ�NDEXO�HWWLUPLú�ELU�$OPDQ\D��0HUFHGHV��%RVFK��$XGL�
gibi teknoloji gerektiren markalarla güven unsuru WHúNLO�HGHUNHQ, Amerika kendini daha 

çok Coca-&ROD�� /HYL
V�� .HOORJJ
V� JLEL� W�NHWLP� PDOODUÕ\OD� NDEXO� HWWLUPLúWLU�� <DUDWWÕ÷Õ�
PDUNDODUGD� O�NV� YH� W�NHWLP� XQVXUODUÕ� YDUGÕU�� $\QÕ� úHNLOGH� $PHULND
QÕQ� \DUDWWÕ÷Õ�
&KU\VOHU�� &KHYUROHW� JLEL� RWRPRELO� PDUNDODUÕ� GD� NHQGLOHULQL� O�NV� YH� oRN� SDKDOÕ� RODUDN�
NRQXPODQGÕUPÕúODUGÕU. 'HPHN� NL� �ONHOHULQ� NHQGLOHULQH� \DNÕúWÕUGÕNODUÕ� LPDM�� \DUDWWÕNODUÕ�
PDUNDODU� oHUoHYHVLQGH� ROPDNWDGÕU�� +Lo� +HLQHNHQ� ELUDVÕQÕQ� $PHULND
� GD� W�P� $OPDQ�
ELUDODUÕQD�J|UH�oRN�GDKD�ID]OD�VDWWÕ÷ÕQÕ�GX\GXQX]�PX"�6HEHEL�DFDED�QHGLU"�$PHULNDOÕODU�
+HLQHNHQ
L� $OPDQ� ELUDVÕ� ]DQQHWPHNWHGLUOHU�� %LOLQGL÷L� JLEL� $OPDQ\D� ELUD� NRQXVXQGD 
X]PDQGÕU� YH� RQXQ� ELUDVÕ� L\LGLU�� 7DELL� $PHULNDOÕODUÕQ� EX� ]DDIÕ� +ROODQGD� K�N�PHWL�
WDUDIÕQGDQ� ELOLQoOL� RODUDN� NXOODQÕOPDNWDGÕU�� $PHULND
GD� VDWÕODQ� �+HLQHNHQ�� ELUDODUÕQÕQ�
NDSD÷ÕQGD��$OPDQ\D
GD�EDVÕOPÕúWÕU�úHNOLQGH�ELU� LEDUH�YDUGÕU��%XUD��GD�KLoELU�DOGDWPDFD�
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yRNWXU�� JHUoHNOHU� \DQVÕWÕOPDNWDGÕU�� (YHW� �+HLQHNHQ�� ELUDODUÕQÕQ� NDSDNODUÕ� $OPDQ\D
GD�
EDVÕOPDNWDGÕU��$PD�EX�+HLQHNHQ
LQ�+ROODQGD�ELUDVÕ�ROGX÷XQX�ELOPH\HQ�$PHULNDOÕODUÕQ�
LVWHGLNOHUL� JLEL� G�ú�QPH\H� GHYDP� HWPHOHULQL� VD÷ODPDNWÕU� �$UÕN|N, 2001: 42). Dünya 

nüfusunXQ� \�]GH� �
VÕQÕ� ROXúWXUDQ�$%'�� G�Q\D� �]HULQGH� ROXúWXUXODQ� UHNODP�SDVWDVÕQÕQ�
\�]GH� ��
VÕQÕ� WHN� EDúÕQD� NDSPÕú� GXUXPGD�� 9H� G�ú�Q�Q� UHNODP�� LOHWLúLP� G�Q\DVÕQÕQ�
LoLQGH�\DOQÕ]�YH�\DOQÕ]�ELU�WHN�NDQDO��&KHYUROHW��SD]DUODPDVÕQD�HQ�ID]OD�\DWÕUÕP�\DSÕODQ�
ürünlerden ELU� WDQHVL��*HQHUDO�0RWRUV�ELU�V�UH�|QFH�&KHYUROHW�PDUNDVÕQD�\DOQÕ]�ELU�\ÕO�
LoLQGH�WRSODP�����PLO\RQ�GRODUOÕN�\DWÕUÕP�\DSWÕ÷ÕQÕ�DoÕNODGÕ��%X��J�QGH�����ELQ�GRODU��
VDDWWH� ��� ELQ� GRODU� KDUFDQPDVÕ� DQODPÕQD� JHOL\RUGX�� 6HUPD\D� SL\DVDODUÕQGD� JOREDO�
anlamda her 2�� VDDWWH�ELU� GHYUHGHQ�SDUDQÕQ�PLNWDUÕ� RUWDODPD����� WULO\RQ� GRODU��'�Q\D�
�]HULQGH�IDDOL\HW�J|VWHUHQ�HQ�E�\�N�����HNRQRPL�NXUXOXúXQX�EHOLUOHPLúOHU��%XQODUGDQ�
��
L� E�\�N� úLUNHW�� ��
X� �ONH�� <DQL� úLUNHWOHU� �ONH� HNRQRPLOHUL\OH� ER\� |Oo�ú�\RU��
'�Q\DQÕQ�|QGH�JHOHQ�����oRNXOXVOX�úLUNHWL��G�Q\D�WLFDUHW�KDFPLQLQ�\�]GH���
LQL��G�Q\D�
�]HULQGHNL� WRSODP� JHOLULQ� GH� \�]GH� ��
XQX� ROXúWXUX\RU�� %LUOHúPLú�0LOOHWOHU� YHULOHULQH�
J|UH������\ÕOÕQGD���ELQ�DGHW�oRNXOXVOX�ILUPD�IDDOL\HW�J|VWHUL\RUGX��DUDGDQ�RUWDODPD����
\ÕO� JHoWL�� EX� oRNXOXVOX� ILUPDODUÕQ� VD\ÕVÕ� ��� ELQH� XODúWÕ�� %3� YH� $PDFR� ����� \ÕOÕQGD�
ELUOHúWLNOHULQGH�� G�Q\D� JHOLUOHULQLQ� \�]GH� ��
VLQH� HúLW� ELU� E�\�NO�N� ROXúWXUX\RUGX. 

<DSÕODQ�DUDúWÕUPDODU�G�Q\D��]HULQGH�IDDOL\HW�J|VWHUHQ�EHOOL�EDúOÕ�úLUNHWOHULQ�\ÕOOÕN�WRSODP�
VDWÕúODUÕQÕQ� ED]Õ� �ONHOHULQ� XOXVDO� JHOLUOHULQL� JHULGH� EÕUDNWÕ÷ÕQÕ� J|VWHUL\RU�� )RUWXQH�
'HUJLVL
QLQ����7HPPX]������WDULKOL�VD\ÕVÕQGD�\D\ÕQODQDQ��VDWÕúODUÕQD�J|UH�úLUNHW�OLVWHVL�
LOH�'�Q\D�%DQNDVÕ
QÕQ������\ÕOÕ�.DONÕQPD�5DSRUX�VRQXoODUÕ�bir araya�JHOGL÷LQGH�RUWD\D�
oDUSÕFÕ� ELU� WDEOR� oÕNÕ\RU�� hONH� PLOOL� JHOLUOHUL�� úLUNHW� VDWÕúODUÕ� NDUúÕVÕQGD� KÕ]OD� HUL\RU��
7DEORQXQ� ELULQFL� VÕUDVÕQGD� ����������PLO\RQ� GRODUOD�$%'�� LNLQFL� VÕUDVÕQGD� ����������
PLO\RQ� GRODUOD� -DSRQ\D�� ��
�QF�� VÕUDVÕQGD� �������� PLO\RQ� GRODUOD� $YXVWUDO\D� \HU�
DOÕ\RU�� %XUD\D� NDGDU� ELU� DQRUPDOOLN� ROPDGÕ÷ÕQÕ� G�ú�Q�\RUVXQX]�� /LVWHQLQ� �VW-orta 

E|O�POHUL� oRN� HQWHUHVDQ�� gUQH÷LQ� ��
�QF�� VÕUDGD� �������� PLO\RQ� GRODUOD� *HQHUDO�
0RWRUV�� ��
�QF�� VÕUDGD� �������� PLO\RQ� GRODUOD� 'DQLPDUND�� ��
LQFL� VÕUDGD� ��������
milyon dolarla Wal-Mart yeU� DOÕ\RU�� �������� PLO\RQ� GRODUOD� )RUG� 0RWRU� &R�� ��
QFL�
VÕUDGD�� �������� PLO\RQ� GRODUOD� 'DLPOHU&KU\VOHU� ��
LQFL� VÕUDGD� J|]�N�\RU�� 3RORQ\D�
�������� PLO\RQ� GRODUOD� 'DLPOHU� &KU\VOHU
Õ� L]OL\RU�� RQX� ��
LQFL� VÕUDGD� (QGRQH]\D�
140,964 milyon dolarla takip ediyor ve sRQUD�LNL�-DSRQ�ILUPDVÕQÕ�J|U�\RUX]��0LWVXL�YH�
0LWVXELVKL����*(���������PLO\RQ�GRODUOD���
ÕQFÕ�VÕUDGD�3RUWHNL]���������PLO\RQ�GRODUOD�
42'nci... Portekiz'i küçük bir arayla 107,716 milyon dolarla Royal Dutch/Shell emin 
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DGÕPODUOD� L]OL\RU�� <HQL� =HODQGD
QÕQ� PLOOL� JHOLULQLQ� 1LVVDQ� 0RWRU� &R�
QXQ� \ÕOOÕN�
VDWÕúODUÕQD� HúLW� ROGX÷XQX�|÷UHQPHN ya da � ,%0
LQ� \ÕOOÕN� VDWÕúODUÕQÕQ�6LQJDSXU
XQ���ELQ�
����PLO\RQ�GRODU�������\ÕOÕ�'�Q\D�%DQNDVÕ�YHULOHULQH�J|UH��RODQ�PLOOL�JHOLULQLQ��]HULQGH�
JHUoHNOHúPHNWHGLU��g]HU��http://www.vsdergi.com/200306/makaleler.htm). 

*|U�OG�÷�� JLEL� �ONHOHULQ� HNRQRPLN� JHOLúPHOHULQLQ� ELU� J|VWHUJHVL� GH� VDKLS�
ROGXNODUÕ�G�Q\D�PDUNDODUÕGÕU��%XJ�Q�VDGHFH�$�%�'���$OPDQ\D��-DSRQ\D�GH÷LO��7DLZDQ��
.RUH� YH� )LQODQGL\D� úLUNHWOHUL� GH� G�Q\D� PDUNDODUÕ� \DUDWPD\D� |]HQ� J|VWeriyor. Bu 

oDOÕúPDODUOD� VDGHFH� EXJ�QN�� �U�QOHULQL� SD]DUODPDGD� EDúDUÕOÕ� ROPDNOD� NDOPÕ\RU�� D\QÕ�
]DPDQGD� JHOHFHNWHNL� UHNDEHW� J�oOHULQL� JHOLúWLUPH\H� GH� \DWÕUÕP� \DSPÕú� ROX\RUODU��
(NRQRPLN�JHOLúPHPL]L�KÕ]ODQGÕUPDN�YH�NDOÕFÕ�KDOH�JHWLUHELOPHN� LoLQ��NXUXPVDO�PDUND 
GH÷HUL� ROXúWXUPD\Õ� YH� 7�UNL\H¶GHQ� GH� G�Q\D� PDUNDODUÕ� oÕNDUPD\Õ� EDúDUPDOÕ\Õ]�
(Erguden, http://www.markastrateji .com/?p=17). Global� SD]DUODPDQÕQ� WDUWÕúÕOGÕ÷Õ��
PDUNDODUÕQ�FR÷UDIL�VÕQÕU�WDQÕPDGDQ�G�Q\DQÕQ�G|UW�ELU�N|úHVLQGH�W�NHWLFLOHULQ�EH÷HQLVLQH�
VXQXOGX÷X�� X\GX� WHNQRORMLVL\OH global medya da Q� NRQXúXOGX÷X� J�nümüzde markalar 

GR÷GXNODUÕ� �ONHOHULQ� NLPOLNOHULQL� WDúÕPDOÕ� PÕ"� %LU� PDUNDQÕQ� JOREDO� NLPOL÷H� XODúPDVÕ��
G�Q\DQÕQ� KHU� \HULQGH� D\QÕ� LOHWLúLP� VWUDWHMLVLQL� XygulayaFD÷Õ� DQODPÕQD� GD� JHOPL\RU��
'�Q\DQÕQ�ELU�E|OJHVLQGH�JOREDO�NLPOL÷L�ROXúWuran ö÷HOHU�EHOOL�ELU�NDUÕúÕPÕ�NXOODQÕUNHQ��
bu |÷HOHULQ� ED]ÕODUÕ� G�Q\DQÕQ� EDúND� E|OJHOHULQGH� NXOODQÕODPÕ\RU�� gUQH÷LQ øQJLOL] 
NLPOL÷L� 6SLFH� *LUOV� LoLQ� XOXVODUDUDVÕ� EDúDUÕGD� NDWalizör görevi görüp, bu ülkenin 

Beatles'dan sonra en popüler müzik grubuQX� oÕNDUPDVÕQÕ� VD÷ODUNHQ�� D\QÕ� J|UHYL�
øQJLOWHUH
Qin ulusal havayolu British Airways için niçin yerine getiremiyor? Burada en 

önemli etkenlerden biri ülkelerin tüketiciler nezrindeki� DOJÕODQÕú� ELoLPL�� $OPDQ\D
QÕQ�
otomobil kategorisinde, JapRQ\D
QÕQ� HOHNtronik kategorisinde, Fransa'nÕQ� úDUDS�
NDWHJRULVLQGH��øWDO\D
QÕQ�PRGD�DODQÕQGD�VDKLS�ROGX÷X��ONH�LPDMÕ�JLEL. øQJLOWHUH¶GH�JOREDO�
PDUNDODUÕQ ulusal kimliklerine ne kadar yer vermeleri geUHNWL÷LQL�GH÷HUOHQGLULUNHQ�SHN�
oRN� øQJLOL]� �UHWLFL�� �øQJLOL]� PDOÕ�� NDYUDPÕQÕQ pazarlama faaliyetlerinGH� oRN� GH÷HUOL�
ROGX÷XQD�LQDQÕ\RU� /RQGUD
QÕQ�G�Q\DQÕQ�HQ�EH÷HQLOHQ�EDúNHQWOHULnden, müzik ve moda 

merkezi olarak görülmesi global pazarGD�øQJLOL] markalaUD�DYDQWDM�VD÷OÕ\RU��Ancak ülke 

NLPOL÷L� WHN� EDúÕQD� XOXVODUDUDVÕ� SD]DUGD�PDUNDODU� LoLQ� ELU� DQODP� LIDde etmiyor. Bunun 

sebeplerinden biri de ülkelerin tek bir global imaja sahip ROPDPDODUÕ. Ulusal 

NLPOLNOHULQLQ�NHQGLOHULQH�DYDQWDM�VD÷ODPDVÕQÕ�LVWH\HQ�PDUNDODU��W�NHWLFLOHUL\OH�\DSWÕNODUÕ�
ticari il eWLúLPGH� �ONHOHULQLQ� ROXPOX� \DQODUÕ\OD� LOLúNL� NXUPD\D� oDOÕúÕ\RUODU�� %X� V�UHo�
LoHULVLQGH� �ONHOHULQ� XOXVODUDUDVÕ� DUHQDGD� NHQGLOHULQL� QDVÕO� WDQÕWWÕNODUÕ da büyük önem 



 125 

WDúÕ\RU�� gUQH÷LQ� øQJLOWHUH'QLQ� WXUL]P� JHOLULQL� DUWÕUPDN� LoLQ� �ONH\L� �WDULK� SDUNÕ�� RODUDN�
ODQVH�HWPHVLQL�SD]DUODPDFÕODU�PDUNDODUÕ� LoLQ�DYDQWDM�RODUDN�J|UP�\RUODU��d�QN��KDQJL�
�ONH�ROXUVD�ROVXQ��X\JXODQDQ�WDQÕWÕP�VWUDWHMLOHUL�W�NHWLFLQLQ�]LKQLQGH�R��ONH\OH�LOJLOL�ELU�
L]OHQLP�ROXúWXUX\RU�YH�EX�L]OHQLP�W�NHWLFLQLQ�R��ONHGHQ�JHOHQ�GL÷HU��U�QOHUOH�LOLúNLVLQGH�
URO� R\QX\RU�� øQJLOWHUH¶GH� IDDOL\HW� J|VWHUHQ� :ROII� 2OLQV� LVLPOL� WDVaUÕP� GDQÕúPDQOÕ÷Õ�
ILUPDVÕQÕQ� <öneWLP� .XUXOX� %DúNDQÕ� :DOO\� 2OLQV¶in markalarÕQ� XOXVDO� NLPOLN�
WDúÕPDODUÕ\OD� LOJLOL� J|U�úOHUL� ú|\OH�� �*OREDO� ILUPDODUÕQ� DUWÕN� XOXVDO� NLPOLN� WDúÕPDODUÕ�
GR÷UX� GH÷Ll. Çünkü e÷HU� HOLQL]GHNL� PDUND� )HUUDUL� LVH� øWDO\DQ� NLPOL÷LQGHQ�
yararlanabiOLUVLQL]��$PD�2OLYHWWL�PDUNDVÕ\OD�oDOÕúPDN�]RUXQGD\VDQÕ]�øWDO\DQ�NLPOL÷LQLQ�
hiçbir yaraUÕ�ROPD]��d|]�P���ONH�NLPOL÷LQLQ�KDQJL�\DQODUÕQÕQ��KDQJL�SD]DUGD�ID\GDOÕ�ROD-
FD÷ÕQÕQ� WHVSLWLQGH�� ��
ODUÕQ� JOREDO� SD]DUODPDVÕQGD� HQ� |QHPOL� IDNW|U� PDUNDQÕQ� J�oO��
\DQODUÕQÕQ�EXOXQPDVÕ�YH�EXQODUÕQ�JHOLúWLULOPHVL��%X�J�oO��\DQODUÕ�GR÷UX�tespit edebiliyor 

ve kullanabil iyorsaQÕ]�HWNLQ�SD]DUODPa yapabiOLUVLQL]��(÷HU�ELU�PDUND�XOXVDO�NLPOL÷L�LOH�
ilgiOL�|]J�Q�ELU�|]HOOL÷H�VDKLSVH�EXQX�NXOODQPDOÕGÕU��gUQH÷LQ�dLQ
GH�oD\�øQJLOWHUH�LOH�oRN�
\DNÕQ� LOLúNL\H� VDKLSWLU�� %X� �ONHGH� SD]DUODQDFDN� oD\� PDUNDODUÕ� øQJLOL]� \DQODUÕQÕ� |QH�
oÕNDrabili rler. Öte yandan Güney Do÷X� $V\D
� GD� �ONH� NLPOL÷LQGHQ� oRN� �U�Q�Q� NHQdi 

özelli kleri daha öQHPOLGLU��'|Q�S�GRODúÕS�D\QÕ�NOLúH�VRQXFD�JHOL\RUX]��³*OREDO�G�ú�nüp, 

\HUHO�GD\UDQ´��0HGLD�&DW�'HUJLVL��6D\Õ����������������� 
 

��������7�UNL\H¶GH�0DUNDODúPD�6�UHFL� 
GHOLúPHNWH�RODQ��ONHOHU�LoLQ�EDúDrÕOÕ��QO��PDUNDODUÕQ�VD\ÕVÕ�ROGXNoD�D]GÕU��+DWWD�

XOXVODUDUDVÕ� W�P� G�Q ya da � WDQÕQDQ� PDUNDODUÕ� KHPHQ� KHPHQ� KLo� \RNWXU�� d�QN��
úLUNHWOHULQ� RUJDQL]DV\RQ� \DSÕODUÕ� KHQ�]� VD÷ODP�� LOHUL� G�Q\DQÕQ� JHUHNOHULQH� X\JXQ�
GH÷LOGLU� �$N�� ���������� $QFDN�� EX� JHQHO� NDQÕQÕQ� aksine bir nebze Türkiye, birçok 

NDOLWHOL� �U�Q�Q��UHWLOHELOGL÷L� ELU� �ONHGLU��$QFDN� JHQHO� ELU� \DQOÕú� \DSÕOPDNWDGÕU��%�\�N�
ELU�SD]DUODPD�\DQOÕúÕ��7�UNL\H¶GH�LúOH\Lú�úX�úHNLOGHGLU��$�ILUPDVÕ�ELU��U�Q��UHWLU��VDWDU��
SDUD�ND]DQÕU��'DKD�ID]OD��UHWLUVHP�GDKD�ID]OD�ND]DQÕUÕP�GL\H�G�ú�Q�U���UHWLPH�\DWÕUÕP�
\DSDU�� GDKD� ID]OD� �UHWLU�� GDKD� ID]OD� VDWDU�� \LQH� �UHWLPH� \DWÕUÕP� \DSDU�� GDKD� GD� ID]OD�
�UHWLP�\DSDU��EX�VÕUDGD�UDNLSOHUL�GDKD�XFX]�IL\DWOD�SD]DUD�JLUPLúWLU��EX�GXUXPGD�PDOÕQÕ�
VDWDPD]� YH� HQ� ]HNL� LúL� \DSDUDN� IL\DWÕQÕ� G�ú�U�U�� GDKD� ID]OD� PDO� �UHWPLúWLU� DQFDN� NDU�
PDUMÕ�GH÷LúPH]��SD]DU�SD\Õ�N�o�O�U��ELU�NH]�GDKD�IL\DWÕQÕ�G�ú�U�U��EDúD�oÕNDPD]��UHNODP�
\DSPD\D�NDUDU�YHULU��R�J�QH�NDGDU�PDUNDODúPDN�LoLQ�KLoELU�úH\�\DSPDGÕ÷Õ�LoLQ�UHNODP�
VDGHFH� NÕVD� YDGHGH� VDWÕúODUÕnda küçük dalgalanmalara neden olur ve -SODQVÕ]�� ]RUXQOX�
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olarak-�N�o�OPH\H�JLGHU��6RQXo��øúVL]�NDODQ�RQODUFD�NLúL��VRND÷D�DWÕODQ�WULO\RQODUFD�OLUD��
1H� DFÕGÕU� NL�� PDUNDODúPD\Õ� UHNODP� \DSPDN� ]DQQHGHQ�� NDOLWH� \|QHWLPLQGHQ�� PDUND�
mimarisinden, kurumsal kimliktHQ�� SD]DUODPDQÕQ� KLoELU� 3¶VLQGHQ� DQODPD\DQ� úLUNHWOHU�
küçülmeyi de beceremezler. Küçülme daha dinamik olmak için, çabuk karar vermek, 

KÕ]OÕ� KDUHNHW� HWPHN� LoLQ� JHUoHNOHúWLULOPH]�� VDGHFH� PDOL\HWOHUL� D]DOWPDN� LoLQ�
JHUoHNOHúWLULOLU�� o�QN�� KDNOÕ� RODUDN� VDWÕúODUÕQÕ� G�ú�QPHN� ]RUXQGDGÕUODU�� .ÕVD� YDGHGH�
úLUNHW� LoLQH� G�úW�÷�� GXUXPGDQ� VDGHFH� úDQVÕ� YDUVD� NXUWXODELOLU� DQFDN� X]XQ� YDGHGH� ID\�
KDWWÕQD� DWÕODQ� WHPHOL� EDúND� ELU� VDUVÕQWÕ\D� GD\DQDPD\DFDNWÕU�� +DQJL� DoÕGDQ� EDNDUVDN�
EDNDOÕP�� LVWHU� RUJDQL]DV\RQ� \DSÕVÕ�� LVWHU� SD]DUODPD� VWUDWHMLVL�� LVWHU� UHNDEHW� NRúXODUÕ��
7�UNL\H¶GH�HNVLN�RODQ�PDUNDGÕU��PDUNDODUGÕU��(OOH� WXWXOPD\DQ�úH\OHUH�\DWÕUÕP�\DSPD\Õ�
VHYPH\HQ�úLUNHWOHULPL]��G�Q\DQÕQ�\ÕOODU�|QFH�IDUN�HWWL÷L�PDUNDODúPD�JHUH÷LQH�\HQL�\eni 

LOJL� J|VWHUPH\H� EDúODPÕúWÕU �<DSÕFÕ��www.markademi.com/index_makale.php). Ancak 

EX� ELUD]� JHo� NDOÕQPÕú� ELU� DQOD\ÕúWÕU�� d�QN�� EXQXQ� IDUNÕQD� YDUDQ� ILUPDODU� EHONL� Lo�
SD]DUGD� LVWHGLNOHULQL� HGLQHELOHFHNOHUGLU� IDNDW� GÕú� 3D]DU� EX� DQODPGD� ]DWHQ� GR\JXQOX÷D 
XODúWÕ÷ÕQGDQ�� NDWHJRULOHU� DVODQ� VRIUDVÕQD� G|QG�÷�QGHQ� LúOHUL� ELUD]� ]RU� JLEL�
görünmektedir.  

Ancak bu noktada hala�7�UNL\H
QLQ�NHQGLVLQH�|]J��ED]Õ�DYDQWDMODUÕ�YDU��hONHQLQ�
içinde buOXQGX÷X� FR÷UDI\D�� WDULKVHO� \DSÕ�� LQVDQODUÕQ� GX\JXVDOOÕ÷Õ�� NDOLWHOL� LúJ�F�� Jibi 

ELUoRN�DYDQWDM�YDU��%XQXQ�\DQÕQGD�7�UNL\H
GHNL�úLUNHWOHU��X]XQ�\ÕOODUÕQ�YHUGL÷L�ELULNLPOH�
EX� LúL� \DSÕ\RUOar. Bu da ciddi bir avantaja döQ�úW�U�OHELOLU��7�P�EXQODUÕQGDQ� \DQÕQGD�
7�UNL\H
QLQ� FLGGL� ELU� GH]DYDQWDMÕ� GD� EXOXQX\RU�� %X� GD� |]J�YHQ� HNVLNOL÷L�� 7�Ukiye'de 

\DúD\DQ� LQVDQODU�� V�UHNOL� RODUDN� NHQGLOHULQL� ELULOHUL� LOH� UHNDEHW� Hder halde görmek 

LVWL\RUODU�� øQVDQODUÕQ�NDIDVÕQGD�� GHYDPOÕ� ELU� \DUÕú� KDYDVÕ� KDNLP��%XQXQ� \HULQL� NHQGLQH�
J�YHQLQ� DOPDVÕ� JHUHNL\RU�� 0DUND� ROPD� V�UHFL� LoLQGH� ELOLQoOL� ELoLmde hep kendinizi 

ileriye götürPHOLVLQL]�� (YULP� V�UHFL� JHoLUPHQL]� JHUHNL\RU�� $PDFÕQÕ]� PDUNDQÕ]Õ� HQ�
y�NVHN�VHYL\H\H�oÕNDUPDN�ROPDOÕ��dÕWD�KHU�]DPDQ�HQ�\�NVHNWH�ROPDOÕ��7�UN�PDUNDODUÕ�
NÕVD� YDGHGH� G�Q\D�PDUNDVÕ� RODPD]ODU� EHONL� DPD� X]XQ� YDGHGH� QHGHQ� ROPDVÕQ�� '�Q\D�
oDSÕQGD� ELU� PDUND� ROPDN� LoLQ� |QFHOLNOH� G�ú�QFHQLQ� QHWOHúWLULOPHVL� JHUHNL\RU�� øNLQFL�
olarak söylenenler ile uygulananlar paralel olPDOÕ�� +DUHNHWOHULQL]GH� EDúDUÕOÕ� RODQODUÕ�
WHNUDUODPDOÕ�YH�NHQGLQL]L� HQ� \�NVH÷H� oÕNDUPDQÕ]�JHUHNLU (Grant, 2006: 97). Türkiyede 

marka olPD� V�UHFLQH� JHQHO� EX� EDNÕúÕQ� \DQÕQGD�PDUNDODúDPDPDQÕQ� LúOHWPHOHULQ�PDUND�
\|QHWLPLQH�EDNÕú�DoÕODUÕ GD�|QHPOL�URO�R\QDPDNWDGÕU��� 
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"Marka YönetiPL�� NRQXVXQGD� ELOJL� HNVLNOL÷L�� ELOPHQLQ� D\UÕ�� X\JXOD\DELOPHQLQ�
D\UÕ� úH\OHU� ROGX÷XQX� DQOD\DPDPDN� �QH� \DSWÕ÷ÕQÕ]� GH÷LO�� QDVÕO� \DSWÕ÷ÕQÕ]� |QHPOLGLU), 
%LOPHGL÷LQL� ELOPHPHN�� KHU� úH\L� ELOGL÷LQL� VDQPDN�� |÷UHQPHPHN�� \eterli vizyona sahip 

ROPDPDN� ��VW� G�]H\� \|QHWLFLOHUGH� \HWHUVL]� H÷LWLP�� G�Q\D� J|U�ú�� YH� JHQHO� N�OW�U�
HNVLNOL÷L��� KD]ÕU� ROPDPDN�� SODQVÕ]� –� SURJUDPVÕ]OÕN�� KHU� NRQXGD� LVWLNUDUVÕ]OÕN�� E�WoH�
D\ÕUPDPDN��NÕVÕWOÕ� E�WoHOHUOH�EX� LúOHUL� \DSPD\D�� \DSWÕUPD\D� oDOÕúPDN��EX� LúL� \HWHULQFH�
önemsememek, ucuz� LQVDQODUOD�XFX]� LúOHU� \DSPDN��XzPDQ�ROPD\DQ�NLúLOHUH�GDQÕúPDN��
görsel kimlik/UHNODP� NLPOL÷L� ROXúWXUDPDPDN�� oRN� ID]OD� NLúL\OH/muhDWDSOD� Lú� \DSPD\D�
oDOÕúPDN��JerH÷LQGHQ�D]/fazla reklam yapmak, aUDúWÕUPDPDN��ELOJL\H��ELOLPVel verilere 

GD\DOÕ� oDOÕúPDPDN�� oD÷Õ� WDNLS� HWPHPHN�� KRELVL]� \DúDP�� N�OW�U� YH� VDQDW� NRQXODUÕQD�
X]DNOÕN�� HVWHWLN� LVWH\HQ� NRQXODUGDNL� \HWHUVL]OLNOHU�� NDUDUVÕ]OÕN�� Ker kRQXGD� WDNOLW�� øúL�
FLGGL\H�DOPDPDN��DOGÕ÷ÕQÕ�VDQPDN��dDQÕúPDQOÕN-KL]PHW�DOÕQDQ�ILUPDODUOD�SURIHV\RQHOFH�
oDOÕúDPDPDN��gGHPHOHUGH�SUREOHP��ILNLU�X\XúPD]OÕNODUÕ��NÕVD�V�UHOL�ELUOLNWHOLNOHU��\DQOÕú�
reklam�35�úLUNHWOHUL�LOH�ELOJL\H�GH÷LO��WDKPLQ�YH�VH]JLOHUH�GD\DOÕ�oDOÕúPDN��RQODUD�GDKD�
oRN� NHQGL� LVWHN� YH� EH÷HQLOHULQH� J|UH� Lú� \DSWÕUPDN�� net firma-LúOHWPH� YH� SD]DUODma 

KHGHIOHUL�RUWD\D�NR\DPDPDN��WHVDG�IL�EDúDUÕODU�HOGH�HWPHN��Lnsana, bilgiye, teknolojiye 

GH÷HU�YHUPHPHN��|QHPVHPHPHN��\DSÕODQ�LúOHUL�Eirbirleriyle entegre edememek, hHU� LúL�
XFX]D� JHWLUPH\H� oDOÕúPDN�� eWNLVL]� LOHWLúLP� YH� WDQÕWÕP� oDOÕúPDODUÕ� \DSWÕUPDN�� Xzman 

ROPD\DQ� X]PDQODUOD� oDOÕúPDN� �HQ� E�\�N� VRUXQODUGDQ� ELUL���� PDUND\Õ� \DQOÕú�
NRQXPODQGÕUPDN�� \anOÕú� PHG\D� SODQODPDODUÕ� \DSPDN�� ILUPDGD� PDUNDODúPD�
oDOÕúPDODUÕQGD� \DQOÕú� NLúLOHULQ� J|UHY� DOPDVÕ� BunlarÕ� V|\OHGLNWHQ� VRQUD� EDúOÕNWD�
oÕWODWWÕ÷ÕPÕ]�LGGLD\Õ�DUWÕN�DoDELOLUL]�VDQÕUÕP��0DUNDVÕ]OÕN�DQWLWH]L��WH]L�PDUND�LOH�ELUOLNWH�
PDUNDVÕ]OÕ÷ÕQ� GD� ELU� PDUND� ROGX÷X� VHQWH]LQL� GR÷XUPXúWXU�� $VOÕQGD� |]HOOLNOH� $YUXSD�
SD]DUÕQD� EDNWÕ÷ÕQÕ]GD� GR\PXú� ELU� SD]DU� J|U�\RUVXQX]�� )ÕUVDWODU� EL]LP� JLEL� HNRQRPLN�
NUL]�\DúDVD�GD�7�UNL\H�JLEL�JHQo�YH�JHOLúPHNWH�RODQ��ONHOHUGH�\HU�DOÕyor (2÷X], 2001: 

15). 0DUNDVÕ]OÕN� PDUNDVÕ� NLPL� GXUXPODUGD� ³NDOLWHOL� �U�Q�Q´�� \DSD\OÕN� NDUúÕVÕQGD�
³GR÷DOOÕ÷ÕQ´� alamet-L� IDULNDVÕ� RODELOPHNWHGLU�� %LU� PDUND� \DUDWÕOÕUNHQ�� LGHDO� úDUWODUGD�
UHNODPGDQ� DPEDODMD� PDUNDQÕQ� W�NHWLFL� LOH� LOHWLúLP� NXUGX÷X� KHU� XQVXU� �]HULQGH� oRN�
|QHPOL� oDOÕúPDODU� \DSÕOÕU� YH� oRN� |]HQOL� VRQXoODU� HOGH� HGLOPH\H� oDOÕúÕOÕU�� EX� VRQXoODU�
basitli kten mümN�Q� ROGX÷XQFD� X]DN� WXWXOPD\D� oDOÕúÕOÕU�� 2\VD� EDVLWOL÷LQ� GH� ED]HQ� ELU�
SL\DVD�GH÷HUL�RODELOPHNWHGLU��0DUND�\DUDWPD�NRQXVXQGD�XOXVODUDUDVÕ�G�]H\GH�]D\ÕI�RODQ�
YH� PDUNDVÕ]OÕ÷ÕQ� NLPL� ]DPDQ� NDOLWH\OH� |]GHúOHúWLULOGL÷L� 7�UNL\H¶GH� PDUND� \DUDWÕUNHQ�
PDUNDVÕ]OÕ÷ÕQ� KLNPHWOHULQGHQ� \DUDUODQPDN� L\L� ELU� KDVDW� LPNDQÕ� VXQDFDN� P�PELW bir 
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toprak olabili r mi acaba? �³.DOLWHVL]�ROPDVD�UHNODPÕQÕ�\DSPD]GÕ´ ya da �D\QÕ�PDQD\D�
JHOHQ� ³�U�Q�� ]DWHQ� NDOLWHOL�� UHNODP� \DSPDVÕQD� JHUHN� \RN� NL´� JLEL� PDUND� \DUDWPDQÕQ�
WHPHO�DUDoODUÕQGDQ�ELUL�RODQ�UHNODPÕ�WH]\LI�HWPH\H�oDOÕúDQ�V|]OHU�LúLWPLúVLQL]GLU (Baysal, 

2003: 46). Özelli kle neredeyse hiç uluslararaVÕ� PDUNDVÕ� ROPD\DQ� 7�UNL\H¶GH� ³PDUND´�
ROJXVXQXQ�NHQGLVLQH�NDUúÕ�GD�E|\OH�ELU�EDNÕú�DoÕVÕ�PDUNDVÕ]OÕ÷ÕQ�PD]HUHWL�RODELOLU�DQFDN�� 

 

2.21.3. Türkiye’GH�0DUNDODúPD�6�UHFLQGH�<DVDO�$úDPDODU� 
(MarkalDúPD�6�UHFLQGH�����6D\ÕOÕ�.DQXQ� 
���� 6D\ÕOÕ� 0DUNDODUÕQ� .RUXQPDVÕ� +DNNÕQGD� .DQXQ� +�NP�QGH� .DUDUQDPH��

PDUND� WHVFLO� EDúYXUXODUÕQÕQ� \HULQL�� ]DPDQÕQÕ�� EDúYXUX� HYUDNODUÕQÕQ� G�]HQOHQPHVL� YH�
PDUNDODUOD�LOJLOL�GL÷HU�LúOHPOHUGH�X\XODFDN�XVXO�YH�HVDVODUÕQ�EHOLUOHQGL÷L�NDQXQGXU� 

*HQHO� +�N�POHUH� LOLúNLQ� DPDo� E|O�P�QGH� PDUND� WHVFLOLQH� X\JXQ� PDO� YH\D�
KL]PHWOHUH� PDUND� YHULOHUHN� EXQODUÕQ� NRUXQPDVÕQD� LOLúNLQ� HVDVODUÕ�� NXUDOODUÕ� YH� úDUWODUÕ�
EHOLUOHQPLúWLU�� %X� NDUDUQDPHQLQ� LNLQFL� NÕVÕP�� PDUNDODUÕQ� |]HOOLNOHUL� IÕNUDVÕQGD�
0DUNDODUÕQ� g]HOOLNOHUL� YH� .RUXPDGDQ� <DUDUODQDFDN� .LúLOHU� ú|\OH� EHOLUWLOPLúWLU�
 (www.turkpatent.gov.tr/tpe/index.jsp?sayfa=201): 

 

2.21.3.1. Markalar ve .RUXPDGDQ�<DUDUODQDFDN�.LúLOHU� 
2UWDN�0DUNDODUÕQ�g]HOOLNOHUi: Madde 6- Ortak Marka, üretim veya ticaret veya 

KL]PHW�LúOHWPHOHULQGHQ�ROXúDQ��ELU�JUXEXQ�PDO�YH\D�KL]PHWOHULQL�GL÷HU�LúOHWPHOHULQ�PDO�
YH\D�KL]PHWOHULQGHQ�D\ÕUW�HWPH\H�\DUD\DQ�LúDUHWWLU�� 

GaraQWL� 0DUNDODUÕQ� g]HOOLNOHUL�� Madde 7-� *DUDQWL� 0DUNDVÕ�� PDUND� VDKLELQLQ�
NRQWURO�� DOWÕQGD� ELU� oRN� LúOHWPH� WDUDIÕQGDQ� R� LúOHWPHOHULQ� RUWDN� |]HOOLNOHULQL�� �UHWLP�
XV�OOHULQL��FR÷UDIL�PHQúHOHULQL�YH�NDOLWHVLQL�JDUDQWL�HWPH\H�\DUD\DQ�LúDUHWWLU�� 

7LFDUHW� 0DUNDODUÕQÕQ� g]HOOLNOHUL: Madde 8-� 7LFDUHW� 0DUNDVÕ�� ELU� LúOHWPHQLQ�
LPDODWÕQÕ�YH�YH\D�WLFDUHWLQL�\DSWÕ÷Õ�PDOODUÕ��EDúND�LúOHWPHOHULQ�PDOODUÕQGDQ�D\ÕUW�HWPH\H�
\DUD\DQ�LúDUHWWLU�� 

+L]PHW� 0DUNDODUÕQÕQ� g]HOOLNOHUL: Madde 9-� +L]PHW� 0DUNDVÕ�� ELU� LúOHWPHQLQ�
KL]PHWOHULQL�GL÷HU�LúOHWPHOHULQ�KL]PHWOHULQGHQ�D\ÕUW�HWPH\H�\DUD\DQ�LúDUHWWLU�� 
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2.21.3.2. 0DUND�%DúYXUXVX�YH�7HVFLO�øúOHPOHUL 
0DUND� WHVFLO� LúOHPOHUL� EDúYXUX� WDULKLQGHQ� LWLEDUHQ� \DNODúÕN� ELU� \ÕO� LoLQGH�

VRQXoODQPDNWDGÕU�� %DúYXUXODU� VHNL]� D\� NDGDU� V�UHQ� |Q� LQFHOHPHGHQ� VRnra, Marka 

%�OWHQL
QGH� LODQD� oÕNDUDN� �o� D\� V�UH\OH� LWLUD]ODUD� DoÕOPDNWDGÕU�� ho� D\OÕN� V�UHQLQ�
ELWPHVLQGHQ�\DNODúÕN�ELU�D\OÕN iti raz GH÷HUOHQGLUPH�LúOHPOHULQGHQ�VRQUD�PDUNDQÕQ�WHVFLO�
HGLOLS�HGLOPH\HFH÷LQH�NDUDU�YHULOPHNWHGLU� 0DUND�WHVFLO�LúOHPOHUL�LoLQ�|QFHli kle tescili ni 

WDOHS� HWWL÷LQL]� PDUND� LoLQ� ELU� |Q� DUDúWÕUPD� \DSÕOPDVÕQGD� \DUDU� YDUGÕU�� gQ� DUDúWÕUPD�
LúOHPLQLQ� ROXPOX� VRQXoODQPDVÕ� KDOLQGH� JHUHNHQ� EDúYXUX� GRV\DODQDELOPHNWHGLU��0DUND�
7HVFLO� LúOHPOHULQLQ� WDPDPODQPDVÕQGDQ� VRQUD� PDUNDQÕQ� �� \ÕO� V�UH� LOH� NXOODQÕOPDVÕ�
]RUXQOXGXU�� .RUXPD� V�UHVL� EDúYXUX tarihi iti bariyle 10 yÕOGÕU 
(http://www.jenerik.com.tr/marka.html). 

 

2.21.3.3. ø]LQVL]�0DUND�.XOODQÕPÕQÕQ�&H]DODUÕ 
9HULOHQ� PDKNHPH� NDUDUODUÕ� JHUHNWL÷LQGH� EDVÕQ� \ROX� ile kamuoyuna duyurulur, 

PDOL\HWL�PDUND\Õ�L]LQVL]�NXOODQDQ�NLúLOHUH�DLWWLU��7HVFLOOL�PDUND�VDKLEL�GLOHUVH��PDUNDVÕQÕ�
L]LQVL]�NXOODQDQ�NLúLOHU�KDNNÕQGD��PDUNDVÕQÕQ�LWLEDULQLQ�]HGHOHQPHVLQGHQ�GR÷DQ�]DUDUÕQ�
YH� X÷UDGÕ÷Õ� NDU� ND\EÕQÕQ� YH� GL÷HU�PDGGL� ]DUDUODUÕQÕQ� JLGHULOPHVL� LoLQ� WD]PLQDW� GDYDVÕ�
açabili r. 7�UN�0DUND�VLVWHPLQH�J|UH�WHVFLOOL�PDUND\Õ�L]LQVL]�NXOODQDQODU�KDNNÕQGD�PDUND�
VDKLEL�ED]Õ�NDQXQL�LúOHPOHU�\DSÕOPDVÕ�LoLQ��&XPKXUL\HW�6DYFÕOÕ÷Õ¶QD�úLND\HWWH�EXOXQDUDN 

http://www.jenerik.com.tr/marka.html), 

� 1-��\ÕO�DUDVÕQGD�KDSLV�FH]DVÕ�YHULOPHVLQL� 
� ����PLO\RQ�OLUD�LOH���PLO\DU�OLUD�DUDVÕQGD�SDUD�FH]DLVL�YHULOPHVLQL� 
� ��\ÕOGDQ�D]�ROPDN��]HUH�Lú\HULQLQ�NDSDWÕOPDVÕ�YH�D\QL�V�UH�LOH�WLFDUHWWHQ�PHn 

� edilmesini. 

� Üretim araoODUÕQD�YH�PDOODUÕQD�HO�NR\XOPDVÕQÕ�VD÷ODPD�KDNODUÕQD�VDKLSWLUOHU� 
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���5(./$0�.$95$0,�9(�0$5.$/$ù0$�6h5(&ø1DE REKLAMIN ROLÜ 

9(�g1(0ø 
 7�NHWLFL\H�\|QHOLN�UHNODPÕQ�PDUND�\DUDWÕFÕ�URO��NDSVDPÕQGD�\DSDFD÷Õ�HQ�E�\�N�
NDWNÕ�� R� KD\DWL� DNÕO� YH� GX\JX� ELOHúLPLQL�� PDUND� WDQÕPÕQGD� YH� NDSVDPÕQGD� V|]�Q��
HWWL÷LPL]� ³DNÕO´� YH� ³NDOSWHQ´� \|QOHULQ� ELOHúLPLQL� E�W�QVHOOLN� LoLQGH� LOHWHELOPH�
\HWHQH÷LQGHQ� ND\QDNODQÕU�� 5HNODP�� SD]DUODPD� NDUPDVÕQD� EDúND� KLoELU� |÷HQLQ�
\DSDPD\DFD÷Õ�ELoLPGH�GX\JXVDO� GH÷HUOHU� NDWDELOLU��*|U�QW��N�OW�U�Q�Q�|QH� oÕNWÕ÷Õ� YH�
UHNODP�\|QHOLPOL�W�NHWLFLOHULQ�JLWWLNoH�DUWWÕ÷Õ�ELU�oD÷GD�\DúDGÕ÷ÕPÕ]�LoLQ�GH÷LO��DPD�D\QÕ�
]DPDQGD� EDúND� KLoELU� úH\LQ� \DSDPD\DFD÷Õ� úHNLOGH�� UHNODP� oRN� \|QO�O�N� YH� XVWDOÕN�
EDUÕQGÕUDQ�JL]LO�J�F�\OH�GX\JXODUD�KLWDS�HWWL÷L�YH�GX\JXODUÕ� HWNLOHGL÷L� LoLQ�E|\OHGLU�EX�
(Bartle, 2001: 35)��0DUNDODúPD� V�UHFLQGH� UHNODP�� LOHWLúLP� VWUDWHMLVL� RODUDN� |QHPOL� ELU�
J�oH�YH�HWNL\H�VDKLSNHQ��EXQXQ�\DQÕQGD�PDUNDODúPDGD�EDúOÕ�EDúÕQD�ELU�J�o��VLKLUOL�ELU�
GH÷QHN�GH�GH÷LOGLU�� 

 

3.1. Reklam 

Birer tüketici olarak gHQHOOLNOH�UHNODPODUÕQ�EL]L�NLúLVHO�EDNÕPGDQ�HWNLOHPHGL÷LQH�
LQDQÕUÕ]�� %XQD� UD÷PHQ� UHNODP� YHUHQOHU� UHNODP� \DSPD\D� GHYDP� HWPHNWHGLUOHU�
(Sutherland ve Sylvester, 2000: 20). Bu süreçte rHNODPÕQ�LNWLVDGL�YH�VRV\DO�HWNLOHULQH�YH�
NDWNÕODUÕQD�GH÷LQHUHN��UHNODPÕ�\HUHQOHU�ROGX÷X�JLEL��|YHQOHU�GH�SHN�oRNWXU��7DUWÕúPD\D��
LNWLVDWoÕODUÕQ�� SD]DUODPDFÕODUÕQ�� W�NHWLFLOHULQ�� VRV\RORJODUÕQ� YH� SVLNRORJODUÕQ� GD�
NDWÕOGÕNODUÕ� J|U�OPHNWH� YH� WDUWÕúPD� UHNODPFÕOÕ÷ÕQ� LON� EDúODGÕ÷Õ� J�QOHUGHQ� EXJ�QH�
V�UHJHOPHNWHGLU� �&HPDOFÕODU, 1988: 53)�� 7�NHWLFL� YH� �UHWLFL� DUDVÕQGD� LOJL� YH� ELOJL� ED÷Õ�
NXUDQ� UHNODPÕQ�EX�J�QH�NDGDU� \�]OHUFH�GH÷LúLN� WDQÕPÕ�\DSÕOPÕúWÕU� Reklam: Beli rli bir 

ND\QDN� WDUDIÕQGDQ� PDOODUÕQ�� KL]PHWOHULQ� YH\D� G�ú�QFHOHULQ� SDUD� NDUúÕOÕ÷ÕQGD� LOHWLúLP�
DUDoODUÕ� YDVÕWDVÕ\OD� tarif edilerek� GX\XUXOPDVÕGÕU� �7HNQHFLR÷OX,� ������ ����� %DúND� ELU�
WDQÕPD� J|UH� LVH� � "%LU� HWNLOH\LFL� LOHWLúLP� ELoLPL� RODUDN�� W�NHWLFLOHUL�� ELU� PDO ya da  

KL]PHWLQ�YDUOÕ÷Õ�KDNNÕQGD�X\DUPDN�YH�R�PDOD��PDUND\D��KL]PHWH�YH\D�NXUXPD�\|QHOLN�
ROXPOX� ELU� WXWXP� \DUDWPDN� DPDFÕ\OD� J|]H� YH�YH\D� NXOD÷D� KLWDS� HGHQ� PHVDMODUÕQ�
KD]ÕUODQPDVÕ� YH� EX� PHVDMODUÕQ� oHúLWOL� PHG\DODUGD� �FUHWOL� RODUDN� \D\ÕQODQPDVÕ�� olarak 

WDULI�HGLOPLúWLU��.XUWXOXú�������������%LU�EDúND�WDQÕPD�J|UH\VH�UHNODP��ELU�Lú��PDO���U�Q� 
ya da � KL]PHWLQ�� ELU� EHGHO� NDUúÕOÕ÷ÕQGD� oHúLWOL� LOHWLúLP� DUDoODUÕQGD� YH� JHQHO� \D\ÕQ�
araçlarÕQGD� �NLWOH� LOHWLúLP� DUDoODUÕ�� PHG\D��� oHúLWOL� \|QWHP� YH� úHNLOOHUGH�� Eeli rlenen 

NLWOHOHUH� GX\XUXOPDVÕQÕ� VD÷OD\DQ�� WDQÕWDQ�� QHUHGHQ�� QDVÕO� YH� QH� IL\DWD� DOÕQDELOHFH÷LQL�
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özel, etkileyici bir mesajla anlatan�� W�NHWLFL\H� SDUDVÕQÕ� HQ� L\L� GH÷HUOHQGLUPH� \ROXQX�
J|VWHUHQ��\DWÕUÕPFÕ\D�KDN HWWL÷L�SD]DUÕ�ND]DQPDVÕQÕ�VD÷OD\DQ��LúOHULQL�YH verimlendiren, 

RQX� \HQL� \DWÕUÕPODUD� WHúYLN� HGHQ� ELU� WDQÕWÕP� DUDFÕ� ROXS� UHNODPÕQ� EHOLUJLQ� |]HOOLNOHUL�
YDUGÕU�(Ak 1998: 129). Buna görH�UHNODPÕQ�RUWDN�|]HOOLNOHUL�úXQODUGÕU�� 

Reklam; 

� 3DUD�NDUúÕOÕ÷Õ�\DSÕOÕU� 
� .LúLVHO�ELU�VDWÕú�oDEDVÕ�GH÷LOGLU��NLWOHVHOGLU�� 
� %�\�N�KHGHIOHUH�XODúDQ�ELU�LOHWLúLP�ELoLPLGLU� 
� 5HNODPÕQ�PHVDMÕQGD�VDGHFH��U�Q�GH÷LO��KL]PHW�YH�G�ú�QPH�DQOD\ÕúÕ�GD�YDUGÕU 

.XUDPVDO� ED÷ODPGD�� \�]\ÕOÕQ� EDúODUÕQGD� ���
,L� \ÕOODUGD�� %LUOHúLN� Devletlerde 

WDVDUODQDQ� JHOHQHNVHO� UHNODP�� NXUDPÕ�� WHN� ELU� YDUVD\ÕPD�� \DQL� HWNL� KL\HUDUúLVLQH�
GD\DQÕ\RUGX�� %X� YDUVD\ÕP�� LONHFH�� W�NHWLFL� ROPD\DQ� ELU� NLúLQLQ� W�NHWLFL� KDOLQH�
JHWLULOHELOPHVL� LoLQ�� UHNODPÕQ�� ]DPDQ� LoLQGH� ELUELULQL� L]OH\HQ� úX� �o� HYUHGHQ� JHoPHVL�
JHUHNWL÷LQL öngörmekteydi (dDPOÕGHUH, 2002: 457-������%X�HYUHOHU�úXQODUGÕU� 

%LOLúVHO� HYUH� �,HDUQ��� GLNNDW�� IDUNHWPH�� WDQÕPD�� NDYUDPD�� %X� HYUHGH�� W�NHWLFL�
ürünü bili r. 

Duygusal evre (li ke):� LOJL�� GH÷HUOHQGLUPH�� NDQÕ�� WHUFLK�� LQDQPD�� *HUH÷LQFH�
ELOJLOHQGLULOPLú�W�NHWLFL��U�QOH�LOJLOHQLU� 

'DYUDQÕúVDO�HYUH��GR���QL\HW��GDYUDQÕú��H\OHP��.onusunda bilgilenen ve ürünün 

\HQL�DYDQWDMODUÕ\OD�W�NHWLFL��RQX�VDWÕQ�DOPD\D�NDUDU�YHULU� 
%X� HYUHOHULQ� VÕUDODUÕ� GH÷LúWLULOHUHN� HOGH� HGLOHQ� G|Q�ú�POHU�� UHNODPÕQ� W�NHWLFL\L�

HWNL\H� DoÕN� KDOH� JHWLUHFHN� LON� NXUDPVDO� \DNODúÕPÕ� RUWD\D� NR\PDNWDGÕU� Öte yandan, 

�UHNODPODU� W�NHWLFL\L� EHOLUOL� ELU� �U�Q�� GL÷HUOHULQGHQ� D\ÕUW� HGHQ� |]HOOLNOHUGHQ� KDEHUGDU�
ederek teUFLKWH� EXOXQPDVÕQÕ� VD÷ODUODU�� Öyleyse, en genel anlamda "üreticilerin 

W�NHWLFLOHUOH�NHQGL��U�QOHUL�KDNNÕQGD� LOHWLúLP�NXUPD�\ROX��RODQ� UHNODP���U�Q�KDNNÕQGD�
bilgi vererek kamuoyunun tercihlerini HWNLOHPH��KHGHI�NLWOH\L�DU]XODQDQ�VDWÕú�VWUDWHMLOHUL�
GR÷UXOWXVXQGD�HGLOJHQOHúWLUPH�\|QWHPLGLU��dDPOÕGHUH,�������������dHUoHYHVL�EX�úHNLOGH�
oL]LOPLú� RODQ� UHNODP�� �ELU� HWNLOH\LFL� LOHWLúLP� ELoLPL� RODUDN�� W�NHWLFLOHUL�� ELU� PDO ya da  

KL]PHWLQ�YDUOÕ÷Õ�KDNNÕQGD uyarmak ve o mala, markaya, hizmete veya kuruma yönelik 

ROXPOX� ELU� WXWXP� \DUDWPDN� DPDFÕ\OD� J|]H� YH�YH\D� NXOD÷D� KLWDS� HGHQ� PHVDMODUÕQ�
\D\ÕQODQPDVÕ� �.XUWXOXú, 1982: 19) ROGX÷XQGDQ� VRQXoWD� UHNODPÕQ� �� |]HOOL÷L� YDUGÕU�
(Oktay, 1996: 424-425) Bunlar: 
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5HNODP��KDONOD�LOLúNLOHULQ�DNVLQH��ELU�EHGHO�NDUúÕOÕ÷Õ�\D\ÕQODQPDNWDGÕU� %LU�EDúND�
GH\LúOH�� UHNODPÕ� \D\ÕQODWPDN� LVWH\HQ� NLúL ya da � NXUXP�� RQX� \D\ÕQOD\DQ� LOHWLúLP�
PHG\DVÕQD� ELU� EHGHO� |GHPHNWHGLU�� $\UÕFD�� UHNODPÕ� KD]ÕUODWDn� NLúL ya da  kurum da, 

UHNODP�PHVDMÕQÕ�KD]ÕUOD\DQ�UHNODP�úLUNHWLQH�YH�UHNODPFÕ\D�EHOLUOL�ELU ücret vermektedir. 

5HNODP� VXQXOXúX� EDNÕPÕQGDQ� GL÷HU� WDQÕWÕP� XQVXUODUÕQGDQ� D\UÕOÕU: Reklam, 

NLúLVHO�ELU�VXQXú�GH÷LO��JHQLú�NLWOHOHUH�KLWDS�HGHQ�NLúLVHO�ROPD\DQ�ELU�VDWÕú�oDEDVÕ��WHNQL÷L�
YH� ELU� SD]DUODPD� LOHWLúLPL� \|QWHPidir � YH� EXQXQ� LoLQ� JHQHOOLNOH� NLWOH� LOHWLúLP� DUDoODUÕ�
NXOODQÕOÕU� Reklam mesaMÕQGD�PDOODU��KL]PHWOHU�YH�G�ú�QFHOHU�YDUGÕU ve bunlara yönelik 

olumlu tutumlar, LNQD� \ROX\OD� ROXúWXUXOPDN istenir. Reklam yapan NLúL� YH� NXUXP�
belli dir. 

6HUJLR�=\PDQ�YH�$UPLQ�%URWW��%LOGL÷LPL]�5HNODPFÕOÕ÷ÕQ�6RQX�NLWDEÕQGD�UHNODPÕ�
DQOD\Õú�RODUDN�GDKD� LOHUL�J|W�rmekteler ve “5HNODPFÕOÕ÷ÕQ, salt televizyon rHNODPÕQGDQ�
GDKD� EDúND� ELU� úH\� ROGX÷XQX� PDUND� ROXúWXUPD\Õ�� SDNHWOemeyi, ünlü sözcüleri, 

VSRQVRUODUÕ�� WDQÕWÕmÕ�� P�úWHUL� KL]PHWOHULQL�� oDOÕúDQODUÕQÕ]D� GDvUDQÕú� ELoLPLQL]L�� KDWWD�
VHNUHWHULQL]LQ� WHOHIRQD� FHYDS� YHULúini bile� NDSVDGÕ÷ÕQÕ� YH� UHNODPFÕOÕN� ELU� VDQDW� ELoLPL�
GH÷LOGLU��'DKD�oRN�PDOÕ��GDha fazla paraya, daha çok EHOLUWHUHN��ELU�DQODPGD�PDUNDODúPD�
V�UHFLQGH� \DSWÕ÷ÕPÕ]� KHU� KDUHNHWLQ� D\QÕ� ]DPDQGD� ELU� UHNODP� ROGX÷XQX da 

EHOLUWPHNWHGLUOHU��$\UÕFD� \D]DU��bDúDUÕ�� ELlimsel ve disiplinli bir sürecin sonucudur ve 

kesinlikle her bir harcamaQÕQ� ELU� G|Q�ú��� JHWLULVL� ROPDOÕGÕU�� 0�úWHULOHULQL]H� VL]LQ�
ürünOHULQL]L�VDWÕQ�DOPDODUÕ� LoLQ�VHEHSOHU�VXQPD]VDQÕ]��VDtÕQ�DOPD\DFDNODUGÕU��6DWÕúD�\RO�
DoPDGÕ÷Õ�V�UHFH��IDUNÕQGDOÕN�WDPDPÕ\OD�GH÷HUVL]GLU��6RQ�RODUDN�YH�HQ�|QHPOLVL��KHU�úH\�-
KHU�\DSWÕ÷ÕQÕz ya da � \DSPDGÕ÷ÕQÕ] ya da �KHU� V|\OHGL÷LQL] ya da � V|\OHPHGL÷Lniz- bir 

mesaj iletir (Zyman ve Brott, 2004: 11-12)´� GL\HUHN� UHNODPÕQ� NXUX� NXUX\D� ELU� VXQXú�
ELoLPL� ROPDGÕ÷ÕQÕ� EXQXQ� |WHVLQGH� ELU� DQOD\Õú� ROGX÷XQX� EHOLUWHUHN�� EHOOL� VWUDWHMLOHU�
GDKLOLQGH�\DSÕOPDVÕ�JHUHNWL÷LQL�EHOLUWPLúWLU� 

 

�����5HNODPÕQ�$PDoODUÕ 
5HNODPÕ�JHQHO�RODUDN�GH÷HUOHQGLUGL÷LPL]GH���o�EDúOÕN�DOWÕQGD�WRSOD\DELOHFH÷LPL]�

ELUWDNÕP� DPDoODUOD� �UHWLFL ya da � DUDFÕ� LúOHWPHOHU� WDUDIÕQdan hedef kitle olarak 

WDQÕPODQDQ�YH�oHúLWOL�NULWHUOHUH�J|UH�D\UÕPODQPÕú�RODQ�LQVDQ�JUXSODUÕQD�\|QOHQGLULOPHkte 

ROGX÷XQX� J|UPHNWH\L]� �$YúDU� YH Elden, 2004: 23-24-����� 5HNODPÕQ� DPDoODUÕ� EX� �o 
EDúOÕNWDQ� GDKD� ID]OD� NDWHJRUL� DOWÕQGD� WRSODQDELOLU�� $QFDN� EX� oDOÕúPD� oHUoHYHVLQGH�
reklamÕQ��o�DPDFÕ: 
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3.2.1. øOHWLúLP� APDFÕ:� 1H� W�U� KDQJL� DPDoODU� NXOODQÕOÕUVD� NXOODQÕOVÕQ� UHNODP�
|QFHOLNOH�� LOHWLúLP� DPDFÕ� WDúÕPDNWDGÕU�� %LU� LOHWLúLP� V�UHFL� RODUDN� GD�
GH÷HUOHQGLUHELOHFH÷LPL]� UHNODP�� LOHWLúLP� V�UHFLQLQ� W�P� |÷HOHULQL� � E�Q\HVLnde 

EXOXQGXUPDNWDGÕU��5HNODPÕQ�LOHWLúLP�DPDFÕ��ELOLQGL÷L�JLEL�WDUDIVÕ]�ELU�LOHWLúLP�GH÷LO��WDP�
tersine üretici tarafÕQGDQ� ELOLQoOL� RODUDN� \|QOHQGLUilPLú�� úHNLOOHQGLULOPLú� ELU� LOHWLúLPGLU��
%X�ED÷ODPGD� UHNODPÕQ�ELU� LOHWLúLP�ELoLPL�RODUDN� \HULQH� JHWLUPH\H� oDOÕúWÕ÷Õ� ED]Õ� WHPHO�
fonksiyonlar söz konusudur. Bunlar: Bilgilendirme fonksiyonu, ikna etme fonksiyonu, 

KDWÕUODWPD� IRQNVL\RQX�� GH÷HU� NDWPD� IRQNVL\RQX� YH� |UJ�W�Q� GL÷HU� DPDoODUÕQD� \DUGÕPFÕ�
ROPD�IRQNVL\RQX�úHNOLQGH�VÕQÕIODQGÕUÕlabili r. 

Bilgilendirme Fonksiyonu: Bilgilendirme fonksiyonuna, özelli kle yeni bir ürün 

ya da ��U�Q�NDWHJRULVLQLQ�SD]DUD�oÕNWÕ÷Õ�]DPDQODUGD��\HQL��U�QH�KHGHI�NLWOHQLQ�GLNNDWLQLQ�
çekilmesi, yeni ürüQ�Q� |]HOOLNOHULQLQ�� \DUDUODUÕQÕQ� GLOH� JHWLULOPHVL� JLEL� ELULQFLO� WDOHEL�
ROXúWXUPD� DPDFÕ\OD� EDúYXUXOPDNWDGÕU�� %LOJLOHQGLUPH� IRQNVL\RQX�� �U�QOHULQ� GH÷LúLN�
NXOODQÕP� ELoLPOHULQLQ� J|VWHULOPHVL�� IL\DW� GH÷LúLNOLNOHULQLQ� GX\XUXOPDVÕ�� �U�Q�Q� QDVÕO�
oDOÕúWÕ÷ÕQÕQ�DQODWÕOPDVÕ���U�QOH�LOJLOL�VHUYLVOHULQ�WDQÕWÕPÕ��firma�LPDMÕQÕQ�ROXúWXUXOPDVÕ�YH�
tüketicilerin bHOOL� NRQXODUGDNL� ND\JÕODUÕQÕ� JLGHUPH� JLEL� QRNWDODUGD� HWNLQ� RODUDN�
NXOODQÕOPDNWDGÕU� 

øNQD� (WPH� )RQNVL\RQX� øNna etme fonksiyonu, özelli kle ikincil talep yaratma 

DPDFÕ\OD�UHNDEHWLQ�\R÷XQ�\DúDQGÕ÷Õ�RUWDPODUGD��PDUNDQÕQ�ELOLQLUOL÷LQL��WHUFLK�HGLOLUOL÷LQL�
DUWWÕrmak, tüketicileULQ�EHOOL��U�Q�YH�PDUNDODUOD�LOJLOL�WXWXPODUÕQÕ��DOJÕODUÕQÕ�HWNLOHPHN�YH�
GH÷LúWLUPHN� YH� V|]� NRQXVX� �U�Q ya da � KL]PHWOHUL� GHQHPH\H� LNQD� HWPH� DPDFÕQÕ� WDúÕU� 
gUQH÷LQ��FRPSDFWGLVF�oDODUODU�SD]DUD�VXQXOGXNWDQ�VRQUD�6RQ\��VXQXODQODU�LoLQGH��NHQdi 

�U�Q�Q� HQ� L\L� NDOLWH� ROGX÷XQD�� W�NHWLFLOHUL� LNQD� HWPH\H� oDOÕúPÕúWÕU�� %D]Õ� LNQD� HGLci 

UHNODPODU�� LúOHWPHQLQ� GR÷UXGDQ ya da � GROD\OÕ� RODUDN� NHQGL� �U�Q�Q��� GL÷HU� ELU� YH\D�
ELUNDo��U�QOH�NDUúÕODúWÕUGÕ÷Õ�NÕ\DVODPD�\DSÕFÕ�UHNODPD�G|Q�ú�U (.RFDEDú��(OGHQ��dHOHEi 

1999: 55). 

+DWÕUODWPD� )RQNVL\RQX:� +DWÕUlatma fonksiyonu, ürünün olgunluk dönemine 

HULúWL÷L ya da �PHYVLPVHO�WDOHELQ�V|]�NRQXVX�ROGX÷X��U�QOHU�LoLQ��GRQGXUPD��YDQWLODW|U�
YE��JLEL��WDOHELQ�ROPDGÕ÷Õ�G|QHPOHUGH�GH��U�Q�Q�YH�PDUNDQÕQ�KDWÕUODQPDVÕQÕ��W�NHWLFLQin 

EH\QLQGH� FDQOÕ� WXWXOPDVÕQÕ�� W�NHWLFLOHULQ� �U�Q�� G�ú�Q�U� ROPDODUÕQÕ� VD÷ODPDN� �]HUH�
NXOODQÕOÕU� 
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+DWÕUODWÕFÕ� UHNlam, ürünün olgunluk döneminde önemlidir. Tüketicinin ürün 

KDNNÕQGD� G�ú�QPHVLQL� VD÷ODU�� 7HOHYL]\RQGD� SDKDOÕ� &RFD-&ROD� UHNODPODUÕ�� W�NHWLFLOHUL�
bilgilendirmek�YH\D�LNQD�HWPHN�LoLQ�GH÷LO��RQlara Coca-&ROD
\Õ�KDWÕUODWPDN�LoLQ�GL]D\Q�
edili r (.RFDEDú�YH�Elden ve Çelebi 1999: 54-55). 

'H÷HU� .DWPD� )RQNVL\RQX� 'H÷HU� NDWPD� IRQNVL\RQX� LOH� UHNODPFÕODU� PDUNDODUD�
ELU� NLúLOLN�� |]HO� ELU� DQODP�NDWPD�oDEDVÕ� LoLQGHGLUOHU��0DUNDODUÕQ� UDNLSOHULQH� J|UH�GDKD�
|]HOOLNOL�� \HQL�PRGD�� SUHVWLMOL�� EHOOL� ELU� VWLOL� RODQ�� J�oO��YH��VW�Q�J|U�QPHVLQL� VD÷ODPD�
oDEDVÕ��UHNODPÕQ�GH÷HU�NDWPD�IRQNVL\RQXQD�LúDUHW�HGHU� 

gUJ�W�Q� 'L÷HU� $PDoODUÕQD� <DUGÕPFÕ� 2OPD� )RQNVL\RQX� Örgütün� GL÷HU�
amaçlaUÕQD� \DUGÕPFÕ� ROPD� IRQNVL\RQX�� UHNODPÕQ� NXUXPXQ� GL÷HU� VDWÕú� YH� WXWXQGXUPD�
oDEDODUÕ�LoLQGH�\HU�DODQ�NXSRQ��oHNLOLú��GR÷UXGDQ�VDWÕú�JLEL�IRQNVL\RQODUÕQÕQ�DPDoODUÕQD�
\DUGÕP� HWPH� YH� GHVWHN� YHUPH� LúOHYLQL� �VWOHQLU�� 5HNODP� \ROX\OD� SD]DUODPD� LOHWLúLPL�
XQVXUODUÕQÕQ� HWNLQOL÷L� DUWDU�� W�NHWLFL�� �U�Q�Q� DGÕQÕ�� DPEDODMÕQÕ� WDQÕPD� \|Q�QGH� GDKD�
GX\DUOÕ�ROXU� 

øOHWLúLP� ROPD\ÕQFD�� DPDoODU� QH� GHQOL� L\L� VDSWDQPÕú� ROXUVD� ROVXQ�� J|UHYOHU� QH�
GHUHFH� L\L� G�]HQOHQLUVH� G�]HQOHQVLQ�� HúJ�G�P� YH� DPDoODUD� \|QHOLN� HWNLOHúLP�
ROPD\DFDNWÕU�� (WNLOHúLP� ROPD\ÕQFD� GD� |UJ�W�� EDúDUÕ\D� J|W�UHQ� HQ� |QHPOL� HWNHQOHUGHQ�
birisi olan RUWDN� DPDo� YH� RUWDN� oDED� JHUoHNOHúPH\HFHNWLU�� $QFDN� EXUDGD� EHOLUWLOPHVL�
JHUHNHQ� ELU� QRNWD�� DPDoODU� VDSWDQÕUNHQ� \|QHWLFLOHUL� ROGX÷X� NDGDU� \|QHWLOHQOHUL��
W�NHWLFLOHUL�YH�GL÷HU�oÕNDU�JUXSODUÕQÕ�GD�PHPQXQ�HGHFHN�GHQJHOL��SODQOÕ�YH�RUWDN�oÕNDUODUÕ�
J|]HWLFL� |QOHPOHULQ� GLNNDWH� DOÕQPDVÕGÕU�� %X� G�]HQLQ� NXUXOPDVÕ� LoLQ� GH� LOHWLúLP�
VLVWHPLQLQ�NXUXOPDVÕ�YH�NDOLWHOL�ELU�úHNLOGH�LúOHWLOPHVL�JHUHNPHNWHGLU��<DWNÕQ�YH�<DWNÕQ��
2006: 2). 

 

3.2.2. SatÕú�APDFÕ: +HGHI�W�NHWLFLQLQ�UHNODPÕ�\DSÕODQ��U�Q yak hizmete yönelik 

WXWXP� YH� DOJÕODUÕQGD� GH÷LúLNOLN� \DSDUDN�� VDWÕQ� DOPD� GDYUDQÕúÕQÕ� JHUoHNOHúWLUPHVLQL�
VD÷ODPD\Õ� DPDoODU�� 5HNODPÕQ� VDWÕú� DPDFÕQÕ� X]XQ� YH� NÕVD� YDGHOL� VDWÕú� DPDFÕ� RODUDN�
GH÷HUOHQGLUPHN�P�PN�QG�r. Uzun vadede ürün ya da �KL]PHW�KDNNÕQGD�ROXPOX�ELU�LPDM�
ROXútuUDUDN� VDWÕúODUÕ� DUWWÕUPD� KHGHIOHQLUNHQ�� UHNODPÕQ� NÕVD� YDGHGH� VDWÕú� DPDFÕQGD� LVH��
ürün ya da � KL]PHWLQ� KHGHI� W�NHWLFL� WDUDIÕQGDQ� NÕVD� V�UHGH� VDWÕQ� DOÕQPDVÕ�
DPDoODQPDNWDGÕU��+HU�LNL�GXUXPGD�GD�VDWÕú�DPDFÕQD�LOLúNLQ�DPDoODUÕ�EHOOLGLU� 
Tüketici ya da �DUDFÕ\D�ELOJL�YHrmek 

� 0DO�YH�KL]PHWOHULQ�W�NHWLPLQL�NÕVD�YH\D�X]XQ�G|QHPGH�DUWWÕUPDN 
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� 7RSWDQ�YH�SDUHNHQGHFL�VDWÕFÕ\D�\DUGÕPFÕ�ROPDN 

� 0DO�YH�KL]PHWH�NDUúÕ�WDOHS�\DUDWPDN 

� 7DOHELQ�\DUDWDFD÷Õ�IL\DW�HVQHNOL÷ini en aza indirmek 

 

3.2.3. Özel Amaçlar  

5HNODPÕQ�EDúOÕFD�|]HO�DPDoODUÕ�úXQODUGÕU� 
� .LúLVHO�VDWÕú�SURJUDPÕQÕ�GHVWHNOHPHN 

� 6DWÕFÕODUÕQ�XODúDPDGÕ÷Õ�NLúLOHUH�XODúPDN 

� $UDFÕODUOD�LOLúNLOHUL�JHOLúWLUPHN 

� Yeni bir pazara girmek ya da  yeni bir tüketici grubunu çekmek 

� Pazara yeni bir mal sunmak 

� 0DOÕQ�VDWÕúÕQÕ�DUWWÕUPDN 

� 6DQD\L�GDOÕQÕQ�VDWÕúODUÕQÕ�JHOLúWLUPHN 

� gQ�NDQÕODUD�NDUúÕ�GXUPDN 

� øúOHWPHQLQ�VD\JÕQOÕ÷ÕQÕ�DUWWÕUPDN�UHNODPÕQ�DPDoODUÕ�DUDVÕQGDGÕU� 
 

3.3. Reklam Tür ler i 

5HNODP�� �U�Q�Q� IDUNÕQD� YDUÕOPDVÕQÕ� VD÷OD\DQ�� LQVDQODUÕQ� G�ú�QFHOHULQL�
GH÷LúWLUPH\H� \|QHOLN�� LQVDQODUÕQ� J|U�úOHULQL� J�oOHQGLUPH\L� DPDoOD\DQ�� H÷OHQGLULFL�
UHNODPODU�RODUDN�G|UGH�D\UÕOÕU��$YúDU ve Elden, 2004: 23-24-25). Bu dört reklam türü ve 

DUDODUÕQGDNL�LOLúNL�DúD÷ÕGDNL�WDEORGDNL�JLELGLU� 
 

Tablo 9: Reklam Tür leri 

 

 

 

 

 

 

 

 

 

.D\QDN��$YúDU�YH�(OGHQ����������� 

    REKLAM 
TUTUMU 

*hd/(1'ø50(( 

(ö/(1'ø50( 

ø/*ø 
UYANDIRMA 

TUTUMU 
'(öøù7ø50( 
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3.4. RHNODPÕQ�øúOHYOHUL 
5HNODP��VDWÕú�DPDFÕQD�\|QHOLN�LOJL�YH�LVWHN�\DUDWPDN��WDQÕWÕFÕ�ELOJL�YHUPHN��VDWÕú�

G�]H\LQLQ�NRUXQPDVÕQÕ�YH�JHOLúWLULOPHVLQL��VD÷ODPDN��GD÷ÕWÕP�NDQDOODUÕQÕQ�YH�VDWÕFÕODUÕQ�
HWNLQOL÷LQL� DUWWÕUPDN�� \HQL� PDOODUÕQ� SD]DUODQPDVÕQÕ� NROD\ODúWÕUPDN�� JHUHNWL÷LQGH�
LúOHWPHQLQ�GH� UHNODPÕQÕ�\DSDUDN�R� LúOHWPH� LoLQ� W�NHWLFLOHU�QD]DUÕQGD�ROXPOX� L]OHQLPOHU�
\DUDWPDN� JLEL� WHPHO� LúOHYOHUL� \�NOHQLU� �7HNQHFLR÷OX, 1988: 53). Ancak, temel olarak 

pazarlama ve iOHWLúLP�DUDFÕ�RODUDN�UHNODPODUÕQ�LNL�WHPHO�LúOHYL�YDUGÕU��.DYDV, 1988: 66-

67). Bunlar: 

5HNODPÕQ� %LULQFL� øúOHYL� 7�NHWLFL\L� %LOJLOHQGLUPHNWLU�  Tüketicilerin, günlük 

KD\DWWD�� SL\DVDGDNL� W�P� �U�Q� YH� KL]PHWOHU� KDNNÕQGD� KDEHUGDU� ROPDVÕ� LPNDQVÕ]�
ROGX÷XQGDQ��RQODUÕQ�LVWHN�YH�JHUHNVLQPHOHULQL�NDUúÕODPDODUÕQD�\|QHOLN�ELOJL�DUD\ÕúODUÕQD�
FHYDS�YHUHQ�DUDo�UHNODPGÕU��5HNODPÕQ�LNLQFL�LúOHYL�LVH�W�NHWLFL\L�LNQD�HWPHNWLU��Tüketiciyi 

LNQD� HWPHN�� EDúND� ELU� GH\LúOH�� RQX� EHOOL� ELU� \|QGH� GDYUDQPD\D� \|QOHQGLUPHN� YH�
tercihlerini,� UHNODPÕ� \DSÕODQ� �U�Q� GR÷UXOWXVXQGD� NXOODQGÕUPD\D� oDOÕúPDNWÕU�� øNQD� HWPH�
LúOHYL�PRGHUQ� UHNODPFÕOÕ÷ÕQ� DQD� DPDFÕ�RODUDN� J|U�OPHNWHGLU��$VOÕQGD� W�P�EDúDUÕODU�� Lú�
KD\DWÕ���UHWLP��H÷LWLP��SROLWLND�YH�\HQLOLNOHULQ�EHQLPVHQPHVL� LOH� LOJLOL�RODUDN�LNQD�HWPH�
sürecinH�ED÷OÕGÕU� 

 

3.5. RHNODPÕQ�Toplumsal Rolü 

5HNODPÕ� N�OW�UHO� NRGODUGDQ� ED÷ÕPVÕ]� RODUDN� DQODPODQGÕUPDN� RODQDNVÕ]GÕU��
Reklam kültürden küçük bir görünümü, bir kültür kesitini resmeder ya da  kültürel kodu 

oD÷UÕúWÕUDQ�DQOÕN�ELU�LPJH�VXQDU��.�OW�U�GH��EXQD�NDUúÕOÕN��UHNODPGDQ�\DQVÕ\DQ�J|U�Q�P��
EHQLPVHPH� H÷LOLPL� J|VWHULU�� 5HNODP� ED÷ODPÕQGD� N�OW�U�� DUWÕN� \DUDWÕFÕ� ELU� GÕúDYXUXP�
ELoLPL� ROPDNWDQ� oÕNPÕú�� KHPHQ� KHPHQ� UHNODPGDQ� D\ÕUW� HGLOHPH\HFHN� ELU� QLWHOLN�
ND]DQDUDN�VWDQGDUWODúWÕUÕOPÕú��U�Q�LPDO�HGLOHQ�ELU�HQG�VWUL�KDOLQH�G|Q�úP�úW�U��.�OW�UHO�
DODQ��oRNWDQ��PDUNDODUÕQ�oDWÕúPD�DODQÕ�KDOLQH�JHOPLúWLU��5HNODP�EX�VDYDúÕQ�LoLQGH�DGHWD�
ELU� N�OW�U� HQG�VWULVL� JLEL� LúOHY� J|U�U�� %X� HQG�VWULQLQ� \DúDPÕ�� UHNODPÕQ� ELU� GH� NLWOH�
N�OW�U��ROXúWXUPDVÕQÕ�JHUHNWLUPLúWLU��%LOLQGL÷L��]HUH��NLtle kültürü hareketsiz, edilgen bir 

KDON�NLWOHVL��WRSOXPVDO�\DSÕGDNL�NRQXPODUÕ\OD�ED÷ODUÕ�]D\ÕI��VÕQÕI�ELOLQFLQGHQ�X]DN��RQXQ�
YH�oHúLWOL�WRSOXPVDO��N�OW�UHO�GD\DQÕúPDODUÕQ�IDUNÕQGD�ROPD\DQ��EX�QHGHQOH�GH�E�W�Q�\OH�
güçsüz ve aciz mi aciz kalan bir zerrecik ELUH\OHU� WRSODPÕGÕU�� .�UHVHO� LOLúNLOHU� YH�
N�UHVHOOHúHQ�G�Q\D�� GR÷DO RODUDN� WRSOXPGDQ� WRSOXPD� IDUNOÕOÕN� J|VWHUHQ�|]J�Q�N�OW�UHO�
GH÷HUOHUL� GH� WHKGLW� HWPHNWHGLU�� �5HNODPFÕOÕN�� N�OW�UHO� PHWDODUÕQ� DQODPODUÕQÕ� PDOL�



 137 

HNRQRPLQLQ�oDOÕúPDODUÕQD�RODELOGL÷LQFH�L\L�ELU�ELoLPGH�X\GXUDUDN�RQODUÕ�GHQHWLP�DOWÕQD�
DOPD\D�oDOÕúÕU��WRSOXPVDO�IDUNOÕOÕNODUÕ�N�OW�UHO�IDUNOÕOÕNODUOD��N�OW�UHO�IDUNOÕOÕNODUÕ�GD��U�Q�
IDUNOÕOÕNODUÕ\OD� |UW�úW�UPH\H� X÷UDúÕU��� $\UÕFD�� N�UHVHOOHúPHQLQ� oÕNDUÕQD� WRSOXPODUDUDVÕ�
IDUNOÕOÕNODUÕ�GD�\RN�HWPH�H÷LOLPLQGHGLU��%XQGD�XOXVODUDUDVÕ�GRODúÕPGD�RODQ��U�QOHU� LoLQ�
KD]ÕUODQDQ� YH� oHúLWOL� GLOOHUH� oHYULOHUHN� VXQXODQ� UHNODPODUÕQ� SD\Õ� E�\�NW�U�� 'XUXP� EX�
olunca, küresel bir insan modeli -\DúDP�ELoLPOHUL�D\QÕ��JL\LP�YH�PDN\DM�ELoLPOHUL�D\QÕ��
gereksindikleri gereçler a\QÕ� ROPDVÕ� GD\DWÕODQ� ELU� LQVDQ� WRSRORMLVL� NDUúÕPÕ]D�
oÕNPDNWDGÕU� 5HNODPÕQ� VLPJHVHO� GLOL�� D\QÕ� N�OW�UHO� NRGX� SD\ODúDQODUD� JHUoHNOLN�
NXUJXVX\OD� LOHWLOLU�� �5HNODPÕQ� VXQGX÷X� HYUHQ� LOH� JHUoHN� HYUHQ� DUDVÕQGD� EHQ]HUOL÷H� YH�
düz GH÷LúPHFH\H� GD\DOÕ� ELU� LOLúNL� NXUXOXU�� *HUoHN� \DúDPGDQ� NRSXS� JHOHQ� X]DPÕQ��
]DPDQÕQ�� H\OH\HQOHULQ� YH� QHVQHOHULQ� J|U�QW�V�� JHUoHN� HYUHQH� J|QGHUPH� \DSDU��
5HNODPÕQ�PXWOX��KX]XU�GROX�HYUHQL�LOH�JHUoHN�HYUHQLQ�QDVÕO�\HU�GH÷LúWLUGL÷L�SHN�GH�DoÕN�
GH÷LOGLU�� (VHQOLNOL� HYUHQ� ³JHUoHNPLú� JLEL´� VXQXOXU� YH� DOJÕODQÕU��� *HUoHNOLN� HWNLVL�
X\DQGÕUPD\Õ� DPDoOD\DQ� �UHNODP� V|]FHVL� JHUoH÷LQ� EHQ]HU� ELU� GXUXPXQXQ� EHOOL� ELU�
ED÷ODPGD�\HQLGHQ�VXQXOPDVÕGÕU��RQXQ�LoLQ�GH�JHUoHN�GH÷LO�³JHUoHNVL´GLU��³*HUoHNVLOLN´�
UHNODPGD� VXQXODQ� ELOJLOHULQ� GR÷UXOX÷XQX�� JHUoHNOL÷LQL� GH÷LO�� JHUoH÷H� EHQ]HUOL÷LQL�
J|VWHULU���*HUoHNVLOL÷LQ�UHNODP�V|]FHVLQH�NDWWÕ÷Õ�\DQÕOVDPD��U�Q��DOJÕVDO�ELU�JHUoHNOL÷H�
RWXUWXU�� ø]OHGL÷LPL]� UHNODPGDNL� NXUJXODQDQ� ROD\ ya da  kahramanlarla ürüne sahip 

ROGX÷XPX]GD� |]GHúOHúPLú� JLEL� KLVVHWPHPL]L� ya da  hiç olmazsa reklDPGD� GD\DWÕODQ�
imgesel dün ya da �RQODUÕQ�\DQÕ�EDúÕPÕ]GD�ROGX÷X�G�ú�QFHVLQL�YHULU. *HOHFH÷H�EHVOHQHQ�
XPXWODU�� DUDQDQ�|]OHQHQ� J�]HOOLNOHU� �ED]HQ� GH� JHoPLúH� J|P�OP�ú� DPD� WDWOÕ� ELU� K�]�Q�
HVLQWLVL� \D\DQ� GX\JXODQÕPODU�� KHS� UHNODPÕQ� V|\OHPLQGH� \DúDWÕOÕU�� dHYUHPL]L� NXúDWDQ�
UHNODPODU� ELU� SDUoD� DQÕPVDQDFDN� ROXUVD�� EL]L� LOHWLOHULQGH� VXQGXNODUÕ� E�\�O�� G�Q\D\D�
oD÷ÕUÕUODUNHQ�� LoLQGH� EXOXQGX÷XPX]� GXUXPOD� DU]XODGÕ÷ÕPÕ]� \DúDP� DUDVÕQGDNL�
GHQJHVL]OL÷L� NXOODQPDN� LVWHUOHU�� .LúLQLQ� LoLQGH� EXOXQGX÷X� VÕNÕQWÕODUGDQ� NXUWXOPD�
LVWH÷LQL�� DU]XODGÕ÷Õ� \DúDPÕ� VXQPD\D� oDOÕúÕU� UHNODP�� .LúLQLQ� PHYFXW� GXUXPXQX� GH÷LO�
|]OHP� GX\GX÷X�ROPDN� LVWHGL÷L� G�Q\D\Õ�\DúDPÕ� VXQDU�� �hU�QH� RQXQ� LPJHVLQL�GH÷HULQL�
VL]�YHULUVLQL]�YH�VRQUD��U�Q��VDWÕQ�DOPDNOD�EX�LPJH\L�JHUL�DOÕUVÕQÕ]���%X�NÕVÕU�G|QJ�GH�
EL]�VDWÕQ�Dlmakla yine kendimizi, kendi LPJHOHPLPL]L�VDWÕQ�DOPÕú�ROXUX]��%X�ED÷ODPGD��
D\UÕFD�� WRSOXPODUÕQ� VRV\R-N�OW�UHO� G�]OHPGH� \DúDGÕNODUÕ� JHOLúLP�GH÷LúLP� VHU�YHQLQL�
NROD\OÕNOD� RNX\DELOPHN� LoLQ�� UHNODPÕQ� \DúDGÕ÷Õ� �WDULKVHO�� VHU�YHQL� L]OHPHN� \HWHUOLGLU��
denilebili r�� %LU� EDúND� GH\LúOH�� UHNODPODUÕ� L]OHPHN�� NHQGLPL]L� YH� WRSOXPVDO� GH÷LúLPGH�
QHUHGHQ� QHUH\H� JHOLQGL÷LQL� L]OHPHNWLU�� hUHWLOGLNOHUL� G|QHPLQ� VRV\R-N�OW�UHO� \DSÕVÕQÕ�
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\DQVÕWDQ�UHNODPODU��WDULKH�WDQÕNOÕN�HGHU�YH�NHQGL�EDúODUÕQD�Eirer tarihsel serüven içerirler 

(Çamdereli , 2002: 465-468). Bu tarihsel serüvenin kültürel boyutu da söz konusudur. 

5HNODPODU� VDGHFH� PDOÕ� WDQÕWPD]�� PDOÕQ� DOÕQPDVÕ� QRNWDVÕQGD� W�NHWLFL\L� LNQD� HWPH\H�
oDOÕúPD]�D\QÕ�]DPDQGD�N�OW�U��GH�HWNLOHU�KDWWD�úHNLOOHQGLULU�� 

Bu çerçevede, her zaman ve her yerdeki mevcudiyetiyle adeta totemik bir güç 

KDOLQH� JHOPLú� RODQ� UHNODPD� \|QHOLN� ����
�Õ� \ÕOODUGD� EDúOD\DQ� ND\JÕODU� YH� HleúWLULOHU�
günümüzde de sürmektedir. Bu sebeple reklaPÕQ� LúOHYL�� UHNODPFÕQÕQ� VÕQÕUODUÕ� YH�
görevlerini tDQÕPOD\DELOPHN�LoLQ��UHNODPD�\|neltLOHQ�oHúLWOL�HOHúWLULOHUH�YH�UHNODPFÕODUÕQ�
savunmalarÕQD� ELU� J|]� DWPDN� \DUDUOÕ� RODFDNWÕU�����
OÕ� \ÕOODUGDQ� EHUL� VRUJXODQDQ� YH�
HOHúWiULOHQ� UHNODPÕ�� 5RODQG� %DUWKHV� NLWOH� N�OW�U�Q�Q� oHúLWOL� LIDGH� ELoLPOHUL� LoLQGH�
�PRGHUQ� ELU�PLW�� RODUDN� WDQÕPODU�� <LQH� \DSÕVDOFÕ� \DNODúÕP�� UHNODPÕQ� VHPEROLN� \DQÕQÕ�
YXUJXOD\DUDN� G�úVHO� ER\XWXQX� J|]OHU� |Q�QH� VHUHUNHQ�� UHNODPÕ� VDGHFH� ELU� ELOJL� YHUPH�
DUDFÕ� RODUDN� J|UHQ� DPSLULN� \|QWHPL� YH� EX� DPSLUL]PLQ� JHWLUGL÷L� LoHULN� YH� DQaliz 

yöntemlerini reddeder. Linguistler ve semiyologlar ise UHNODPOD� LOJLOL� WDUWÕúPDODUÕQ�
úLIUHOHPH� YH� úLIUHOHUL� o|]PH� ROJXODUÕQÕQ� D\GÕQODWÕOPDVÕQGD� E�\�N� NDWNÕGD�
EXOXQPXúODUGÕU�� -�� %DXGULOODUG�� UHNODPÕQ� � �W�NHWLP� WRSOXPXnun ideolojisi" içinde 

GH÷HUOHQGLULOPHVL� JHUHNWL÷LQL� EHOLUWPLúWLU� %X� IDUNOÕ� WHRULN� WDQÕPODUÕQ� \DQÕ� VÕUD�� UHNODP�
FLGGL� VXoODPDODUÕQ� GD� RGD÷Õ� ROPXú�� LQVDQODUÕ� ]HKLUOHPHN�� EH\LQOHULQL� \ÕNDPDN� YH�
maniple eWPHNOH� VXoODQPÕúWÕU�� 7�NHWLFLOHULQ� UHNODPÕQ� WX]DNODUÕQD� NDUúÕ� X\DUÕOPDVÕ��
NDUúÕVÕQGD�� UHNODP� VHNW|U�� GH� NHQGLVLQL� VDYXQPDN� LoLQ� oHúLtli savlar öne V�UP�útür. 

5HNODPFÕODUÕQ� VDYXQPDODUÕQD� HQ� E�\�N� GHVWHNOHUGHQ� ELULVL�� ����� \ÕOÕQGD�� $	T'nin 

UHNODPFÕOÕNOD� LOJLOL� IHOVHIHVLQLQ� DoÕNOD\ÕFÕ� |QV|]�QGH� ��0HPRUDQGXP� ([SOLFDWLI�� \HU�
DOPÕúWÕU: 5HNODP� QH� LúH� \DUDU"�&HYDS��5HNODP� KDONÕQ� KL]PHtindeki kitlesel üretim ve 

da÷ÕWÕP� VLVWHPLQLQ� YD]JHoLOPH]� ELU� SDUoDVÕGÕU�� 0DOODUÕQ� �UHWLFLOHULQLQ� YH� KL]PHWOHUL�
VXQDQODUÕQ�KDOND�VXQGXNODUÕ�úH\�KDNNÕQGD�ELOJL�YHUPHN�YH�KDONÕ�VXQGXNODUÕna yöneltmek 

LoLQ� UHNODPD� LKWL\DoODUÕ� YDUGÕU�� %X� W�U� ELU� ELOgi sistemi üretim ekonomisi için� \DUDUOÕ�
oldX÷X�JLEL��W�NHWLFLOHU�LoLQ�GH�oHúLWOL�VHoHQHNOHU�DUDVÕQGD�WHUFLK�\DSDELOPHOHUL�DoÕVÕQGDQ�
önemliÕGWU�� 5HNODP�� D\UÕFD�� �UHWLPLQ� SL\DVD\D� VXQXOPDVÕQÕ� JDUDQWL� HGHUHN� LVWLKGDPÕQ�
VWDELOL]H�ROPDVÕQGD�GD�ELU�HWNHQGLU��5HNODP�SD]DUGDNL� UHNDEHWLQ� WHPHOLGLU��*HOLúPHOHUL�
YH�\DUDWÕFÕOÕ÷Õ�KDUHNHWH�JHoLULU��SL\DVD�LoLQ�DNVL�WDNGLUGH�oRN�SDKDOÕ\D�Pal olacak mal ve 

hizmetlerin düú�N�PDOL\HWOH�VD÷ODQPDVÕQÕ�P�PN�Q�NÕODU��6RQ�RODUDN�UHNODP��PHG\DODUÕQ�
ILQDQVPDQÕPD� WHPHO� ELU� NDWNÕGD� EXOXQXU� øúWH� EX� NÕVD�PHWLQ�� UHklaPD�NDUúÕ� HOHúWLULOHUH�
devletOHU�DGÕQD�YHULOHQ�oRN�QHW�ELU�PHVDMGÕU�YH�UHNODPÕQ�HNRQRPLN�LúOHYLQLQ�NDEXO�G�U��
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5HNODPÕQ� WDQÕPÕ\OD� LOJLOL�� EDúND� ELU� |QHPOL� ER\XW� GD�� ����'de Wolfgang Haug 

WDUDIÕQGDQ�VXQXOPXúWXU��5HNODPÕ��ELU�J�QO�N�\DúDP�ELçimi" olarak ele alarak sosyal ve 

NLúLVHO� NLPOL÷LQ� ROXúXPX� �]HULQH� NRQXPOD\DQ +DXJ� �WLFDUHWLQ� HVWHWL÷L´� NDYUDPÕQÕ�
|QHUPLúWLU�� +DXJ
XQ� EX� W�NHWLOHQ� QHVQH� oHYUHVLQGH� KD\DOL� DODQODUÕQ� QDVÕO� ROXúWX÷XQX�
J|VWHUPHNWLU��$PHULNDOÕ�HOHúWirmen Leslie Savar ise The Sponsored LiIH�LVLPOL�NLWDEÕQGD�
EX�KD\DOL�DODQODU�NDYUDPÕQD�EDúND�ELU�ER\XW�JHWLUHUHN��UHNODPÕQ�NHQGL�GHQH\Lmlerimizi 

EL]H� \HQLGHQ� SD]DUODGÕ÷ÕQÕ� YH� NHQGL� LPDMODUÕPÕ]Õ� UHNODPÕQ� EL]H� VXQGX÷X� LPDM�
oHUoHYHVLQGH� \HQLGHQ� \DUDWWÕ÷ÕPÕ]Õ� V|\OHU�� 5HNODPÕQ� LQVDQ� UXKXQX� ³D\DUWPDk” için 

NXOODQÕOGÕ÷ÕQÕ� YH� \DúDPÕPÕ]ÕQ� ³VSRQVRUHG´� ELU� \DúDP� ROGX÷XQX� EHOLUWLU�� %XQD� göre 

$PHULND
GD� \DSÕODQ� ELU� DUDúWÕUPDGD� ELU� ELUH\LQ� ELOLQoDOWÕQGDQ� KHU� J�Q� \DNODúÕN� ������
UHNODP�PHVDMÕ�JHoWL÷L��ORJRODU��HWLNHWOHU��UHNODPODU�YE���EHOLUOHQPLútir. Jacques Seguela 

da nereGH\VH�J�QDK�oÕNDUWÕUFDVÕQD�EX�ROJX\X�YXUJXODU�� �5HNODP�KHU� úH\L�NDSODPÕúWÕU����
dRFXNODUÕPÕ]ÕQ�RNXOGDki e÷LWPHQLGLU��|÷UHWPHQLQ�NDUúÕVÕQGD�VHNL]�\�]�VDDW�� WHOHvizyon 

NDUúÕVÕQGD�� G�ú�QFH� |÷UHWPHN� \HULQH� ELU� W�U� \DúDP� |÷UHWPHQL� VD\ÕODQ� VSRWODUÕPÕ]GDQ�
E�\�OHQPLú�RODUDN��ELQ�VDDW�JHoLULUOer. Oliviero Toscani, reklama olan tepkisini Reklam 

%L]H� 6ÕUÕWDQ� %LU� /HúWLU� NLWDEÕQÕQ� LVPL\OH� RUWD\D� NR\DU� YH� UHNODPÕQ� 2PQLSUHVHQFH¶ÕQD�
ú|\OH� LV\DQ�HGHU��³7�P�G�Qyada � UHNODP�DUWÕN�KHU�N|úH�EDúÕQÕ��KHU� WDULKVHO yöreyi, her 

DODQÕ�� RWRE�V� GXUDNODUÕQÕ�� PHWUR\X�� KDYDOL� OLPDQODUÕQÕ�� JDUODUÕ�� JD]HWHOHri, kahveleri, 

eczaneleri, tüW�QF�OHUL��oDNPDNODUÕ��WHOHIRQ�NDUWODUÕQÕ�WXWPXú�ROGX÷X�JLEL�� WHOHYL]\Rn da  

filmlHUL� NHVPHNWH�� UDG\RODUÕ�� SODMODUÕ�� VSRUX�� JL\VLOHUL�� KDWWD� D\DNNDEÕODUÕQÕ]ÕQ� WDEDQ�
L]OHULQL�� W�P� JH]HJHQL� NDSODPÕú� HJHPHQOL÷L� DOPÕú� EXOXQPDNWDGÕU�� 5HNODP� DQD\D�
yakalanmaGDQ�ELU�DGÕP�DWPDQÕQ�RODQD÷Õ�NDOPDPÕúWÕU� +D\DWÕQ�KHU� DODQÕQD�Q�IX]�HWPLú�
olan reklam topOXPVDO� VLVWHPLQ� ELU� \DSÕWDúÕGÕU�� UHNODPD� HQ� ID]OD� NDUúÕ olanlar bile 

UHNODPÕQ� OLEHUDO� HNRQRPLOHUGH� ELU� ]RUXQOXOXN� ROGX÷XQX� NDEXO� HWPHN� GXUXPXQGDGÕU�
(Karahasan, 1997: 53). 

+HU�úH\�GH��KHU�NRQXGD�ROGX÷u gibi, "Reklam" konusunda da, bu olumlu ya da  

olumsuz rHNODPFÕOÕ÷D� DLW� GH÷LúLN� G�ú�QFHOHU� UHNODPÕQ� \ÕOODUGÕU� JHOLúLPLQL� GXUPDGDQ�
V�UG�UPHVLQL�HQJHOOH\HPHPLúWLU��$UWÕN�JHQHO�NDQDDW�EX�LNL�GXUXúXQ�RUWDVÕ�RODQ�UHNODPÕQ�
]DUDUODUÕ� \DQÕQGD�� E�\�N� \DUDUODUÕ� GD� ROGX÷X�� G�Qyada  kabul edilen bir gerçektir. Bu 

JHUoHN� ú|\OH� RUWD\D� oÕNPDNWDGÕU�� 5HNODPODU�� VXQGXNODUÕ� KD\DW� ELçimleri il e ülkeleri, 

WRSOXPODUÕ���ONHOHULQ�HNRQRPLOHULQL�JHOLúWLULU��Woplumu bilgilendirir, rHNODP��WRSOXPODUÕQ�
YH��ONHOHULQ�VWDQGDUWODUÕQÕ��\DúDP düzeylerini yükselti r, i\L�UHNODPÕ�\DSÕODQ�ELU�PDO��DLW�
ROGX÷X� VHNW|U�� SRS�OHU� \DSDU�� JHOLúWLULU�� WDOHEL� DUWWÕUÕU�� DUDFÕ� VDWÕFÕODUD� �WRSWDQFÕ� YH�
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perakendecilere�� VDWÕú�� SD]DUODPD� J�F��� LYPHVL� YHULU��sDWÕúODUÕQ� DUWPDVÕQÕ� VD÷lar, talebi 

yükselti r, tüketimi�NDPoÕODU��DUWWÕUÕU��ELULP�PDOL\HWL�G�ú�U�U��\HQL�P�úWHULOHU�\DUDWÕU��\HQL�
SD]DUODU�\DUDWÕU��NDOLWH\L�DUWÕUÕU��UHNDEHWL�DUWÕUÕU��ILUPD�oDOÕúDQODUÕQÕ�PRWLYH�HGHU��oDOÕúPD�
zevki verir, sDWÕúODUÕ�LVWHQLOHQ�KHU�G|QHPGH�YH�PHYVLPGH�FDQOÕ�WXWDELOLU��mHUDN�X\DQGÕUÕU��
bilgilendirir�� H÷LWLU�� firmD� �� PDUNDQÕQ� NUHGL� RODQDNODUÕQÕ� DUWWÕUÕU�� yHQL� oÕNDQ� �U�QOHUGH�
daha kolay, daha çabuk tutundurma� VD÷lar, piyasaya yeni girmek isteyen rakipleri 

FD\GÕUÕU�� t�NHWLFL� NDIDVÕQGD� ROXúPXú� \DQOÕú�� ROXPVX]� LPDMÕ� G�]HOWLU�� firma/ PDUNDQÕQ�
LWLEDUÕQÕ� DUWÕUÕU, mDUND� LPDMÕQÕ� Waze tutar, mDUND� ED÷ÕPOÕOÕ÷Õ� VD÷ODU�� i\L� ELU� LPDM� \DUDWÕU 
(Ak, 1998: 130-131)�� $\UÕFD�� WRSODP� DU]� YH� WDOHS� DUDVÕQGD� V�rekli bir dengenin 

VD÷ODQPDVÕQGD�GL÷HU�ELU�GH\LúOH��VD÷OÕNOÕ�ELU�HNRQRPLN�NDONÕQPDGD��UHNODPÕQ�|QHPOL�ELU�
düzenleyici bu etkisi mal ve hizmetlerin beOLUOL�ELU�PDUNDQÕQ�DOWÕQGD�SD]DUD�DU]Õ��E|\OHFH�
mal ve hizmetlerin kiúLOLN� ND]DQPDVÕ�� W�NHWLFLOHUH� R� PDOÕQ� D\ÕUÕFÕ� |]HOOLNOHULQL� YH�
avantajODUÕQÕ� WHVSit etmelerine, üreticilerin de üretim tercihlerini tüketici istekleri 

GR÷UXOWXVXQGD�LVDEHWOL�ELU�úHNLOGH�\DSPDODUÕQD�LPNDQ�YHULU��hUHWLPLQ�UHNODP�VD\HVLQGH��
tüketici LVWHNOHULQH�X\XP�VD÷OD\DFDN�úHNLOGH�\|QOHQGLULOPHVL��PDO�YH�KL]PHWOHULQ�DU]�YH�
WDOHEL�DUDVÕQGD�GHQJH�VD÷OD\DQ�HQ�|QHPOL�úDUWODUGDQ�ELULGLU��d�QN���LúOHWPHOHU�E|\lece, 

talep bulunamayan mal ve hizmetleri gereksiz yere üretmek yoluna gitmeyerek, makro 

düzeyde de genel dengeQLQ�ROXúXPXQX�VD÷ODPÕú�ROXUODU� (.RFDEDú�YH Elden ve Çelebi, 

1999: 54-55). Sonuçta reklam, WÕSNÕ� LOHWLúLP� JLEL� WRSOXPVDO� ELU� ROJXGXU�� 'ROD\ÕVÕ\OD�
VRV\RORMLNWLU��7�NHWLP� WHUFLKOHULQL� ROXúWXUXU��7�NHWLP� VRV\RORMLN� URO�Q�Q� ROXúPDVÕQGD��
kültürel� EHVOHQPHVLQGH� HWNLQOL÷L� YDUGÕU�� 5HNODP�� 79�� JD]HWH� YH� úHKLU� VRNDNODUÕQÕ��
LQVDQÕQ� G�Q\DVÕQÕ� ROXúWXUDQ� VÕQÕUODUÕ� ELU� ELoLPGH� LúJDO� HWPH� LVWH÷LQGHGLU�� $PDFÕ� oRN�
DoÕNWÕU�� 7�NHWLP�� %X� DPDFD� KL]PHW� HGHFHN� ELU� W�U� W�NHWLFL� H÷LOLPL� GH� GDKLO�� \DúDPD�
müdahale alanlDUÕQÕ�KHU�J�Q�JHQLúOHWPHNWHGLU�(.DUWR÷OX, 1997: 56). 

5HNODP�NH\LI�VDWDU��\DOQÕ]FD�E�\�OH\LFL�YH�NDUPDúÕN�ELU�PXWOXOXN�PRGHOL�VDWDU��
$PD� VXQGX÷X� PXWOXOXN� PRGHOL� YDUOÕNOÕ� W�NHWLFLOHUGH� LGHDOOHúHQ� \DúDPD� ]HYNLQH�
NRúXWWXU��*L\VLOHUGHQ�PRELO\DODUD�� R\XQFDNODUGDn arabalara, güzelli k kremlerine kadar 

W�P�J�QO�N�NXOODQÕP�JHUHoOHULQL�VÕN�VÕN�GH÷LúWLUPH\L�|]HQGLUHQ�ELU�PRGHOGLU�EX��5HNODP�
LoLPL]GH� \DWDQ� GR÷DO� ]HYN� DoOÕ÷ÕQÕ� ELOHUHN� JLULúLU� LúLQH�� %X� ]HYNLQ� SHúLQGH�
NRúPD\DQODUD� ya da � HGLQHPH\HQOHUH� \RNVXQOXN�� \ÕNÕQWÕ�� PXWVX]OXN� JHWLUHFH÷LQL� GH�
ELOLU�� h]HULQH� G�úHQL� \DSPÕú� YH� EX� PXWVX]OX÷un� XQ� JLGHULOHFH÷L� \ROX� NHVLQOLNOH�
J|VWHUPLúWLU��6DWÕQ�DO��GH÷LúWLU��W�NHW�EX\UXNODUÕ\OD�YDDW�HWPLúWLU�o�QN��PXWOXOX÷X��]HYNL��
NH\LIOL� \DúDPÕ�� 0XWVX]VDQÕ]� V|\OHQHQL� \DSPDPÕú�� VDWÕQ� DOPDPÕú�� GH÷LúWLUPHPLú��
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LVWHQLOGL÷L� ELoLPGH� W�NHWPHPLúVLQL]GLU�� 6|\OHQHQL� \DSDUVDQÕ]�� KHP� D\UÕFDOÕNOÕ� ELU�
WRSOXPVDO�VWDW��ND]DQPÕú��KHP�GH�HGLQPLú�NLPOL÷LQL]OH�NÕVNDQÕOÕU�JÕSta�HGLOLU�ELU�NLúLOLN�
olursunuz. g\OH\VH��UHNODP�ELU�\DQGDQ�WHFLPVHO�\DUDU�VD÷ODPD�Lúlevini yerine getirirken, 

GL÷HU� \DQGDQ�ELUH\L� V�UHNOL� ELU� GH÷LúLPH�]RUODPDNWDGÕU�� ELUH\L� IDUNOÕODúPD\D� ]RUODUNHQ�
GH�� WRSOXPXQ�GL÷HU�ELUH\OHUL\OH�DUDVÕQGDNL�PHYFXW� IDUNOÕOÕNODUÕQÕ� VH]GLUPHGHQ� W|US�OHU��
W�NHWLU��\RN�HGHU��7XKDI�ELU�ELoLPGH��IDUNOÕOÕN�]DPDQOD�D\QÕODúPD\D�EDúODU��\HQL��U�QOHUH�
XODúPD\Õ� DU]XOD\DQ� LQVDQODU� ELUGHQ� D\QÕ� NDOÕSODUÕ� EHQLPVHPLú� RODUDN� EXOXYHULUOHU�
kendilerini: EYUHQVHO� N|\GH� ]DPDQOD� GD\DWÕODQ� WHN� \DúDP� ELoLPL�� D\QÕ� JL\LP� WDU]ODUÕ��
D\QÕ� VDo� PRGHOOHUL�� UHNODPÕQ� \DúDPÕ� G|Q�úW�UPH� QLWHOL÷L\OH� ELUOLNWH�� RQXQ� ELU� \DúDP�
G�]HQOH\LFLVL� ROGX÷XQX ya da � EX� \HQL� \DúDP� ELoLPLQGH� JHUHN� NLWOH� LOHWLúLP� DUDoODUÕ�
JHUHNVH� W�P� VDQDO� LOHWLúLP� RUWDPODUÕQÕQ� LúELUOLNoLVL� JLEL� J|U�QG�÷�Q�� V|\OHPHN� SHN�
\DQÕOWÕFÕ�ROPD]��$OÕúNDQOÕNODUÕQ�GH÷LúPHVLQGHNL�LúOHYLQL��NLWOH�LOHWLúLP�DUDoODUÕQÕQ�KÕ]ÕQD�
NRúXW� RODUDN� JHUoHNOHúWLULU�� +Õ]� QH� NDGDU� DUWDUVD� UHNODPÕQ� GD� DOÕúNDQOÕNODUÕ� GH÷LúWLUPH�
J�F��R�NDGDU�DUWDFDNWÕU�(Çamdereli , 2002: 470-471). 

 

3.6. Reklam øletilerinde Dikkat Edilmesi Gereken Unsur lar  

0HG\DQÕQ�QDVÕO�ELoLPOHQGL÷LQH�GDLU�VRUXODUD�\DQÕW�YHUPHN�KHU�JHoHQ�J�Q�GDKD�GD�
]RUODúÕ\RU��o�QN�� LQVDQR÷OX�IDUNOÕ�PHG\D�ELoLPOHULQH�\DWÕUÕP�\DSPDNWDQ�YD]JHoPL\RU��
(VNL�J�QOHUGH� VDGHFH� JD]HWHOHU� YH� WDEHODODU� YDUGÕ��6RQUD� UDG\R�� WHOHYL]\RQ�YH� Internet 

JHOGL��$PD� EX� EX]GD÷ÕQÕQ� VDGHFH� WHSHVL�� ùLPGL�pisuarlar�� o|S� ELGRQODUÕ�� SDUN� VÕUDODUÕ��
PÕVÕU� NDVHOHUL�� NÕ\DIHWOHU�� EDORQODU�� Y�V�� Y�V«�EX� NDGDU� IDUNOÕ�PHFUDGDQ� KDQJL� ELoLPLQ�
YH\D�ELoLPOHULQ�HQ�L\LVL�ROGX÷XQD�NDUDU�YHUPHN�LoLQ��|QFHOLNOH��IDUNOÕ�PHG\D�DUDoODUÕQÕQ�
J�oO�� YH� ]D\ÕI� \|QOHULQL� DQODPDN� JHUHNLU�� %LU� PHG\D� DUDFÕQÕQ� PHVDMÕQÕ� NDo� NLúL\H�
XODúWÕUGÕ÷Õ�� UHNODP� G�Q\DVÕQGD� NXOODQÕODQ� EDVLW� ELU� |OoPH� \|QWHPLGLU�� 7HOHYL]\RQ�� oRN�
VD\ÕGD�NLúL\H�XODúDELOLU��5DG\RQXQ�GD�HULúLP�LPNDQODUÕ�IHQD�GH÷LOGLU��<D]ÕOÕ�EDVÕQÕQ�VDWÕú�
RUDQODUÕ�JLWWLNoH�G�úPektedir (Trout, 2005: 86-87). Bu noktada günde yüzlerce mesaja 

maruz� NDODQ� YH� EX�PHVDMODUÕ� VDYPD� \ROXQGD� oHúLWOL� VDYXQPD�PHNDQL]PDODUÕ� JHOLúWLUHQ�
KHGHI�NLWOH\H�UHNODPÕ�VXQDUNHQ�GR÷UX�NDQDO�YH�GR÷UX�\|QWHPOHU�VHoLOPHOLGLU� 

$\UÕFD� UHNODPFÕOÕN��G�U�VWO�÷�\OH� WDQÕQDQ�ELU� Lú�GH÷LOGLU��'�U�VWO�N��ELU�DMDQVÕQ�
J�Q�P�]� W�NHWLFLVLQH� XODúPDN� LoLQ� NXOODQDELOHFH÷L� HQ� X\JXQ� \DNODúÕPGÕU�� *HQHO�
G�ú�QFH\H�J|UH��UHNODPODU�J|]�ER\DPDN��DOGDWPDN ya da �NDQGÕUPDN�LoLQGLU��1H�]DPDQ�
UHNODPFÕOÕN��]HULQH�ELU�KDEHU�oÕNVD��JHQHOOLNOH�W�NHWLFLQLQ�LOJL�DODQODUÕQÕ�N|W�\H�NXOODQDQ��
DOGDWÕFÕ�ELU�UHNODPÕ��UHWHQ�ELU�úLUNHWWHQ�EDKVHGLOPHNWHGLU�(%RQG�YH�.ÕUVKHQEDXP��������
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119)��$\UÕFD� UHNODPGD� LQVDQODUÕQ�KLVOHULQH�]HYNOHULQH�|QHP�YHUPHOL�RQODUD�VHVOHQPHOL��
KHGHI� NLWOHQLQ� GLOLQGHQ� NRQXúXOPDOÕ�� EX� DUDGD� �U�Q� WDQÕWÕOPDOÕ�� W�NHWLFL�
bilgilendirilmelidir. Reklamda bir espri olmDOÕ��LQVDQODUÕQ�LOJLVLQL�oHNPHOLGLU��6DWWÕUDFDN�
UHNODP�\DSÕOPDOÕ���LQVDQODUÕ H÷OHQGLUHOLP" ya da ��HWNLOH\HOLP��GHUNHQ�UHNODPÕ�yapDFD÷Õ 
VDWÕú�HWNLVLQGHQ�X]DNODúÕOPDPDOÕGÕU�� �%DúND��U�QOHU�� LVLPOHU��PDUNDODU��EXQODUÕQ� WDQÕWÕP�
oDOÕúPDODUÕ� YH�*|UVHO�Kimlikleri asla taklit edilmemelidir (Ak, 1998: 135)��$\UÕFD� EX�
süreçte t�NHWLFLOHU� ELOH� ELOH� ELU� úH\OHULQ� RQODUD� VDWÕOGÕ÷ÕQÕ� IDUN� HWWLNOHULQGH�� VDYXQPD�
NDONDQODUÕ� \�NVHOLU� YH� WDNLS� HGHQ� KHU� úH\H� VLQLN� J|]OHULQL� oHYLULUOHU�� %LU� UHNODPGDki 

KHGHI�� DNW|U�QNL\OH� D\QÕGÕU�� 6H\LUFLQLQ� L]OHGL÷LQH� LQDQPDVÕQÕ� VD÷ODPDN�� 0�úWHUL\L�
PHVDMD�R�NDGDU�ED÷ODPDOÕ\Õ]�NL�P�úWHUL�UHNODPÕ�XQXWXS�VDGHFH�LoHUL÷H�WHSNL�YHUPHOLGLU��
.|W��R\XQODUÕQ�EL]H�DQÕQGD��L]OHGL÷LPL]�úH\LQ�\DSPDFÕN�YH�DNW|UOHULQ�GH�DNW|U�ROGX÷XQX�
KDWÕUODWWÕ÷ÕQÕ� XQXWPDPDOÕ\Õ]�� ø\L� DNW|UOHU� VÕN� VÕN� VH\LUFLQLQ� LQDQPDVÕQÕ� VD÷ODPDQÕQ� WHN�
\ROXQXQ� JHUoH÷L� \DNDODPDN� ROGX÷XQX� V|\OHUOHU� (%RQG� YH� .ÕUVKHQEDXP�� ������ 112). 

5HNODPODUGD�J|UG�÷�P�]�LQVDQODUÕQ�oR÷XQOXNOD�\DSPDFÕN�ROXúODUÕQÕQ�VHEHEL��VDWÕFÕODUÕQ�
KDONÕ� NHQGL� �U�QOHULQH� YH�PDUNDODUÕQD� |]HQGLUPHN� LoLQ� oDEDODPDODUÕGÕU�� 7HRUL\H� J|UH��
EL]OHU� EL]H� VXQXODQ� UHNODPODUGD� �U�QOH� HWNLOHúLP� KDOLQGH� J|UG�÷�P�]� LQVDQODU� NDGDU�
mükemmel ve iyi görünmeyi arzu etmekWH\L]��$PD�J�Q�P�]GH��GR÷UXOXN�YH�G�U�VWO�N�
JLEL� LQVDQÕQ� Lo� |]HOOLNOHUL�� VLQLN� W�NHWLFLOHU� DoÕVÕQGDQ� GÕú� J|U�Q�úWHQ� GDKD� ID]OD� WDOHS�
HGLOHELOPHNWHGLU��%XQD�UD÷PHQ��:HQG\
\L�VHoLúLPL]�DoÕNJ|]�VDWÕFÕODUÕQ�\DSWÕ÷ÕQÕ�WHUVLQH�
çeviren daha büyük bir trendin bir SDUoDVÕGÕU��g]HQGLUPHN�N|W��ELU�úH\�GH÷LOGLU��<DOQÕ]��
J�o�YHUPH\OH�ROGXNoD� \DNÕQGDQ� LOJLOL� ROPDVÕ� JHUHNLU��3HN� oRN� LQVDQD�J|UH�P�NHPPHO�
\�]OHU�YH�P�NHPPHO�Y�FXWODU�J|UPHN��EL]LP�QH�NDGDU�NXVXUOX��HNVLN�ROGX÷XPX]XQ�ELU�
göstergesidir ve bu, tüketici il e ürün�Q� DUDVÕQGDNL� ED÷D� ]DUDU� YHUPHNWHGLU�� 7�NHWLFL�
E�\�N� ELU� LKWLPDOOH� �6L]� EHQLP� NLP� ROGX÷XPX� ELOPL\RUVXQX]�� 5HNODPODUÕQÕ]GD�
NXOODQGÕ÷ÕQÕ]� LQVDQODU� EDQD� KLo� EHQ]HPL\RU." diyebili r (%RQG� YH� .ÕUVKHQEDXP�� ������
120)�� øúWH� UHNODPODUGD� EX� QRNWDGD� URO�Q�� L\L� ELU� DNW|U� JLEL� R\QDPDOÕ, hedef kitleye 

EXQXQ�ELU�R\XQ�ROGX÷X�KLVVLQL�YHUPHPHOLGLU�� 
8]PDQODU� JHQHOOLNOH�� LQVDQ� LOHWLúLPLQLQ� oR÷XQXQ� �\�]GH� ��� NDGDUÕ�� V|]O��

ROPD\DQ� \ROODUOD� JHUoHNOHúWL÷L� NRQXVXQGD� KHPILNLUGLU�� %X� \ROODU�� GRNXQPD\Õ�� YRNDO�
WRQODPDODUÕ�� HO-kol hareketOHULQL�� Y�FXW� GXUXúXQX�� PHVDIH\L�� ]DPDQ� KLVVLQL�� J|]� J|]H�
gelPH\L��EDNÕúÕ��J|]�EHEHNOHUL�E�\�PHVLQL��JL\LP�NXúDP�YH�V�VOHU�JLEL�J|UVHO�LSXoODUÕQÕ�
kapsar. Bu sözlü olmayan kanallar sayeVLQGH� LQVDQODU�� PHVDMODUÕQÕ� YH� QH� anlatmak 

LVWHGLNOHULQL�GH÷Lú�WRkXú�HGHUOHU��7RQ�YH�NRQXúPD�WDU]ÕQÕ�\RUXPODPD\Õ�ELOPHN��WHOHIRQOD�
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pa]DUODPD�� \�]� \�]H� VDWÕú� YH� IRQ-sesli reklamlar gibi, pazarlamaQÕQ� KHU� VHNW|U�QGH�
|QHPOLGLU�� $UDúWÕUPDFÕODU�� �VHV� PDVNHOHPH�� NRQXVXQGD� ROGXNoD� LOJL� oHNLFL� ED]Õ�
LQFHOHPHOHU�\DSPÕúWÕU��6HV�PDVkelemH�WHNQL÷LQGH��NRQXúPDFÕQÕQ�DVÕO�V|]OHUL�PDVNHOHQLU��
DQFDN� VHVLQLQ� WRQX�� NDWÕOÕPFÕODU� WDUDIÕQGDQ� D\ÕUW� HGLOHELOHFHN� ELU� úHNLOGH� NDOÕU�� %u 

oDOÕúPDODUD� J|UH�� ELU� NRQXúPDQÕQ� LIDGHOHULQH� YHUGL÷LPL]� GH÷HU�� RQXQ� VHV� WRQXQX� QDVÕO�
GH÷HUOHQGLUGL÷LPL]H�GD\DQPDNWDGÕU��gUQH÷LQ��H÷HU�ELU�NRQXúPDFÕQÕQ�VHVLQGH�G�U�VW�ELU�
WRQ�KLVVHGHUVHN��R�]DPDQ�EX�NRQXúPDFÕQÕQ�V|]O��PHVDMÕQD�NRQXúWX÷X�DVÕO�V|]OHUH�- daha 

oRN�J�YHQLUL]��*HUoHNWHQ�GH��VHV�WRQX�YH�NRQXúXODQ�LIDGH�DUDVÕQGD�DoÕN�ELU�oHOLúNL�RUWD\D�
oÕNDUVD��LQVDQODU�NRQXúXODQ�LIDGH\H�GH÷LO��VHV�WRQXQD�J�YHQHFHNWLU��%X�\�]GHQ��ELU�VDWÕú�
HNLELQLQ� YH\D� WHOHYL]\RQ� UHNODPÕQGDNL� ELU� NRQXúPDFÕQÕQ� NXOODQGÕ÷Õ� WRQ� YH� NRQXúPD�
WDU]Õ�� W�NHWLFLOHULQ� GDYUDQÕúODUÕQÕ�� PHVDMODUÕQÕQ� G�]� DQODPOÕ� LoHUL÷LQGen çok daha fazla 

etkileyebili r (Zaltman, 2004: 69)��$QFDN�EX�QRNWDGD�UHNODPÕQ�LVWHQLOHQ�HWNL\L�\DUDWPDVÕ�
LoLQ�EX�XQVXUODUÕQ�\DQÕQGD,�JHOHQHNVHO�UHNODP�PHWRWODUÕQÕ�|÷UHQHQ�W�NHWLFL\L�EX�V�UHFLQ�
içine katmak gerekir. Oysa bu düú�QFH\H� J|UH� HQ� EDúDUÕOÕ� ILNLUOHU� P�úWHULOHULQ� EDúND�
P�úWHULOHUOH� RODQ� LOLúNLOHUL� VD\HVLQGH� \D\ÕODQ� YH� E�\�\HQOHUGLU�� SD]DUODPDFÕQÕQ�
P�úWHUL\OH� RODQ� LOLúNLVL� VD\HVLQGH� GH÷LO�� $oÕNoDVÕ�� NXUGX÷XPX]� IDEULNDODU� GD� 
\DUDWWÕ÷ÕPÕ]� UHNODP� NDPSDQ\DODUÕ� NDGDU� N|W�� ROVD\GÕ�� EXJ�Q� EX� �ONH� LIODVÕQ� HúL÷LQGH�
olurdu (Godin, 2004: 11). Bu kapsamda geleneksel biçimiyle reklam, kazananODUÕ� YH�
kaybedenleri�RODQ�ELU�R\XQGXU��(÷HU��U�Q�Q�]�KHGHIOHQPLú� W�NHWLFLQLQ� LOJLVLQL� oHNHUVH�
VL]��]LKLQ�SD\Õ´�ND]DQÕUVÕQÕ]��UDNLSOHULQL]�GH�]DPDQ�ND\EHGHU��%LU�W�NHWLFL�DQODPVÕ]�ELU�
UHNODPÕ� GLQOHPH� JDIOHWLQH� G�úHUVH�� \DUDUOÕ� ELU� ELOJL� HGLQHPHGL÷L� JLEL� ]DPDQ� GD�
ND\EHWPLú� ROXU�� +HU� DGÕPGD� WDUDIODUGDQ� ELULQLQ� ELU� úH\� DOGÕ÷Õ� HVNL� ELU� HNRQRPLN�
modeldir bu (Godin, 2004: 35)��%X�³]LKLQ�SD\Õ´�NDSPD�\DUÕúÕQGD�yapWÕ÷ÕQÕ]�KHU�úH\LQ�ELU�
PHVDM�LOHWWL÷LQL�XQXWPD\ÕQ��$QFDN�VDGHFH�LOHWPHN�GH�\HWHUOL�GH÷LOGLU��øOHWLúLP�LoLQ�E�\�N�
bir para harcayacaksaQÕ]�� KHU� úH\� -rekODPODUÕQÕ]�� VSRQVRUODUÕQÕ]�� PDUNDODúPD�
çabalDUÕQÕ]�� GR÷DO� RODUDN� DPEDODMODUÕPÕ]� GD- reklam stratejinize u\DQ� WXWDUOÕ� ELU�PHVDM�
iletmelidiU��7XWDUVÕ]�PHVDMODU��UHNODP�oDEDODUÕQÕ]ÕQ�DOWÕQÕ�oRN�oDEXN�R\DELOLU (Zyman ve 

Brott, 2004: 189). Bu noktalar reklam YHUHQOHULQ�� UHNODP� DMDQVODUÕQÕQ� YH� LúOHWPHOHULQ�
GLNNDW� HWPHVL� JHUHNHQ� ELU� QRNWDODUGÕU�� %X� LUGHOHQHQ� XQVXUODU� UHNODPFÕOÕN� DODQÕQGD�
\DSÕOPDVÕ�YH�\DSÕOPDPDVÕ�JHUHNHQ�XQVXUODUÕ�NDSVDPDNWDGÕU��ùXQX�XQXWPDPDN�JHUHNLU��
³5HNODPÕQ�L\LVL�N|W�V��ROXU�´� 
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3.7. DH÷LúHQ�Piyasa KoúXOODUÕQÕQ�*HOHQHNVHO�$QOD\ÕúD Etkisi 

%�W�QOHúLN�SD]DUODPD�LOHWLúLPL�\DNODúÕPÕ�UHNODP verenlerin bu isteklerini dikkate 

almak zorunda kalan reklam ajanslarÕ� WDUDIÕQGDQ� JHOLúWLULOPLúWLU�� 5HNODPFÕODUÕQ�
E�W�QOHúLN�SD]DUODPD�LOHWLúLPLQH�\|QHOLúOHULQL�LVH�ú|\OH�DoÕNOD\DELOLUL]�(Gürgen, 4: 10): 

0�úWHUL� YH� W�NHWLFLOHU� LOH� KHU� G�]H\GHNL� VDWÕFÕODUÕQ� SHN� oRN� �U�Q� YH� SD]DU�
KDNNÕQGD� JLGHUHN� GDKD� ID]OD� ELOJLOL� KDOH� JHOPHOHUL� YH� NHQGLOHULQH� VDWÕQ� DOPDN ya da  

VDWÕúÕQÕ�JHUoHNOHúWLUPHN��]HUH�|QHULOHQ��U�QH�\|QHOLN�GDKD�ID]OD�ELOJL\L�WDOHS�HWPHOHUL��- 
\R÷un iletiúLP� RUWDPÕQGD� JLGHUHN� DUWDQ� LOHWLúLP� NLUOLOL÷L� LOH� ELUOLNWH� KHGHI� NLWOH\H�
XODúPDNWD�YH� VDWÕQ� DOPD\D� LNQD� HWPHNWH� JLGHUHN� DUWDQ� ]RUOXNODU� LOH�� EXQD�ED÷OÕ� RODUDN�
JHOHQHNVHO� UHNODPFÕOÕ÷ÕQ� JLGHUHN� DUWDQ� PDOL\HWL�� |]HOOLNOH� WHOHYL]\RQ� NDQDOODUÕQÕQ�
oR÷DOPDVÕ\OD� ELUOLNWH� DUWDQ� ]DSSLQJ� YH� KHGHI� NLWOH\L� L]OHGL÷L� NDQDOGD� \DNDODPDQÕQ�
]RUOX÷X��*HOHQHNVHO�PHG\DODUÕQ� WHUN� HGLOPHVL� W�NHWLFLOHULQ�NLWOH� LOHWLúLP�DUDoODUÕQD� LOJL�
J|VWHUPHPHVL�LOH�GR÷UX�RUDQWÕOÕGÕU��gUQH÷LQ��$�%�'¶GH�DUDúWÕUPDODUÕQ�J|VWHUGL÷L�JLEL����
\ÕO� |QFH�E�W�Q� HY�KDONÕQÕQ�����¶Õ� EHOLUOL� ELU� JHFHGH� ³SULPH� WLPH´�79� L]OHUNHQ�EXJ�Q�
sadece %68’ i izlemektedir. Benzer olarak�HY�KDONÕQÕQ�����¶L�JD]HWH�RNXUNHQ�EX�RUDQ���
��¶OHUH�G�úP�úW�U��3D]DUODPDGDNL�JHOLúPHOHU�YH�DUWDQ�UHNDEHW�RUWDPÕ��- Yeni medya ve 

LOHWLúLP�NDQDOODUÕ� QHGHQL\OH� JHOHQHNVHO�PHG\DQÕQ� HWNLVLQGH� G�ú�ú�� -�*HOLúHQ� ELOJLVD\DU�
VLVWHPOHULQLQ� \D\JÕQODúPDVÕ� LOH� YHULWDEDQÕ� PDOL\HWOHULQGH� J|]OHQHQ� |QHPOL� G�ú�úOHU�� - 
0HVDM�J�YHQLUOL÷L�|Oo�POHULQGH�J|]OHQHQ�|QHPOL�G�ú�úOHU�� 

%�W�QOHúLN�SD]DUODPD�LOHWLúLPL�NDYUDPÕQÕ��LQVDQ�YH�P�úWHUL�PHUNH]OL�ELU�\|QHWLP�
DQOD\ÕúÕ�LOH�EHVOHQHQ�SD]DUODPD�NDUPDVÕQÕQ�W�P�GH÷LúNHQOHULQLQ�ELU�DUD\D�WRSODQGÕ÷Õ��YH�
faaliyetlerinin bir� SODQ� oHUoHYHVLQGH� G�]HQOHQGL÷L� ELU� SD]DUODPD� LOHWLúLPL� \DNODúÕPÕ�
RODUDN� WDQÕPOD\DELOLUL]�� <DNODúÕPÕ� HQ� \DOÕQ� ELoLPGH� ³WHN� VHV�� WHN� J|U�Q�ú´� RODUDN�
|]HWOH\HELOLUL]���%�W�QOHúLN�SD]DUODPD�LOHWLúLPL�\DNODúÕPÕ��VDWÕúÕ�PHUNHze alan pazarlama 

VWUDWHMLOHULQH� GH÷LO�� PHUNH]H� P�úWHUL\L� \HUOHúWLUHQ� VWUDWHMLOHUH� GD\DOÕ� RODUDN�
JHOLúWLULOPLúWLU�� 'XQFDQ�� P�úWHULQLQ� maniple� HGLOPHVL� \HULQH� P�úWHUL� LOH� JHUoHNWHQ�
LOJLOHQPH�YH�LOLúNL�NXUPD��P�úWHUL\L�WDQÕWÕP�ERPEDUGÕPDQÕ�LoLQH�DOPDN�\HULQH�P�úWHUL\L�
GLQOHPH� YH� NDUúÕOÕNOÕ� YHUL� DNÕúÕQÕ� VD÷ODPDQÕQ� HWNLOL� ELU� SD]DUODPD� VWUDWHMLVLQLQ� DQD�
HNVHQLQL�ROXúWXUGX÷XQX�V|\O�\RU��%�W�QVHO�SD]DUODPD�LOHWLúLPL�LOH�P�úWHULOHU�YH�RUWDNODU�
EX� \HQL� \DNODúÕPOD� HVNLVL� JLEL� PDQLS�OH edilmiyor, sürecin içine dahil edil iyor. Bir 

úH\OHUL� DQODWPDN� YH� VDWPDN� GH÷LO�� VRUPDN�� HQIRUPDV\RQX� GLQOHPHN� YH� SD\ODúPDN�
DPDoODQÕ\RU�� 0�úWHULOHULQ� WDP� RODUDN� QH\L� LVWHGL÷LQL� DQODPD\D� RGDNODQDQ� SD]DUODPD�
KL]PHW� HWPH� DQOD\ÕúÕ\OD� VDWÕú� PHUNH]OL� VWUDWHMLOHUL� P�úWHUL� PHUNH]OL� VWUDWHMLOHUH�
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d|Q�úW�U�\RU�� 0�úWHUL\L� UHNODP� ERPEDUGÕPDQÕQD� WXWDUDN� UDKDWVÕ]� HWPHN� \HULQH�
LQWHUDNWLI�ELU�LOHWLúLP�ROXúWXUDUDN��P�úWHUL�V�UHNOL�ELU�ED÷ODQWÕ�KDOLQGH�WXWXOX\RU� 

Bugün JHOHQHNVHO� UHNODPFÕOÕN� \|QWHPOHULQLQ ölmesinin bir sebebi de� SL\DVDQÕQ�
ve ticaretin kurallDUÕQÕQ�GH÷LúPLú�ROPDVÕGÕU (Zyman ve Brott, 2004: 41)��3L\DVD�NXUDOODUÕ�
YH�EXQODUD�LOLúNLQ�HVNL-\HQL�DQOD\ÕúODU�DúD÷ÕGD�WDEORODúWÕUÕOPÕúWÕU� 

7DEOR�����'H÷LúHQ�3L\DVD�.XUDOODUÕ 
3ø<$6$��.85$//$5, 

(6.ø�.85$/ <(1ø�.85$/ 

1)�øQVDQODUD�DNÕOOÕFD�KDUFD\DELOHFHNOHUi bir 
bütçe verilirdi..  

1)�3URMHOHUH�E�WoH�YHULOPHNWH��LQVDQODUD�GH÷LO�� 

2)�7DQÕQÕUOÕN�NUDOGÕU��øQVDQODUÕQ�EXQX�ELOGL÷L�
YDUVD\ÕOÕUGÕ�� 

2)�)DUNÕQGDOÕN�JHUHNVL]GLU��2�\�]GHQ�DúÕUÕ�
LOHWLúLP�NXUXQPDNWD�� 

3)�øoHULGHQ�SURPRV\RQ�\DSÕOÕUGÕ��RUJDQLN�
biçLPGH�E�\�\�Q�YH�H÷LWLP�VD÷ODPD\ÕQ�
DQOD\ÕúÕ�YDUGÕ� 

3)�6�UHNOL�RODUDN�|÷UHWLQ��G�]HQOL�RODUDN�QDNLO�
\DSÕQ�DQOD\ÕúÕ�KDNLP� 

4)�%DúDUÕ�LoLQ�JHQLúOHPHN�HVDVWÕ� 4)�0HYFXW�YDUOÕNODUÕQÕ]Õ�D]DPL�VHYL\H\H�oÕNDUÕQ�
DQOD\ÕúÕ�\HUOHúWLo 

5) Çok fazla veri toplanÕUGÕ� 5) Gerekli verileri toplanmakta. 

6)�3D]DUODPD�ELU�KDUFDPDGÕU�DQOD\ÕúÕ�KDNLPGL��� 6)�3D]DUODPD�ELU�\DWÕUÕPGÕU�DQOD\ÕúÕ�
\HUOHúPLúWLU�� 

                                                             
Kaynak: Zyman ve Brott , 2004: 41. 

 
 

Kitlesel reklamFÕOÕN�� LoLQGH� \DúDGÕ÷ÕPÕ]� HNRQRPLQLQ� HQ� WXKDI�EDúDUÕ öykülerin-

GHQ� ELULGLU�� ùLUNHWOHU�� LOJLOHQPHGLNOHUL� �U�QOHULQ� J|UPHN� LVWHPHGLNOHUL� UHNODPODUÕ\OD�
LQVDQODUÕ� WDFL]�HWPHN� LoLQ�PLO\DUODUFD�GRODU�KDUFÕ\RUODU��5HNODPODU�QDGLUHQ� LúH�\DUÕyor. 

øúLnin ehli olmayaQ� UHNODP� DMDQVODUÕQÕQ� YH� P�úWHULOHULQ� \DUDWWÕ÷Õ� UHNODPODU� LVH� KLoELU�
]DPDQ�LúH�\DUDPÕ\RU��ùLPGL��oR÷X�]DPDQ�LúH�\DUDPÕ\RUODU�diye bütün pazarlama harca-

PDODUÕQÕ� ELU� NDOHPGH� VLOLS� DWPDN� GD� ELU� o|]�P� GH÷LO�� %X� GD� EL]L� UHNODP� SDUDGRNVXQD�
J|W�U�\RU�� 5HNODPVÕ]� E�\�\HPH]VLQL]�� $PD� oR÷X� ]DPDQ� RQXQOD� GD� E�\�\HPH]VLQL]��
3HNL�PDGHP�UHNODP�EX�NDGDU�NXUX�VÕNÕ�ELU�DWÕú��PDGHP�EX�NDGDU�WHKOLNHOL�ELU�JLULúLP��R�
]DPDQ� QL\H� UHNODP� NXOODQDOÕP"� d�QN�� VRQ� ���� \ÕOGÕU�� ELU� úLUNHWLQ� E�\�PH\L� EDúDUÕp 

EDúDUDPD\DFD÷ÕQD� NDUDU� YHUmeniQ� HQ� L\L� \ROX� RQXQ� UHNODPODUÕQD� EDNPDN� ROPXútur. 

%DúDUÕOÕ� UHNODP� NDPSDQ\DODUÕ� \�U�WHQ� DJUHVLI� úLUNHWOHU� -hangi sektörde olursa olsun- 

verGLNOHUL� UHNODPODUÕQ� VHPHUHVLQL� DOPD\Õ�� E�\�PH\L� YH� ND]DQoOÕ� KDOH� JHOmeyi tekrar 

WHNUDU� EDúDUPÕúWÕU� 3HNL� úLPGL� QH� GH÷LúWL"� %LUNDo� úH\�� %LULQFLVL�� SD]DUGDNL� NDUJDúD� HQ�
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VRQXQGD� UHNODPÕ� GDKD� HWNLVL]� KDOH� JHWLUPH\L� EDúDUGÕ�� %LU� HúL÷L� DúÕS� JHoWLN� YH� EXJ�Q�
yüzlerFH� WHOHYL]\RQ�NDQDOÕ��ELQOHUFH�GHUJL�YH� UHVPHQ�PLO\RQODUFD� Internet sitesinLQ� LWLú�
NDNÕúÕ� DUDVÕQGD� LQVDQODUÕ güvenili r bir yolla taciz etmenin imkaQÕ� NDOPDGÕ�� %XQXQ�
üzerine bir�GH�úLUNHWOHUH�\|QHOLN�UHNODPODUÕn günGHQ�J�QH�DUWPDVÕQÕ�HNOHUVHQL]��R\XQXQ�
WHPHOLQGHQ�GH÷LúWL÷LQL�NROD\FD�DQOD\DELOLUVLQL]�(*RGLQ��������������5HNODPFÕOÕNWD�HVNL-
\HQL� DQOD\ÕúODU�� JHOHQHNVHO� YH� E�W�QOHúLN� SD]DUODPD� DQOD\ÕúÕ��� ùLUNHWOHULQ� NXUXOPD��
YDUOÕNODUÕQÕ�LGDPH�HWWLUPH��JHOLúPH�V�UHoOHULQGH�HQ�HWNLOL�DúDPDODUÕ�kapsamakta.  

 

3.8. Hedef Kitle 

+HGHI�NLWOHQL]LQ�NLP�ROGX÷XQX�ELOPHN��VDWÕú�VWUDWHMLVLQGH�NLPOL÷LQ�|QHPL�NDGDU�
büyüktür. Burada ana payGD� VDWÕúÕ� NLPH� \DSWÕ÷ÕQÕ]Õ�� QDVÕO� YH� QL\H� \DSWÕ÷ÕQÕ]Õ�
beli rlemektir. Hedef tüketiciQL]�KDNNÕQGD�GDKD�ID]OD�úH\�ELOGLNoH��RQODUÕQ gözüyle görüp 

RQODUÕQ�NXODNODUÕ\OD�GX\DELOGLNoH�úLUNHWLQL]���U�Q�Q�]�YH\D�KL]PHWLQL]�KDNNÕQGD�RQODUOD�
GDKD� HWNLOL� ELU� LOHWLúLm kurabili rsiQL]�� %L]�� KHGHI� NLWOH� NDYUDPÕQÕ� ELULQFLO� YH� LNLQFLO�
kitlelere böldük. BiULQFLO� NLWOHOHU�� KHGHIOHQHQ� GHPRJUDILN� SURILO� YH� \HUOHúWLUPH\H� HQ�
yakÕQ� X\XPX� VD÷OD\DQ� VDQD\LOHU�� úLUNHWOHU� YH� ELUH\OHUL� LoHULU�� gUQH÷LQ�� *DWRUDGH�
PDUNDVÕQÕQ� ����
ODUÕQ� EDúÕQGDNL� ELULQFLO� KHdefi�� NLWOHVL� \R÷XQ� ELU� úHNLOGH� UHNDEHWoL�
VSRUODUÕQ� LoHULVLQGH� RODQ� ��� \Dú� JUXEX\GX��%LU�PDUNDQÕQ� LNLQFLO� NLWOHVL� LVH�bu ana de-

mogUDILN� XQVXUODUGDQ� X]DNWD� ROXS� KDOD� �U�Q�� YH� KL]PHWL� VDWÕQ� DOPD� LKWLPDOL� RODQ�
kitledir. Gatorade'in ikincil hedef kitlesi pazar günlerini basket oynayarak geçiren, 

E|\OHFH� VSRU� NRQXVXQGDNL� HVNL� SDUODN� J�QOHULQLQ� KD\DOLQL� \DúDPDN� LVWH\HQ� \HWLúNLQ�
VDYDúoÕODUÕ�� øNLQFLO� NLWOH� D\QÕ� ]DPDQGD� PDUNDQÕQ� VXQXmunu etkileyen bireyler ve 

toplXOXNODU�RODELOLU��gUQH÷LQ�� LúoLOHU�� ILQDQV�X]PDQODUÕ��GDQÕúPD�NXUXOODUÕ��JD]HWHFLOHU����
2QODU� D\QÕ� ]DPDQGD� DQD� KHGHI� ROPD\DQ� DOÕFÕODU� GD� RODELOLU�� øúWH� EX�� LNLQFLO� ROPDQÕQ�
GR÷DVÕ�����%X�GD�EL]L�DOÕFÕODU�YH�HWNLOH\HQOHU�DUDVÕQGDNL�IDUND�GR÷UX�J|W�UG�� Ürünler ve 

hizmetler için potansiyeO�P�úWHULOHUL�EHOLUOHUNHQ�DOÕFÕODU�YH�HWNLOH\HQOHU�DUDVÕQGDNL�IDUNÕ�
anlamak çok önemlidir (Alycia ve Perry 2004: 33)��<DQL�\DUÕQ�XODúPDN�LVWHGL÷LQL]�\HUH�
gidebilmeniz� LoLQ� EXJ�Q� P�úWHULOHULQL]OH� QHUHGH� GXUGX÷XQX]X� ELOPHQL]� JHUHNLU��
0DUNDQÕ]OD�LOJLOL�QH�G�ú�Q�\RUODU��QH�KLVVHGL\RUODU�YH�QH�\DSÕ\RUlar? Bu sorulara cevap 

vereELOPHQL]LQ� WHN� \ROX� LVH�� DUDúWÕUPDNWÕU� �=DU� ]RU� ND]DQGÕ÷ÕQÕ]� SDUDODUÕ� NLWOH� LOHWLúLP 

DUDoODUÕQD�EÕUDNPD\D�EDúODPDGDQ�|QFH� DUDúWÕUPDQÕQ�|QHPLQL� \HWHULQFH� DQODPDOÕVÕQÕ]��. 
0�úWHULOHULQL]LQ� kim oldX÷XQX� ELOPH]VHQL]�� RQODUD� XODúDPD]VÕQÕz. Bu kadar basit. 

0HG\D�NDQDOODUÕQGDNL� VDWÕúoÕODUÕQ� VL]H�GR÷UX\X�V|\OHGL÷LQL� VDQÕS�J�YHQPH\LQ��2QODUÕQ�
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LúL�� VL]H� UHNODPODUÕQÕ]� LoLQ� \HU� VDWPDNWÕU�� KHUKDQJL� ELU� �U�Q�� VDWÕS� VDWPDGÕ÷ÕQÕ]�
XPXUODUÕQGD� GH÷LOGLU�� $VOÕQGD� VDGHFH� DUDúWÕUPD� \DSPDN� GD� yeWHUOL� GH÷LOGLU��
DUDúWÕUPDQÕ]ÕQ� �UHWWL÷L� YHULOHU� |QHPOLGLU�� %XQODU� DUDúWÕUPDQÕ]ÕQ� L\L� ROGX÷XQX� J|VWHULU�
(Zyman ve Brott, 2004: 127). Hedef kitle analizinin bu önemini kavramakta yetmiyor 

tabiidir ki. Sizin tercih edil iyor�ROPDQÕ]�VL]LQ�\DQ�JHOLS�\DWPDQÕ]D�QHGHQ�ROPDPDOÕGÕU��
%XQXQ�DOWÕQGDNL�DQOD\ÕúÕ da iyi analiz etmek gerekir.  

0DUNDQÕ]�W�NHWLFLOHULQ�J|Q�OOHUL�YH�]LKLQOHUL\OH��KHQ�]��R�NDGDU�VDPLPL�ELU�ED÷�
NXUDPDGÕ\VD�� W�NHWLFLOHULQ� |QHP� YHUGL÷L� GH÷HUOHQGLUPH� VÕQÕIÕQD� JLUPHN� LVWL\RUVDQÕ]��
birçok yüksek engeOL� DWODPDQÕ]� JHUHNHFHN�� øQVDQODUÕn markaQÕ]Õ� ELOPHVL� DUWÕN� LúH�
\DUDPD\DFDNWÕU�� %HOLUVL]OL÷LQ� K�N�P� V�UG�÷�� ]DPDQODUGD�� úX� VÕUDODU� KHU� ]DPDQNLQGHQ�
daha beli rsiz bir ortam varken, tüketicilere markaQÕ]Õ�UDNLSOHULQGHQ�IDUNOÕ�NÕOPDQÕn kesin 

bir yolunu ve baúNDODUÕQÕQNL� \HULQH� VL]LQ� PDUNDQÕ]Õ� VDWÕQ� DOPDVÕ� LoLQ� NHVLQ� ELU� VHEHS�
VXQPDQÕ]� JHUHNL\RU�� øQVDQODUÕQ� QH\L� QHUHGHQ� VDWÕQ� DOGÕ÷Õna GH÷LO�� QH\L� QHGHQ� VDWÕQ�
DOGÕNODUÕna dikkat etmeniz gerekiyor (Zyman ve Brott, 2004: 134). Bu noktada hedef 

NLWOH� PDWLVOHUL� ROXúWXUPDN� JHUHNLU�� hrünü veya hizmeti konumODQGÕUÕUNHQ� QLWHOLN�
DUDúWÕUPDODUÕ� DUDFÕOÕ÷Õ� LOH� KHU� KHGHI� DOÕFÕ� LoLQ� QH\LQ� DODNDOÕ� ROGX÷XQX� DQODPDN� oRk 

|QHPOLGLU�� %|\OHOLNOH� PDUNDQÕ]ÕQ� |]HOOLNOHULQL�� ID\GDODUÕQÕ� YH� NRQXPODQGÕUPDVÕQÕ� KHU�
DOÕFÕ� GLOLPLQH� J|UH� HQ� �VW� G�]H\GH� ROXúWXUDELOLUVLQL]�� %X� \�]GHQ�� PDUND� -LOHWLúLPL�
ELUH\VHO� DOÕFÕ� NDYUDPÕ\OD� GDKD� DODNDOÕGÕU� YH� W�NHWLFL� YH\D� RODVÕ� W�NHWLFLQLQ� ³EXQX�
anlamasÕ´�GDKD�KÕ]OÕ�ROXU (Perry ve Wisnom, 2004: 43). Hedef kitle mesajlama matrisi, 

pazarlama-VDOÕú� terminali  ve web siteleri gibi unVXUODU� LoLQ� PHVDM� ROXúWXUPDGD� oRN�
ID\GDOÕGÕU�� 

Ortalama bir $PHULNDOÕ’QÕQ� ��� \ÕO� |QFH� DOWÕ�� EXJ�Q� LVH� \DOQÕ]FD� G|UW� \DNÕQ�
DUNDGDúD�VDKLS�ROGX÷XQX�V|\OHGL÷L�ELU�G�Qyada �\DúÕ\RUX]��ùLUNHWOHULQ��LQVDQODr daha çok 

oDOÕúWÕNODUÕQGD� WXYDlete daha az gitti klerini gösterebilmek için tüketilen tuvaOHW� ND÷ÕGÕ�
PLNWDUÕQÕ� KHVDSODGÕNODUÕ� ELU� G�Qyada � \DúÕ\RUX]��g\OH\VH�� IL]LNVHO� JHUHNVLQLPOHUL� RODQ�
VRV\DO� ELU� KD\YDQ�RODUDN� LQVDQ�� JHoLPLQL� VD÷OD\DELOPHN� LoLQ� WHPHO�gereksinimlerinden 

NÕVÕ\RUVD�� EL]GHQ� QH\L� NÕVDFDNWÕU"� %DúOÕFD� DNúDP� H÷OHQFHOHUL� GLQOHQPH� YH� NDoÕú� LNHQ��
UHNODPODU�ELU� \Õ÷ÕQ�J�U�OW�\H�G|Q�úP�úW�U��$UWÕN� LOHWLúLP� LúLQH�GH÷LO�� \HQL�ELU� LúH�� FDQ�
VÕNPD�LúLQH�\DUDPDNWDGÕUODU��%X�GD�L]OH\LFLQLQ�L]OH\LFL�ROPDGÕ÷Õ�DQODPÕQD�JHOPHNWHGLU��
2QODUÕ� L]OH\LFL� RODUDN� DGODQGÕUPDN�� L]OHGLNOHULQL�YDUVD\PDNWÕU��<DSÕODQ�ELU� DUDúWÕUPDGD�
$PHULNDQ�JROI�SURJUDPODUÕQÕQ�����¶�Q�Q�RGD\D�\D\ÕQ�\DSWÕ÷ÕQÕ�J|VWHUPHNWHGLU��$\UÕFD�
LQVDQODUÕQ� UHNODPODUD� RODQ� LOJLOHUL� JLGHUHN� GDKD� VHoLFL� KDOe gelmektedir. Bu da tabii 
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RQODUÕQ��� UHNODPODUD� ED]Õ� SURJUDPODUD� J|VWHUGLNOHULQGHQ� oRN� GDKD� D]� LOJL�
göstermelerinden ileri gelmektedir. Öyleyse izleyici, hedef kitlemizin yerine 

NXOODQÕODELOHQ�ELU�V|]F�N�ROPDVÕQD�NDUúÕQ��WHPHOGHQ�\DUD�DOPÕúWÕU��+HGHfimiz bir izleyici 

JUXEX�GH÷LOGLU��|\OH�ROVD\GÕ�VH\UHWWLNOHULQL ya da �GLQOHGLNOHULQL�YDUVD\PDPÕ]�JHUHNLUGL��
Kitlesel pazarlama ve televizyonun NHVLúPHVLQLQ�EDúODQJÕFÕQGD�EX��KHGHI�NLWOHPL]L�GDKD�
L\L� DoÕNODPÕú� RODELOLUVH� GH� �NL� EXGD� WDUWÕúPD\D� DoÕNWÕU��� úLPGL� |\OH� ROPDGÕ÷Õ� NHVLQGLU��
ø]OH\LFL�GL\H�ELUL�\RNWXU. $UDúWÕUPD�VRQXoODUÕQD�GD\DQDQ�DúD÷ÕGDNL�WDEOR�L]OH\LFL�GL\H�ELU�
úH\�ROPDGÕ÷ÕQÕ�J|VWHrPHVL�DoÕVÕQGDQ�|QHPOL�VRQXoODU�RUWD\D�NR\PXúWXU�(Morgan, 2001: 

40). 

 

Tablo 11: Televizyon ProgramÕ�ø]OHPH�2UDQÕQÕQ�+DWÕUODPD\D�(WNLVL 
 

7$5ø+ 

Seyredilen hiçbir 
�U�Q�PDUND\Õ�

DGODQGÕUDPD\DQODU���
% 

Seyredilen 
marka/ürünü 

DGODQGÕUDELOHQOHU���
% 

%DúND�ELU�SURJUDPGD�VH\UHGLOHQ�
PDUND��U�Q��DGODQGÕUDQODU�        

% 

1965 60 34 6 

1974 72 24 4 

1981 80 13 7 

1986 80 12 8 

1990 84 8 8 

Kaynak: *D]HWH�5HNODPODUÕ�%�URVX� 
+HQ�]�VH\UHWPLú�ROGXNODUÕ�ELU�SURJUDPGD�UHNODPÕ�\DSÕOPÕú�RODQ�ELU�PDUND ya da  

�U�Q�Q�DGÕQÕ�V|\OH\HELOHQ�\HWLúNLQ�DNúDP�L]OH\LFLOHUL��+DWÕUODWPD�\DSÕOPDPÕúWÕU� 
 

Tablo 12�ø]OH\LFLQLQ�5HNODP�$UDVÕQD�7HSNLVL� 

ø]OH\LFLOHULQ�5HNODP�$UDVÕQD�7HSNLVL % 

.DQDO�GH÷LúWLUPHN 19 
5HNODPÕQ�VHVLQL�NDSDWPDN 14 
5HNODPÕQÕ�VH\UHWPHPHN 6 
øOJL\L�EDúND�ELU�\|QH�\|QOHQGLUPHN 53 
5HNODPÕ�VH\UHWPHPHN 7 

Kaynak: AmerLNDQ�5HNODPFÕOÕN�$NDGHPLVL 
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�����0HG\D�3ODQÕ 
5HNODPÕQ� URO�QGHNL� \�]GH� RQOXN� ELU� VDSPD�� KHGHI� VHoPHGH� \�]GH� RQOXN� ELU�

sapmaya, bu da önermenizde yüzde onluk bir sapmaya neden olabili r ve sapmalar 

böylece her birimde sürer gider. Bu durumda nihai reklama bDNWÕ÷ÕQÕ]GD�� DPDoODUÕQÕ�
JHUoHNOHúWLUPHGH� \DOQÕ]FD� \�]GH� HOOLOLN� ELU� úDQVÕ� ROGX÷Xnu görebili rsiniz. Lord 

/HYHUKXOPH
QLQ��\DSWÕ÷Õ�UHNODPODUÕQ�\DUÕVÕQÕQ�ERúD�JLWWL÷LQL��DPD�EXQXQ�KDQJL�\DUÕVÕQÕQ�
ROGX÷XQX� ELOPHGL÷L� \ROXQGDNL� �QO�� GHPHFLQL� KDWÕUOD\DOÕP�� %X� VRUXQXQ� \DQÕWÕ� DoÕNWÕU��
%RúD�JLGHQ� \DUÕP�� UHNODPÕQ� URO�Q�Q� WDP�RODUDN� WDQÕPODQDPD\DQ�NÕVPÕGÕU� �Clemmow, 

2001:74).� %X� ND\ÕSODUÕ� HQ� D]D� LQGLUPHQLQ� ELU� \ROXnGD� HWNLOL�PHG\D� SODQÕGÕU�� (Q� \DOÕQ�
KDOL\OH� PHG\D� SODQÕQÕ]�� JHQHO� UHNODP� SODQÕQÕzla ayQÕ� FHYDSODUÕ� WDúÕPDOÕGÕU�� .LPH�� QH�
dePHN� LVWL\RUVXQX]"� øQVDQODUÕQ� VL]LQ� KDNNÕQÕ]GD� QH\H� LQDQPDVÕQÕ� LVWL\RUVXQX]"�
0HG\DQÕQ�� \DSWÕ÷ÕQÕ]� KHUKDQJL� ELU� úH\L� DPDoVÕ]FD� WDNLS� HWWL÷LQL� XQXWPD\ÕQ��2� \�]GHQ�
RQODUD�VDGHFH�YHUPHN�LVWHGL÷LQL]�ELOJL\L�YHUGL÷LQL]GHQ�HPLQ�ROXQ��2QODUÕn ne demelerini 

LVWHGL÷LQL]LQ� IDUNÕQGD� ROXQ�� EXQODUÕ� RQODUD� QDVÕO� LOHWHFH÷LQL]L� YH� ULVNL� HQ� D]D� LQGLUPHN�
LoLQ�LOHWLúLPL�QDVÕO�\�U�WHFH÷LQL]L�L\L�ELOin. Aksi takdirde medya, diyaloga hakim olur ve 

RQODUÕQ�LQVDIÕQ�NDOÕUVÕQÕ]��(WNLOL�ELU�PHG\D�SODQÕ�KD]ÕUODPDQÕQ�\ROODUÕ úXQODUGÕU (Zyman 

ve Brott, 2004: 243 - 253): 

+HU� úH\LQ� ELU� PHVDM� LOHWWL÷LQL� XQXWPD\ÕQ�� %X� HQ� 
NULWLN� DGÕPGÕU�� %XQX� DVOD�
XQXWPD\ÕQ� YH� \HUOHUL� VLOHQ� KL]PHWOLGHQ� \|QHWLP� NXUXOXQXQ� V|zcüsüne kadar 

oDOÕúDQODUÕQÕ]GDQ� KLoELULQLQ� XQXWPDVÕQD� L]LQ� YHUPH\LQ�� +HUNHV� EXQX� DNOÕQÕQ� ELU�
N|úHVLQGH� WXWDUVD�� úLUNHWLQL]L� \DQOÕú� DNVHWWLUHFHN� KHUKDQJL� ELU� GXUXPGDQ� X]DN�
durursunuz. 

0HG\D� LOH� LOJLOL� E�W�Q� HWNLQOLNOHULQL]GHQ� ELU� NLúL\L� VRUXPOX� WXWXQ�� Tam olarak 

LOHWPHN�LVWHGL÷LQL]L�VL]�GHQHWOHPH]VHQL]�KDUHNHWVL]OL÷LQL] ya da �KDWDODUÕQÕ]�GHQHWOHU��%X�
\�]GHQ� VWUDWHML\L� ROXúWXUPDVÕ,� EDVÕQ� DoÕNODPDODUÕ� \D\ÕQODPDVÕ�� úLUNHWLQL]LQ� PHG\D� LOH�
LOLúNLVLQLQ�DQD�KDWODUÕQÕ�ROXúWXUPDVÕ�LoLQ�ELU�NLúL\L�J|UHYOHQGLULQ�YH�úLUNHWLQ��PDUNDQÕ]ÕQ�
KDNNÕQGD�PHG\D\D�WXWDUOÕ�ELU�PHVDM�YHUPHVLQL�VD÷OD\ÕQ��� 

0HVDMODUÕQÕ]D� KHGHI� NR\XQ�� <DSPDQÕ]� JHUHNHQ� WDQÕWÕP� oDOÕúPDODUÕQÕ]D� KHGHI�
NR\PDN�YH�NLPH�QH�GHPHN�LVWHGL÷LQL]��]HULQGH�VD÷ODP�ELU�KDNLPL\HW�NXUPDNWÕU 

7DQÕWÕP� PDO]HPHVL� �UHWLQ�� 7DQÕWÕP� V|]� NRQXVX� ROGX÷XQGD� QHUHGHQLQ�� QH�
NDGDUGDQ�GDKD�|QHPOL�ROGX÷XQX�XQXWPD\ÕQ�� 

%LU�N|úHGH�NUL]�SODQÕQÕ]�ROVXQ��+HU�úLUNHWLQ�EDúÕQD�EHNOHQPHGLN�NRUNXQo�úH\ler 

gelebili r. Sizin sebep olmadÕ÷ÕQÕ]Õ�YDUVD\DOÕP��EXQODUÕ�KHU�]DPDQ�GXUGXUDPD\DELOLUVL]��
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$QFDN� EXQODUD� J|VWHUHFH÷LQL]� WHSNL\L� NRQWURO� HGHELOLUVLQL]�� .RQWURO� HGHPH]VHQLz iyi 

LGDUH� HGLOPH\HQ� ELU� KDONOD� LOLúNLOHU� NUL]L� PDUNDQÕ]Õ� KDWWD� úLUNHWLQL]L� ELU� JHFHGH�
PDKYHGHELOLU��øúOHU�N|W��JLWWL÷LQGH�\DSPDQÕ]�JHUHNHQ�úH\OHU�úXQODUGÕU� 

� &HYDEÕ��VW�\|QHWLP�YHUPHOL� 
� 'R÷UX\X�V|\OH\LQ��KHU�úH\L�DQODWÕQ�YH�KHPHQ�DQODWÕQ� 
� Durumu düzeltmek�LoLQ�ELU�úH\OHU�\DSÕQ�� 
� Kendinize bir konu bulun ve senaryonuzdan�GÕúDUÕ�oÕNPD\ÕQ� 
� +DONOD�LOLúNLOHUFLOHUL�GHYUH\H�VRNXQ 

%XODúÕFÕ� SD]DUODPD\Õ� XQXWXQ�� %XODúÕFÕ� SD]DUODPD�� YDUOÕ÷Õ� |Oo�V�QGH� L\LGHQ�
]L\DGH� N|W�� KDEHUOHUL� \D\PDGD� HWNLOLGLU��0�WKLú� ELU� Lú� \DSDUVÕQÕ]� DQFDN� LQVDnlar bunu 

DUNDGDúODUÕQD yak DQODWÕU ya da �DQODWPD]��<DQOÕú�ELU�úH\�\DSWÕ÷ÕQÕ]GD�LVH��KHUNHVH�EXQX�
P�PN�Q�ROGX÷XQFD�oDEXN�DQODWÕUODU�� 

6RQXoODUÕ� |Oo�Q��Bedava�PHG\D� WDP�DQODPÕ\OD�EHGDYD�GH÷LOGLU��0HGyada  yer 

DOPDQÕ]�LoLQ�FHELQL]GHNL�WHN�NXUXú�oÕNPD\DFDN�DQFDN��WDQÕWÕPÕ�YH�KDONOD�LOLúNLOHUL�LGDUH�
HWPHN� LoLQ� HSH\� oÕNDFDN��(Q� D]ÕQGDQ� �VWWH� NDOPDN� LoLQ� -içten ya da � GÕúWDQ- birilerini 

WXWPDQÕ]�JHUHNHFHN�� 
 

������5HNODP�YH�+DONOD�øOLúNLOHU�%LUELUOHULQGHQ�)DUNOÕ�8\JXODPDODUGÕU 
%LU� PDUND\Õ� +DONOD� øOLúNLOHU� �35�� LOH� SL\DVD\D� V�UPHN� YH� D\QÕ� PDUND\Õ�

UHNODPODUOD�SL\DVD\D� oÕNDUWPDN��ELUELUOHULQGHQ� W�P�\OH� IDUNOÕ� LNL� LúWLU��0DUND\Õ�35� LOe 

SL\DVD\D�oÕNDUWÕ\RUVDQÕ]��\DSWÕ÷ÕQÕ]�KHU�úH\L�EDúWDQ�DúD÷Õ�GH÷LúWLUPHQL]�JHUHNLU��5HNODP�
ve pazarlama, yöneticilerin zihinlerinde öylesine büW�QOHúPLúWLU� NL�� \HQL� ELU�PDUNDQÕn 

UHNODPVÕ]�GD�SL\DVD\D�V�U�OHELOHFH÷LQL���DNÕOODUÕQGDQ�ELOH�JHoLUPH]OHU��+DWWD��gürültüsüz 

UHNODP� NDPSDQ\DODUÕ� LoLQ� ELOH� GXUXP� E|\OHGLU�� %LJ-EDQJ� G�ú�QFHVL� \|QHWLFLOHULQ�
beyinlerinde öylesine yer etPLúWLU� NL�� KHPHQ� KHU� UHNODP� NDPSDQ\DVÕQÕ� �EXJ�QH� NDGDU�
JLULúWL÷LPL]� HQ� E�\�N� UHNODP� SURJUDPÕ´� GL\H� WDQÕPODPDNWDQ� GD� NXUWXODPD]ODU� Bütün 

LoWHQOL÷LPL]OH��E�W�Q�\HQL�PDUNDODUÕQ�VDGHFH�35�LOH�SL\DVD\D�VXQXODELOHFH÷LQL�V|\O�\RU�
YH� EXQXQ� LoLQ� GH� DWÕOPDVÕ� NDoÕQÕOPD]� \HGL� DGÕP� ROGX÷XQD� LQDQÕ\RUX]� (Ries ve Ries, 

2005: 253-259). Bunlar:  

6Õ]ÕQWÕ: Haber bültenleri ve internet siteleri gözde hedeflerdir. Medya, olup 

ELWHQOHUL�DQODWDFDN�úLUNHW� LoLQGHQ�JHOPH�KDEHUOHUH�ED\ÕOÕU��+HOH�GH�kendilerine özel ise. 

'L÷HU� ELU� GH\LúOH�� DWODWPD� KDEHU� ROXUVD�� øúWH� 6HJZD\� E|\OH� oÕNWÕ� SL\DVD\D�� 5HVPL�
VXQXPXQGDQ� RQ� ELU� D\� |QFH�� �U�Q� ,QVLGH�FRP
D� VÕ]GÕUÕOGÕ�� .RG� DGÕ� *LQJHU� RODQ� \HQL�
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�U�Q��:RUOG�:LGH�:HE
� GHQ� GDKD� |QHPOL� ELU� �U�Q� RODUDN� WDQÕPODQÕ\RUGX�� 2Q� ELU� D\�
sonra, Diane Sawyer ile CKDUOHV� *LEVRQ
XQ� LYPH� ND]DQGÕUGÕNODUÕ� $%&
QLQ� *RRG�
0RUQLQJ� $PHULFD� SURJUDPÕQGD� UHVPHQ� WDQÕWÕOGÕ�� 'R÷DO� RODUDN� 6HJZD\�� E�W�Q� DNúDP�
KDEHUOHULQGH�YH��ONHQLQ�E�W�Q�JD]HWHOHULQGH�GH�\HU�DOGÕ��(÷HU�PHG\D\D���U�Q�Q�]�Q ya 

da  hizmetinizLQ� D\UÕQWÕODUÕ� KDNNÕQGD� ELU� úH\OHU� VÕ]GÕUPDPÕúVDQÕ]�� SDUDQÕ]Õ� ERúD�
KDUFDPÕúVÕQÕ]� GHPHNWLU�� øQVDQODU� QHOHUGHQ� NRQXúPD\Õ� VHYHUOHU"� 'HGLNRGXODU��
V|\OHQWLOHU��úLUNHW�LoL�JHOLúPHOHUGHQ��$\QÕ�ROJX��PHG\D�LoLQ�GH�JHoHUOLGLU��5HNODP��EXQXQ�
tersidir. Bir reklam prograPÕ�� VDQNL� ELU� 1RUPDQGL\D� dÕNDUWPDVÕ� JLEL� VXQXOXU�� <DQL�
JHQHOOLNOH��LON�UHNODP�\D\ÕQODQÕQFD\D�NDGDU�GHYOHW�VÕUUÕ�JLEL�VDNODQÕU� 

<DYDú�øQúDDW: %LU�35�SURJUDPÕ��oLoH÷LQ�oHQHNOHULQL�\DYDúoD�DoDU��%LU�úLUNHWLQ�GH��
LYPH\L� KÕ]ODQGÕUDFDN� ELU� 35� SURJUDPÕ� KD]ÕUODPDN� LoLQ� \HWHULQFH� X]XQ� ]DPDQÕ� YDUGÕU��
øúWH�� oRNOXNOD� 35� SURJUDPODUÕQÕQ� �U�Q ya da � KL]PHWLQ� D\UÕQWÕODUÕ� VDSWDQmadan aylar 

|QFH� EDúODWÕOPDVÕQÕQ� QHGHQL� GH� EXGXU�� %LJ-EDQJ� G�ú�QFHVL� DUWÕN� �RXW�WXU�� '�Q\D\Õ�
VDUVDFDN�ELU�\HQLOLN�EXOPDGÕ\VDQÕ]�� LúH�D÷ÕUGDQ�EDúODPDN�YH�PHG\D�\D\ÕQODUÕQÕQ�\DYDú�
\DYDú� \R÷XQODúPDVÕQÕ� XPPDN� ]RUXQGDVÕQÕ]� �(÷HU� G�Q\D\Õ� VDUVDFDN� ELU� \HQLOLN�
EXOPDGÕ\VDQÕ]�� EHONL� ELU� 35� SURJUDPÕQD� ELOH� JHUHNVLQLPLQL]�� ROPD\DELOLU�� d�QN�� QH�
\DSWÕ÷ÕQÕ]�� NLPVHQLQ� XPXUXQGD� ROPD\DELOLU��.� øúLQ� L\L� \DQÕ�� EX� D÷ÕU� JHOLúPHQLQ�� oR÷X�
tüketicinin ürün ya da � KL]PHWL� |÷UHQPHVLQL� VD÷OD\DFDN� ELoLPGH� V�UHNOL� ROPDVÕGÕU��
ùXUDGD�RNXQDQ�ELU�KDEHU��EXrada bir dosttan duyulan birkaç bilgi, çok geçmeden herkes 

�U�Q� KDNNÕQGD� KHU� úH\L� ELOGL÷LQH� LQDQÕS� oÕNDU�� 5HNODP� EXQXQ� WHUVLGLU�� %LU� UHNODP�
SURJUDPÕ� oRNOXNOD� ELU� 6XSHU� %RZO� UHNODPÕ\OD� EDúODU�� 7�NHWLFLOHU�� UHNODP�PHVDMODUÕQD�
DOGÕUPDPD� H÷LOLPLQGH� ROGXNODUÕQGDQ�� \HQL� ELU� UHNODP� SURJUDPÕ�� �VHV� GXYDUÕQÕ�� DúDFDk 

kadar büyük ve gürültülü olmaOÕGÕU��$PHULND
�GD�ELU�PLO\RQ�GRODUÕ�RUWDGDQ�\RN�HWPHNWHQ�
NROD\� Lú� \RNWXU��(÷HU�PLO\RQXQX]X�N�o�N�SDUoDODUD� D\ÕUÕU� YH�KHU�ELU� SDUoD\Õ�GD� IDUNOÕ�
med\DODUD�KDUFDUVDQÕ]��PHVDMÕQÕ]�UHNODP�NDUD�GHOL÷LQGH�\RN�ROXS�JLGHU 

0�WWHILNOHUL� 6DYDúD� 6RNPDN: 'L÷HUOHULQLQ� GH� LOHWLQL]L� \D\PDQÕ]D� \DUGÕPFÕ�
ROPDVÕQÕ� VD÷ODPDN� \erine, neden tutup� GD� WHN� EDúÕQÕ]D� \ROD� oÕNDUVÕQÕ]"�<DYDú� ELU� 35�
SURJUDP� LQúDDWÕ�� VL]H� P�WWHILNOHULQL]L� GH� \DQÕQÕ]� VÕUD� VDYDúD� VRkacak kadar uzun bir 

]DPDQ� ND]DQGÕUÕU�� 'DKDVÕ�� \D\JÕQODúPD� GD� J|Q�OO�OHU� LoLQ� oHNLFLGLU�� 'R÷DO�
P�WWHILNOHULQL]� NLPOHUGLU"� �'�úPDQÕPÕQ� G�úPDQÕ�� Eenim dostumdur." The Fall  of 

$GYHUWLVLQJ�NLWDEÕQÕ�\D]GÕ÷ÕPÕ]GD��E|\OH�ELU�NLWDEÕQ�G�úPDQÕQÕQ�NLP�RODELOHFH÷LQL�NHQGL�
NHQGLPL]H� VRUPXúWXN�� .DoÕQÕOPD]� G�úPDQÕPÕ]�� UHNODP� GHYOHUL�� $PHULND� %LUOHúLN�
DevOHWOHUL
QLQ� UHNODP� KDUFDPDODUÕQÕQ� DVODQ� SD\ÕQÕ� GHQHtleyenOHU� RODFDNWÕ�� %X� GHYOHULQ�
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RODVÕ�G�úPDQODUÕ�NLPOHU�RODELOLUGL"�2QODU�GD��GHY�UHNODP�úLUNHWOHULQLQ�\DQ�NXUXOXúODUÕ n  

RODQ�35�úLUNHWOHULQH�Lú�NDSWÕUDQ�ED÷ÕPVÕ]�35�úLUNHWOHULQGHQ�EDúNDVÕ�RODPD]GÕ��%|\OHFH��
�ONHQLQ�HQ�E�\�N�����ED÷ÕPVÕ]�35�úLUNHWLQH�NLWDEÕPÕ]ÕQ�LON�EDVNÕVÕQÕ�\ROODGÕN��DUGÕQGDQ�
da medyada � NLWDS� KDNNÕQGD� oÕNDQ� \D]ÕODUÕ� J|QGHUPH\H� EDúODGÕN�� 3RVWD� DWD÷ÕQÕ]� úX�
çerçevede geQLú� \DQNÕ� X\DQGÕUGÕ�� �.LWDEÕQÕ]Õ� VDWÕQ� DOÕS� P�úWHULOHULPL]H� YH� RODVÕ�
P�úWHULOHULPL]H�\ROlamaya karar verdik. Sizi, sanayi toplanWÕODUÕPÕ]D�NRQXúPDFÕ�RODUDN�
davet HGHFH÷L]�� WLFDUL� \D\ÕQODUÕQ� HGLW|UOHULQH�GH�PHNWXSODU� \D]DFD÷Õ]���5HNODP��EXQXQ�
WHUVLGLU��%LU� UHNODP�SURJUDPÕ�� \DQÕQGD� VDYDúD� VRNDFDN�P�Wtefik bulmakWD� ]RUODQÕU�� øNL�
VRUXQ�YDUGÕU��=aman ve para. Bir big-EDQJ�DWÕOÕPÕ��JHQHlli kle müttefiklerinizi toplamaya 

]DPDQ�EÕUDNPD]����$\UÕFD��UHNODP�P�WWHILNOHUL�GH�VÕN�VÕN��NLPLQ�QH�LoLQ�|GHPH�\DSDFD÷Õ�
konuVXQGD�D\UÕ�G�úHUOHU� 

 %Dú� $úD÷Õ� (GLOPLú� 6LOLQGLU: <�U�PHGHQ� |QFH� HPHNOHPHN�� NRúPDGDQ� |QFH� GH�
yürümHN� ]RUXQGDVÕQÕ]GÕU�� 0HG\D� GD� D\QÕ� úHNLOGH� oDOÕúÕU�� øúH� \DYDú� \DYDú�� EHONL� GH�
VDGHFH� ELU� KDEHU� E�OWHQL\OH� EDúODPDOÕ�� VRnra� GD� WLFDUL� EDVÕQD� JHoPHOLVLQL]�� 7LFDUL�
EDVÕQGDQ��PHUGLYHQLQ�EDVDPDNODUÕQÕ� WÕUPDQPD\D�EDúOD\DUDN�JHQHO� Lú� \DúDPÕQD�\|QHOLN�
\D\ÕQODUGDQ�ELULQH�\�NVHOHELOLUVLQL]��%DVDPDNODUÕ�WÕUPDQGÕNoD���U�Q ya da  hizmetinizin 

1%&� *HFH� +DEHUOHUL
QGH� GH� \HU� DOGÕ÷ÕQÕ� J|U�UV�Q�]�� 0HUGLYHQLQ� oÕNWÕ÷ÕQÕ]� KHU�
EDVDPD÷Õ�� �U�Q�Q�]H� LQDQÕOÕUOÕN� NDWDU�� øúLQ� EDúÕQGD� 1%&
\H� \DQDúPD\D� NDONDUVDQÕ]��
E�\�N� RODVÕOÕNOD� UHGGHGLOLUVLQL]�� %XQD� NDUúÕOÕN�� �U�Q ya da  hizmetLQL]� KDNNÕQGD� ELU�
\D]ÕQÕQ�7LPH�'HUJLVLQGH�\HU�DOGÕ÷ÕQÕ�J|UG�NOHULQGH��RQODU�VL]L�oD÷ÕUDELOLUOHU��6L]��PHG\D�
merdiveninin bDVDPDNODUÕQÕ� WÕUPDQGÕNoD��PDUNDQÕz da kendi ivPHVLQL� \DUDWÕU��5HNODP��
EXQXQ� WHUVLGLU�� %LU� UHNODP� SURJUDPÕQÕQ� LON� DGÕPÕ�� JHQHOOLNOH� ELU� 79� NDQDOÕGÕU��
Yineleyelim, ana ILNLU� NDPSDQ\D\Õ� ELU� ELJ-EDQJ� LOH� EDúODWPDN�� DUGÕQGDQ� GD� GDKD� XIDN�
oDSWDNL��KDWÕUODWÕFÕ��UHNODPODUD�JHoPHNWLU� 

hU�QGH� 'H÷LúLNOLN� <DSPDN: 35� X\JXODPDODUÕQGD�� JHUL� EHVOHPH� |QHPOL� ELU�
XQVXUGXU�� 35� SURJUDPÕQÕ�� �U�Q�Q� ILLOL� WDQÕWÕPÕQGDQ� |QFH� EDúODWPDN, ürünü piyasaya 

oÕNDUWPDGDQ�|QFH�JHUHNOL�GH÷LúLNOLNOHUL�\DSPDQÕ]�LoLQ�VL]H�\HWHUOL�]DPDQÕ�ND]DQGÕUÕU��%X�
GD� E�\�N� ELU� DYDQWDM� RODELOLU�� 5HNODPODU�� EXQXQ� WHUVLGLU�� 5HNODP� SURJUDPÕ� ELU� NHUH�
\�U�UO�÷H�JLUGL�PL��úLUket de NHQGL�NHQGLQL�ED÷ODPÕú�ROXU��dRN�D]�JHUL�EHVOHPH�YDUGÕU�YH�
ürün ya da �KL]PHWWH��W�NHWLFL\H�VXQXOPDGDQ�|QFH��GH÷LúLNOLN�\DSDELOHFHN�]DPDQ�LVH�KLo 
\RNWXU��$SSOH��G�Q\DQÕQ�LON�HO-DYXo�LoL�ELOJLVD\DUÕ�1HZWRQ�0HVVDJH Pad'i, Chicago'daki 

Consumer Electronies ShoZ��7�NHWLFL�(OHNWURQL÷L�)XDUÕ�
GD�G�]HQOHGL÷L�E�\�N�ELU�EDVÕQ�
WRSODQWÕVÕ\OD� WDQÕWPÕúWÕ�� $SSOH�� EDVÕQ� WRSODQWÕVÕQÕQ� DUGÕQGDQ� ELOLQHQ� \ROX� L]OHGL� YH�



 153 

DUDODUÕQGD� VROXN� NHVLFL� �1HZWRQ�� GLMLWDOGLU�� 1HZWRQ�� NLúLVHOGLU�� 1HZWRQ�� VLKLUGLU��
1HZWRQ�� ELU� VD\ID� ND÷ÕW� NDGDU� \DOÕQGÕU��1HZWRQ�� DNÕOOÕGÕU��1HZWRQ�� VL]L� WDQÕU� YH� DQODU��
1HZWRQ�� KDEHUGLU�� JLEL� 79� UHNODPODUÕQÕQ� GD� EXOXQGX÷X� ELU� ELJ-bang reklam 

NDPSDQ\DVÕQD� JLULúWL�� 6DNDW� HO \D]ÕVÕ� WDQÕPD� \D]ÕOÕPÕQGDQ� GROD\Õ�� �U�Q�� \ÕNÕFÕ�
HOHúWLULOHULQ�KHGHIL�ROdu. Özelli kle de Garry Trudeau'nun bir hafta boyunca Doonesbury 

DGOÕ� oL]JL�N|úHVLQGH�1HZWRQ
X� L÷QHOH\LS�GXUPDVÕ�ROXPVX]�HWNL� \DUDWWÕ�� �,� DP�ZULWLQJ�D�
WHVW� VHQWHQFH��GL\H� \D]ÕOGÕ÷ÕQGD�1HZWRQ
�GD� úXQODU�RNXQX\RUGX� �6LDP�ILJKWLQJ�DWRPLF�
sentry." $OÕFÕ� ROPD\D� QL\HWOL� ELUL�� 1HZWRQ
X� úXQODUÕ� \D]DUDN� WHVW� HWWL� �0\� QDPH� LV�
&XUWLV��� %XVLQHVV�:HHN� ROD\Õ� PDQúHWWHQ� YHUGL� �0\� 1RUVH� ��� &ULWLHV�� <DQL� 1HZWRQ��
RODVÕ� DOÕFÕVÕQÕQ�PHVDMÕQÕ� LúWH� E|\OH� WHUF�PH� HWPLúWL� $úÕUÕ� UHNODP�� NHQGLQH� ]DUDU� YHULU��
Med ya da Q� �U�Q�Q�]�� L÷QHOHPHVLQL� LVWLyorVXQX]�� 2\VD�� JLGLS� GRVWODUÕQÕ]GDQ� YH�
müttefiklerinizden ürününüz hakNÕQGDNL�J|U�úOHULQL�EHOLUWPHOHULQL�LVWHVHQL]�oRN�GDKD�L\L�
\DSDUGÕQÕ]�� %|\OHFH� RWXUXS� SL\DVD� JHUHNVLQLPOHULQH� X\JXQ� GH÷LúLNOLNOHUL� GH�
\DSDELOLUGLQL]��3DOP�&RPSXWLQJ��1HZWRQ�ILNULQL�DOÕS�\DOÕQODúWÕUGÕ��.LWOH�LOHWLúLP�LúOHYLQL�
oÕNDUWWÕODU�YH� oRN�SDUoDOÕ� HO\D]ÕVÕ� WDQÕPD�\D]ÕOÕPÕQÕ��*UDIILWL� DGÕQÕ�YHUGLNOHUL� VWLOL]H�ELU�
�KHUNHVH�X\JXQ��VLVWHPH�G|Q�úW�UG�OHU��3DOP��EXQODUÕ�\DSPDNOD�LQDQÕOPD]�ELU�EDúDUÕ\D�
LP]D�DWPDNWD�JHFLNPHGL��0HG\D�LOH�Lú�\DSÕOGÕ÷ÕQGD��DúD÷ÕODQPD�KHU�]DPDQ�LoLQ�DEDUWÕQÕQ�
|Q�QH� JHoHU�� (÷HU� DNÕO� YH� GDQÕúPDQOÕN� LVWHUVHQL]�� NXOODQDELOHFH÷LQL]� VD÷OÕNOÕ� ILNLUOHU�
edinebili rsiniz. 

0HVDMÕQ� '�]HOWLOPHVL: <HQL� ELU� �U�Q�� SL\DVD\D� V�UG�÷�Q�]GH�� JHQHOOLNOH�
PDUNDQÕ]D�HNOH\HELOHFH÷LQL]�ELU�GL]L�QLWHOLN�ROGX÷XQX�J|U�UV�Q�]��3HNL��KDQJL�QLWHOLNOHUH�
RGDNODQPDOÕVÕQÕ]"� %X�� WRSODQWÕ� VDORQODUÕQGD� LQVDQD� ELWPH\HFHNPLú� JLEL� JHOHQ�
WDUWÕúPDODUa yol açan türden bir sorudur. ÇR÷X�]DPDQ�GD�EÕNÕOÕS�VRUXQXQ�\DQÕWÕ�ELU�\DQD�
EÕUDNÕOÕU� YH� DoÕN� E�IH� JLEL� ELU� V�U�� QLWHOL÷L� bir araya getiren bir ürün piyaVD\D� oÕNDU�
�1HZWRQ
XQ� EDúÕQD� JHOHQ� GH� EXGXU���� %D]HQ� GH� \DQOÕúOÕ÷Õ� VRQUDGDQ� RUWD\D� oÕNDFDN� ELU�
NDUDU�DOÕQÕU��1H�GL\HOLP���VW�\|QHWLP�QHVQHOOLNWHQ�\RNVXQGXU��0HG\D�\DUGÕPFÕ�RODELOLU��
Muhabir ya da  editör, hangi nitHOLNOHULQ�|QHPOL�ROGX÷XQX�G�ú�Q�\RU"�1H�GH�ROVD�PHG\D�
da yeni ürüne -tüketici- gözüyle bakPÕ\RU� PXGXU"� 0HG\DFÕODUÕQ� J|U�úOHUL�� VDGHFH�
\DUGÕPFÕ�ROPDNOD�NDOPD]��D\UÕFD�RODVÕ�DOÕFÕODUÕ�LNQD�HWPHNWH�LQDQÕOPD\acak kadar etkili 

de olabili r. Ç�QN��� W�NHWLFL� J|U�úOHULQL� \DNDODUODU�� %XQODUÕ� DWODPDN�� ]DUDUÕQÕ]D� ROXU��
9ROYR�� UHNODPODUD� NDUúÕ� \ÕOODUFD� GD\DQGÕ. Gene de medya, Volvo otomobill erin 

J�YHQOL÷LQH�DúÕNWÕU��9ROYR
QXQ�EXOGX÷X��o�NLOLWOL�GL]GHQ-omuza güvenlik kemerini, (kaza 

DQÕQGD��NÕUÕODELOHQ�GLUHNVL\RQ�DNVDPÕ��|Q�YH�DUND�JD]�GD÷ÕOÕP�DODQODUÕ�KDNNÕQGD�ELUoRN�
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KDEHU� \DSÕS� \D]ÕODU� \D]GÕODU�� 6RQXQGD� 9ROYR�� UHNODP� NRUNXVXQGDQ� VÕ\UÕOGÕ� YH�
UHNODPODUÕQÕ� RWRPRELOOHULQLQ� J�YHQLOLUOL÷LQH� \R÷XQODúWÕUGÕ�� 9ROYR
QXQ� VDWÕúODUÕ� KÕ]OD�
\�NVHOGL�� 2GDNODQPD� JUXSODUÕQÕ� XQXWXQ�� 0HG\D� VL]H� EXQX� EHGDYD\D� VD÷ODUNHQ��
W�NHWLFLOHUH� DNÕO� YHUPHOHUL� LoLQ� SDUD� |GHPHQLQ� QH� DQODPÕ� YDU"� 'DKDVÕ�� PHG\D� YHUGL÷L�
|÷�WOHULQ� DUNDVÕQGD� GXUXU�� EX� GD� ILNLUOHULQL]LQ� RODVÕ� P�úWHULOHrinizin zihinlerine 

\HUOHúPHVLQL�VD÷ODU��+Lo�PHG\DQÕQ�|÷�WOHULQLQ�WHUVLQL�\DSWÕQÕ]�PÕ"�
%XQGDQ�HPLQL]��DPD�
EXQX�\DSPDN�LoLQ�PXWODND�JHoHUOL�ELU�QHGHQLQL]�ROPDOÕ��5HNODP��EXQXQ�WHUVLGLU��%LU�NHUH�
SL\DVD\D�oÕNWÕQÕ]�PÕ��UHNODP�SURJUDPÕ�GD�WDúD�G|Q�ú�U��%LU�UHNODP�NDPSDQ\DVÕQÕQ�RUWa 

yerinde stratejil eri ve mesajODUÕ�GH÷LúWLUPHN�]RU��SDKDOÕ�YH�FDQ�VÕNÕFÕ�ELU�LúWLU. 
<XPXúDN�dÕNÕú: <HQL�ELU��U�Q�Q�35�DúDPDVÕ�QH�NDGDU�V�UPHOLGLU"�%LUoRN�IDNW|UH�

ED÷OÕ��<XPXúDN�ELU�oÕNÕú�|QHUPHPL]LQ�QHGHQL�GH�EXGXU��<HQL��U�Q ya da  hizmet, ancak 

35� SURJUDPÕ� UD\ÕQD� RWXUGXNWDQ� VRQUD� SLyasaya sürülmelidir. Ürün�� KD]ÕU� ROGX÷Xnda 

VXQXOPDOÕGÕU��'L÷HU�ELU�GH\LúlH��PHG\D�\D\ÕQODUÕ�UD\ÕQD�RWXUGXNWDQ�VRQUD��1H�oRN�HUNHQ�
QH�GH�oRN�JHo��<XPXúDN�oÕNÕú��E�WoHOHQGLUPH�YH�NXUXPVDO�SODQODPDQÕQ�G�]HQLQL�ER]DU��
+DWWD�� LPDODW� YH� GD÷ÕWÕPGD� FLGGL� VRUXQODU� ELOH� \DUDWDELOLU�� %ÕUDNÕQ öyle olsun. 

3D]DUODPDGD� WÕSNÕ� \DúDPGD�ROGX÷X�JLEL�� ]DPDQODPD��KHU� úH\�GHPHNWLU��'R÷UX��U�Q�Q��
GR÷UX� ]DPDQGD�YH�GR÷UX�ELU�35�GHVWH÷L\OH�SL\DVD\D� oÕNDUWÕOPDVÕ�� |QOHQHPH]�ELU� oÕNÕú�
\DUDWÕU�� 5HNODP�� EXQXQ� WHUVLGLU�� %LU� UHNODP� SURJUDPÕ�� JHQHOOLNOH�� GR÷UXGDQ� GR÷UXya 

�U�Q�Q� VDWÕQ� DOÕQDELOLUOL÷LQH� \|QHOLNWLU�� øON� UHNODP�� GDKD� �U�Q�Q� SL\DVD\D� oÕNWÕ÷Õ� LON�
J�QGHQ� EDúODU�� dR÷X� UHNODP� NDPSDQ\DVÕ� ELU� 1RUPDQGL\D� dÕNDUWPDVÕ� DQOD\ÕúÕ�
çerçevesinGH�\DSÕODQGÕUÕOÕU��\DQL��U�Q�Q�KDYD�GHVWH÷L�YH�oÕNDUWPD�ELUOLNOHULQLQ�oDEDVÕyla 

NDUD\D� D\DN� EDVWÕ÷Õ� LON� DQGD� EDúOD\DFDN� úHNLOGH�� $VNHUL� PHWDIRU�� VDWÕú� WRSODQWÕODUÕQGD�
etkiOH\LFL� NRQXúPDODU� úHNOLQGH� RUWD\D� oÕNDELOLU�� DPD� JHUoHN� \DúDPOD� EDú edebilecek 

HVQHNOLNWHQ�\RNVXQGXU��+Lo�NLPVH�ELU�35�SURJUDPÕQÕQ�URWDVÕQÕ�WDKPLQ�HGHPH]��1H�NDGar 

sürecekWLU�� KDQJL� \HQL� ILNLUOHU� YH� NDYUDPODU� VX� \�]�QH� oÕNPD\DFDNWÕU"� 1HZ� <RUN�
7LPHV
WDNL�\D]ÕVÕQGD�0LFKDHO�5��*RUGRQ�ú|\OH�GL\RUGX���2UWDN�oÕNDUVDPD��VDYDúODUÕQ�WHN�
ELU�NXUúXQOD�EDúODGÕ÷Õ� \|Q�QGHGLU��$PD� LúLQ�JHUoH÷L�� oR÷X�NHUH� VÕQÕUOÕ�KDYD� VDOGÕUÕODUÕ��
VÕQÕU� KDUHNHWOHQPHOHUL� YH� G�úPDQÕQ� GLUHQFLQL� ]D\ÕIODWDFDN� SVLNRORMLN� RSHUDV\RQODUOD�
EDúODU���3D]DUODPD�VDYDúODUÕ�GD�D\QHQ�E|\OH�EDúODUODU� 
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������5HNODPÕQ�0DUND�%D÷OÕOÕ÷Õ�<DUDWPDGDNL�gQHPL�YH�5RO� 

5HNODP�EDúÕQD�EX\UXN�ELU�úH\�GH÷LOGLU��Reklam pazarlDPD�DUDoODUÕQGDQ��Lú�DUDo-
ODUÕQGDQ�\DOQÕ]FD�ELULGLU��%DúND�úH\OHUL�GH�NXFDNOD\DQ��ELU�E�W�Q�Q�LoLQGHNL�ELU�NHVLúPH�
QRNWDVÕQGD�Lú�J|U�U��+HSLPL]��EXQX�ELOPHPL]H�NDUúÕQ�oR÷X�NH]�ELOPH]OLNWHQ�JHOLUL]��YH�
UHNODPÕ�VDQNL�WDP�ELU�\DOÕWÕOPÕúOÕN�LoLQGH�LúOHY�J|U�yRUPXú�JLEL�DOJÕODUÕ]��RQX�GL÷HUOHUL�
DUDVÕQGD�ELU� DUDo�RODUDN�J|UPHN�\HULQH�NHQGL�EDúÕQD�ELU� DPDo�JLEL�J|U�U�]� . Özelli kle 

LúLQ� EDúDUÕVÕQD� NDWNÕGÕU� GHPL\RUXP�� o�QN�� EDúDUÕVÕ]OÕ÷Õ� |QOHPH\H� GH� oDOÕúÕ\RU�
olabili rsiniz. Bu yüzden sadeFH� VDWÕúODUÕ� DUWÕUPDNWÕU� GHmiyoUXP�� VDWÕúODUGDNL� G�ú�ú��
durdurmak ya da �\DYDúODWPDN�DQODPÕQD�GD�JHOHELOLU��9H\D�DUWDQ�UHNDEHW�NDUúÕVÕQGD�HOGH�
RODQÕ�PXKDID]D�HWPHN��SDKDOÕ�ELU�IL\DWÕ�WXWXQGXUPDN��\HQL�ELU�IL\DW�\DUDWPDN ya da �RODQÕ�
desteklemek de söz konusu olabili r. Ucuzluk promos\RQ��VRQ�IL\DWODU�JLEL�NÕVD�G|QHPOL�
GX\XUXODU� \DSÕODELOLU��+LVVH� GH÷HUOHULQL� \�NVHOWPHN ya da � úHKULQ� DGÕQÕ� GX\XUPDN� LoLQ�
NXOODQÕODELOLU�� )LNLU� |QGHUOHUL� NDUúÕVÕQGD� KDONOD� LOLúNLOHU� LúOHYLni yerine getirebili r. Bir 

kuruOXúXQ� oDOÕúDQODUÕQD� J�YHQ� DúÕODPDN� YH� JXUXU� GX\PDODUÕQÕ� VD÷lamak için 

kulODQÕODELOLU��6DWÕú�NDQDOODUÕQGD�ROXPOX�HWNL\L�WHúYLN�HWPHN��PDUNHWOHUGH�UDI�\Hri açmak 

YH�EXQODUÕQ� VRQXFXQGD��U�QH�D\UÕFDOÕN�ND]DQGÕUPDN� LoLQ�NXOODQÕODELOLU� ya da��|UQH÷LQ��
NDPX� UHNODPODUÕQÕQ� \DSWÕ÷Õ� JLEL� \DOQÕ]FD�bilgiOHQGLUPH�DPDFÕ� WDúÕ\DELOLU��Reklam, çok 

\|QO�G�U� DPD� UHNODPÕQ� |QFHOLNOL� YH� |]HO� NDWNÕVÕ�� JHQLú� ELU� ]DPDQ� GLOLPLQGH� ELUoRN�
W�NHWLP�PDOÕ��UHWHQ���SD]DUOD\DQ�LúOHWPH\H�VD÷ODP�ELU�]HPLQ�KD]ÕUOD\DFDN�YH�ROXPOX�Lú�
performansÕ� ROXúWXUDFDN� PDUNDODUÕQ� ROXúWXUXOPDVÕna ve süUG�U�OPHVLQH� \DUGÕPFÕ�
ROPDNWÕU�(Bartle 2001: 26).  

*HoPLúWH� J�oO�� ELU� UHNODP� E�WoHVLQLQ marka� LQúD� V�UHFLQGH� Dnahtar rolü 

R\QDGÕ÷Õ� GR÷UXGXU�� $QFDN� ELU� úH\LQ� JHoPLúWH� LúH� \DUDPDVÕ� EXJ�Q� GH� \DUD\DFD÷Õ�
DQODPÕQD� JHOPH]��$úÕUÕ� LOHWLúLPH�PDUX]� NDOPÕú� ELU� WRSOXPGD� \DúÕ\RUX]� YH� KHU� ELULPL]�
KHU�J�Q�\�]OHUFH�WLFDUL�PHVDMOD�NDUúÕ�NDUúÕ\D�NDOÕ\RUX]��%X�J�Q�PDUNDODU�GR÷X\RU��LQúD�
edilmiyor. Yeni bir marNDQÕQ�PHGyada � ROXPOX� ELU� WDQÕWÕP� V�UG�UHELOHFHN� NDSDVLteye 

VDKLS� ROPDVÕ� JHUHNL\RU�� DNVL� KDOGH� SD]DUGD� KLoELU� úDQVÕ� ROPD\DFDNWÕr (Al ve Laura, 

2005: 30)��NL�GH�EX�QRNWDGD�PDUND�\DUDWPD�V�UHFLQGH�UHNODPÕQ�|QHPL�RUWD\D�oÕNPDNOD�
birli kte rHNODP�� J�oO�� ELU� DUDoWÕU� DQFDN�� \HQL� \HQL� SDOD]ODQPD\D� EDúOD\DQ� ELU�PDUND\Õ�
OLGHU� \DSPDN� LoLQ� GH÷LO�� ELU� NH]� ND]DQÕODQ� OLGHUOL÷L� korumak ioLQ�� ø\L� NXUXPODúPÕú�
markaODUÕQÕ� NRUXPDN� LVWH\HQ� ILUPDODU�� UDNLSOHULQL� ER÷PDN� LoLQ� E�\�N� |OoHNOL� UHNODP�
NDPSDQ\DODUÕQD�JLULúPHNWH�WHUHGdüt etmemelidirler. RHNODPD�KDUFDGÕ÷ÕQÕz para kendini 

oÕNDUPD]� DPD� E|\OHFH� UDNLELQL]LQ� VL]LQ� SD]DU� SD\ÕQD� EXUQXQu sokmaya çalÕútÕ÷ÕQGD�
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|GH\HFH÷L�EHGHOLQ�oRN�GDKD�ID]OD�ROPDVÕQÕ VD÷ODUVÕQÕ]��3HN�oRNODUÕ�EX�EHGeli ödeyemez. 

Memnuniyetle, sizin NRFDPDQ� SDVWD� GLOLPLQL]LQ� NÕUÕQWÕODUÕ\OD� \HWLQLUOHU� (Al ve Laura, 

2005: 39).� %X� \|Q�\OH� UHNODP� VL]LQ� VHNW|UGH� GL÷HUOHUL� WDUDIÕndan lider olarak 

DOJÕODQPDQÕ]Õ�VD÷ODU��%u anlamda rekabet sadece pazarda�GH÷LO�D\QÕ�]DPDQGD�]LKLQOHUGH�
GH�V�UHQ�ELU�VDYDúWÕU�� 

5HNODPÕQ� QDVÕO� HWNLOL� ROGX÷XQD� LOLúNLQ� �NODVLN�� NXUDOODU� oR÷XQOXNOD� WHN�PRGHOH�
GD\DQÕU�� \DQL� �5HNODP�úX� úHNLOGH� HWNLOL�ROXU��GL\en türdendir. BunlaUÕQ� DUDVÕQGD��|QFH�
)DUNÕQGDOÕ÷ÕQ� �$ZDUHQHVV�� JHUHNOL� ROGX÷X� YH� ilgiye (InteUHVW�� G|Q�úW�÷�Q��� EX�
JHUHNOLOL÷LQ�øVWH÷H��'HVLUH��X]DQGÕ÷ÕQÕ�YH�VRQXQGD�(\OHPOH��$FWLRQ��VRQXoODQGÕ÷ÕQÕ�LOHUL�
süren AIDA; ürünün kendi içinde harekete geçirici bLU� IDUNOÕOÕN� QRNWDVÕ� EXOPD\D�
GD\DQDQ� %HQ]HUVL]� 6DWÕú� gQHUPHVL� �8QLTXH� 6HOOLQJ� 3URSRVLWLRQ-863�� YH� ELU� PDUND\Õ�
VDWDUNHQ� KHUKDQJL� ELU� �U�Q� |]HOOL÷LQGHQ� oRN� LPDMÕQ� |QHPOL� ROGX÷XQX� YH� UHNODPÕQ�
gestaltD� �ELoLPH�� GH÷HU� NDWDUDN� LúH� \DUDGÕ÷ÕQÕ� VDYOD\DQ� 0DUND� øPDMÕ KXUDPODUÕ�
EXOXQPDNWDGÕU�(Clemmow, 2001:65). 

 

Tablo 13��5HNODPÕQ�7RSODP�(WNLVL 
 

 

 

 

 

 

 

 

 

Kaynak: Clemmow, 2001:65 

 

<XNDUÕGDNL� WDEORGD� GD� J|U�OG�÷�� �]HUH� UHNODPÕQ� DPDoODUÕQGDQ� YH� HWNLOHULQGHQ�
ELUL� GH� PDUND�GDKD� J�oO�� ELU� PDUND� ROXúWXUPDNWÕU�� 5HNODPÕQ� JHOHQHNVHO� DUDúWÕUPDQÕQ�
|OoHPHGL÷L�oRN�VD\ÕGD�\ROGDQ�GD�HWNLOL�ROGX÷X�YH�úLUNHWOHUL�W�NHWLFL�WDOHEL�ROXúWXUPDQÕQ�
GÕúÕQGDNL� \ROODUGDQ� GD� ]HQJLQOHúWLUGL÷LGLU� �Tablo 13���2UDGD� ELU� \HUOHUGH�� IDUNOÕ� UHNODP�
HWNLOHULQGHQ�ROXúDQ�\HQL�ELU�G�Q\D�EXOXQX\RU�YH�EL]�RQX�NHúIHWPH\H�GDKD�\HQL�EDúODGÕN��
øKWL\DFÕPÕ]�RODQ�� JHoPLúLQ�NÕVÕU� WDUWÕúPDODUÕQGDQ�EL]L� oÕNDUDFDN�YH� UHNODPÕQ� \HQL� L]OHU 

Daha fazla ürün satmak için 

Daha güçlü bir marka yaratmak 

ùLUNHWL�]HQJLQOHúWLUPHN 

5(./$0,1�723/$0�(7.ø6ø1ø1 *g67(5ø/0(6ø 
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kitle üzerindeNL�HWNLOHULQL�DUDúWÕUPDPÕ]D�\DUGÕPFÕ�RODFDN�\HQL�DUDúWÕUPD�\DNODúÕPODUÕGÕU�
(Broadbent, 2001:234). Bu noktada reklam, markalar için kimlik ve konumlanma 

yDUDWPD� \HWHQH÷L� EDNÕPÕQGDQ� QHUHGH\VH� HúVL]GLU�� %XQODU� NXOODQÕFÕ� GHQH\LPLQL�
zenginOHúWLUGL÷L� JLEL�� PDUNDQÕQ� GX\JXsal RODUDN� W�NHWLFLQLQ� 
NHQGLVLQH� |]J�
� ROGX÷XQX�
KLVVHWPHVLQL�VD÷OD\DQ�WXWDPDN�QRNWDODUÕQÕ�ROXúWXUXU��/HYL
V�JHUoHNWHn Lee Cooper veya 

:UDQJOHU
GDQ� GDKD� PÕ� VD÷ODPGÕU"� %LU� DQODPGD� EXQXQ� |QHPL� \RNWXU�� NXOODQÕFÕQÕQ� EX�
PDUND\Õ� \HQLGHQ� VDWÕQ� DOPDVÕQÕQ� QHGHQL�� PDUNDQÕQ� \ÕOODU� ER\X� \DSWÕ÷Õ� \HQLOLNoL�
UHNODPODUOD� VD÷ODGÕ÷Õ istenili UOLNWLU��+DUOH\�'DYLGVRQ� VDKLSOHUL� \DSWÕUGÕNODUÕ�dövmelerle 

EX� PDUNDQÕQ� DGÕQÕ� Y�FXGXQD� \D]GÕUÕU�� EX�� ED÷OÕOÕ÷ÕQ� XODúWÕ÷Õ� HQ� Xo� QRNWDGÕU�
(Crosthwaite, 2001: 266). 

%XQXQ� \DQÕQGD� UHNODPODUGD� FLQVHOOL÷L� NXOODQPD� XQVXUX� YDUGÕU�� %D]Õ� �U�Q�
NDWHJRULOHUL� FLQVHO� oHNLFLOLN��]HULQH�ROXúWXUXOPDNWD�YH� UHNODPODU� ]LKQLPizin cinselli kle 

PHúJXO� \|Q�Q�� \DQVÕWPDNWDGÕU�� gUQH÷LQ� EOXFLQOHU�� NR]PHWLN� �U�QOHU� YH� SDUI�POHU�
LQVDQÕQ�GR÷XúWDQ�JHOHQ�FLQVHO�oHNLFLOL÷L\OH�LOJLOL�NDWHJRULOHUGLU��ùX�GXUXPGD��ELU�UHNODP 

YHUHQ� \D� GD� UHNODP� DMDQVÕ� DoÕVÕQGDQ�� W�NHWLFLOHU� VHNVL� J|U�QPHN� \D� GD� kokmak 

LVWHGLNOHULQGH�ELU�úH\OHU�\DSDELOPHN�HVkiye oranla çok daha zordur. &LQVHOOLN�YH�úHKYHWL�
VDWÕú�VXQXPXQGD�NXOODQPDN�VRQ�GHUHFH�PHúKXUGXU��øQVDQODU�FLQVHOOL÷L�oRN�Xo�QRNWDODUD�
oHNWLNOHULQGH�VRUXQ�oÕNPDNWDGÕU���&DOYLQ�.OHLQ¶LQ�����¶WHNL�oRFXN�SRUQRVX�NamSDQ\DVÕ�
PDVXP� J|U�Q�úO�� JHQoOHULQ� FLQVHOOLNOHUL� �]HULQH� \DSÕODQ�� HNUDQ� GÕúÕ� VHVOHULQ� ROGX÷X��
SRUQRJUDIL� W�U�Q�Q� EDUL]� |UQH÷L\GL�� &DOYLQ� .OHLQ� JHQoOHULQ� J�Q�P�]GH� NDUúÕODúWÕNODUÕ�
VRUXQODUD� NDUúÕ� \HWHULQFH� GLNNDW� YH� KDVVDVL\HW� J|VWHUPHGL÷L� LoLQ� UH]DOHW� SHNLúWL�� $QQH�
EDEDODU�KDNOÕ�RODUDN�NÕ]JÕQODUGÕ��.�o�N�\DúWD�KDPLOH�NDODQODU�\D�GD�JHQoOHU�DUDVÕQGDNL�
$,'6�YDNDODUÕ�KÕ]OD�\�NVHOPHNWH��JHQoOHULQ�X÷UDGÕ÷Õ�WHFDY�]OHU�DQD�KDEHU�E�ltenlerinde 

]DUDUVÕ]�IDQWH]LOHU�RODUDN�DQODWÕODUDN�J�QO�N�KD\DWODUÕPÕ]D�JLUPHNWHGLU��%X�NDPSDQ\DQÕQ�
EDúODPDVÕ�YH�ELWLúL� DUDVÕQGD�&DOYLQ�.OHLQ�E�\�N�|Oo�GH�J�YHQLOLUOL÷LQL� \LWLUPLúWL��$PD�
EOXFLQ� VDWÕúODUÕ� DUWÕú� J|VWHULQFH�� LQVDQODU� ³ù|KUHWLQ� EHGHOL� QHGLU"´� YH� ³%X� ELU� LQVDQÕQ�
KDWÕUODQPDN� LVWHGL÷L� úH\� PLGLU"´� GL\H� VRUPDN� ]RUXQGD� NDOGÕODU�� 6DWÕúODU� \�NVHOPLúWL�
o�QN�� &DOYLQ� .OHLQ� DQQH� EDEDODUÕQ� NÕ]JÕQOÕ÷ÕQD� UD÷PHQ� EOXFLQH� JHQHOOLNOH� NHQGL�
SDUDODUÕQÕ� KDUFD\DQ� oRFXNODUÕQ� UHNODPdan etkileneceklerini bil iyordu (Bond ve 

.ÕUVKHQEDXP��������131). 1HGHQ�UHNODP�\DSWÕ÷ÕPÕ]Õ�YH�UHNODP�\DSDUDN�QH\L�EDúDUPaya 

oDOÕúWÕ÷ÕPÕ]Õ� EHOLUOHGLNWHQ� VRQUD�� EXQX� QDVÕO� \DSDFD÷ÕPÕ]Õ� EXOPDN� VWUDWHML� JHOLúWLUPH�
LúLQLQ� DODQÕQD� JLUHU�� %XQX� \DSDUNHQ� JHUoHNOHúWLUPHmiz gereken ana "esinleyici" 

göUHYGHQ� |QFH�� �o� DQD� �WHUOHWLFL�� J|UHY� YDUGÕU�� "Terletici" görevler ürün sorguODPDVÕ��
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hedef kitleyi anlama ve rekabeti çözümlemektir. “Esinleyici” görev ise, (stratejinin özü 

RODQ�� |QHUPH\L� EXOPDNWÕU�� $UDGÕ÷ÕPÕ]� úH\�� �U�QH� |]J�� RODQ� YH� W�NHWLFL\L� KDUHNHWH�
JHoLUHELOHFHN�YH�UHNDEHWWHQ�D\UÕúWÕUÕFÕ�ELU�|QHUPHGLU�(Clemmow, 2001: 79). 

 

Tablo 14: 3D]DUODPD�6�UHFLQGH�5HNODPÕQ�5RO� 

  
ÖRNEK PAZARLAMA AMAÇLARI 

  
5(./$0$�'hù(1�52//(5 

 

  .XOODQÕFÕ�ROPD\DQODUÕQ�GHQHPHVLQL�
VD÷OD\DUDN�VDWÕúODUÕ�DUWWÕUPD   

)DUNÕQGDOÕN�\DUDWPDN����\HQL�
haberler yaymak 

 

  8QXWXOPXú� NXOODQÕFÕODUD� KDWÕUODWDUDN�
ve seyrek NXOODQÕFÕODUÕQ� GDKD� oRN�
NXOODQPDVÕQÕ� VD÷OD\DUDN� VDWÕúODUGDNL�
G�ú�ú��GXUGXUPDN 

  

HDWÕUODPD���WXWXP�GH÷LúWLUPH�
yönlendirme 

 

  MDUND�ED÷OÕODUÕQÕQ�GDYUDQÕúODUÕQÕ�
GHVWHNOH\HUHN�3D]DU�SD\ÕQÕ�NRUXPDN   

TXWXPODUÕ���HN�GH÷HUOHUL�
güçlendirme 

Kaynak: Clemmow, 2001: 79. 
 

Bu üç ölçütü ne denli iyi yerine getirebili rsek, o denli güçlü bir önerme elde 

ederiz. Ürün, “gücünü iti raf edene” kadar sorguODQPDOÕGÕU�� hU�Q�� GHQHPHOL��
kulODQPDOÕVÕQÕ]��IDEULNDVÕQÕ�JH]PHOLVLQL]��KDNNÕQGD�\D]ÕODQODUÕ okumalÕ, test raporlaUÕna 

EDNPDOÕ���U�Q�KDNNÕQGD�HOLQL]H�JHoHQ�KHU�úH\L�LQFHOHPHOLVLQL]��(÷HU�ELU�KL]PHW�PDUNDVÕ�
LOH� X÷UDúÕ\RUVDQÕ]�� �U�Q�Q� NHQGLVL� EX� PDO]HPHOHU� RODELOLU��.� *|U�ú�� RODQ� KHUNHVOH�
NRQXúPDOÕVÕQÕ]�� 8]PDQODU�� NDQDDW� |QGHUOHri, tüketiciler. 6WDQGDUW� DUDúWÕUPDODUÕQ� EX�
noktaGD�NLPL�UROOHU��VWOHQHFH÷L�DoÕNWÕU��DPD�VWDQGDUW�GÕúÕ�DUDúWÕUPDODU�GD�JHQHOOLNOH�HúLW�
GH÷HUGH�\D�GD�GDKD�DoÕNOD\ÕFÕ�VRQXoODU�YHULU��gUQH÷LQ��U�Q��VDWÕQ�DODQ�\D�GD�NXOODQDQ�
LQVDQODUÕ gözlemlemek, bu insanODUÕ� �U�Q�� VDWÕQ alma ve tüketmH\H� WHúYLN� HGHQ�
nedenleri DQODPDQÕ]�LoLQ�LSXoODUÕ verebili r. %X�oDOÕúPDODU�D\QÕ�]DPDQGD�PDUNDQÕQ�KHdef 

NLWOHVLQL� DQODPDQÕ]D� GD� \DUGÕPFÕ� RODFDNWÕU�� .LPGLU� RQODU"�1H\H� EHQ]HUOHU"�0DUNDQÕQ��
�U�Q�Q� �VW�QGH� YH� |WHVLQGH� R\QDGÕ÷Õ� UROOHU� QHOHUGLU"� .HQGLVLQL� UHNDEHWWHQ� QDVÕO�
D\UÕúWÕUPDNWDGÕU"� 7�NHWLFLQLQ� G�Q\DVÕQD� QDVÕO� JLUHELOLU" Bu dünya neye benzer? Bu 

oDOÕúma giderek ürünün rekabet içindeki durumunu analiz etmenize de olanak 

VD÷OD\DFDNWÕU�� 1HGLU� GXUXP"� *HUoHNWHQ� QHGLU"� 5HNODPODUÕ sahadaki yerlerine 

\HUOHúWLUPH��PDUNDODUÕn pazardDNL�\HUOHULQL�EXOPD��G�NNDQODUD�JLULS�oÕNPDODU�YH�³(÷HU�
bu markD� KLo� ROPDVD\GÕ�� \HULQH� QH� DOÕU/QH� NXOODQÕUGÕQÕ]?” gibi sRUXODU� \DUDUOÕ�
DUDúWÕUPDODUGÕU� (Clemmow, 2001:79).� %X� \|QWHPOHU�� GÕúDUÕGD� \DSWÕUDFD÷ÕQÕ]� NDPXR\X�
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DUDúWÕUPDODUÕQGDQ�KHP�GDKD�J�YHQLOLU�VRnuçlar verecek, hem de kurum içinde kontrol ve 

RWRNRQWURO� PHNDQL]PDODUÕQÕQ� LúOHPHVLQH� \DUGÕPFÕ� RODFDNWÕU�� $\UÕFD� EX� \DNODúÕP� \DQL�
UDNLSOHULQL]LQ� SD]DUGDNL� DOJÕODQÕúÕ� YH� IDDOL\HWOHUL� LOH� LOJLOHQPHQL]�� PDUNDQÕ]ÕQ� QHOHU�
\DSWÕ÷Õ��DFÕPDVÕ]�UDNLSOHU�NDUúÕVÕQGD�D\DNWD�NDOPDVÕQÕQ�EDúOÕFD�XQVXUODUÕQGDQ�ELULGLU��Bu 

ED÷ODPGD� PDUNDQÕ]OD� DVOD� WHN� EDúÕQÕ]D� NDOÕS� HWUDIWD� ROXS� ELWHQH� NXODNODUÕQÕ]Õ� YH�
J|]OHULQL]L�NDSD\DPD]VÕQÕ]�� 
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ø.ø1&ø�%g/h0 

 

3$=$5/$0$�9(�7h.(7ø&ø�.$95$0/$5, 
SDWÕúODU�NDUOÕOÕ÷Õ��W�NHWLFL�GDYUDQÕúODUÕ�GD�VDWÕúODUÕ�EHOLUOHPHNWHGLU��%XQD�UD÷PHQ��

SD]DUODPD� \|QHWLFLOHUL� W�NHWLFL� GDYUDQÕúODUÕ� LOH� VRQ� ]DPDQODUGD� LOJLOHQPH\H�
EDúODPÕúODUGÕU��7�NHWLFL�GDYUDQÕúODUÕ� VRQ���-��� \ÕOGÕU�SD]DUODPD�\|QHWLFLOHUL� WDUDIÕQGDQ�
PHUDN� HGLOPHNWH� YH� DUDúWÕUÕOPDNWDGÕU�� 3D]DUODPD� \|QHWLPLQLQ� HYULPLQGH�� SD]DUODPD�
DQOD\ÕúÕQÕQ�EHQLPVHQPHVL\OH�ELUOLNWH�� W�NHWLFL�� LúOHWPH�oDEDODUÕQÕQ�RUWDN�QRNWDVÕ� KDOLQH�
JHOPLúWLU�� 3D]DUODPD� DQOD\ÕúÕ� \D� GD� NDYUDPÕ� ELU� \|QHWLP� IHOVHIHVLGLU�� %X� IHOVHIH�
tüketicilerin ihtiyaç ve istekleULQLQ� HQ� HWNLQ� ELU� úHNLOGH� NDUúÕODQPDVÕ� HVDVÕQD�
GD\DQPDNWDGÕU�� 6DWÕQ� DOPD� GDYUDQÕúÕQGD�� W�NHWLFLOHULQ� �U�Q� YH� PDUND� VHoLP� V�UHFL�
�]HULQGH� GXUXOXUNHQ�� DOÕúYHULú� GDYUDQÕúÕQGD�� DOÕúYHULúH� oÕNPD� J�G�OHUL�� PD÷D]D� WHUFLK�
NDUDUODUÕ� YH� PD÷D]D� LoL� HWNLOHúLP� IDNW|UOHUL� �]HULQGH� GXUXOPDNWDGÕU�� 7XWXPODU� YH�
LQDQoODU�W�NHWLFL�GDYUDQÕúÕ��]HULQGH�|QHPOL�ELU�HWNL\H�VDKLSWLU��%R]NXUW�������������7�P�
EX� XQVXU� YH� HWNHQOHU� J|]� |Q�QGH� EXOXQGXUXODUDN� VWUDWHMLN� SD]DUODPD� LOHWLúLPL�
X\JXODQPDOÕGÕU��d�QN��SD]DUODPD� LOHWLúLPL�KHGHI� W�keticileri ürün, hizmet ya da firma 

KDNNÕQGD�ELOJLOHQGLUPH\L��RQODUÕQ�J|]�QGH�YH�QH]GLQGH�ROXPOX�LPDM�\DUDWPD\Õ��WHUVL�ELU�
GXUXP�V|]�NRQXVX�LVH��ROXPOX\D�oHYLUPH\L�DPDoODPDNWDGÕU�� 

 

1. PAZALAMA KAVRAMI 

PazDUODPD�NDYUDPÕQD�JHoPHGHQ�|QFH�Sazar�NDYUDPÕQÕQ�WDQÕPÕQÕ�RUWD\D�NR\PDN�
gerekir. Pazar,� ELU� PDOD� LKWL\Do� GX\DQ� W�NHWLFLOHULQ� DOÕúYHULú� \DSPDN� LoLQ� JLWWLNOHUL�
PHNDQGÕU��+DON�DUDVÕQGDNL�WDELUL�LOH�PDOODUÕQ�DOÕQÕS�VDWÕOGÕ÷Õ��VDWÕFÕODUÕQ�YH�DOÕFÕODUÕQ�\�]�
\�]H� JHOHUHN� DOÕP-saWÕP� \DSWÕ÷Õ�PHNDQGÕU��gUQH÷LQ�� VHPW� SD]DUODUÕ�� KDON� SD]DUODUÕ� YE��
2\VD� SD]DUODPD� DoÕVÕQGDQ� SD]DU�� OLWHUDW�UGH� ú|\OH� WDQÕPODQPDNWDGÕU�� �%HOOL� ELU� PDOD�
LKWL\DFÕ�RODQ��PDOÕ�VDWÕQ�DOPDN�LoLQ�SDUDVÕ�YH�SDUDVÕQÕ�KDUFDPD\D�LVWHNOL�RODQ�NLúiler ve 

|UJ�WOHU�WRSOXOX÷XGXU�(Bozkurt 2006: 14)” . 

3D]DUODUÕ�úX�úHNLOGH�D\ÕUPDN�P�PN�QG�U�� 
� 7�NHWLFLOHU�SD]DUÕ 
� Örgütsel pazarlar 

7�NHWLFLOHU� SD]DUÕ�� VRQ� W�NHWLFLOHUGHQ�ROXúPDNWDGÕU��%LUH\OHrin her biri, tek tek, 

nihai t�NHWLFL�NDYUDPÕQÕ�PH\GDQD�JHWLUPHNWHGLU��.LúLVHO� LKWL\DoODUÕQ�JLGHULOPHVL�DPDFÕ�
ile mal ve hizmet�VDWÕQ�DODQ�ELUH\OHU��W�NHWLFLOHU�SD]DUÕ�NDYUDPÕQD�GDKLOGLU��gUQH÷LQ��DLOH�
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ELUH\OHULQLQ�\L\HFHN�YH�JL\HFHN�VDWÕQ�DOPDVÕ�YH\D�ELU�|÷UHQFLQLQ�GHUV�NLWDEÕ�VDWÕQ�DOPDVÕ�
gibi. Örgütsel pazarlar ise; bir mal YH\D�KL]PHW��UHWPHN�LoLQ��EDúka mal veya hizmetleri 

üretim� EDQGÕQGD� NXOODQPD� DPDFÕ� LOH� VDWÕQ� DODQ� NLúL� YH� NXUXOXúODUÕQ� ROXúWXUGX÷X�
SD]DUODUGÕU��)DUNOÕ�|]HOOLNOHULQGHQ�GROD\Õ�VDWÕQ�DOPD�GDYUDQÕúODUÕQGD�IDUNOÕOÕN�J|VWHUHQ�EX�
pazarlaU��úX�DOW�EDúOÕNODUGD�WRSODQÕU�(Bozkurt, 2006: 14): 

� (QG�VWUL\HO�NXOODQÕFÕODU�SD]DUÕ 
� $UDFÕODU�SD]DUÕ� 
� .DPX�SD]DUÕ 

%LOLQGL÷L� JLEL� ³HY� HNRQRPLVL� GHYUL´� RODUDN� GD� DGODQGÕUÕODQ�� LQVDQODUÕQ� ]RUXQOX�
JHUHNVLQLPOHULQL�NDUúÕOD\DFDN��U�QOHUL�NHQGLOHULQLQ��UHWWLNOHUL�G|QHPOHUGH�SD]DUODPD�V|]�
NRQXVX� GH÷LOGLU�� 3D]DUODPD� NDYUDPÕ� DQFDN�� LQVDQODUÕQ� Wek tür ürün üretiminde 

X]PDQODúWÕ÷Õ� YH� HOOHULQGHNL� JHUHNVLQLP� ID]ODVÕ� �U�QOHUL� GL÷HU� �U�QOHUOH� GH÷Lú� WRNXú�
HWPH\H� EDúODGÕ÷Õ� �WDNDV� HNRQRPLVL� G|QHPL�QGH� J�QGHPH� JHOPLúWLU�� d�QN��� ELOLQGL÷L�
JLEL� SD]DUODPDQÕQ� |]�Q�� GH÷LúLPH� NRQX� RODQ� �U�QOHU� ROXúWXUPDNWDGÕU�� øú� E|O�P�� YH�
X]PDQODúPD�� \HUOHúLN� G�]HQH� JHoLú� YH� Q�IXVXQ� NHQWOHúPHVL�� WDUÕP� HNRQRPLVLQGHQ�
VDQD\L\H� JHoLú�� EXKDU� makinelerinin� LFDGÕ�� IDEULNDV\RQ� �UHWLP� YH� VDQD\L� GHYULPLQLQ�
JHUoHNOHúPHVL\OH� HNRQRPLN� JHOLúPHOHUH� SDUDOHO� RODUDN� SD]DUODPD� oDEDODUÕ� GD� JHOLúPLú�
ve yeni yenL� DQODPODU� ND]DQPÕúWÕU� �.RFDEDú� YH� (OGHQ� YH Çelebi, 1999: 11-12). 

$PHULNDQ� 3D]DUODPD� %LUOL÷L
� QH� J|UH�� �3D]DUODPD�� PDOODUÕQ� YH� LKWL\DoODUÕQ� �UHWLFLGHQ�
tüketicL\H�GR÷UX�DNÕúÕQÕ�\|QHWHQ� LúOHWme faaliyetlerinin yerine getirilPHVLGLU���0DOODUÕQ�
üretim yerleULQGHQ� VDWÕú� \HUOHULQH� KDUHNHWLQL� VD÷OD\DQ� IDDOL\HWOHU�� SD]DUODPD� NDSVDPÕ�
LoLQGH� G�ú�Q�OPHNWHGLU�� hUHWLP� YH� SD]DUODPD� IDDOL\HWOHULQL� ELUOLNWH� \�U�WHQ� ELU�
LúOHWPHGH�EXQODU�ú|\OH�VÕUDODQÕU�(Bozkurt, 2006: 15): 

� %HOLUOL�PDOODU�LoLQ�SRWDQVL\HO�SD]DUÕ beli rlemek 

� øúOHWPHQLQ��UHWLP�NDSDVLWHVLQLQ�YHULPOL�ELoLPGH�NXOODQÕOPDVÕQÕ�VD÷OD\DFDN�WDlebi 

yaratmak 

� (OYHULúOL�ELU�GD÷ÕWÕP�VLVWHPL�NXUXS�X\JXODPDN 

3D]DUODPD� (QVWLW�V�� �&KDUWHUHG� ,QVWLWXWH� RI�0DUNHWLQJ�� LVH�� SD]DUODPD\Õ� ú|\OH�
WDQÕPODPDNWDGÕU�� �7�NHWLFL� JHUHNVLQLPOHULQL� EHOLUOHPHN�� EXQODUÕ� WDQÕPODPDN� YH� NDUOÕ�
biçimde tahmin etmekle sorumlu yönetim sürecidir". Yine pazarlama "Hedef tüketici, 

P�úWHUL� YH� WRSOXPXQ� JHUHNVLQLPOHULQL� WDWPLQ� HGHUHN� NDU� VD÷OD\DFDN� SD]DUODPD�
ELOHúHQOHULQLQ�SODQODQPDVÕ��X\JXODQPDVÕ�YH�GHQHWLPL� V�UHFLGLU�� úHNOLQGH� WDQÕPODQDELOLU�
�.RFDEDú�YH�(OGHQ�YH Çelebi, 1999: 14).�%XQODUÕQ�GÕúÕQGD�SD]DUODPDQÕQ�\�]OHUFH�WDQÕPÕ�
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\DSÕOPÕúWÕU�� <DúDPÕPÕ]ÕQ� KHPHQ� KHU� DúDPDVÕQD� � JLUPLú� RODQ� SD]DUODPD�� DUWÕk mal ve 

hizmetlerin� |WHVLQGH� ILNLUOHULQ�� NLúLOHULQ�� NXUXPODUÕQ�� ROD\ODUÕQ� YH� PHNDQODUÕQ�
SD]DUODQPDVÕna kadar� JHQLúleyen� |QHPOL� ELU� NDYUDP� KDOLQH� JHOPLútir. Pazarlama 

Enstitüsü’ne göre pazarlama; “Tüketici LKWL\DoODUÕnÕ�EHOLUOHPHN��EXQODUÕ�WDQÕPODPDN�YH�
NDUOÕ bir biçimde tahmin etmekle sorumlu yönetim sürecidir” � 'L÷HU� ELU� WDQÕPÕQsa 

\XNDUÕGDNL� LNL� WDQÕPÕn bir bileúNHVL� ROGX÷u görülmektedir: “Pazarlama, hedef tüketici, 

P�úteri ve toplumun istek ve gereksinimlerini tatmin ederek�NDU�VD÷layacak pazarlama 

bileúenlerinin (ürün�KL]PHW�� IL\DW�� GD÷ÕWÕP ve tutundurma) SODQODQPDVÕ�� \|QHWLPL� YH�
GHQHWLPL� oDEDODUÕGÕr” .� *|U�OG�÷�� JLEL� SD]DUODPD�� LQVDQODUÕQ� JHUHNVLQLPOHULQL��
GH÷LúLPOHUL� \DNDOD\Õp onlar� GR÷rulWXVXQGD� �U�Q� YH� KL]PHWOHU� ROXúturmaktan, hedef 

kitleye XODúWÕUÕOPDVÕQD� kadar� X]DQDQ� X\JXODPDODUÕ kapsayan süreçler bütünüdür 

(www.fatihemk.com/Documents/pazarlama1 pdf). Bu WDQÕPODUÕQ� VRQXFXQGD� �%R]NXUW�
2006: 15), SD]DUPDODPDQÕQ�úX�XQVXUODUÕ�LKWLYD�HWWL÷L�V|\OHQHbili r:  

� 3D]DUODPD��EHúHUL�IDDOL\HWOHUL�NDSVDU� 
� øKWL\DoODUÕQ�YH�LVWHNOHULQ�GR\XUXOPDVÕQD�\|QHOLNWLU�� 
� 'H÷LúLP�\ROX\OD�EX�IDDOL\HW�DPDFÕQD�XODúÕU� 

Pazarlama, toplumu ve bireyi sosyo-SVLNRORMLN�\DSÕODUOD� LOJLOL�ELOLP�GDOODUÕQGDQ�
\DUDUODQDUDN� LQFHOH\HQ� YH� RQODUÕQ� JHUoHN� WXWXP� YH� GDYUDQÕúODUÕQÕ� |÷UHQPH\H� oDOÕúDQ��
PDO� YH� KL]PHWOHULQ� W�NHWLFLOHUH� XODúWÕUÕOPDVÕQGD� NXOODQÕOan yöntemlerden de yarar-

ODQDUDN�� W�NHWLFLOHULQ� LVWHN� YH� LKWL\DoODUÕQD� X\JXQ� SD]DUODPD� X\JXODPDODUÕQÕQ�
EXOXQPDVÕQÕ� VD÷OD\DQ� ELU� IDDOL\HWWLU�� $\UÕFD� SD]DUODPD�� \HUHO�� E|OJHVHO� YH� ulusal 

SD]DUODUÕQ�ELUELULQH�ED÷ODQPDVÕQGD�URO�R\QD\DQ faktörlerle de ilgilenmektedir (Bozkurt, 

2006: 15). 

3D]DUODPD�� ELUH\VHO� YH� NXUXPVDO� DPDoODUÕ� WDWPLQ� HGHFHN� GH÷LúLPOHUL� VD÷ODPDN�
�]HUH� PDO�� KL]PHW� YH� ILNLUOHULQ� úHNLOOHQGLULOPHVL�� IL\DWODQGÕUÕOPDVÕ�� GD÷ÕWÕPÕ� YH�
WXWXQGXUXOPDVÕQÕ� SODQODPD�YH�X\JXODPD� V�UHFLGLU��3D]DUODPD��PDOÕQÕ� YH�hizmetini kar 

HOGH� HWPHN� LoLQ� QDVÕO� VDWPDQ� JHUHNWL÷LQH� NDUDU� YHUPHQOH� LOJLOLGLU�� (÷HU� �U�Q�Q� ELU�
SUREOHPL� o|]�\RUVD�� EX� SUREOHPL� GUDPDWL]H� HGHUHN�� �U�Q�Q� QDVÕO� LúH� \DUDGÕ÷ÕQÕ�� QDVÕO�
NROD\OÕN�VD÷ODGÕ÷ÕQÕ�DQODWÕUVÕQ (Trout, 2005: 19-20). 
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 PD]DUODPDQÕQ�g]Hlli kleri   

3D]DUODPDQÕQ,� GLNNDW� HGLOGL÷LQGH� KHPHQ� IDUN edilebilecek özelli kleri� ú|\OH 
sÕUDODQDELOLU (www.girisimcili knetwork.gen.tr/kitaplar/PazarlamaPlaniRehberi.pdf): 

Tüketici yönlülük:� 7�NHWLFL\L� YH� LKWL\DoODUÕQÕ� WDQÕPODU� YH� JHUoHN� LKWL\DoODUÕQÕ�
tatmin HWPHN�LoLQ�W�P�NDUDUODUÕQ�RGDN�QRNWDVÕQÕ�W�NHWLFL�ROXúturur. 

(\OHPOHULQ� E�W�QOHúLN� ROPDVÕ� Pazarlama eylemleri, kendi DUDODUÕQGD� ROGX÷X�
gibi, hizmet/üretim, finans, persRQHO�� P�KHQGLVOLN�� \|QHWLP� JLEL� GL÷HU� LúOHWPH�
IRQNVL\RQODUÕ�LOH�GH X\XPOX�YH�E�W�QOHúLN�ROPDOÕGÕr. 

'H÷LúLPH� DoÕNOÕN� øQVDQODU� YH� LKWL\DoODUÕ� GH÷LúPHNWHGLU��%X� GH÷LúPeOHU� HQ� DoÕN�
ve en iyi biçimde kendini pazarda gösterir. 

*HUL�WDQÕPODQPÕú�PLV\RQ��<HQL�ROXúXPODUGDQ�\DUDUODQPD\D�YH�X\XP�VD÷ODPD\D 
RODQDN�YHUHFHN�YDUOÕN�QHGHQLQL]L�JHQLú�G�úünmelisiniz. 

.DU� DPDoOÕOÕN�� .ÕVD� G|QHPOL� NDUODUGDQ� GDKD� oRN� X]XQ� G|QHPOL� NDUODUÕQ�
G�ú�Q�OPHVLQH oDOÕúÕOPDOÕGÕU. 
 

1.2. Pazar lama KDUPDVÕ 
ùLUNHWLQ� |QHULVLQL�� VXQXPXQX� ROXúturan� YH� W�NHWLFL� WDWPLQLQL� VD÷ODPDGD�

NXOODQÕlacak bütün dHQHWOHQHELOLU� SD]DUODPD� oDEDODUÕ, dört ana gruba� D\UÕOÕr. Bunlara 

SD]DUODPD� NDUPD� HOHPDQODUÕ� dHQLOLU�� %X� HOHPDQODU� úXQODUGÕU�
(http://www.girisimcili knetwork.gen.tr/kitaplar/PazarlamaPlaniRehberi.pdf). Pazarlama 

GDYUDQÕúÕ��JHoPLúWH���3� 
� product (ürün),  

� price (fiyat),  

� promotion (promosyon-GD÷ÕWÕP��� 
� positioning (konXPODQGÕUPD-tutundurma), 

 RODUDN�DGODQGÕUÕODQ�YH�SD]DUOamaFÕQÕQ yürütW�÷��HWNLQOL÷LQ�NDOÕEÕ�RODUDN�GH÷HUOHQGLULOHQ�
olgunun öteVLQH� JHoHQ� YH� PDUNDQÕQ� NLPOL÷L� LOH� NRQXPODQGÕUPDVÕQÕQ� W�NHWLFL\H� LIDGH�
HGLOLúL� LOH� LOJLOL� ELU� G�ú�QFH� úHNOLGLU��7XWXP�YH� KD]ÕUOÕN�� \DOQÕ]FD� XIXN� JHQLúOHWPHN� YH�
masumiyeti yeniden elde�HWPHN�LoLQ�GH÷LO��SD]DUODPD�VWUDWHMLVLQL�GDYUDQÕúD�G|Q�úW�UPHN�
LoLQ� GH� JHUHNOLGLU�� SD]DUODPD� úLUNHWLQLQ� HQ� E�\�N� EDúDUÕVÕ]OÕNODUÕQGDQ�biri bunu yerine 

getirmemektir (Morgan, 2001: 286-287).�%|\OH�ELU�NDUPDQÕQ�ROXúWXUXOPDVÕ�X]PDQOÕN�YH�
\DUDWÕFÕOÕN� LVWH\HQ� ELU� X÷UDúWÕU. Her biri bir� GL÷HULQL� HWNLOHGL÷L� JLEL�� LúOHWPHQLQ� GL÷er 

faaliyetlerinden ve çevre GH÷LúNenlerinden de etkilenirler.� *HQHOOLNOH�� VDWÕúD�  ya da  
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GH÷Lúime konu olacak ürün ve hizmHWLQ�HQ�|QHPOL�SD]DUODPD�NDUPDVÕ�HOHPDQÕ�ROGX÷X�
G�ú�Q�O�U�� hU�Q�� VDWÕúa sunulan hizmet  ya da  fiziksel ürün ile ilgili tüm faktörleri 

NDSVDU�� 6|]� JHOLúL�� �U�Q� oHúitleri, garantiler, kalite gibi konular bu kapsam içersinde 

incelenir ve analiz edili r. PazaUODPD�NDUPDVÕQÕQ��LNLQFL�HOHPDQÕ�IL\DWWÕU. Fiyat, bir ürün 

ya da hizmetin� W�NHWLFLOHU� WDUDIÕQGDQ� DOÕQÕS� DOÕQPDPDVÕnda beli rleyici bir rol oynar. 

)L\DW�EHOLUOHPH�oDOÕúPDODUÕnda maliyet, rekabet, tüketici talepleri gibi konular göz önüne 

DOÕQÕU��'D÷ÕWÕP��SD]DUODPD�NDUPDVÕQÕQ��o�QF�� HOHPDQÕGÕr. Burada sözü edilen GD÷ÕWÕP 

faDOL\HWOHULQLQ� LNL� ER\XWX� YDUGÕr. Bunlardan birincisi, GD÷ÕWÕP� NDQDOODUÕ� GHQLOHQ� DUDFÕ 
kuruluúlar; ikincisi ise ürünün üreticiden tüketiciye� XODúWÕUÕOPDVÕ� HVQDVÕQGD�
JHUoHNOHútirilen fiziksel hareketlerle ilgili olan fiziksel GD÷ÕWÕPGÕU.�3D]DUODPD�NDUPDVÕQÕn 

son elemanÕ olan tutundurma, tüketicilere yönelik bilgilendirme ve duyurma 

faaliyetleriQL� LoHULU�� 7HPHO� RODUDN�� LOHWLúim tekniklerine ve u\JXODPDODUÕQD dayanÕr. 
øúlHWPHQLQ� GHQHWOHQHELOLU� GH÷Lúkenleri RODUDN� GD� WDQÕPOD\DELOHFH÷LPL]� pazarlama 

NDUPDVÕ� HOHPDQODUÕQÕQ� RGDN� QRNWDVÕ�� W�NHWLFLGLU�
(http://www.girisimcili knetwork.gen.tr/kitaplar/PazarlamaPlaniRehberi.pdf). 

 

1.3. Pazar lama øOHWLúLPL�KDYUDPÕ 
(Q� JHQHO� DQODPÕ\OD� SD]DUODPD�� PDO� YH� KL]PHWOHULQ�� SODQODQDUDN� \DSÕOPÕú� ELU�

WDNÕP� RUJDQL]DV\RQODU� DUDFÕOÕ÷Õ� LOH� �reticilerGHQ� W�NHWLFLOHUH� DNWDUÕOGÕ÷Õ� V�UHoWLU�� %X�
V�UHFLQ� ELU� \DQÕQÕ� ROXúWXUDQ� �UHWLFLOHU� LOH� GL÷HU� \DQÕQÕ� ROXúWXUDQ� W�NHWLFLOHU� DUDVÕQGDNL�
NDUúÕOÕNOÕ�LOLúNL��SD]DUODPD�LOHWLúLPLQLQ�WHPHOLQL�WHúNLO�HGHU��%DúND�ELU�GH\LúOH�SD]DUODPD�
LOHWLúLPL��PDO�YH�KL]PHWOHULQ� W�NHWLFLOHU� WDUDIÕQGDQ� IDUN�HGLOLS� VDWÕQ�DOÕQPDVÕQD�YH� VDWÕú�
sonrDVÕ� W�NHWLFL�PHPQXQL\HWLQLQ�VD÷ODQPDVÕQD�NDGDU�RODn süreçtir. PazarlaPD�LOHWLúLPL��
SD]DUODPD� NDUPDVÕ� HOHPDQODUÕQÕQ� ELUELUOHUL\OH� YH� RUJDQL]DV\RQXQ� E�W�Q� \|QHWLPVHO�
NDUDUODUÕ\OD� RODQ� LOLúNLVLQL� YH� EX� LOLúNLQLQ� W�NHWLFL� YH\D� SRWDQsiyel tüketiciler ile olan 

süreFLQL�NDSVDU��%XJ�Q�SD]DUODPD�LOHWLúLPL�RODUDN�WDQÕPODQDQ�SHN�oRN�IDUNOÕ�GLVLSOLQGHQ�
V|]� HWPHN� JHUHNPHNWHGLU�� E�W�QOHúLN� SDzarlamD� LOHWLúLPL�� YHUL� ED]OÕ� SD]DUODPD�� LOLúNL�
pazarlaPDVÕ�� ELUHELU� SD]DUODPD�� $VOÕQGD� D\QÕ� WHPHOGHQ� KDUHNHW� HGHQ� EX� IDUNOÕ� WD-
QÕPODPDODU�� WDPDPHQ� W�NHWLFL� RGDNOÕ� ELU� LOHWLúim ve pazarlamadan bahsetmektedir. 

3D]DUODPD� LOHWLúLPL�� SURPRV\RQ� NDYUDPÕQGDQ� GDKD JHQLú� ELU� DODQÕ� NDSVDPDNWDGÕU��
PazarODPD� LOHWLúLPL� NDYUDPÕ� LOH�� �U�Q�Q�� W�NHWLFLOHU� WDUDIÕQGDQ� IDUN� HGLOPHVL� YH�
W�NHWLFLOHULQ�VDWÕQ�DOPD�NDUDUODUÕQÕ�HWNLOH\HELOPHN�LoLQ�SD]DUODPD�\|QHWLFLOHULQLQ�\HULQH�
JHWLUGLNOHUL� W�P� H\OHPOHU� DQODWÕOPD\D� oDOÕúÕOPDNWDGÕU�� %XQXQOD� EHUDEHU�� IL\DW�� �U�Q��
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GD÷ÕWÕP� YH� LOHWLúLP� GH÷LúNHQOHUL� GDKD� ID]OD� |QHP� YH� LOJL� ND]DQPD\D� EDúODPDNWDGÕU��
3D]DUODPD� LOHWLúLPL�� VDGHFH� SURPRV\RQ� H\OHPOHULQL� SD]DUODPD� LOHWLúLPLQLQ� ELU� SDUoDVÕ�
olarak görmHNOH�NDOPD\ÕS�D\QÕ�]DPDQGD���U�Q�Q�NHQGLVLQL��PDUNDVÕQÕ��SDNHWLQL��IL\DWÕQÕ�
YH�GD÷ÕWÕPÕQÕ�GD�SDzarlDPD� LOHWLúLPL� LoHULVLQGH�HOH�DOPDNWDGÕU��7�NHWLFLOHU� LoLQ��U�nün, 

LKWL\DoODUÕQÕ� JLGHUPH� |]HOOL÷LQH� VDKLS� ROPDVÕ� ]RUXQOXGXU�� +HP� SVLNRORMLN� KHP� GH�
IL]LNVHO�DQODPGD�GR\XP�VD÷ODPDVÕ���U�QGH�DUDQDQ�QLWHOLNOHUGLU (Bozkurt, 2006: 16). 

dD÷GDú�SD]DUODPD�DQOD\ÕúÕ�L\L�ELU��U�Q�JHOLúWLULS��KHGHI�NLWOH\H�oHNLFL�JHOHFHN�ELU�
IL\DW�EHOLUOH\HUHN��\LQH�KHGHI�NLWOHQLQ�RQX�NROD\FD�HOGH�HGHELOHFH÷L�GXUXPD�JHWLUPHNWHQ�
oRN� GDKD� ID]ODVÕQÕ� JHUHNWLUPHNWHGLU�� øúOHWPHOHU� D\QÕ� ]DPDQGD� YDU� RODQ� YH� RODVÕ�
tüketicileriyle etkin bir iletiúLP�NXUPDN�GXUXPXQGDGÕUODU��%X�QHGHQOH�KHU� LúOHWPH�D\QÕ�
]DPDQGD� ELU� LOHWLúLPFL� URO�� GH� R\QDPDN� YH� EXQX� VD÷OD\DFDN� ROGXNoD� NDUPDúÕN�
�SD]DUODPD� LOHWLúLPL�� VLVWHPOHULQL� SODQODPDN� YH� \|QHWPHN� ]RUXQGDGÕU�� (Q� JHQHO�
WDQÕPÕ\OD� LOHWLúLP�� ELOJL�� GX\JX� \D� GD� G�ú�QFHOHULQ� HQ� D]� LNL� NLúL� DUDVÕQGD� SD\ODúÕPÕ�
H\OHPL� ROGX÷X� NDGDU�� NLúL� \D� GD� JUXSODUÕQ� WXWXP� YH� GDYUDQÕúODUÕQÕ� GD� HWNLOH\HQ� ELU�
V�UHoWLU��3D]DUODPD�LOHWLúLPL�LVH��NÕVDFD��ELU�NXUXOXúXQ�YDUROXúX\OD���U�Q�YH�KL]PHWOHUL\OH�
LOLúNLGH� EXOXQGX÷X� YH� EXODQDFD÷Õ� W�P� NHVLPlere neler YDDW� HWWL÷LQL, neler 

VD÷OD\DELOHFH÷LQL� DQODWPDVÕQÕ� VD÷OD\DFDN� LOHWLúLP� oDEDODUÕQÕQ� W�P�G�U�� %X� DoÕGDQ�
\DNODúÕOGÕ÷ÕQGD� SD]DUODPD� LOHWLúLPLQGH� ELOJL� YHUPH� \ROX\OD� LOHWLúLP� JHUHNOL� ROPDNOD�
ELUOLNWH�\HWHUOL�GH÷LOGLU��d�QN��SD]DUODPD�LOHWLúLPL�KHGHI�tüketicileri ürün, hizmet ya da 

NXUXP� KDNNÕQGD� ELOJLOHQGLUPH\L�� RQODUÕQ� WXWXP� YH� GDYUDQÕúODUÕQÕ� LVWHQHQ� \|QGH� LVH�
J�oOHQGLUPH\L��WHUVL�\|QGH�LVH�GH÷LúWLUPH\L�\D�GD�DPDoODQDQ�\HQL�ELU�WXWXP�YH�GDYUDQÕúÕ�
ROXúWXUPD\Õ� KHGHIOHPHNWHGLU�� %X� QHGHQOH� SD]DUODPD� LOHWLúLPLQL� LNQD� HGLFL� ELU� LOHWLúLP�
(persuasive communication) süreci olarak da GH÷HUOHQGLUPHN�JHUHNLU��.RFDEDú�YH�(OGHQ�
ve Çelebi, 1999: 15). 

*�Q�P�]�SD]DU�RUWDPÕQGD���UHWLFL�YH�W�NHWLFL�LOLúNLOHUL�DoÕVÕQGDQ��KHU�JHoHQ�J�Q�
GDKD� GD� NDUPDúÕNODúDQ� ELU� \DSÕ� J|]OenPHNWHGLU�� %X� NDUPDúDQÕQ� SHN� oRN� IDUNOÕ� VHEHEL�
EXOXQPDNWD�� |]HOOLNOH� LOHWLúLP� WHNQRORMLOHULQLQ� VXQGX÷X� \HQL� RODQDNODU�� ELU� WDUDIWDQ�
tüketiciler için yeni bilJL� ND\QDNODUÕQÕQ� RUWD\D� oÕNPDVÕQÕ� VD÷ODUNHQ�� GL÷HU� WDUDIWDQ� GD�
�UHWLFLOHU� DoÕVÕQGDQ� LoLQGHQ� oÕNÕOmaz pek çok sorunu beraberinde getirmektedir. 

0HG\DQÕQ� SURJUDP� ]HQJLQOL÷L�� SURJUDP� NDOLWHVL�� LoHUL÷L� YH� HWLN� ER\XWODUÕ� W�NHWLFLOHU�
WDUDIÕQGDQ� KHU� JHoHQ� J�Q� GDKD� WDUWÕúÕOÕU� ELU� KDOH� JHOmektedir. Bir taraftan da medya 

oHúLWOLOL÷L� YH� LoHULN� ]HQJLQOL÷L�� \R÷XQ� ELU� LOHWLúLP� NLUOLOL÷LQH� VHEHS� ROPDNWDGÕU�� %X� GD�
PHG\D� YDVÕWDVÕ\OD� KHGHI� NLWOHOHUL\OH� EXOXúPD\D� oDOÕúDQ� E�W�Q� WDUDIODUÕ� ROXPVX]� \|QGH�
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HWNLOHPHNWHGLU��hUHWLFL�YH�W�NHWLFL�LOLúNLVLQGH�KLo�NXúNXVX]�WHN�VRUXQ��VDGHce medya ve 

LOHWLúLP� WHNQRORMLOHULQLQ� VHEHS�ROGX÷X�VRUXQODUGDQ�ND\QDNODQPDPDNWDGÕU��7�NHWLFLOHULQ�
GHPRJUDILN�\DSÕVÕ��\DúDP�VWDQGDUWODUÕ��VDWÕQ�DOPD�H÷LOLPOHUL��WXWXP�YH�GDYUDQÕúODUÕQGDNL�
IDUNOÕODúPD�� SD]DUGD� \HQL� SHN� oRN� VHJPHQWLQ� RUWD\D� oÕNPDVÕQD� VHEHS� ROPDNWDGÕU�� %X�
segmentlerde yer alan her bir t�NHWLFL�� IDUNOÕ� QHGHQOHUOH� ELU� PDO� \D� GD� KL]PHWL� VDWÕQ�
DOPDNWD� \D� GD� DOPDPDNWDGÕU�� 7�NHWLFL� JUXSODUÕQGDNL� EX� IDUNOÕODúPD�� RQODUOD� LOHWLúLP�
kurmak ve poziti f bir tepki almak isteyen kurum ve kuUXOXúODU�LoLQ�EDúOÕ�EDúÕQD�ELU�VRUXQ�
ROPDNWDGÕU��)DUNOÕ�H÷LWLPH��JHOLUH�YH�VRV\DO�\DSÕ\D�VDKLS�RODQ�W�NHWLFLOHULQ�VDWÕQ�DOPD�\D�
GD� DOPDPD� WHUFLKOHUL\OH� W�NHWLP�DOÕúNDQOÕNODUÕ� GD� IDUNOÕOÕN�J|VWHUPHNWHGLU��'ROD\ÕVÕ\OD��
EX� IDUNOÕOÕ÷Õ� J|]HWHQ� YH� WHPHO� SD]DUODPD� YH� LOHWLúLP� VWUDWHMLOHULQH� EX� IDUNOÕOÕ÷Õ�
\DQVÕWDELOHQ� NXUXP� \D� GD� NXUXOXúODU� EDúDUÕOÕ� RODELOPHNWHGLUOHU�� 7�NHWLP� SD]DUÕQGD�
PH\GDQD�JHOHQ�UHNDEHW���U�Q�oHúLWOLOL÷L�YH�EXQD�SDUDOel oODUDN�JHOLúHQ��U�Q�YH�KL]PHWOHU�
DUDVÕQGDNL� WHPHO� IDUNOÕOÕ÷ÕQ� RUWDGDQ� NDONPDVÕ� GD� J�Q�P�]� SD]DUODPD� V�UHcindeki 

SUREOHPOHULQ�GL÷HU�Eir ER\XWXQX�ROXúWXUPDNWDGÕU��*�nümüzde, bir mal ya da hizmetin 

LoHULN� RODUDN� GL÷HUOHULQGHQ� IDUNOÕ� ROPDVÕ� YH� EX� IDUNOÕOÕ÷ÕQ� WHPHO� YH� D\ÕUW� HGLFL� RODUDN�
tüketiFLOHUFH� GH� DOJÕODQPDVÕ� DQFDN� NÕVD� ]DPDQ� GLOLPOHUL� LoLQGH� HWNLOL� RODELOPHNWHGLU��
Bugün her bir mal ya GD�KL]PHW��LoHUL÷L�EDúND�PDUNDODU�WDUDIÕQGDQ�EHQ]HU�\D�GD�ELUHELU�
taklit edilerek üretileELOPHNWH� KDWWD� NRS\DODQDELOPHNWHGLU�� 'ROD\ÕVÕ\OD�� �U�Q� \D� GD�
KL]PHWLQ� LoHUL÷L� YH� WHNQRORMLVL�� W�NHWLFLOHU� nezrinde� ROXúWXUXOPD\D� oDOÕúÕODQ� IDUNOÕOÕ÷Õ�
yaratma konusundD� \HWHUOL� RODPDPDNWDGÕU�� <LQH� R�PDO� \D� GD� KL]PHWLQ� IL\DWÕ�� GD÷ÕWÕP�
úHNOL� GH� D\QÕ� JHUHNoHGHQ� GROD\Õ� EHNOHQHQ� IDUNOÕODúPD\Õ� \D� GD� IDUN� HGLOPH\L� \D-
UDWDPDPDNWDGÕU�� 7XWXPODUÕQ� GDYUDQÕúODUÕ� \|QOHQGLUGL÷LQL� V|\OHPHN�� KHU� ]DPDQ� ROPDVD�
ELOH��GR÷UX�ELU�WDQÕPODmadÕU��%LOLQGL÷L�JLEL�WXWXPODU��KHUKDQJL�ELU�NRQX\D�NDUúÕ�NLúLnin 

DOGÕ÷Õ� WDYUÕ�� PHVDIH\L�� ROXPOX� YH\D� ROXPVX]� SR]LV\RQX� WDQÕPODU�� 'L÷HU� WDUDIWDQ��
GDYUDQÕúODU� LVH� J�QGHOLN� DOÕúNDQOÕNODUÕPÕ]Õ�� KDUHNHWOHULPL]L� YH� VDWÕQ� DOPD�
DOÕúNDQOÕNODUÕPÕ]Õ� WDQÕPODU�� 7XWXP� YH� GDYUDQÕúODU� DUDVÕQGDNL� EX� LOLúNL�� ELU� PDO� \D� GD�
marka\D� NDUúÕ� ROXúDQ� VHPSDWL� YH� VDGDNDWL� WDQÕPODPD� NRQXVXQGD� |QHPOL� LSXoODUÕ�
verebilmektedir (Bozkurt, 2006: 42-43-44). 

Okur-\D]DUOÕN� VRQUDVÕ� �SRVWOLWHUDWH�� WRSOXP� RODUDN� QLWHOHQGLULOHQ� ELU� WRSOXPGD�
\DúD\DQ� ELUL�� LNRQODUÕQ� YH� VLPJHOHULQ� SD]DUODPDGDNL� J�F�Q�� WDUWÕúPD]��'�Qyada ki en 

GH÷HUOL�PDUNDODUÕQGDQ�ELUL��0DUOERUR�ROXS�\DNODúÕN����PLO\DU�GRODU�GH÷HULQGHGLU�YH�WHN�
bir� VLPJH�oHYUHVLQGH� \DSÕODQPÕúWÕU; kovboylar, modem popüler kültürün ticari yönden 

HQ�GH÷HUOL�PLWL�ROGXNODUÕQÕ�NDQÕWODUODU��0DUlboro, gerçekten de mekanik verimin en iyi 
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örneklerinden biridir; dün\DQÕQ�HQ�GH÷HUOL�PDUNDVÕQÕQ��]HULQH�NXUXOGX÷X�YH����\ÕOÕ�DúNÕQ�
ELU�V�UHGLU�GH÷LúWLULOPHNVL]LQ�WHNUDUODQDQ�úH\�WHN�ELU�ILNLUGLU��ELU�\HQLOLN�GH÷il , bir fikir). 

'�Q\DQÕQ�GL÷HU�en�GH÷HUOL�PDUNDVÕ� LVH�&RFD-Cola'GÕU��RULMLQDO�DPEDODM� LNRQX��úLúHVLQLQ 

GÕú�KDWODUÕ��R�NDGDU�J�oO�G�U�NL��JUDILN�WDVDUÕPÕQÕ��\HULQL�DODQ�DO�PLQ\XP�WHQHNHye dahi 

|G�Qo� YHUPLúWLU��.ÕUPÕ]Õ� UHQN� JLEL� WHPHO� YH� J�oO� bir simgeye sahip oOPD� NDUDUOÕOÕ÷Õ��
1RHO� %DED
QÕQ� úLPGLNL� HYUHQVHO� NÕUPÕ]Õ� JL\VLVLQL�� ����� \ÕOÕQÕQ� QRHOLQGH� \DSÕODQ� ELU�
UHNODPGD�PDYL� JL\VLOL� ELU� F�FHGHQ� \HWLúNLQ�� NÕUPÕ]Õ� JL\VLOL� ELU� DGDPD� G|Q�úHQ� &RFD-
Cola oyuncusu Haddon Sundblom'un kendine g�YHQLQH� ERUoOX� ROGX÷XQD� GDLU� Sopüler 

�DQFDN� QH� \D]ÕN� NL� JHUoHN� ROPD\DQ�� HIVDQH\H� \DQVÕPÕúWÕU�� 7LFDUL� |QHPL� ELU� \ana, 

SD]DUODPDFÕODUÕQ�� PDUNDQÕQ� ROXúWXUXOPDVÕ� \|Q�QGHQ� VLPJHOHUH� YHUGLNOHUL� |QHPL�
DQODPDN� J�o� GH÷LOGLU�� dRN� EDVLW� ELU� úHNLOGH� V|\OHUVHN�� LQVDQ� LOHWLúLPLQLQ����
L� V|]O��
GH÷LOVe, hedeflenen tüketiciyle ileWLúLP�NXUDELOPHN� LoLQ�� ELU� ORJR\OD� YH\D� LVPLQ� JUDILN�
uyguODPDVÕ\OD�NLPOL÷L�ELU�W�U�J|UVHO�úHNLO�RODUDN�LIDGH�HWPHQLQ�\ROXQX�DUDPDN�DNÕOFÕGÕU��
*HUoHNWHQ�GH��SD]DUODPD�LOLúNLVLQGHQ�X]DN�GXUDQ�ELU�W�NHWLFL\H�\DNODúPD\D�oDOÕúÕUNen ve 

çok� GDKD� \XPXúDN� ELU� V|]O��� VDWÕú�D� JHUHNVLQLP� GX\X\RUVDN�� oDUSÕFÕ� ELU� J|UVHOOLN��
W�NHWLFL\L� ODID� ER÷PDGDQ�PDUNDPÕ]Õ� VXQPDQÕQ� HQ� HWNLOL� \ROXGXU (Morgan, 2001: 143-

144).  

M. Wayne Delozier,�SD]DUODPD�LOHWLúLPLQL�ú|\OH�WDQÕPODPDNWDGÕU���+HGHI�NLWOHGH�
aU]X�HGLOHQ� WHSNL\L�X\DQGÕUPD�DPDFÕ\OD�E�W�QOHúLN�X\DUÕFÕODUÕ� VXQPDN��PHYFXW� LúOHWPH�
PHVDMODUÕQÕ� GH÷LúWLUPHN� YH� LOHWLúLP� RODQDNODUÕ� \DUDWPDN� DPDFÕ\OD�� NXUXOX� LOHWLúLP�
NDQDOODUÕ�DUDFÕOÕ÷Õ\OD��SD]DUGDQ�PHVDMODUÕ�DOPD��DoÕNODPD�YH�R�GR÷UXOWXGD�KDUHNHW�HWPH�
sürecidir".� 7DQÕPGDQ� GD� DQODúÕODFD÷Õ� �]HUH� SD]DUODPD� LOHWLúLPL� ELU� \DQGDQ� LúOHWPHQLQ�
PHVDMODUÕQÕ�KHGHI�NLWOHVLQH�VXQDUNHQ�GL÷HU�\DQGDQ�GD�KHGHI�NLWOHVLQGHQ�JHOHQ�PHVDMODUÕ�
GH÷HUOHQGLUHUHN� EX� \|QGH� KDUHNHW� HWPH\L� LoHULU�� øOHWLúLPLQ� |]�Q�� LIDGH� HGHQ� EX� oLIW�
yönO��DNÕú�VD\HVLQGH�LúOHWPHOHU���U�Q�YH�KL]PHWOHULQL� W�NHWLFLOHULQH�GDKD�L\L� LIDGH�HWPH�
RODQD÷ÕQÕ� \DNDODUNHQ�� W�NHWLFLOHUGHQ� JHOHQ� PHVDMODUOD� GD� RQODUÕQ� LVWHN� YH� LKWL\DoODUÕ�
GR÷UXOWXVXQGD� PHYFXW� �U�Q� YH� KL]PHWOHULQLQ� KHP� NHQGLOHULQGH� KHP� GH� VXQXODQ�
PHVDMODUÕQGD� GH÷LúLNOLNOHU� \DSPD� RODQD÷ÕQÕ� \DNDODPDNWDGÕUODU�� *HoPLúWH� LúOHWPHOHULQ�
KHGHI� NLWOHOHUL\OH� LOHWLúLPLQL� VD÷OD\DQ� WHN� HOHPDQ� WXWXQGXUPD� �SURPRWLRQ�� RODUDN�
J|U�OP�úW�U�� *�Q�P�]GH� WXWXQGXUPDQÕQ�� LúOHWPHQLQ� KHGHI� NLWOHOHULQH� \|QHOLN� RODUDN�
\DSWÕ÷Õ� W�P� LOHWLúLP� oDOÕúPDODUÕQÕQ� \DOQÕ]FD� ELU� SDUoDVÕ� RODUDN� HOH� DOÕQPDVÕ� JHUHNOLOL÷L�
\|Q�QGHNL�J|U�ú�JLWWLNoH�\D\JÕQODúPDNWDGÕU��+DWWD�WXWXQGXUPD\Õ��KHGHI�NLWOHOHUL\OH�RODQ�
WHN�LOHWLúLP�ED÷ODQWÕVÕ�RODUDN�J|UPHQLQ��LúOHWPHQLQ�W�P�LOHWLúLP�SURJUDPÕQÕQ�HWNLQOL÷LQL�
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büyük ölo�GH� D]DOWPD� ULVNLQL� WDúÕGÕ÷Õ� JHUoH÷L� JHQLú� |Oo�GH� NDEXO� J|UPHNWHGLU�� %X�
QHGHQOHGLU� NL�� ELOLQHQ� E�W�Q� SD]DUODPD� NDUPDVÕ� GH÷LúNHQOHUL�� KDWWD� W�P� LúOHWPH�
IDDOL\HWOHUL�� LúOHWPHQLQ� KHGHI� NLWOH\H� VXQGX÷X� WRSODP� PHVDMÕQ� ELU� SDUoDVÕ� RODUDN�
GH÷HUOHQGLULOPHNWHGLU�� øúOHWPHQLQ� KHU� KDUHNHWL�� WRSODP� LOHWLúLPGH� NRQXúDQ� ELU� HOHPDQ�
RODUDN�NDEXO�HGLOPHOL�YH�KHU�ELULQLQ�SD]DUODPD�LOHWLúLPL�VWUDWHMLVLQGH�ELUELULQL�HWNLOH\HQ�
UROOHULQ� ROGX÷X� J|]GHQ� NDoÕUÕOPDPDOÕGÕU�� 0�� :D\QH� 'HOR]LHU� SD]DUODPD� LOHWLúLPLQL�
ú|\OH� WDQÕPODPDNWDGÕU�� �+HGHI� NLWOHGH� DU]X� HGLOHQ� WHSNL\L� X\DQGÕUPD� DPDFÕ\OD�
E�W�QOHúLN� X\DUÕFÕODUÕ� VXQPDN�� PHYFXW� LúOHWPH� PHVDMODUÕQÕ� GH÷LúWLUPHN� YH� LOHWLúLP�
RODQDNODUÕ�\DUDWPDN�DPDFÕ\OD��NXUXOX�LOHWLúLP�NDQDOODUÕ�DUDFÕOÕ÷Õ\OD��SD]DUGDQ�PHVDMODUÕ�
DOPD��DoÕNODPD�YH�R�GR÷UXOWXGD�KDUHNHW�HWPH�V�UHFLGLU��7DQÕPGDQ�GD�DQODúÕODFD÷Õ��]HUH�
SD]DUODPD� LOHWLúLPL� ELU� \DQGDQ� LúOHWPHQLQ� PHVDMODUÕQÕ� KHGHI� NLWOHVLQH� VXQDUNHQ� GL÷HU�
\DQGDQ� GD� KHGHI� NLWOHVLQGHQ� JHOHQ�PHVDMODUÕ� GH÷HUOHQGLUHUHN� EX� \|QGH� KDUHNHW� HWPH\L�
LoHULU�� øOHWLúLPLQ� |]�Q�� LIDGH� HGHQ� EX� oLIW� \|QO�� DNÕú� VD\HVLQGH� LúOHWPHOHU�� �U�Q� YH�
KL]PHWOHULQL�W�NHWLFLOHULQH�GDKD�L\L�LIDGH�HWPH�RODQD÷ÕQÕ�\DNDODUNHQ��W�NHWLFLOHUGHQ�JHOHQ�
PHVDMODUOD� GD� RQODUÕQ� LVWHN� YH� LKWL\DoODUÕ� GR÷UXOWXVXQGD�PHYFXW� �U�Q� YH� KL]PHWOHULQLQ�
hem kendilerinde hem de sXQXODQ� PHVDMODUÕQGD� GH÷LúLNOLNOHU� \DSPD� RODQD÷ÕQÕ�
yakalamaktaGÕUODU�� *HoPLúWH� LúOHWPHOHULQ� KHGHI� NLWOHOHUL\OH� LOHWLúLPLQL� VD÷OD\DQ� WHN�
HOHPDQ� WXWXQGXUPD� �SURPRWLRQ�� RODUDN� J|U�OP�úW�U�� *�Q�P�]GH� WXWXQGXUPDQÕQ��
LúOHWPHQLQ�KHGHI�NLWOHOHULQH�\|QHOLN�RODUDN�\DSWÕ÷Õ� W�P�LOHWLúLP�oDOÕúPDODUÕQÕQ�\DOQÕ]FD�
ELU�SDUoDVÕ�RODUDN� HOH�DOÕQPDVÕ�JHUHNOLOL÷L� \|Q�QGHNL�J|U�ú�JLWWLNoH� \D\JÕQODúPDNWDGÕU��
+DWWD� WXWXQGXUPD\Õ�� KHGHI� NLWOHOHUL\OH� RODQ� WHN� LOHWLúLP� ED÷ODQWÕVÕ� RODUDN� J|UPHQLQ��
LúOHWPHQLQ� W�P� LOHWLúLP� SURJUDPÕQÕQ� HWNLQOL÷LQL� E�\�N� |Oo�GH� D]DOWPD� ULVNLQL� WDúÕGÕ÷Õ�
JHUoH÷L� JHQLú� |Oo�GH� NDEXO� J|UPHNWHGLU�� %X� QHGHQOHGLU� NL�� ELOLQHQ� E�W�Q� SD]DUODPD�
NDUPDVÕ� GH÷LúNHQOHUL�� KDWWD� W�P� LúOHWPH� IDDOL\HWOHUL�� LúOHWPHQLQ� KHGHI� NLWOH\H� VXQGX÷X�
WRSODP�PHVDMÕQ�ELU�SDUoDVÕ�RODUDN�GH÷HUOHQGLULOPHNWHGLU��øúOHWPHQLQ�KHU�KDUHNHWL��WRSODP�
LOHWLúLPGH�NRQXúDQ�ELU�HOHPDQ�RODUDN�NDEXO�HGLOPHOL�YH�KHU�ELULQLQ�SD]DUODPD� LOHWLúLPL�
VWUDWHMLVLQGH� ELUELULQL� HWNLOH\HQ� UROOHULQ� ROGX÷X� J|]GHQ� NDoÕUÕOPDPDOÕGÕU� �.RFDEDú� YH�
Elden ve Çelebi, 1999: 16). 

Görüldü÷��JLEL�SD]DUODPD�LOHWLúLPL�ELU�WDUDIWDQ��U�Q��KL]PHW�\D�GD�LúOHWPH\H�DLW�
W�P�IL]LNVHO��\DSÕVDO��NDYUDPVDO�ER\XWWDNL�|]HOOLNOHUL�KHGHI�W�NHWLFL\H�PHVDM�LOHWPHN�LoLQ�
ELUHU�DUDo�RODUDN�NXOODQÕUNHQ��GL÷HU�WDUDIWDQ�GD�KHGHI�NLWOH�LOH�LOJLOL�ELOJLOHUL��LQFHOHPHleri 

GH� EX� NLWOH\H� XODúPDN� LoLQ� \DSÕODFDN� HWNLQOLNOHULQ� WDEDQÕQÕ� ROXúWXUDFDN� YHULOHU� RODUDN�
GH÷HUOHQGLULU��%X�QHGHQOH�SD]DUODPD�LOHWLúLPL�ROGXNoD�NDSVDPOÕ�YH�NDUPDúÕN�ELU�V�UHoWLU��
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Sürece dahil edilen tüm |÷HOHULQ�NRRUGLQH�ROPDVÕ�YH�KHU�ELULQLQ�DNVDWÕOPDGDQ�HQ�GR÷UX�
ELoLPGH� V�UG�U�OPHVL� SD]DUODPD� LOHWLúLPLQLQ� E�W�QVHO� EDúDUÕVÕ� LoLQ� HQ� |QHPOL� KDUHNHW�
QRNWDVÕGÕU�� 6|]�� HGLOHQ� SD]DUODPD� LOHWLúLPLQLQ� E�W�QVHO� EDúDUÕVÕQÕ� VD÷OD\DQ� VLVWHPH�
�E�W�QOHúLN�SD]DUODPD� LOHWLúLPL�� �,QWHJUDWHG�0DUNHWLQJ�&RPPXQLFDWLRQ��GHQLOPektedir 

(KocDEDú� YH� (OGHQ� YH� Çelebi, 1999: 17).� %�W�QOHúLN� SD]DUODPD� LOHWLúLPL�� SD]DUODPD�
LOHWLúLPLQL�ROXúWXUDQ�|÷HOHU�DUDVÕQGD� WXWDUOÕ�PHVDM�ELUOL÷L�YH�HúJ�G�P�VD÷OD\DUDN�KHGHI�
kitlenin etkilenmesini amaçlamDNWDGÕU��  

 

1.4. Pazar lama øOHWLúLPL�EOHPDQODUÕ 
(VNLGHQ�SD]DUODPD�LOHWLúLPL�GHQLOLQFH��SD]DUODPD�NDUPDVÕQÕQ�HOHPDQODUÕQGDQ�ELUL�

RODQ� WXWXQGXUPD�oDOÕúPDODUÕ� �SURPRWLRQ��DQODúÕOPDNWD\GÕ��$UWÕN�SD]DUODPD� LOHWLúLPLQLQ�
VDGHFH� WXWXQGXUPD� oDOÕúPDODUÕ\OD� �KDONOD� LOLúNLOHU�� UHNODP�� VDWÕú� WXWXQGXUPD�� NLúLVHO�
VDWÕú�� VÕQÕUOÕ� ROPDGÕ÷Õ�� �U�Q�Q� |]HOOLNOHUL� YH� DPEDODMÕ\OD� EDúOD\DQ�� VDWÕú� DQÕQGDNL�
LúOHPOHU� GDKLO�� VDWÕú� VRQUDVÕ� LúOHPOHUL� GH� LoLQH� DODQ� oRN� JHQLú� ELU� NDYUDP� ROGX÷X�
DQODúÕOPÕúWÕU��%X�EDNÕPGDQ�SD]DUODPD� LOHWLúLPL�HOHPDQODUÕ�GHQLQFH��SD]DUODPD�NDUPDVÕ 
elemanlarÕ� GD� NDVWHGLOPHNWHGLU�� 3D]DUODPD� NDUPDVÕ� NDYUDPÕ� LON� RODUDN�� ����� \ÕOÕQGD�
+DUYDUG� 0HVOHN� 2NXOX
QGDQ� 1HLO� %RUGDQ� WDUDIÕQGDQ� DoÕNODQPÕúWÕU�� 1HLO� %RUGDQ��
SD]DUODPD� VWUDWHMLVL� LoHULVLQGH�� SD]DUODPD� DUDúWÕUPDVÕ�� �U�Q� JHOLúWLUPH�� IL\DW� NR\PD��
DPEDODMODPD�� GD÷ÕWÕP�� UHNODP�� VDWÕú� WXWXQGXUPD�� VDWÕú� YH� Hú\D� WLFDUHWL� LOH� VDWÕú� VRQUDVÕ�
KL]PHWOHU� ROPDN� �]HUH� VHNL]� GH÷LúNHQ� RUWD\D� NR\PXúWXU�� ����� \ÕOÕQGD� (MHURPH�
0F&DUWK\�� SD]DUODPD� NDUPDVÕQÕ�� �U�Q� �SURGXFW��� IL\DW� �SULFH��� VDWÕú� \HUL� (place) ve 

tutundurma (promatiRQ��GH÷LúNHQOHULQLQ�LON�KDUIOHULQLQ�ELU�DUD\D�JHOPHVL\OH��3�úHNOLQGH�
LIDGH�HWPLúWLU���.RFDEDú ve Elden ve Çelebi, 1999: 27-28).  

3D]DUODPD� LOHWLúLPL� oDOÕúPDODUÕQGD� NXOODQÕODQ� E�W�Q� HQVWU�PDQODUÕQ� �UHNODP��
KDONOD�LOLúNLOHU��VDWÕú�JHOLúWLUPH�JLEL��SD]DUODma ve kurumsal kararlar ile sinerjik olarak 

E�W�QOHúPHVL� JHUHNPHNWHGLU�� %X�� J�Q�P�]� SD]DUODPD� LOHWLúLPL� V�UHFLQGH� \DúDQDQ� SHN�
oRN� SUREOHPLQ� JLGHULOPHVL� LoLQ� |QFHOLNOH� EDúYXUXODFDN� WHPHO� VWUDWHMLN� \DNODúÕP�
ROPDOÕGÕU��6RQXo�RODUDN��PDUNDQÕQ�JHUoHN�VDKLSOHUL�R�PDUND\Õ�\DUDWDQlar veya üreticiler 

GH÷LO��WDP�WHUVLQH��R�PDUND\Õ�VDWÕQ�DODQ��NXOODQDQ��EDúNDODUÕQD�|QHUHQ�W�NHWLFLOHUGLU��%LU�
NXUXPXQ�LWLEDUÕ��PDUNDVÕQÕQ�GH÷HUL��W�NHWLFLOHULQ�R�NXUXP�YH�PDUND\D�J|VWHUGL÷L�LOJL�YH�
VDGDNDW� LOH� GR÷UX� RUDQWÕOÕGÕU�� 0DUND� YH� NXUXmla tükeWLFLQLQ� NXUGX÷X� EX� LOLúNLQLQ�
\DSÕODQPDVÕQGD��KHU�JHoHQ�J�Q�\HQL�SHN�oRN�\DNODúÕP�JHOLúWLULOPHNWH�YH�GHQHQPHNWHGLU��
BununOD�EHUDEHU�SD]DUODPD�V�UHFLQGH�LOHWLúLP�D÷ÕUOÕNOÕ�VWUDWHMLOHU�JHOLúWLUPHN�YH�W�NHWLFL�
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RGDNOÕ� SODQODPDODUD� EDúODPDN�� EX� V�UHFLQ� VD÷OÕNOÕ� \DSÕODQGÕUÕOPDVÕ� LoLQ� DWÕODFDN� LON�
DGÕPGÕU��%XQX�EDúDUDELOPHQLQ�\HJDQH�úDUWÕ�GD�|UJ�W�Q�WDPDPÕQÕ�ELU�PHVDM�ND\QD÷Õ�JLEL�
G�ú�Q�S�� |UJ�W�Q� Lo� YH� GÕú� E�W�Q� KHGHI� NLWOHOHUL� LOH� NXUGX÷X� KHU� W�UO�� NRQWD÷Õ�� ELU�
LOHWLúLP� RODQD÷ÕQD� G|Q�úW�UPHNWLU�� %X� GD� SD]DUODPD�� SD]DUODPD� LOHWLúLPL�� \|QHWLP� YH�
KDONOD� LOLúNLOHU� ELOJL� DOW\DSÕVÕQD� GD\DQDQ� E�W�QOHúLN� SD]DUODPD� LOHWLúLPL� \DNODúÕPÕ\OD�
EDúDUÕODELOLU�� <DQL� |UJ�W�Q� LoLQGH�� |UJ�W� YH� PDUNDODUÕ� LOH� LOJLOL� IRWR÷UDIÕQ� WDPDPÕQÕ�
J|UHUHN��EXQXQOD�LOJLOL�JHUHNOL�DUDúWÕUPD�YH�YHUL�WDEDQÕQÕ�ROXúWXUDUDN��W�NHWLFLOHU�YH�GL÷HU�
heGHI� NLWOHOHU� QH]GLQGH� QDVÕO� ELU� IRWR÷UDI� \DUDWÕOPDN� LVWHQGL÷LQL�� VWUDWHMLN olarak 

planlamak gerekmektedir (Bozkurt, 2006: 47). 

 

�����1XPXQH�3D]DUODPDQÕQ�5RO� 

 *HOHQHNVHO� SD]DUODPDQÕQ� GL÷HU� ELU� XQVXru, numune pazarlamaya ne demeli? 

Yeni ürün, ulusal pazara sunulmadan önce, bölgesel ya da yerel pazarlarda denenmeli 

PL"� 3D]DU� WHVWOHULQLQ� ED]Õ� \DUDUODUÕ� YDUGÕU� DPD� ROXPVX]OXNODUÕQÕQ� \DUDUODUÕQÕ� DúWÕ÷ÕQÕ�
G�ú�Q�\RUX]��%D]Õ�ROXPVX]OXNODUÕ�ú|\OH�VÕUDOD\DELOLriz (Ries ve Ries, 2005: 15): 

Zaman KD\EÕ:� 1XPXQH� SD]DUODPDQÕQ� ND\EHWWLUHFH÷L� ]DPDQD� E�Wçeniz yetmez, 

|]HOOLNOH�PDUNDODúPDQÕn özü, akla ilk gelen olma anODPÕ�WDúÕGÕ÷Õ�LoLQ� 
RDNLSOHUH�6ÕU�9HULU� Numune pazarlama, rakipleri alarma geçirir ve belki de bir 

ya�GD�GDKD�ID]OD�UDNLELQ�EHQ]HU��U�QOHUOH�SD]DUD�JLUPHVLQL�WHúYLN�HGHU� 
Sonucu Öngörmez:�(QDPHORQ�GLú�PDFXQXQXQ�SD]DU� WHVWOHUL��XOXVDO�ED]GD�\ÕOOÕN�

���PLO\RQ�GRODUOÕN�VDWÕúÕ�|QJ|UP�úW���*HUoHNOHúHQ�VDWÕú�����PLO\RQ�GRODU� 
1XPXQH� SD]DUODPD\OD� ROXúDQ� VRUXQODUGDQ� ELUL� GH�� WDOHELQ� ID]OD� WHúYLN�

HGLOPHVLGLU�� gOo�OHELOHFHN� NDGDU� VRPXW� VRQXFD� XODúPDN� LoLQ�� E�WoHQL]� XOXVDO� oDSWD�
SD]DUODPD� SURJUDPÕQÕQ� X\JXODPD\D� \HWPH\HFH÷L� LoLQ�� JHQHOOLNOH� \HUHO� SURJUDPÕ�
X\JXODPDN� ]RUXQGD� NDOÕUVÕQÕz. Geleneksel yollarla yeni ürünü tanÕWPDN�� SD]DUODPD�
DUDúWÕUPDODUÕ��QXPXQH�SD]DUODPD�YH�Eüyük reklam bütçelerini kapsar  

 

1.6. Tacizkar Pazar lama 

Reklam�NLPL�PHPQXQ�HWPH\H�oDOÕúÕ\RU"�dR÷X�LQVDQ�EXQX�ELOL\RU�\D�GD�ELOGL÷LQL�
VDQÕ\RU�� IDNDW� EX� VRUX� WDKPLQ� HGHELOHFH÷LQL]GHQ� oRN� GDKD� ]RU� DVOÕQGD� Pazarlama 

oHUoHYHVL� LoLQGH�� W�NHWLFLQLQ� SD]DUODPD� V�UHFLQLQ�PHUNH]LQGH� ROGX÷XQX� V|\OH\HELli riz; 

o�QN�� EX�� SRS�OHU� P�úWHUL�PDUND� SODQODPD� PHWRGXQXQ� EHQLPVHGL÷L� EDú� SUHQVLSWLU�
�%RQG�YH�.ÕUVKHQEDXP��������������%X�QRNWDGD�HVNLGHQ��U�QOHUL�WDFL]NDU�SD]DUODPD\la 
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VDWÕ\RUGXN��%HNOHQPHGLN��NLúLVHOOHúWLULOPHPLú��DQODPVÕ]�UHNODPODUOD�LQVDQODUÕQ�NDUúÕVÕQD�
dikil L\RU�YH�ELU� úH\OHU� VDWÕQ�DOPDODUÕQÕ�XPX\RUGXN��%X�\|QWHP�ED]HQ� LúH�\DUÕyordu da 

(Godin, 2004: 19). 

 
ùHNLO����7DFL]NDU�3D]DUODPD 

 
 
 
 
 
 
 
 
 

Kaynak: Godin, 2004: 19. 
 

*HOHQHNVHO� WDFL]NDU� SD]DUODPDGD�� SD]DUODPDFÕ� GR÷UXGDQ� GR÷UX\D� RODELOGL÷LQFH�
oRN�VD\ÕGD�W�NHWLFL\H�VHVOHQLU��$UDGD�PHG\D�úLUNHWLQGHQ�EDúND�DUDFÕ�\RNWXU��7�NHWLFLQLQ�
DPDFÕ�� UHNODP YHUHQLQ�PHVDMÕQD�PDUX]� NDOPDNWDQ� NDoÕQPDNWÕU�� 3D]DUODPDFÕQÕQ� DPDFÕ�
ise, kHQGLVLQL�GLQOHPHN�LVWHPH\HQ�LQVDQODUÕQ�NDUúÕVÕQD�]RUOD�GLNLOHFHN�UHNODPODU�LoLQ�\HU�
VDWÕQ� DOPDNWÕU�� 2UWD\D� ELU� ILNLU� YLU�V�� VDOÕYHUPHQLQ� NLOLW� XQVXUODUÕQGDQ� ELUL�� PHVDMÕQ�
\R÷XQODúWÕUÕOPDVÕGÕU��%HOOL�ELU�JUXEXQ�VDGHFH����
LQLQ��KDWWD�����¶LQLQ�RUWD\D�DWWÕ÷ÕQÕ]�
fikri heyecan veriFL� EXOPDVÕ� \HWHUOL� GH÷LOGLU�� .D]DQPDN� LoLQ�� KHGHIOHGL÷LQL]� JUXEX�
E�W�Q�\OH� oDUSPDQÕ]� YH� avucunuzun� � LoLQH� DOPDQÕ]� JHUHNLU�� %X� \�]GHQ�� FR÷rafi, 

demografik ya da psiko-grafik bir gruba sapODQWÕOÕ� ELoLPGH� RGDNODQPDN� EDúDUÕOÕ� ILNLU�
tacirlerinin ortak özelli klerindendir (Godin, 2004: 20-21). 

 

ùHNLO����7DFL]NDU�3D]DUODPDQÕQ�6RQX 

 
 
 
 
 
 
 

 

Kaynak: Godin, 2004: 24 

 

Reklam YHUHQ� ELU� ILNLU� YLU�V�� \DUDWPDNOD�� R� ILNULQ� oR÷DODELOHFH÷L� YH�
\D\ÕODELOHFH÷L� ELU� RUWDP� \DUDWPÕú� ROXU�� %XUDGD� LúL� \apan fikiUGLU� SD]DUODPDFÕ� GH÷LO��

7h.(7ø&ø REKLAMVEREN 

7h.(7ø&ø REKLAMVEREN 
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1H\VH�NL� WDULK�� WDFL]NDU�SD]DUODPDQÕQ�NDUDQOÕN�JHOHFH÷L�NRQXVXQGDNL�IHU\DWODUÕPÕ�KDNOÕ�
oÕNDUGÕ�� %XJ�Q� WHOHYL]\RQ� NDQDOODUÕ� JHOHQHNVHO� LúOH\LúOHULQGHQ� KÕ]OD� X]DNODúPDN� LoLQ�
elOHULQGHQ� JHOHQL� \DSÕ\RUODU�� %DQQHU� WÕNODPD� RUDQODUÕQGDNL� G�ú�ú� ���
L� DúWÕ��
Süpermarketlerin yer döúHPHOHULQGHQ��&KLFDJR
GDNL�+LOWRQ�RWHOLQLQ� DVDQV|UOHULQGHQ�YH�
hatta SLVXDUODUÕQGDQ�UHNODPODU�IÕúNÕUÕ\RU��%DúÕPÕ]Õ�oHYLUGL÷LPL]�KHU�\HUGH��KHU�J�Q�ELUD]�
GDKD� SDKDOÕ� YH� ELUD]� GDKD� HWNLVL]� KDOH� JHOHQ�� EHNOHQPHdik, kiúLVHOOHúWLULOPHPLú� YH�
DQODPVÕ]�UHNODPODUOD�NDUúÕODúÕ\RUX]��7DFL]NDU�SD]DUODPD�ELU�NUL]H�V�U�NOHQPLú�GXUXPGD�
ve bu kriz daKD� GD� FLGGLOHúHFHN�� 0HVDMÕQÕ]Õ� XODúWÕUPDQÕQ� JHUoHNWHQ� PDOL\HW-etkin bir 

yolunu bulaPÕ\RUVDQÕ]�� LúLQL]LQ� JHOHFH÷L� NDUDQOÕN� GHPHNWLU�� 7DQÕPDGÕ÷ÕQÕ]� LQVDQODUÕ��
VLQLU�ER]XFX�\|QWHPOHUOH��KLo�GX\PDGÕNODUÕ�ELU��U�Q�KDNNÕQGD�DVOD�ELOPHN�LVWHPHGLNOHUL�
mesajlarla taciz etmeye daha fazla devam edemezsiniz. Tüketicilerin bugün çok az 

]DPDQÕ�YDU�YH�DUWÕN�EXQD�X]XQ�V�UH�Natlanmayacak kadar da güçlüler (Godin, 2004: 24). 

%XJ�Q�EX�QRNWDGD�W�NHWLFLOHU�GDKD�J�oO��JLEL�J|U�QPHNWHGLUOHU��$UWÕN�KDQJL�LOHWL\L�DOÕS�
KDQJLOHULQL�DOPD\DFDNODUÕ�QRNWDVÕQGD�WHUFLK�\DSDELOLU�ELU�GXUXPGDGÕUODU�� 

 

1.7. Günümüzde Pazar lamaQÕQ�6RUXQODUÕ 
1HZ�<RUN� úHKULQGH�EXOXQDQ�&XVWRPHr Strategies Worldwide LLC'nin yönetim 

NXUXOX� EDúNDQÕ� (OOLRW� (WWHQEHUJ�� 7KH� (FRQRPLVW� GHUJLVLQGH� VRQ� J�QOHUGH� \D\ÕQODQPÕú�
RODQ� ELU� PDNDOHGH�� PHVHOHOHULQ� VRQ� GXUXPXQX� NÕVDFD� ú|\OH� |]HWOHPLúWLU�� �'L÷HU� KHU�
úH\LQ�WHNUDU�LFDW�HGLOPHVL�JHUHNL\RU��'D÷ÕWÕP��\HQL��U�Q�JHOLúWLUPH��PDO�WHGDULN�]LQFLUL��
$QFDN�� SD]DUODPD� JHoPLúWH� WDNÕOÕ� NDOPÕú� GXUXPGD��� 0DNDOHQLQ� LGGLDVÕQD� J|UH��
tüketicileri daha derinden ve daha iyi bir�úHNLOGH�DQODPDN��ELU��U�Q�Q��Vtün niteliklerini 

WDQÕPODPDNWDn çok daha zor bir görevdir. TüketicileU��ELOLQHQLQ�|WHVLQGH�GH÷LúLUOHUNHQ��
pazarlama hiçbir de÷LúLP� J|VWHUPHPLúWLU�� øú� G�Q\DVÕQD� GX\XODQ� J�YHQVL]OLN� �|]HOli kle 

SD]DUODPD� DODQÕQGD��� GDKD� ID]OD� KDNNÕQÕ� DUDPD� LVWH÷L�� GDKD� ID]OD� J|UP�ú� JHoLUPLúOLN��
úLUNHWOHUH�YH�ELUH\VHO�PDUNDODUD�NDUúÕ�GDKD�D]�VDdakat, gizlili k ve güvenlik konusundaki 

DúÕUÕ� WHUHGG�WOHU�� W�NHWLFL� GDYUDQÕúÕQGDNL� GH÷LúPHOHULQ� ED]ÕODUÕGÕU�� '�Q\D� GH÷LúWL�� DPD�
W�NHWLFLOHUL�DQODPDN�LoLQ�NXOODQGÕ÷ÕPÕ]�PHWRWODU�Kala geçerli . Bu tekniklere dayaOÕ�RODUDN�
\DUDWWÕ÷ÕPÕ]��U�QOHU�YH� LOHWLúLPOHU� aUWÕN� W�NHWLFL\OH�ED÷GDúPÕ\RUODU� (Zaltman, 2004: 8-

9).� 2� ]DPDQ�� J�QFHO� SD]DUODPD� SDUDGLJPDPÕ]ÕQ� VÕQÕUODPDODUÕ�� EX� ELOJL� SDWODPDVÕ�
devrLQGH�oRN�GDKD�EHOLUVL]�ELU�J|U�QW��ND]DQPDNWDGÕU.   

%X� ELOJL� SDWODPDVÕ� oD÷ÕQGD� |]HOOLNOH� \HQL� ELU� �U�Q-hizmet-PDOÕ� WDQÕPOayacak 

\HQL� ELU� PDUNDQÕQ� SL\DVD\D� oÕNDUWÕOPDVÕQGD� LNL� VRUXQ� \DúDQPDNWDGÕU�� %LULQFLVL�
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LQDQGÕUÕFÕOÕN�� <HQL� ELU� NDYUDP�� |]HOOLkle de reklamlarda dile getirilGL÷LQGH� oRN� GD�
LQDQGÕUÕFÕ� ROPD]�� (÷HU� 9LDJUD�� ELU� UHNODP� NDPSDQ\DVÕ\OD� SL\DVD\D� V�U�OP�ú� ROVD\GÕ�
(iktiGDUVÕ]OÕ÷Õ�JLGHUHQ�KDS) büyük olDVÕOÕNOD�KLobir yere varamD]GÕ��5HNODP��NRQVHUYH\H�
benzer� �*HUoHNWH�� NRQVHUYH� GH� ELU� UHNODPGÕU� DPD� E�W�Q� UHNODPODU� NRQVHUYH� GH÷LOGLU). 
5HNODPODUÕQ� LQDQGÕUÕFÕOÕ÷Õ� D]GÕU�� (WNLOL� RODELOPHN� LoLQ�� UHNODPFÕOÕN� VDGHFH� �o�QF��
taraflDUÕQ� J|VWHUHELOHFHNOHUL� LQDQFD� JHUHNVLQLP� GX\DU�� ho�QF�� WDUDIODU� GD� GRVWODU��
NRPúXODU�� DNUDEDODU� YH� |]HOOLNOH� GH� PHGyadaQ� EDúNDVÕ� GH÷LOGLU�� <HQL� ELU� PDUND\Õ�
SL\DVD\D� V�UPHN� LoLQ� HQ� HWNLOL� SD]DUODPD� SURJUDPODUÕQÕQ� ELU� 35� NDPSDQ\DVÕ\OD�
EDúODPDVÕQÕQ� QHGHQL� GH� EXGXU�� o�QN�� D÷Õ]GDQ� D÷]D� \D\ÕOÕU� YH� VRQXQGD� GD� PDUND\D�
LQDQGÕUÕFÕOÕN�ND]DQGÕUÕU��$QFDN�ELU�PDUNDQÕQ�LQDQGÕUÕFÕOÕ÷Õ�|Oo�OHELOLU�GXUXPD�JHOGLNWHQ�
VRQUD� ELU� úLUNHW� ND\QDNODUÕQÕ� ELU� UHNODP� SURJUDPÕQD� DNÕWPD\Õ� J|]H� DODELOLU��
øQDQGÕUÕFÕOÕ÷ÕQ� DUGÕQGDQ� \DúDQDQ� LNLQFL� VRUXQ� LVH� �JHOHQHNOHU�GLU�� 'L÷HU� ELU� GH\LúOH��
LQVDQODU��GL÷HUOHULQLQ�DOGÕNODUÕ� úH\L�DOPDN� LVWHUOHU��*HQHO�RODUDN��KLo�NLPVH�JHOHQHNOHUH�
NDUúÕ� J|U�QPHN� LVWHPH]�� +Lo� NXúNXVX]�� H÷HU� EX� oÕNDUVDPD� W�P�\OH� GR÷UX� ROVD�� LVWHU�
light bira olsun ister evlili k öQFHVLQGH�ELUOLNWH� \DúDPD��KLoELU� \HQL�EDúODQJÕo�P�PN�Q�
olaPD]GÕ��6DGHFH�N�o�N�ELU�W�NHWLFL�D]ÕQOÕ÷ÕQÕQ�NHQGLOHULQL�JHOHQHNVHOOL÷LQ�GÕúÕQGD�NDEXO�
HWPHVL�YH�oR÷XQOX÷XQ� LVH�\HQL�ELU� úH\L� VDGHFH�DU]XODPDNOD�\HWLQPH\LS�GH�DOPD\D� FDQ�
DWPDVÕ� ELU� úDQVWÕU�� <HQL� ELU� PDUND\Õ� SL\DVD\D� oÕNDUWPDN�� oHúLWOL� VRUXQODUÕQ�
o|]�POHQPHVLQL�JHUHNWLULU��.DOÕWVDO�RODUDN�\DYDú�ELU�V�UHo�LoLQGH�V�UHNOL�LOHUOHPH\L�QDVÕO�
VD÷ODUVÕQÕ]"�+Lo� LQDQGÕUÕFÕOÕ÷Õ� ROPD\DQ� \HQL� ELU�PDUND\Õ� �YH� \HQL� ELU� NDWHJRUL\L�� QDVÕO�
LQDQGÕUÕFÕ� NÕODUVÕQÕ]"� øNL� VRUXQ� GD� LoVHO� RODUDN� ED÷ODQWÕOÕGÕU�� +HU� LNLVL\OH� GH� EDúD�
oÕNDELOPHQLQ� HQ� L\L� \ROX�� ³VÕ]GÕUPD�� GHQLOHQ� ELU� KDONOD� LOLúNLOHU� VWUDWHMLVLQGHQ� JHoHU��
3L\DVD\D���oÕNPD\D�KD]ÕU�ROPDGDQ�|QFH��\HQL��U�Q�KDNNÕQGD�HQIRUPDV\RQ�VÕ]GÕUÕUVÕQÕz. 

Kavram ne kadar köktenci oOXUVD��JHEHOLN�G|QHPL�GH�R�NDGDU�X]DU��0DUND�LQúDVÕ��KHOH�GH�
söz konusu RODQ� \HQL�ELU� NDWHJRUL� oHúLWOHPHVL� LVH�� KLo�NROD\�GH÷LOGLU��'�Q\DQÕQ� HQ� L\L�
�U�Q�QH�VDKLS�RODELOLUVLQL]��G�Q\DQÕQ�HQ�L\L�SD]DUODPD�VWUDWHMLVLQH��HQ�L\L�LVLPOHUH��\HQL�
kategori ve yeni PDUND� LoLQ��YH�JHUHNVLQGL÷LQL]� W�P�ND\QDNODUD�GD� VDKLS�RODELOLUVLQL]��
$PD��|QFHOLNOH�RODVÕ�P�úWHULOHULQL]LQ�EH\LQOHULQH�JLUHPH]VHQL]��DVOD�EDúDUÕOÕ�RODPD]VÕQÕz 

(Ries ve Ries, 2005: 250)�� %X� ED÷ODPGD� Amerikan Reklam Federasyonu’nun eski 

GHNDQÕ� %LOO� %HUQEDFK� SD]DUODPD� \|QHWLPLQH� JLGHQ� \ROX� ú|\OH� J|VWHUPLúWLU�� �6L]L�
dinlemeyen birine bLU� úH\� VDWDPD]VÕQÕ]�� V|]O�� DNWDUÕP� EXODELOHFH÷LQL]� HQ� L\L� DUDoWÕU��
VÕNÕFÕ\VDQÕ]�VDWDPD]VDQÕ]��$PD�DQODPVÕ]FD�J|]�NDPDúWÕUDUDN�GD�ELU�\HUH�YDUDPD]VÕQÕ]���
Cevap, elbette, sizi dinlHPHOHUL� LoLQ� LQVDQODUD�PDQWÕNOÕ� ELU neden göstermek, sonra da 
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RQODUÕQ� V|]O�� DNWDUÕP� \HWHQHNOHULQL� JHQLúOHWHFHN� ELU� DOW\DSÕ� \DUDWPDNWÕU�� 9H� KHU� LNL�
g|UHYLQ�WHPHOLQGH��SD]DUODPDFÕODUÕQ�DUWÕN�GDKD�J�oO��GXUXPGDNL�W�NHWLFLOHUH�göstermesi 

JHUHNHQ� VD\JÕ� \DWDU� (Godin, 2004: 37). Özell ikle 5-��� \ÕO� |QFH� SHN� UDVWODQPD\DQ�
W�P�\OH�\HQL�W�U�SD]DUODPD�VRUXQODUÕ��0RUJDQ���������-25)�LVH�úXQODUGÕU: 

1)� %HOLUOL� SD]DUODU�� LON� GHID�� JHOLúPHQLQ� |WHVLQGH� ELU� NDSDVLWH� ID]ODVÕQD� XODúWÕ��
.DWHJRULQLQ� E�\�PHVLQH� UD÷PHQ� KHU� \ÕO� SL\DVD\D� GR÷DO� WDOHEL� DúDQ� VD\ÕGD� �U�Q� YH�
PDUND� VXQXOPDVÕ�� PDUNDODUÕQ� PD÷D]D� EDúÕQD� VDWÕúODUÕQÕ� NRUX\DELOPHN� LoLQ� WDOHEL�
DUWWÕUPDODUÕ�DQODPÕQD�JHOL\RUGX��2WRPRWLY��UHWLFLOHUL�VHNW|U�Q�Q��]HULQH�NDEXV�JLEL�o|-

NHQ� NDSDVLWH� ID]ODVÕQD� EDNÕQ�� )RUG
XQ� UHVPL� ROPD\DQ� WahPLQLQH� J|UH� GR÷DO� WDOHELQ�
\DOQÕ]FD����PLO\RQ�ROGX÷X�JOREDO�ELU�SL\DVDGD�� KHU� \ÕO�G�Q\D�oDSÕQGD����PLO\RQ� \HQL�
araba üretilmektedir. 

2) �.DSDVLWH�ID]ODVÕ�KHUNHVH�\HWHFHN�NDGDU�\L\HFHN�ROPDGÕ÷Õ�DQODPÕQD�JHOL\RUGX� 
'DKD�E�\�N�RODQ�EDOÕNODU�� LVWHdikleri rDNDPODUD�XODúDELOPHN�LoLQ�N�o�N�EDOÕNODUD��GDKD�
DFÕPDVÕ]FD�VDOGÕUPD\D�EDúODGÕ��0DVUDIODUÕQÕ�NÕVWÕODU��oDOÕúDQODUÕQÕn sayÕVÕQÕ�D]DOWWÕODU�YH�
GD÷ÕWÕPODUÕQÕ�XODúDELOHFHNOHUL�VRQ�QRNWD\D�NDGDU�\D\GÕODU�� 

3.� %�\�N� EDOÕN� ELU� WDUDIWDQ� GLNNDWOHULQL� GD÷ÕWÕUNHQ�� GL÷er tDUDIWDQ� RQODUÕ� GÕúDUÕ�
DWÕ\RUGX� 

4.� %�\�N� R\XQFXODU� DúD÷Õ\D� LQGLNoH�� SHUDNHQGHFLOHU� \XNDUÕ\D� WÕUPDQGÕ��
$UDúWÕUPD\D� NDWÕODQ� SD]DUODPDFÕODU�� SD]DUODUÕQGDNL� SHUDNHQGHFLOHULQ� LVWHNOHULQLQ�� NHQGL�
pazarODPD� JHUHNOHUL� �]HULQGH� oRN� GDKD� ID]OD� HWNLOL� ROPD\D� EDúODGÕ÷ÕP� IDUN� HWPLúOHU��
5DNLS�PDUNDODUÕQ�SD]DU�SD\ODUÕQÕ� HOH�JHoLUPH\H� oDOÕúPDN�DUWÕN� \HWHUOL�GH÷LOGL��ED÷ÕPOÕ�
oldukODUÕ� SHUDNHQGHFL�� H÷HU� NDOLWHOHULQL� NRUXPDN� LVWL\RUODUVD� RQODUÕ� W�P� SD]DUÕ�
büyütmeye zorluyordu. Beli rli ülkelerGH� NRW� JL\HFHNOHUGHQ� oDPDúÕr suyuna ve hatta 

müzik setOHULQH� NDGDU� ELUoRN� DODQGD� SHUDNHQGHFLOHULQ� |]HO� PDUNDODUÕ� RUWD\D� oÕNPÕúWÕ��
NLPL� �ONHOHUGH�� PDOL� KL]PHWOHU� JLEL� NDWHJRULOHUGH� SHUDNHQGHFLOHU� GLNNDWH� GH÷HU�
R\XQFXODUD�G|Q�úP�úOHU� 

David Ogilvy ve Bill Bernbach gibi öncülerin üzerLQGH� NDUL\HU� \DSWÕ÷Õ� YH� ����
\�]\ÕOÕQ� EDúODUÕQGD� LúOHWPH� IDN�OWHOHULQLQ� JHOLúWLUGL÷L� RULMLQDO� SD]DUODPD� WHRULOHULQLQ�
oR÷XQD� WHSNL� YHUPH\HQ� ����
OHULQ� W�NHWLFLOHULQL� XQXWPDPDN� JHUHNLU�� 7HNQRORMLN� YH�
WRSOXPVDO�GH÷LúLNOLNOHU�úX�DQGD�HQ�GH÷HUOL�YDUOÕ÷Õ�SDUD�GH÷LO�GH�]DPDQ�RODQ�YH�DVOÕQGD�LNL�
UHNODP� |QF�V�Q�Q� GH� XODúPD\D� oDOÕúWÕ÷Õ� $PHULNDQ� W�NHWLFLVLQH� ]DUDU� YHUPHNWHGLU��
7�NHWLFLOHU�� KHUNHVLQ� oRN� GH÷HUOL� ]DPDQÕQÕ� oDODQ� oRN� VD\ÕGDNL� NHQW� YH� YDURú�
SUREOHPOHUL\OH� NDUúÕODúPDNWDGÕUODU�� =DPDQ� EDVNÕVÕ� YH� DúÕUÕ� HQIRUPDV\onun sonucu 
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RODUDN�� W�NHWLFLOHUH�YH� UHNODPODUD�NDUúÕ�GDKD�KRúJ|U�V�]�YH�ú�SKHFL�ROPDNWDGÕUODU��%X��
]HND�� HWNLOH\LFLOLN� YH� UDGDU� DOWÕQGDQ� W�NHWLFLQLQ� ELOLQFLQH� VLQVLFH� JLUHFHN� DQODPOÕ�
reklamlDUÕ�GDKD�]RU�KDOH�JHWLUPHNWHGLU��%RQG�YH�.ÕUVKHQEDXP������������. 

7�NHWLFLOHULQ� VDGHFH� V|]OH� G�ú�QG�÷�QH� LQDQDQ� SD]DUODPDFÕODU�� W�NHWLFLOHULQ�
]LKLQOHULQH� ELU� úLUNHW� YH\D� ELU� �U�Q� KDNNÕQGD� LVWHGLNOHUL� PHVDMÕ� DúÕOD\DELOHFHNOHULQL�
VDQÕUODU�� %X� LQDQÕú� \�]�QGHQ�� SD]DUODPDFÕODU�� W�NHWLFLOHULQ� ]LKLQOHULQL� ERú� ELUHU� ND÷ÕW�
olarak görürler ve üzerlerine istediklerLQL�\D]DELOHFHNOHULQL�VDQÕUODU�(Zaltman, 2004: 40-

�����$\UÕFD��W�NHWLFLOHUH�SD]DUODPD�KDNNÕQGD�EX�NDGDU�oRN�úH\�|÷UHWPHNOH�\DOQÕ]FD�VDWÕú�
\DSPD\Õ�GDKD�]RU�ELU�KDOH�JHWLUGLN��%X�QHGHQOH�RQODUÕQ�IDUNÕQD�YDUPD\DFDNODUÕ�UHNOamlar 

\DUDWPDN� JLGHUHN� oRN� GDKD� ]RU� ELU� KDOH� JHOPHNWHGLU�� 6�USUL]� XQVXUX� ND\EROPXúWXU��
$VNHUL�ED÷ODPGD��UDGDUD�\DNDODQPDGDQ�XoPDQÕQ�DUNDVÕQGDNL�E�W�Q�ILNLU��VL]�RQXQ�RUDGD�
ROGX÷XQX� DQODPDGDQ� |QFH� KHGHIH� \DNODúPDNWÕU�� )DNDW� EL]� EX� JUXED� \|QWHPOHULPL]�
KDNNÕQGD� R� NDGDU� oRN� úH\� |÷UHWWLN� NL� RUWDN� UDGDUODUÕQÕ� GDLPD� NÕUPÕ]Õ alarmda tutarak 

GL÷HU�Q�IXV�JUXSODUÕQGDQ�oRN�GDKD�DOoD÷D�D\DUODGÕODU��%L]�GH�JLGHUHN�EX�JUXED�XODúPDN�
LoLQ�GDKD�ID]OD�DúD÷Õ\D� LQPHN�]RUXQGD�NDOÕ\RUX]��%|\OHFH�GH�JHOHQHNVHO�79�YH�XOXVDO�
dergileUGHQ�GDKD�D]�WLFDUL�PHG\D�DUDoODUÕQÕ�NXOODQDUDN�NHQGLPL]L�\HU�DOWÕQGD�EXOX\RUX]�
�%RQG�YH�.ÕUVKHQEDXP�����������. 

 

2. 7h.(7ø&ø 
³7�NHWLFL´� GHGL÷LQL]GH� WDP� RODUDN� NLPGHQ� V|]� HGL\RUVXQX]"� 0DUNDQÕQ� WLFDri 

VDWÕQ�DOÕFÕODUÕ�RODQ�W�FFDU��SHUDNHQGHFL�YH�DUD�ED\LOHUOH��SHUDNHQGH�VDWÕú�QRNWDVÕQGD�UDIWDQ�
VDWÕQ� DODQ� QLKDL� DOÕFÕ\Õ�� HYGHNL� NXOODQÕFÕ\Õ� ELUELULQGHQ� D\UÕ� HOH� DODFD÷ÕQÕ]Õ� ]DWHQ�
bil iyorsunuz. Bu ikinci tür m�úWHUL�� GX\DUOÕ� ELU� WDQÕP� JHUHNWLULU�� EX� D\UÕQWÕ\D�� UHNODP�
SODQODPDFÕODUÕ�JLUHFHNWLU���%URDGEHQW�������������%X�EHOLUWLOHQOHULQ�KHU�ELUL�LoLQ�D\UÕ�D\UÕ�
W�NHWLFL� WDQÕPÕ� \DSPDN� JHUHNPHNOH� ELUOLNWH� JHQHO� RODUDN� W�NHWLFL� NDYUDPÕ�� V|]F�÷�Q�
NHQGLVLQGHQ�GH�DQODúÕODFD÷Õ�JLEL�� W�NHWLP�RODUDN�DGODQGÕUÕODQ�HWNLQOL÷L� \DSPD\D�JLULúHQ�
ELU�NLúL\L� DQODWÕU��%XQXQ�GD�|WHVLQGH�-DFN� LQ� WKH�%R[¶XQ�|\N�V��� LQVDQODUÕQ�ELU��U�Q�Q�
LVWHNOL� W�NHWLFLOHUL� ROGXNODUÕQÕ� V|\OHPHOHUL�� SD]DUODQDQ� �U�QH� PXWODND� DoÕN� ROGXNODUÕ�
DQODPÕQD� JHOGL÷LQL� �KDWWD� W�NHWLFL� ROGXNODUÕ� DQODPÕQD� GDKL� JHOPH\HFH÷LQL�� RUWD\D�
NR\PDNWDGÕU�� ����
OHUGH� YH� ����
OL� \ÕOODUÕQ� EDúÕQD� SD]DUODPDFÕ� YH� W�NHWLFL� DUDVÕQGDNL�
PXWOX� ELUOLNWHOLN�� K�N�PHWWHQ� EDúOD\DUDN� KHU� W�UO�� NXUXPD� GX\XODQ� NLQL]PGHQ� GROD\Õ�
DúÕQGÕ�� |\OH� NL�� W�NHWLFLOHU� KHU� NDWHJRULGHNL� SD]DUODPD� YDDWOHULQH� NDUúÕ� ED÷ÕúÕN� KDOH�
JHOPLúOHUGL��0HVHOH�� LQVDQODUÕQ�ELU� NDYUDP�YH� V|]F�N�GD÷DUFÕ÷Õ� SD]DUODPDQÕQ� IDUNÕQGa 
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ROPDODUÕQGDQ� LEDUHW� GH÷LOGLU� �����
ODUÕQ� ELOJLOL� W�NHWLFLVL�� 9DQFH� 3DFNDUG
ÕQ� NRUXPDVÕ]�
PDVXP� W�NHWLFLVLQLQ� NDUúÕ� VDYÕGÕU��� PHVHOH� ROJXQODúPÕú� YH\D� DúÕUÕ� ROJXQODúPÕú�
SD]DUODUGDNL� JHYúHPLú� R\XQFXODUÕQ� \DSWÕ÷Õ� DEDUWÕOÕ� UHNODPODUGDQ� YH� GDODYHUHOHUGHQ�
\DQPÕú� W�NHWLFLOHULQ� NHQGLOHULQGHQ� EDúND� NLPVH\H� J�YHQPHN� QL\HWLQGH� ROPDPDODUÕGÕU��
'HQH\LPOHUL� DNVL� \|QGH� ROGX÷X� LoLQ�ELULQLQ� LoHFHN� LNUDP�HGHQ� J�OHU yüzlü hosteslerin 

NXOODQGÕ÷Õ� UHNODPODUOD� DOD\� HWPHVL� KRú� J|U�OHELOLU�� DQFDN�� GDKD� GD� VDUVÕFÕ� RODQ� KXVXV��
SD]DUD� JHUoHNWHQ� ELU� �U�Q� VXQXOGX÷XQGD�� EX� �U�QH� \HWHULQFH� J�YHQ� GX\XOPDPDVÕGÕU��
6|]JHOLPL�6RQ\�3OD\�6WDWLRQ���VW�Q��U�Q�DYDQWDMODUÕQGDQ������GHUHFH�KDUHNHW����ER\XWOX�
grafikler ve yüksel çözünürlük) pazara girmenin bir� \ROX� RODUDN� V|]� HWWL÷LQGH�� KHGHI�
NLWOH� RODQ� JHQo� W�NHWLFLOHU� EXQXQOD� DOD\� HWWLOHU��PHVHOH�� EXQODUÕQ� LVWHQPH\HQ� |]HOOLNOHU�
ROPDODUÕ�GH÷LO��6HJD�YH�1LQWHQGR
QXQ��\HWHUVL]����ELWOLN�WHNQRORMLOHULQL�EX�W�U�LGGLDODU�LOH�
VDWPDN�LVWHPLú�YH�\DODQ�V|\OHPLú�ROPDVÕ\GÕ��$÷]Õ�ELU�\D�GD�LNL�NH]�\DQDQ�W�NHWLFLnin bir 

daha aptal yerine konulmaya niyeti yoktu ( Morgan, 2001: 44). 

0DUND� N�OW�UHO� ELU� DQODPÕ�� VRPXW� QLWHOLNOHU� YH� LúOHYVHO� ELU� \DUDUOD�
ED÷ODQWÕODQGÕUÕODUDN� NRUXQPDOÕ� YH� JHOLúWLULOPHOLGLU�� $QFDN� E|\OHVL� ELU� DQODP�� P�úWHUL�
VDGDNDWLQLQ�RUWD\D�oÕNPDVÕQÕ�VD÷OD\DELOLU��0�úWHUL�LOLúNLOHUL�\|QHWLPLQLQ�PDUND�\|QHWLPL�
LOH� ELUOLNWH� YH� HúJ�G�P� LoLQGH� VRQ� GHUHFH� |QHP� ND]DQGÕ÷Õ� J|U�O�\RU� YH� EX� H÷LOLPLQ�
DUWDUDN� V�UHFH÷L� NHVLQ��0DUND\Õ� KHU� W�UO�� UHNDEHWoL� VDOGÕUÕ\D� NDUúÕ� GD\DQÕNOÕ� NÕOPDQÕQ�
\ROX�PDUND�W�NHWLFL�LOLúNLVLQLQ�J�F�QGHQ�JHoL\RU��0DUND�LOH�P�úWHUL�DUDVÕQGDNL�LOLúNLQLQ�
\DNÕQODúPDVÕ�YH�JHOLúPHVL�JHOHFH÷LQ�PDUNDODUÕQÕQ�J�F�Q��EHOLUOH\HFHNWLU� �8]WX÷�������
28).  

Beyin-vücut-zihin-WRSOXP� SLUDPLGL� WDUDIÕQGDQ� WHPVLO� HGLOHQ� P�úWHUek-etkileme 

\DSÕVÕ�� KHU� SD]DUODPDFÕQÕQ� YH� KHU� W�NHWLFLQLQ� G�ú�QPH� úHNOLQL� YH� GDYUDQÕúÕQÕ�
úHNLOOHQGLULU��%LU��SD]DUODPDFÕ�SLUDPLGL��YH�ELU��W�NHWLFL�SLUDPLGL��ELU�DUD\D�JHOGL÷LQGH��
SD]DUODPDFÕODU�YH�W�NHWLFLOHU�HWNLOHúLP�KDlinde�ROGXNODUÕQGD�QH�ROXU"�6RQXo��ùekil  10’da 

J|VWHULOPHNWHGLU�� ùHNOLQ� J|VWHUGL÷L� JLEL�� SD]DUODPDFÕODU� YH� W�NHWLFLOHU�� ELUELUOHULQL�
ELOLQoOL� YH� ELOLQoDOWÕ� VHYL\HOHUGH� HWNLOHUOHU�� $QFDN�� oR÷X� SD]DUODPDFÕ�� SLUDPLW�
PHNDQL]PDVÕQÕQ� HQ� DNWLI� ROGX÷X� ELOLQoDOWÕ� VHYL\H\H� LQPHNWHQ� NDoÕQPDNWDGÕU�� %Lr 
EHQ]HWPH� \DSPDN� DoÕVÕQGDQ�� ELU� DUDEDQÕQ� VDWÕQ� DOÕQPDVÕQGDNL� PXKWHPHO� HWNLOHUL� J|z 

|Q�QGH� EXOXQGXUDOÕP�� 6SRU� DUDED� NXOODQDQ� ELULVL�� EX� DUDED\Õ� SUDWLN� QHGHQOHU� \HULQH�
\HUOHúPLú�GX\JXVDO�VHEHSOHU�\�]�QGHQ�VDWÕQ�DOPÕú�RODELOLU��%HONL�GH��EDúNDODUÕ�WDUDIÕQGDQ 

JHQo�� FHVXU�� VHNVL� YH� DWÕOJDQ� ELUisi olarak görülmek isti\RUGXU�� 5HNODP� YH� GL÷HU�
LQVDQODUÕQ� DUDED� VDWÕQ� DOPD� DOÕúNDQOÕNODUÕ� JLEL� N�OW�UHO� HWNLOHU�� EX� LoVHO� DU]XODUÕ� RUWD\D�
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oÕNDUDELOLU��dRFXNNHQ��DPFDVÕQÕ� IL\DNDOÕ�ELU� VSRU�DUDEDGD�J�]HO�ELU�KDQÕPOD�GRODúÕUken 

J|UP�ú� ROPDN�� EX� LQVDQÕQ� DU]XODUÕQÕQ� N|N�Q�� ROXúWXUDELOLU��$\QÕ� ]DPDQGD�� UHNODPODUÕ�
YH� VRV\DO� HWNLOHULQ� GL÷HU� IRUPODUÕQÕ� HWNLOL� NÕODQ� EX� LoVHO� DU]XODU� YH� JHQo� \DúWD� JHOHQ�
etkilenmelerdir. Bu arzular, spor araba meraNOÕVÕ� ELU� NLúLQLQ�� ELU� UHNODPGD, görd�÷��
ELOJL\H� YH� WHVW� V�U�ú�QH�� VDWÕQ� DOPD� YH� NXOODQPD� LOH� LOJLOL� \DúDGÕNODUÕQD� GD\DOÕ� RODUDN�
anlam dolu tecrübeler yaratmaVÕQÕ� VD÷ODr. Bu yüzden, "harici" pazarlama faaliyetleri, 

tüketiciOHULQ� �LoVHO� G�Q\DODUÕQÕ�� RUWD\D� oÕNDUPDNWD� |QHPOL� ELU� URO� R\QDmaktaGÕU�� %LU�
W�NHWLFLQLQ�EHOOL�ELU��U�Q��VDWÕQ�DOPD�NDUDUÕ��EX�LNL�G�Q\DQÕQ�VDGHFH�ELULQGHQ�oÕNPD]��EX�
LNL� G�Q\DQÕQ� NDUúÕOÕNOÕ� HWNLOHúLPL� VRQXFX� ROXúXU�� %LU� W�NHWLFLQLQ� Lo� G�Q\DVÕQÕQ�� ELU�
SD]DUODPDFÕQÕQ�GÕú-G�Q\D�PHVDMÕQÕ�oRN�J�oO��YH�IDUNOÕ�ELU�úHNLOGH�ELçimOHQGLUHELOHFH÷LQL�
anlamamak, ürün-JHOLúWLUPH� KDWDODUÕQÕQ� SHN� oR÷XQXQ� VHEHELGLU�� $UWÕN� oRN� GDKD� L\L�
ELOL\RUX]� NL�� SD]DUODPDFÕODUÕQ� ELOLQoDOWÕ� YDUVD\ÕPODUÕ� YH� EHNlentileri, tüketicilere hangi 

VRUXODUÕ�VRUGXNODUÕQÕ��EX�VRUXODUÕ�ELU�DQNHWWH�QDVÕO�GLOH�JHWLUGLNlerini, ELU�oDOÕúPDGD�KDQJL�
NDWÕOÕPFÕODUÕ� VHoWLNOHULQL� YH� KDQJL� DQDOLWLN� PDO]HPHOHUL� NXOODQGÕNODUÕQÕ� HWNLlemektedir. 

%X� ELOLQoDOWÕ� V�UHoOHU�� W�NHWLFLOHULQ� QH� W�U� ELU� ELOJL� YHUGL÷LQL� -ya da sDNODGÕ÷ÕQÕ- 
úHNLOOHQGLUPHNWHGLU�( Zaltman, 2004: 63-64). 

 
ùHNLO��0��3D]DUODPD�6�UHFLQGH�7�NHWLFL�%LOLQo�(WNLOHúLPL 

 
 
 
 
 
 
 
 
 
 
 
 
 

Kaynak: Zaltman, 2004: 64 

 

2.1. Pazarda Tercih Edilebili r Olmak øçin Gereken Unsur lar  

3D]DUGD�WHUFLK�HGLOHELOLUOL÷LQ�WHPeO�XQVXUX�P�úWHUL�PHPQXQL\HWL�YH�ED÷OÕOÕ÷ÕGÕU��
Bu süreçte m�úWHUL�PHPQXQL\HWL��o�úH\H�GD\DQÕU��=\PDQ�YH�%URWW������������:  

1) hU�Q�Q�\D�GD�KL]PHWLQ�EDúDUÕVÕ��6DWWÕ÷ÕQÕ]� úH\� \DSPDVÕ�JHUHNHQ� LúL� \DSÕ\RU�
PX"�hU�Q�Q�]��P�úWHULOHULQ�EHNOHQWLOHULQL�NDUúÕOÕ\RU�PX"  

7h.(7ø&ø/(5 PAZARLAMACILAR 

Bili nçli Süreçler 

%LOLQoDOWÕ�6�UHoOHU 
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2) 0�úWHULOHULQ�PDUNDQÕ]OD�LOJLOL� WHFU�EHOHUL��(÷OHQFHOL�PL"�+Rú�PX"�%HNOHGL÷L�
úH\�EXPX\du?  

3) 0�úWHUL\OH�RODQ�HWNLOHúLPLQL]��0�úWHULOHULQL]�NÕVD�LOLúNLOHULQL]�ER\XQFD�NHQGLQL�
QDVÕO�KLVVHWWL"�6RUXQODUÕ�QDVÕO�o|]�\RU�VXQX]"   

0DUNDODúPD� V�UHFLQGH� GHWD\OÕFD� GH÷LQLOHFH÷L� �]HUH� UHNDEHWoL� RUWDPGD� VDWÕú�
yapabilmek için somut ürüQ��� WHPHO�PDUND�KDOLQH�JHWLUPHN�JHUHNLU��0�úWHUL\H��U�Q�Q�
|]HOOLNOHULQL� YH� QLWHOL÷LQL� J|VWHUHFHN� úHNLOGH� paketleme� \DSÕOPDOÕ�� NXOODQÕP� NROD\OÕ÷Õ�
VD÷ODPDN� DPDFÕ� LOH� WDVDUÕP� KD]ÕUODQPDOÕGÕU�� 0DUND\Õ� JHOLúWLUPHQLQ�� SHUIRUPDQVÕQÕ�
garantileyerek, kreGL� VD÷OD\DUDN�� HYOHUH� WHVOLPDW� \DSDUDN� YH� VDWÕú� VRQUDVÕ� HWNLQ� KL]PHW�
vererek de÷HULQL�DUWÕUPDN�JLEL�GDKD�EDúND�\|QWHPOHUL�GH�YDUGÕU��6RQ�RODUDN��KHU�DODQGD�
P�úWHUL� WHUFLKL� YH� ED÷OÕOÕ÷Õ� \DUDWDELOHFHN� SRWDQVL\HO� PDUND� YDUGÕU�� %XQODUGDQ�
uygulamada en önemli RODQODU�úXQODUGÕU��'R\OH����������-14): 

.DOLWH� ELULQFL� VÕUDGD� \HU� DOÕQPDOÕGÕU:� 0DUNDQÕQ� J�F�Q�� EHOLUOH\HQ� HQ� |QHPOL�
XQVXU�RQXQ�DOJÕODQDQ�NDOLWHVLGLU��3,06�DQDOL]OHUL�\�NVHN�NDOLWHVL\OH�WDQÕQPÕú�PDUNDODUÕQ�
\DWÕUÕP� YH� VDWÕú� JHWLULOHULQLQ�� G�ú�N� NDOLWHOL�PDUNDODUÕQ� LNL� NDWÕ� ROGX÷XQX� J|VWHUPLúWLU��
.DOLWH� LNL� \|QGH� \�NVHN� JHWLUL� VD÷ODU��%LULQFLVL�� NDOLWH� SD]DU� SD\ÕQÕ� \�NVHOWLU� NL� EXQXQ�
VRQXFXQGD� |OoHN� HNRQRPLVLQLQ� JHWLUGL÷L� \DUDUOD� ELULP� IL\DWODU� G�úHU�� øNLQFL� RODUDN��
NDOLWH�� IDUNOÕODúPÕú� �VW�QO�N� \DUDWDUDN�� J|UHFHOL� ROarak daha yüksek fiyata izin verir ( 

Doyle, 2001: 13). 

Üstün  hizmeW� PHNDQL]PDVÕ� ROXúWXUXOPDOÕGÕU: Hizmet belki de en çok 

V�UG�U�OHELOHQ� IDUNOÕODúPÕú� �VW�QO�NW�U�� hU�QOHU�� UDNLSOHU� WDUDIÕQGDQ� NROD\FD� WDNOLW�
HGLOHELOLUNHQ�� KL]PHW� NXUXOXúXQ� N�OW�U�QH�� oDOÕúDQODUÕQ� H÷LWLP� YH� WXWXPODUÕQD� ED÷OÕ�
ROGX÷X� LoLQ�� NROD\� NROD\� WDNOLW� HGLOHPH]��0F'RQDOG
V�� ,%0�� 6LQJDSXU�+DYD\ROODUÕ� YH�
)HGHUDO�([SUHVV�PDUNDODUÕ�KL]PHWH�GD\DOÕ�PDUNDODUGÕU��'R\OH����������-15). 

øON� ROXQPDOÕGÕU: gQGH� JHOHQ�PDUNDODU� \DUDWPDQÕQ� EHONL� GH� HQ� ELlinen yöntemi 

SD]DUD� LON� JLUHQ� PDUND� ROPDNWÕU�� %X� WHNQRORMLN� EDNÕPGDQ� LON� ROPDN� GH÷LO�� GDKD� oRN��
W�NHWLFLQLQ� ]LKQLQGH� LON� ROPDN� DQODPÕQD� JHOLU�� ,%0�� .OHHQH[�� &DVLR� YH� 0F'RQDOG
V�
kendi alaQÕQGD��U�Q��NHúIHGHQ�ILUPDODU�GH÷LOGLU��IDNDW�NHQGL��U�Q�QGHQ�E�\�N�markalar 

\DUDWDQ� YH� NLWOHVHO� SD]DUODUD� JLUHQ� LON� úLUNHWOHUGLU�� (÷HU� \HUOHúLN� ELU� UDNLS� \RNVD��
W�NHWLFLQLQ� ]LKQLQGH� YH� SD]DUGD� J�oO�� ELU� PDUND� JHOLúWLUPHN� oRN� GDKD� NROD\GÕU�� %X�
\�]GHQ�� &OLIIRUG� YH� &DYDQDJK� ������� SD]DUD� LON� JLUHQ� |QF��PDUNDODUÕQ� JHo� JLUHQOHre 

NÕ\DVOD� \DWÕUÕP� JHWLULOHULQGH� RUWDODPD� ���¶WHQ� ID]OD� DUWÕú� ROGX÷XQX� EXOPXúODUGÕU� øON�
ROPDQÕQ�EHú�\ROX�YDUGÕU�� 
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� <HQL�WHNQRORML�NXOODQÕPÕ��|UQH÷LQ�;HUR[��,%0��� 
� <HQL�NRQXPODQGÕUPD�NDYUDPODUÕ��7KH�%RG\�6KRS��)RVWHU
V�ELUD��� 
� <HQL�GD÷ÕWÕP�NDQDOODUÕ��|UQH÷Ln Argos),  

� <HQL�SD]DU�NHVLPOHUL��|UQH÷LQ�$PVWUDG�� 
� BekOHQPHGLN�oHYUHVHO�GH÷LúLNOLNOHULQ�\DUDWWÕ÷Õ�ERúOXNODUÕQ�GROGXUXOPDVÕ� 

)DUNOÕODúPD\D� \|QHOLQPHOLGLU:� 0DUND� ROXúWXUPDGD� NXUDO�� \�NVHN� GHUHFHGH�
IDUNOÕODúPÕú� SD]DUODUD� \D� GD� /HYL
V� MHDQ� SDQWRORQXQ� VRQ� ]DPDQODUGD� \DSWÕ÷Õ� JLEL�� EX�
IDUNOÕODúPDQÕQ� \DUDWÕODELOHFH÷L� SD]DUODUD� \DWÕUÕP� \DSPDNWÕU�� 3D]DUGD� \�NVHN� GHUHFHGH�
farkOÕODúPD�V|]�NRQXVX�LVH�-\DQL�GH÷LúLN�NHVLPOHUGH�GH÷LúLN�QLWHOLNOHU�DUÕ\RUVD- o zaman 

KHP� QLú� PDUNDODU� KHP� GH� E�\�N� J�oO�� PDUNDODU� SRWDQVL\HO� RODUDN� \�NVHN� \DWÕUÕP�
getirisi elde edebili r. IBM, Marks & Spencer ve Coca-Cola gibi güçlü marNDODU� oR÷X�
GLOLPGH� \�NVHN� QLWHOLNOL� RODUDN� WDQÕQGÕNODUÕ� LoLQ� \�NVHN� JHWLUL\H� XODúDbili r. Iron Brew 

JLEL�QLú�PDUNDODU��KHU�QH�NDGDU�JHQLú�SD]DUGD�QRWX�\�NVHN�ROPDVa da belli bir dilimde 

WHUFLK� HGLOGL÷LQGHQ� GROD\Õ� \�NVHN� NDU� HOGH� HGHELOLU�� )DUNOÕODúPDPÕú� SD]DUODUGD� -yani, 

P�úWHULOHULQ�PDUNDODU�DUDVÕQGD�E�\�N�IDUNODU�J|UPHGL÷L�SD]DUODUGD-�LVH��QLú�\D�GD�E�\�N�
PDUNDODU�\�NVHN�ND]DQo�VD÷OD\DPD]� 

³0HPQXQ� ROPD\DQ�P�úWHUL�geri dönmez”. Memnuniyeti ise “fiyat” , “personel 

NDOLWHVL´�� ³�U�Q´�� ³KL]PHW´� JLEL� XQVXUODU� EHOLUOHU�� %XQODUGDQ� ELU� \D� GD� ELUNDoÕQGDNL�
VRUXQ�� ³P�úWHUL\L´� EDúND� ELU� DGUHVH� \|QOHQGLUHELOLU�� 86�1HZV� DQG�:RUOG� 5HSRUW� DGOÕ�
GHUJLGH� \D\ÕQODQDQ� ELU� DUDúWÕUPD�� WDP� EX� NRQX\D� DoÕNOÕN� JHWLUL\RU�� $UDúWÕUPDGD��
³0�úWHULOHU� VL]L� QHGHQ� WHUN� HGHU"´� NRQXVX� VRUJXOX\RU� YH� DQD� HWNHQOHU� VÕUDOÕ\RU��
$UDúWÕUPD\D� J|UH�� ³P�úWHUL� WHUN� HWPH´GH� \�]GH� �� LOH� |O�P� IDNW|U�� YDU�� 'R÷DO� ELU�
JHOLúPH�ROGX÷X�LoLQ��úLUNHWLQ�EX�NRQXGD�\DSDELOHFH÷L�ELU�úH\�\RN��-0�úWHULOHUGHQ�\�]GH�
�¶��� EDúND� VRNDN�� VHPW�� úHKLU� \D� GD� �ONH\H� WDúÕQGÕ÷Õ� LoLQ�� P�úWHUL� ROPDNWDQ� oÕNÕ\RU��
%XQX� |QOHPHN� GH� ]RU�� $QFDN�� úLUNHWLQL]LQ� JLWWL÷L� VRNDN�� úHKLU� \D� GD� �ONHGH� KL]PHWL�
YDUVD�� RQX� ELU� úHNLOGH� L]OH\HELOLUVLQL]�� ³%DúND� LOLúNL� JHOLúWLUPH´� HWNHQL�� DUDúWÕUPDGD�
\�]GH� �� RODUDN� |QH� oÕNÕ\RU�� %X�� EDúND� úLUNHWH� JLWPHQLQ� GDKD� QD]LN� V|\OHQLúL��
<DSDFD÷ÕQÕ]��P�úWHUL\L�\HQLGHQ�NHQGLQL]H�oHNPHNWLU��$QFDN��ELUD]�]RU�RODELOLU��d�QN���
insDQ� LOLúNLVL� EXUDGD� oRN� HWNLQGLU -0�úWHULOHULQ� \�]GH� �¶X� GH� “ rekabetçi nedenlerden” 

GROD\Õ�úLUNHWL�WHUN�HGL\RU-��%X��IL\DW�EDúWD�ROPDN��]HUH��U�Q�NDOLWHVL�YH�KL]PHW�ND\QDNOÕ�
RODELOLU�� d|]�P�� GH� ]DWHQ� QHGHQL\OH� ELUOLNWH� RUWD\D� NRQXOPXú�� ³hU�Q� YH� KL]PHWLQ�
\DUDWWÕ÷Õ� KD\DO� NÕUÕNOÕ÷Õ´�� WHUN� HWPHGH� HQ�|QHPOL� LNLQFL� QHGHQ�RODUDN� VDSWDQPÕú�� -Oran 

yüzde 14 düzeyinde-.� 6RQ� RODUDN� HQ� |QHPOL� HWNHQ��d�QN��� úLUNHW� YH� \|QHWLFLOHUH� HVDV�
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PHVDM� EXUDGD�� d�QN��� P�úWHULOHULQ� \�]GH� ��¶L�� úLUNHWOHUL�� úLUNHW� oDOÕúDQ� \D� GD�
WHPVLOFLOHULQLQ� ND\ÕWVÕ]� NDOÕúODUÕ�� GDKD� GR÷UXVX� LOJLVL]OLNOHUL� \�]�nden terk ediyor. 

$VOÕQGD�EDNDUVDQÕ]��KDNVÕ]�GD�VD\ÕOPD]ODU��.LP�ROVD�³LOJLVL]OLN�YH�ND\ÕWVÕ]�NDOPDN´�JLEL 
QHGHQOHUOH�D\QÕ�úH\L�\DSDELOLU (http://www.markastrateji .com/?p=67). 

%X�V�UHoWH�HQ�|QHPOL�NDYUDP�P�úWHUL�VDGDNDWLGLU�� �0�úWHUL�VDGDNDWL�QH�DQODPD�
geli r? UygulamDGD�� P�úWHUL� VDGDNDWLQLQ� DQODPÕ�� P�úWHULOHULQL]LQ�� D\QÕ� �U�Q� \D� GD�
KL]PHWOHUL�� EDúND� ELU� \HUGHQ� GDKD� G�ú�N� IL\DWOD� �\D� GD� GDKD� L\L� NDOLWHGH��
VD÷OD\DELOGLNOHULQGH� ELOH� VL]LQOH� Lú� \DSPDN� LVWHPHOHULGLU�� 8]XQ� G|QHPGH� VDGÕN�
P�úWHULOHULQL]�EXGDOD�P�úWHULOHULQL]�ROPD�H÷LOLPL�J|VWHULU��%XQX�DQODPDODUÕ�ELUD]�]DPDQ�
DODELOLU� DPD� VRQXQGD� NHúIHWWLNOHULQGH� VL]H� G�úPDQ� NHVLOLUOHU�� %X� oHUoHYHGH� JLWPHN�
LVWHGLNOHULQGH� EÕUDNÕQ� JLWVLQOHU��<HQL� YH� IDUNOÕ� ELU� úH\OHU� GHQHPHN� LVWH\HQ�P�úWerilerle 

X]ODúPDN� LoLQ�HQ�P�NHPmHO�VWUDWHML��RQODUÕ� UDNLSOHULQL]H�JLWPHNWH�VHUEHVW�EÕUDNPDNWÕU��
%|\OHOLNOH�� PDUNDQÕ]ÕQ� VDIOÕ÷ÕQÕ� NRUXUVXQX]�� %|\OHOLNOH�� RODVÕ� P�úWHULOHULQL]LQ�
]LKLQOHULQGH� GH� VD÷ODP� ELU�PDUND� ROGX÷XQX]� DOJÕVÕQÕ� \DUDWÕUVÕQÕ] (Ries ve Ries, 2005: 

219). 

 
2.2. Tüketici KaraU�9HUPH�$úDPDODUÕ  
ø]OH\LFL�YH� W�NHWLFL� LOH� LOJLOL�G�ú�QPH�ELoLPLPL]GH�PH\GDQD�JHOHQ�GH÷LúLNOLNOHU�

SD]DUODPD�KHGHIL� RODUDN� LOHWLúLPL� VHoPH�YH�NXOODQPD�\|Q�QGH�GDKD�GLNNDWOL� ROPDPÕ]Õ�
JHUHNWLUGL�� %�W�Q� EXQODUÕQ� VRQXFXQGD�� LOHWLúLPLQ� JHUHNOL� ROPDGÕ÷Õ�� GDKD do÷UXVX�
LOHWLúLPLQ� ]RUXQOX� ROPDGÕ÷Õ� RUWD\D� oÕNDU�� øOHWLúLP� HWNLQ� ELU� L]OHPH\L� JHUHNWLULU�� DQFDN��
KHGHIOHGL÷LPL]� NLúL� LOHWLúLP�NXUPDN� LVWHPHPHNWHGLU� YH� \HQL� ELU�PHVDM� DOPD� EHNOHQWLVL�
\RNWXU�� 'R÷UXVXQX� V|\OHPHN� JHUHNLUVH�� �LOHWLúLP�� YH� ³E�W�QOHúLN� LOHWLúLP”den söz 

HGHQOHU�� \LQH� EXJ�Q�Q� Lú� G�Q\DVÕQGD� JHoHUOLOL÷LQL� \LWLUPLú� ELU� NDYUDPÕ�
NXOODQPDNWDGÕUODU�� øoLQGH� ROXQPDVÕ� JHUHNHQ� WHN� Lú� ILNLU� LúLGLU� �E�W�QOHúLN�ROVXQ�  ya da  

ROPDVÕQ���]LUD��ILNLU�LúLQGH�\DOQÕ]FD�LOHWLúLP�ILNUL�GH÷LO��HOH�JHoLUPH��HQJDJHPHQW��ILNUi, 
L]OH\LFLQLQ�G�ú�J�F�Q��HOH�JHoLUPH�ILNUL�GH�\HU�DOÕU��.DWHJRULOHULQ�NDUPDúÕN�KDOH�JHOPLú�
ROPDVÕ�YH� W�NHWLFLQLQ�WHOHYL]\RQ� LOH� LOLúNLVLQLQ�GH÷LúPLú�ROPDVÕ�� UHNODPFÕOÕN� �\|Q�QGHQ�
ROGXNoD�|QHPOL� VRQXoODU�GR÷XUPXúWXU��*HUoHN� úXGXU�NL�� \HQL�G�Q ya da , özelli kle bu 

yeni dinlenme dün\DVÕQGD�UHNDEHWLPL]��\DOQÕ]FD�HVDV�UDNLELPL]LQ�UHNODP�SD\ÕQD�\|QHOLN�
GH÷LO�� Wüm reklamlara yöneliktir. AmeriND
� GD� ����� \ÕOÕQGD� UHNODP� LoLQ� \DSÕODQ�
KDUFDPDODUÕQ� WRSODPÕ� ���� PLO\DU� GRODU� LVH� YH� EL]� UHNODP� LoLQ� \ÕOOÕN� ��� PLOyon dolar 

harcayan bir marka isek, adÕPÕ]Õ� GX\XUPD� RUDQÕPÕ]� ������
GLU�� dDPDúÕU� GHWHUMDQÕ�
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LúLQGH\VHN�� UHNDEHWLPL]LQ� KHGHIL� UDNLSOHULPL]LQ� oDPDúÕU� GHWHUMDQODUÕQÕ� WDQÕWPDN� LoLQ�
\DSWÕNODUÕ� N|W�� UHNODPODU� GH÷LO�� KHGHI� NLWOHPL]LQ� PHúJXO� ROGX÷X� YH� WHSNL� YHUGL÷L� KHU�
DODQGDNL� GL÷HU� UHNODPODUGÕU�� 3L]]D�� SLO�� NROD�� ELUD�� 5HNDEHWoL� ELU� UHNODP� LQFHOHPHVL��
KHGHI�NLWOHQLQ�L]OHGL÷L�W�P�UDNLS�UHNODPODUÕ�NDSVDPDOÕGÕU��(\OHP�VWDQGDUWODUÕPÕ]�-"kendi 

NDWHJRULPL]��RODUDN�DGODQGÕUGÕ÷ÕPÕ]�úH\LQ�LoLQGH�YH\D�GÕúÕQGD- tüketicinin uygun ve ilgi 

çekici buldu÷X�úH\OHUH�J|UH�EHOLUOHQPHOLGLU (Morgan, 2001: 47-48). 

%LUoRN�YHUL\L��SHN�oRN�DQOD\ÕúOD�NDUÕúWÕUPD\D�HN�RODUDN��SD]DUODPDFÕODU��W�NHWLFL�
WHFU�EHVLQLQ� \DQOÕú� VHYL\HVLQH� JLGHUOHU�� <DSWÕNODUÕ� SL\DVD� DUDúWÕUPDODUÕQÕQ� \�]GH�
GRNVDQÕQÕ��ELU��U�Q�Q�YH\D�KL]PHWLQ�L\L�\DQODUÕ��LúOHYVHO�|]HOOLNOHUL�YH�úLPGLNL�SVLNRORji k 

\DUDUODUÕ� �]HULQGH� \R÷XQODúWÕUÕS� GX\JXVDO� \DUDUODUÕ� J|]� DUGÕ� HGHUOHU�� 7�NHWLFLOHU� LoLQ��
GX\JXVDO� \DUDUODU�� NÕVPHQ� ROVD� GD�� KD\DWÕ� WDQÕPOD\DQ� YH� RQD� DQODP� YHUHQ� |QHPOL�
GH÷HUOHUGHQ�ve tePDODUGDQ�JHOLU��%LU��U�Q�Q�L\L�\DQODUÕ�YH�LúOHYVHO�\DUDUODUÕ�KHU�QH�NDGDU�
|QHPOL�ROVD�GD��W�NHWLFL\L�G�UWHQ�HWNHQOHU�DUDVÕQGD�oRN�N�o�N�URO�R\QDUODU��gUQH÷LQ��ELU�
1HVWOH�oLNRODWDOÕ�JRIUHWL��WDW��NÕWÕUOÕN�YH�VHV�JLEL�KLVVH�DLW�DQOÕN�\DUDUODUD�VDKLSWLU. Ancak 

EX�\DUDUODU�D\QÕ�]DPDQGD��oRFXNOXN�DQÕODUÕ�YH\D�J�YHQGH�ROPD�KLVVL�JLEL�J�oO��GX\JXsal 

\DUDUODUÕ�GD�RUWD\D�oÕNDUÕUODU��1HVWOH�ILUPDVÕ��SD]DUODPD�oDEDODUÕQÕ�JRIUHWLQ�VDGHFH�KLVVH�
DLW� RODQ� \DUDUODUÕQD� RGDNODGÕ÷ÕQGD�� KHP� VDWÕúODUGD� G�ú�ú� \DúDPÕú�� Kem de rakiplerine 

oLNRODWD�SD]DUÕQD�JLUPHOHUL�LoLQ�NDSÕODUÕ�DoPÕúWÕ�(Zaltman, 2004: 47). 

7�NHWLFL�NDUDU�YHUPH�DúDPDODUÕQGD,�NLPL�W�NHWLFLOHU��U�Q�Q�]��DOPD�QRNWDVÕQGD�
KHGHI� NLWOHQL]� RODUDN� WDQÕPODQDELOHFHNNHQ�� NLPLOHUL\VH� oRNWDQ� KHGHI� NLWOHQL]� ELOH�
olamayaFDN� NDGDU� SVLNRORMLN� \|QGHQ� X]DNWDGÕU�� %X� QRNWDGD� W�NHWLFL\L� LNL� DúDPDGD�
GH÷HUOHQGLUHELOLUL]������6ÕQÕIÕQÕ]GDNL��U�QOHUden birini kullanan, kullanabilecek olan ve 

NXOODQPD� RODVÕOÕ÷Õ� EXOXQDQODU� YH� ���� NXOODQPD\DFDN� RODQODU�� .XOODQPD\DQODUÕ� DOÕQ��
elinizde kLP� NDOGÕ� LVH�� RQODU� VL]LQ� SRWDQVL\HO� SD]DUÕQÕ]GÕU�� 'HYleWLQ� ELU� PDNDPÕ� LoLQ�
X÷UDúÕ\RUVDQÕ]�� SRWDQVL\HO� SD]DUÕQÕ]�� E|OJHQL]GH� \DúD\DQ� \D� GD� RUDGD� R\�
NXOODQDELOHQOHUGLU�� (W� GD÷ÕWÕFÕVÕ� LVHQL]�� YHMHWDU\HQOHUH� SHN� ELU� úH\� VDWDPD\DFDNVÕQÕ]���
Bölgedeki herkese ya�GD�YHMHWDU\HQOHU�GÕúÕQGDNL�KHUNHVH�\|QHOLN�ELU�UHNODP�NDPSDQ\DVÕ�
hedeflemek de, her yerdeki herkeVL� KHGHI� DOPDNWDQ� GDKD� L\L� GH÷LOGLU�� 3RWDQVL\HO�
SD]DUÕQÕ]GD�EHú�W�U�LQVDQ�YDUGÕU (Zyman ve Brott, 2004: 116): 

6DGÕN�GHVWHNoLOHU� Genel olarak et sevmekle kalPÕ\RUODU�� D\QÕ�]DPDQGD� HQ�oRN�
sizin etinizL�VHYL\RUODU��5DNLSOHULQ�UHNODPODUÕQD�GLNNDW�HWPL\RU��\HQL�úH\OHU�GHQHPHNWHQ�
KRúODQPÕ\RU�YH�VÕUDGD�EHNOH\LS�VL]LQ�HWLQL]�LoLQ�GDKD�ID]OD�SDUD�|GHPH\H�LVteklil er. 
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<XPXúDN� GHVWHNoLOHU� Bu insanlar, düzenli olarak et yerler ve muhtemelen 

VÕ]LQNLQL�VDKQ�DODFDNODUGÕU�DQFDN�RQODUD��U�Q�Q�]��VDWÕQ�DOPDODUÕ� LoLQ�VRPXW�ELU�VHEHS�
VXQPDQÕz gerekir 

.DUDUVÕ]ODU��%X� HQ� JHQLú� WRSOXOXNWXU� YH� úLPGL\H� NDGDUNLOHU� DUDVÕQGD� HULúLOPHVL�
HQ� SDKDOÕ� RODQGÕU�� .DUDUVÕ]� VHoPHQOHU�� HQ� VRQ� GX\GXNODUÕ� ELOJL\H� J|UH� ELU� DGD\GDQ�
ötekine geçerler. KaUDUVÕ]� HW� \L\LFLOHU� LVH� VL]LQNL� LOH� UDNLELQL]LQNL� DUDVÕQGD� JHUoHN� ELU�
faUN� J|UHPH]� YH� LON� KDQJLVLQLQ� \DQÕQGDQ� JHoHUVH� RQX� VDWÕQ� DOÕUODU�� $VOÕQGD� FDQODUÕ�
isterse, buUJHU�ELOH�VDWÕQ�DODELOLUOHU� 

<XPXúDN�PXhalefet: Bu insanlar, büyük bir indirim gibi gerçekten iyi bir sebep 

VXQVDQÕ]�GD��PDUNDQÕ]Õ�VHYPH]OHU�YH�VL]GHQ�ELU��U�Q�VDWÕQ�DOPD]ODU��$PD�VL]H�ELU�IÕUVDW�
WDQÕ\DELOLUOHU. 

Güçlü muhalefet: Etlerinizden biriyle zehirlenen ya da si\DVL�SDUWLQL]H�NLúLVHO�ELr 
kin güden birini asla memnun edemezsiniz, o yüzden denemeyin bile. 

'R÷UXGDQ� SD]DUODPD� NRQXVXQGD� ELU� X]PDQ� RODQ� 5RE� 6PLWK� EX� LOLúNL\L� ú|\OH�
ortaya koyuyor: 

ùHNLO�����7�NHWLFL�.DUDU�9HUPH�$úDPDODUÕ 
 

 

 

 

 

 

 
 
 

 

 

 

 

 

 

Kaynak: Zyman ve Brott , 2004: 125 

 

 

Terminatör ler øOJL çekenler M isyonerler  Müsaitler Tedirginler 

Reddedenler ù�SKHFLOHr  Ümitlil er  6DGÕNODU� 

En az 
VDGÕk 

(Q�VDGÕk 
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ùXQX� XQXWPDPDN� JHUHNLU� YHUL� WRSODPDQÕ]ÕQ� DVÕO� VHEHEL�� PHYFXW� YH� P�VWDNEHO�
P�úWHULOHULQL]OH�DUDQÕ]GDNL�LOLúNL\L�\HUOHúWLUPHN�YH�GHULQOHúWLUPHNWLU��7�NHWLFLOHU��SD]DUÕ�
QDVÕO� VHJPHQWOHUH�D\ÕOGÕ÷ÕQÕ]Õ ya�GD�RQODUÕQ�QHGHQ�VDWÕQ�DOGÕ÷Õ� LOH� LOJLOL�G�ú�QFHOHULQL]L�
hiç mL� KLo� XPXUVDPD]�� 7HN� EDNWÕNODUÕ�� LKWL\DoODUÕQÕ� NDUúÕOD\ÕS� NDUúÕODPDGÕ÷ÕQÕ]GÕU��
.DUúÕODUVDQÕ]�� LúH� Lú� YHULUOHU�� .DUúÕODPD]VDQÕ]�� EDúND� \HUH� JLGHUOHU� �=\PDQ� YH� %URWW��
2004: 125).� %X� QRNWDGD� W�NHWLFLQLQ� QH� LVWHGL÷LQL� DQODPDN� LoLQ� YHUL� WRSODPD� ELU�
gereksinimdiU��%X� V�UHo� EXQXQOD� GD� ELWPH]� DOÕQDQ� YHULOHUL�� \DQL�P�úWHUL� EHNOHQWLOHULQL�
�U�Q�NDOLWHVLQH�PXWODND�\DQVÕWPDQÕ]�GD�JHUHNLU�� 

 

2.3. M�úWHUL�'H÷HU�.DYUDPÕ 
'H÷HU� NDYUDPÕ� �]HULQH� SD]DUODPDGD� JHoPLúWH� \DSÕODQ� DUDúWÕUPDODU� �o� DODQGD�

VÕQÕIODQGÕUÕODELOLU�� %X� DODQODU� UHNDEHWoL� GH÷LúNHQOHU� RODUDN� ELU� LúOHWPHQLQ� GH÷LúLP�
IDDOL\HWOHULQGH� GH÷HUL� QDVÕO� HQ� L\L� ELU� úHNLOGH� LIDGH� HGHELOHFH÷L� YH� DOÕFÕODUÕQÕQ� |GHGL÷L�
PDOL\HWOHU� LOH� HOGH� HWWL÷L� \DUDUODU� DUDVÕQGDNL� NDUúÕODúWÕUPDODUÕ� VRQXFXQGDNL� DOJÕODPDODUÕ�
�]HULQH�\R÷XQODúPDNWDGÕU��%X�DUDúWÕUPD�DODQODUÕ�ú|\OH�HOH�DOÕQPDNWDGÕU��$\GHQ��%HUULQ��
http://www.e-sosder.com/dergi/2095-111.pdf). 

7�NHWLP� 'H÷HUL�� 7�NHWLFL� GDYUDQÕúÕ� OLWHUDW�U�QGH� +LUVFKPDQ� YH� +ROEURRN�� ELU�
W�NHWLFLQLQ� VDWÕQ� DOPD� VRQUDVÕ� W�NHWLP� GHQH\LPLQLQ�� UDV\RQHO� W�NHWLP� GH÷HUL� �SUREOHP�
o|]PH� YH� LKWL\Do� WDWPLQL� JLEL�� NDGDU� GHQH\LPVHO� W�NHWLP� GH÷HULQL� �HVWHWLN�� ]HYNOLOLN��
VHPEROLN�W�NHWLP�\DSÕVÕ��NDSVDGÕ÷ÕQÕ�LIDGH�HWPHNWHGLU��+ROEURRN�P�úWHUL�GH÷HULQL�VHNL]�
W�UGH��HWNLQOLN��NDOLWH��H÷OHQFH�JLEL��VÕQÕIODQGÕUPÕúWÕU��%X�VÕQÕIODQGÕUPD\D�UD÷PHQ�oHúLWOL�
ND\QDNODUGDQ� W�UHWLOHQ� YH� oRNoD� NDUúÕODúÕODQ� GH÷HU� DOJÕODPDODUÕ� W�NHWLP� SD]DUODUÕQGD�
PHYFXWWXU��%X�QHGHQOH� LúOHWPH�KL]PHWOHUL� LoLQ�P�úWHUL�GH÷HUL� LQFHOHPHVL�GH÷HULQ� IDUNOÕ�
ER\XWODUÕ�YH�X\JXQ�GH÷HU�ND\QDNODUÕQÕQ�DUDúWÕUÕOPDVÕ�LOH�P�Pkündür. 

$OJÕODQDQ�'H÷HU��$OJÕODQDQ�GH÷HU��]HULQH�\DSÕODQ�DUDúWÕUPDODU�IL\DW�LOH�DOJÕODQDQ�
NDOLWH�DUDVÕQGDNL�LOLúNLOHUL�JHQHOOLNOH�LQFHOHPHNWHGLU��$OJÕODQDQ�GH÷HU��QH�YHULOGL÷L�YH�QH�
DOÕQGÕ÷Õ� NRQXVXQGD� P�úWHULOHULQ� ELU� E�W�Q� RODUDN� GH÷HUOHQGLUPHOHULGLU�� 0�úterilerin 

DOJÕODGÕ÷Õ� PDOL\HWOHU� LoLQH� VDGHFH� SDUD� JLUPHPHNWH� SDUDVDO� ROPD\DQ� �]DPDQ� YH� oDED�
JLEL��GH÷HUOHU�GH�JLUPHNWHGLU��$OJÕODQDQ�GH÷HU�LVH�DOJÕODQDQ�NDOLWH�\DQÕQGD�GL÷HU�Lo�YH\D�
GÕú�QLWHOLNOHUL� �RUWDP��GDYUDQÕú�� QH]DNHW� JLEL�� NDSVDPDNWDGÕU��*HQHOGH� OLWHUDW�U�GH÷HULQ�
IL\DW� YH� NDOLWH� DUDVÕQGDNL� GH÷LúLPL� LQFHOHPHNWHGLU�� 'H÷HU�� WHNUDU� VDWÕQ� DOPD� QL\HWLQL�
DUWÕUDQ�YH�GH÷LúLP�GDYUDQÕúÕQÕ�FHVDUHWOHQGLUHQ�ELU�|]HOOLNWHGLU�� 
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0�úWHUL� 'H÷HUL�� 6RQ� \ÕOODUGD� UHNDEHWLQ� |QHPL� �]HULQH� RGDNODQDQ� GLNNDWOHU�
GH÷HULQ� \DUDU� YH� PDOL\HWOHU� DUDVÕQGDNL� ]LKLQVHO� NDUúÕODúWÕUPDODUGDQ� PH\GDQD� JHOGL÷L�
ILNULQL�RUWD\D�oÕNDUPÕúWÕU��2\VD�1DXPDQQ�P�úWHULOHULQ�VDWÕQ�DODPDGDQ�GROD\Õ�GDKD�ID]OD�
ELU� GH÷HU� EHNOHQWLVL� LoLQGH� ROGX÷XQX� YH� EXQXQ� GD� UHNDEHWoL� ROPD� GH÷LúNHQOHULQL�
DUWÕUGÕ÷ÕQÕ� EHOLUWPHNWHGLU�� 0�úWHUL� GH÷HU� SODQODUÕQÕ� JHOLúWLUPHN� \ROX\OD� UDNLSOHULQ�
VXQXODUÕQÕQ�QLVEL�RODUDN�P�úWHULOHU� WDUDIÕQGDQ�QDVÕO�DOJÕODQGÕ÷Õ�RUWD\D�oÕNDUÕODELOHFHNWLU��
1LVEL� GH÷HU� NDYUDPÕ� LQFHOHQPLú� YH� PXWODN� GH÷HUGHQ� �NLúLVHO� GH÷HU� |Oo�OHULQH� ED÷OÕ�
olmayan) ziyade arz HGLFLOHULQ� VXQXODUÕQÕ� EH÷HQGLUPHN� LoLQ� JLULúWLNOHUL� GH÷HU�
X\JXODPDODUÕQÕQ�P�úWHUL�QL\HWOHUL��]HULQGH�GDKD�ID]OD�HWNL\H�VDKLS�ROGX÷X�EXOXQPXúWXU��
5HNDEHW� RUWDPÕQGD� ELULQLQ� \HULQH� JHoHQ� LNDPH� GH÷HUOHU� ROXS� ROPDGÕ÷Õ� P�úWHUL� GH÷HU�
DOJÕODPDODUÕ��]HULQGH�J�oO��Eir etkiye sahiptir. 

 

2.4. øQVDQODUÕQ�(YUHQVHO�g]HOOLNOHUL�.DSVDPÕQGD�Metafor  Kullanma Unsuru 

%LU�LQVDQÕQ��NLúLOLN�KLVVLQL�HOH�DODOÕP��%LU�W�NHWLFLQLQ�NLúLOLN�KLVVL��HOEHWWH�ELU��U�Q��
ELU� úLUNHW� YH\D� ELU� UHNODP� NDPSDQ\DVÕ� KDNNÕQGDNL� G�ú�QFHOHULQL� HWNLOH\HFHktir. Ama, 

NLúLOLN� WDP� RODUDN� QH� DQODPD� JHOLU"�%LU� LQVDQÕQ� NLúLOLN� KLVVL�� |]HO� YH� NLúLVHOGLU�� =DWHQ��
IHUWOHU� RODUDN�� NHQGL� LPDMÕPÕ]GDQ� GDKD� ID]OD� QH\H� VDKLS� RODELOLUL]� NL"� 3HNL�� NLP�
ROGX÷XPX]X� QH� úHNLOOHQGLULU"� 3HN� oRN� HWkenler� DUDVÕQGD�� EL\RORMLN�PDN\DMÕPÕ], hayat 

WHFU�EHOHULPL]� YH� VRV\DO� G�Q\DPÕ]� YDUGÕU�� <DQL�� DLOHPL]�� LoLQGH� GRODQGÕ÷ÕPÕ]� VÕUDGDQ�
VRV\DO� D÷ODU�� \DNÕQ� DUNDGDúODUÕPÕ]�� ROJXQODúWÕNoD� |÷UHQGL÷LPL]� VRV\DO� VWDQGDUWODU��
HWUDIÕPÕ]GDNL daha� JHQLú� N�OW�U�� NDUúÕODúWÕ÷ÕPÕ]� H÷LWLP� YH� K�N�PHW� NXUXPODUÕ� özel 

WHúNLODWODU� YV�� 'DKD� VRQUD� J|UHFH÷LPL]� JLEL�� úDKVL� KDWÕUDODUÕPÕ]ÕQ� GD� WRSOXPVDO�
ND\QDNODUÕ� YDUGÕU (Zaltman, 2004: 193). Tüketicilerin bir konu veya duUXP� KDNNÕQGD�
SD\ODúWÕNODUÕ�G�ú�QFH�YH�GX\JXODUD�QH�NDGDU�GHULQOHPHVLQH�LQHUVHN��SD\ODúWÕNODUÕ�|QHPli 

úHPDWLN� ILNLUOHUL� GH� R� NDGDU� oRN� NHúIHGHELOLUL]�� gUQH÷LQ�� NDGÕQODUÕQ�� \DúDPODUÕQÕQ DVÕO�
J|UG�÷��KDNNÕQGD�\DSÕODQ�ELU�oDOÕúPDGD��WRSOXPXQ�KHU�NHVLPLQGHQ�JHOHQ�IDUNOÕ�NDGÕQODU�
-\RNVXO� HYOHULQGH� \DúD\DQODUGDQ� oRN� EDúDUÕOÕ� Lú� VDKLEL� NDGÕQODUD� NDGDU-� D\QÕ� Wemel 

G�ú�QFH�YH�GX\JXODUÕ�VHUJLOHPLúWLU��(PLQ�RODELOPHN�LoLQ��EX�G�ú�QFH�YH�GX\JXODUÕ��QDVÕO�
LIDGH� HWWLNOHUL� IDUNOÕ� úHNLOOHUGH� L]OHQPLú�� DQFDN� \DúDPODUÕQÕ� QDVÕO� J|UG�NOHULQLQ� |]�Q��
\DNDOD\DQ�úHPDWLN� ILNLUOHU�D\QÕ�ROPXúWXU��<DSÕODQ�EDúND�ELU�oDOÕúPDGD� LVH� Fransa, Ja-

SRQ\D��+LQGLVWDQ��0ÕVÕU��$%'�YH�GL÷HU��ONHOHUGHNL�DOÕúYHULú�\DSDQ�LQVDQODUÕQ��DOÕúYHULú�
WHFU�EHVL� KDNNÕQGD� D\QÕ� J|U�úOHUH� VDKLS� ROGX÷X� RUWD\D� oÕNPÕúWÕU�� .�OW�UHO� IDUNOÕOÕNODUÕ�
KHU�QH�NDGDU�E�\�N�ROVD�GD��D\QÕ�|QHPOL�ROD\ODUÕ��DPDoODUÕ��KD\DO�NÕUÕNOÕNODUÕ sürprizleri, 
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EDúDUÕ� YH� EDúDUÕVÕ]OÕNODUÕ dile gHWLUPLúOHUGLU�� %X� VRQXo� IDUNOÕ� N�OW�UOHULn kendine özgü 

ROGX÷XQX� VDYXQDQ� LQDQÕúODUÕ� \ÕNPDNWDGÕU�� gUQH÷LQ�� 0DUJDUHW� 0HDG
LQ� DUJ�PDQÕ��
SaPDD
GDNL� JHQoOHU��%DWÕ
GDNL� DNUDQODUÕQÕQ� NDUúÕODúWÕ÷Õ� ]RUOXNODUÕ� \DúDPDPÕúWÕU��<D� GD��
%HQMDPLQ�:KRUI
XQ� KLSRWH]L�� OLVDQ�� G�Q\D\Õ� DOJÕOD\Õú� úHNOLPL]L� GH÷LúWLULU��9H\D�� IDUNOÕ�
�ONHOHUGHNL�\�]�LIDGHOHULQLQ�IDUNOÕ�DQODPODUD�JHOGL÷LQL�VDYXQDQ�LQDQÕú. Bu ve bunun gibi 

pek çok farkOÕOÕNODUÕQ� DVOÕQGD� \DQOÕú� ROGX÷X� WHVSLW� HGLOPLúWLU�� %XQXQ� WDP� WHUVLQH�� HOGH�
HGLOHQ� GHOLOOHU�� IDUNOÕ� N�OW�UOHULQ�� IDUNOÕOÕNWDQ� oRN� EHQ]HUOLN� WDúÕGÕ÷ÕQÕ� V�UHNOL�
LVSDWODPDNWDGÕU��%X�oHUoHYHGH�NDYUDP�JHOLúWLUPH���U�Q�\HUOHúWLUPH�YH�GL÷HU�SD]DUODPD�
NDUDUODUÕQÕ� NDSVD\DQ� LOJLOL� HYUHQVHOOLNOHU� OLVWHVL�� bu beli rtilenlerin sadece küçük bir 

bölümüdür (Zaltman, 2004: 196-197-198-199): ³0HWDIRU� NXOODQÕUODU�� -Statü ve rol 

VLVWHPOHUL� YDUGÕU. -&LQVL\HWH�YH� \DúD� J|UH� Lú� E|O�P��\DSDUODU. -(WNLQLQ�GÕúD�vurumunu 

düzenlerler. -6D\Õ� Naydederler. -6DQDW� \DUDWÕUODU�� -BaúDUÕ\D� YH� EDúDUÕVÕ]OÕ÷D� WHSNL�
verirler. -*�]HOOLN�YH�oLUNLQOLN�VWDQGDUWODUÕ�YDUGÕU. -Etnik olarak vatanperverdirler. Pratik 

seçim yaparlar. -'R÷D�VW�� J�oOHUH� LQDQÕUODU. -6LQLUOHULQLQ� ELU� VÕQÕUÕ� YDUGÕU. -Renkleri 

NDWHJRULOHUH� D\ÕUÕUODU. -%DúNDODUÕQÕQ� GX\JXODUÕQÕ� DQODUODU. -Egemenlik kurarlar. -Hayal 

ederler. -Karakterize ederler. -%DúNDODUÕQD�PXKDOLI�WHNLO�JUXSODU�NXUDUlar. -Etkilere ayak 

uydururlar. -Etkilere direnirler -� <DUÕúÕUODU� -� 'R÷D� �VW�� ROD\ODUD�� NRUNX\D�� �PLGH��
sevgiye. nefrete, iyiye. kötüye, güzeOOL÷H�� oLUNLQOL÷H�� FLQD\HWH�� KÕUVÕ]OÕ÷D� yalan 

söylemeye ve tecavüze, benzer tepkileri gösterirler. -Dans ederler. -ùDUNÕ� V|\OHUOHU. 
+LND\H� DQODWÕUODU. -(GHEL� VDQDW� \DUDWÕUODU. -0HFD]� NXOODQÕUODU. -Sembolize ederler. 

gQHPOL� ND\QDNODUÕQ� GD÷ÕWÕPÕQÕ� \|QHWPHN� için kurallar ve liderlikler kurarlar. -Ürün 

ticareti ve nakliyesi yaparlar. -Kurallar ve düzenlemeler getirirler. -.DYUDPD\D�DLW�D\QÕ�
fonksiyonlara sahiptirler. -&LQVHOOL÷L� |]HO� NDEXO� HGHUOHU. –Süslenirler. -6DQDWÕ� D\LQOH�
ED÷GDúWÕUÕUODU. -Etikete önem verirler. -'H÷LúLNOL÷H� LKWL\DoODUÕ� YDUGÕU. –0HUDNOÕGÕUODU. 
'X\JXODUÕQÕ� \�]OHUL\OH� LIDGH� HGHUOHU. -øQVDQ� GDYUDQÕúODUÕQÕ� VDGHFH� J|]OHPOHPHN� \HULQH�
yorumlarlar. -.ÕVNDQoOÕNOD� EDúD� oÕNPDN� LoLQ� VHPEROLN� \ROODUD� EDúYXUXUODU. -.DUúÕOÕN�
verirler (SR]LWLI� YH� QHJDWLI� úekill erde, misill eme olarak). -Hediye verirler. -0DQWÕN� YH�
LOLúNLQLQ��PDQWÕNOÕ� G�ú�QFHOHULQL� NXOODQÕUODU. -Uzay ve zamana ayak uydururlar. -Mülk 

KDNODUÕQÕ� WDQÕUODU. -0�]L÷L� D\LQOH� ED÷GDúWÕUÕUODU. -HaIÕ]DQÕQ�� GX\JXODUÕQÕ�� dünya 

tecrübelerinin ve karar vermelerini bili nç G�]H\LQGH� IDUNÕQGDGÕUODU. -Kamusal ve özel 

NDYUDPODUÕQÕ� WDQÕUODU. -.RQWURO� DOWÕQGD� ROPDNWDQ� ]L\DGH� NRQWURO�� HOH� DOPD\Õ� LVWHUOHU. 
0�úWHUHN� NDUDUODU� DOÕUODU. -Aile haricinde müesseseler kurarlar. -Aile geleneklerinin 

NXUDOODUÕQÕ�WDNLS�HGHUOHU. -.LúLOLNOHULQL�VRV\DO�UROOHULQGHQ�D\UÕ�J|VWHULUOHU. 
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ÜÇÜNCÜ BÖLÜM 

 

.85806$/�0$5.$�d(5d(9(6ø1'(�9(67(/¶ø1�0$5.$/$ù0$�
6g</(0ø�9(�6h5(&ø 

Vestel’ LQ� PDUNDODúPD� V�UHFL�� |]HOOLNOH� =RUOX� *UXEX¶QXQ� oDWÕVÕ� DOWÕQD� JLUGLNWHQ�
sonra irdelenecektir. Bu çerçevede Vestel’ in� PDUNDODúPD� V|\OHPOHUL� EX� V|\OHPOHUL�
\HULQGH�JHWLULUNHQ�RUWD\D�NR\GX÷X�VWUDWHMLN�LOHúLP�VWUDWHMLOHUL��SD]DUODPD�LOHWLúLPL�RUWD\D�
NRQXODFDNWÕU�� %X� DQODPGD� PDUNDODúPD� V�UHFLQGH� |QHPOL� \HU� WXWDQ� J|UVHO� NLPOLN�
XQVXUODUÕQGDQ� 9(67(/� /RJRW\SH¶QLQ� J|UVHO� J|VWHUJHOerinin söylem analizi, ve 

³7HNQRORMLQLQ� 7�UNoHVL´� VORJDQÕQÕQ� NRQXPODQGÕUÕOPDVÕ� QRNWDVÕQGD� $QGURLG� 9H\VHO�
UHNODPODUÕQÕQ�LoHULN�DQDOL]OHUL�\DSÕODFDNWÕU�� 

 

1. .858/8ù�+$..,1'$� 
 

1.1. Zor lu Grubu 

9HVWHO�ùLUNHWOHU�*UXEX��=RUOX�*UXEX¶QXQ�HOHNWURQLN�YH�EH\D]�Hú\D sektöründeki 

\DWÕUÕPODUÕQÕQ� DPLUDO� JHPLVLGLU�� Zorlu Grubu, üretim, ihracat, istihdam rakDPODUÕQÕQ�
E�\�NO�÷��YH�G�Q\D�SD]DUODUÕQGDNL�UHNDEHW�J�F�\OH�7�UNL\H�HNRQRPLVLQGH�oRN�|QHPOL�
bir yere sahip olan Zorlu Holdingin NXOXúX� ����� ROPDNOD� ELUOLNWH�� �4 Ocak 1968 

tarihinde Zorlu Tic. Koll . ùUN� 0HKPHW� =RUOX� YH� 2÷XOODUÕ� RODUDN� WHVFLO� HGLOPLúWLU� 
2000’ OL� \ÕOODUGD� Türkiye’QLQ� HQ� E�\�N� NXUXOXúODUÕ� DUDVÕQD� DGÕQÕ� \D]GÕUPD\Õ� EDúDUDQ�
=RUOX� +ROGLQJLQ� IDDOL\HWOHUL� WHNVWLOGHQ� ILQDQVD�� HOHNWURQLNWHQ� HQHUML\H� NDGDU� JHQLú� Eir 

DODQD� \D\ÕOPDNWDGÕU� ����� \ÕOÕ� LWLEDUL\OH� =RUOX� +ROGLQJ�� úX� G|UW� DQD alanda faaliyet 

göstermektedir (vestel.com.tr). Bunlar:  

� Ev tekstili , polyester iplik 

� Elektronik ürünler, ELOJL�WHNQRORMLOHUL�YH�GD\DQÕNOÕ�W�NHWLP�PDOODUÕ 
� Finansal hizmetler 

� Enerji üretimi 

1980’ OL�\ÕOODUD�NDGDU�HY�WHNVWLOL�DODQÕQGDNL�oDOÕúPDODUÕ\OD�E�\�PHVLQL�V�UG�UHQ�YH�
=RUOX�+ROGLQJ�7HNVWLO�*UXEX�DGÕ�DOWÕQGD�7�UNL\H’ nin ev tekstili nde lider PDUNDVÕ�RODUDN�
NDEXO�HGLOHQ�7$d¶Õ�\DUDWDQ�=RUOX�+ROGLQJ�������\ÕOÕQGD�9HVWHO�(OHNWURQLN’ i bünyesine 

NDWPÕúWÕU��+ROGLQJ�������\ÕOÕQGD�=RUOX�(QHUML�LOH�HQHUML�YH������\ÕOÕQGD�GD�'HQL] Bank 

LOH� ILQDQV� VHNW|UOHULQH� DGÕP� DWDUDN� úLUNHWOHULQLQ� VD\ÕVÕQÕ� DUWÕUPÕúWÕU� ����� \ÕOÕQGD� ����
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PLO\RQ�$%'�GRODUÕ�RODQ�*UXS� LKUDFDWÕ� ����� \ÕOÕQGD�����PLO\RQ�$%'�GRODUÕQD� 2000 

\ÕOÕQGD� LVH� ���� PLO\RQ� $%'� GRODUÕQD� XODúPÕúWÕU� =RUOX� +ROGLQJLQ� LKUDFDW� UDNDPÕ��
�ONHPL]LQ�D÷ÕU�ELU�HNRQRPLN�NUL]�\DúDGÕ÷Õ������\ÕOÕQGD�GDKL�DUWDUDN���79 milyon ABD 

GRODUÕQÕ� DúDUDN�� ����� \ÕOÕQGD� LVH� ���� PLO\DU� $%'� GRODUÕQD� XODúPÕúWÕU� �YHVWHO�FRP�WU���
=RUOX� *UXEX¶QXQ� DPLUDO� JHPLVL� RODUDN� QLWHOHQGLULOHQ� úLUNHWOHULQLQ� HQ� |QHPOLVL� LVH�
Vestel’dir.  

 

1.2. VESTEL  ùLUNHWOHU�Grubu 

(OHNWURQLN��EH\D]�Hú\D�YH�ELOJL� WHNQRORMLVL�DODQODUÕQGD�IDDOL\HW�J|VWHUHQ�YH�\HGL�
yurtiçi, on ELU�\XUWGÕúÕ�ROPDN��]HUH�WRSODP����úLUNHWWHQ�ROXúDQ�9HVWHO�ùLUNHWOHU�*UXEX��
=RUOX�*UXEX¶QXQ�HOHNWURQLN�YH�EH\D]�Hú\D�VHNW|U�QGHNL�\DWÕUÕPODUÕQÕQ�DPLUDO�JHPLVLGLU��
<XUWGÕúÕQGDNL� úLUNHWOHUL� DUDODUÕQGD� $OPDQ\D�� )UDQVD�� øQJLOWHUH�� øVSDQ\D�� øWDO\D� YH�
+ROODQGD¶QÕQ� GD� EXOXQGX÷X� $%� �ONHOHULQGH� \HU� DOPDNWDGÕU�� 7HOHYL]\RQGDQ� EH\D]�
Hú\D\D�� NOLPDGDQ� ELOJLVD\DUD� NDGDU� G�Q\D� VWDQGDUWODUÕQGDNL� �U�QOHUL\OH� ���� �ONH\H�
LKUDFDW� \DSDQ� 9HVWHO�� EXJ�Q� LWLEDUL\OH� |]HOOLNOH� $OPDQ\D�� øQJLOWHUH� YH� )UDQVD� JLEL�
$YUXSD¶QÕQ� HQ� JHOLúPLú� �ONHOHULQGH� ����� G�Q ya da  ise %5 oraQÕQGD� SD]DU� SD\ÕQD�
sahiptir. øo� SD]DUÕQ� \DQÕ� VÕUD� GÕú� SD]DUODUGD� GD� EDúDUÕVÕQÕ� ����� \ÕOÕQGD� JHUoHNOHúWLUGL÷L�
���� PLO\RQ� GRODUOÕN� LKUDFDW� úDPSL\RQOX÷X� LOH� VRPXWOD\DQ� 9HVWHO�� G�Q\D� oDSÕQGD�
JHUoHNOHúWLUGL÷L� \DWÕUÕPODUOD� ELQOHUFH� NLúL\H� LVWLKGDP� RODQD÷Õ� YH� �ONesine büyük bir 

LKUDFDW� SRWDQVL\HOL� VD÷ODPDNWDGÕU�� '�Q ya da NL� JHOLúPHOHUL� \HULQGH� YH� KÕ]OD� WDNLS�
HGHELOPHN� DGÕQD� \HQL� �U�Q� JHOLúWLUPH\H� YHUGL÷L� |QHPOH�9HVWHO�� 7�UNL\H� VÕQÕUODUÕQÕ� GD�
DúDUDN� G�Q\D� oDSÕQGD� �� QRNWDGD�� øQJLOWHUH�� $PHULND� %LUOHúLN� 'HYOHWOHUL��Hong Kong, 

0DQLVD� YH� ø]PLU¶GH� $5-*(� \DWÕUÕPODUÕ� \DSPÕúWÕU�� %X� \DWÕUÕPODU�� NHQGL� WHNQRORMLVLQL�
NHQGL� �UHWHQ� 9HVWHO¶LQ�� G�Q\D� LQVDQÕ� LoLQ� G�Q\D� NDOLWHVLQLQ� GH� �VW�QGH� �U�Q� \DUDWPD�
tutkusunu simgelemektedir. Türkiye’de televizyon üretiminde birçok ilke imza atan 

9HVWHO�� ����+]�� 79�� LON� ��� HNUDQ�79�� ����� VLQHPD� IRUPDWÕQGD�79��'9'¶OL� )ODW� 79��
ND\ÕW�\DSDELOHQ�5HSOD\�79��'ROE\�6XUURXQG�3URORJLF�6LVWHPOL�79��'LJLWDO�79���,QWHUQHW�
TV, TFT TV ve Plazma TV ürünlerini il k olarak pazara VXQDQ� ILUPDGÕU�� ����� \ÕOÕ�
Haziran�D\ÕQGD�EDúODQJÕoWD�EX]GRODEÕ�YH�VSOLW�NOLPD�LOH��UHWLPH�EDúOD\DQ�9HVWHO�%H\D]�
(ú\D��EDúWD�øQJLOWHUH��)UDQVD��$OPDQ\D�YH�øVSDQ\D�ROPDN��]HUH�����ONHGH�����PDUND�LOH�
2'0�RODUDN��UHWLP�\DSPDNWDGÕU��<ÕOGD�����PLO\RQ�DGHW�EX]GRODEÕ����������DGHW� VSOLW�
klima ve� ����� \ÕOÕ�(\O�O� D\ÕQGD�GHYUH\H� Jiren� \HQL� IDEULND� LOH���PLO\RQ� DGHW� oDPDúÕU�
PDNLQHVL�NDSDVLWHOL��UHWLP�WHVLVOHULQH�VDKLS�9HVWHO�%H\D]�(ú\D¶QÕQ�LKUDFDW�RUDQÕ��WRSODP�
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�UHWLPLQ� �� ��¶VLQH� XODúPÕúWÕU�� ����� \ÕOÕQGD� 7�UNL\H¶GH� LON� NH]� X]DNWDQ� NXPDQGD� YH�
tuner ürHWLPLQL� JHUoHNOHúWLUPHN� �]HUH� NXUXOPXú�� 7�UNL\H¶GHNL� HQ� E�\�N� HOHNWURQLN�
NRPSRQHQW�\�]H\�PRQWDMÕ��60'��NDSDVLWHVLQH�VDKLS�9HVWHO�.RP�QLNDV\RQ�WHVLVOHUL�LVH��
$YUXSD¶QÕQ� GD� HQ� E�\�N� DQDORJ� X\GX� DOÕFÕ� YH� '9'� �UHWLFLVL� NRQXPXQGDGÕU���
Türkiye’nin il k dijit al Ar-*H¶VLQH� VDKLS� 9HVWHO� .RP�QLNDV\RQ�� VRQ� �� \ÕOGD� NLúLVHO�
bilgisayar üretiminde de Türkiye lideridir. 9HVWHO� 3D]DUODPD�� 7�UNL\H
QLQ� FR÷UDIL� YH�
HNRQRPLN� \DSÕVÕ� JHUH÷L� G|UW� E|OJH�P�G�UO�÷�� YH ��� VDWÕú�P�G�UO�÷�� LOH� IDDOL\HWOHULQL�
V�UG�UPHNWHGLU�� � ùLUNHWLQ�� 9HVWHO� PDUNDOÕ� �U�QOHULQ� \DQÕ VÕUD� -9&�� =DQXVVL�� 5HJDO� YH�
0RXOLQH[� PDUNDOÕ� �U�QOHUL� GH� W�NHWLFLOHUL\OH� EXOXúWXUGX÷X� 7�UNL\H
QLQ� KHU� N|úHVLQGe 

531’ i showroom, 393’ü VKRS� ROPDN� �]HUH� \DNODúÕN� ����� DNWLI� ED\LVL� YH� ���¶�� DúNÕQ�
VDWÕú� VRQUDVÕ� VHUYLV� PHUNH]L� EXOXQPDNWDGÕU�� 9HVWHO� (OHNWURQLN� �U�QOHULQLQ� Lo� SD]DUGD�
VDWÕúÕ�9HVWHO�'D\DQÕNOÕ�7�NHWLP�0DOODUÕ�3D]DUODPD�$�ù���GÕú�SD]DUODUGD� LVH�9HVWHO�'Õú�
7LFDUHW� $�ù�� WDUDIÕQGDQ� JHUoHNOHúWLULOPHNWHGLU� �YHVWHO�FRP�WU��� 9HVWHO¶LQ� EX� WHNQRORML�
\DWÕUÕPÕ� LKUDFDW� UDNDPODUÕQÕQ� \DQÕ� VÕUD� Lo� SD]DUGD� NL� KDVÕODWODUÕQD� GD� \DQVÕPÕú�
GXUXPGDGÕU�� 

9HVWHO¶LQ� ����� \ÕOÕ� Lo� 3D]DU� QHW� VDWÕú� KDVÕODWÕ� ���������� ELQ�<7/� �����PLO\RQ�
$%'�GRODUÕ��ROPXúWXU��9HVWHO¶LQ�SD]DUGDNL�NRQXPXQX�GHVWHNOH\HQ�HQ�|QHPOL�J�oOHUGHQ�
ELULVL� VWUDWHMLN� SD]DUODPD� YH� VDWÕú� VRQUDVÕ� GHVWHN� KL]PHWLGLU�� 9HVWHO� VDWÕú� VRQUDVÕ�
KL]PHWOHU� NDSVDPÕQGD�� 0�úWHUL� +L]PHWOHUL� 'HSDUWPDQÕQD� ED÷OÕ� RODUDN� oD÷UÕ� PHUNH]L�
X\JXODPDODUÕ� GD� \�U�WPHNWHGLU�� %X� NDSVDPGD� 9HVWHO� dD÷UÕ� 0HUNH]L�� JHOHQ� oD÷UÕODUÕ�
NDUúÕODPDNWD� YH� \�U�W�OHQ� IDDOL\HWOHULQ� P�úWHUideki memnuniyetini ölçen anket 

DUDPDODUÕ� GD� \DSPDNWDGÕU�� ����� \ÕOÕQGD� 9HVWHO¶LQ� WRSODP� \XUWGÕúÕ� VDWÕúODUÕ� ���� PLO\DU�
$%'�GRODUÕ�ROPXúWXU��9HVWHO����¶GHQ� ID]OD� IDUNOÕ��ONH\H������������� DGHW�FLKD]� VDWÕúÕ�
\DSPÕúWÕU��9HVWHO¶LQ� LKUDFDWÕQGD�79¶OHU� HQ� E�\�N� SD\D� VDKLSWLU�� ùLUNHW�� GÕú� VDWÕúODUÕ\OD�
79�LKUDFDWÕQÕQ����¶GHQ�ID]ODVÕQÕ�WHN�EDúÕQD�JHUoHNOHúWLUPHNWHGLU��9HVWHO¶LQ�LKUDFDWÕQGD�
�UHWLPLQH� KÕ]� YHUGL÷L� YH� $YUXSD� SD]DUÕQGD� PRGHO� YH� WHNQRORMLN� DoÕGDQ� �VW�QO�÷�Q��
RUWD\D�NR\GX÷X�7)7��/&'�YH�SOD]PD�79¶OHULQ�D÷ÕUOÕ÷Õ�GD�DUWPDNWDGÕU��9HVWHO¶LQ�LKUDFDW�
P�úWHULOHUL�E�\�N�perakendeciler, posta siparLú�úLUNHWOHUL�YH�WRSWDQFÕODUGÕU (Vestel, 2005 

faaliyet raporu: 29). VHVWHO�UDNDPODUOD�úX�úHNLOGHGLU� 
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1.2.1. Rakamlar la Vestel 

 9HVWHO�3D]DUODPD�$�ù�¶QLQ�7�UNL\H�SD]DUÕQGD�  
� ����NLúLOLN�NDGURVX�LOH�J�oO��VDWÕú��SD]DUODPD�YH�VDWÕú�VRQUDVÕ�VHUYLV�KL]PHWL 
� Türkiye genelinde 1.231 exclusive Vestel ma÷D]DVÕ�YH������¶GHQ�ID]OD�VDWÕú 
oDOÕúDQÕ 
� 7�UNL\H�JHQHOLQGH�����\HWNLOL�VHUYLV�YH�������VHUYLV�oDOÕúDQÕ 
� +Õ]OÕ�E�\�PH�LOH�\XUWLoLQGH�����PLO\RQ�(XUR¶\D�XODúDQ�FLUR��2005) 

� �����\ÕOÕQGD�HOHNWURQLNWH�\�]GH���¶ÕQ��]HULQGH��EH\D]�Hú ya da  yüzde 20 pazar 

SD\Õ 
� ��$QD�%|OJH�6DWÕú�2ILVL�YH����6DWÕú�2ILVL�LOH�\�U�W�OHQ�VDWÕú�RUJDQL]DV\RQX 

� ��$QD�%|OJH�6HUYLV�2ILVL�YH����6HUYLV�2ILVLQH�ED÷OÕ�\�U�W�OHQ�P�úWHUL�KL]PHWOHUL 
YH�VDWÕú�VRQUDVÕ�VHUYLV�RUJDQL]DV\RQX 

� �����DGHW�5HJDO�VDWÕú�QRNWDVÕ ile hizmet vermektedir.  

 

1.2.2. Vestel ve Ar-Ge 

Vestel’ in Ar-*H� PLV\RQX�� \R÷XQ� UHNDEHW� RUWDPÕQGD� UDNLSOHULQH� �VW�QO�N�
VD÷OD\DFDN� WHNQRORMLOHULQ� JHOLúWLULOPHVLQLQ� \DQÕ� VÕUD�� 9HVWHO¶L� \DUÕQODUD� WDúÕ\DFDN�
UHNDEHWoL� NRQXPXQXQ� V�UG�U�OHELOLUOL÷LQL� VD÷OD\DFDN� DODQODUGD� WHNQRORMLQLQ� |QF�V��
ROPDN� �]HULQH� NXUXOXGXU�� 9HVWHO
LQ� XOXVODUDUDVÕ� SD]DUGD� EDúDUÕOÕ� ROPDVÕQÕQ� DUGÕQGD�
elektronik üU�Q�YH� \D]ÕOÕP�$U-*H
VLQH� \DSWÕ÷Õ� \DWÕUÕPODU�EXOXQPDNWDGÕU��'�Q ya da ki 

JHOLúPHOHUL� \HULQGH� YH� KÕ]OD� WDNLS� HGHELOPHN� DPDFÕ\OD� \HQL� �U�Q� JHOLúWLUPH\H� YHUGL÷i 

öneme paralel olarak Vestel, øQJLOWHUH, ABD, Hong Kong, Tayvan, Manisa, ø]PLU ve 

østanbul'da Ar-*H� \DWÕUÕPODUÕ� \DSPÕú�� J�oO�� ELU� $U-*H� WHúNLODWÕ� ROXúWXUPXúWXU�� %X�
PHUNH]OHUGH� ���
GHQ� ID]OD� P�KHQGLV� J|UHY� \DSPDNWDGÕU� Vestel teknolojideki 

|QF�O�÷�Q��� $U-*H� J�F�\OH� GHVWHNOH\HUHN� �U�QOHULQH� \DQVÕWPDNWDGÕU�� 7HNQRORMLN�
yeQLOLNOHUL� �U�QOHúWLUPH� \HWNLQOL÷LQL� �UHWLP� J�F�� LOH� P�NHPPHO� ELU� úHNLOGH�
birleúWLUHELOPHVL�� 9HVWHO
LQ� SD]DU� NRQXPXQXQ� V�UG�U�OHELOLUOL÷L� DoÕVÕQGDQ� |QHPOL� ELU�
UHNDEHW� �VW�QO�÷�� ROXúWXUPDNWDGÕU. Vestel City High-(QG� )DEULNDVÕ
QGDNL� \DWÕUÕPÕQ�
WDPDPODQPDVÕ\OD�� WRSODP�GLMLWDO�FLKD]��UHWLP�NDSDVLWHVL�����PLO\RQ�DGHWWHQ����PLO\RQ�
adede ulaúPÕúWÕU�� 9HVWHO�� XODúWÕ÷Õ� EX� NDSDVLWH\OH�� 7�UNL\H
QLQ� HQ� E�\�N� GLMLWDO� FLKD]�
�UHWLFLVL� NRQXPXQX� SHNLúWLUPLúWLU (Vestel, 2005 faaliyet raporu: 30). Günümüzün 

UHNDEHW�NRúXOODUÕQGD��7�UNL\H¶QLQ� ORNRPRWLI� VHNW|UOHULQGHQ�ELUL� RODQ�GD\DQÕNOÕ� W�NHWLP�
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PDOODUÕ� �UHWLFLOHULQLQ�|QGH�JHOHQ�PDUNDODUÕQGDQ� ELUL� RODQ�9HVWHO�� EX��UHWWLNOHULQLQ� \DQÕ�
VÕUD�NXUXPVDO�N�OW�U��IHOVHIH��LPDM�YH�NDOLWHVLQL�GH�SD]DUODPDN�]RUXQGDGÕU�� 

 

1.2.3. Vestel Pazar lama Stratej iler i 

5HNDEHW�� J�QO�N� KD\DWÕPÕ]ÕQ� UHGGHGLOHPH]�� YD]JHoLOHPH]�� |QOHQHPHz olgusu. 

1H� \DSDUVDQÕ]�� QHUHGH�ROXUVDQÕ]�� KDQJL�SD]DUGD�R\QDUVDQÕ]�R\QD\ÕQ�� UHNDEHW� içinde ve 

UHNDEHW�DOWÕQGDVÕQÕ]��5HNDEHWoL�SD]DUODUGD��|\OH�ELUNDo�WDQH�GH÷LO��\�]OHUFH�IDUNOÕ�PDUND�
DUDVÕQGDQ�WHUFLK�HGLOHQ�ROPDN�LVH�ELU�SD]DUODPD�\|QHWLFLVLQLQ�HQ�]RU��HQ�ULVNOL�X÷UDúÕVÕ�� 
Dün ya da �GD\DQÕNOÕ�W�NHWLP�PDOODUÕ�VHNW|U���NÕVD�YDGHGH�oRN�KÕ]OÕ�GH÷LúHQ�ELU�\DSÕ\D�
VDKLS� GH÷LOGLU�� *HQHOOLNOH� EX� VHNW|UGHNL� R\XQFXODU� N|NO��� \�]\ÕOOÕN� ILUPDODUGÕU�� 3D]DU�
SD\ODUÕ�D\GDQ�D\D�YH\D�\ÕOGDQ�\ÕOD�oRN�E�\�N�GH÷LúLNOLNOHU�J|Vtermez. Oysa Türkiye'de 

EX�SD]DU�oRN�GDKD�GLQDPLN�ELU�\DSÕ\D�VDKLS��5DNLSOHU�DUDVÕQGDNL�SD]DU�SD\ODUÕ�oRN�NÕVD�
V�UHOHUGH� ID]ODVÕ\OD� GH÷LúHELOL\RU�� 'D\DQÕNOÕ� W�NHWLP� PDOODUÕ� VHNW|U��� J�oO�� GD÷ÕWÕP�
NDQDOODUÕ��J�YHQLOLU�PDUNDODUÕ��\D\JÕQ�VDWÕú�VRQUDVÕ�VHUYLV�D÷Õ�YH�\XUWGÕúÕQGDNL�úLUNHWOHUH�
J|UH� oRN� GDKD� \�NVHN� LOHWLúLP� E�WoHOHULQH� VDKLSOL÷L� LOH� 7�UNL\H
QLQ� lokomotif sektörü 

NRQXPXQGDGÕU�� %XQGDQ� GROD\Õ� KHU� \ÕO� \DSÕODQ� PXKWHOLI� ED÷ÕPVÕ]� DUDúWÕUPDODUGD�
J|U�O�\RU�NL��7�UNL\H
GH�HQ�oRN�ELOLQHQ�LON����PDUND�DUDVÕQGD�LON�VÕUDODUÕ�elektronik ve 

EH\D]�Hú\D�VHNW|U�QGHQ�PDUNDODU�SD\ODúPDNWDGÕU��%X�EDúDUÕ�WHVDG�I�RODPD]��Tercümesi 

D\QHQ�úX��'R÷UX�VWUDWHML\L�YH�EX�VWUDWHML\L�GHVWHNOH\HFHN�GR÷UX�\DWÕUÕPODUÕ��GR÷UX�\HUGH�
YH� ]DPDQÕQGD� X\JXOamak. Böylece; mükemmel hizmeti/ürünü�� GR÷UX� LOHWLúLP� YH�
GD÷ÕWÕP� NDQDOODUÕ\OD� W�NHWLFLQLQ� EH÷HQLVLQH� VXQPDN�� $PDo�� �PDUND\D� ED÷ÕPOÕ�
P�úWHULOHU��Yani modern/verimli pazarlama (Hatay, 

www.vestel.com.tr/Dev/Kurumsal/vestelgrubu.htm). %X� GR÷UX� �U�Q�� GR÷UX� \HU� YH�
SD]DUGD� VXQDQ� PDUND� GHYOHUL� EX� oHUoHYHGH� DFÕPDVÕ]� ELU� VDYDú� KDOLQGHGLUOHU�� 7�P�
úLUNHWOHU� PRGHUQ�YHULPOL� SD]DUODPD� VWUDWHMLOHULQL� YDU� J�oOHUL\OH� X\JXODPDNWDGÕUODU��
Sonuç: Sonuçta piyasa bir ligse bir kazanan kaybeden oyunu EX�� 3HNL� oDOÕúPDQÕQ�
NDSVDPÕQÕ�ROXúWXUDQ�9HVWHO��EX�R\XQXQ�QHUHVLQGH��%X�ED÷ODPGD�9HVWHO¶LQ�\HULQL�RUWD\D�
NR\DELOHQ� ELU� ND\QDN�� $GDP� 0RUJDQ¶ÕQ� %�\�N� %DOÕ÷Õ� <XWPDN� �0H\GDQ� 2NX\DQ�
0DUNDODUÕQ�/LGHU�0DUNDODUOD�5HNDEHW�(WPH�<ROODUÕ��DGOÕ�NLWDEÕQGD�PDUNDODUÕ�|QFH Lider 

YH� 0H\GDQ� 2NX\DQ� 0DUNDODU� úHNOLQGH� LNL\H� D\ÕUPÕú�� VRQUD� GD� PH\GDQ� RNX\DQ�
PDUNDODUÕ� D�� /LGHU�PDUNDVÕ� RODQ� ELU� NDWHJRUL\H� \HQL� \D� GD� \HQLGHQ� JLUHQ�PDUNDODU�� E��
.HQGL� NDWHJRULOHULQL� \DUDWDUDN� EDúDUÕ\D� XODúPÕú� PDUNDODU�� F�� /LGHU� PDUND� ROPD\Õ�
EDúDUPÕú� \HQL�PDUNDODU� YH� G�� 7DULKVHO�PH\GDQ� RNX\XFXODU� úHNOLQGH� G|UGH� D\ÕUPÕúWÕU��
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7�UNL\H¶GH� GÕú� SD]DUGD� JHUHN� LKUDFDW� JHUHNVH� PDUND� HQGDPÕQÕQ� DOJÕODQÕúÕ� YH� LPDMÕ�
yönünden J|]OH� J|U�O�U� EDúDUÕODUD� LP]D� DWDQ� 9HVWHO� \DSÕODQ� NDPXR\X� DUDúWÕUPDODUÕQD�
göre iç pazarda da a\QÕ�GXUXPD�JHOPH�\ROXQGD�LYPH�ND]DQPDNWDGÕU�� øo�SD]DUGD�$GDP�
0RUJDQ¶ÕQ� VÕQÕIODQGÕUPDODUÕQGD� 0H\GDQ� 2NX\XFX� GL\H� QLWHOHQGLULOHELOHFHN� 9HVWHO��
=RUOX� *UXEXQD� NDWÕOGÕ÷Õ� QRNWD� ED]� DOÕQÕUVD� /LGHU� 0DUND� 2OPD\Õ� %DúDUDELOPLú� <HQL�
0DUNDODU� NDWHJRULVLQGH� GH÷HUOHQGLULOHELOLU�� %X� LON� EDNÕúWD� LNLQFLOLN� JLEL� J|U�QVH de 

\�U�WW�÷�� PDUNDODúPD� VWUDWHMLVL� YH� NRQXPODQGÕUPD� oÕNÕú� QRNWDVÕ� LWLEDUL\OH� /LGHUi 
]RUODPD� QRNWDVÕQD� JHOHFHNWLU�� 0DUNDODúPD� V�UHFL� ]RUOX� YH� VDQFÕOÕ� ELU� V�UHo� ROPDNOD�
ELUOLNWH� E�W�QOHúLN� SD]DUODPD� VWUDWHMLOHULQL� LVWLNUDUOÕ�� SODQOÕ� YH� DNÕOOÕ� ELU� úHNLOGH�
X\JXOD\DQ�ILUPDODU� LoLQ�HOGH�HGLOPHVL� LPNDQVÕ]�ELU�QRNWD�GD�GH÷LOGLU��%u süreci Vestel 

X\JXODPDNWDGÕU�� %X� ]RUOX� YH� X]XQ� \ROGD� PDUNDODúPD� V�UHFL� DoÕVÕQGDQ� ROGXNoD� \RO�
kateden Vestel, bu yönüyle bir efsane olma yolXQGDGÕU�� øOHUOH\HQ� G|QHPOHUGH� EXQX�
EDúDUDELOLU�PL�ELOLQPH]��%X�oDOÕúPDQÕQ�EXUDGDQ� VRQUDNL�QRNWDVÕ�9HVWHO¶LQ�PDUNDODúPD�
V�UHFL� YH� VWUDWHMLVL� SD]DUODPDQÕQ� �� HVDV� XQVXUXQD� J|UH� LUGHOHQHFHNWLU�� $PD� |QFH�
SD]DUODPD\Õ�WHNUDU�KDWÕUOD\DOÕP� 

3D]DUODPD� NDUPDVÕQÕQ� LON� RODUDN�1HLO� %RUGHQ� WDUDIÕQGDQ� RUWD\D� DWÕOGÕ÷Õ� YH� V|]�
NRQXVX�NDUPDQÕQ����ELOHúHQLQLQ���U�Q�SODQODPD���FUHWOHQGLUPH��PDUNDODQGÕUPD��GD÷ÕWÕP�
NDQDOÕ��NLúLVHO�VDWÕú��UHNOkP��WDQÕWÕPODU��SDNHWOHPH��J|VWHUL��KL]PHW�YHUPH��LQVDQ�J�F��YH�
analiz) ROGX÷X�LIDGH�HGLOPektedir. %X�ELOHúHQOHULQ�VDGHOHúPHVL�VRQXFXQGD������\ÕOÕQGD�
JHOLúWLULOHQ�SD]DUODPD�NDUPDVÕ��SD]DUODPDGD�NXOODQÕODQ önemli kavramlardan biri olarak 

OLWHUDW�UGH�\HULQL�DOPÕúWÕU��3D]DUODPD�NDUPDVÕQGD�\HU�DODQ�G|UW�HOHPDQÕ���U�Q��\HU��IL\DW��
WDQÕWÕP�� LIDGH� HGHQ� øQJLOL]FH� V|]F�NOHULQ� �SURGXFW�� SODFH�� SULFH�� SURPRWLRQ�� EDú�
KDUIOHULQGHQ� \ROD� oÕNDUDN�� SD]DUODPD� NDUPDVÕ� ³�3´� úHNOLQGH� VHPEROOHúWLULOPLúWLU�
(http://yunus.hacettepe.edu.tr/umutal/lesson/2006-week6-.pdf). Buna göre Vestel’ in 4 p 

VWUWDWHMLVL� �hU�Q�� <HU�� )L\DW�� 7DQÕWÕP�� YH� EXQD� LOLúNLQ� 9HVWHO� JUXEXQXQ� X\JXODGÕ÷Õ�
pazarlama stratejisinin maUNDODúPD�V�UHFLQH�NDWNÕVÕ�ú|\OH� 

 

1.2.3.1. Ürün 

<HQL� IDEULNDODU� DoÕODUDN� �U�Q� JDPÕ� EX]GRODEÕ�� oDPDúÕU� YH� EXODúÕN� PDNLQHVL��
NOLPD� WHOHYL]\RQ�� '9'�� X\GX� DOÕFÕVÕ�� 3&� YH� PRQLW|UOHUOH� VÕQÕUODQGÕUÕOGÕ�� %X� V�UHoWH�
|UQH÷LQ�N�o�N�HY�DOHWOHUL�YH�FHS� WHOHIRQX��UHWLPL� LoLQ�GH�9HVWHO¶H�|QHULOHU�JHOLU� DQFDN�
ILUPD�� EXQODUÕ� NHQGL� PDUNDVÕ ile üretmek yerine her kategorinin birinci ya da ikinci 

NRQXPXQGDNL�PDUND\Õ�NHQGL�PD÷D]DODUÕQGD� VDWPD\Õ� WHUFLK� HGHU��+DWD\�� ³5DNLSOHULPL]�
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IDUNOÕ�G�ú�QHELOLU�YH�PXKDNNDN�KDNOÕ�JHUHNoHOHUL�YDUGÕU�DPD�EL]LP�VWUDWHMLPL]�PDUND\Õ�
EHOOL��U�QOHUOH�VÕQÕUOÕ�WXWPDN´�GL\RU��³NL�\DSÕODQ�DUDúWÕUPDODUda Türkiye’de sadece yerli 

FHS� WHOHIRQX� PDUNDODUÕ� ROVD� 9HVWHO� PDUND� FHS� WHOHIRQXQXQ� GL÷HUOHULQGHQ� GDKD� oRN�
VDWDFD÷Õ� VRQXFX� oÕNPÕúWÕU�� $PD� EXQD� UD÷PHQ� PDUND\Õ� JHQLúOHWPHN� \DQOÕú� ROXU�
G�ú�QFHVLQGH\L]��%L]LP�PDUND�\|QHWLP�VWUDWHMLPL]�UDNLSOHULPL]H�J|UH�oRN�IDUNOÕ��0HVHOD�
ELU� UDNLELPL]� NHQGL� PDUNDVÕ\OD� FHS� WHOHIRQX� \DSWÕ� YH� VDWÕ\RU� DPD� QH� NDGDU� EDúDUÕOÕ�
ROGX÷XQX�VRUPDN�OD]ÕP�´��'ROD\ÕVÕ\OD��U�Q�JDPÕQD�NDPHUDGD�-9&��N�ú�N�HY�DOHWOHULQGH�
Zanussi, Moulinex, Roventa,� 7HIDO� YH� 3KLOLSV�� EH\D]� Hú ya da  Whirpool, cep 

WHOHIRQXQGD�LVH��1RNLD��0RWRUROD�YH�6DPVXQJ�HNOHQLU��$QFDN�EX�PDUNDODUÕQ�KHSVLQLQ�GH�
9HVWHO��U�QOHULQL�WDPDPODGÕ÷Õ�V|\OHQHPH]��gUQH÷LQ�:KLUSRRO¶XQ��U�Q�JDPÕQGD�EXOXQDQ�
EH\D]� Hú\DODU� 9HVWHO¶LQNLOHUOH� oDNÕúÕ\RU�� 'ROD\ÕVÕ\OD� W�NHWLFL� 9HVWHO� PD÷D]DVÕQD�
JLUGL÷LQGH�KHU� LNL�PDUNDGDQ�YH�EHQ]HU�DPDoODU� LoLQ��UHWLOPLú�EX]GRODEÕ�� IÕUÕQ�� oDPDúÕU�
YH� EXODúÕN� PDNLQHVL� PRGHOOHULQL� J|UHELOL\RU�� %X� W�NHWLFL� DoÕVÕQGDQ� NDID� NDUÕúWÕUÕFÕ� YH�
9HVWHO¶LQ� PDUND� DOJÕVÕQÕ� ROXPVX]� \|QGH� HWNLOH\HQ� ELU� XQVXU� ROPXúWXU�� 2\VD� /HYHQW�
Hatay isH�D\QÕ�ILNLUGH�GH÷LOGLU��2QD�J|UH��W�NHWLFL�H÷HU�L\L�ELU��U�Q�DOÕ\RUVD�YH�EXQX��U�Q�
NDUúÕOÕ÷ÕQGD�\�NVHN�ELU�IL\DW�|GHPH\L�J|]H�DOÕ\RUVD��DUDGÕ÷Õ�PDUND�:KLUSRRO�RODELOLU�YH�
EX�PDUND\Õ�VDGHFH�9HVWHO�PD÷D]DVÕQGDQ�EXODELOLU��$PD�9HVWHO�WHNQRORMLVLQL�YH�NDOLWHVini 

L\L�WDQÕ\RUVD�YH�EX�J�YHQFH\H�GD\DQDUDN�GDKD�PDNXO�ELU��FUHW�NDUúÕOÕ÷ÕQGD�DUDGÕ÷Õ��U�Q��
VDWÕQ� DOPDN� LVWL\RUVD� 9HVWHO¶L� WHUFLK� HGHELOLU�� +DWD\� EX� J|U�ú�Q�� úX� anekdotlarla 

GHVWHNOL\RU��³gUQH÷LQ��JHoHQOHUGH�%D÷GDW�FDGGHVLQGH�ELU�PD÷D]DGD\ÕP��LoHUL�ELU�KDQÕP�
JLUGL� YH� GR÷UXGDQ�:KLUSRRO� VWDQGÕQD� JLWWL��:KLUSRRO¶X� \XUWGÕúÕQGDQ� ELOL\RUPXú�� GDKD�
|QFH�NXOODQPÕú�YH�oRN�PHPQXQ�NDOPÕú��2�\�]GHQ�9HVWHO��U�QOHUL\OH� LOJLOHQPHGL�ELOH��
%DúND� ELU� J�Q�� EDúND� ELU� PD÷D]DGD� LVH� \DúOÕ� ELU� WH\]HQLQ� 9HVWHO� YDUNHQ� :KLUSRRO�
ürünleULQH� KLo� JHUHN� ROPDGÕ÷ÕQÕ� V|\OHGL÷LQL� KDWÕUOÕ\RruP��%X� \DNODúÕPÕQ� DOWÕQGD� \DWDQ�
QHGHQ�� DODQODUÕQGD� NHQGLQL� LVSDWODPÕú� EX� �U�QOHULQ� 9HVWHO� PDUNDVÕQD� YH� PD÷D]DODUÕQD�
GH÷HU� NDWDFD÷ÕQD� GX\XODQ� LQDQo�� %XQXQ� HQ� E�\�N� VDYXQXFXODUÕQGDQ� ELUL� GH� +XOXVL�
Derici. Hatta� RQD� J|UH� KHU� �U�Q� JUXEXQD� GD� IDUNOÕ�PDUND� \DSÕOPDVÕ� JHUHNL\RU��+DWD\��
PDUNDODúPD�DWÕOÕPÕQD�DWÕOPDGDQ�|QFH�VDWÕú�RGDNOÕ� UHNODP�NDPSDQ\DODUÕ� \DSWÕNODUÕQÕ�YH�
NXUXPVDO�PHVDMODUÕQ�GD�LKUDFDW�RGDNOÕ�ROGX÷XQX�V|\O�\RU��$NÕQ���������). 

9HVWHO� ILUPDVÕQÕQ� �U�Q� KL]PHW� GL÷HU� ELU� GH\LúOH� faaliyet� oHúLWOL� DODQODUD�
\D\ÕOPÕúWÕU�� d�nkü VHVWHO� D\QÕ� ]DPDQGD� KHP� oRN� \|QO��� DJUHVLI� YH� KÕ]OÕ� JHOLúHQ� ELU�
úLUNHW��KHP��U�Q�oHúLGLQL�KDWÕUÕ�VD\ÕOÕU�ELU�VHYL\H\H�JHWLUHQ�ELU�HOHNWURQLN�YH�EH\D]�Hú\D�
PDUNDVÕ��KHP�GH�NHQGL��U�Q�DLOHVLQLQ�\DQÕ�VÕUD� LOLQWLOL�VHJPHQWOHUGH�IDUNOÕ�PDUNDODUÕ da 
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suna bir PD÷D]DODU zinciri. Yani VHVWHO�PDUNDVÕQÕQ� DOJÕODQPDVÕQGD� ú|\OH� ELU� NDUPDúD�
YDU�� hUHWLFL� úLUNHW�� PDUND� YH� perakende� PD÷D]DODU� ]LQFLUL� D\QÕ� LVLPGH� ROGX÷X� LoLQ�
ELUELULQH�NDUÕúÕ\RU�YH�9HVWHO�GH\LQFH�DNOD�QH\LQ�JHOHFH÷L�EHOLUVL]OHúLyor. Vestel’ in temel 

RODUDN�WHOHYL]\RQ��oDPDúÕU�YH�EXODúÕN�PDNLQHVL��NOLPD��'9'�YH�X\GX�DOÕFÕVÕQGDQ�ROXúDQ�
�U�Q�JDPÕ�JHQLúOHWLOPHGL�YH�N�o�N�HY� DOHWOHUL��P�]LN� VHWL�� FHS� WHOHIRQX�JLEL� �U�QOHUGH�
OLGHU�ILUPDODUÕQ�PRGHOOHUL�9HVWHO�PD÷D]DODUÕQGD�VDWÕOPD\D�EDúODQGÕ��$NÕQ����������). 

 

1.2.3.2. Yer 

9HVWHO� \HQL� SD]DUODUD� DoÕODUDN� PDUNDOÕ� SD]DUODPD� IDDOL\HWOHULQL� JHOLúWLUPH\L� YH�
NDU�PDUMÕQÕ�yükseltmeyi�DPDoODPDNWDGÕU��9HVWHO�\HQL�SD]DUODU�YH�PDUNDODúPD�VWUDWHMLVL�
NDSVDPÕQGD�5XV\D��%DT ülkeleri (Ukranya, Gürcistan, Azerbaycan, Ermenistan), Orta 

'R÷X��6XUL\H��øUDQ��,UDN���*�QH\�$V\D��+LQGLVWDQ�YH�3DNLVWDQ��YH�.X]H\�$IULND��0ÕVÕU��
SD]DUODUÕQGD� 9HVWHO� PDUNDOÕ� �U�QOHUL� VDWPDN� �]HUH� RUJDQL]DV\RQ� \DSÕVÕQÕ�
oOXúWXUPDNWDGÕU�� 9HVWHO� PDUNDVÕQÕQ� GD� LoLQGH� EXOXQGX÷X� oRN� PDUNDOÕ� VDWÕú� PRGHOLQH�
GD\DOÕ�NRQVHSW�PD÷D]DODUÕQ�\DQÕ�VÕUD��VDWÕú�YH�VDWÕú�VRQUDVÕ�KL]PHW�RUJDQL]DV\RQX�GD�EX�
FR÷UDI\DODUGD�\DSÕODQGÕUÕOPD\D�EDúODQPÕúWÕU (Vestel, 2005 faaliyet raporu: 30). 

$&� 1LHOVHQ� WDUDIÕQGDQ� ��� \ÕOGÕU� \DSÕODQ� Ye ve birçok sektörde marka 

IDUNÕQGDOÕ÷ÕQÕQ�]DPDQ�LoLQGH�GH÷LúLPLQL�J|VWHUHQ�³Markalar´�DUDúWÕUPDVÕQÕQ������\ÕOÕQD�
GDLU� VRQXoODUÕQD�J|UH� �9HVWHO�� LON�KDWÕUODQDQ�PDUNDODU� DUDVÕQGD� \�]GH����� LOH���� VÕUDGD��
$&�1LHOVHQ�7�UNL\H¶QLQ�*HQHO�0�G�U��$OL�'DQÕú��JHQHO�RODUDN�PDUND�DOJÕVÕQÕ�HQ�oRN�
EDúNDODUÕQÕQ� V|\OHGLNOHUL� \D� GD� GHQH\LPOHULQLQ� HWNLOHGL÷LQL� EHOLUWL\RU�� ³7�NHWLFLQLQ�
ILNULQH�� WDYUÕQD� KDWWD� WDU]ÕQD� GH÷HU� YH� |QHP� YHUGL÷L� NLúLOHULQ� PDUND� KDNNÕQGD� QH�
V|\OHGL÷L�� QDVÕO� W�NHWWL÷L� YH\D� UHGGHWWL÷L� oRN� |QHPOL�� 6DWÕú� QRNWDVÕQGD� ROXúDQ� DOJÕ� GD�
GL÷HU� |QHPOL� XQVXU�� 6DWÕú� QRNWDVÕQÕQ� NHQGLVLQLQ� PDUND\OD� X\XPX�� PDUNDQÕQ� EXUDGDNL�
GXUXúX�JLEL� XQVXUODU� DOJÕ\Õ� |QHPOL� |Oo�GH� HWNLOHU��9H� WDELGLU� NL� IL\DWWD��.LPL�PDUNDODU�
LoLQ� ID]OD� IL\DW� DUWWÕUPDN�� NLPLOHUL� LoLQ� GH� LQGLUPHN� PDUNDGa ölümcül etki yaratabili r  

($NÕQ����������)” . 

<XUWLoLQGH�����\HWNLOL�ED\L������VHUYLV�QRNWDVÕ ve ������VHUYLV�HOHPDQÕ�LOH�VDWÕú�
VRQUDVÕ�KL]PHW�VXQXOPDNWDGÕU��9HVWHO�WDUDIÕQGDQ�VHUWLILNDOÕ�HOHNWURQLN��EH\D]�Hú\D�YH�3&�
VHUYLVOHUL�LOH�NXUXOXP��WDPLU�YH�EDNÕP�JHUoHNOHúWLULOPHNWHGLU��6HUWLILNDOÕ�VHUYLVOHU���DQD�
VHUYLV� PHUNH]LQH� ED÷OÕ� RODUDN� oDOÕúDQ� ��� IDUNOÕ� E|OJH� P�G�UO�÷�� DOWÕQGD�
JUXSODQGÕUÕOPÕúODUGÕU�� �� DQD� VHUYLV� PHUNH]L� 'R÷X� YH� %DWÕ� ROPDN� �]HUH� FR÷UDILN� ELU�
GD÷ÕOÕPD� VDKLSWLU�� 6DWÕú� 6RQUDVÕ� +L]PHWOHU� D\UÕFD� 0�úWHUL� +L]PHWOHUL� 'HSDUWPDQÕQD�
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ED÷OÕ� RODUDN� dD÷UÕ� 0HUNH]L� X\JXODPDODUÕQÕ� GD� \�U�WPHNWHGLU�� %X� NDSVDPGD� dD÷UÕ�
PHUNH]L� JHOHQ� oD÷UÕODUÕ� NDUúÕODPDNWD� YH� D\UÕFD� \�U�W�OHQ� IDDOL\HWOHULQ� P�úWHULOHUGHNL�
PHPQXQL\HWLQL�|OoHQ�DQNHW�DUDPDODUÕ�\DSPDNWDGÕU��YHVWHO�FRP.tr).  

Vestel¶LQ�PDUND� V�UHFLQLQ� VRQ� HYUHVLQLQ� EDúODQJÕFÕ�� EXQGDQ� LNL� EXoXN� \ÕO� |QFH�
úLUNHWLQ� DMDQV� GH÷LúWLUHUHN� P�D�U�N�D� LOH� oDOÕúPD\D� EDúODPDVÕQD� GD\DQÕ\RU�� ����¶OHULQ�
EDúÕQGD����¶H�\DNÕQ�VKRZURRPX�YH���ELQH�\DNÕQ�ED\LVL�RODQ�9HVWHO¶L�|QFH�³H[FOXVLYH´�
bLU�PDUND�KDOLQH�JHWLUPH\H�NDUDU�YHUGLNOHULQL�DQODWÕ\RU�/HYHQW�+DWD\��'DKD�|QFH�9HVWHO�
'D\DQÕNOÕ�7�NHWLP�0DOODUÕ�$�ù�¶QLQ�*HQHO�0�G�UO�÷�¶Q��\�U�WHQ�+DWD\��úLUNHWWHNL�\HQL�
\DSÕODQGÕUPDQÕQ� ELU� VRQXFX� RODUDN� JHoHQ� \ÕOÕQ� VRQXQGD� 5XV\D�� %D÷ÕPVÕ]� 'HYOHW�
7RSOXOX÷X� YH� 2UWDGR÷X¶GD� 0DUNDODúPDGDQ� VRUXPOX� øFUD� .XUXOX� h\HOL÷LQH� JHWLULOGL��
$YUXSD� SD]DUÕQD� \|QHOLN� �UHWLPOHULQGH� 9HVWHO� PDUNDVÕQÕ� NXOODQPD\DQ� úLUNHW��
PDUNDODúPD\D�+DWD\¶ÕQ�VRUXPOX�ROGX÷X�GL÷HU�ELU�GH\LúOH�7�UNL\H�VDDW�GLOLPL�LoLQGH�\HU�
DODQ� �ONHOHUGHQ� EDúODGÕ�� $QFDN�PDUND\Õ� NLWOHOHUH� WDQÕWPDQÕQ� |QFHVLQGH� �U�QOHUH� NROD\�
XODúÕOPDVÕQÕ� VD÷ODPDN�JHUHNLU��9HVWHO¶GH�PDUNDODúPD�DGÕPODUÕQD� VHUYLV�YH�ED\L� D÷ÕQÕQ�
güçlendirilmesi ilH� EDúODQGÕ�� %XQXQ� DoÕNODPDVÕQÕ� JHUL\H� G|Q�S� \DSPDN� JHUHNL\RU��
Vestel Ahmet Nazif Zorlu taraIÕQGDQ�VDWÕQ�DOÕQGÕ÷Õ�����¶WHQ�EX�\DQD�VLVWHPOL�ELU�úHNLOGH�
G�Q\D� úLUNHWL� ROPD� VWUDWHMLVL� L]OL\RU�� ø]PLU� YH� 0DQLVD¶GDNL� IDEULNDODUGD� E�\�N�
KDFLPOHUGH� HOHNWURQLN� �U�QOHUL� �UHWHQ� úLUNHW�� \DSWÕ÷Õ� $5-*(� \DWÕUÕPODUÕ\OD� ELUOLNWH�
WHNQRORMLGHNL� U�úW�Q�� LVSDWODGÕ� YH� |QFHOL÷L� KHS� \XUWGÕúÕQD� \�NVHN� KDFLPOL� �UHWLP�
\DSPD\D�YH� LKUDFDWD�YHUGL��<XUWLoLQGHNL�YH�GHYDP�HGHQ�V�UHoWH�7�UNL\H� LOH� �D\QÕ�VDDW�
GLOLPLQGHNL� �ONHOHUGHNL� PDUNDODúPD\D� VRQ� \ÕOODUGD� D÷ÕUOÕN� YHUGL�� %X� \�]GHQ� GH� KHP�
7�UNL\H¶GH�KHP�GH�GL÷HU��lkelerde Vestel ürünleri il e onODUÕ�WDPDPOD\DQ�VHJPHQWOHUGH 
NL�GL÷HU�DQODúPDODUÕ�PDUNDODUÕQ� VXQGX÷X�PD÷D]DODU�DoÕOGÕ��0DUNDODUÕQ�J�oO��\DQÕ�RODQ�
\D\JÕQ� WHNQLN� VHUYLV� D÷ÕQGDQ� EDKVHWPH\H� LVH� JHUHN� ELOH� \RN�� hU�Q�Q� �UHWLPH� KDQJL�
úDUWODUGD� VXQXOGX÷XQXQ� |QHPLQL� DQODWÕUNHQ� +DWD\�� ³6L]� LVWHGL÷LQL]� NDGDU� LPDM�
UHNODPÕQÕ]Õ� \DSÕQ�� Lú� ED\LGH� ELWL\RU�´� Giyor. Vestel teknik servislerinde en az bayileri 

NDGDU�|QHP�YHUL\RU��%X�|QHP��ED\L�WRSODQWÕVÕ�E�WoHOHUL\OH�\DSÕODQ�VHrYLV�WRSODQWÕODUÕQGD�
YH�$KPHW�1D]LI�=RUOX¶QXQ�³0�úWHULOHULPL]LQ�HYOHULQH�NDGDU�JLUHELOHQ�EL]�GH÷LOL]��RQODU´�
V|]OHULQGHQ� GH� DQODúÕODELOLU� �$NÕQ�� ������ ���. $\UÕFD�� bD\L� D÷ÕQGDQ� oÕNÕODUDN� 9HVWHO�
DGÕ\OD�VDGHFH�9HVWHO�YH�DQODúPDOÕ��U�QOHUL�VDWÕODQ��������PD÷D]D�NXUXOGX��$\UÕFD�9estel 

PDUNDOÕ�PDUNDOÕ�EH\D]�Hú\D�YH�HOHNWURQLN��rünleri konusunda hizmet veren 650 teknik 

servis kuruOGX��6HUYLVOHU�\HQLGHQ�NRQXPODQGÕUÕOGÕ�� 
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ùHNLO�����9HVWHO��7HNQLN�6HUYLV�'D÷ÕOÕP�+DULWDVÕ 
 

 

 

 

 

 

 

 

 

 

Vestel Türkiye’deki bütün bayi ve servisleriyle birli kte 1300 bayi, 700 servis –

bütün rakiplerinin mD÷D]DODUÕQÕ� -5 bin 700-� X\GX� YDVÕWDVÕ\OD� LOHWLúLP� NXUPDNWDGÕUODU��
*36�FLKD]ODUÕ\OD�WRSODPGD���ELQGH�ID]OD�QRNWDQÕQ�\HULQL�WHVSLW�HGLS�ND\GHGHQ�YH�EXQODUÕ�
KDULWD� �]HULQH� ELUELUL\OH� NDUúÕODúWÕUPDOÕ� RODUDN� J|VWHUHQ� ELU� SURJUDP� JHOLúWLUHQ� 9HVWHO��
D\QÕ�]DPDQGD�PD÷D]DODUÕQ�E�\�NO�÷�Q����WDKPLQL�FLURODUÕQÕ�YH�GL÷HU�GHWD\ODUÕQÕ�GD�ND\ÕW�
DOWÕQD�DOGÕ��%X�VD\HGH�9HVWHO�KÕ]OÕ�NDUDU�DOÕS�X\JXODPD\D�JHoL\RU��EX�VD\HGH�UHNDEHWWH�
|QH�JHoPH�IÕUVDWÕ�VD÷OÕ\RU��(UWHP���������� 

9HVWHO� 'D\DQÕNOÕ� 7�NHWLP� 0DOODUÕ� 3D]DUODPD�� 9HVWHO� ùLUNHWOHU� *UXEX�
bünyesindeki üretim úLUNHWOHUL� RODQ� 9HVWHO� (OHNWURQLN�� 9HVWHO� %H\D]� (ú\D� YH� 9HVWHO�
Komünikasyon’un� �U�QOHULQLQ� \XUW� LoLQGH� VDWÕú� YH� SD]DUODPDVÕQÕ� JHUoHNOHúWLUPHNWHGLU��
ùLUNHW�D\QÕ�]DPDQGD�X\JXODGÕ÷Õ�³dRNOX�0DUND�6WUDWHMVL´� LOH�� -9&��:KLUSRol, Zanussi, 

0RXOLQH[�� 7HIDO�� 5RZHQWD�� 3DOP2QH�� 6DPVXQJ� YH� 0RWRUROD� JLEL� J�oO�� XOXVODUDUDVÕ�
PDUNDODUÕQ� GD� VDWÕú� YH� SD]DUODPDVÕQÕ� \DSPDNWD� YH� 9HVWHO� PD÷D]DODUÕ� DUDFÕ÷Õ� LOH� EX�
]HQJLQ� �U�Q� JDPÕQÕ� QLKDL� W�NHWLFLOHUH� VXQPDNWDGÕU�� $UWDQ� �U�Q� YH� PDUND� oHúLWOL÷LQL 
W�NHWLFLOHUH�HQ�L\L�úHNLOGH�VXQDELOPHN�LoLQ�9HVWHO�'D\DQÕNOÕ�7�NHWLP�0DOODUÕ�3D]DUODPD��
�����\ÕOÕQGDQ� LWLEDUHQ�DOÕúYHULú�PHUNH]OHULQGH�YH�DQD�FDGGHOHUGH�³NRQVHSW�PD÷D]DODU´�
DoPD\D�EDúODPÕúWÕU��9HVWHO�'D\DQÕNOÕ�7�NHWLP�0DOODUÕ�3D]DUODPD�� VRQ��o�\ÕOGD�9HVWHl 
PDUNDOÕ��U�QOHUL�NDGHPHOL�RODUDN� WRSWDQ�VDWÕú�NDQDOÕQGDQ�oHNPLú��EX�VHJPHQW� LoLQ�|]HO�
RODUDN� JHOLúWLULOHQ� 5HJDO� PDUNDVÕQÕ� VXQPXúWXU�� ����� \ÕOÕQGD� EDúOD\DQ� 5HJDO� PDUNDOÕ�
úLUNHWLQ� �U�Q� VDWÕúÕ,� úLUNHWLQ� WRSODP� FLURVXQXQ� \DNODúÕN� ���¶LQH� XODúPÕú� GXUXPGDGÕU�
(Vestel, 2005 faaliyet raporu: 41). 

 

– ����VHUYLV�QRNWDVÕ 
– ����2UWDN�VHUYLV�QRNWDVÕ 
– 5400  servis personeli 

– �������P��WRSODP�PD÷D]D�
DODQÕ�
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ùHNLO�����Çoklu Marka Stratej isi�)LUPDODUÕ 
 

 

 

 

 

 

 

 

 

 

1.2.3.3. Fiyat 

9HVWHO� PD÷D]DODUÕQGD� 9HVWHO� PDUNDOÕ� �U�QOHU� LOH� EX� �U�QOHUL� WDPDPOD\DQ�
VHJPHQWOHUGHNL� OLGHU� PDUNDODUOD� LOLúNLOHQGLUPH� NXUXOGX�� %X� LOLúNLOHQGLUPHGH� 9HVtel 

�U�QOHULQLQ� IL\DWODUÕ� LOJLOL� PDUNDODUD� \DNÕQ� WXWXOGX� �$NÕQ�� ������ ��). Vestel rekabet 

�VW�QO�÷�Q�� V�UG�UPHN� YH� IDDOL\HW� NDUÕQÕ� DUWÕUPDN� LoLQ� HWNLQ� ELU� PDOL\HW� NRQWURO��
\�U�WPHNWHGLU�� hUHWLP� V�UHoOHULQGH� \�NVHN� YHULPOLOL÷LQ�� VWRN�� �UHWLP� YH� ILQDQVPDQ�
maOL\HWOHULQGH�GH�G�ú�ú�Q�V�UG�U�OHELOLU�NÕOÕQPDVÕ�PDOL\HW�SROLWLNDVÕQÕQ�DQD�XQVXUODUÕGÕU 
(Vestel, 2005 faaliyet raporu: 32). 

 

1.2.3.4. TDQÕWÕP 

7�NHWLFL� LOH� PDUND� DUDVÕQD� PHVDIH� NR\GX÷X� ³9HVWHO¶H� WHUIL� HGLQ�� UDKDW� HGLQ´�
VORJDQOÕ� NDPSDQ\D� VRQD� HUGLULOGL�� 9HVWHO¶LQ� \ÕOODUGÕU� WHNQRORML\H� \DWÕUÕP� \DSPDVÕQÕ�
amaçlayan “Teknolojinin Türkçeci´� VORJDQOÕ� UHNODP� NDPSDQ\DODUÕQD� EDúODQGÕ� Bir 

süredir marka kamuoyuna “Teknolojinin Türkçeci´�VORJDQÕ\OD�DQODWÕ\RU��$UWÕN��EDVÕQGD�
yer alan haberlerde Vestel’ in teknoloji üretimL� YH� LKUDFDW� UHNRUODUÕ� NÕUPDVÕ� NRQX�
ediniyor. Bu yüzden de günlük hayat devam ederken ilgisi milyonlarca parçaya bölünen 

tüNHWLFL� 9HVWHO¶L� IDUNOÕ� \|QOHUL\OH� WDQÕ\RU�� %LU� PDUND\Õ� GR÷UX� PHVDMODUOD� W�NHWLFLOHUH�
GR÷UX� úHNLOGH� WDQÕWPDN� ú�SKHVLz ki uzun soluklu bir süreç ve Vestel’de bu sürecin 

\D]ÕQÕQ� EDúÕQGD�� 0DUNDQÕQ� W�NHWLFL� DOJÕVÕQGD� úLUNHW� IDDOL\HWOHULQGHQ� YH� PD÷D]DODU�
]LQFLULQGHQ�D\UÕúWÕUOÕPDVÕ�H÷HU�GH÷LúLNOL÷H�JLGLOHFHNVH zaman alabili r. Vestel’ in reklam 

DMDQVÕ� P�D�U�N�D¶QÕQ� %DúNDQÕ� +XOXVX� 'HULFL�� ³%LU� LVim bir ürünün üzerindeyse bunu 
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W�NHWLFL�PDUND�RODUDN�DOJÕODU´�GL\RU��'HULFL¶\H�J|UH��EXQGDQ��o�\ÕO�|QFH�9estel denili nce 

LQVDQODUÕQ�DNOÕQD�GDKD�oRN�úLUNHW�JHOLUNHQ��9HVWHO�NHOLPHVL�DUWÕN�GDKD�oRN�PDUND�RODUDN�
DOJÕODQÕ\RU��³0DUND�X]XQ�YDGHOL�ELU�LOHWLúLP�LúLGLU��ùLUNHWL�Lú�G�Q\DVÕQGDNLOHU�ELOLU��$PD�
YDWDQGDú� 9HVWHO� GHQLQFH� �U�Q� PDUNDVÕ� RODUDN� DOJÕODU�´� 9DWDQGDú� |UQH÷LQ� SHUDNHQGH�
PD÷D]DODUÕQ� LVPLQL� GH� PDUND� RODUDN� DQOD\DELOLU�� %X� GXUXPGD� �U�Q� YH� SHUDNHQGH�
PD÷D]DODUÕQ�LOHWLúLPLQLQ�oRN�GDKD�GLNNDWOL�\�U�W�OPHVL gerekiyor �$NÕQ����������). 

9HVWHO¶LQ�ELU�|QFHNL�UHNODP�VORJDQÕ�RODQ�³9estel’e terfi edin, rahat edin” . Derici 

LVH�EX�VWUDWHMLQLQ�]DPDQÕQGD�oRN�EDúDUÕOÕ�ROGX÷XQX�DPD�DUWÕN�PLV\RQXQX�WDPDPODGÕ÷ÕQÕ�
G�ú�Q�\RU�� =LUD� 'HULFL¶\H� J|UH� EX� VORJDQGD� ELU� E|E�UOHQPH� Yar, halbuki Vestel çok 

VDPLPL�� LoWHQ� \|QHWLFL� YH� oDOÕúDQODUOD� GROX�� 'HULFL� LON� oDOÕúPD\D� EDúODGÕNODUÕQGD�
9HVWHO¶LQ�X]DNWDQ�QDVÕO�J|U�QG�÷�Q��ú|\OH�DQODWÕ\RU��³9HVWHO�R�J�QOHUGH�WDNWLU�HWWL÷LPL]�
ELU� úLUNHWWL�� 9HVWHO¶Ln Zorlu’ ya geçmesi bugün itibari i le 11 \ÕO� ROX\RU�� %L]LP�
WDQÕúPDPÕ]GDQ� EX� \DQD� GD� ���� \ÕO� ROGX�� dRN� EDúaUÕOÕ� ROPXú� LOJLQo� ELU� VWUDWHML\OH�� øo�
SD]DUGD�KHQ�]�D\DNODQÕUNHQ�LKUDFDW�UHNRUODUÕ�NÕUDQ�ELU�úLUNHW��'ÕúDUÕGDNL�EX�EDúDUÕODUÕQ�Lo�
SD]DUD� ROXPOX� \DQVÕPDODUÕ� YDU ama içeride insana biraz da uzak geliyor. Zaten bunu 

V|\OHPHN� LoLQ� ELU� \DQGDQ� GD� E|E�UOHQPHN� ]RUXQGDVÕQÕ]�� '�Q\D� GHYOHULQH� �U�Q� YH�
WHNQRORML� VDWDQ� ELU� úLUNHWVLQL]�� %XQX� GD� LoHUL\H� WDQÕWÕPOD� UHNODPOD� GX\XUDELOLUVLQL]��
7�NHWLFL� WDNWLU� HGL\RU� DPD� NHQGLQH� \DNÕQ� KLVVHWPL\RUGX�� $UDGD� DOJÕODQDn bir mesafe 

YDUGÕ�� EXQX� \RN� HWPHOL\GLN�´� 0LOOZDUG� %URZQ�� +73�� $&� 1LHOVHQ� JLEL� NXUXPODU�
WDUDIÕQGDQ� \DSÕODQ� DUDúWÕUPDODUD� J|UH� 9HVWHO�� ED]Õ� PDUNDODUGDQ� GDKD� JHQo� GLQDPLN�
DOJÕODQPDNWDGÕU�YH�\Dú����DOWÕ�LoLQGH�SRS�ODULWHVL�HQ�KÕ]OÕ�DUWDQ�PDUND�KDOLQH�JHOPLúWLr. 
Ve bu kitle GH� 9HVWHO¶LQ� WHNQRORMLGH� QH� NDGDU� LOHULGH� ROGX÷XQX� ELOPHNWHGLU�� 'HULFL��
³*HoPLúWH� \DSÕODQ� UHNODP� YH� WDQÕWÕPODUGD�� EDVÕQGD� oÕNDQ� KDEHUOHUGH�� \|QHWLFLOHUOH�
\DSÕODQ� U|SRUWDMODUGD� JHOLQHQ�QRNWDGD� ]DWHQ�9HVWHO¶OH� WHNQRORML� LOLúNLOHQGLUPHVL� YDUGÕ�” 
Bu yüzden içinde teknoloji geçen basit bir slogan üretili r: “Teknolojini Türkçeci´� øNL�
\ÕOD� \DNÕQ� V�UHFHN� ELU� NDPSDQ\D� WDVDUODQGÕ. Bu kampanya da  bir oyuncuya ihtiyaç 

GX\XOXU�YH� \DSÕODQ�J|U�úPHOHU� VRQXFXQGD�$WD�'HPLUHU¶GH�NDUDU�NÕOÕQÕU��'HULFL�ELULOHUL�
&HP� <ÕOPD]¶Õ� NXOODQÕ\RU�� EL]� GH� $WD� 'HPLUHU¶L� R\QDWDOÕP�� úHNOLQGH� ELU� ú|KUHWLQ�
HWUDIÕQGD� G|QHQ� ELU� NDPSDQ\D� ROPDGÕ÷ÕQÕ� |]HOOLNOH� YXUJXOX\RU�� $WD� 'HPLUHU¶LQ�
QLKD\HWLQGH� ED\L� WRSODQWÕODUÕQD� GD� NDWÕODUDN� 9HVWHO� DLOHVL\OH� LoOL� GÕúOÕ� ROGX÷X� �� \ÕOOÕN�
NDPSDQ\DQÕQ� LON� DOWÕ� D\ÕQGDQ� VRQUD� �U�Q� UHNODPODUÕ� GHYUH\H� JLUHU�� 2� ]DPDQD� NDGDU�
³7HNQRORMLQLQ�7�UNoHVL´�VORJDQÕ��]HULQGHQ�NDPSDQ\D�\�U�WVH GH�'HULFL��VORJDQÕ�DNÕOODUD�
\HUOHúWLUPHN� LoLQ� KHUKDQJL� ELU� oDED� göstermediklerini�� W�NHWLFLQLQ� ]HNDVÕQÕ�
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|G�OOHQGLUHUHN�RQX�NHúIHWPHVLQL� LVWHGLNOHULQL�DQODWÕ\RU��³øON�ILOPOHULPL]L�PDUND�PHVDMOÕ�
oHNWLN��7HDVHU�UHNODPFÕOÕ÷ÕQGD�GD�ELU�GHYULP�\DSWÕN��1RUPDOGH�\D�KLo�LSXFX�YHUPH]VLQL]�
\D�GD�GR÷UXGDQ�V|\OH\LS�PHUDN�X\DQGÕUÕUVÕQÕ]��%L]LPNL�QH�DoÕN�QH�GH�NDSDOÕ\GÕ��øNLVLQLQ�
RUWDVÕ��9HVWHO¶H�GDLU�KLoELU�úH\�\RNWX�DPD�R�PHVDMÕQ�NLPGHQ�JHOGL÷LQL�o|]HQOHU�NXODNWDQ�
NXOD÷D� GL÷HUOHULQL GH� KDEHUGDU� HWWL�� øNLQFL� ILOPGH� 9HVWHO¶LQ� $5-*(� �VOHULQLQ� ROGX÷X�
G�Q\D� NHQWOHUL� GX\XUXOXU�� %XQD� SDUDOHO� RODUDN� GD� D\QÕ� WHPDOÕ� DoÕN� KDYD� UHNODPODUÕ�
devreye girer. Bu süreçte “Teknolojinin Türkçeci´� PHVDMÕQÕQ� DOWÕ� L\LFH� oL]LOPLúWLU��
/HYHQW� +DWD\�� EX� VORJDQÕQ� EX� NDGDU� NÕVD� ELU� V�UHGH� EHQLPVHQPHVLQL� 9HVWHO¶LQ�
WHNQRORML\H�EXQFD�]DPDQGÕU� \DSWÕ÷Õ� \DWÕUÕPODUD�GD�ED÷OÕ\RU�� ³%DúDUÕOÕ� LOHWLúLP�YDU�RODQ�
GXUXPX�GR÷UX�úHNLOGH�GX\XUPDNWÕU��]DWHQ�]DPDQ�oDEXN�NDEXO�J|U�\RU��7HNQRORML�WHPDOÕ�
PHVDMODU� ]DWHQ� LQVDQODUÕQ� 9HVWHO� KDNNÕQGD� G�ú�QG�NOHULQL� \DNDOÕ\RU�� gQFH� PDUNDQÕ]Õ�
GR÷UX� WHVSLW�HGHFHNVLQL]�´�*HUoHNWHQ�GH�EX�J�QH�NDGDU�9HVWHO�KDNNÕQGD�PHG\D�GD�\HU�
DODQ�KDEHUOHUGH�GH�ILUPDQÕQ�WHNQRORML\H�\DWÕUÕP�\DSWÕ÷Õ�$5-*(�NRQXVXQGD�J�oO��ROGX÷X�
�U�QOHULQLQ�LOHUL�WHNQRORML\H�VDKLS�ROGX÷X�PHVDMODUÕ�KHS�YHULOGL�YH�EX�GD�W�NHWLFLQL�9HVWHO�
LOH� WHNQRORML\L� LOLúNLOHQGLUPHVLQH� WHPHO� ROXúWXUGX�� 'HULFL�� ³5HNODPFÕOÕNWD� \DODQÕQ� \¶VL�
ROPDPDOÕ�� DEDUWÕ� RODELOLU� HVSLUL� DEDUWÕOÕ� RODELOLU�� DPD� |UQH÷LQ� DOWÕQ� VX\XQD� EDQÕOPÕú�
ELUúH\L� DOWÕQ� JLEL� VXQDQ� UHNODPODU� \DVDNODQPDOÕ�� *HULVLQH� W�NHWLFL� NDUDU� YHUL\RU� ]DWHQ��
³$WD�'HPLUHU¶OL�EX�NDPSDQ\D�W�NHWLFLOHUGHQ�VHPSDWL� WRSODGÕ�YH�ELU�V�UH�VRQUD�LQVDQODU�
PD÷D]DODUD�JHOLS� UHNODP�ILOPOHULQGH� WDQÕWÕOGÕ÷Õ� úHNLOGH��U�QOHUL� VRUPD\D�EDúODUODU�� ³���
\HUGHQ��IOH\HQ�7�UNL\H¶QLQ�HQ�GHULQ�EX]GRODEÕQGDQ�YDU�PÕ"´�9HVWHO�\ÕOODUGÕU�WHNQRORML\H�
\DWÕUÕP� \DSWÕ÷Õ� YH� LOHWLúLPLQ� GH� WHNQRORML\OH� LOLúNLVLQL� NXUGX÷X� LoLQ� WHNQRORML� YXUJXOX�
LOHWLúLP� VWUDWHMLVL� W�NHWLFLOHUGHQ� oDEXN� NDEXO� J|UG��� +XOXVL� 'HULFL¶QLQ� GH\LúL\OH��
“Teknolojinin Türkçeci� VORJDQÕ�9HVWHO¶GH� EÕ\ÕN� JLEL� GXUPX\RU�´� ùLPGL�9HVWHO¶LQ� \HQL�
NDPSDQ\DVÕ� EDúODGÕ�� +HQ�]� EX� NDPSDQ\DQÕQ� VRQXoODUÕQÕ� |OoPHN� LoLQ� HUNHQ�� DQFDN�
DNÕOGD�NDODQ�LON��U�Q�9HVWHO¶LQ�JHQLú�PL�JHQLú�DU]X�QHVQHVL�PLVDOL�EX]GRODEÕ��$UoHOLN¶H�
J|QGHUPH� \DSÕOÕ\RU� JLEL� DQODúÕOÕQFD� UHNODP� ILOPLQGHQ� HYLQ� N|SH÷LQLQ� LVPL� RODQ�
³$QMH]LN´� LQ� NDOGÕUÕOPDVÕ\OD� J�QGHPH� JHOHQ� NDPSDQ\D� ER\XQFD� 9HVWHO¶LQ� GL÷HU� Drzu 

QHVQHOHULQH�GH�VÕUD�JHOHFHN��$NÕQ�������������.ÕVD�VD\ÕODELOHFHN�ELU�V�UHGH�PDUNDODúPD�
V�UHFLQL� WDPDPOD\DQ�9HVWHO�� EXQGDQ� LNL� \ÕO� VRQUD� W�NHWLFLGH� QH� oD÷UÕúWÕUDFDN� ELOLQPH]�
DPD�]DWHQ�LOHWLúLP�GH�VRQX�JHOPH\HQ�ELU�\ROFXOXN�GH÷LO�PLGLU" 
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1.2.4. VHVWHO¶LQ�0DUNDODúPD�6WUDWHMLVL 
Vestel’ in stratejisi, 

2(0� YH� 2'0� VWUDWHMLVL� LOH� IDDOL\HW� J|VWHUGL÷L� $%� SD]DUÕQGDNL� NRQXPXQX�
NRUXPDN�YH� W�NHWLFL�HOHNWURQL÷L�YH�EH\D]�Hú\D�DODQODUÕQGD�\HQL�SD]DUODUD�XODúPDN� LoLQ�
HOHNWURQLNWH� \�NVHN� WHNQRORMLOL�� NDWPD� GH÷HUL� \�NVHN� �U�QOHUH� D÷ÕUOÕN� YHUPHN� �]HULQH�
kuUXOPXúWXU�� %X� oHUoHYHGH� 7�UN� GD\DQÕNOÕ� W�NHWLP� PDOODUÕ� VHNW|U�Q�Q� |QGHU�
R\XQFXODUÕQGD� ELUL� RODQ� 9HVWHO� 'D\DQÕNOÕ� 7�NHWLP� 0DOODUÕ� 3D]DUODPD¶QÕQ� UHNDEHW�
DYDQWDMODUÕ�PDUNDODúPD�V|\OHPOHUL�úXQODUGÕU��9Hstel, 2005 faaliyet raporu: 41): 

� Yerli ve güçlü üretim gücü 

� *�oO��\HUOL�PDUNDODU�YH�PDUND\D�\R÷XQ�\DWÕUÕP 

� 7�UN�W�NHWLFLVLQLQ��\HUHO�WHUFLKOHUH�J|UH��WHUFLKOHULQH�FHYDS�YHUHELOHQ��U�Q�JDPÕ 
� (WNLQ�YH�JHOLúPLú�HWNLQ�ED\LOLN�VLVWHPL�YH�GD÷ÕWÕP�NDQDOÕ� 
� 7�NHWLFL\L�NUHGLOHQGLUPH��WDNVLWOL�VDWÕú� 
� dRN�PDUNDOÕ�SD]DUODPa stratejisi 

� <D\JÕQ�VDWÕú�VRQUDVÕ�VHUYLV 
� Yüksek süreç otomasyonu�YH�YHULPOLOL÷L 
� .ROD\�LOHWLúLP�LOH�\|QHWLPGH�RUWDN�DNÕO�ROXúWXUXOPDVÕ�úHNOLQGH�VÕUDODQDELOLU� 
� %D\LOHUGH�DODFDN�YH�WHPLQDW�GÕúÕ�ULVN�\|QHWLPL�úHNOLQGH�VÕUDODQDELOLU� 

 

1.2.4.1. Markalar L iginde “ VESTEL ”  

$&� 1LHOVHQ� YH� 0LOOZDUG� %URZQ� JLEL� VD\JÕQ� DUDúWÕUPD� úLUNHWOHULQLQ� D\UÕ� D\UÕ�
markalar ligLQH� LOLúNLQ� KHU� \ÕO� DUDúWÕUPD� \DSPDNWDGÕUODU��AC Nielsen ‘Markalar 2005”  

$UDúWÕUPDVÕ� VRQXoODUÕQD� J|UH� 9HVWHO¶LQ� ILUPD� EH÷HQLOLUOL÷L� YH� PDUND� ELOLQLUOL÷L� RUDQÕ�
birbiULQH� ROGXNoD� \DNÕQ� oÕNPÕúWÕU�� %X� VRQXoODU� 9HVWHO¶LQ� 7�UNL\H¶GHNL� markalar 

ligLQGHNL�\HUL�KDNNÕQGD�EL]OHUH�ELOJL�YHUPHNWHGLU��$UDúWÕUPD\D� LOLúNLQ�VRQXoODU�DúD÷ÕGD�
WDEORODúWÕUÕOPÕúWÕU�� %X� DUDúWÕUPD� VRQXoODUÕQD� J|UH� HQ� oRN� EH÷HQLOHQ� ��� ILUPD� DUDVÕQGD�
Vestel % 1,3 ile 8’ inci olurken, Arçelik % 12,3 ile birinci, Beko % 2,4 ile dördüncü, 

%RVFK� LVH���� ���� LOH� DOWÕQFÕ� VÕUDGDGÕU�� %XQD� J|UH�9HVWHO� ILUPD� RODUDN� D\QÕ� NDWHJRULGH�
\DUÕúWÕ÷Õ�UDNLSOHULQGHQ�JHULGHGLU�� 

$&� 1LHOVHQ� µ0DUNDODU� ����´� � $UDúWÕUPDVÕ� VRQXoODUÕQD� J|UH Vestel’ in marka 

EH÷HQLOLUOL÷LQH� EDNWÕ÷ÕPÕ]GD\VD� �� ���� LOH� 7�UNL\H¶GH� HQ� oRN� EH÷HQLOHQ� PDUNDODU�
VÕUDODPDVÕQGD� \HGLQFL� VÕUDGD� ROGX÷XQX� J|U�\RUX]�� $\QÕ� DUDúWÕUPDQÕQ� GL÷HU� NDWHJRUL�
PDUNDODUÕQD�J|UH�VRQXoODUÕ\VD��������LOH�$UoHOLN�ELULQFL��������%RVFK�LNLQFL��% 3,4 ile 
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Beko üçünF��VÕUDGDGÕU��%X�VRQXoODUD�J|UH de Vestel’ in yurtiçi pazarda firma ve marka 

RODUDN�DOJÕOaQÕúÕ�rakiplerine göre gerilerdedir��'LNNDW�oHNHQ�GL÷HU�ELU�XQVXUVD�EH\D]�Hú\D�
ILUPD� YH� PDUNDODUÕQÕQ� 7�UNL\H¶GH� PDUNDODU� OLJLQH� RODQ� KDNLPL\HWLGLU�� %X� DUDúWÕUPD�
VRQXoODUÕQD�J|UH�7�UNL\H¶GH�HQ�EH÷HQLOHQ����PDUND�YH�ILUPDQÕQ��¶L�'D\DQÕNOÕ�7�NHWLP�
0DOÕ� �UHWHQ� ILUPD� YH� PDUNDODUÕQD� DLWWLU�� %X� GD� EX� ILUPD� YH� PDUNDODUÕQ� PDUNDODúPD�
V�UHFLQH�YHUGLNOHUL�|QHP�YH�\DWÕUÕPÕ�YXUJXODPDNWDGÕU�� 

Tablo 15: AC Nielsen ‘MaUNDODU�%H÷HQLOPH�2UDQODUÕ�����´��$UDúWÕUPDV 

Kaynak :�&DSLWDO�'HUJLVL��øON�����g]HO�6HNW|U�)LUPDVÕ����� 

�����\ÕOÕ�VRQXoODUÕQD�J|UH\VH�7�UNL\H¶GH�LON�����E�\�N�ILUPD�DUDVÕQGD�9HVWHO¶in 

DOWÕ�úLUNHWL�\HU�DOGÕ÷Õ�J|]OHPOHQPHNWHGLU�� 
 

Tablo 16: 7�UNL\H¶GH�øON�����g]HO�6HNW|U�)LUPDVÕ������6ÕUDODPDVÕ 

.D\QDN���&DSLWDO�'HUJLVL��øON�����g]HO�6HNW|U�)LUPDVÕ����� 

 

)ø50$�9(�0$5.$�%(ö(1ø/0(�25$1/$5,��                
 

  (1�d2.�%(ö(1ø/(1����)ø50$�� 
  

(1�d2.�%(ö(1ø/(1����0$5.$� 
Arçelik 12,3   Arçelik 24,8 

6DEDQFÕ 4,3   Ülker 6,3 

Koç 4   Adidas 5,4 

Beko 2,4   Nike 4,1 

Ülker 2,4   Bosch 3,6 

Bosch 1,6   Beko 3,4 

Lever 1,4   VESTEL 2,8 

VESTEL 1,3   CocaCola 2,2 

Adidas 1,1   Levi’s 2,2 

OTHER 38,7   Omo 2,2 

7h5.ø<(¶'(�ø/.�����%h<h.�)ø50$�$5$6,1'$�9(67(/¶ø1���ùø5.(7ø�
MEVCUTTUR. 

 

11 9HVWHO�'Õú�7LFDUHW 
15 Vestel Elektronik SaQD\L�$�ù� 
41 9HVWHO�'D\DQÕNOÕ�7�N��0DOODUÕ 
52 Vestel Beyaz (ú\D�6DQ��$�ù 

133 Vestel Komünikasyon�6DQD\L�$�ù� 
240 9HVWHO�'LMLWDO�hUHWLP�6DQD\L�YH�7LF��$�ù� 
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Tablo 17��7�UNL\H¶GH�(Q�%H÷HQLOHQ�ùir ketler L istesi 

.D\QDN��.DSLWDO�'HUJLVL��$UDOÕN����� 

 

)DDOL\HW� DODQODUÕQD� J|UH� 7�UNL\H¶GH� HQ� EH÷HQLOHQ� úLUNHWOHU� OLVWHVLQGH� 9HVWHO¶LQ�
konumu�úX�úHNLOGHGLU 

Global Entegrasyon: Vestel seçkin� G�Q\D� PDUNDODUÕ� LOH� VWUDWHMLN� LúELUOL÷L�
içindedir. Bu markalarla OEM olarak� JHOLúWLUGL÷L� J�oO�� RUWDNOÕNODUÕQ� DUGÕQGDQ� DUWÕN�
2'0�RODUDN�GD�KL]PHW�YHUPHNWHGLU��$\UÕFD��$YUXSD�79�SD]DUÕQGDNL����¶OÕN�SD\Õ� LOH�
9(67(/��J�oO��ELU�NRQXPD�VDKLSWLU��%X�QRNWDGD�VRQ���\ÕOGÕU��ONHPL]LQ�HQ�oRN�LKUDFDW�

  
7h5.ø<(¶'(�(1�%(ö(1ø/(1�ùø5.(7/(5�/ø67(6ø���)          

 
  Global Entegrasyon Yönetim Kalitesi Ekonomi ve 

Lú�J�F�QH�
NDWNÕ 

hFUHW�3ROLWLNDVÕ <|QHWLP�YH�ùHIIDIOÕN 

1 Coca Cola (F]DFÕEDúÕ�7RS� VESTEL Procter & 
Gamble 

6DEDQFÕ�+ROGLQJ 

2 Procter & Gamble 6DEDQFÕ�+ROGLQJ 6DEDQFÕ�
Holding 

Unilever (F]DFÕEDúÕ�7RSO� 
3 VESTEL Koç Holding Koç Holding Coca Cola VESTEL 

4 Unilever Procter & Gamble Ülker Koç Holding Koç Holding 

5 6DEDQFÕ�+ROGLQJ Unilever Arçelik (F]DFÕEDúÕ�7RSO� Coca Cola 

6 (F]DFÕEDúÕ Top. VESTEL Coca Cola 6DEDQFÕ�+ROGLQJ Arçelik 

7 Koç Holding Arçelik Unilever VESTEL Unilever 

8 Ülker Coca Cola (F]DFÕEDúÕ�
Topl. 

Turkcell  Procter& Gamble 

9 Arçelik *DUDQWL�%DQNDVÕ Turkcell  Ülker Ülker 

10 Turkcell  Ülker Procter & 
Gamble 

Arçelik Garanti %DQNDVÕ 

7h5.ø<(¶'(�(1�%(ö(1ø/(1�ùø5.(7/(5�/ø67(6ø������������� 
 

  ,7�<DWÕUÕPÕ øOHWLúLP�YH�+DONOD�
øOLúNLOHU 

Yeni Ürün 
*HOLúWLUPH 

dDOÕúDQ�.DOLWHVL Kurumsal Sosyal 
Sorumluluk 

1 Turkcell  Coca Cola VESTEL Unilever (F]DFÕEDúÕ�WRSO� 
2 VESTEL Turkcell  Ülker Procter & 

Gamble 
6DEDQFÕ�+ROGLQJ 

3 6DEDQFÕ�+ROGLQJ VESTEL Arçelik 6DEDQFÕ�+ROGLQJ Turkcell  

4 Arçelik *DUDQWL�%DQNDVÕ Turkcell  Koç Holding Koç Holding 

5 Koç Holding Arçelik Unilever (F]DFÕEDúÕ�WRSO� VESTEL 

6 *DUDQWL�%DQNDVÕ Koç Holding Procter& 
Gamble 

Coca Cola Ülker 

7 Procter& Gamble 6DEDQFÕ�+ROGLQJ Koç Holding VESTEL Procter & Gamble 

8 Ülker (F]DFÕEDúÕ�7RSO� Garanti 
%DQNDVÕ 

*DUDQW�%DQNDVÕ Coca Cola 

9 (F]DFÕEDúÕ Ülker (F]DFÕEDúÕ�
topl. 

Turkcell  Arçelik 

10 Coca Cola Unilever 6DEDQFÕ�
Holding 

Arçelik Unilever 
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JHUoHNOHúWLUHQ� úLUNHWL� üQYDQÕQD da sahiptiU�� %X� DUDúWÕUPD� VRQXoODUÕQD� J|UH� JOREDO�
entegrasyonda Vestel T�UNL\H¶GH�HQ�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD����VÕUDGDGÕU� 

<|QHWLP�.DOLWHVL�YH�dDOÕúDQ�.DOLWHVL�  1LWHOLNOL� LQVDQ�ND\QD÷ÕQD�V�UHNOL� \DWÕUÕP�
\DSDQ� 9HVWHO�� oDOÕúDQODUÕQD� IÕUVDW� HúLWOL÷L� VXQDUDN� NHQGLOHULQL� JHOLúWLUPHOHULQL� YH�
NDUL\HUOHULQGH� LOHUOHPHOHULQL� V�UHNOL� NÕOPDN� LoLQ� W�P� LPNDQODUÕ� VD÷ODPDNWDGÕU�� 9HVWHO�
LQVDQ�ND\QDNODUÕ�SROLWLNDVÕ��RODELOGL÷LQFH�JHQLú�ELU�DODQGD��NXUXPXQ�LKWL\DFÕQD�HQ�X\JXQ�
YH� GR÷UX� NLúLOHUL� LúH� DOPDN�� LúH� DOÕQDQODUÕ� H÷LWLm-JHOLúLP� V�UHoOHULQGH� \HWLúWLUHUHN��
\|QHWVHO� IRQNVL\RQODUD� Lo� E�Q\HGHQ� WHUILOHU� VD÷ODPDN� YH� oDOÕúDQ� PRWLYDV\RQ� LOH�
veriPOLOL÷LQL�PDNVLPL]H� HWPHN�� DQOD\ÕúÕ� �]HULQH� NXUXOXGXU�� 9HVWHO� Lo� NRQWURO� VLVWHPL��
SURVHG�U��SROLWLND�YH�\|QHWPHOLNOHUGHQ�ROXúDQ�ELU� Lo�PHY]XDW� LOH�oHUoHYHOHQPLúWLU��6|]�
NRQXVX� Lo� PHY]XDWÕQ� Lú� DNÕúÕ� LOH� LOJLOL� G�]HQOHPHOHUL�� 6$3� VLVWHPLQH� X\DUODQPÕú�
GXUXPGDGÕU (Vestel, 2005 faaliyet raporu: 33).�%X�DUDúWÕUPD�VRQXoODUÕQD�J|UH; Yönetim 

.DOLWHVLQGH� 9HVWHO� 7�UNL\H¶GH� HQ� EH÷HQLOHQ� úLUNHWOHU� VÕUDODPDVÕQGD� ��� oDOÕúDQ� NDOLWHVL�
VÕUDODPDVÕQGD����VÕUDGDGÕU�� 

(NRQRPL� YH� Lú� J�F�QH� NDWNÕ� Vestel’ LQ� ����� \ÕOÕ� Lo� SD]DU� QHW� VDWÕú� KDVÕODWÕ�
1.108.769 bin YTL’dir. 9HVWHO�*UXEX� ùLUNHWOHULQGH� WRSODP� ������� NLúL� oDOÕúPDNWDGÕU��
%XQODUÕQ������
X�EH\D]�\DNDOÕ�������
X�LVH�PDYL�\DNDOÕGÕU��%X�DUDúWÕUPD�VRQXoODUÕQD�J|UH�
EkonomL� YH� LúJ�F�QH� NDWNÕ� QRNWDVÕQGD� 9HVWHO� 7�UNL\H¶GH� HQ� EH÷HQLOHQ� úLUNHWOHU�
VÕUDODPDVÕQGD�1��VÕUDGDGÕU� 

hFUHW� 3ROLWLNDVÕ� %X� DUDúWÕUPD� VRQXoODUÕQD� J|UH� hFUHW� 3ROLWLNDVÕ� QRNWDVÕQGD�� 
Vestel Türkiye’de en�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�7��VÕUDGDGÕU� 

<|QHWLP� YH� ùHIIDIOÕN� %X� DUDúWÕUPD� VRQXoODUÕQD� J|UH; <|QHWLP� YH� úHIIDIOÕN�
QRNWDVÕQGD���9HVWHO�7�UNL\H¶GH�HQ�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�3��VÕUDGDGÕU� 

,7�<DWÕUÕP� %X�DUDúWÕUPD�VRQXoODUÕQD�J|UH; ,7�<DWÕUÕPODUÕQGD� Vestel Türkiye’de 

HQ�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�2��VÕUDGDGÕU� 
øOHWLúLP� YH� +DONOD� øOLúNLOHU� %X� DUDúWÕUPD� VRQXoODUÕQD� J|UH; øOHWLúLP� YH� +DONOD�

øOLúNLOHU�QRNWDVÕQGD���9HVWHO�7�UNL\H¶GH�HQ�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�3��VÕUDGDGÕU� 
Yeni�hU�Q�*HOLúWLUPH� 9HVWHO��G�Q\DQÕQ�IDUNOÕ�QRNWDODUÕQGDNL����$5-GE merkezi 

ile “Teknolojinin Türkçeci” LGGLDVÕQD�X\JXQ�RODUDN�JHOLúWLUGL÷L�teknolojil erle pazara yön 

YHUPHNWHGLU��%X�DQODPGD� LP]D�DWWÕ÷Õ�|QF��SURMHOHUL�YH�G�Q\D�NDOLWHVLQGHNL�ürünleriyle 

100’deQ�IDOD��ONHGH�P�úWHUL�NDUúÕVÕQD�oÕNPÕúWÕU��%X�DUDúWÕUPD�VRQXoODUÕQD�göre; Vestel, 

<HQL�hU�Q�*HOLúWLUPHGH�7�UNL\H¶GH�HQ�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�1��VÕUDGDGÕU� 
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Kurumsal Sosyal Sorumluluk: 9HVWHO��E�Q\HVLQGHNL�W�P�RSHUDV\RQODUÕQGD��UHWLP�
KDWODUÕQGD� Ye ürünlerinde çevresel gözden geçirme faaliyetlerini yürütmektedir. 

)DDOL\HW���U�Q�YH�KL]PHWOHULQGHQ�HWNLOHQHQ�oDOÕúDQODUÕQÕQ��P�úWHULOHULQ�YH�oHYUH�KDONÕQÕQ�
VD÷OÕ÷ÕQÕ��J�YHQOL÷LQL�J|]HWPH\L��oHYUH\L�YH�GR÷DO�KD\DWÕ�NRUXPD�\ROXQGD������\ÕOÕQGD�
TSE’den TS-EN-,62� ������ oHYUH� \|QHWLPL� VHUWLILNDVÕQÕ� DODUDN� EHOJHOHPLúWLU�� $\UÕFD�
sosyal sorumluluk çerçevesinGH� 0HKPHW� =RUOX� 9DNIÕ� DOWÕQGD� YDNÕI� HWNLQOLNOHULQL de 

yürütmektedir.  %X�DUDúWÕUPD�VRQXoODUÕQD�J|UH�Kurumsal Sosyal Sorumluluk�QRNWDVÕQGD�
Vestel Türkiye’de en�EH÷HQLOHQ�úLUNHWOHU�VÕUDODPDVÕQGD�5��VÕUDGDGÕU� 

 

SI
R

A
 N

O
 Tablo 18: 

7h5.ø<(
1ø1�
EN BÜYÜK 50 

5(./$09(5(1ø�����������������������������������������������������
1 OCAK - 30 
KASIM 2006 

Tablo 19:                      
EN ÇOK GRP ALAN 

REKLAMVERENLER         
1 OCAK - 30 KASIM 2006 

Tablo 20:              
EN ÇOK GRP ALAN 

MARKALAR          
1 OCAK - 30 KASIM 

2006 

TABLO 21:                           
7(/(9ø=<21�352*5$0/$5,1$�

EN ÇOK SPONSOR OLAN 
MARKALAR                         

1 OCAK - 30 KASIM 2006 

      
ÜRÜN 

+ø=0(7 ADET SÜRE (SN) 

1 Ülker Unilever  103.007,56 Ülker 63.327,00 
8IR�ÕVÕWPD�
&LKD]ODUÕ 12.647 130.525 

2 P& G Ülker 95.133,51 Danone 29.910,07 Dizayn 
Plastik Boru 

11.167 116.976 

3 Unilever  P& G 83.569,91 øVWLNEDO 23.668,95 Gedizpen 7641 109.333 

4 Coca-Cola Danone 43.475,67 Eti 20.657,82 Turkcell  12.4 7 
4 

108.864 

5 Arçelik Arçelik 33.304,81 Algida 19.459,08 �)ÕUDWSHQ 7932 104.709 

6 Benckiser Benekiser 30.086,40 Arçelik 19.385,76  Coca Cola 6618 91.932 

7 Danone  Turk Medya 27.194,21 Turkcell  18.935,76 Winhouse 
PVC 6532 82.074 

8 Nestle Nestle 26.574,68 Nestle 18.888,90 Avea 9290 78.134 

9 VESTEL  Coca-Cola 25.724,38 Sabah 17.888,57 )ÕUDW�%RUX 8700 63.334 

10 Hayat Kimya istikbal Mobilya 23.668,95 VESTEL 15.254,68 Pakpen PVC 7335 59.472 

11 Turkcell  Fr ito-lay 22.675,61 Sütaú 15.090,13 L ikidgaz-
Milangaz 6235 58.412 

12 Eti Eti 20.657,82 Lú�%DQNDVÕ 14.458,25 
Mopa 

Mutfak 
Banyo 

4372 58.129 

13 øVWLNEDO�0RELO\D VESTEL 20.117,00 Coca-Cola 14.358,76 Moda Life 
Mobilya 4572 56.234 

14 Fr ito Lay Turkcell  19.664,78 Beko 13.837,41 
Daihatsu 

Ter ios 4x4 
Jeep 

5067 46.420 

15 <DSÕ�.UHGL�
%DQNDVÕ� Hayat Kimya 17.749,89 Dove 13.524,89 

Medipol 
6D÷OÕN�
Grubu 

5345 42479 

16 Gilletle Merkez Gazete 17.716,31 <DSÕ�
Kredi 

13.119,28 VESTEL 
PLAZMA TV 

4353 40.709 

17 Henkel Henkel 17.464,36 Kosla 12.78,89  Turkcell 
Super Lig 3871 37.599 

18 PBG loreal Turkiye 17.130,70 Bellona 12.358,10 Akbank 4261 34.265 

19 Avea Evyap 15.685,81 Pantene 12.142,82 Jolly Tour  690 32.928 

20 øú�%DQNDVÕ ColgatejPalmolive  15.484,61 Evkur  11.803,75 Beko 3514 32.853 

21 Akbank SüWDú�*ÕGD 15.090,13 Bosch 11.782,14 øVWLNEDO 3766 32.749 
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22 6�WDú Lú�%DQNDVÕ 14.458,25 +XQGDÕ 11.645,93 Evy Lady 3056 32.381 

23 Bosch <DSÕ�.UHGL 13.544,28 Pr ima 11.607,30 Pimas Siding 4413 32.152 

24 %R\WDú�0RELO\D� Gillette 13.524,58 $NúDP 11.571,75 8÷XU 
Mondial 

4591 31.280 

25 Loreal Turkiye 1XPLO�*ÕGD 13.107,85 Dr . Oetker 11.559,94 Nokia N 
Series 3874 30.962 

26 &RÕJDWH���3DOPROLYH� Kraft 12.583,01 Akbank 11.430,91 Clean Clear 
&LOW�%DNÕP 

3499 30.404 

27 Braun %R\WDú�0RELO\D 12.358,10 Telsim 11.162,57 VESTEL 
DVD 

3821 30.031 

28 1XPLO�*ÕGD K imberly Clark 12.224,91 Gillette 10.948,58 Motorola 2872 28.725 

29 Telsim Evkur  11.803,75 Head and 
Shoulders 10.578,37 <DSÕ�.UHGL�

<DWÕUÕP 4474 28.341 

30 Kraft Bosch 11.782,14 ipek 10.574,08 Casper 
Computer 

2657 27.881 

31 PetrolOfisi Hyundai Assan  11.645,93 Hürr iyet 10.525,83 Ata On-Line 3638 26.325 

32 Kimberly Clark Dr . Oetker 11.559,94 L ipton 10.455,63 Anadolu 
Sigor ta 3185 25.914 

33 Kent Telsim 11.162,57 Orkid 10.149,95 Akbank 3297 25.903 

34 Renault - Mais Akbank 11.055,96 Braun 9.714,33 Milliyet 3802 25.456 

35 Johnson Wax Hürr iyet 
Gazetecilik 

11.024,41 Carrefour  9.708,58 Halkbank 697 24.449 

36 *DUDQWL�%DQNDVÕ� Johnson Wax 10.647,41 Knorr  9.181,78 Olimpist 
Õ]JDUD 1349 23.741 

37 3ÕQDU  PBG 9.720,75 Lorea/ 9.039,77 <DSÕ�.UHGL�
Wor ld Card 

2793 22.376 

38 Evyap  Braun 9.714,33 Milliyet 8.796,73 Koçbank 4812 22.171 

39 Kilim Mobilya Carrefoursa 9.708,58 Cif 8.447,29 Telsim My 
Cep 2347 21.827 

40 Milliyet Kent 9.026,80 Kent 8.424,75 Cola Turka 2179 21.591 

41 0HKPHWR÷Ou 
Ticaret 

Milliyet Gztclik  8.830,24 Avea 8.401,18 Gencturkcell  2913 19.593 

42 Türkiye Fin. Avea 8.405,04 Kia 8.341,65 MrksSpncr 2127 19.406 

43 Digiturk Çelik Motor  8.341,65 Türkiye 
Finans 8.330,64 VESTEL 

ANGEL 2596 19.272 

44 Dr . Oetker T. Fin. Kat. Bnk 8.330,64 Clear  8.190,25 PetrolOfisi 2512 19.208 

45 HSBC *DUDQWL�%DQNDVÕ 8.209,28 <DWDú 8.020,82 Bank Asya 2515 19.062 

46 Türk Medya <DWDú 8.020,82 Aygaz 8.008,03 8÷XU�'HULQ�
Dondurucu 

2390 19.012 

47 Seb Grup Aygaz 8.008,03 Gima 8.006,80 Demirdoküm 1732 18.771 

48 Aygaz Gima 8.006,80 Pepsi 7.960,82 Oke 
Prezervatif 1503 18.180 

49 Opet Digiturk 7.866,30 Elidor  7.934,39 VESTEL 
./ø0$ 

2229 18.099 

50 <DWDú 3ÕQDU 7.813,06 Cheetos 7.911,02 Alarko 
Kombi 

2286 17.888 

Tablo 18: (Marketing Türkiye Dergisi,  2007: 36), Tablo 19: ;(Marketing Türkiye Dergisi,  2007: 36), Tablo 20: 
(Marketing Türkiye Dergisi,  2007: 36) Tablo 21: (Marketing Türkiye Dergisi,  2007: 36), 'den naklen: Tablo  

18,19,20����ND\QDN��%LOHúLP�0HG\D 

.D\QDN��%LOHúLP�0HG\D¶GDQ�QDNOHQ��0DUNHWLQJ�7�Ukiye Dergisi 2007 

 

Türkiye’nin en büyük elli reklam vereni li stesi televizyon, gazete,dergi ve radyo 

PHFUDODUÕQD�\|QHOLN�UHNODP�\DWÕUÕPODUÕQÕQ�UDWH�FDUG��]HULQGHQ�GH÷HUOHQGLULOPHVL\OH�HOGH�
HGLOPLúWLU�� %X� VRQXoODUD� J|UH� 9(67(/� Türkiye’nin en büyük reklam verenler� VÕUDOÕ�
OLVWHVLQGH�GRNX]XQFX�VÕUDGD\NHQ��$rçelik EHúLQFL��%osch yirmi üçüncü�VÕUDGDGÕU� 
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En çok GRP alan reklam verenler de VESTEL, 20,117.00 ile onüçüncü 

VÕUDGD\NHQ�� HQ� oRN� *53� DODQ� PDUNDODU� VÕUDODPDVÕQGD� 9HVWHO�� ��������� ile onuncu 

VÕUDGDGÕU�� ToplaP� ø]OHQPH� 2UDQÕ� �*URVV� 5DWLQJ� 3RLQWV��� %LU� UHNODP� NDPSDQ\DVÕQÕQ�
EHOLUOL� V�UH�GDKLOLQGH�HOGH�HGLOPLú�RODQ� WRSODP� L]OHQPH��GLQOHPH�YH\D�RNXQPD�RUDQÕQÕ�
LIDGH� HGHU�� %LU� NDPSDQ\DQÕQ� WRSODP� UDWLQJL� ���¶GHQ� ID]OD� RODELOLU�� %D]Õ� NLúLOHU� ELU�
UHNODPÕ� ELUGHQ� ID]OD� NH]� J|UHELOLU�� %LU� NDPSDQ\DQÕQ� *53¶OHUL� EL]H� NDPSDQ\DPÕ]ÕQ�
HWNLVL� KDNNÕQGD� ELOJL� YHULU�� $QFDN�� *53� UHNODPÕPÕ]Õ� NDo� GH÷LúLN� LQVDQÕQ� J|UG�÷��
ELOJLVLQL�YHUPH]��d�QN��*53�WHNUDUODUÕ�LoHULU�(www.rvd.org.tr/dictionaryBody). 

6SRQVRUOXN� VRQ� \ÕOODUGD� HQ� oRN� NXOODQÕOPD\D� EDúODQDQ� SD]DUODPD� LOHWLúLPL�
XQVXUODUÕQGDQ�ELULGLU��6SRQVRUOXN��ELU�SURMHQLQ�YH\D�DNWLYLWHQLQ�ILQDQVDO�VRUXPOXOX÷XGXU�
NÕVDFD�� g]HOOLNOH� E�\�N� úLUNHWOHU�� VSRQVRUOX÷XQ� QH� GHQOL� NDUOÕ� ELU� SD]DUODPD�
olabilHFH÷LQL� oRNWDQ� NHúIHWPLúOHUGLU�� %X� GR÷UXOWXGD� úLUNHWOHU�� IHVWLYDOOHUGHQ� WHOHYL]\RQ�
NDQDOODUÕQD��VHUJLOHUGHQ�VHUJLOHUGHQ�DUNHRORMLN�ND]ÕODUD��VSRUGDQ�P�]L÷H�SHN�oRN�NRQXGD�
VSRQVRUOXN�\DSPDNWDGÕUODU��%X�oHUoHYHGH�VSRQVRUOXN��KHGHI�NLWOH\H�GR÷UXGDQ�XODúPDN�
içLQ� HQ� HWNLQ� LOHWLúLP� \|QWHPOHULQLQ� EDúÕQGD� JHOPHNWHGLU�� %XQXQOD� ELUOLNWH� NDPXR\X�
DUWÕN�WRSOXPD�NDWNÕGD�EXOXQDQ�úLUNHWOHUH��GDKD�oRN�LWLEDU�HWPHNWH�YH�EX�WHUFLKL���W�NHWLPH�
GH� \DQVÕWDUDN� VDWÕúODUÕ� DUWWÕUPDNWDGÕU�� o�QN��� W�NHWLFL�� DUWÕN� �U�Q�Q� NDOLWHVL� NDGDU onu 

�UHWHQ� ILUPDQÕQ� LPDMÕQD� GD� |QHP� YHUPHNWHGLU�� øPDM� JHOLúWLUPHN� LoLQGH� GR÷UX� \DSÕODQ�
VSRQVRUOXN��HQ�X\JXQ�LOHWLúLP�DUDoODUÕQGDQ�ELUL�RODELOPHNWHGLU��%R]NXUW������������� Bu 

oHUoHYHGH� 9HVWHO¶LQ� VSRQVRUOXN� IDDOL\HWOHUL� PDUNDODúPD� V�UHFLQGH� |QHPOL� ELU� XQVXru 

WHúNLO� HWWL÷LQL� J|UPHNWH\L]� 1 Ocak 2006-��� .DVÕP� ����� WDULKOHUL� DUVÕQGD� 79�
SURJUDPODUÕQD� HQ� oRN� VSRQVRU� RODQ� PDUNDODU� VÕUDODPDVÕQGD� 9Hstel Plazma TV, 4353 

adet program ile 40,709.00 saniye gösterimde bulunarak Türkiye’de ilk elli marka 

VÕUDODPDVÕQGD�RQ�DOWÕQFÕ� Vestel DVD, 3821 adet program ve 30,031.00 saniye ile yirmi 

yedinci; Vestel Angel, 2596 adet� YH����������� VDQL\H� LOH�NÕUN��o�QF��ROXUNHQ��9HVWHO�
Klima, 2229 adet programa sponsor olarak, 1��������� VDQL\H� J|U�QW�OHQPLú� YH�
7�UNL\H¶GH� LON� HOOL� VÕUDODPDVÕQGD� NÕUN� GRNX]XQFX� ROPXúWXU�� Bu oran ve istatistikler, 

9HVWHO¶LQ� VSRQVRUOXN� IDDOL\HWOHULQLQ� 79� E|O�P�Q�� RUWD\D� NR\PDNWDGÕU�� 6SRQVRUOX÷XQ�
ROXPOX�\DUDU�YH�HWNLOHUL�SD]DUODPD�YH�LOHWLúLP�ELOLPFLOHU� WDUDIÕQGDQ�ELOLQPHNOH�ELUOLNWH��
9HVWHO¶LQ�IDUNOÕ��U�Q�JDPODUÕ\OD�X]XQ�V�UH�YH�DGHWOHUGH�VSRQVRU�ROPDVÕ��9HVWHO¶LQ�KHGHI�
NLWOHVL��]HULQGH�PDUND�YH�NXUXP�ELOLQLUOL÷L�\DUDWPDVÕQGD��KHGHI�NLWOHVLQH�NHQGLVLQL�L\L�YH�
sosyal sorumluluk sahibi bir firma olarak benimsetmesinde ve bu özelli kleri sayesinde 

kitleyi hareketH�JHoLUPHVLQGH�HWNLOL�ELU�LOHWLúLP�XQVXUX�RODFD÷Õ�NXúNXVX]GXU�� 
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Tablo 22:                             
TV'DE EN ÇOK YAY IMLANAN 

KAMPANYA LAR                     
1 OCAK - 30 KASIM 2006 

Tablo 23:                    
RADYOYU EN ÇOK 

KULL ANAN MARKALAR    
1 OCAK - 30 KASIM 2006 

Tablo 24:             
6ø1(0$<$�(1�
ÇOK REKLAM 

VEREN 
ùø5.(7/(5 

Tablo 25:           
OUTDOOR'DA 

EN ÇOK 
REKLAM VEREN 

MARKALAR 

SI
R

A
 N

O
  

REKLAM
VEREN 

KAMPANYA  SÜRE   
(SN) 

MARKA SÜRE 
(SN) 

ùø5.(7 SALON 
$'(7ø MARKA ADET 

1 Coca-Cola Coca-Cola 952.545 Wor ld Card 1.729.103 Eti 22.786 Turkeell  
126.28

9 

2 Akbank 
Axess Kredi 

.DUWÕ 832.414 Axess 1.300.757 
Efes 

%LUDFÕOÕN 21.581 Akbank 45.999 

3 Turkcell  
Turkcell 

+D\DWD�%D÷ODQ� 767.806 Coca-Cola 1.179.910 Kraft 19.074 Avea 33.276 

4 P& G 
Head& Shoulde

rs Sam  736.129 
Cappy Meyve 

Suyu 849.202 Turkcell  14.982 VESTEL 30.118 

5 

Nokta 
Mühendisli

k  
Nokta 

Mühendislik 633.790 Bonus Card 798.740 Unilever  11.324 Coca-Cola 20.100 

6 Ünilever  'RYH�ùDPSXDQ 603.630 Maximum Card 613.286 Ülker 10.812 Teseokipa 16.910 

7 
Casper 

Bilgisayar  
Casper 

Computer 584.269 
Coca-Cola 

L ight 604.696 
Anadolu 
Sigor ta 10.539 Digiturk 15.198 

8 Unilever  &OHDU�ùDPSXDQ 554.762 
Miray 

Kozmetik 525.088 *ÕGDVD 10.074 

)ÕQGÕN�
7DQÕWÕP�
Grubu 11.632 

9 

Türkiye 
Finans 
%DQNDVÕ 

Türkiye Finans 
%DQNDVÕ 516.727 Sony Er icsson 515.885 Pbg 9.167 Arçelik 11.348 

10 
<DSÕ.UHGL�
%DQNDVÕ�  Wor ld Card 509.045 Gnçtrkcll  509.711 

<DSÕ�
Kredi 8.287  Mudo 10.876 

11 Avea Avea 499.249 
Anadolu Hayat 

Emeklil ik 473.215 Nestle 7.829 Ülker 9.000 

12  Ülker Cola Turka 483.171 Cola Turka 463.019 Coca Cola 5.453 

<DSÕ�
Kredi 
%DQNDVÕ� 8.895 

13  Ülker 
Ülker Cafe 

Crown  481.343 Gezer Ter li k 447.633 Dandy 5.211 Telsim 8.665 

14 �Lú�%DQNDVÕ Maximum Card 463.168 

Kiler 
Hipermarketler

i 425.558 Fida Film 4.799 Lú�%DQNDVÕ 8.515 

15 
Merkez 
Gazete Sabah Gazetesi  462.186 Milliyet 369.541 Nokia 4.583 PetrolOfisi 7.677 

16  Danone Dane!te Puding 457.214 
Turkiye Fin. 
Kat. Bank. 363.132 

Garanti 
%DQNDVÕ 3.753 

Turkeell -
im 7.320 

17  istikbal 
 istikbal 
Ürünler i 446.083 Ajans Press 359.454 Evyap 3.679 Ak Par ti 7.047 

18 Akbank  Akbank 436.156 
Por land 
Porselen 347.760 (F]DFÕEDúÕ 3.626 For tis 6.913 

19  Unilever $ÕJLGD 432.822 
Bum Night 
Zoom Par ty 332.885 Fr ito-Lay 3.579 �øJGDú 5.921 

20  Evkur  Evkur  424.296 Avea 317.312 3ÕQDU 3.243 
Sana 

Margar in 5.710 

21  Unilever 
Elidor 

ùDPSXDQ 420.545 
Ülker Kalbim 

Beneco 292.642 
Ak 

Emeklil ik 2.858 
Migros-
7DQVDú 5.527 

22 
 K ifim 

Mobilya Kilim Mobilya 408.204 
 ihlas Armutlu 

Tatil Köyü 283.853 
$OWÕSDUPD

k 2.622 Clear  5.380 

23  PBG Pepsi Cola 403.814 Egepen Pencere 280.050 Arçelik 2.620 
Head& Sho

ulders 5.200 

24  Ülker Kalbim Benecol 398.234 Petrol Ofisi 274.190 
Merkez 

<D\ÕQFÕOÕN 2.554 Cappy 5.035 

25  Benekiser 

Calgon 
Cam.Mak.Tem.

Tozu 370.724 
Turkcell 

+D\DWD�%D÷ODQ 267.325 Gillette 2.185 
Sony 

Er iesson 5.000 

26  Alpet  Alpet 357.512 Çetinkaya 266.065 
Ayak 
Bank 2.185 

Flo 
$\DNNDEÕ 4.974 

27 
 K imberly 

Clark 
Huggies Çocuk 

Bezi  356.712 Migros 264.292 Mey içki 2.013 
Garanti 
%DQNDVÕ 4.563 

28 �ùHNHUEDQN ùHNHUEDQN 356.288 .RoWDú�<DSÕ� 261.167 Kent 2.012 Beko 4.500 
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.D\QDN��%LOHúLP�0HG\D¶GDQ�QDNOHQ��0DUNHWLQJ�7�UNL\H�'HUJLVL����� 

 

Türkiye’de en çok kaPSDQ\DODU� VÕUDODPDVÕQGD� $UoHOLN� Beko ürünleriyle 46 

VÕUDGD�\HU�DOÕUNHQ�9HVWHO�LON�HOOL�VÕUDODPDVÕQD�JLUHPHPLúWLU��1 OCAK - 30 KASIM 2006 

WDULKOHUL� DUDVÕQGD� 5DG\R\X� HQ� oRN� NXOODQDQ� PDUNDODU� VÕUDODPDVÕQGD� $UoHOLN� oDPDúÕU�
PDNLQHVL� YH� EX]GRODEÕ\OD� Türkiye’de� UDG\R� PHG\DVÕQÕ� NXOODQDQ� LON� HOOL� PDUND�
VÕUDODPDVÕQD� JLUHUNHQ�9HVWHO� VÕUDODPDGD� \HU� DOPDPDNWDGÕU�� � 6LQHPD\D� HQ� oRN� UHNODP�
veren markalar DUDVÕQGD� $UoHOLN� ������ VDORQD� UHNODP� YHUHUHN� 7�UNL\H¶GH� HQ� oRN�
sinemaya reklam YHUHQ� LON� HOOL�PDUND� VÕUDODPDVÕQGD����� ROXUNHQ��9HVWHO�burada da ilk 

Market 

29  Unilever 

AIgida 
Magnum 

Dondurma  340.572 
Eti Tutku 
Bisküvi 258.842 

�ùLúOL�
Belediyesi 1.829 Er ikl 4.457 

30 
%R\WDú�

Mobilya Bellona Ürnlr i 335.263 Danet Sucuk 256.721 Dimes 1.788 Kea 4.258 

31 P& G 
Blendax 

$TXD�ùDPSXDQ� 334.303 Turkcell -im 251.464 
Sony 

Er icsson 1.755 
Sony 

Er iesson 4.250 

32  Benekiser Cil lit Bang 332.737 
Akbank 

Akemkllk 240.916 $NED�ÕN 1.739 Samsung 4.200 

33  Ülker 
Ülker Biskrem -

Biskuvi  325.538 Vatan 238.018 
Aile Rlan. 

Der 1.696 
Akbank 
Axess 4.015 

34 Danone Danone Activia 317.312 istikbal Mobilya 237.567 Aytaç 1.665 
Beko 

ürünler i 3.800 

35 5R]L�.D÷ÕW 
5R]L�.DGÕQ�

%D÷Õ 314.115 1HVLO�<DWÕQFÕOÕN 236.215 �Lú�%DQNDV 1.628 .RoWDú 3.654 

36 
 Türk 
Medya $NúDP�*D]HWHVL� 313.612 

Telsim My 
&HS|÷UHQFL 234.971 

 Anadolu 
Cam 1.498 Ülker Dido 3.600 

37  Turkcell  Turkcell -Im 311.438 
Maksimum 
.UHGL�.DUWÕ 226.036 Maxxum 1.4 70  

AIgida 
Magnum 3.530 

38  Benekiser 
Veet Soguk 

$÷GD�%DQWODQ 310.707 
Ülker Biskrem 

Bisküvi 224.998 P& G 1.435 
Sony 

Er iesson 3.400 

39  Digiturk �'ÕJLWXUN 
310.326 

\ 
Advantage 

Card 221.106 For tis 1.382 DSP 3.394 

40 
�)ÕUDW�
Plastik )ÕUDWSHQ 304.319 

Gülsan Meyve 
Suyu 219.283 Digiturk 1.366 Elidor  3.350 

41 
�)ÕUDW�
Plastik 

Winhouse Pvc 
.DSÕ-Pencere  299.334 

Arçelik 
dDPDúÕU�
Makine 218.279 Sek Süt  1.348 

Superonlin
e 3.280 

42  Akbank 
Akbank Cep 

Kredi 294.629 øNOLPVD 217.224 
Marshall 

Boya 1.315 Kanal 1 3.146 

43  P& G 
Ar iel Automat 
Toz Deter jan 294.602 

Ülker Rondo 
Biskuvi 216.353 Tar is Tat  1.312 

Pantene 
Pro V 3.100 

44 Turkcell  Genç turkcell  290.560 
Mitsubishi Puso 

Canter 212.860 
ColgatejPa

lmolive 1.304 Fanta 3,02 

45 Braun Braun Silk-Epil  288.874 
Eti Form 
Ürünler i 211.205 øVWLNEDO 1.156 

Sun 
Express 3.003 

46 Arçelik Beko Ürnlr i 288.029 
Arçelik 

%X]GRODEÕ 209.008 Levi's 1.082 
LC 

Waikiki 2.970 

47 <DWDú <DWDú�hU�QOHUL 279.011 
Bauhause YDSÕ�

Market 207.340 Sporer  1.075 
Beko 
Klima 2.930 

48  Milliyet 
Milliyet 
Gazetesi 273.017 Winsa PVC 206.866  Siemens 1.042 

Sony 
Er iesson  2.920 

49 Pakpen Pakpen PVC 267.129 Bellona 205.210 Erpen 1.026 Swatch 2.876 

50 P& G 
Pantane Pro V 

ùDPSXDQ 266.071 Bank Asya 204.973 
'R÷Xú�

Otomotiv 1.005 T-Box 2.848 

Tablo 22: (Marketing Türkiye Dergisi,  2007: 45)'den naklen: Tablo 23: (Marketing Türkiye Dergisi,  2007: 79), Tablo 24: 
(Marketing Türkiye Dergisi,  2007: 75), Tablo 25: (Marketing Türkiye Dergisi,  2007: 67�
GDQ�QDNOHQ��%LOHúLP�0HG\D 
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HOOL\H�JLUHPHPLúWLU��%XQXQ�\DQÕQGD���2FDN����.DVÕP������WDULKOHUL�DUDVÕQGD�2XWGRRU
GD�
en çok reklam veren maUNDODU�VÕUDODPDVÕQGD�VESTEL, 30.118 adet reklamla 4. olurken, 

$5d(/ø.�� ������� DGHW� UHNODPOD� ���� %(.2�� ������ DGHW� UHNODPOD� ���� ROPXúWXU�� %X�
ED÷ODPGD� 9HVWHO¶LQ� KHGHI� NLWOH\H� XODúPD� QRNWDVÕQGD� 2XWGRRU¶D� GDKD� ID]OD� \|QHOGL÷L�
J|U�OPHNWHGLU�� 2XWGRRU� UHNODPODUÕQÕ etkin olarak ölçümleyebilmek ve 

GH÷HUOHQGLUHELOPHN� LoLQ� GL÷HU� UHNODP� PHFUDODUÕQÕ� GH÷HUOHQGLUPHN� JHUHNLU�� 5HNODPÕQ�
\DUDWÕFÕOÕN� XQVXUXQX� WDúÕPDVÕ� JHUHNWLUGL÷L� DODQODUGDQ� ELUL� 2XWGRRU� UHNODPÕGÕU��
7HOHYL]\RQ�UHNODPODUÕQGD�NÕVÕWOÕ�RODQ�]DPDQGDQ�GDKD�NÕVD�ELU�Vüre içerisinde ilk olarak 

W�NHWLFLQLQ� LOJLVLQL� oHNPHOL� YH� GDKD� VRQUD�PHVDMÕQÕ� YHUPHOLGLU��Bu noktada en önemli 

XQVXUODUGDQ�ELUL�HWNLOL�YH�LOJL�oHNLFL�ORJR��DPEOHP��UHQN��GL]D\Q�JLEL�PDUND�DUDoODUÕGÕU��
0DUNDQÕQ� J|]H� oDUSDFD÷Õ� JDUDQWLOHQGLNWHQ� VRQUD� LNLQFL� KHGHI� PHVDM� ROPDOÕGÕU�� %X�
DQODPGD�PHVDMODU�NÕVD��WHN�YH�WXWDUOÕ�ROPDOÕGÕU��%X�DQODPGD�9HVWHO�ORJRVX�LOJL�oHNLFLOLN�
\|Q�QGHQ� EX� XQVXUX� NDUúÕODPDNWDGÕU�� $\UÕFD� 9HVWHO� RXWGRRU� UHNODPODUÕQÕ� GDKD� oRN�
NDPSDQ\DODUÕ�HWUDIÕQGD�G�]HQOHPHVL�YH�PHVDMODUÕQÕ�WHN�PHVDMGD�vermesi bu gerekçeleri 

NDUúÕODU� QLWHOLNWHGLU�� $\UÕFD� EX� WDEORODUGD�� J|U�OG�÷�� �]HUH� NDPSDQ\D� \D\ÕQODPDGD�
UDG\R��VLQHPD�YH�RXWGRRU¶X�NXOODQPDGD�EDúWD�$UoHOLN-Beko olmak üzere, 9HVWHO�GÕúÕQGD�
7�UNL\H¶GH� LON� HOOL� VÕUDODPDVÕQGD� EDúND� GD\DQÕNOÕ� W�NHWLP� PDOÕ� YH� elektronik� Hú\D�
PDUNDVÕ�YH�úLUNHWL�EXOXQPDPDNWDGÕU�� 
 

12.4.2. Vestel Logotype Görsel Kimlik Söylem Analizi 

h]HULQGH����¶GHQ�ID]OD�GLO�YH������GROD\ODUÕQGD�GL\DOHNWLQ�NXOODQÕOGÕ÷Õ�ELU�G�Q 

ya da �� J|UVHO� LOHWLúLP�EHONL GH�HQ�KÕ]OÕ�YH�NROD\� LOHWLúLP�ELoLPLGLU. Bu noktada insan, 

oHYUHVL�LOH�RODQ�LOLúNLOHULQLQ�|QHPOL�ELU�E|O�P�Q��J|UVHO�\ROODU�VD÷ODU��øQJLOL]�DUDúWÕUPDFÕ�
John Locke’a göre;  

%1 deneyerek 

%2 dokunarak 

%10 duyarak 

�����LVH�oHYUHVLQL�J|]OHPOH\HUHN�|÷UHQPHNWHGLU (Uçar, 2004: 59-61). Büyüyen 

imalat ve� VDQD\L� NXUXOXúODUÕ� NHQGLOHULQL� WDQÕWPDN� YH� UDNLSOHULQGHQ� D\ÕUPDN� DPDFÕ\OD�
oHúLWOL� J|UVHO� J|VWHUJHOHUH�JHUHNVLQLP�GX\DUODU��.XUXPODUÕQ� WDQÕQPDVÕQGD�YH�PDUNDQÕQ�
HWNLOL�ELU�úHNLOGH�DOJÕODQPDVÕQGD�|QHP�WDúÕ\DQ�J|UVHO�NLPOLN��NXUXPVDO�NLPOL÷LQ�|QHPOL�
bir parçaVÕGÕU�� )DNDW� J|UVHO� NLPOLN� WHN� EDúÕQD� NXUXPVDO� NLPOL÷L� DoÕNODPDNWD� \HWHUVL]�
NDOPDNWDGÕU�� o�QN���NXUXP�NLPOL÷L� J|UVHO� XQVXUODUÕ� LoLQH� DODQ�NXUXPVDO� GL]D\QÕQ� \DQÕ�
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VÕUD�NXUXPVDO�LOHWLúLP�NXUXPVDO�GDYUDQÕú�YH�NXUXP�IHOVHIHVL�XQVXUODUÕQGDQ�ROXúPDNWDGÕU��
Bu unsuUODUÕQ� ELU� LúHWPH\H� RUJDQL]DV\RQD� |]J�� ELU� úHNLOGH� NXOODQÕOPDVÕ� R� NXUXPXQ�
kurum kimli÷LQL� ROXúWXUPDNWDGÕU� �.DUVDN�� ������ ������.XúNXVX]� J|UVHO� NLPOLN� NXUXP�
NLPOL÷LQL�DoÕNODPDNWD�\HWHUOL�GH÷LOGLU��DQFDN�J|UVHO�NLPOLN�NXUXP�NLPOL÷LQL�ROXúWXUDQ�HQ�
önemli unsuUODUGDQ�ELU�WDQHVLGLU�YH�J|UVHO�NLPOLN�XQVXUODUÕQÕQ�LoLQGH�HQ�|QHPOLOHULQGHQ�
bir taneside kurum logosudur.  

Logo (Logotype): iki  ya da  daha fazla tipografik karakterin sözcük halinde 

RNXQDFDN�ELoLPGH�ELUDUD\D�JHWLULOPHVL\OH�ROXúWXUXODQ�YH�ELU��U�Q�kuruluú ya da hizmeti 

WDQÕQDQ� PDUND� \D� GD� DPEOHm� |]HOOL÷L� WDúÕ\DQ� VLPJHOHUGLU�� %DúDUÕOÕ� ORJR� WDVDUÕPODUÕ��
LoHUGLNOHUL�VLPJHVHO�\DSÕ�LOH�HYHUHQVHO��ELU�LOHWLúLP�GLOLQH�G|Q�ú�UOHU��%HFHU������������� 
/RJR�ELU�NXUXOXúXQ�NXUXPVDO�NLPOL÷LQL�ROXúWXUXUNHQ��PDUNDODUÕQ�LPDMÕQÕ�\DQVÕWPDVÕQGD�
GD�|QHPOL�ELU�\HU�WXWDU��0DUNDODPDQÕQ�N�OW�UHO�\D\ÕOPDGD�úX�DQGDNL�GXUXPX�úLUNHWLQ�ELU�
RUJDQL]DV\RQ� LoLQ� ED÷ÕúWD� EXOXQPDVÕQÕQ� NDUúÕOÕ÷ÕQGD� ORJRVXQX� ELU� DILúWH� \D� GD�
SURJUDPGD�J|UPHVL�úHNOLQGHNL�NODVLN�G�]HQOHPH RODQ�JHOHQHNVHO�úLUNHW�sSRQVRUOX÷XQGDQ 

oRN� GDKD� ID]ODVÕQÕQ� LoHULU�� $UWÕN� GDKD� oRN� P�]L÷H�� VDQDWD�� ILOPlere, toplumsal 

DNWLYLWHOHUH� X\JXODQDQ� W�P� FHSKH� PDUNDODPD� \DNODúÕPÕ� NXOODQÕOPDNWDGÕU�� %X� SURMHOHU�
ORJR\X�GRNXQGX÷X�KHU�úH\LQ�LOJL�RGD÷Õ�KDOLQH�JHWLULU��/RJR�NDUPD�ELU�J|VWHUHQGLr; dil il e 

GHVHQ� DUDVÕQGD� JLGLS�JHOHQ�ELU� UHNODP�J|VWHUHQLGLU��$PEOHP�� VLPJHVHO� LúDUHW�� WHFLPVHO�
PDUNDODU� JLEL� ORJR� GD� �U�QH� NLúLOLN� ND]DQGÕUÕU�� EHQ]HUOHULQLQ� DUDVÕQGD� D\ÕUW� HGLOPHVLQL�
VD÷ODU� YH� �U�Q� \D� GD� KL]PHWLQ� JDUDQWLVL� GXUXPXQD� G|Q�ú�U�� /RJR� X\JXlama� HVQHNOL÷L�
sayesinde kartvizitten paketlere, zarflardan promosyona kadar, PDUNDQÕQ� W�P�
HWNLQOLNOHULQGH� \HU� DOÕU�� $QODPÕ� \R÷XQODúWÕUÕFÕ� ELU� |]HOOLN� WDúÕ\DQ� ORJR� J|UVHO� RODUDN�
G�÷PHVLQH�EDVÕOGÕ÷ÕQGD�ELU�PDUNDQÕQ�E�W�Q�GH÷HUOHULQL�YH�KD\DO�J�F�Q��DQÕQGD�EDúODWÕU�
(Karsak, 2004: 109). %X�ED÷ODPGD�9HVWHO�YH�J|UVHO�NLPOiN�XQVXUODUÕ�rasgele�úHNLO��UHQN�
YH� WDVDUÕPODUGDQ� LEDUHW� GH÷LOGLU�� *|VWHUJHELOLPVHO� DoÕGDQ� oHúLWOL� \DQ� YH� G�] DQODPODUÕ�
mevcuttur. %X� QRNWDGD� 5RQDOG� %DUWKHV� J|VWHUJHELOLPLQ� NRQXVXQXQ� DQODP� ROGX÷XQX�
NHVLQOH\HUHN�W�P�J|VWHUJH�GL]JHOHULQLQ���|UQH÷LQ�UHVLPOHULQ��\D]ÕP�\DSÕWODUÕQÕQ�Y�E�ELUHU�
DQODP�GL]JHVL�ROXúWXUGX÷XQX�V|\OHU��%DUWKHV��³5KHWRULTXH�GH�,¶LPDJH´�DGOÕ�PDNDOHVLQGH�
GLOVHO�LOHWLQLQ�\DQÕQGD�LNRQRJUDILN�\D�GD�G�]�DQODPVDO��YH�VLPJHVHO�\D�GD�\DQ�DQlamsal 

iletinin incelenmesi üzerinde durur (Karsak, 2004: 102).  

'�]DQODP� �'HQRWDWLRQ��� ELU� V|]F�N�� LúDUHW� \D� GD� LPJHQLQ� GR÷UXGDQ� DQODPÕGÕU��
Yan DQODP��&RQQRWDWLRQ��LVH��DQODPÕQ�LNLQFL�DúDPDVÕGÕU��<DQ DQODP��DQFDN�G�]�DQODPÕQ�
ROGX÷X� ELU� \HUGH� GH÷HU� ND]DQÕU�� HWNLOL� ROXU� \D� GD� |QHULOLU�� gUQH÷LQ�� ³3ROLWLNDFÕ´� YH�
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³'HYOHW�$GDPÕ´��V|]F�NOHULQLQ�KHU�LNLVL GH�VHoLOHUHN�\|QHWLPH�JHOHQ�NLúLOHUL�DNOD�JHWLULU�
–düz anlam-�� %XQD� NDUúÕQ� EX� LNL� V|]F�÷�Q� \DQ DQODPODUÕ�� \DQL� oD÷UÕúWÕUGÕNODUÕ�
G�ú�QFHOHU�ROGXNoD�IDUNOÕGÕU��3ROLWLNDFÕ��GDKD�oRN�NLúLVHO�oÕNDUODUÕQÕ�|Q�SODQGD�WXWDQ�ELU�
NLúL\L� oD÷UÕúWÕUÕU��'HYOHW� DGDPÕ� LVH� WRSOXP�VRUXQODUÕ\OD� LOJLOHQHQ�ELU� NLúL\L� DNOD�JHWLULU��
Sözcükler gibi görüntüler de oldukça güçlü yan anlamlara sahip olabili rler (Becer, 

������ ����� gUQH÷LQ�� HQOemesine çizgi istirahat� YH� � VHVVL]OLN� GX\JXODUÕ� X\DQGÕUÕU��
3VLNRORMLN�RODUDN�EX�HWNL\L�\DUDWPDVÕQÕQ�QHGHQL��LQVDQODUÕQ�J|]OHULQL�VROGDQ�VD÷D�GR÷UX�
ER\ODPDVÕQD� KDUHNHW� HWWLUHELOPHVLQGHQ� GDKD� NROD\� ROPDVÕGÕU�� 'LNH\� KDUHNHWWH� J|]OHU�
yorulur ve bu hareket yata\�RODQD�J|UH�GDKD�GR÷DOGÕU��'LNH\�oL]JL��J�YHQ�YH�KDWWD�JXUXU�
KLVOHULQL� \DUDWÕU�� $úD÷ÕGD� 9(67(/¶LQ� ORJRVX� YH� LIDGH� HWWL÷L� \DQ� YH� G�]� DQODPODUÕ�
WDEORODúWÕUÕOPÕúWÕU�� 

Tablo 26: Vestel Logotype Görüntüsel Göstergesinin G|UVHOOHúWLULOPHVL1 
 

  

 

*g56(/�ø/(7ø�(GÖRÜNTÜSEL GÖSTERGE) 

ød(5ø.%ø5ø0/(5��*g67(5ø/(1/(5� *g56(/�ø/(7ø�
(GÖRÜNTÜSEL 

GÖSTERGE) DÜZANLAMLAR YANAN LAMLAR 

Dikdörtgen %LU�*HRPHWULN�ùHNLO 
 )DUNHGLOLUOLN�� KX]XU�� UDKDWOÕN��
GLQOHQGLULFL�HWNL��EHOLUWPH�DUDFÕ 

Yatay Çizgi %LU�*HRPHWULN�ùHNLO 
øVWLUDKDW�� VHVVL]OLN� GX\JXODUÕQÕQ�
\DQÕQGD� J�YHQ� YH� JXUXU� KLVVL�
X\DQGÕUÕU�� 

ød(5ø.%ø5ø0/(5��*g67(5ø/(1/(5� 5(1.%ø/ø0 
DÜZ ANLAM YANAN LAM 

.ÕUPÕ]Õ Bir Renk 

6ÕFDNOÕN�� HQHUML�� FDQOÕOÕN��
hareketlil ik, öfke, yeni 
EDúODQJÕoODU�� J�o�� KÕUV��
Türkiye’nin milli rengi,  
Tehlike, olumsuzluk ve dikkat 
rengi 

 Beyaz Bir Renk  

SDIOÕN�� WHPL]OLN�� ROXPOXOXN� YH�
kabul edicil ik, aklanmak 
DUÕOÕN�� ]DIHU�� EDUÕú�� QHúH��
teslimiyet, merhamet, bekaret, 
masumiyet ve adaletin rengidir; 
\HQLGHQ�GLULOLú�YH�|O�PV�]O�÷� de 
simgeler. 

 

                                                 
1�%X�WDEORGD�%DQX�%DVNDQ�.DUVDN¶ÕQ�³*|UVHO�.LPOLN�*|VWHUJHOHUL�$oÕVÕQGDQ�³$UoHOLN´�)LUPDVÕ�:HE�
6D\IDVÕ�øQFHOHQPHVL´�LVLPOL�PDNDOHVLQGHQ�HVLQOHQPLúWLU��*DODWDVDUD\�øOHWLúLP�'HUJLVL��6D\Õ�������� 



 211 

Göstergebilimsel çözümleme yaparken çözümlenecek olan hedef bir metin ya da 

EL]LP� oDOÕúPD� DODQÕPÕ]Õ� ROXúWXUDQ� 9HVWHO� ORJRW\SH� JLEL� QH� ROXUVD� ROVXQ�� |QFHOLNOH� ELU�
\|QWHP� EHOLUOHPHN� JHUHNPHNWHGLU�� $QGUH� 0DUWLQHW¶LQ� EHOLWWL÷L� JLEL�� ³7XWDUOÕ� ROPDN�
úDUWÕ\OD�GDKD�GR÷UXVX�EHOOL�ELU�EDNÕú�DoÕVÕ\OD�\DSÕOPÕú�ROPDN�NRúXOX\OD�KHU�o|]�POHPH�
geçerlidir (Karsak, 2004: 102). 

%D]Õ� NXUXOXúODU� NHQGLOHULQL� VLPJHVHO� YH\D� |]HO� LúDUHWOHUOH� LIDGH� HGHUNHQ� ED]Õ�
NXUXOXúODU� NHQGLOHULQL� LVLPOHUL\OH� LIDGH� HWPH\L� WHUFLK� HGHUOHU��VESTEL logosunda en 

dikkat çekici unsurlardan birL� ORJRVXQX� LVPL\OH� VXQPDVÕ� GL÷HU� LVH� ORJRQXQ� RNXQDNOÕ�
ROXúXGXU�� 7LSRJUDILN� NDUDNWHUOHULQ� RNXQDNOÕ÷Õ�� �o� QLWHOL÷H� ED÷OÕGÕU�� D�� .RQWUDVW�� E��
<DOÕQOÕN� F�� 2UDQWÕ�� $QFDN� RNXQDNOÕ� ELU� \D]Õ� HWNLOL� ELU� PHVDM� LoLQ� \HWHUOL� GH÷LOGLU��
HarfleULQ� G�]HQOHQLú� ELoLPL�� LOHWLúLP� \|QWHPL� YH� YH� ERúOXNODU� GD� DQODúÕOÕU� ROPDOÕGÕU��
2NXQDNOÕ�WLSRJUDIL�ELOJL\L�QHVQHO�RODUDN�LOHWHQ�ELU�DUDoWÕU (Becer, 1997: 39). Bu yönüyle 

9(67(/� ORJRVX� NRQWUDVW� RODUDN� VÕFDN� UHQNOHUL� NXOODQPDVÕ�� NDUPDúÕN� VLPJH� YH�
sembollerdeQ�ROXúPDPDVÕ�YH�RUDQWÕ�RODUDN�KHPHQ�GLNNDWL�oHNHFHN�GLNG|UWJHQ�ELU�\DSÕGD�
ROPDVÕ�EX�ORJRQXQ�DPDFÕQD�KL]PHW�HWPHVLQL�VD÷ODPÕúWÕU��� 

5HQNOHU� KHU� J|UVHO� NLPOL÷LQ� |QHPOL� YH� DQODPOÕ� ELU� J|VWHUJHVLGLU�� 5HQN� ELOLPL�
DUDúWÕUPDFÕODUÕ� KHU� UHQJH� IDUNOÕ� ELU� GH÷HU� \�NOHPHNWHGLUOHU�� .XUXOXúODU� GD� KHGHI�
kitlelerinde yaratmak istedikleri etkiye göre kendilerine uygun gelen rengi 

seçmektedirler (Karsak, 2004�� ������ +HPHQ� KHPHQ� W�P� UHQNOHULQ� DOJÕODQPDVÕ� W�P�
WRSOXPODUGD�IDUNOÕ�IDUNOÕGÕU��%D]Õ�UHQNOHULQ�ED]Õ�N�OW�UOHUGH�|]HOOLNOH�ED]Õ�DQODPODU�LIDGH�
HGHUNHQ�� HYUHQVHO� DQOD\Õú GD� GD� ED]Õ� DQODPODU� LoHUPHNWHGLU�� 9(67(/� ORJRVX� NÕUPÕ]Õ��
beyaz Türkiye¶QLQ� PLOOL� UHQNOHULQGHQ� ROXúDQ� RNXQDNOÕ� 9(67(/� \D]ÕVÕQGDQ�
ROXúPDNWDGÕU�� %X� NÕUPÕ]Õ� EH\D]ÕQ� �ONHPL]GH� KHPHQ� KHPHQ� W�P� \XUWWDúODUGD� EÕUDNWÕ÷Õ�
RUWDN� DOJÕGÕU�� %XQXQ� \DQÕQGD� HYUHQVHO� DQODPGD� GD� ED]Õ� DQODPODUÕ� YDUGÕU�� +HP� \HUHO�
SD]DUGD� KHP� GH� XOXVODUDUDVÕ� SD]DUGD� IDDOL\HW� J|VWHUHQ� 9HVWHO� NÕUPÕ]Õ� EH\D]� UHQNOHUL�
NXOODQDUDN�EX�LNL�DUHQDGD�GD�oHúLWOL�DOJÕODPDODU�\DUDWPDN�LVWHPLúWLU��.R\X�YH�SDUODN�ELr 
NÕUPÕ]Õ�UHQJL�NXOODQDQ�9HVWHO�EX�UHQklerde muhtemel tüketicisinin zihninde muhtemelen 

úX�DQODPODUÕ�X\DQGÕUPDNWDGÕU� 
KÕUPÕ]Õ� .ÕUPÕ]Õ�� DNWLI�� HQHUMLN� YH� GLQDPLN� \DSÕVÕ� VD\HVLQGH� WXWNXQXQ�� DWHúLQ��

DúNÕQ��NDQÕQ��KD\DWÕQ�YH�7�UNL\H¶QLQ�PLOOL�UHQJLGLU��%XQXQ�\DQÕQGD�NÕUPÕ]Õ�� WHKOLNHQLQ��
ROXPVX]OX÷XQ� YH� GLNNDWLQ� UHQJLGLU�� .ÕUPÕ]Õ� ELU� VWDW�� UHQJL� RODUDN� GD� NDUúÕPÕ]D� oÕNDU��
3RUVKH� YH� )HUUDUL� JLEL� VSRU� DUDEDODUGD� NÕUPÕ]Õ� VÕNOÕNOD� NXOODQÕOÕU�� .ÕUPÕ]Õ�� X\DUÕFÕ� YH�
HWNLOH\LFL�\DSÕVÕ�VD\HVLQGH�DODUP��GLNNDW�YH�X\DUÕQÕQ da rengidir. Dalga boyu yüksek bir 
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UHQN�ROGX÷XQGDQ�GLNNDW�oHNLFLGLU��*|U�Q�UO�N�YH�IDUN�HGLQLOLUOLN�|]HOOL÷LQLQ�GH�HWNLVL\OH�
NÕUPÕ]Õ�DUDoODUÕQ�GDKD�D]�ND]D�\DSWÕNODUÕ�YH�KDVDUD�X÷UDGÕkODUÕ�WHVSLW�HGLOPLúWLU��.ÕUPÕ]Õ�
SHN� oRN� G�Q\D� ED\UD÷ÕQGD� GD� NXOODQÕODQ� UHQNWLU��7�UN�%D\UD÷Õ¶QÕQ� UHQJL� RODQ� NÕUPÕ]Õ��
³ED\UDN�NÕUPÕ]Õ´�RODUDN�DQÕOÕU��8oDU����������-52). 

Beyaz: %H\D]� VDIOÕN�� WHPL]OL÷LQ� VHPERO�G�U�� ROXPOX� YH� NDEXO� HGLFL� ELU� WDYUÕ�
YDUGÕU�� 6DYDúWD� EH\D]� ED\UDN�� WHVOLPL\HWL� YH� EDUÕúÕ� VLPJHOHU�� 7HPL]OLN� YH� VDIOÕ÷Õ�
niteleyen� |QHPOL� ELU� UHQNWLU�� %LU� WHPL]OLN� |Oo�W�� RODUDN� NXOODQÕODELOLU�� ³NDU� JLEL�
EHPEH\D]´�� ³EHPEH\D]� ELU� VD\ID´�� ³DN� NDúÕN´�� ³DN� DOÕQ´�� ³DN� SDN´�� ³DNODQPDN´�� JLEL�
WDQÕPODPDODU�KHS�EH\D]ÕQ�EX�|]HOOLNOHUOH� LOLúNLVLQL� NDQÕWODU��2OXPOXOXN�� VDIOÕN�� EDUÕúoÕO�
YH� NDEXO� HGLFL� LIDGHVLQLQ� ELU� \DQVÕPDVÕ� RODUDN�� EH\D]�� ÕúÕN�� ELOJL�� D\GÕQOÕN�� QXU� JLEL�
ROXPOX� YH� HUGHPOL� GH÷HUOHUOH� |UW�úW�U�OP�úW�U�� 6L\DKÕQ� DNVLQH� WDQUÕVDO� ELU� QLWHOL÷L� GH�
E�Q\HVLQGH� EDUÕQGÕUÕU�� 6RQXo� RODUDN� EH\D]�� DUÕOÕN�� ]DIHU�� EDUÕú,� QHúH�� WHVOLPL\HW� 
PHUKDPHW�� VDIOÕN�� EHNDUHW�� masumiyet� YH� DGDOHWLQ� UHQJLGLU�� \HQLGHQ� GLULOLú� YH�
|O�PV�]O�÷��GH�VHPEROL]H�HWPHNWHGLU��8oDU����������-�����9HVWHO�EX�oHUoHYHGH�NÕUPÕ]Õ�
beyaz renklerini beraber kullanarak,�NÕUPÕ]Õ\OD�KHGHI�NLWOHGH�� VÕFDNOÕN�� HQHUML�� FDQOÕOÕN��
hDUHNHWOLOLN�� |INH�� \HQL� EDúODQJÕoODU�� J�o�� KÕUV� JLEL� GX\JXODUÕ�� EH\D]Õ� NXOODQDUDN� GD�
VDIOÕN�� WHPL]OLN�� ROXPOXOXN� YH� NDEXO� HGLFLOLN�� DNODQPDN,� DUÕOÕN�� ]DIHU�� EDUÕú�� QHúH��
teslimiyet, merhamet, bekaret, masumiyet, adalet� \HQLGHQ� GLULOLú� YH� ölümsüzlük 

anlamlaUÕQÕ�GD�NXUXPVDO�IHOVHIHVL\OH�ELUOHúWLUPLúWLU��%XQXQ�\DQÕQGD�\HUOL�VHUPD\H�\XUWLoL�
YH� \XUWGÕúÕQGD� VHNW|UHO� ED]GD� IDDOL\HW� J|VWHUHQ�9HVWHO�� EX� LNL� UHQNOH�7�UNL\H¶QLQ�PLOOL�
UHQNOHUL� NXUXPVDO� NLPOL÷L\OH� |UW�úW�UPHN� \ROX\OD� GX\JXVDO� WDUDIWDU� WRSODPD� \ROXQD�
gitPLúWLU�� 

.XUXP�NLPOL÷LQLQ�|QHPOL�ELU�SDUoDVÕQÕ�ROXúWXUDQ�J|UVHO�NLPOLN��NXUXOXúXQ�KHGHI�
NLWOHOHUL��]HULQGH�ROXPOX�\D�GD�ROXPVX]�HWNLOHU�\DUDWPD�DoÕVÕQGD�|QHP�WDúÕU��.XUXOXúXQ�
NLPOL÷LQL� GR÷UX� \DQVÕWDQ�� YHUPHN� LVWHGL÷L� PHVDMODUÕ� WDúÕ\DQ� J|UVHO� NLPOLN� LOH� NXUum 

NLPOL÷L�EDúDUÕOÕ�KDOH�JHOLU��.DUVDN��������������øQFHOHGL÷LPL]�9HVWHO�ILUPDVÕ�W�NHWLFLQLQ�
]LKQLQGH� HOHNWURQLN�YH�GD\DQÕNOÕ� W�NHWLP�PDOODUÕQGD� WHNQRORML� LOH� NRQXPODQPDN�YH�EX�
NRQXPODQGÕUPD\Õ�GD�PLOOL�VHUPD\H�ROGX÷XQ�QRNWDVÕ\OD�LOLQWLOHQGLUPHN�LVWHPHNWHGLr. Bu 

\|Q�\OH� J|UVHO� NLPOL÷LQGH�NXOODQGÕ÷Õ� J|VWHUHQ�–� J|VWHULOHQ� LOLúNLOHUL� EXQODUD� \|QHOLNWLU�
YH�EX�\|Q�\OH�EDúDUÕOÕ�YH�HWNLOL�ELU�XQVXU�X\JXODPD�oDOÕúPDGÕU�� 

 

 

 



 213 

1.2.4.3. Vestel’ in MDUNDODúPD Sürecinde Reklam AMDQVÕ�Faktörü  

0DUNDODúPD� V�UHFLQGH� UHNODPDMDQVODUÕ� oRN� |QHPOL� URO� R\QDPDNWDGÕUODU��
5HNODPDMDQVODUÕ�� WDP� KL]PHW� DQOD\ÕúÕ\OD�� EXWLN� DMDQV� úHNOLQGH�� PRG�OHU� KL]PHW� DMDQVÕ�
úHNOLQGH� KL]PHW� YHUHELOLUNHQ�� ILUPDODUÕQ� NHQGL� E�Q\HVLQGH� GH� IDDOL\HWOHULQL�
sürdürebilmektedirler. 5HNODPDMDQVÕ�� ticari reklam ve iODQODUÕ�� UHNODPYHUHQLQ� GX\GX÷X�
LKWL\Do� GR÷UXOWXVXQGD� KD]ÕUOD\DQ� YH� UHNODPYHUHQ� DGÕQD� \D\ÕQODQPDVÕQD� DUDFÕOÕN� HGHQ�
JHUoHN� \D� GD� W�]HO� NLúLGLU� �$YúDU� YH�(OGHQ�� ������ �����0DUNDODúPD� V�UHFL� oDOÕúPDQÕQ�
LoHUL÷LQGH� GH� EHOLUWLOGL÷L� JLEL� UHNODP� YH� UHNODPDMDQVÕ� oRN� |QHPOL� XQVXUODU� ROPDVÕQD�
NDUúÕQ�PDUNDODúPD� V�UHFL� VDGHFH� UHNODPOD� RODPD\DFDN�� KHU� ER\XWX\OD� UHNODPDMDQVÕQD�
EÕUDNÕODPD\DFDN�ELU�V�UHoWLU��9HVWHO�GDKD�|QFH�³9HVWHO¶H�WHUIL�HGLQ��UDKDW�HGLQ´�VORJDQÕQÕ�
YH� PDUND� NRQXPODQGÕUPDVÕQÕ� 3LUDPLW� 5HNODP� $MDQVÕ\OD� \�U�Würken, daha sonra 

oDOÕúPDQÕQ�GD�oHUoHYHVLQL�ROXúWXUDQ�³7HNQRORMLQLQ�7�UNoHVL´�VORJDQÕQÕ�RUWD\D�NR\DQ�YH�
X\JXOD\DQ� 0�$�5�.�$� 5HNODP� $MDQVÕ\OD� oDOÕúPD\D� EDúODPÕúWÕU�� 5HNODPYHUHQ� YH�
UHNODPDMDQVÕ� PDUNDODúPD� V�UHFLQGH� ELUELULQL� HWNLOH\HQ� LNL� XQVXUGXU�� %XUD\D� NDdar, 

9HVWHO¶LQ�PDUND�NDYUDPÕQD�EDNÕú�DoÕVÕQÕ�RUWD\D�NR\GXNWDQ�VRQUD��9HVWHO¶LQ�PDUNDODúPD�
V�UHFLQH� 0�$�5�.�$� 5HNODPDMDQVÕQÕQ� NDWNÕVÕQÕ� RUWD\D� NR\PDN�� DMDVOD� UHNODPYHUHQLQ�
PDUND� DQOD\ÕúODUÕQÕQ� X\XPXQX� LUGHOHPHN� DPDFÕ\OD� ����� \ÕOÕQGD� 0�$�5�.�$�
UHNODPDMDQVÕ�VDKLEL�+XOXVL�'(5ø&ø�LOH�J|U�ú�OP�úW�U��%X�J|U�úPHQLQ�\DSÕOPDVÕ�YH�EX�
oDOÕúPDQÕQ� RUWD\D� oÕNPDVÕQGD� 0�$�5�.�$� 5HNODPDMDQVÕ� 0�úWHUL� 7HPVLOFLVL� 2OFD\�
$.*h/¶�Q�GH÷HUOL�NDWNÕODUÕ�V|]NRQXVXGXU�� 

.XUWEDú� gQFHOLNOH� GH÷HUOL� YDNWLQL]L� D\ÕOGÕ÷ÕQÕ]� LoLQ� WHúHNN�U� HGHULm. 

6|\OHúLPL]H� � +XOXVL� %H\¶OH� EDúODPDN� LVWL\RUXP�� 9(67(/¶LQ� PDUNDODúPD� V�UHFLQGH�
UHNODP� DMDQVÕQÕQ� HWNLVLQL� DQODPDN� LoLQ� |QFHOLNOH� helalde� 0�$�5�.�$¶QÕQ� PDUND�
DQOD\ÕúÕQÕ�NDYUDPDPÕ]�JHUHNL\RU�GH÷LO mi? 

Derici:� *HQHO� NDQÕ� PDUND\Õ�� �U�QOHUL� YH� KL]PHWOHUL� UDNLSOHULQGHQ� D\UÕúWÕUDFDN�
LVLP��VHPERO��NDYUDP�JLEL�ELOHúHQOHULQ�ELU�E�W�Q��RODUDN�WDQÕPODU��%X�WDQÕP�NHQGL�LoLQGH�
GR÷UX�GD�ROVD��ID]ODVÕ\OD�µLoHULGHQ�GÕúDUÕ\D¶�ELU�EDNÕú�DoÕVÕGÕU��<DQL��U�Q�YH�KL]PHWOHULQ��
µúLUNHWLQ�SD]DUD�EDNÕú�DoÕVÕ¶�YDVÕWDVÕ\OD�IDUNOÕODúWÕUÕOPDVÕ�V|]�NRQXVXGXU��%X�EDNÕú�DoÕVÕQD�
J|UH�PDUNDODU�µSD]DU¶�LoLQ�\DUDWÕOÕU�YH�µSD]DUGD�GL÷HU�PDUNDODUOD¶�UHNDEHW�HGHU��%L]H�J|UH�
LVH�PDUNDODU�µW�NHWLFLQLQ�]LKQLQGH¶�\DUDWÕOÕU�YH�µW�NHWLFLQLQ�]LKQLQGHNL�GL÷HU�Parkalarla’ 

rekabet eder (Derici, Vestel’ in maUNDODúPD� V�UHFLQH� UHNODP� DMDQVÕQÕQ� HWNLVL� KDNNÕQGD�
LNLOL�J|U�úPH��������øVWDQEXO�� 
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3D]DUGD� UHNDEHW� HGHQOHU�� úLUNHWOHUGLU�� %X� µGÕúDUÕGDQ� LoHUL\H¶�� \DQL� µW�NHWLFLQLQ�
]LKQLQGHQ� SD]DUD¶� ELU� EDNÕú� DoÕVÕGÕU�� 0�$�5�.�$� UHNODP� DMDQVÕQD� J|UH� PDUNDODúPDN�
tüketicinin� ]LKQLQGH�\DUDWÕOÕU��0�$�5�.�$�QÕQ� VWUDWHMLN�PDUND�ROXúWXUPD�oDOÕúPDODUÕ�YH�
oDOÕúPDODUÕ�EX�|]H�GD\DQÕU�� 

.XUWEDú�� 6D\ÕQ� '(5ø&ø�� WHúHNN�U� HGHULP�� 3HNL� M.A.R.K.A ile VESTEL’ in 

PDUNDODúPD�V�UHFL�QDVÕO�JHOLúWL. 
Derici:�øúLQ�EDúÕQGD�9HVWHO�PDUNDVÕ\OD�LúLPL]LQ�oRN�GD�NROD\�ROPDGÕ÷ÕQÕ�WDKPLQ�

HWPHN� ]RU� GH÷LOGL�� øúH� EDúODGÕ÷ÕPÕ]GD� 9HVWHO�� NDUúÕVÕQGD� ��� \ÕOD� \DNÕQ� ELU� V�UHGLU�
SD]DUGD� RODQ� YH� W�NHWLFLOHULQ� ID]ODVÕ\OD� DúLQD� ROGXNODUÕ� ELU� SD]DU� OLGHUL\OH� NDUúÕ�
NDUúÕ\D\GÕ��*HUHN�ED\L�VD\ÕVÕ�JHUHN�X]XQ�V�UHGLU�\DSWÕ÷Õ�SD]DUODPD�LOHWLúLPL�\DWÕUÕPÕ�LOH�
EX�PDUNDQÕQ�DúLQDOÕ÷Õ��oRN�J�oO��ELU�VHYL\HGH\GL��0HVHOD�$&�1LHOVHQ¶LQ�KHU�\ÕO�\DSWÕ÷Õ�
0DUNDODU� $UDúWÕUPDVÕQGD� EX� PDUND�� V�UHNOL� RODUDN� µHQ� oRN� KDWÕUODQDQ� PDUND¶�
VÕUDODPDVÕQGD� ��� ROPDNOD� NDOPÕ\RU�� µNHQGLQL]H� HQ� \DNÕQ� KLVVHWWL÷iniz marka’ 

VÕUDODPDVÕQGD� GD� ELULQFLOL÷L� NLPVH\H� NDSWÕUPÕ\RUGX�� øúLQ� N|W�� WDUDIÕ�� DUDúWÕUPD� W�P�
NDWHJRULOHUGHNL�PDUNDODUÕ�ELU�DUDGD�GH÷HUOHQGLUL\RUGX��hVWHOLN�UDNLELPL]��\DNÕQ�]DPDQGD�
ROGXNoD� \R÷XQ� ELU� UHODQVPDQ� NDPSDQ\DVÕ\OD� JHUoHNOHúWLUGL÷L� 
<HQLOLNoLOLN' 

NRQXPODQGÕUPDVÕ\OD� PRGHUQOHúLS� JHQoOHúPLú�� ]LKLQ� SD\ÕQÕ� DUWÕUPÕúWÕ�� 2ODVÕ� 
\DúOÕ� YH�
HVNL
� DOJÕVÕQÕQ� GD� |Q�Q�� NHVPH\H� oDOÕúÕ\RUGX�� 5DNLELQ�� ELU� PDUND� LoLQ� ROXPOX� NDEXO�
HGLOHELOHFHN�E�W�Q�EX�DOJÕODPDODUÕQD�NDUúÕQ�9HVWHO�� W�NHWLFL� WDUDIÕQGDQ�GDKD�oRN��UHWLP 

YH� LKUDFDW� J�F�\OH� WDQÕQÕ\RUGX�� hUHWLPL\OH�� LKUDFDW� J�F�\OH�� WHNQRORML� \DWÕUÕPODUÕ\OD�
WDNGLU� HGLOHQ� ELU� PDUND\GÕ�� )DNDW� PDUNDQÕQ� VDGHFH� EX� NLPOL÷LQLQ� |QH� oÕNDUÕOPDVÕ� GD��
PDUNDQÕQ�SRS�OHU�EXOXQPDPDVÕQD�� W�NHWLFL� WDUDIÕQGDQ�VR÷XN�YH�X]DN�ELU�PDUND�RODUDN�
alJÕODQPDVÕQD� \RO� DoÕ\RUGX�� +DWWD� \DSÕODQ� IRNXV� JUXS� WRSODQWÕODUÕQGDQ� ELULQGH� ELU�
NDWÕOÕPFÕ��9HVWHO
LQ�QDVÕO�DOJÕODGÕ÷ÕQÕ��UDNLELPL]L�NDVWHGHUHN�NXUGX÷X���������PDUND��VL]�LVH�
IDEULNDVÕQÕ]���F�POHVL\OH�HQ�QHW�KDOL\OH�RUWD\D�NR\GX� 

.XUWEDú� “ ....  MARKA, VEST(/� )$%5ø.$´� PDUNDODúPD� V�UHFLQLQ� QLKDL�
durumunu beli rten çok önemli bir tespit. Siz bu cümleyi biraz açar PÕVÕQÕ]" 

Derici: "..... marka, Vestel fabrika."  

9HVWHO�VDGHFH�WDNGLU�HGLOHQ�ELU�úLUNHW�GH÷LO��DU]XODQDQ�ELU�PDUND�ROPDOÕ\GÕ�� 
1H�\DSPDOÕ\GÕN"� 
Ne yapWÕN" 
gQFHOLNOH�9HVWHO�PDUNDVÕQÕQ��W�NHWLFLQLQ�]LKQLQGH�ELU�NRQXPODQGÕUPD\D�LKWL\DFÕ�

YDUGÕ��9HVWHO�QH\GL"�6DGHFH��UHWLP�\DSDQ�ELU�IDEULND�PÕ"�7DNGLU�HGLOHQ�ELU�úLUNHW�PL"��
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%X�NRQXPODQGÕUPDQÕQ�KHP�PDUND�KDNNÕQGD�GDKD�|QFHNL�DOJÕODUOD�oDNÕúPDPDVÕ��KHP�GH�
VestHO
L� UDNLSOHULQGHQ� D\UÕúWÕUPDVÕ� JHUHNL\RUGX�� $\UÕFD� NRQXPODQGÕUPDPÕ]��
NRQXPODQGÕUPD� NDYUDPÕQÕQ� |]�� JHUH÷L�� PDUNDQÕQ� KkOLKD]ÕUGD� VDKLS� ROGX÷X� YH�
EDúNDVÕQÕQ�VDKLS�oÕNDPD\DFD÷Õ�ELU�|]HOOL÷LQLQ��]HULQH�LQúD�HGLOPHOL\GL��9HVWHO
L�N�UHVHO�
vizyona sahip bir Türk teknoloji mDUNDVÕ� RODUDN� NRQXPODQGÕUGÕN�� ³7HNQRORMLQLQ�
Türkçesi”  

$YUXSD� YH� $V\D� DUDVÕQGDNL� HQ� E�\�N� �UHWLP� YH� WHNQRORML� WHVLVOHULQH� VDKLS�
ROPDVÕQÕ�YH�LKUDFDW�UDNDPODUÕQÕ�J|]�|Q�QH�DOÕUVDQÕ]��9HVWHO�PDUNDVÕQÕQ�LOLNOHULQH�NDGDU�
EX�NRQXPODQGÕUPD\Õ�KDN�HWWL÷LQL�YH�GR÷UX�KHGHIH�DWHú�HWWL÷LPL]L�J|UHELOLUVLQL]��� 

.XUWEDú�� .RQXPODQGÕUPD� PDUNDlaúPD� V�UHFLQLQ� DQD� PDO]HPHVLQL�� IDUNOÕ� ELU�
EHQ]HWPH\OH� WHPHOLQL� ROXúWXUDQ� NDYUDPODUGDQ� ELUL�� %XQX� \DSDUNHQ� ³$1'52ø'�
9(<6(/´�NRQXPODQGÕUPDQÕQ�UHNODP�D\D÷ÕQÕ�ROXúWXUGX��'H÷LO�PL? 

Derici:�(YHW����%HQGH�RQD�GH÷LQHFHNWLP��6ÕUD�JHOGL�UHNODPD���� 
0DUND\Õ�NRQXPODQGÕUPÕúWÕN�IDNDW�W�NHWLFLOHUH�EXQX�QDVÕO�DQODWPDOÕ\GÕN� 
+HP�WHNQRORML�NRQVHSWLQL�W�NHWLFL\H�DNWDUPDOÕ��KHP�GH�PDUND�KDNNÕQGD�ROXúPXú�

�VR÷XN��X]DN�YH�VDPLPL�GH÷LO��DOJÕODUÕQÕ�RUWDGDQ�NDOGÕUPDOÕ\GÕN��hVWHOLN�PDUND�SRS�OHU�
KDOH� JHOPHOL\GL��7�P�EXQODUÕ� VÕFDN�� VDPLPL� YH� QHúHOL� ELU� LOHWLúLP�RUWDPÕQD� \DSPDPÕ]�
JHUHNWL÷LQH�NDUDU�YHUGLN�YH�ELU�NDUDNWHU�\DUDWWÕN��³$QGURLG�9H\VHO´. 

%X�NDUDNWHUL�FDQODQGÕUPDN� LoLQ� L\L�ELU�R\XQFX\D� LKWL\DFÕPÕ]�YDUGÕ��+HP� L\L�ELU�
R\XQFX� KHP� GH� ELU� VWDU� RODQ� $WD� 'HPLUHU¶OH� DQODúWÕN�� .DPSDQ\DQÕQ� ODQVPDQÕ� LoLQ� ��
GDNLND����VDQL\H�V�UHQ�LON�ILOPLPL]L�\DSWÕN�� 

6HQH� ������ $UWÕN� W�P� G�Q\D\D� KDNLP� ROPXú� �VW�Q� ELU� WHNQRORMLQLQ� �9HVWHO�
WHNQRORMLVL���EX�VHYL\H\H�QDVÕO�JHOGL÷LQL�DUDúWÕUPDN�LoLQ�ELU�NRQVH\��\RNVD�UDNLSOHU�PL"��
WRSODQÕU�� .RQVH\�� KHU� úH\LQ� EDúODGÕ÷Õ� \ÕOD�� ����� \ÕOÕQD� ELU� DMDQ� J|QGHUPH� NDUDUÕ� DOÕU��
����� \ÕOÕQGD�� NHQGL� KDOLQGH� ELU� WDNVLFL� RODQ�9H\VHO�� ����� \ÕOÕQD� NDoÕUÕOÕU� YH�9H\VHO
LQ�
NÕOÕ÷ÕQD� JLUHQ� ELU� DQGURLG� DMDQ�� ����� \ÕOÕQGD�� EX� �VW�Q� WHNQRORMLQLQ� VÕUODUÕQÕ�
|÷UHQHELOPHN�LoLQ�9H\VHO
LQ�KD\DWÕQÕ�\DúDPD\D�EDúODU��2OD\ODU�JHOLúLU� 

Filmde ne Vestel logosu, ne Vestel logolu bir ürün, ne de Vestel kelimesini 

NXOODQGÕN�� $PDFÕPÕ]� KÕ]OD� HWNLGH� EXOXQPDN�� \�NVHN� IDUNÕQGDOÕN� \DUDWPDN� YH� PHUDN�
X\DQGÕUDUDN�W�NHWLFLQLQ�LOJLVLQL�FDQOÕ�WXWPDNWÕ��%DúDUÕOÕ�GD�ROGXN� 

6R÷XN�YH� X]DN� DOJÕODPDODUÕ\OD� EDúÕPÕ]� GHUWWH� ROGX÷Xndan, kibirli görünmemek 

için ‘Teknolojinin T�UNoHVL¶� VORJDQÕPÕ]Õ� ORJRPX]OD� EHUDEHU� NXOODQGÕN�� IDNDW� KLoELU�
zaman dLOOHQGLUPHGLN��7�NHWLFLOHUGH�VDPLPL�ELU�úHNLOGH�EX�L]OHQLPL�EÕUDNPD\D�oDOÕúWÕN� 
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øNLQFL� ILOPLPL]GH� LVH�PDUNDPÕ]ÕQ�NXUXPVDO�QLWHOLN�YH�JHUoHNOHULQL�� UDNLSOHULQLQ�
KD\UDQOÕN��KD\UHW�YH� WDNGLUOH�NDUÕúÕN�EDNÕú�DoÕVÕQGDQ�DNWDUGÕN��7�NHWLFL� ]LKQLQGH��JHQHO�
bir önyDUJÕ�RODUDN�X]DN�JLEL�GXUDQ�7�UNO�N�LOH�7HNQRORML�NDYUDPODUÕQÕ�\DQ�\DQD�JHWLUGLN��
%X�ILOPGH�WHNQRORMLN��VW�QO�÷�P�]�Q�YH�N�UHVHO�YL]\RQXPX]XQ�GHVWHNOH\LFL�NDQÕWÕ�RODQ�
AR-*(�PHUNH]OHULPL]L�DQODWWÕN�NL�PDUNDPÕ]ÕQ�EX�QLWHOL÷L�� UDNLSOHULPL]GH�ROPD\DQ�ELU�
nitelikti.  

)LOPLPL]LQ�WHPHO�DUJ�PDQÕQÕ�SHNLúWLUPHN�LoLQ�LVH�J�oO��ELU�RXWGRRU�NDPSDQ\DVÕ�
GD�JHUoHNOHúWLUGLN��%X�NDPSDQyada �GD��9HVWHO
LQ�\DSWÕ÷Õ�\DWÕUÕPODUÕ��W�P��ONHQLQ�JXUXU�
GX\DFD÷Õ� ELU� WRQGD� GLOH� JHWLUHUHN� PDUND\OD� W�NHWLFL� DUDVÕQGD� �JXUXUOD� NDUÕúÕN� ELU�
bLUOLNWHOLN�KLVVL��\DUDWWÕN���$PHULND
GDQ��V�LVWHGLN��DOGÕN��� 

6DWÕú� NDPSDQ\DODUÕPÕ]Õ� GX\XUGX÷XPX]� �U�Q� VDWÕú� ILOPOHULPL]GH� LVH�� LPDM�
ILOPOHULPL]GHNL� VÕFDN�� VDPLPL�� QHúHOL� WRQX� NRUX\DUDN�� IDNDW� LPDM� ILOPOHULQGHNL� VWDU�
NDUDNWHUOHUL� NXOODQPD\DUDN� IDUNOÕ� ELU� \RO� L]OHGLN�� $PDFÕPÕ]� KHU� LNL� IDUNOÕ� G�]OHPGH�
YHULOHQ�IDUNOÕ�PHVDMODUÕQ�oDNÕúPDPDVÕ�LGL��%X�VD\HGH��U�Q�VDWÕú�ILOPOHUL�GH�NHQGLQH�|]J��
ELU�WRQ�\DNDODGÕ�YH�J|UHYOHULQL�EDúDUÕ\OD�\HULQH�JHWLUGLOHU� 

%DVÕQ� YH� RXWGRRU� oDOÕúPDODUÕQGD� LVH�� EX� PHFUDODUÕQ� NHQGLOHULQH� |]J�� \DSÕODUÕ�
QHGHQL\OH�oDUSÕFÕ��GLNNDW�oHNLFL�YH�KÕQ]ÕU�ELU�WRQGD�LOHUOHGLN�� 

9HVWHO� PDUNDVÕ� KDNNÕQGD� VDGHFH� EDVÕQ� YH� RXWGRRU� oDOÕúPDODUÕQD� EDNDUDN� ELU�
\RUXP� \DSPDN� JHUHNLUVH� úX� LNL� NHOLPH� \HWHUOL� ROXU� VDQÕUÕP��dDUSÕFÕ� YH� KÕQ]ÕU���øKUDFDW 
úDPSL\RQOX÷XQX anlatmak için -<DEDQFÕ�+D\UDQOÕ÷Õ��7�UNL\H¶QLQ�LON�����HNUDQ�SOD]PDVÕ�
için -�7�UN�%�\�÷���3OD]PD�79’ ler de NL�úRN�LQGLULP�LoLQ�- Vaay! ve Küüt!... 

6DWÕú�QRNWDODUÕQD�JHOLQFH��7�NHWLFL� LOH�ELUHELU� WHPDV�QRNWDODUÕ�RODQ�EX�DODQODUGD��
KHU�D\UÕQWÕGD�PDUND�NLPOL÷LQL�\DQVÕWPD\D�YH�����GHUHFHOLN�ELU�EDNÕú�DoÕVÕ\OD� W�NHWLFL\L�
oHYUHOHPH\H� |]HQ� J|VWHUGLN�� 7DEHODODUÕPÕ]Õ� PRGHUQL]H� HWWLN�� PD÷D]D� YLWULQOHULQH� VRQ�
PRGHO� �U�QOHULPL]L� \HUOHúWLUHUHN� WHNQRORML� DOJÕVÕQD� GHVWHN� ROPD\D� oDOÕúWÕN�� 0D÷D]D�
içlerinde her ay düzenli oODUDN�\HQLOHQHQ�I|\OHU�YH�EURú�UOHUOH�ED\L\L�GHYDOÕ�FDQOÕ�WXWWXN��
GXYDUODUD� DVÕODQ� SRVWHUOHUL� ELU� PHFUD� RODUDN� NXOODQDUDN� PD÷D]D\D� JLUHQ� W�NHWLFLOHUH�
PHVDMODUÕPÕ]Õ�V�UHNOL�LOHWPH\H�oDOÕúWÕN��� 

�����\ÕOÕQD�NDGDU�EX�NDPSDQ\D\D�D\QÕ�KÕ]GD�GHYDP�HWWLN� 
.XUWEDú:�5HNODPFÕOÕNWD�DUWÕN� LúH�EDúODUNHQ�ELOH�³DNOÕPD�ELUúH\�JHOGL´�\DNODúÕPÕ�

\HULQL� SODQODPD�� DUDúWÕUPD�� X\JXODPD� YH� IHHGEDFN� XQVXUODUÕQD� EÕUDNPÕú� GXUXPGD�� %X�
QRNWDGD�VRQXoODUÕ�UDNDPODUOD�|÷UHQHELOLU�PL\LP"� 

Derici: Tabii ki... 
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%X� NDPSDQ\DQÕQ� LOHWLúLP� KHGHIOHULQGHNL� JHUoHNOHúPH� 0LOOZDUG� %URZQ�
WDUDIÕQGDQ� \DSÕODQ� DUDúWÕUPDGD� ú|\OH� RUWD\D� NRQPXúWXU� �%X� NÕVÕP� \D]ÕOÕ� DOÕQPÕúWÕU��
0LOOZDUG�%URZQ�$73�DUDúWÕUPDVÕ���(\O�O�����-����$÷XVWRV����������-12. Round). 

� Daha önce % 6 olan ilk akla gelen marka olma skorunun, kampanya dönemi 

ELWLPLQGH�\DSÕODQ�DUDúWÕUPDGD�����
H�oÕNWÕ÷Õ�VDSWDQPÕúWÕU�������RUDQÕQGD�DUWÕú�. 
� .DWHJRUL�RUWDODPDVÕ������RODQ�UHNODPÕQ�PDUND�LOH�OLQN�NXUPD�G�]H\L. 
NDPSDQ\DPÕ]ÕQ�VRQXQGD������RODUDN�|Oo�POHQPLúWLU��������RUDQÕQGD�DUWÕú�. 
� 0DUNDPÕ]ÕQ��$ZDUQHVV�,QGex'te daha önce AI ��RODUDN�|Oo�POHQHQ��PDUNDOÕ�WY 

ELOLQLUOL÷L�RUDQÕ�EX�NDPSDQ ya da n VRQUD�$,���RODUDN�VDSWDQPÕúWÕU��������DUWÕú�. 
� .DWHJRUL�RUWDODPDVÕ������RODUDN�|Oo�OHQ�UHNODP�IDUNÕQGDOÕ÷Õ�VNRUX� 
NDPSDQ\DPÕ]�LoLQ������RODUDN�VDSWDQPÕúWÕU��Kategori ortaODPDVÕQGDQ�����"�GDKD�
fazla). 

� %H\D]�Hú\D�NDWHJRULVLQGH�GDKD�|QFH������RODQ�PDUNDPÕ]ÕQ�ELOLQLUOL÷L��Eu 

NDPSDQ\D�LOH�����
D��HOHNWURQLN�Hú ya da �LVH�����
GDQ�����
\H�oÕNPÕúWÕU�� 
Derici:�%�W�Q�EX�VRQXoODUÕQ�\DQÕ�VÕUD��0LOOZDUG�%URZQ�WDUDIÕQGDQ�NDPSDQ\DQÕQ�

ilHWLúLP�KHGHIOHUL�DoÕVÕQGDQ�³ROD÷DQGÕúÕ�EDúDUÕ³�RODUDN�QLWHOHQHQ�ELU�JHOLúPH�\DúDQPÕúWÕU��
.DPSDQ\DQÕQ� VRQXQGD�� PDUNDPÕ]D� DLW� UHNODPODUÕQ� X]XQ� ]DPDQ� DUDOÕ÷ÕQGD� � EÕUDNWÕ÷Õ�
WRUWX\X� DUDúWÕUDQ� %DVH� /HYHO� |Oo�POHPHVLQGH�� ��� SXDQOÕN� ELU� VÕoUDPD� VDSWDQPÕúWÕU 
(38'den 48'e).� %DVH� /HYHO
D� DLW� GH÷LúLPOHULQ� X]XQ� V�UHOHUGH� YH� oRN� \DYDú� DUWÕúODUOD�
JHUoHNOHúPHVL� JHUHNLUNHQ�� |Oo�POHQHQ� EX� ��� SXDQOÕN� VÕoUDPD�� 0ÕOOZDUG� %URZQ 

WDUDIÕQGDQ� oRN�|QHPOL�ELU�JHOLúPH�RODUDN�J|U�OP�úW�U��%X�JHOLúPHQLQ�QH� LIDGH�HWWL÷LQL�
EHOLUWPHN� LoLQ� NÕ\DVODPDOÕ� ELUNDo� |UQHN� YHUPHN� JHUHNLUVH�� VHNW|U�Q� OLGHUL� RODQ�
UDNLELPL]LQ�� � D\QÕ� G|QHPGH� �� ��� RUDQÕQGD� *53� DUWÕúÕ� \DSPDVÕQD� UD÷PHQ�� %DVH�
LHYHO
ÕQGD�KLoELU�GH÷LúLP�|Oo�POHQPHPLúWLU�������RUDQÕQGD�*53�DUWÕúÕ�\DSDQ�GL÷HU�ELU�
rakibimizin de Base LHYHO
ÕQGD�KHUKDQJL�ELU�DUWÕú�VDSWDQPDPÕúWÕU��$\QÕ�G|QHPGH������
*53�DUWÕúÕ� \DSDQ�ELU�EDúND� UDNLELPL]LQ�Base Level 
ÕQGD� LVH� VDGHFH���SXDQOÕN�ELU�%DVH�
LHYHO�DUWÕúÕ�|Oo�POHQPLúWLU�� 

0LOOZDUG� %URZQ�� NDPSDQ\DPÕ]ÕQ� |QFHNL� NDPSDQ\DODUÕPÕ]D� J|UH� �� NDW� GDKD�
HIHNWLI� ROGX÷XQX� YXUJXODGÕNWDQ� VRQUD� �� D\� ER\XQFD� KLo� UHNODP� \DSPDVDN� ELOH�
PDUNDPÕ]ÕQ�W�NHWLFL�]LKQLQGHNL�YDUOÕ÷ÕQÕ�V�UG�UHFH÷LQL�EHOLUWPHNWHGLU�� 

.XUWEDú�� 6D\ÕQ� '(5ø&ø�� 6D\ÕQ� 7(=&$1�� 6D\ÕQ� $.*h/�� 6D\ÕQ� $.),5$7�
YHUGL÷LQL]�GH÷HUOL�ELOJLOHU�LoLQ�WHúHNN�U�HGHU��oDOÕúPDODUÕQÕ]GD�EDúDUÕODU�GLOHULP�� 
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��� 9(67(/¶ø1� ³7(.12/2-ø1ø1� 7h5.d(6ø´� 6/2*$1,1,�
KONUMLANDIRMA KAPSAMINDA� ³$1'52ø'� 9(<6(/´�
REKLAMLARININ�6g</(0�$1$/ø=ø� 

'LOELOLPGH� J|VWHULOHQLQ� ELU� QHVQH� GH÷LO� QHVQHQLQ� ]LKLQGH� ELU� WDVDUÕPÕ� ROGX÷X�
YXUJXODQPÕúWÕU� YH� )HUGLQDQG� 'H� 6DXVVXUH� J|VWHULOHQLQ� |]HOOL÷LQL� NDYUDP� WHULPLQL�
NXOODQDUDN� EHOLUWPLúWLU�� d|]�POHPHQLQ� EX� DúDPDVÕQGD� DPDo�� J|U�QW�Q�Q� L]OH\LFL\H�
oD÷UÕúWÕUGÕ÷Õ� NDYUDPODUÕ� EHOLUOHPHN� YH� EX� NDYUDPODUÕ� GDKD� DQODúÕOÕU� NÕOPDN� DGÕQD�
J|U�QW�\H� LOLúNLQ� J|VWHULOHQOHU� GL]HOJHVL� ROXúWXUPDNWÕU. Ronald Barthes; Rhetorique 

,¶LPDJH� LVLPOL� LQFHOHPHVLQGH� 3DQ]DQL� PDNDUQDODUÕQÕQ� UHNODP� IRWR÷UDIODUÕQGD yer alan 

QHVQHOHULQ��UHQNOHULQ�EHWLPOHPHVLQL�\DSWÕNWDQ�VRQUD�LoHUGLNOHUL�NDYUDPODUÕ�yan anlamsal 

ER\XWWD� LQFHOHPLúWLU� �.DUVDN�� ����: 102). Bu yöntemden \ROD� oÕNDUDN�� EX� oDOÕúPDGD�
Vestel “Android Veysel´� UHNODPODUÕQGDQ� LON� LNLVLQGH� \HU� DODQ� J|VWHUJHOHULQ�� ELU� EDúND�
GH\LúOH� VDSWDGÕ÷ÕPÕ]� görüntü biliml erin \DQDQ� ODPODUÕQÕ yani izleyicilerin zihninde 

ROXúDQ�NDYUDPODUÕ�YH�JHQHO�RODUDN�oD÷UÕúÕPODUÕ�LQFHOH\HFH÷Lz.  

%X� ED÷ODPGD� UHNODP� J|U�QW�O�� NLWOH� LOHWLúLP� DUDoODUÕQGD� \D\ÕQODQPDN� �]HUH�
ROXúWXUXOPXúWXU�� .LWOH� LOHWLúLP� DUDoODUÕ� |]HOOLNOH� GH� WHOHYL]\RQ� � \ROX� LOH� PHVDMODUÕQÕ�
L]OH\LFLOHUH� DNWDUPDNWDGÕUODU�� 7HOHYL]\RQ� NXUXPODUÕ�� UHNODPODU� LoLQ� \D\ÕPODQDQ�
sürelerine g|UH�� �FUHW� DOGÕNODUÕQGDQ� 79� UHNODPODUÕQÕQ� V�UHVL� JLGHUHN� NÕVDOPDNWDGÕU��
5HNODP� YHUHQOHULQ�� UHNODPD� D\ÕUGÕNODUÕ� E�WoHGH göz� |Q�QH� DOÕQÕUVD� EX� GR÷DOGÕU�� %X�
QHGHQOH� UHNODP� \DSÕPFÕODUÕ� EX� NÕVD� V�UHGH� \DNODúÕN� ��� VQ�� – 3 dk. kÕVD� ELU� ILOP�
\DSPDNWDGÕUODU�� $\UÕFD� J�Q�P�]GH� V�UH� RODUDN� WHOHYL]\RQ� L]OHQPH� ]DPDQODUÕQD�
EDNWÕ÷ÕPÕ]GD�7�UN� L]OH\LFLVLQLQ� EX� QRNWDGD� WHOHYL]\RQ� UHNODPODUÕ� LoLQ� QH� NDGDU� X\JXQ�
ELU�KHGHI�NLWOH�ROGXNODUÕ�J|U�O�U��Bu çerçevede�PDUNDODúPDk�LVWH\HQ�ILUPDODU�E�W�QOHúLN�
SD]DUODPD�LOHWLúLPL�DQOD\ÕúÕ�dahili nde televizyona oldukça fazla önem vermektedirler.  

Bu oDOÕúPDQÕQ� DQD� WHPDVÕQÕ� ROXúWXUDQ� 9(67(/� ILUPDVÕQÕQ� PDUND�
NRQXPODQGÕUPDVÕQ� HVDVÕQÕ� ROXúWXUDQ� ³7HNQRORMLQLQ� Türkçeci´� VORJDQÕQÕ� SHNLúWLUHQ�
³$QGURLW� 9H\VHO´� UHNODPODUÕQÕQ� WDUWÕúPDFÕ� oRNOX� RUtama göre söylem analizleri 

\DSÕODFDNWÕU�� %X� oHUoHYHGH� ����-����� \ÕOODUÕ� DUDVÕQGD� WHOHYL]\RQ� NDQDOODUÕQGD�
\D\ÕQODQDQ�Android Veysel filmlerinin il k iki filmi Stuart Hall ’un çoklu okuma yöntemi 

LOH� LQFHOHQPLúWLU�� <XNDUÕGD� EHOLUWLOHQ� oRNOX� YH� NDUúÕW� RNXPD� \|QWHPOHUi il e TV 

UHNODPODUÕ� LoLQGH� \DúDQÕODQ� ROD\ODU�� J|VWHULOHQ� LPJHOHU�� GÕú� VHVOHU� UHIHUDQV� DOÕQDUDN�
RNXQPXú�YH�DQODPODQGÕUÕOPÕúWÕU� 
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Günümüzde o kadar çok benzer ürün ve hizmet söz konusu ki, tüketicinin 

KHUKDQJL�|]HO�ELU��U�Q�\D�GD�KL]PHWL�NXOODQPDVÕ�LoLQ��R��Uün ya da hizmetin kendisinin 

VXQGX÷X�QHVQHO�ID\GDGDQ�V|]�HWPHN�DVOD�\HWHUOL�GH÷LO��7�NHWLFLOHUH�VDWÕQ�DOÕQPDN��]HUH�
VXQXODQODUÕQ� EHOLUOL� NLúLOLN� |]HOOLNOHUL� YH� LPDMODUÕ� GD� WDúÕPDODUÕ� JHUHNL\RU�� %XQX� LIDGH�
etmenin en etkili yöntemi ise, ürünü bir ünlü ile tDQÕWPD� VWUDWHMLVLGLU�� 6DGHFH� VRQ�
G|QHPOHUGH�HNUDQODUGD�\HU�DODQ�UHNODPODUD�EDNWÕ÷ÕPÕ]GD�ELOH��7�UNL\H¶GH�EX�\|QWHPLQ�
ne GHUHFH�\D\JÕQ�ROGX÷X�RUWDGDGÕU��%�OHQW��0DUNHWLQJ�7�UNL\H�'HUJLVL��<ÕO���/ 38: 32). 

$QFDN� EX�� NROD\� ROGX÷X� NDGDU� ULVNOL� GH� ELU� \ROGXU�� hQO�\�� GR÷UX� VHoPHN�� NXUJX\X�
GR÷UX� \DSPDN� YH� HQ� |QHPOLVL� �QO�\�� �U�nün önüne geçirmemek gerekiyor (Fidan, 

Marketing�7�UNL\H�'HUJLVL��<ÕO������: 32). 

Bu reklam filmi ünlü-PDUND� HúOHúPHVLQLQ� WLSLN� ELU� |UQH÷LQL� J|VWHUPHNWHGLU��
7HNQRORML� JLEL� VR÷XN� ELU� XQVXU�� $WD� 'HPLUHU¶LQ� HVSULOL� \DSVÕ\OD� L]OHQLOLU� \DSÕOPD\D�
oDOÕúÕOPÕúWÕU�� 7�UNL\H¶GH� UHNODPODUGD� VWDU� NXOODQÕPÕ� \D\JÕQ� ELU� \|QWHPGLU�� Türk Dil 

.XUXPX�V|]O�÷�QGH�VWDU�NDYUDPÕ��g]HOOLNOH�VLQHPD��WL\DWUR��P�]LNKRO�VDQDW�GDOODUÕQGD��
NLWOH� LOHWLúLP�DUDoODUÕQGD�oRN�VÕN�\HU�DODQ��J|U�QHQ��oRN��QO��YH�YH\D�WDQÕQPÕú�VDQDWoÕ��
\ÕOGÕ]�RODUDN�WDQÕPODQPDNWDGÕU�(http://www.tdk.gov.tr).�5HNODPODUGD�VWDU�X\JXODPDVÕQÕQ�
ELU� EDúND� |UQH÷L� GH� NXUJXVDO� VDQDO� NDKUDPDQODUD� \HU� YHULOPHVLGLU�� 5HNODPFÕOÕNWD�
NXUJXVDO��QO��GL\H� WDQÕPODQDQ�EX�X\gulamada  kurgusal “ünlü” ler, kendilerini yaratan 

YH� NLPL� ]DPDQ� JHUoHN� DGODUÕ� ELOH� ELOLQPH\HQ� R\XQFXODUGDQ� GD� |QH� oÕNDQ� NLúLOLNOHU��
gUQH÷LQ��0�NUHPLQ�dÕWÕU�\D�GD�7DUXPDU�JLEL��'L]L�.DKUDPDQODUÕ�0DUNDODUD�1H�.DWÕ\RU, 
.DSDN��0DGLD�&DW��<ÕO������: 13). 

Star stratejisi özelli kle ürünlerin tüketiciler nezdinde daha kolay aOJÕODQPDVÕQÕ�
YH\D� GDKD� NROD\� KDWÕUODQPDVÕQÕ� VD÷ODGÕ÷Õ� ELU� JHUoHNWLU�� 6WDU� VWUDWHMLVLQLQ� NXOODQÕPÕQGD�
GLNNDW�HGLOPHVL�JHUHNHQ�|QFHOLNOL�QRNWD�HOEHWWH�NL�UHNODPÕ�\DSÕODFDN�RODQ��U�Q�KL]PHW�LOH�
kuOODQÕODFDN� RODQ� VWDU� NLúLOL÷LQLQ� |UW�úPHVLGLU�� 5HNODPODUGD� �QO�� NXOODQÕPÕQGD� ULVN�
RODUDN�J|VWHULOHQ�ELU�GL÷HU�QRNWD� LVH���QO�Q�Q�EDúÕQD�JHOHELOHFHN�ELU�SUREOHPGHQ���U�Q�
ya da hizmetin zarar görmesi.  

%X� NDSVDPGD�$QGURLG�9H\VHO� UHNODP� ILOPLQGH� NXOODQÕODQ�$Wa Demirer unsuru 

9HVWHO� NXUXPVDO� NLPOL÷L� YH� 9HVWHO� PDUNDVÕQÕQ� |Q�QH� JHoPHPLúWLU�� %X� JHQHO� EDNÕú�
DoÕVÕQÕQ�GÕúÕQGD�EX�UHNODPODUÕQ�WDPDPÕQGDNL�NRGODUD�EDNPDN�\ROX\OD�LoHULN�YH�V|\OHP�
DQDOL]OHU� LUGHOHQHFHNWLU�� 5HNODPGDNL� NRGODU�� SRS�OHU� N�OW�U� NRGODUÕGÕU�� 5HNOam bir 

J|VWHUL� ELoLPL� RODUDN� WRSOXPVDO� DQODPGD� KDNLP� RODQ� \DúDPÕQ� PHYFXW� PRGHOLQL�
ROXúWXUPDNWDGÕU�� 2�� �UHWLPGH� |QFHGHQ� \DSÕOPÕú� VHoLPLQ� KHU� DODQGD� RQD\ODQPDVÕ� YH�
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bunun sonucu olan tüketimdir. Reklamda tükettiklerimiz, gereksinimlerimiz, 

LVWHNOHULPL]�� YDUOÕ÷ÕPÕ]� YH� NRQXPXPX]� WRSOXPGD� HJHPHQ� RODQ� NRGODUOD�
NXUJXODQPDNWDGÕU�� 5HNODPÕQ� DQODPODQGÕUÕOPDVÕ� NRGODUÕQ� NXOODQÕPÕQD� ED÷OÕGÕU�� %ütün 

NRGODU� RUWDNODúPD� \DQL� -LoHUGL÷L� ELULPOHU� EX� ELULPOHULQ� VHoLPLQL� YH� ELUOHúWLULOPHVLQL�
VD÷OD\DQ� NXUDOODU� DOÕFÕ\D� DoÕN� RODQ� DQOamlar ve yerine getirdikleri toplumsal ve 

LOHWLúLPVHO� LúOHYOHU�JLEL-� WHPHOOHULQH� LOLúNLQ�NXOODQÕFÕODU�DUDVÕQGD�YDURODQ�ELU�DQODúPD\D�
GD\DQÕU��%X�oHUoHYHGH�-RKQ�)LVNH��LQVDQ�EHGHQLQLQ�VXQXPVDO�NRGODUÕQ�EDúOÕFD�WDúÕ\ÕFÕVÕ�
ROGX÷XQX� EHOLUWPLúWLU��%XQXQOD� LOJLOL� RODUDN��$UJ\OH� ��� NRGOXN� ELU� OLVWH� oÕNDUPÕúWÕU�� ���
LOLúNLOHULPL]OH� LOJLOL� LOHWLOHUL� DNWDUGÕ÷ÕPÕ]� NLPH�� QHUHGH�� GRNXQGX÷XPX]� JLEL� EHdensel 

WHPDVÕ� LoHUHQ� NRGODU�� ��� EDúNDODUÕQD� RODQ� \DNÕQOÕOÕ÷ÕPÕ]�� GL÷HUOHUL� LOH� DUDPÕ]GD� RODQ�
X]DNOÕ÷Õ� DQODWDQ�NRGODU�� ���EDúNDODUÕ� LOH�NHQGLPL]L�QDVÕO�NRQXPODQGÕUGÕ÷ÕPÕ]��gUQH÷LQ��
ELU�NLúL\H����GHUHFHOLN�ELU�DoÕGD�ROPDN�LúELUOL÷L�GXUXPXQX�J|VWHULU�����J|U�Q�ú�NRGODUÕ��
$UJ\OH¶H�J|UH�J|U�Q�ú��VDo��HOELVHOHU��FLOW��EHGHQVHO�V�VOHU�YH�PDN\DM�JLEL�denetlenebili r 

NRGODUGÕU��*|U�Q�ú�WRSOXPVDO�VWDW��NLúLOLNOH�LOJLOL�NRGODUÕ�G�]HQOHU�����EDú�KDUHNHWOHUL�����
\�]�LIDGHOHUL�����MHVWOHU�����GXUXú��RWXPD��D\DNWD�GXUPD�JLEL�WXWXPODUOD�LOJLOL�RODQ�\D�GD�
GX\JXVDO� GXUXPXQ� J|VWHUJHVL� RODQ� NRGODUGÕU�� ��� J|]� KDUHNHWL� YH� J|]� WHPDVÕ� ���� VHV�
tonudur (Mengü, 2004:146-147-������%X�oDOÕúPDGD�NRGODU� LUGHOHQLUNHQ� LQVDQ�|÷HVL\OH�
LOJLOL� NÕVPÕQGD� \XNDUÕGDNL� EX� RQ� XQVXUGDQ� LOJLOL� EDúOÕN� DOWÕQGDNLOHU� JHUHNOL� \HUOHUGH�
GH÷HUOHQGLULOHFHNWLU�� 

 

2.1. Vestel: “ Android Veysel” Kampanya BDúODQJÕo�Reklam Filmi�øçer ik ve 

Söylem Analizi 

����� \ÕOÕQGD� WHNQRORMLOHUL\OH� G�Q\D\D� \D\ÕODQ� Türklerin� EDúDUÕVÕQÕQ� DUGÕQGDNL�
VÕUUÕ� DUDPDN� LoLQ� ����� \ÕOÕQD� 7�UNL\H¶\H� J|QGHULOHQ�$QGURLG�9H\VHO�� DUDúWÕUPDODUÕ� LOH�
EXUDGDQ�WRSODGÕ÷Õ�ELOJLOHUL������\ÕOÕQD�J|QGHUPHNWHGLU�� 

Vestel’ in teaser amaoOÕ� oHNWL÷L� EX� UHNODP� ILOPLQLQ� süresi: 2’32’’ GÕU�� Filmin 

VHQDU\RVXQGD� $YUXSDOÕ¶ODUÕQ� WHNQRORMLVL\OH� G�Q\D\Õ� HOH� JHoLUHQ� 7�UN¶OHULQ� �9HVWHO¶LQ��
EXQX� QDVÕO� \DSWÕNODUÕQÕ� DQODPDN� LVWHPHOHUL\OH� EDúOÕ\RU�� 'XUXP� GH÷HUOHQGLUPHVL� \DSDQ�
konsey üyeleri (Avrupa ülkeleri)� WHNQRORML�KDUHNDWÕQÕQ�EDúODGÕ÷Õ�PLODW�RODQ������\ÕOÕQD�
G|Q�S�7�UNL\H¶GHQ�WDNVLFL�9H\VHO¶L�\DQODUÕQD�ÕúÕQOÕ\Rrlar. Taksici Veysel’ in ikizi Robot 

9H\VHO¶OH�G�Q\DQÕQ�WHNQRORMLN�EDúDUÕODUÕQÕQ�VÕUODUÕ�|÷UHQLOHFHN�YH�JLGLúH�ELU�GXU�GHQHFHN��
Robot Veysel dünyD\D� ÕúÕQODQÕ\RU� YH� LNL� GDNLND� ��� VDQL\HOLN� X]XQ� PHWUDM��
µUHSRVLWLRQLQJ¶� �\HQLGHQ� NRQXPODQGÕUPD�� ILOPL�� µ9H\VHO� DUDPÕ]GD¶� SDFN-VKRW¶Õ\OD�
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ELWL\RU�� 9H\VHO� ILOPL� 9HVWHO¶LQ� \HQLGHQ� NRQXPODQGÕUÕOPD� ILOPL�� 9HVWHO�� $UoHOLN� YH�
%RVFK¶D�J|UH�GDKD�DúD÷ÕODUGD�ELU� \HUGH�DOJÕODQGÕ÷ÕQÕ�� IL\DW-kalite dengesi nedeniyle de 

GDKD�XFX]D�PDO�VDWPDN�]RUXQGD�NDOGÕ÷ÕQÕ�ELOL\RU�YH��VW�DOJÕODPD\D�JHoPH\H�oDOÕúÕ\RU��
%X� KHGHIH� XODúPDN� LoLQ� GH� $UoHOLN¶LQ� dHOLN� VWUDWHMLVLQH� EHQ]HU� ELU� VWUDWHML\OH� 9HVWHO�
PDUNDVÕQD�� µWHNQRORMLN¶� V|]F�÷�Q�� \�NOHPH\H�� D\QÕ� ]DPDQGD� GD� GDKD� KRúODQÕOÕU��
EH÷HQLOLU� PDUND� ROPD\D� X÷UDúÕ\RU�� $YUXSD� <DNDVÕ� LOH� IDUNÕQGDOÕ÷ÕQÕ� DUWÕUDQ� $WD�
Demirer’ in $UoHOLN¶LQ� dHOLN¶L� NDGDU� KHUNHVLQ� VHYJLOL� ROGX÷XQX� V|\OHPHN� ]RU�� $WD¶QÕQ�
J�OG�UPHVL��ELUD]�µDEDUWPDVÕ¶�JHUHNL\RU��%X�\ROD�JLGLOGL÷LQGH�GH�PDUNDQÕQ�|Q�QH�JHoPH�
RODVÕOÕ÷Õ�\�NVHN� 

)LOPGH�JHoHQ�VHV�YH�J|U�QW��XQVXUODUÕQÕQ� LoHULN�YH� V|\OHP�DQDOL]LQH� LOLúNLQ�EX�
J|U�QW��YH�VHV�XQVXUODUÕ�DúD÷ÕGD�WDEOR�KDOLQGH�YHULOPLúWLU�� 

 

Tablo 27��9HVWHO�³$QGURLG�9H\VHO´�.DPSDQ\D�%DúODQJÕo�5HNODP�)ilmi Çözümlemesi 

GÖRÜNTÜ SES 

8oDQ� GDLUH� J|U�QW�OHUL���� (NUDQGD� \D]Õ� LOH� <ÕO�� ����� EHOLULU��
Yükselen büyük gökdHOHQOHU� �]HULQGH� YH� DUDVÕQGD� XoDQ�
birçok uçan daire-WDNVLOHU� YDUGÕU�� 'Õú� VHV� HUNHN� VHVLGLU� YH�
øQJLOL]FH� NRQXúPDNWDGÕU�� )DNDW� DOW\D]Õ� KDOLQGH� Türkçe 

YHULOPHNWHGLU�� ����� \ÕOÕQGD� JHoHQ� EX� J|U�QW�OHUGH� PHNDQ�
GH÷LúLU��9H���NLúLQLQ�EXOXQGX÷X�ELU�\HU�J|VWHULOLU�� 

'Õú�6HV��(UNHN�VHVL��øng-alt 

\D]Õ���7�UN�PDUNDODU�E�W�Q�
G�Q\D\Õ�NXúDWWÕ��*HQoOHULPL]�
YH�oRFXNODUÕPÕ]�D\QHQ�Türk 

JLEL�GDYUDQÕ\RUODU�� 
0HNDQ�GH÷LúLU�������\ÕOÕ�NRQVH\GHNLOHULQ�görüntüsü 1 Nolu Konsey Üyesi 

(Rusça-DOW�\D]Õ� Türk 

WHNQRORMLVLQH�NDUúÕ�oDUHPL]�
NDOPDGÕ 

��1ROX�.RQVH\�h\HVL�� HOLQGH� WHVSLK� oHNPHNWHGLU��'�ú�QFHOL�
ELU� KDOL� YDUGÕU�� .DPHUD� NRQVH\� �\HOHULQL� WHN� WHN� J|VWHUHFHN�
úHNLlde pan yapmakWDGÕU��� 
 

��1ROX�.RQVH\��\HVL��øng-alt 

yazÕ��������\ÕOÕQD�JHUL�
G|QHFH÷L]�  

3URIHV|U�Q� NXPDQGD� HWWL÷L� PDVDGDQ� ELU� WXúD� GRNXQDUDN�
konsey üyelerinin önüne büyük bir ekran getirmektedir. 

(NUDQGD� ����� \ÕOÕQGDQ� ELU� VDKQH� YDUGÕU�� *|U�QW�GH� VDUÕ� ELU�
taksi ve önünde de taksici olan Taksici Veysel (Ata Demirer) 

YDUGÕU�� $WD� 'HPLUHU¶LQ� �Vtünde Vestel� ILUPDVÕQÕQ� NXUXP�
UHQJL�RODQ�NÕUPÕ]Õ�ELU�J|POHN�YDUGÕU� 

Taksici Veysel: Elini selam 

YHUPHN�LoLQ�\XNDUÕ�
NDOGÕUDUDN��0HKPHW�DEL�
naber, der. 
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0HNDQ�GH÷LúLU��NRQVH\GHQ����1XPDUDOÕ�.RQVH\�h\HVL��HOLQGH�
tespih çekmekWHGLU�� øNL� HOL� GLUVHNOHULQL� GD\D\DUDN� KDYD\D�
NDONWÕ÷ÕQGDQ�WHVSLK�GLNNDW�oHNHFHN�NDGDU�EHOLUJLQGLU�� 

1 Nolu Konsey Üyesi: 

AUDGÕ÷ÕPÕ]�EXGXU�HGDVÕ\OD�
Veysel  bu mu? Der ve ekler: 

- Güzellllll  

0HNDQ�GH÷LúLU��7DNVLFL�9H\VHO�úDUNÕ�PÕUÕOGDQPDNWDGÕU��6RQUD�
GXUXU�G�ú�QFHOL�YH�VÕNÕQWÕOÕ��ELU�KDOL�YDUGÕU�� 

7DNVLFL�9H\VHO��øoLPGH�ELU�
VÕNÕQWÕ�YDU��KD\ÕUGÕU�\DDD��� 

(IHNW�� ,úÕQODQGÕ÷ÕQÕ� J|steren bir kare. Veysel görüntüsü 

oL]JLOHU� úHNOLQGH� IOXODúÕU�� 9H� NRQVH\LQ� ROGX÷X� PHNDQGD�
belirLU��<�]�QGH�HQGLúH��úRN��NRUNX��YH�WHGLUJLQOLN�YDUGÕU� 

Noluyo yaaa...  

Noluyooooo buradaaaaaa,  

siz kimsiniz 

�� 1ROX� NRQVH\� �\HVL� WHVSLK� oHNPHNWHGLU� �D\UÕQWÕ� oHNLP���
Kamera 1 Nolu konsey üyesine döner: 

5 nolu konsey üyesi: Oturrr 

1 nolu konsey üyesi: otur 

�øQJ��$OW�\D]Õ���KRúJHOGLQ�
(Türkçe��]RU�DQODúÕOÕU�DNVDQ� 

Taksici Veysel oturur.  7DNVLFL�9H\VHO��1DVÕO�JHOGLP�
ben buraya yaa 

��QXPDUDOÕ�NRQVH\��\HVL�J|U�QW�V���� ��QROX�NRQVH\��\HVL���øng. 

$OW�\D]Õ� 7HNQRORML�KDNNÕQGD�
KHU�úH\L�ELOL\RUVXQ��%X�
yüzden buradDVÕQ 

7DNVLFL�YH\VHO�\�]�QGH�NRUNX�YH�HQGLúH�PLPLNOHUL\OH� Evet 

1 Nolu konsey üyesi 1 nolu konsey ü\HVL���øng. 

$OW�\D]Õ���EX�WHNQRORML\L�
QHUHGHQ�DOGÕQÕ]� 

9HVWHO� 9H\VHO� úDúNÕQOÕN� LoLQGH� GXUXPX� NXUWDUPDN� LVWHU��
VDYXQPDFÕ�ELU�WDU]GD��� 

Du yu vant tu. Ay bili vit yu. 

Ne bileyim unuttum ben 

\ÕOODU�|QFH�RNXGXNODUÕPÕ�����
bil iyor musunnnn... 

Yaa ben geriye gitsem ? 

1 Nolu konsey üyesi: profesöre döner ve ... 1 nolu NRQVH\��\HVL���øQJ��
$OW�\D]Õ���3rofesör Veysel 

KD]ÕU�PÕ" 
3URIHV|U� |Q�QGHNL� NXPDQGD� PDVDVÕQGD� ELUúHylerle 

X÷UDúPDNWDGÕU�WXúODUD�GRNXQXUNHQ��� 
3URIHV|U��øQJ��$OW�\D]Õ���
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7�UNoH�SURJUDPÕQÕ�
yüklüyoruz. 

$QGURLG� 9H\VHO� \DWDNWDGÕU�� *|÷V�QGH� ELOJLVD\DU� ERDUGÕQD�
EHQ]HU�ELU� úH\�YDUGÕU��3URIHV|U� VDQNL�E�W�Q�DúDPDODU�JHoPLú�
$QGURLGL� DUWÕN� IDDOL\HWH� JHoLUPHN� LVWHU� JLEL� NÕUPÕ]Õ� ELU� WXúD�
GRNXQXU�� J|÷V�QGHNL� WXúODUD� GRNXQXUNHQ� �]HULQGH� 7�UNoH�
\�NOHQGL�� <D]DU�� .ÕUPÕ]Õ� WXúD� EDVWÕ÷Õ� DQGD� $QGURLG� LQ�
J|÷V�QGHNL�NDSDN�NDSDQÕU��7DNVLFL�9H\VHO¶LQ�ELUHELU�EHQ]HUL�
olan Android Veysel aniden gözlerini açar. Yatakta önce 

dikil ir hareketleri robotumsudur. Bu durumdayken Android 

9HVHO¶LQ� \�]�� E|O�Q�U� YH� NDIDVÕQÕQ� LoL� J|U�O�U� WDPDPHQ�
GLMLWDO� DNVDQODUGDQ� ROXúPDNWDGÕU�� $QGURLG� 9H\VHO�� EHQ]HUL�
RODQ�7DNVLFL�9H\VHO¶LQ�\DQÕQD�JLGLS�RWXUXU��7DNVLFL�9H\VHO�EX�
DUDGD�NRQVH\��\HOHULQH�ELUúH\OHU�DQODWPDNWDGÕU�� 

Taksici Veysel: Abi buradan 

JLGH\LP��Jo�ROGX��%XUDQÕQ�
saatine göre kaç onu da 

bilmiyorum da ... 

Kahkaha (hahahaaaaaaaa) 

GüOG�÷�� DQGD� EDúÕQÕ� \DQD� oHYLULS� $ndroidi görünce korku, 

úDúNÕQOÕN�� úRN� ROPD�PLPLNOHUL\OH� WLWUHPH\H� EDúODU��<HULQGHQ�
VÕçrayarak.. 

Taksici Veysel: noluyooooo 

yaaaaaa 

Bu ne abi anaaaaaa. Benden 

bi tane daha 

(kekelemektedir), bu 

bendennn. Dua okumaya 

EDúODU� 
$OODKÕP�EHQ�QH�J�QDK�
LúOHGLP��EDQD�NDEXVODU�
gösterirsin yarabbi.japon abi 

bu kim bil iyormusun ? 

4 Nolu Konsey Üyesi jaSRQFD�ELUúH\OHU�DQODWPD\D�EDúODU��� Taksici veysel: ne diyorsun 

DQODPÕ\RUXP�NL 
Du yu nov bu ne bu. vat is 

GLV�SHQVÕO�GH÷LO�oRN�DoÕN�NL�
bu 

Android Veysel görüntüsü. Yüzünde ve sesinde robot 

ROGX÷XQX� oD÷UÕúWÕUDFDN� úHNLOGH� WHNG�]HOLN� YDUGÕU�� %X� DUDGD�
Taksici� YH\VHO¶LQ� NDIDVÕQD� EDNDUDN� ]LKQLQL�� JHoPLúLQL� YH�
|]HOOLNOHULQL�RNXPDNWDGÕU��7DNVLFL�9H\VHO¶LQ�\�]��DUNDGD� IOX�

7DNVLFL�9H\VHO��6HQ�QH�Lú�
\DSÕ\RUVXQ" 
Android: TaNVL�ú|I|U�\�P��
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J|U�OHFHN�úHNLGH\NHQ�|Q�WDUDIWD�ELU�WDEOR�EHOLULU��7DEORQXQ�VRO�
DOW� N|úHVLQGH�O5(&� \D]PDNWDGÕU�� %XUDGDQ� DQURLGLQ�7DNVLFL�
veysel’ le ilgili tüm bilJLOHUL� ND\GHWWL÷LQL� DQODPDNWD\Õ]�� 6D÷�
�VW�N|úHVLQGH�GH�6FDQQLQJ��WDUÕ\RU��\D]PDNWDGÕU� 
øVLP�����������  Veysel             YDú����������  29 

Cinsiyet    :  Erkek              Kilo        :  flu 

Ayak no   :   45                   Göz       : Kahverengi 

Lisan        :  Türkçe             $QD�DGÕ���� sena 

%DED�DGÕ����  sinan               Med.hali  : bekar 

Hobisi      :��úLLU�\D]PDN������LDNDEÕ���������DUÕ]D� 
7DNÕPÕ������  fenerbahçe       Meslek     : Taksici 

 

6HQ�QH�Lú�\DSÕ\RUVXQ 

Taksici Veysel: bende taksi 

ú|I|U�\�P��.LPOLN�
NDUPDúDVÕ�\DúDPDNWDGÕU��$EL�
EHQ�YH\VHO�QDVÕO�RODELOLU�
E|\OH�ELUúH\�\DDDDDDD� 
 

1 Nolu Konsey Üyesi Andoroid Veysel’e döner görev verir 

HGDVÕ\OD�HPLU�YHULU�JLEL���� 
1 Nolu konVH\��\HVL��øQJ��
$OW�\D]Õ���9eysel sen bizim 

umudumuzsun... 

$QGURLG� 9H\VHO� ÕúÕQODQÕU J|U�QW�V�� IOXODúÕU� YH� 7DNVLFL�
VH\VHO¶LQ�ÕúÕQODQGÕ÷Õ�\HUH�WDNVLVLQLQ�|Q�QGH�EHOLULU 

 

 

Reklam filmi teaser bir reklam filmidir. Bu reklam filPLQGH� LNL� D\UÕ� ]DPDQ�YH�
mekan mHYFXWWXU��%X�LNL�]DPDQ�YH�PHNDQODUÕQ�NHQGL�LoLQGH�ELUoRN�IDUNOÕ�YH�D\UÕ�]DPDQ�
mekanlar geçmektedir.  

Bu mekanlardan biri������\ÕOÕQÕ�WHPVLO�HGHQ�LoLQGH���NLúLQLQ�ROXúWXUGX÷X��X]D\�
PHNL÷LQL�DQGÕUDQ,�R�DQ�JHOLQHQ�WHNQRORMLQLQ�ER\XWODUÕQÕ�J|VWHUFHN�\DSÕGD�ELU�PHNDQGÕU��
Reklam da ki ba]Õ�J|VWHUJHOHU�EX�DOWÕ�NLúLQLQ�$vrupa’QÕQ�WHNQRORML�RODUDN�|QGH�JHOHQ���
ülkesini temsil etmektedir. Reklam filminin�LON�EDúODQJÕFÕQGD�NRQVH\��\HOHUL�DUDODUÕQGD�
NRQXúXUNHQ� -7�UN�PDUNDODU�E�W�Q�G�Q\D\Õ�NXúDWWÕ��*HQoOHULPL]�YH�oRFXNODUÕPÕ]�D\QHQ�
W�UN� JLEL� GDYUDQÕ\RUODU�� 7�UN� WHNQRORMLVLQH� NDUúÕ� oDUHPL]� NDOPDGÕ�� ����� \ÕOÕQD� JHUL�
G|QHFH÷L], V|\OHPL\OH� EDúOÕ\RU�� )LlPGH� 9HVWHO¶LQ� LKUDFDW� UDNDPODUÕQD� YH� XOXVODUDraVÕ�
SD]DUGDNL� DOJÕlaQÕúÕna dikkat çekilmek istenmektedir. Türk markalar bütün G�Q\D\Õ�
NHúIHWWL� GHPHNWHGLUOHU��%X�DOWÕ� NLúLQLQ� ��ONH�� WRSODQÕS�G�Q\D\D� VÕUDGDQ�ELU� WDNVL� úRI|U� 

olan Taksici Veysel’ in yerinde Androit Veysel’ L� J|QGHUPHOHUL\OH� EDúODPÕúWÕU�� �����
\ÕOÕQD� J|QGHULOHQ� $QGURLG� 9H\VHO� YH� NRQVH\GH� WXWXNOX� WXWXODQ� 7DNVLFL� 9H\VHO¶Ln bu 

QRNWDGD�\DúDPODUÕ�oDNÕúPÕú�UHNODPGD�EX�XQVXUODU�PX]LSOLNOHU�YH�HVSUL\OH�\DQVÕWÕOPÕúWÕU��
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Bu reklam “Teknolojinin Türkçeci´� RODUDN� VORJDQODúDQ� YH� WHNQRORML� XQVXUX� �]HULQH�
NRQXPODQDQ�9HVWHO�ILUPDVÕQÕQ�PDUNDODúPD�V�UHFLQGH�|QHPOL�URO�R\QD\DQ�ELU�UHNODPGÕU. 

%X�PHNDQGD���NLúL�PHYFXWWXU��%XQODU� 
Profesör: 55-��� \DúODUÕQGD�� 8]XQ� VDoOÕ�� J|]O�NO��� � YH� EH\D]� |QO�NO�G�U�� %X�

PHNDQGD� NXPDQGD� PDVDVÕQÕ� DQGÕUDQ� ELU� PDVDQÕQ� EDúÕQGD� GXUPDNWDGÕU�� $QGURLG�
9H\VHO¶LQ� \DUDWÕFÕVÕGÕU�� =DWHQ� GDKD� VRQUDNL� UHNODPODUGD� EX� YXUJXODQPDNWDGÕU��
dDOÕúPDQÕQ�V|\OHP�DQDOL]LQGH�\HU�DODFDN�EX�DOWÕ�úDKVÕQ�J|VWHUJHVHO�\DSÕODUÕ�ú|\OHGLU� 

1 Nolu Konsey Üyesi:�=HQFL��7DNÕP�HOELVHOL��EDNÕPOÕ�ELU�\DSÕVÕ�YDUGÕU��.RQVH\L�
yöneWHQ� ELU� \DSÕVÕ� YDUGÕU�� 9HVWHO¶LQ� WHNQRORML� RODUDN� G�Q\D� �ONHOHULQL� JHoPHVLQL�
hD]PHGHPHPHNWHGLU�� (OLQGH� GHYDPOÕ� RODUDN� NÕUPÕ]Õ� ELU� WHVSLK� oHNPHNWH� YH� øQJLOL]FH�
NRQXúPDNWDGÕU�� $QODúÕOGÕ÷Õ� NDGDUÕ\OD� $PDULNDOÕ¶GÕU�� %XUDGD� EX� WLS� NXOODQÕODUDN� �VW��
NDSDOÕ� GD� ROVD� 9HVWHO� ILUPDVÕQÕQ� $PHULND� JLEL� ELU� WHNQRORML� GHYLQL� DOW� HWWL÷L�
YXUJXODQPÕúWÕU��$PHULNDOÕ��7�UN�JHOHQHNOHULQGH�YH�J�QO�N�\DúDQWÕVÕQGD�|QHPOL�ELU�\HUL�
olan tespihi çekmektedir. Tespih Türk-øVODP�JHOHQHQH÷L�YH�0�VO�PDQOÕNWD simgesel bir 

DQODPD� VDKLSWLU��5HNODP� ILOPLQGH� WHVSLK�XQVXUX�NXOODQÕODUDN�� KDWWD� oRFXNODUÕ� ELOH� DUWÕN�
Türk gibi davranan $PHULNDOÕ¶QÕQ�kendisinin dahi Türk-øVODP�N�OW�U�Q�� LoVHOOHúWLUGL÷L�
DQODWÕOPDN�LVWHQPLúWLU�  

2 Nolu Konsey Üyesi: 7DNÕP�HOELVHOL� ELULGLU��5XVoD�NRQXúPDVÕQGD�5XV�ROGX÷X�
DQODúÕOPDNWDGÕU�� 7�UN� WHNQRORMLVLQH� NDUúÕ� oDUHOHUL� NDOPDGÕ÷ÕQÕ� EHOLUWHUHN� 9HVWHO 
WHNQRORMLVLQH�J|QGHUPH�\DSPDNWDGÕU� 

3 Nolu Konsey Üyesi: ùDSNDOÕ�� J|]O�NO��� WRS� VDNDOOÕ� ELULGLU�� (OLQGH� QDUJLOH�
içmektedir. Nargile, Asya'ya özgü geleneksel bir tütün� LoPH� DUDFÕGÕU�� 1DUJLOHQLQ�
WDVDUÕPÕQGD� øVODP¶ÕQ� HWNLVLQGHNL� VDQDWÕQ� GHULQ� L]OHUL� J|U�QPHNWHGLU�� &DPL� PLQDUHVLQL�
DQGÕUDQ� VHU� NÕVPÕ� EXQX� oRN� L\L� VLPJHOHPHNWHGLU��$\UÕFD� VHU� NÕVPÕ� JHQHOOLNOH� oLoHN� YH�
yaprak desenleriyle V�VOHQPHNWH� YH� EXQODUGD� ]DPDQ� ]DPDQ� \DOGÕ]� NXOODQÕOPDNWDGÕU��
0DUSXo� NÕVPÕQGD� LVH� JHQHOGH� HO� GRNXPDVÕ� RODQ� NLlim desenleri NXOODQÕOPDNWDGÕU 
(wikipedia.org/wiki/Nargile - 30k -���.HQGLQH�KDV�NXOODQÕP�YH�HWLN�NXUDOODUÕ�RODQ�QDUJLOH�
Türk-2VPDQOÕ kültürünü yansÕWDQ� ELU� DUDo� GXUXPXQGDGÕU�� 5HNODPGD� QDUJLOH� YH� WHVSLK�
XQVXU� NXOODQÕODUDN� teknoloji � LKUDFÕQÕQ� N�OW�U� LKUDFÕ� ROGX÷X� JHUoH÷LQH� J|QGHUPH�
\DSÕOPÕúWÕU�� 9HVWHO� PDUNDVÕQÕQ� WHNQRORMLGHNL� EX� JHOLúLPL� YH� |QOHQHPH]� NDEXO�� 7�UN-

øVODP� N�OW�U�Q�Q� NDEXO�\OH� LOLúNLOHQGLULOPLúWLU�� %X� úHNLlde Vestel’ in millili k unsuru 

YXUJXODQPÕú�E|\OHFH�Lo�SD]DUGD�GX\JXVDO�\DQGDú�WRSODQPDN�LVWHQPLúWLU�� 
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��1XPDUDOÕ�.RQVH\�h\HVL��7DNÕP�HOELVHOL��oHNLN�J|]O���Japonca�NRQXúDQ�ELULGLU��
%X�úDKVÕQ�WHNQRORMLGH�G�Q ya da �VD\JÕQOÕ÷ÕQÕ�LVSDWODPÕú, dünyaya bu kategoride marka 

úDPSL\RQODUÕ�VXQPXú�-DSRQ�PLOOL\HWLQH�PHQVXS�ROGX÷X�DQODúÕOPDNWDGÕU.  
5 Nolu konsey Üyesi:� 8]XQ� VDoOÕGÕU�� øQJLOL]FH� NRQXúPDNWDGÕU�� 7DP� RODUDN�

PLOOL\HWL�DQODúÕODPDPDNOD�ELUOLNWH�øQJLOL]�ROGX÷X�VDQÕOPDNWD�YH�DQODúÕOPDNWDGÕU� 
øNLQFL�mekanda:� 9HVWHO� 9H\VHO� YDUGÕU�� 7DNVLFL� RODQ� 9H\VHO¶LQ� �]HULQGH�Vestel 

ILUPDVÕQÕQ�NXUXP�UHQJL�RODQ�NÕUPÕ]Õ�ELU�J|POHN�YDUGÕU��9H\VHO� �9HVWHO¶OH���]HULQGHNL�
NÕUPÕ]Õ�UHQN� �NXUXP�UHQJL\OH�YH�NRQXúPD�úHNOL�VÕUDGDQ�KDON�JLELGLU��KDONÕQ�DUDVÕQGDQ�
ELU� Lú� �WDNVLFLOLN�� \DSPDVÕ� JLEL� XQVXUODU� ILUPD\OD� LOLúNLOHQGLULOPLúWLU�� 9H\VHO¶LQ� EX� �o�
WHPHO� XQVXUX� GÕú� SD]DUGD� L\L� ELU� VDWÕú� KDFPL� WXWWXUDQ� 9HVWHO� ILUPDVÕQÕQ� LoHULGH� GH�
yakalaPDN� LVWHGL÷L�PDUND� WHUFLKLQLQ� ELU� \ROXGXU��%X� úHNLOGH�9HVWHO� ILUPDVÕ� L]OH\LFLGH��
teknoloji olarak dün ya da � HQ� L\L� GXUXPGD� RODQ� LoLPL]GHQ� ELUL´� LPDMÕQÕ� YHUPHN�
LVWHPLúWLU��$QGURLG�7DNVLFL�9H\VHO¶LQ�JHoPLúLQL�RNXUNHQ�WDPDPHQ�JHUoHN�ELOJLOHULQ�\HU�
DOPDVÕ� PDUND\OD� |]GHúOHúHQ� 9H\VHO� NDUDNWHUL� LOH� UHNODPÕQ� V|\OHPLQLQ� G�U�VWO�÷��
LOLúNLOHQGLULOPH\H�oDOÕúÕOPÕúWÕU��$\UÕFD�9H\VHO¶LQ�NRQXúPD�üslubu�KDONÕQ�LoLQGHQ��LoWHQ��
P�WHYD]Õ� ELU� WDU]GDGÕU�� +DUHNHWOHUL� YH� esperilerinde� VDIOÕN�� WHPL]OLN� YH� GR÷DOOÕN�
mevcuttur. Bu da Türk milletinin özelli kle Anadolu kültürünün karakteristik 

|]HOOLNOHULQGHQ� ELUNDoÕGÕU�� 9H\Vel \DQÕEDúÕPÕ]GD� NL� NRPúX�� \DUGÕPVHYHU� WDNVLFL��
VRNDNWDNL� KDONWÕU� %X� \|Q�\OH� VÕUDGDQ� LoLPL]GHQ� ELUL� RODQ� 9HVWHO� NDUDNWHUL�� PLOOL�
VHUPD\H\OH� NXUXODQ� YH� LúOHWLOHQ�9HVWHO� LOH� LOLúNLOHQGLULOPHN� LVWenmektedir. Bu yönüyle 

dün ya da Q� ELUoRN�PDUNDQÕQ� WRS� NRúWXUGX÷X�elektronik-EH\D]� Hú\D-GD\DQÕNOÕ� W�NHWLP�
PDOODUÕ� kategorilerindeki� GL÷HU� PDUNDODU� DUDVÕQGDQ� IDUNOÕODúPD� YH� GX\JXVDO� \DQGDú�
WRSODPD�LVWH÷L�YDUGÕU��%XQX da teknoloji gibi edinilmesi zor olan, emek ve bilgi isteyen 

ELU�XQVXU�QHGHQL\OH�KDNOÕ�VD\JÕQOÕ÷D�GD\DQGÕUPD�X÷UDúÕ�YDUGÕU�� 
 

�����9HVWHO��³$QGURLG�9H\VHO´����5HNODP�)LOPL�øoHULN�YH�6|\OHP�$QDOL]L 
%X� UHNODP� ILOPL� LON� ILOPLQ� NDOGÕ÷Õ� \HUGHQ� ELU� GHYDPÕ� JLELGLU�� 7DNVLFL� 9H\VHO�

RUWDPD� DOÕúPÕúWÕU�� .RQVH\� �\HOHULQLQ� |Q�QGH� \LQH� LON� UHNODP� ILOPLQGH� ROGX÷X� JLEL�
nargile, 1 nolu konsey üyesinin elinde yine Türkiye ve Vestel’ in karakteristik rengi olan 

NÕUPÕ]Õ� WHVSLK� YDUGÕU�� 7DNVLFL� 9H\VHO� W�P� NRQVH\� �\HOHULQLQ� |Q�QGH� RWXUPDNWDGÕU��
ø]OH\LFL� LON� UHNODP� ILOPLQLQ� GHYDPÕQÕ� GL]L� L]OHU� JLEL� L]OHPHNWHGLU�� %X� ILOPGH� EX� NH]�
AndURLG�9H\VHO������\ÕOÕQGD�7DNVLFL�9H\VHO�RODUDN�FDVXVOXN�IDDOL\HWOHULQH�EDúODPÕúWÕU��
7DNVLFL�9H\VHO¶LQ�DUDEDVÕQGDGÕU�YH�ELU�GH�0DQLVD�9HVWHO�&LW\¶H�JLWPHN��]HUH�\ROXFXVX�
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YDUGÕU��7DEORGD�YHULOGL÷L��]HUH�\ROFX�ED\DQ�YH�WDNVLFL�9H\VHO�DUDVÕQGDNL�NRQXúPDODUGDQ�
ED\DQÕQÕQ�9HVWHO¶LQ�6DQ�'LHJR¶GDNL�$U-*H�PHUNH]LQGHQ�JHOPHNWH�ROGX÷XQX�DQOÕ\RUX]�� 
 

Tablo 28: Vestel “ Android Veysel” Kampanya Üsler Reklam Filmi Çözümlemesi 

GÖRÜNTÜ SES 

���������� QROX� NRQVH\� �\HOHUL� PDVDGD� RWXUPDNWDGÕUODU�� ���
nolu konsey üyesinin elinde NÕUPÕ]Õ� WHVSLK�� W�P� NRQVH\�
�\HOHULQLQ�|Q�QGH�ELUHU�WDQH�QDUJLOH�YDUGÕU��3URIHV|U�D\DNWD�
NXUPDQGD�PDVDQVÕQÕQ�|Q�QGHGLU��9HVWHO�9H\VHO�W�P�NRQVH\�
üyelerin orta-ileri-|Q�QGH�RWXUPDNWDGÕU��(NUDQGDQ�$QGURLG�
Veysel’ in taksideki görüntüsünü görmektedirler. Android 

9HV\VHO¶LQ� 9HVWHO� 0DQLVD� &LW\¶H� JLWPHN� �]HUH� P�úWHULVL�
YDUGÕU�� %XQX� J|UHQ� 9HVWHO� 9H\VHO� KH\HFDQ�� WHGULJLQOLN� YH�
HQGLúH\OH���� 

ùLúúúúúWWWWWWW��2�EHQLP�DUDEDP��
<DYDú�JLW�ODQ�úLúúúúúWWWWW� 

0HNDQ�GH÷LúLU�� �����\ÕOÕQGD� WDNVL� LoLQGHQ�$QGURLG�9H\VHO�
yolcu bayaQD� DUDEDQÕQ� LoLQGHNL� D\QDGDQ� EDNDU�� *|]OHUL��
EXUQX� WDP�� \�]�Q�Q� ELU� NÕVPÕ� J|U�Q�U� úHNLOGH� D\UÕQWÕ�
görüntü.. 

<XUWGÕúÕQGDQ�PÕ" 

<ROFX�ED\DQ�EDNÕPOÕ� VL\DK� WDNÕP�HOELVHOL��EH\D]�J|POHNOL��
J|]O�NO�� ELU� ED\DQGÕU�� %D\DQÕQ� ER\QXQGD� VDGH� ELU� LQFL�
NRO\H�YDUGÕU��øú�NDGÕQÕ�stereotipine uygundur.. bayan yolcu.. 

Evet.... 

$QGURLG�9H\VHO� D\UÕQWÕ� oHNLP�DUDED� LoLQGHQ� J|U�QW��DUDED�
hareket ederken... 

Nereden? 

Yolcu bayan... San Diego’dan 

$QGURLG�9H\VHO����ELUúH\OHUL�DQODPDN�LVWHU�VHV�WRQX\OD��� øúLQL]" 
Yocu bayan... Mühendisim... 

$QGURLG� 9H\VHO� ELULOHULQH� ELUúH\OHU� IÕVÕGDU�� DQODPD\DQ�
ELULQH� ELUúH\L� WHNUDUODU� JLEL� NRQXúXODQODUÕ� |]HWOH\HUHN�
WHNUDUDUODU��<�]�QGH�FDVXVOX÷XQX�RUWD\D�NR\DQ�ELU�VLQVLOLN�
LIDGHVL�YDUGÕU� 

(Alçak sesle....) 

San Diego. Mühendis 

0HNDQ�GH÷LúLU��.RQVH\den görüntü. Bu kez Vestel Veysel 

NRQVH\��\HOHULQLQLQ�WDP�RUWDVÕQGD��QROX�NRQVH\��\HVL\OH����
QROX�NRQVH\��\HVLQLQ�DUDVÕQGD�RWXUPDNWDGÕU����QROX�7HVDVHU�
ILOPLQGHQ� EL� IDUNOÕOÕN� YDUGÕU� EXUDGD� �� QROX� NRQVH\� �\HVL�
LQJLOL]FH� NRQXúPDNWDGÕU�� �� QROX� NRQVH\� �\HVL� SUofesöre 

��QROX�NRQVH\��\HVL��øng. Alt 

\D]Õ�� 
Profesör... San Diego’da ne 

YDU����DUDúWÕUÕQ� 
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dönerek sorar. Tespihi elindedir.   

Profesör� |Q�QGHNL� NXPDQGD� PDVDVÕQGD� ED]Õ� WXúODUD�
GRNXQPDNWDGÕU��6RQUD�NDUúÕODUÕQD�ELOGLN�E�\�N�HNUDQ�JHOLU��
Ekranda dünya haritaVÕQÕQ� �]HULQGH� 9HVWHO� ORJRVX��
EX]GRODEÕ��WHOHYL]\RQ�YH�ELOJLVD\DU�UHVLPOHUL�JHOLU��h]HULQGH�
GÕú�VHVOH�VHQNURQL]H�RODUDN�³�6DQ�'LHJR�– America  

$UDúWÕUPD�	�'HYHORSPHQW�&HQWHU´�\D]PDNWDGÕU�� 

'Õú�VHV��GLMLWDO�ELU�VHV�YDUGÕU�� 
San Diego - Amerika 

��QXPDUDOÕ�NRQVH\��\HVL�úDúÕUÕU��6RUX�VRUDU�JLEL� Vestellllll ? der. 

9HVWHO� 9H\VHO� PXQ]XU� ELU� HGD� YH� WDQÕGÕN� ELULQL� J|UPHQLQ�
YHUGL÷L�VHYLQoOH��RQX�WDNOLW�HGHUHN��� 

Vestel tabiii yaww 

��QXPDUDOÕ�NRQVH\��\HVL�KD\UHW�HGHUHN�� O zamanda Türk’ lerde bu 

teknoloji? der 

BurDGD�NRQVH\��\HOHULQLQ�RUDVÕQGD�RWXUDQ�9HVWHO�9H\VHO¶LQ�
HOLQGH�QDUJLOH�\�]�QGH�WHEHVV�P�YDUGÕU�� 

 

��QXPDUDOÕ�NRQVH\��\HVL øQJ-DOW�\D]Õ��-LPNDQVÕ]]]]] 
��QXPDUDOÕ�NRQVH\��\HVL�ELU�úH\OHUL anlamak ister gibi 1DVÕO�RODELOLU� 
+HUNHVLQ� KD\UHOHU� LoLQGH� úDúNÕQOÕNOD� ELUELULQH� ELUúH\OHU�
IÕVÕOGDGÕ÷ÕQÕ�J|UHQ�9HVWHO�9H\VHO��� 

-Abi nROX\RU���RUWDPÕ�
germeyin yaw,,,FÕVÕU�IÕVÕU 

�� QXPDUDOÕ� NRQVH\� �\HVL� LNL� HOLQL� KDYD\D� NDOGÕUDUDN�
\XPUX÷XQX�VÕNDU�YH�9HVWHO�9H\VHO¶H�G|QHUHN��VLQLUOHQLU 

.LP�\DSWÕ�EX�WHNQRORML\LLLLLLLL 

VesteO�9H\VHO�DGDPÕQ�EX�KDOLQGHQ�NRUNDUDN�VDIoD-münzipçe 

bir cevap verir.  

$EL�9DOOD�EHQ�\DSPDGÕP���� 

Ekran tekrar görüntüye gelir. Ekranda Vestel logosunun 

DOWÕQGD 
/&'�7Y�YH�oDPDúÕU�PDNLQHVL�UHVPLQLQ�DOWÕQGD���� 
“Vestel seri Manisa – Türkiye – Türk teknolojisinin merkez 

üssü” yazar 

'Õú�VHV���HNUDQGD�\D]ÕODQODUOD�
VHQNURQL]H�ELU�úHNLOGH�
GLMLWDOOL÷L�YH�WHNQRORML\L�
LOLúNLOHQGLUHQ�ELU�VHV�HIHNWL\OH�
...) 

Vestel seri Manisa – Türkiye – 

Türk teknolojisinin merkez 

üssü, der. 

9HVWHO� 9H\VHO� DUWÕN� LV\DQ� HGHU�� %LUD]GD� PD÷rur bir 

úHNLOGH���� 
9HVWHO�\DSWÕ�GL\RUXP�\D�DEL��
Hem oraya adam gönderdiniz 

niye beni muhatap 

ediyorsunuz ki? 
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0HNDQ�GH÷LúLU��*LULú��]HULQGH�9HVWHO¶LQ�LKWLúDPÕQÕ�YH�
WHNQRORMLQL�ELUOHúWLUHFHN�oL]JLOHUOH�GL]D\Q�HGLOPLú�GÕú�
NDSÕQÕQ�VRO�DOW�WDUDIÕQGD�=RUOX�+ROGLQJ¶LQ�ORJRVX��\XNDUÕ�
RUWDVÕQGD\VD�9(67(/�&ø7<�\D]PDNWDGÕU��%X�$QGURLG�
9H\VHO�0DQLVD¶GDNL�9HVWHO�PD÷D]DVÕQD�JLUHU��)DEULNDQÕQ�
GÕúWDQ�J|U�Q�ú��YHULOLU��ILUPDQÕQ�GÕú�J|U�Q�ú��Vestel in 

WHNQRORML�NRQXPODQGÕUPDVÕQÕ�GHVWHNOH\HFHN�úHNLlde dizayn 

HGLOPLúWLU��%D\an yolcu... 

Soldan lütfen.... 

$QGURLG�YH\VHO�NDSÕ\D�G|QHUNHQ�WHNUDU�IDEULNDQÕQ�JLULú�
NÕVPÕ�J|U�Q�U��.RQVH\H�ELOJL�J|QGHUPHN�LoLQ�EXUD\Õ�
kaydetmediktedir��%DNWÕ÷Õ�GÕú�NDSÕQÕQ��VW�QH�ELU�HNUDQ�
JHOPHNWHGLU��*LULú�NDSÕVÕ�DOWWD�IOX�RODUDN�J|U�O�UNHQ�
üstündeki HNUDQÕQ�VRO�DOW�N|úHVLQGH�5(&��VD÷��VW�N|úHGH�
6HDUFKLQJ�\D]ÕVÕ�YDUGÕU��$OWWD�9HVWHO¶LQ�NXUXPVDO�PDUND�
ROPDN��]HUH�PDUNDVÕQÕ�NRQXPODQGÕUGÕ÷Õ�WHNQRORML\L�
oD÷UÕúWÕUDFDN�úHNLOGH 
øKUDFDW�úDPSL\RQX 

450 AR-GE mühendisi 

'�Q\D¶GD�6DQL\HGH�EL��U�Q�VDWÕúÕ 
<D]ÕVÕ�\D]Dr. 
 

 

0HNDQ�GH÷LúLU����QXPDUDOÕ�NRQVH\��\HVL�LNL�\XPUX÷XQX�
VÕNDUDN�KDYD\D�NDOGÕUPÕú�YH�oÕOGÕUPÕú�JLEL�D\QÕ�úH\OHUL�
WHNUDUODPDNWDGÕU�� 

Turkish... Turkish, Turkish, 

Turkish, Turkish........ 

9HVWHO�9H\VHO�EX�VHVL�WDNOLW�HGHUNHQ�URPDQ�KDYDVÕ�
oynamakta ve sinirden deliye dönen konsey üyesine nispet 

HWPHNWHGLU�VRQUD�ELUGHQ�R\QDPD\Õ�NHVHUHN�\�]�QGH�
DQQHVLQH�KDVUHW�oHNHQ�oRFXN�PLPL÷L�EHOLULU�YH� 

.DID\Õ�\L\HFH÷LP�EHQ�EXUGD�
yaw. Anne seni çok özledim 

bil iyor musun..... 

 

9HVWHO
LQ� XOXVODUDUDVÕ� SD]DUGD� EDúDUÕOÕ� ROPDVÕQÕQ� DUGÕQGD� HOHNWURQLN� �rün ve 

\D]ÕOÕP� $U-*H
VLQH� \DSWÕ÷Õ� \DWÕUÕPODU� EXOXQPDNWDGÕU�� 9HVWHO�� øngiltere, ABD, Hong 

Kong, Tayvan, Manisa, ø]PLU�YH�østanbul'da Ar-*H�\DWÕUÕPODUÕ�\DSPÕú��G�Q\DQÕQ�IDUNOÕ�
QRNWDODUÕQGDNL����$5-GE merkezi il e “Teknolojinin Türkçeci” LGGLDVÕQD uygun olarak 

JHOLúWLUGL÷L� teknolojil erle� ���¶GHQ� IDOD� �ONHGH� P�úWHUL� NDUúÕVÕQD� oÕNPÕúWÕU�� $\UÕFD� EX�
merkezlerde 600'den fazla Türk P�KHQGLV� J|UHY� \DSPDNWDGÕU� Bu yönüyle bu reklam 
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filmi özellikle Vestel’ in Ar-*H� ROXúXPXQD� EX� QRNWDGD� G�Qyada ki� \D\ÕOÕPÕ� YH�$U-Ge 

DQOD\ÕúÕ\OD� EX� GDKL� 7�UN� P�KHQGLVOHUL� oDOÕúWÕUPDVÕ� JLEL� ELU� XQVXUX� YXUJXODPÕúWÕU�� %X�
unsurun� UHNODPGD�YXUJXODQPDVÕ� WHNUDUGDQ�PLOOLOLN� \|Q�QH� J|QGHUPH� \DSPDNWDGÕU��%X�
yolcu bayan,� EDNÕPOÕ� VL\DK� WDNÕP� HOELVHOL�� EH\D]� J|POHNOL�� J|]O�NO�� ELU� ED\DQGÕU��
%D\DQÕQ� ER\QXQGD� VDGH� ELU� LQFL� NRO\H� YDUGÕU�� øú� NDGÕQÕ� stereotipine uygundur. Bu 

úHNLOGH�9HVWHO�oDOÕúDQ�ELU�P�KHQGLVLQL�ED\DQ�RODUDN�J|VWHUHUHN�NDGÕQD�WRSOXPVDO�KD\DWWD�
verdikleri önemi göstermekte ve hedef kitlelerinden, beyaz ve elektronik ev Hú\DVÕ�alma 

V�UHFLQGH�|QHPOL�V|]�KDNNÕ�RODQ�NDGÕQODUÕQÕQ�VHPSDWLVLQL�ND]DQPD�\ROXQGD��VW��NDSDOÕ�
da olsa taktir hissi almakta/beklemektedirler.  

$\UÕFD� EX� UHNODPGD� GD� NRQVH\� �\HOHULQGHQ� ELUL� 6DQ'LHJR¶GDNL� $U-Ge üssünü 

gördüklerinde -O zamanda Türk’ lerde bu teknoloji , øPNDQVÕ]]]]], 1DVÕO� RODELOLU, Kim 

\DSWÕ� EX� WHNQRORML\LLLLLLLL diye sinirlenmekte ve iki elinide yumruk yaparak Turkish, 

7XUNLVK� GL\H� V|\OHQPHNWHGLUOHU�� %X� \|Q�\OH� UHNODPGD� 9HVWHO¶LQ� úX� DQGD� NXOODQGÕ÷Õ�
teknoloji vurgulanarak, üstüne basa basa “THNQRORMLQLQ�7�UNoHVL´� NRQXPODQGÕUPDVÕQD 
GLNNDW� oHNLOPLúWLU��5HNODPGD�EX�GXUXPD� VLQLUOHQHQ�NRQVH\��\HVLQL� \DWÕúWÕUPDN� LVWH\HQ�
Taksici Veysel’ in  -9DOOD�EHQ� \DSPDGÕP�� NDID\Õ� \L\HFH÷LP�EHQ�EXUGD� \DZ��$QQH� VHQL�
çok özledim bili yor musun..... söylemleri iki zamDQ� DUDVÕQGD� JLGLS� JHOHQ� L]OH\LFL\L�
EXOXQGX÷X� ]DPDQD� oHNPHN� JLEL� ELU� LúOHYL� ROGX÷X� JLEL�� 9HVWHO� ORJRVX� YH� V|]O��
vurgusundan sonra -9HVWHO� \DSWÕ� GL\RUXP� \D� DEL�� 'HUNHQ� PD÷UXUODQPDVÕ� VÕUDGDQ�
YDWDQGDúÕQGD� EX� GXUXPGD� 9HVWHO¶L� WDNWLU� HWPHVL� JHUHNWL÷LQH� GLNNDW� oHkmekte ve bu 

\|Q�\OH� GH� GX\JXVDO� ED÷� NXUXOPD\D� oDOÕúÕOPDNWDGÕU�� 5HNODPGD� 9HVWHO¶LQ� WHNQRORMLN�
\|Q�QH�DGHWD�KHU�NDUHGH�YXUJX�\DSÕOPÕúWÕU��'Õú�VHV�YH�DOW�\D]ÕGD�-øKUDFDW�úDPSL\RQX, -

600 AR-GE mühendisi, -Dünya’da Saniyede bir��U�Q�VDWÕúÕ�\D]ÕVÕ�YH�V|\OHPL�GH buna  

)DEULNDQÕQ� GÕúWDQ� J|U�Q�ú�� de, Vestel’ LQ� WHNQRORML� NRQXPODQGÕUPDVÕQÕ�
GHVWHNOH\HFHN� úHNLlde dizD\Q� HGLOPLúWLU�� *LULú� �]HULQGH� 9HVWHO¶LQ� LKWLúDPÕQÕ� YH�
WHNQRORMLQL� ELUOHúWLUHFHN� oL]JLOHUOH� GL]D\Q� HGLOPLú� GÕú� NDSÕQÕQ� VRO� DOW� WDUDIÕQGD� =RUOX�
Holding’ in logosX��\XNDUÕ�RUWDVÕQGD\VD�9(67(/�&,7<�\D]PDNWDGÕU��5HNDEHWLQ�\R÷XQ�
ELoLPGH�\DúDQGÕ÷Õ�SD]DUGD�HWNLOL�RODELOPHN� LoLQ��J�oO��ELU�NXUXPVDO� LPDM�E�\�N�|QHP�
WDúÕPDNWDGÕU��)DNDW�ED]Õ�NXUXOXúODU��|\OHVLQH�J�oO��PDUND�LPDMÕQD�sahiptirler ki, pazarda 

EX�PDUNDODUÕQ�DUNDVÕQGD�KDQJL�NXUXOXúODUÕQ�ROGX÷X�oR÷X�]DPDQ�ELOLQPHPHNWHGLU��0DUND�
LVPLQLQ� NXUXOXú� LVPLQGHQ� GDKD� |Q� SODQD� oÕNWÕ÷Õ� EX� GXUXPODUGD� W�NHWLFL\L� VDWÕQ� DOPD�
GDYUDQÕúÕQD�\|QOHQGLUHQ�EDVNÕQ�IDNW|U��NXUXPOD�LOJLOL�oD÷UÕúÕPODUGDQ�oRN�PDUND�LOH�LOJLOL�
oD÷UÕúÕPODUGÕU�� %XQX� \DQÕQGD� NXUXPODU� \D� GR÷UXGDQ� NHQGL� NLPOLNOHUL\OH�� \D� GD� VDKLS�
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ROGXNODUÕ�PDUNDODUÕQ�NLPOLNOHUL\OH�KHGHI�NLWOHOHUL�QH]GLQGH�ELU�L]OHQLP�ROXúWXUPD�oDEDVÕ�
LoLQGHGLUOHU�� $QFDN� ED]Õ� NXUXPODU�� ]DPDQ� ]DPDQ� NHQGL� LPDMODUÕQÕ� J�oOHQGLUPHN� YH\D�
SHNLúWLUPHN� LoLQ� LPDM� WUDQVIHUL� \ROXQD� JLGHELOLUOHU�� gUQH÷LQ� DQD� NXUXOXú� VDKLS� ROGX÷X�
ROXPOX�LPDMÕ�ELU�PDUNDVÕQD�\DQVÕWDELOLU��%DNDQ��������������%X�UHNODP�ILOPLQGH�9HVWHO�
&LW\¶QLQ� DOWÕQGD� =RUOX� *UXEX¶QXQ� ORJRVXQXQ� J|U�OPHVL� EX� DQOD\ÕúWDQ� \DQL� =RUOX�
Gurubu’nun alt markasÕ�RODQ�9HVWHO¶H�EX�DQODPGD�GHVWHN�YH�LPDM�ND]DQPDVÕ�DQOD\ÕúÕ\OD�
\HU� DOPDNWDGÕU�� %XQXQ� \DQÕQGD� EX� GXUXPXQ� WHUVLGH� söz konusudur. Yani Vestel alt 

PDUNDVÕ�� PHJD� PDUNDVÕ� RODQ� J�oO�� LPDMÕQGDQ� PHQVXS� ROGX÷X� PHJD� PDUNDVÕ� =RUOX�
*UXEX¶QXQ� QDVLSOHQPHVLQL� VD÷ODPDNWDGÕU�� %XUDGD� EX� LNL�PDUNDQÕQ� ELUELUOHULQLQ�PDUND�
LPDMÕQÕ�J�oOHQGLUGLNOHUL�J|U�OPHNWHGLU��%X�úHNLlde Zorlu Holdingin amiral gemisi olan 

9HVWHO�DQD�PDUNDVÕ\OD�LOLúNLOHQGLULOPLúWLU�� 
5HNODPÕQ� ELU� |]HOOL÷L� GH� LON� UHNODPGD� ROGX÷X� JLEL� PHUDN� |÷HVLQLQ�

NXOODQÕOPDPDVÕGÕU��5HNODPÕQ�ELUoRN�\HULQGH�V|]O���J|U�QW�O��YH�VHVOL�RODUDN�0DUND�YH�
5HNODPÕQ�9(67(/¶H�DLW�ROGX÷X�EHOLUWLOPHNWH�YH�YXUJXODQPDNWDGÕU� 

Reklam amaç olarak “Teknolojinin Türkçeci´�VORJDQÕQÕ�NRQXPODQGÕUPD��]HULQH�
NXUXOPXúWXU��5HNODPÕQ�LoLQGHNL�NRG�YH�V|\OHPOHUH�EDNWÕ÷ÕPÕ]GD�EX�DPDFÕQÕ�VD÷OD\DFDN�
GR÷DO�ELUoRN�NRG�YH�J|VWHUJHOHULQ�ROGX÷XQX�J|UPHNWH\L]�� 

 

����� 9HVWHO� 7�UNL\H¶QLQ� (Q� 'HULQ� %X]GRODEÕQÕQ� 5HNODP� )LOPL� øoHULN� YH�
Söylem Analizi 

9HVWHO�UHNODP�GL]L�ILOPOHULQLQ�EX�E|O�P�QGH������\ÕOÕQGD�PDKVXU�NDODQ�9HVWHl 
Veysel’ in yerine geçen Andorid Veysel, konseye (ve Vestel’ in muhteli f tüketici 

NLWOHVLQH��9HVWHO¶LQ�VRQ�PRGHO��U�Q�����GHOLNWHQ�D\QÕ�DQGD��IOH\HQ�YH�G�Q\DQÕQ�HQ�GHULQ�
EX]GRODSODUÕQÕ�WDQÕWPDNOD�J|UHYOLGLU�� �%X�DPDoOD�9HVWHO�9H\VHO¶LQ�GD\ÕVÕQÕQ�G�NNDQÕQD�
gLUHU�YH�ILOP�EDúODU� 
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7DEOR�����9HVWHO�7�UNL\H¶QLQ�(Q�'HULQ�%X]GRODEÕ�5HNODP�)LOPL�øoHULN�YH�6|\OHP Analizi 
 

9(67(/�7h5.ø<(¶1ø1�(1�'(5ø1�%8='2/$%,�5(./$0, 
GÖRÜNTÜ SES 

9HVWHO� 9H\VHO�� ����� \ÕOÕQGD� ELU� J|NGHOHQLQ� X]D\� �VV�QH�
EHQ]H\HQ� ELU� RGDVÕQGDGÕU�� $UNDGD� RGDQÕQ� SHQFHUHVLQGHQ�
GL÷HU� J|NGHOHQOHU� YH� XoDQ� DUDEDODU� J|U�OPHNWHGLU�� 2GDGD�
profesör KDULo� G|UW� NRQVH\� �\HVL� \DQ� \DQD� RWXUPXúODU� �o�
ER\XWOX� OD]HU� HNUDQGDQ� ����� \ÕOÕQGDNL� $QGURLG� 9H\VHO¶LQ�
\DSWÕNODUÕQÕ�L]OHPHNWHGLUOHU��%X�DUDGD�9HVWHO�9H\VHO�D\DNWD�
GRODúPDNWD�YH�VHVOL�G�ú�QPHNWHGLU� 

Vestel Veysel: Vay vay vay 
vay… 
$EL�V�SHUPLú�EX�\HU�\DZZZ� 
.HQGLQL]LQ�PL�NLUD�PÕ�DEL« 

%X� DUDGD� NRQVH\� �\HOHULQLQ� \DQÕQD� JHOLU� RWXUXU� YH� ELU�
NRQVH\� �\HVLQLQ� EDFD÷ÕQD� VDPLPL� ELU� úHNLOGH� GRNXQDUDN�
selam verir. 

9HVWHO�9H\VHO���6HODPÕQ�
Aleyküm abi. 

%X� DUDGD� HNUDQGD� $QGURLG� 9H\VHO¶L� J|U�U� YH� úDúÕUÕU��
Andorid Veysel hD\YDQDW� EDKoHVLQL� DQGÕUDQ� ELU� RGD\D�
girmektedir.  

$DDDDD��DPD�EXUDVÕ�EHQLP�
GD\ÕPÕQ�G�NNDQÕ�\DDD��
'D\ÕPÕ�WDQÕ\RU�PXVXQ"�
øQGLDQD�7XUJXW� 

0HNDQ�GH÷LúLU��$QGURLG�9H\VHO�G�NNDQÕQ�LoLQGH�JLULS�HWUDIÕ�
PHUDNOÕ� J|]OHUOH� V�]PHNWHGLU�� %X� DUDGD� VD÷� WDUDIÕQGDNL�
akvaryXPXQ� LoLQH� HOLQL� VRNWX÷XQGD� SLUDQD� HOLQH�
ÕVÕUPDNWDGÕU�� 

Ahhhh, ayyyy,  

'HWD\�oHNLPOH�ELU�NÕUEDo�J|U�OPHNWHGLU��3DOD�EÕ\ÕNOÕ��X]XQ�
VDoOÕ� 9HVWHO� 9H\VHO¶LQ� GD\ÕVÕ� ROGX÷X� DQODúÕODQ� úDKÕV�
$QGURLG��9H\VHO¶LQ�\DQÕQD�JHOPHNWHGLU�� 

'D\Õ��1HUGHVLQ�OD�KD\ÕUVÕ] 

Android Veysel’ in üzerinde yine Vestel’ in kurum rengi 
RODQ� NÕUPÕ]Õ� J|POHN�� EH\D]� WLú|UW� YDUGÕU�� $QGURLG� 9H\VHO�
HOLQL� ÕVÕUDQ� EDOÕNWDQ� NXUWXOPD\D� oDOÕúPDNWDGÕU�� 'D\Õ\D�
zoraki bir gülümsemeyle cevap vermektedir .  

$QGURLG�9H\VHO��$UDGÕQ�
JHOGLP�GD\Õ« 

'D\Õ�LNQD�ROPXú�ELU�WDYÕUOD�« 'D\Õ��*HO�ELU�oD\�LoHOLP 
%X� VÕUDGD� SDSD÷DQÕQ� \DQÕQGDQ� JHoHUNHQ� SDSD÷DQ�
WHODúODQDUDN�« 

3DSD÷DQ��&DVXV�URERW��FDVXV�
robot…. 

øNLVL�EHUDEHU�G�NNDQÕQ�VRQXQGD�LNL�EX]GRODEÕQÕQ�NDUúÕVÕQGD�
GXUPDNWDGÕUODU�� %X]GRODSODUÕQÕQ� HWUDIÕQGDQ� VR÷XN� KDYD�
bXKDUODUÕ� \�NVHOPHNWHGLU�� $QGURLG� 9H\VHO� EX]GRODSODUÕQÕ�
J|U�U�J|UPH]�GD\Õ\D�VRUDU« 

$QGURLG�9H\VHO��'D\Õ��
9HVWHO�EX]GRODEÕ�KÕÕÕ��QHGHQ�
iki tane? 

'D\Õ� KLoELUúH\� GHPHGHQ� NÕUEDFÕQÕ� VDOODU� YHU� NÕUEDoOD�
EX]GRODEÕQÕQ� NDSVÕQÕ� DoDU�� %X]GRODEÕQÕQ� LoLQ� LNL� WDQH�
penguHQ� YDUGÕU�� 'D\Õ� EX� VHNDQVODUÕQ� �]HULQH� GÕú� VHV� JLEL�
EX]GRODEÕQÕQ�|]HOOLNOHULQL�VD\PD\D�EDúODU�� 

'D\Õ��3HQJXHQOHU�QD]LNWLU��
(VNL�EX]GRODSODUÕ�VDGHFH�
DUNDGDQ��IO�\RUODUGÕ���
KD\YDQODU�QH]OH�ROX\RUODUGÕ��
2\VD�EXQODU����GHOLNWHQ�D\QÕ�
anda üflüyorlar. 

PenguenleULQ� GDKD� ID]OD� UDKDWVÕ]� ROPDODUÕQÕ� LVWHPH]� ELU�
WDYÕUOD� EX]GRODEÕQÕQ� NDSVÕQÕ� NDSD\DQ� GD\Õ\D� $QGURLG�
9H\VHO�LNLQFL�GRODEÕQ�NDSÕVÕQÕ�DoDUDN�VRUDU�� 

Android Veysel: Peki bu? 

.DSÕ\Õ� DoWÕ÷ÕQGD� LoLQGH� NXWXS� D\ÕVÕ� UDKDWVÕ]� HGLOPLú�
ROPDQÕQ� YHUGL÷L� NÕ]JÕQOÕNOD� EX]GRODEÕQÕQ� NDSÕVÕQÕ� JHUL�
NDSDWÕU��9H�NRUNPXú�YH�úDúÕUPÕú�ELU�úHNLOGH�“$\Õ”  der. 

'D\Õ��2�7�UNL\H¶QLQ�HQ�GHULQ�
EX]GRODEÕ� 

0HNDQ� GH÷LúLU�� 9HVWHO� 9H\VHO� D÷ODPDNOÕ� ELU� WDYÕUOD� GD\Õ�
GL\H�ED÷ÕUÕU��.RQVH\��\HOHULQH�G|QHUHN« 

9HVWHO�9H\VHO��'D\ÕP�ELOH�
EHQL�WDQÕPDGÕ�\aaa 

0HNDQ�GH÷LúLU��$QGURLG�9H\VHO�J|UG�÷�Q��ELU�NH]�J|UPHN�
YH�HPLQ�ROPDN�LoLQ�NDSÕ\Õ�ELU�NH]�GDKD�DoWÕ÷ÕQGD�$\Õ�\LQH�
D\QÕ�NÕ]JÕQOÕNOD�NDSÕ\Õ�WHNUDU�NDSDWÕU�� 
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Vestel VH\VHO�� ����� \ÕOÕQGD� ELU� J|NGHOHQLQ� X]D\� �VV�QH� EHQ]H\HQ� ELU�
RGDVÕQGDGÕU��2GDGD�SURIHV|U�KDULo�G|UW� NRQVH\��\HVL� \DQ� \DQD�RWXUPXúODU, üç boyutlu 

OD]HU�HNUDQGDQ������\ÕOÕQGDNL�$QGURLG�9H\VHO¶LQ�\DSWÕNODUÕQÕ� L]OHPHNWHGLUOHU��$QGURLG�
Veysel, Vestel Veysel’ in dD\ÕVÕ�øGLDQD�7XUJXW¶XQ�KD\YDQDW�EDKoHVLQL�DQGÕUDQ�G�NNDQÕQD�
JLUHU�� øQGLDQD� 7XUJXW�� $QGURLG� 9H\VHO¶L� G�NNDQÕQ� VRQXQGDNL� EX]GRODSODUÕQÕQ� \DQÕQD�
J|W�UG�÷�QGH��$QGURLG�9H\VHO�� GD\Õ\D�EX]GRODSODUÕQÕ� VRUDU��'D\Õ�KLoELU� úH\� GHPHGHQ�
NÕUEDFÕQÕ� VDOODU� YHU� NÕUEDoOD� EX]GRODEÕQÕQ� NDSVÕQÕ� DoDU�� %X]GRODEÕQÕQ� LoLQGH� LNL� WDQH�
SHQJXHQ� YDUGÕU�� 'XUXPD� úDúÕUDQ� $QGURLG� 9H\VHO¶H� DoÕNODPD� \DSPDN� LVWH\HQ� GD\Õ��
³3HQJXHQOHU� QD]LNWLU�� (VNL� EX]GRODSODUÕ� VDGHFH� DUNDGDQ� �IO�\RUODUGÕ��� KD\YDQODU� QH]OH�
ROX\RUODUGÕ�� 2\VD� EXQODU� ��� GHOLNWHQ� D\QÕ� DQGD� �IO�\RUODU�� ³3HQJXHQ�� 6SKHQLVFLGDH�
IDPLO\DVÕQÕ� ROXúWXUDQ�� XoDPD\DQ�� GLPGLN� GXUDELOHQ�� SHUGH� D\DNOÕ� GHQL]� NXúODUÕ. 
V�FXWODUÕQÕ� |UWHQ� VÕN� W�\OHU� YH� GHUL� DOWODUÕQGDNL� NDOÕQ� \D÷� WDEDNDODUÕ� LOH�Antarktika
QÕQ�
VÕIÕUÕQ�DOWÕQGDNL�GRQGXUXFX�VR÷XNODUÕQGDQ�NRUXQXUODU��9�FXW�ÕVÕODUÕQÕ�D\DUOD\DQ�RWRPDWLN�
ELU�PHNDQL]PD\D�VDKLSWLUOHU��*HUHNWL÷LQGH�NDQ�GDPDUODUÕ\OD�GHUL\H�JLGHQ�NDQÕ�D]DOWDUDN��
\�NVHOWHUHN� YH� W�\OHULQL� GLNOHúWLUHUHN� Y�FXW� VÕFDNOÕNODUÕQÕ� NRQWURO� HGHELOLUOHU�
(www.vikipeti.com��� %X� UHNODP� ILOPLQGH� SHQJXHQOHU� NXOODQÕODUDN� KHUNHVLQ� NXWXSODUGD�
\DúDGÕ÷ÕQÕ� ELOGL÷L� SHQJXHQOHUH� GR÷DO� \DúDP� DODQÕ� RODQ� EX]GRODEÕQÕQ� EX� PHNDQODUÕ�
DUDWPDGÕ÷ÕQÕ� EHOLUWPHNWH, D\ÕUFD�� NDWHJRULGHNL� GL÷HU� �U�QOHUGHQ� IDUNÕ� ROGX÷XQX� -47 

delLNWHQ�D\QÕ�DQGD��IOHPHVL- ortaya koymak için penguenlere üfleyen hava delikleirinin 

VDGHFH� DUNDGDQ� GH÷LO� EX]GRODEÕQÕQ� GH÷LúLN� \HUOHULQGHNL� ��� GHOLNWHQ� JHOGL÷LQL�
beli rtmektedirler.  

Android Veysel EXQXQ� �]HULQH� LNLQFL� GRODEÕ� VRUDU�� 'D\Õ� LNLFL� NDSÕ\Õ� DoWÕ÷ÕQGD�
LoLQGH� NXWXS� D\ÕVÕ� UDKDWVÕ]� HGLOPLú� ROPDQÕQ� YHUGL÷L� NÕ]JÕQOÕNOD� EX]GRODEÕQÕQ� NDSÕVÕQÕ�
JHUL� NDSDWÕU�� %XQXQ� �]HULQGH� GD\Õ� EX]GRODEÕ� LoLQ�� ³2� 7�UNL\H¶QLQ� HQ� GHULQ� EX]GRODEÕ�
GHU´�� %X]GRODEÕQÕQ� EX� |]HOOL÷L� KHUKDOGH� EX� NDGDU� J|UVHOOHúWLULOHPH]GL�� %LOLQGL÷L� JLEL��
³.XWXS�D\ÕVÕ��8UVXV�PDULWLPXV��D\QÕ�]DPDQGD�EH\D]�D\Õ��NX]H\OL�D\Õ�\D�GD�GHQL]�D\ÕVÕ��
D\ÕJLOOHU� �8UVLGDH�� IDPLO\DVÕQGDQ� VR÷XN� NX]H\� NXWXS� E|OJHVLQLQ� NDUOÕ� VDKLOOHULQGH� YH�
EX]XOODU��]HULQGH�\DúD\DQ�D\Õ W�U�G�U��.X]HQL�ER]�D\Õ�LOH�ELUOLNWH�HQ�E�\�N�NDUD�HWREXUX�
XQYDQÕQÕ� SD\ODúÕU�� (UNHN� NXWXS� D\ÕVÕ��Sibirya KDSODQÕQÕQ� G|UW� NDWÕ� D÷ÕUOÕ÷D� HULúHELOLU��
%LUoRN� HUNHN� NXWXS� D\ÕVÕ� ���-���� NJ�� D÷ÕUOÕ÷ÕQGD� YH� ���-2,6 m. bR\XQGDGÕU�
(www.vikipeti.com)” . %X� UHNODP� ILOPLQGH� NDSÕ� DoÕOGÕ÷ÕQGD� NXWXS� D\ÕVÕQÕQ� UDKDWVÕ]�
ROGX÷XQX�J|UPHNWH\L]��%X GD�EX]GRODEÕQÕQ�NXWXS�D\ÕVÕQÕQ�GR÷DO�\DúDP�RUWDPÕQGDQ�ELU�
IDUNÕ�ROPDGÕ÷ÕQÕ�UHVPHWPHNWHGLU��.XWXS�D\ÕVÕ�EXOXQGX÷X�RUWDPGDQ�UDKDWVÕ]�ROVD�EHONL�GH�
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R� RUWDPGDQ� NDSÕ� DoÕOGÕ÷ÕQGD� NDoDFDNWÕ�� $PD� NXWXS� D\ÕVÕ� EXQXQ� WHUVLQH� NDSÕQÕQ�
DoÕOPDVÕQGDQ� ELOH� UDKDWVÕ]� ROPDNWDGÕU�� Bununla verilmek istenen mesaj: Vestel 

%X]GRODSODUÕQÕQ�NXWXSODUGDNL�VR÷XNOX�YHUHFHN�NDGDU�P�NHPPHO�ROGX÷XGXU� 
 

�����9HVWHO�'03�7HOHYL]\RQ�5HNODP�)LOPL�øoHULN�YH�6|\OHP�$QDOL]L 
'L÷HU� UHNODP� ILOPOHULQLQ� GHYDPÕ� QLWHOL÷LQGHNL� 9HVWHO� UHNODPODUÕ� DUWÕN� ELU� GL]L�

QLWHOL÷LQGHGLU�� 'L]LQLQ� EX� E|O�P�QGH\VH� $QGURLG� 9H\VHO¶LQ� J|UHYL� 9HVWHO� 'PS�
WHOHYL]\RQXQ�|]HOOLNOHULQL������\ÕOÕQD�ÕúÕQODPDN. Bunu yaparken de Vestel’ in muhtemel 

W�NHWLFL�NLWOHVLQH�EX�\HQL�WHNQRORML\L�KDONÕQ�DQOD\DFD÷Õ�úHNLOGH�HVSULOHUOH�DQODWPDN� 
 

7DEOR�����9HVWHO�'03�7HOHYL]\RQ�5HNODP�)LOPL�øoHULN�YH�6|\OHP�$QDOL]L 
9(67(/�'03�7(/(9ø=<21�5(./$0, 

GÖRÜNTÜ SES 
*HFHGLU�� $QGURLG� 9H\VHO�� ELU� 9HVWHO� PD÷D]DVÕQÕQ� |Q�QGH�
NÕUÕPÕ]Õ� J|POH÷LQL� oÕNDUPDNWDGÕU�� .DIDVÕQGD� VL\ah bere, 
�]HULQGH� VL\DK� HOELVHOHU� YDUGÕU�� 0D÷D]DVÕQÕQ� NDSÕVÕQÕQ� RUWD-
�VW�QGH� 9(67(/� ORJRVX� YDUGÕU�� (WUDI� NDUDQOÕN� ROGX÷XQGDQ�
ÕúÕNODQGÕUÕOPÕú� 9(67(/� ORJRVX� KHPHQ� GLNNDW� oHNPHWHGLU��
.DPHUD� \XNDUÕGDQ� DúD÷Õ\D� WLOW� KDUHNHWL\OH� 9HVWHO� ORJRVXQX�
göstermektedir. Bu hareket izleyiciye bir üstünlük, büyüklük 
L]OHQLPL� YHUPHNWHGLU�� $QGURLG� 9H\VHO� NLOLWOL�� FDP� JLULú�
NDSÕVÕQÕQ� DUDVÕQGDQ� DNDU� JLEL� JLUPHNWHGLU�� *LUHU� JLUPH]�
PD÷D]DQÕQ�LoLQL�J|UPHNWH\L]��0D÷D]D�EDNÕPOÕ��J|]�DOÕFÕ��WHPL]�
ve cezbedicidir.  

'Õú�6HV��%D\DQ�6HVL�� 
Hedef: Vestel 
WHNQRORMLVLQLQ�\HQL�LFDGÕ�
DMP Televizyon. (Dijit al 
ses efektiyle) 

øoHUL� JLUGLNWHQ� VRQUD� GRNXQXOGX÷XQGD� DODUPODUÕ� oDOÕúWÕUDFDN�
RODQ� NÕUPÕ]Õ� oL]JLOHU� úHNOLQGH� OD]HU� oL]JLOHUL� PHYFXWWXU�� Bu 
sahnenin Ocean’s Twelve filmindeki bir sahnenin benzeri 
ROGX÷X�EDUL]�ELU�úHNLOGH�RUWDGDGÕU��2FHDQ¶V�7ZHOYH�ILOPLQLQ�EX�
VHNDQVÕQGD� NXOODQÕODQ�P�]LN� G�\DGD� GDKD� VRQUD� KLW� ROPXú� ELU�
“soundtract” WLU�� 5HNODPGD� LVH� $QGURLG� 9H\VHO�� (JH� =H\EH÷L�
HúOL÷LQGH�YH�]H\EH÷LQ�WLSLN�KDUHNHWL�RODQ�LNL�NROODUÕQÕ�\DQODUÕQD�
gerereN� R\XQ� HúOL÷LQGH� EX� ÕúÕQODUGDQ� JHoPHNWH�� SDUHQGHOHU�
DWPDNWDGÕU�� %X� HQJHOOHUL� DúWÕNWDQ� VRQUD� '03� 7HOHYL]\RQXQ�
NDUúÕVÕQGD�GXUPDNWDGÕU��%XUDGD�VRO�HOLQGH�-9&�KDIÕ]D�NDUWÕ��VD÷�
HOLQGH�GH�-9&�HO�NDPHUDVÕ�EXOXQPDNWDGÕU�� 

'Õú�6HV��%D\DQ�6HVL���
9LGHR�NDPHUD��IRWR÷raf 
makinesi, cep telefonu ile 
KDIÕ]D�NDUWODUÕQD�oHNWL÷LQ�
J|U�QW�OHUL�R\QDWÕ\RU��
P�]LN�ND\ÕWODUÕQÕ�
dinletiyor.  

.DUWÕ� WHOHYL]\RQXQXQ� KDIÕ]D� NDUWÕ� \XYDVÕQGD� VRNWXNWDQ� VRQUD�
HNUDQGD� |QFHOLNOH� NÕUPÕ]Õ� UHQJL� DOWWD� ROPDN� �]HUH� EH\D]�
\D]ÕODUOD� 9(67(/�� ³7HNQRORMinin Türkçeci” amblemi 
EHOLUPHNWHGLU��$OWWD�LVH�EXWRQODU�úHNOLQGH��3KRWR��0XVLF��9LGHR��
)LOH� \D]ÕODUÕ� YDUGÕU�� %X� \D]ÕODU� WHOHYL]\RQXQ� KDIÕ]D� NDUWÕ�
DUDFÕOÕ÷Õ\OD� NDEORVX]� ELU� úHNLOGH�� IRWR÷UDIODUÕ� J|VWHUGL÷LQL��
P�]LNOHUL�GLQOHWWL÷LQL��YLGHRODUÕ�R\QDWWÕ÷ÕQÕ�YH�GRV\DODUÕ�DoWÕ÷ÕQÕ�
J|VWHUPHNWH�� 79¶QLQ� EX� IRQNVL\RQODUÕQD� GLNNDW� oHNLOPHNWHGLU��
'L÷HU�IRWR÷UDIODU�WHN�WHN�DNDUNHQ�GÕú�VHV�79¶\L�DQODWPDNWDGÕU�� 

'Õú�6HV��9HVWHO�'03�
Televizyon. Yani hem 
Televizyon hem de …  
oRN�VLVWHPOL�úH\��
)RWR÷UDIODUÕQD�EDN��)LOP�
izle. Müzik dinle. 
Kablosuz… 
Kolayca… 
,úÕQODDDD« 
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,úÕQOD� ODIÕ\OD� ELUOLNWH� 79� ÕúÕQODQPDNWD� YH� \RN� ROPDNWDGÕU��'Õú�
VHV� 79¶\L� DQODWÕUNHQ� HNUDQGD� UHVLPOHU� PHWDQRPLOHUL�
oD÷UÕúWÕUDFDN� úHNLOGH� J|VWHUJH� YH� NRGODUOD� GROXGXU�� 5HVLPOHU�
VÕUDVÕ\OD�� 6�OH\PDQL\H� Camii , DijiWDO� DNVDQODU�� øVWDQEXO�
ER÷D]VÕQGD� YDSXU�� 6LPLW� \DQÕQGD� LQFH� EHOOL� EDUGDNWD� oD\��
Dalgalanan Türk %D\UD÷Õ«  
$OWWD�oDODQ�P�]LNVH�=HNL�0�UHQ�VHVLQGHQ�³ùLPGL�X]DNODUGDVÕQ��
J|Q�O�KLFUDQOD�GROGX´�úDUNÕVÕGÕU��� 

'Õú�6HV��)RQ-ùDUNÕ���
³ùLPGL�X]DNODUGDVÕQ��
vakit çok geç…”. 

Görevini tamamlayan casus Android Veysel, takla atarak, 
Vestel SKRS¶WDQ�KDYDGD�SDUHQGHOHU�DWDUDN�oÕNÕS,�\HUH�G�úHUNHQ�
SDQWRORQXQXQ� DUNDVÕ� \ÕUWÕOPDNWDGÕU�� 9H� G�úW�÷�� JLEL�
NDOPDNWDGÕU��%X�NDUH\OH�UHNODP�ILOPL�VRQD�HUPHNWHGLU�� 

*HUoHN�6HV��&ÕUWWWWWWWtt 

 
øúH� �]HULQGHNL� NÕUPÕ]Õ� J|POH÷LQL� oÕNDUDUDN� EDúOÕ\RU�� .DIDVÕQGD� VL\DK� EHUH��

�]HULQGH� VL\DK� HOELVHOHU� YDUGÕU�� %X� UHNODP� ILOPL\OH� VDGHFH�9HVWHO� ILOPLQGH� GH÷LO�� W�P�
UHNODP�ILOPOHULQGH�D\QÕ�WDU]�DoÕOÕPODUÕ�YH�VHQDU\RODUÕ�VH\UHWPHNWHQ�VÕNÕODQ�KHGHI�NLWOH\H�
$QGRULG�9H\VHO� WLSOHPHVLQLQ� IDUNOÕ� V|\OHPL\OH� VHVOHQGL÷LQL� GH� J|U�\RUX]��$\UÕFD��$WD�
'HPLUHU� JLEL� HVSULW�HO� \|Q�� RODQ� ELU� VWDUÕ, uzaydan gelen ve her türlü gariplikleri 

\DSDELOHFHN�ELU�URERW�RODQ�$QGURLG�9H\VHO�NDUDNWHUL\OH�E�W�QOHúWLULOPHVL��DQFDN�KDYDQÕQ 

JLUHFH÷L�\HUOHUH�GH�JLUHELOPH�JLEL�\DUDWÕFÕ�\DNODúÕPODUÕQ�NDSÕVÕQÕ�GD�DoÕ\RU��*LUHU�JLUPH]�
PD÷D]DQÕQ� LoLQL� J|UPHNWH\L]�� 0D÷D]D� EDNÕPOÕ�� J|]� DOÕFÕ�� WHPL]� YH� FH]EHGLFLGLU�� %X�
UHNODPGD� ELU� 9HVWHO� PD÷D]DVÕQÕQ� Lo� GL]D\QÕ,� JHQLú� �U�Q� JDPÕ� YH� IL]LNL� \DSÕVÕQÕ� GD�
görmekteyiz. Casus Android Veysel’ in bu reklam filmindeki hedefi: Vestel 

WHNQRORMLVLQLQ� \HQL� LFDGÕ� '03� 7HOHYL]\RQ�� 9LGHR� NDPHUD�� IRWR÷UDI� PDNLQHVL�� FHS�
WHOHIRQX�LOH�KDIÕ]D�NDUWODUÕQD�oHNWL÷LQL]��J|U�QW�OHUL�R\QDWDQ��P�]LN�ND\ÕWODUÕQÕ�GLQOHWHQ��
Vestel’ in bu� \HQL� WHNQRORMLVLQL� DQODPDN� LoLQ� PD÷D]D\D� JLUHQ� $QGURLG� 9H\VHO���
PD÷D]D\D� JLUGLNWHQ� VRQUD,� GRNXQXOGX÷XQGD� DODUPODUÕ� oDOÕúWÕUDFDN� RODQ� NÕUPÕ]Õ lazer 

oL]JLOHULQL��(JH�=H\EH÷L�HúOL÷LQGH�YH�]H\EH÷LQ�WLSLN�KDUHNHWL�RODQ�LNL�NROODUÕQÕ�\DQODUÕQD�
JHUHUHN� R\XQ� HúOL÷LQGH� SDUHQGHOHU� DWDUDN�� oHúLWOL� PX]LSOLNOHU� \DSDUDN� JHoPHNWHGLU���
$QGURLG�9H\VHO¶LQ�EX�VDKQHVL�2FHDQ¶V�7ZHOYH�ILOPLQGHNL�ELU�VDKQHQLQ�EHQ]HUL�ROGX÷X�
EDUL]� ELU� úHNLOGH� RUWDGDGÕU�� 2FHDQ¶V� 7ZHOYH� ILOPLQLQ� EX� VHNDQVÕQGD� NXOODQÕODQ� P�]LN�
dünyada daha sonra hit� ROPXú� ELU� “soundtract” tir. Reklamda ise Android Veysel, 

Zeybek M�]L÷L� YH�O\XQXQX� EX� VDKQH\H� X\DUODPÕúWÕU�� 6RQXQGD� � '03� 7HOHYL]\RQXQ�
NDUúÕVÕQD� YDUDQ� $QGURLG� 9H\VHO¶LQ� VRO� HOLQGH� -9&� KDIÕ]D� NDUWÕ�� VD÷� HOLQGH� GH� -9&� HO�
NDPHUDVÕ�EXOXQPDNWDGÕU��%XUDGD�GLNNDW�oeken en önemli unsurlardan bir tanesi, reklam 

LoLQGH�UHNODP�\DSÕOPÕú�ROPDVÕGÕU�NL;�EX�X\JXODPD�WLSLN�ELU��U�Q�\HUOHúWLUPHGLU�� 
%D\DQ� GÕú� VHV� WHOHYL]\RQX� DQODWÕUNHQ�� ³9HVWHO� '03� 7HOHYL]\RQ�� <DQL� KHP�

Televizyon hem de …  oRN� VLVWHPOL� úH\�� )RWRJUDIODUÕQD� EDN� Film izle. Müzik dinle. 
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Kablosuz…Kolayca…”. Demekte, hem televizyondan sonra biraz duraksamakta, sanki 

DQODWPDNOD�ELWLUHPH\HFH÷LQL� DQODGÕ÷ÕQGD� oRN� VLVWHPOL� úH\�GL\HUHN;� V|\OHPHN� LVWHGL÷LQL�
V|\OHPHNWHGLU�� %X� QRNWDGD� �U�Q�Q� IRQNVL\RQODUÕQÕ� DQODWÕUNHQ� RQX� ELlinen televizyon 

DQOD\ÕúÕQGDQ�IDUNOÕ�ELU�\HUH�RWXUWPD�LVWH÷L�V|]�NRQXVXGXU�� 
$\UÕFD��'Õú�VHV�79¶\L�DQODWÕUNHQ�HNUDQGD�UHVLPOHU��9HVWHO¶LQ�KHGHI�NLWOHVLQLQ�YH�

PXKWHPHO�W�NHWLFLVLQLQ�]LKQLQGH�\HU�HWPHN�LVWHGL÷L�DQODP��J|VWHUJH�YH�NRGODUOD�GROXGXU��
Bu kodlar: Süleymaniye CamiL�� 'LMLWDO� DNVDQODU�� øVWDQEXO� %R÷D]Õ¶QGD� YDSXU�� 6LPLW�
\DQÕQGD� LQFH� EHOOL� EDUGDNWD� oD\�� 'DOJDODQDQ� 7�UN� %D\UD÷ÕGÕU� RHNODPGD� NXOODQÕODQ�
P�]LNVH� =HNL� 0�UHQ� VHVLQGHQ� ³ùLPGL� X]DNODUGDVÕQ�� J|Q�O� KLFUDQOD� GROGX´� úDUNÕVÕGÕU��
Buradaki göstergelerden, Süleymaniye Camii;� .DQXQL� 6XOWDQ� 6�OH\PDQ� DGÕQD�0LPDU�
6LQDQ� WDUDIÕQGDQ� øVWDQEXO¶GD� \DSÕODQ� YH� 2VPDQOÕ� PLPDULVLQLQ� HQ� |QHPOL� |UQH÷L� RODQ�
eserdir. Reklamda, Süleymaniye Camisinin��9HVWHO¶LQ� \HQL� �UHWWL÷L�'03�7HOHYL\RQGD�
gösterilmesi, Türk-øVODP� JHOHQH÷LQH� \DSÕODQ� ELU� J|QGHUPHGLU�� 6�OH\PDQL\H� &DPLQLQ�
ROXPOX� YH� LKWLúDPOÕ� LPDMÕ�� 9HVWHO¶LQ� WHNQRORMLN� DWD÷Õ\OD� LOLúNLOHQGLULOPHN� LVWHQPLúWLU��
$OJÕODQPDVÕ� JHUHNHQ� ELU� EDúND� PHVDM� LVH�� 6�OH\PDQL\H� &DPLVLQLQ� \DSÕOGÕ÷Õ� GHYLUGH�
G�QD\DQÕQ� ELOLP� YH� WHNQRORML� GHYL� RODQ�2VPDQOÕ�PHGHQL\HWLQLQ� EX� \|Q�QH� SDUHOHO� ELU�
J|QGHUPHGLU�� <DQL� JHoPLúWH� 6�OH\PDQL\H� úDKHVHULQL� �UHWHQ� 7�UNHOU�� úLPGL� 9HVWHO¶L�
�UHWHUHN�� E�W�Q� G�Q\D\Õ� NHQGLVLQH� KD\UDQ� EÕUDNPDNWDGÕU�� %XQXQ� \DQÕQGD� 'LMLWDO�
DNVDQODUÕQ�ROGX÷X�UHVLP�7HOHYL]\RQXQ�NHQGLsiQH�YH�\DSÕOGÕ÷Õ� WHNQRORMLQLQ��VW�QO�÷�QH�
\DSÕODQ�ELU�J|QGHUPHGLU�� øVWDQEXO�%R÷D]Õ,�.DUDGHQL]� LOH�0DUPDUD�'HQL]L¶QL�ELUOHúWLUHQ�
ELU� N|SU�G�U�� $\UÕFD� Rumeli  (Avrupa) ve Anadolu� �$V\D�� \DNDODUÕQÕ� ELUELULQH�
ED÷ODGÕ÷ÕQGDQ� EX� LNL� N�OW�U�� PHGHQL\HW� YH� WDULK� XQVXUODUÕQÕQ� ]HQJLQOL÷LQL� GH� ELUELULQH�
ED÷ODPDNWDGÕU��$\UÕFD� � G�Q\DQÕQ� HQ� HVNL� YH� HQ�J|]GH� úHKLUOHULQGHQ�ELUL� RODQ� øVWDQEXO��
G�Q\DQÕQ�RUWDN�PHGHQiyet merkezi olarak da kabul edilmektedir. Reklamda da bu unsur 

NXOODQÕODUDN�9HVWHO¶LQ�KHU�HYH�JLUPHN�LVWHPHVL�WHPHOLQH�GD\DQDQ�JHQLú�ELU�KHGHI�NLWOH\H�
XODúPD� LVWH÷LQL� J|UPHNWH\L]�� 6LPLW� \DQÕQGD� LQFH� EHOOL� EDUGDNWD� oD\GD� 7�UN� N�OW�U�Q��
\DQVÕWDQ� ELU� XQVXU� ROGX÷XQGDQ� L]OH\LFL\H� LoLPL]GHQ� ELUL� L]OHPLQL� YHUPHNWHGLU��
'DOJDODQDQ�7�UN�%D\UD÷Õ��9HVWHO¶LQ�PLOOL�VHUPD\H\OH�NXUXOGX÷XQX�J|VWHUPHN�L]OH\LFLGH�
GX\JXVDO�ED÷�ROXúWXUPDN�DPDoODQPÕúWÕU�� 

9HVWHO� ³7HNQRORMLQLQ� 7�UNoHVL´� VORJDQÕQÕ� NRQXPODQGÕUPD� oHUoHYHVLQGH� RUWD\a 

NR\GX÷X� GL]L� UHNODPODUÕQ� EX� E|O�P�QGH� GH� PLOOLOLN� XQVXUX� oHúLWOL� J|VWHUJH� YH�
PHWDQRPLOHUOH� W�NHWLFLQLQ� DNOÕQGD� YH� GDKD� |QHPOLVL� GX\JXODUÕQGD� \HU� HGLQPHN� üzere 

VXQPXúWXU.  
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SONUÇ 

0�úWHUL�YH�W�NHWLFLOHU�LOH�KHU�G�]H\GHNL�VDWÕFÕODUÕQ�pazar ve pazarlama stratejil eri 

KDNNÕQGD daha fazla bilgili hale gelmeleri ve muhtemel tüketiciye� XODúPDNWD� YH� VDWÕQ�
DOPD\D� LNQD� HWPHNWH� JLGHUHN� DUWDQ� ]RUOXNODU� LOH�� |]HOOLNOH� WHOHYL]\RQ� NDQDOODUÕQÕQ�
oR÷DOPDVÕ\OD� ELUOLNWH� DUWDQ� ]DSSLQJ� YH� KHGHI� NLWOH\L� L]OHGL÷L� NDQDOGD� \DNDODPDQÕn 

]RUOX÷X SD]DUODPD�YH�LOHWLúLP�ELOLPFLOHUL�KHGHI�NLWOH\H�XODúPD�QRNWDVÕQGD�GDKD�\DUDWÕFÕ�
\|QWHPOHU� EXOPD\D� ]RUODPDNWDGÕU�� 'ROD\ÕVÕ\OD�� ³W�NHWLFLOHULQ� EX� LOHWLOHUH� NDUúÕ�
VLQLNOHúWL÷L�YH�JHOHQHNVHO�SD]DUODPD�IRUP�OOHULQLQ�EROFD�EXOXQGX÷X�ELU�G�Qyada, bu eski 

IRUP�OOHUL� NXOODQDUDN� EX� NDGDU� VHV� DUDVÕQGDQ� NHQGLQL]LQNLQL� GX\XUPDN� YH� UHNDEHWWH�
avantaj yakalamak her zamandakinden daha zor hale gelmektedir. Böyle giderse, 

üo�QF��ELQ�\ÕOGD�SD]DUODPD��W�P�]DPDQODUGDQ�GDKD�oHWLQ�ve zorlu ELU�Lú�RODFDNWÕU��%LUH\�
olarak� PDUND� VDYDúoÕODUÕ� \HQL� GD÷ÕWÕP� NDQDOÕ� W�UOHUL�� PHG\D� VWUDWHMLOHUL�� VHoNLQ� PDUND�
NRQXPODUÕ� YH�PLPDULOHUL�� DKODNL� LNLOHPOHU�� KD\DWD� EDNÕú� NDOLWHVL� YH�PDUND� JHOLúWLUPHN�
LoLQ�\HQL�ELU�V|]O�N�KDNNÕQGD�DOÕúÕOPÕúODUÕQ�GÕúÕQGD�\ROODU�GD�G�ú�QHFHNOHUGLU��Günümüz 

pD]DUODPD� DQOD\ÕúÕ�� VWUDWHMLOHUL�� X÷UDúÕODUÕ� NÕVDFDVÕ� DOÕúÕOPÕúÕQ� GÕúÕQGD� \ROODU� DUDPD�
JHUH÷LQLQ� WHN� oÕNÕú� QRNWDVÕ� PDUND� NDYUDPÕGÕU�� ùX� DQGD� PDUNDODúPDN� LúOHWPHOHU ve 

kurumlar� DoÕVÕQGDQ� KD\DWL� |QHP� WDúÕPDNWDGÕU�� *�Q�P�]GH� markalar ligine 

EDNWÕ÷ÕPÕ]GD��Lleri�WHNQRORML�PDUNDODUÕ��G�ú�N�WHNQRORML�PDUNDODUÕ��SDKDOÕ�PDUNDODU��XFX]�
markalar, modern markalar, geleneksel markalar yHWLúNLQ�PDUNDODUÕ�� oRFXN�PDUNDODUÕ��
kHQWVHO� PDUNDODU�� NÕUVDO� PDUNDODU� küresel markalar, yerel markalar t�NHWLFL� PDUNDODUÕ��
profesyonel maUNDODU� �5LHV� YH� 5LHV�� ������ ������ LQDQÕOPD]� VD\ÕGDNL� PDUND�
oHúLWOHQPHVLQLQ�SD]DUGD�YDU�ROGX÷XQX�J|U�U�]��Bugün gördüklerimiz, gelecekte ortaya 

oÕNDFDNODUÕ� NHVLQ� RODQ� LQDQÕOPD]� \HQL� �U�Q� YH� \HQL� PDUNDODUÕQ� VDGHFH� N�o�N� ELUHU�
|UQH÷LGLU�� *�Q�P�]GH� PDUNDODúPD� V�UHFL� YH� JLGLúDWÕQD� EDNWÕ÷ÕPÕ]GD� GL÷HUOHULQLQ�
DUDVÕQGDQ� VÕ\UÕOÕS� W�NHWLFLQLQ� ]LKQLQGH� PDUND� ED÷OÕOÕ÷ÕQÕ� KDWWD� PDUND� WHUFLKLQL�
\DUDWPDQÕQ�WHN�\ROXQXQ�D\UÕúPD�\DQL� WHN�ELU�NDWHJRUL\H�KDNLP�ROPD\D�ED÷OÕ�ROGX÷XQX�
J|UPHNWH\L]�� 8]XQ� YDGHGH� PDUNDQÕQ� \D\ÕOGÕ÷Õ� DODQÕ� JHQLúOHWPHN�� kurum gücünü ve 

LPDMÕQÕ�]D\ÕIODWÕU��%X�QRNWDGD�JHQLúOHPHPHN�ELU�DQODPGD�IHGDNDUOÕNWÕU��$QFDN�WHN�oHúLW�
�U�QH�RGDNODQPDN��PDUNDODúPD�V�UHFLQLQ�|QHPOL�XQVXUODUÕQGDQGÕU.  

Bu noktada, üU�Q�Q� NRQXPX�� UDNLS� �U�QOHUOH� ED÷ODQWÕOÕ� RODUDN�� W�NHWLFLQin 

]LKQLQGH� �U�Q�Q� \HUOHúWL÷L� \HUGLU�� %LU� PDUND� LQúD� HWPHN� LVWL\RUVDQÕ]�� PDUNDODPD�
oDEDODUÕQÕ]Õ��hedef kitlenizin zihninde bir kelimeye sahip olmaya oDOÕúPDOÕVÕQÕ]��%DúND�
kimsenin sahip olmaGÕ÷Õ�\D�GD�KDEHUGDU�ROPDGÕ÷Õ�ELU�NHOLPH\H��(÷HU�ELU��U�Q�SD]DUGDNL 
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GL÷HU� �U�QOHULQ� D\QÕVÕ� RODUDN� DOJÕODQÕUVD�� W�NHWLFLQLQ� EX� �U�Q�� VDWÕQ� DOPDVÕ� LoLQ� KLoELU�
QHGHQ�ROPD\DFDNWÕU��3D]DU�NRQXPODQGÕUPD��UDNLS��U�QOHUH�ED÷OÕ�RODUDN��U�Q�LoLQ��DoÕN��
IDUN�HGLOLU�YH�LVWHQHQ�ELU�NRQXPX�KHGHI�NLWOHQLQ�]LKQLQH�\HUOHúWLUPHNWLU��.RQXPODQGÕUPD�
D\QÕ� ]DPDQGD� KHGHI� NLWOH\H� �U�Q�Q�� VHUYLVLQ� YH� úLUNHWLQ� QH\OH� LOJLOL� ROGX÷X� KDNNÕQGD�
DoÕN� ELU� PHVDM� YHULU. Bu süreçte, fDUNOÕODúPD�� PDUNDQÕQ� GL÷HUOHULQGHQ� QH� GHQOL�
D\UÕúWÕ÷ÕQÕQ�� X\JXQOXN�� PDUNDQÕQ� NLúL\H� QH� GHQOL� KLWDS� HWWL÷LQLQ�� LWLEDU�� PDUNDQÕQ�
insanlarca ne denli üstün görüldü÷�Q�Q� YH� WDQÕGÕNOÕN� GD�PDUNDQÕQ� W�NHWLFL\H� QH� GHQOL�
\DNÕQ� JHOGL÷LQLQ�� W�NHWLFLQLQ� KD\DWÕQGD� QH� LIDGH� HWWL÷LQLQ� |Ooüsüdür. Bu dört temel 

basamak� �IDUNOÕODúPD�� X\JXQOXN�� LWLEDU� YH� WDQÕGÕNOÕN�� YH� V�UHoOHULQGHQ� VRQUD� DUWÕN�
markaQÕ]�VDGDNDW�\DUDWDELOLU�� 

7�P� EXQODU� \DSÕOÕUNHQ� PDUNDODúPDQÕQ� HQ� |QHPOL� \ROODUÕQGDQ� ELULQLQ�
NXUXPVDOODúPDNWDQ� JHoWL÷LQL� EHOLUWPHN� JHUHNLU�� .XUXPVDOODúPDQÕQ� PDUND� GH÷HULQGHQ�
HQGDPÕQD��NXUXP�LWLEDUÕQGDQ�LPDMÕQD�NDGDU�ELUoRN�ID\GDVÕ�YDUGÕU��%DúDUÕOÕ�ELU�NXUXPsal 

PDUND� GH÷HULQH� VDKLS� NXUXOXúODU�� SD]DUODPD� IDDOL\HWOHULQL� UDNLSOHULQH� J|UH� GDKD� D]�
PDOL\HWOH� \�U�WHELOL\RUODU�� GD÷ÕWÕP� NDQDOODUÕ� LOH� SD]DUOÕNODUÕQGD� GDKD� L\L� VRQXoODU�
DODELOL\RUODU�� \HQL� P�úWHUL� HGLQPH� YH\D� HVNL� P�úWHULOHUH� \HQL� �U�QOHU� VXQPDGD� GDKD�
baúDUÕOÕ� RODELOL\RUODU� YH� UDNLSOHULQGHQ� JHOHFHN� WHKGLWOHUH� NDUúÕ� NR\DELOPHN� LoLQ�
P�úWHULOHULQL� ND\EHWPHNVL]LQ� ]DPDQ� ND]DQÕ\RUODU�� .XUXPVDO� PDUND� oHUoHYHVLQGH�
EDúDUÕOÕ�� GLVLSOLQOL�� oD÷GDú� PHWRWODUOD� \|QHWLOHQ� ILUPDODUÕQ� \DUDWWÕNODUÕ� PDUNDODU� KHU�
zaman tüketicL\L�VDWÕQ�DOPD\D�|]HQGLULU��WHúYLN�HGHU��7�NHWLFLQLQ�NXUXOXúD�YH��U�QOerine 

GDKD� ROXPOX� EDNPDVÕQÕ�� J�YHQOH� VDWÕQ� DOPDVÕQÕ� VD÷ODU�� mDUND� V�UHNOLOLN� ND]DQÕU��
üU�Q�KL]PHWLQ� NDOLWHVL� GHUKDO� KLVVHGLOLU�� GL÷HUOHUL� DUDVÕQGDQ� � GDKD� oDEXN� D\ÕUW� HGLOLU��
mHG\D��P�úWHULOHU�� NDPXR\X� ROXúWXUDELOecek çevreler firma/marka lehine etkilenir, bu 

güç GR÷UX�\|QGH�NXOODQÕOGÕ÷ÕQGD�ILUPD�PDUND��KHU�JHoHQ�J�Q�GDKD�ID]OD�GH÷HU�ND]DQÕU��
KDWWD�ILUPDQÕQ�GL÷HU��U�QOHULQH�GH�GH÷HU�NDWDU�� fLUPD�Lú�\DSWÕ÷Õ�oHYUHOHUOH�GDKD�G�]HQOL�
oDOÕúÕU�� fLUPD� |UQHN� DOÕQPD\D� EDúODQÕU�� pHUVRQHO� GDKD� HWNLOL�� ]HYNOH� YH� úHYNOH� oDOÕúÕU��
çDOÕúDQODU� DUDVÕ� ELUOLN� YH� EHUDEHUOLN� GX\JXODUÕ�� PRUDO� YH� PRWLYDV\RQX� JHOLúWLULU�� rakip 

ILUPDODUD�J|UH�GDKD�NDOLWHOL� oDOÕúDQODU�JUXEX�ROXúWXUXOXU��dH÷LúLN�E|O�POHUGH�oDOÕúDQODU�
ELUOLNWH�GDKD�HWNLOL�oDOÕúPDODU�\DSDU��organizasyon güçlenir, daha kaliteli ürün/hizmetler 

üretili r, kDOLWH� VWDQGDUWODUÕQÕ� \DQVÕWÕU�� fLUPDQÕQ� EDQNDODU� YH� ILQDQV� oHYUHOHULQGH� L\L� ELU�
LPDMOD�WDQÕQPDVÕQÕ�VD÷ODQÕU��SDUDQÕQ�SD\ODúÕPÕQÕ�HWNLOHU��NUHGL�NROD\OÕNODUÕ�YH�EX�NRQXGD�
SD]DUODPD�J�F��VD÷ODU��$N�������������  
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*HOLúPHNWH�RODQ��ONHOHU�LoLQ�EDúDUÕOÕ��QO��PDUNDODUÕQ�VD\ÕVÕ�ROGXNoD�D]GÕU��+DWWD�
XOXVODUDUDVÕ�W�P�G�Qyada�WDQÕQDQ�PDUNDODUÕ�KHPHQ�KHPHQ�KLo�\RNWXU��d�QN��úLUNHWOHULQ�
RUJDQL]DV\RQ� \DSÕODUÕ�KHQ�]�VD÷ODm, ileri dünyDQÕQ�JHUHNOHULQH�X\JXQ�GH÷LOGLU��Ancak 

EX� QRNWDGD� KDOD� 7�UNL\H
QLQ� NHQGLVLQH� |]J�� ED]Õ� DYDQWDMODUÕ� YDU�� hONHQLQ� LoLQGH�
EXOXQGX÷X� FR÷UDI\D�� WDULKVHO� \DSÕ�� LQVDQODUÕQ� GX\JXVDOOÕ÷Õ�� NDOLWHOL� LúJ�F�� JLEL� ELUoRN�
DYDQWDM�YDU��%XQXQ�\DQÕQGD�7�UNL\H
GHNL�úLUNHWOHU��X]XQ�\ÕOODUÕQ�YHUGL÷L�ELULNLPOH�EX�LúL�
\DSÕ\RUODU�� %X� GD� FLGGL� ELU� DYDQWDMD� G|Q�úW�U�OHELOLU�� 7�P� EXQODUÕQGDQ� \DQÕQGD�
Türkiye'de uluslarDUDVÕ� DUHQDGD� ER\� J|VWHUHELOHFHN�� NHQGL� NDWHJRULVLQGHNL� PDUNDODUOD�
\DUÕúDELOHFHN� ILUPD� \RN� GHQHFHN� NDGDU� D]GÕU�� 2ODQODUGD� DQFDN� oDOÕúPDQÕQ� LoHUL÷LQGH�
EHOLUWLOGL÷L��]HUH�PH\GDQ�RNX\DQ�PDUNDODU�VWDW�V�QGH�GH÷HUOHQGLULOHELOHFHN�ILUPDODUGÕU��
%XQXQ�HQ�|QHPOL� QHGHQOHUGHQ�ED]ÕODUÕ�� ³PDUND� \önetimi" konusundaki� ELOJL� HNVLNOL÷L��
bLOPHQLQ� D\UÕ�� X\JXOD\DELOPHQLQ� D\UÕ� úH\OHU� ROGX÷XQX� DQOD\DPDPDN� �QH� \DSWÕ÷ÕQÕ]�
GH÷LO�� QDVÕO� \DSWÕ÷ÕQÕ]� |QHPOLGLU��� yeterli vizyona sahip olmamak (üst düzey 

\|QHWLFLOHUGH�\HWHUVL]�H÷LWLP��G�Q\D�J|U�ú��YH�JHQHO�N�OW�U�HNVLNOL÷L���%X� LúL�\HWHULQFH�
önemsememek, uFX]� LQVDQODUOD�XFX]� LúOHU� \DSPDN��u]PDQ�ROPD\DQ�NLúLOHUH�GDQÕúPDN��
görsel kimlik/reklam kLPOL÷L� ROXúWXUDPDPDN�� çRN� ID]OD� NLúL\OH�PXKDWDSOD� Lú� \DSPD\D�
oDOÕúPDN��gHUH÷LQGHQ�D]/fazla reklam yapmak, aUDúWÕUPDPDN��ELOJL\H��ELOLPVHO�YHULOHUH�
GD\DOÕ� oDOÕúPDPDN��çD÷Õ� WDNLS�HWPHPHN��her konuda taklit , yDQOÕú� reklam/35�úLUNHWOHUL�
LOH� ELOJL\H� GH÷LO�� WDKPLQ� YH� VH]JLOHUH� GD\DOÕ� oDOÕúPDN�� RQODUD� GDKD� oRN� NHQGL� LVWHN� YH�
EH÷HQLOHULQH� J|UH� Lú� \DSWÕUPDN�� iQVDQD�� ELOJL\H�� WHNQRORML\H� GH÷HU� YHUPHPHN��
önemsememek, yDSÕODQ� LúOHUL� ELUELUOHUL\OH� HQWHJUH� HGHPHPHN�� ülkemizde bu noktada 

mDUNDVÕ]OÕN�DQWLWH]L��WH]L�PDUND�LOH�ELUOLNWH�PDUNDVÕ]OÕ÷ÕQ�GD�ELU�PDUND�ROGX÷X�VHQWH]LQL�
GR÷XUPXúWXU�� $VOÕQGD� |]HOOLNOH� $YUXSD� SD]DUÕQD� EDNWÕ÷ÕQÕ]GD� GR\PXú� ELU� SD]DU�
J|U�\RUVXQX]�� )ÕUVDWODU� EL]LP� JLEL� HNRQRPLN� NUL]� \DúDVD� GD� 7�UNL\H� JLbi genç ve 

JHOLúPHNWH�RODQ��ONHOHUGH�\HU�DOÕ\RU��hONHPL]GH�PDUNDODúPD\OD�LOJLOL�G�]HQOHPHOHU�556 

6D\ÕOÕ�0DUNDODUÕQ�.RUXQPDVÕ�+DNNÕQGD�.DQXQ�+�NP�QGH�.DUDUQDPH� LOH� EHOLUOHQPLú, 
PDUND� WHVFLO� EDúYXUXODUÕQÕQ� \HULQL�� ]DPDQÕQÕ�� EDúYXUX� HYUDNODUÕQÕQ� G�]HQOHQPHVL� ve 

PDUNDODUOD�LOJLOL�GL÷HU�LúOHPOHUGH�X\XODFDN�XVXO�YH�HVDVODU�EX�NDQXQOD�EHOLUOHQPLúWLU. 
dDOÕúPDQÕQ� |UQHNOHPLQL� ROXúWXUDQ� 9HVWHO¶LQ� \HU� DOGÕ÷Õ� NDWHJRULGH� LVH�

PDUNDODúPD�DoÕVÕQGDQ�GXUXP�ELUD]�GDKD��PLW�YHULFLGLU��%X�QRNWDGD�Günyada �GD\DQÕNOÕ�
tüketim mallaUÕ� VHNW|U��� NÕVD� YDGHGH� oRN� KÕ]OÕ� GH÷LúHQ� ELU� \DSÕ\D� VDKLS� GH÷LOGLU��
*HQHOOLNOH� EX� VHNW|UGHNL� R\XQFXODU� N|NO��� \�]\ÕOOÕN� ILUPDODUGÕU�� 3D]DU� SD\ODUÕ� NÕVD�
vadede�oRN�E�\�N�GH÷LúLNOLNOHU�J|VWHUPH]��2\VD�7�UNL\H
GH�EX�SD]DU�oRN�GDKD�GLQDPLN�
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ELU� \DSÕ\D� VDKLS�� 5DNLSOHU� DUDVÕQGDNL� SD]DU� SD\ODUÕ� oRN� NÕVD� V�UHOHUGH� ID]ODVÕ\OD�
GH÷LúHELOL\RU�� 'D\DQÕNOÕ� W�NHWLP� PDOODUÕ� VHNW|U��� J�oO�� GD÷ÕWÕP� NDQDOODUÕ�� J�YHQLOLU�
PDUNDODUÕ�� \D\JÕQ� VDWÕú� VRQUDVÕ� VHUYLV� D÷Õ� YH� \XUWGÕúÕQGDNL� úLUNHWOHUH� J|UH� oRN� GDKD�
\�NVHN� LOHWLúLP� E�WoHOHULQH� VDKLSOL÷L� LOH� 7�UNL\H
QLQ� lokomotif� VHNW|U�� NRQXPXQGDGÕU��
%XQGDQ�GROD\Õ�KHU�\ÕO�\DSÕODQ�PXKWHOLI�ED÷ÕPVÕ]�DUDúWÕUPDODUGD�J|U�O�\RU�NL��7�UNL\H
GH�
HQ�oRN�ELOLQHQ�LON����PDUND�DUDVÕQGD�LON�VÕUDODUÕ�GD\DQÕNOÕ� W�NHWLP�PDOODUÕ�VHNW|U�Qden 

PDUNDODU�SD\ODúPDNWDGÕU�(Hatay, www.vestel.com.tr/Dev/Kurumsal/vestelgrubu.htm). 

³%LU� 0DUND� (IVDQHVL´� RODUDN� QLWHOHQGLULOHQ� 9(67(/�� NÕVD� JHoPLúLQH� UD÷PHQ��
XOXVODU� DUDVÕ� DUHQHGD� NHQGLVLQH� \HU� HGLQHQ� YH� EDúWa Balkanlar ve eski Demir Perde 

hONHOHUL� ROPDN��]HUH�� NHQGL�KLQWHUODQGÕQGD�PDUNDODúDQ� DWÕOÕPFÕ� \DSÕVÕ\OD��7�UNL\H¶QLQ�
JUXU� GX\GX÷X� PDUNDODUGDQ� ELUL� KDOLQH� JHOPLúWLU�� %X� JHQo� YH� GLQDPLN� 9(67(/� 
PDUNDODúPD� V�UHFLQGH�marka� HQGDPÕQD� ]DUDU� YHUHFHN� RODQ� JHQLúOHPH� NXUDOÕQD� X\JXQ�
RODUDN� �U�Q� JDPÕQÕ� VÕQÕUOÕ� WXWPDNWDGÕU�� <HQL� IDEULNDODU� DoÕODUDN� �U�Q� JDPÕ� EX]GRODEÕ��
oDPDúÕU�YH�EXODúÕN�PDNLQHVL��NOLPD�WHOHYL]\RQ��'9'��X\GX�DOÕFÕVÕ��3& ve monitörlerle 

VÕQÕUODQGÕUPÕúWÕU. Yine Vestel’ in marka yönetim stratejisi piyasada rakiplerine göre bu 

noktada� oRN� IDUNOÕ�� JVC, Whirpool, Zanussi, Moulinex, Tefal, Rowenta, PalmOne, 

6DPVXQJ� YH� 0RWRUROD� JLEL� J�oO�� XOXVODUDUDVÕ� PDUNDODUÕQ� GD� VDWÕú� YH� SD]DUODPDVÕQÕ�
\DSPDNWD� YH� 9HVWHO� PD÷D]DODUÕ� DUDFÕ÷Õ� LOH� EX� ]HQJLQ� �U�Q� JDPÕQÕ� QLKDL� W�NHWLcilere 

VXQPDNWDGÕU�� $UWDQ� �U�Q� YH� PDUND� oHúLWOLli÷LQL� W�NHWLFLOHUH� HQ� L\L� úHNLOGH� VXQDELOPHN�
LoLQ� 9HVWHO� 'D\DQÕNOÕ� 7�NHWLP� 0DOODUÕ� 3D]DUODPD�� ����� \ÕOÕQGDQ� LWLEDUHQ� DOÕúYHULú�
PHUNH]OHULQGH� YH� DQD� FDGGHOHUGH� ³NRQVHSW� PD÷D]DODU´� DoPD\D� EDúODPÕúWÕU�� 9HVWHO�
Da\DQÕNOÕ� 7�NHWLP�0DOODUÕ� 3D]DUODPD�� VRQ� �o� \ÕOGD�9HVWHO�PDUNDOÕ� �U�QOHUL� NDGHPHOL�
RODUDN� WRSWDQ� VDWÕú� NDQDOÕQGDQ� oHNPLú�� EX� VHJPHQW� LoLQ� |]HO� RODUDN� JHOLúWLUilen Regal 

PDUNDVÕQÕ� VXQPXúWXU� �9HVWHO�� ����� IDDOL\HW� UDSRUX�� ����� %X� \|Q�\OH� 9HVWHO�
rakiplerinden fDUNOÕ� ELU� PDUND� VWUDWHMLVL� L]OHPLúWLU��Yerli ve güçlü üretim gücü, güçlü 

\HUOL� PDUNDODU� YH� PDUND\D� \R÷XQ� \DWÕUÕP, Türk tüketicisinin (yerel tercihlere göre) 

WHUFLKOHULQH� FHYDS� YHUHELOHQ� �U�Q� JDPÕ, eWNLQ� YH� JHOLúPLú� HWNLQ� ED\LOik sistemi ve 

GD÷ÕWÕP�NDQDOÕ��t�NHWLFL\L�NUHGLOHQGLUPH��WDNVLWOL�VDWÕú�, çRN�PDUNDOÕ�SD]DUODPa stratejisi, 

yD\JÕQ� VDWÕú� VRQUDVÕ� VHUYLV, yüksek süreç otomasyonu� YH�YHULPOLOL÷L, kROD\� LOHWLúLP� LOH�
\|QHWLPGH�RUWDN�DNÕO�ROXúWXUXOPDVÕ�9HVWHO¶LQ�PDUNDODúPD�VWUDWHMLOHULQLQ�ED]ÕODUÕGÕU��%X�
stratejil er içinde en radikal kararlardan bir tanesi ise, çoklu marka stratejisidir. Çoklu 

PDUND�PXKWHPHO� W�NHWLFL\L� ELU� QRNWDGD� EXOXúWXUPDN�� JHQHO� ELU� KHGHI� NLWOH� ROXúWXUPDN�
DoÕVÕQGDQ�ID\GDODUÕ�ROPXú�RODELOLU. Ancak bu uygulama, 9HVWHO�ILUPDVÕQÕQ��U�Q, hizmet 
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GL÷HU�ELU�GH\LúOH�oHúLWOL�DODQODUD�\D\PÕúWÕU��dünkü Vestel�D\QÕ�]DPDQGD�KHP�oRN�\|QO���
DJUHVLI�YH�KÕ]OÕ�JHOLúHQ�ELU�úLUNHW��KHP��U�Q�oHúLGLQL�KDWÕUÕ�VD\ÕOÕU�ELU�VHYL\H\H�JHWLUHQ�ELU�
HOHNWURQLN� YH� EH\D]� Hú\D� PDUNDVÕ�� KHP� GH� NHQGL� �U�Q� DLOHVLQLQ� \DQÕ� VÕUD� ili ntili 

VHJPHQWOHUGH� IDUNOÕ� PDUNDODUÕ da suna bir PD÷D]DODU zinciri. Yani Vestel� PDUNDVÕQÕQ�
DOJÕODQPDVÕQGD� QRNWDVÕQGD� úLUNHW mi,� PDUND� PÕ�� SDUHNHQGHFL� PL� \D� GD� PD÷D]DODU�
]LQFLULPL�ROGX÷X�W�NHWLFL�]LKQLQGH�NDUPDúÕN�ELU�DOJÕQDúD�QHGHQ�ROPDNWDGÕU��  

Vestel’ iQ� PDUNDODúPD� QRNWDVÕQGD� HQ� |QHPOL� \DNODúÕPODUÕQGDQ� GL÷HUL�
NRQXPODQGÕUPD�VWUDWHMLVLGLU��%undan�\ÕOODU�|QFH�9HVWHO�GHQLOLQFH�LQVDQODUÕQ�DNOÕQD�GDKD�
oRN�úLUNHW-fabrika geliyordu. øo�SD]DUGD�KHQ�]�\HQL�VD\ÕODELOLUNHQ�LKUDFDW�UHNRUODUÕ�NÕUDQ�
ELU�úLUNHW-fabrika. Vestel’ in dÕúDUÕGDNL�EX�EDúDUÕODUÕ� Lo�SD]DUD�ROXPOX�\DQVÕPDODUÕ�YDUGÕ�
ama içeride insana duygusal anlamda biraz  uzak geliyordu. Bu çerçevede Vestel, bir 

|QFHNL� UHNODP� VORJDQÕ� RODQ� ³9HVWHO¶H� WHUIL� HGLQ�� UDKDW� HGLQ´� VORJDQÕQÕ� PLV\RQXQX�
WDPDPODGÕ÷Õ� YH� VORJDnda böbürlenme� ROGX÷X� G�ú�QFHVL\OH� NXOODQPDPD\D� EXQXQ�
\HULQGH� 9HVWHO¶LQ� W�P� \DWÕUÕPODUÕQÕQ� $U-*H� oDOÕúPDODUÕQÕQ� DPDFÕQÕ� ROXúWXUDQ� ELU�
NRQXPODQGÕUPD� XQVXUX� RODQ� WHNQRORML� NDYUDPÕQÕ� YH� PLOOL� VHUPD\H\OH� NXUXOPDVÕ� JLEL�
duygusal anlamda hedef tüketiciyi etkileyHELOHFHN� ELU� VORJDQ� VHoLOGL�� øçinde teknoloji 

geçen basit bir slogan: “Teknolojinin Türkçeci´��%X�WHNQRORML�YH�PLOOLOLN�XQVXUODUÕQÕQ�LNL�
NHOLPHGH�WRSODUNHQ�WDNWLU�HGLOPH�DPDFÕ�GD�J�WW�� 

%X� ED÷ODPGD� WHDVHU� UHNODPOD� LúH� EDúODGÕODU�� %X� UHNODPGDQ� VRQUD� Lkinci filmde 

Vestel’ in AR-GE üslerinin�ROGX÷X�G�Q\D�NHQWOHUL�YXUJXODQPD\D�oDOÕúÕOGÕ. Daha sonraki 

UHNODPODUVD� EX� LNL� UHNODPÕQ� GL]LOHULQL� ROXúWXUGX�� 9H� EX� UHNODPODU� ³7HNQRORMLQLQ�
7�UNoHVL´� VORJDQÕQÕQ� NDPSDQ\DODUÕ� QLWHOL÷LQGH� V�UG�U�OG��� %X� oDOÕúPDGD� 2004-2005 

\ÕOODUÕ�DUDVÕQGD�WHOHYL]\RQ�NDQDOODUÕQGD�\D\ÕQODQDQ�Android Veysel filmlerinin dört adeti 

|UQHNOHP� DOÕQDUDN� 6WXDUW� +DOO¶XQ� oRNOX� RNXPD� \|QWHPL� LOH� LQFHOHQPLúWLU�� <XNDUÕGD�
EHOLUWLOHQ�oRNOX�YH�NDUúÕW�RNXPD�\|QWHPOHUL� LOH�79�UHNODPODUÕ� LoLQGH�\DúDQÕODQ�ROD\ODU� 
J|VWHULOHQ� LPJHOHU�� GÕú� VHVOHU� UHIHUDQV� DOÕQDUDN� RNXQPXú� YH� DQODPODQGÕUÕOPÕú� YH�
göstergebilim çerçevesinde düz anlam-yan DQODP�LOLúNLVL�RNXQPXúWXU�� 

Reklam, ünlü-PDUND� HúOHúPHVLQLQ� WLSLN� ELU� |UQH÷LGLU��Günümüzde o kadar çok 

benzer ürün ve hizmet söz konusu ki, tüketicinin herhangi özel bir ürün ya da hizmeti 

NXOODQPDVÕ� LoLQ��R��U�Q�\D�GD�KL]PHWLQ�NHQGLVLQLQ�VXQGX÷X�QHVQHO�ID\GDGDQ�V|]�HWPHN�
DVOD�\HWHUOL�GH÷LO��7�NHWLFLOHUH�VDWÕQ�DOÕQPDN��]HUH�VXQXODQODUÕQ�EHOLUOL�NLúLOLN�|]HOOLNOHUL�
YH�LPDMODUÕ�GD�WDúÕPDODUÕ�JHUHNL\RU��%XQX�LIDGH�HWPHQLQ�HQ�HWNLOL�\|QWHPL�LVH���U�Q��ELU�
ünl��LOH�WDQÕWPD�VWUDWHMLVLGLU��)LGDQ��0DUNHWLQJ�7�UNL\H�'HUJLVL��<ÕO���/ 38: 32). Vestel 
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bu çerçevede, PDUNDVÕQD�� µWHNQRORMLN¶� V|]F�÷�Q�� \�NOHPH\H�� D\QÕ� ]DPDQGD� GD� GDKD�
KRúODQÕOÕU��EH÷HQLOLr marka olma DPDFÕQD�KL]PHW edecek yönde $YUXSD�<DNDVÕ�dizisi ile 

farNÕQGDOÕ÷ÕQÕ�DUWÕUDQ�$WD�'HPLUHU�PDUNDQÕQ��QO�V��RODUDN�NXOODQÕOPÕú�� 
øON� WHDVHU� Ueklam, 2’32’’ dakika uzun metraj, ‘repositioning’ (yeniden 

NRQXPODQGÕUPD�� ILOPLdir. Filmin senaryosunda, 2���� \ÕOÕQGD� WHNQRORMLOHUL\OH� G�Q\D\D�
\D\ÕODQ� 7�UNOHU¶LQ� EDúDUÕVÕQÕQ� DUGÕQGDNL� VÕUUÕ� DUDPDN� LoLQ� ����� \ÕOÕQD� 7�UNL\H¶\H�
J|QGHULOHQ� $QGURLG� 9H\VHO�� DUDúWÕUPDODUÕ� LOH� EXUDGDQ� WRSODGÕ÷Õ� ELOJLOHUL� ����� \ÕOÕQD�
J|QGHUPHNWHGLU�� )LOPGH� ����� \ÕOÕQGDNL� WHNQRORML\L� DQODPD\D� oDOÕúDQ� �� NRQVH\� �\HVL�
mevcuttur. ReklDPGDNL�ED]Õ�J|VWHUJHOHU�EX�DOWÕ�NLúLQLQ�dünyD¶QÕQ�WHNQRORML�RODUDN�|QGH�
JHOHQ� �� �ONHVLQL� WHPVLO� HWWL÷LQL� J|VWHUPHNWHGLU�� )LOPGH� ELU� NRQVH\� �\HVL� NÕUPÕ]Õ� ELU�
WHVSLK� oHNPHNWH� GL÷HUOHULQLQ� |Q�QGH\VH� QDUJLOH� EXOXQPDNWDGÕU�� 7HVSLK� 7�UN-øVODP�
JHOHQHQH÷L� YH� 0�VO�PDQOÕNWD simgesel bir anlama sahiptir. Reklam filminde tespih 

XQVXUX�NXOODQÕODUDN��EX��ONHOHUH�WHNQRORML�LKUDo�HGLOGL÷L�YH�E|\OHFH�EX�PLOOHWOHULQ�Türk-

øVODP� N�OW�U�Q�� LoVHOOHúWLUGL÷L� DQODWÕOPDN� LVWHQPLúWLU�� $\UÕca tespih çekmek halk 

DUDVÕQGD� ³VDEÕU� oHNPHN´� LoLQGH� NXOODQÕOPDNWDGÕU�� %XUDGD� 7�UN� �9HVWHO�� WHNQRORMLVLQL�
NÕVNDQPDVÕ�GD�$YUXSD��ONHOHULQLQ�EX� JHOLúPH\L� KD]PHGHPHPHVL�GH� LPD� HGLOPHNWHGLU��
$\UÕFD� ILOPGH�nargile� J|VWHUHQL�GH�NXOODQÕOPDNWDGÕU��Nargile, Asya'ya özgü geleneksel 

bir tütün� LoPH�DUDFÕGÕU��1DUJLOHQLQ�WDVDUÕPÕQGD�øVODP¶ÕQ�HWNLVLQGHNL�VDQDWÕQ�GHULQ�L]OHUL�
görünmektedir. Cami mLQDUHVLQL� DQGÕUDQ� VHU� NÕVPÕ� EXQX� oRN� L\L� VLPJHOHPHNWHGLU��
$\UÕFD�0DUSXo� NÕVPÕQGD� JHQHOGH� HO� GRNXPDVÕ� RODQ� NLlim desenleri NXOODQÕOPDNWDGÕU. 
.HQGLQH�KDV�NXOODQÕP�YH�HWLN�NXUDOODUÕ�RODQ�QDUJLOH�7�UN-2VPDQOÕ�N�OW�U�Q��\DQVÕWDQ�ELU�
DUDo�GXUXPXQGDGÕU��5HNODPGD�nargile ve tespih unsuru�NXOODQÕODUDN� teknoloji � LKUDFÕQÕQ�
N�OW�U� LKUDFÕ� ROGX÷X� JHUoH÷LQH� J|QGHUPH� \DSÕOPÕúWÕU�� 9HVWHO� PDUNDVÕQÕQ� WHNQRORMLGHNL�
EX�JHOLúLPL�YH�|QOHQHPH]�NDEXO��7�UN-øVODP�N�OW�U�Q�Q�NDEXO�\OH� LOLúNLOHQGLULOPLúWLU��
%X� úHNLlde Vestel’ in millil LN� XQVXUX� YXUJXODQPÕú� E|\OHFH� Lo� SD]DUGD� GX\JXVDO� \DQGDú�
WRSODQPDN�LVWHQPLúWLU�� 

Marka-�QO�� HúOHúPHVLQLQ� �QO�� D\D÷ÕQÕ� ROXúWXUDQ� $WD� 'HPLUHU� ILOPGH� 9HVWHO�
9H\VHO�GL\H�DGODQGÕUÕOPÕúWÕU��9H\VHO¶LQ��]HULQGH�ILUPDQÕQ�NXUXP�UHQJL�RODQ�NÕUPÕ]Õ�ELU�
J|POHN� YDUGÕU�� Veysel=VesteO¶OH�� �]HULQGHNL� NÕUPÕ]Õ� UHQN kurum rengiyle 

LOLúNLOHQGLULOPLúWLU�� .RQXúPD� úHNOL� VÕUDGDQ� KDON� JLELGLU�� KDONÕQ� DUDVÕQGDQ� ELU� Lú� RODQ�
WDNVLFLOLN�PHVOH÷LQL�\DSPDNWDGÕU��9H\VHO¶LQ�EX��o�WHPHO�XQVXUX�GÕú�SD]DUGD�L\L�ELU�VDWÕú�
hacmi tutturan Vestel fLUPDVÕQÕQ� LoHULGH� GH� \DNDOaPDN� LVWHGL÷L� PDUND� WHUFLKLQLQ� ELU�
\ROXGXU��%X�úHNLOGH�9HVWHO�ILUPDVÕ�L]OH\LFLGH��WHNQRORML�RODUDN�G�Qyada  en iyi durumda 
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RODQ� LoLPL]GHQ� ELUL´� LPDMÕQÕ� edinmek� LVWHPLúWLU�� $\UÕFD� 9H\VHO¶LQ� NRQXúPD� üslubu 

KDONÕQ�LoLQGHQ��LoWHQ��mütHYD]Õ�ELU�WDU]GDGÕU��+DUHNHWOHUL�YH�esperilerinde�VDIOÕN��WHPL]OLN�
YH�GR÷DOOÕN�PHYFXWWXU��%X�GD�7�UN�PLOOHWLQLQ�|]HOOLNOH�$QDGROX�N�OW�U�Q�Q�karakteristik 

|]HOOLNOHULQGHQ� ELUNDoÕGÕU�� 9H\VHO� \DQÕ� EDúÕPÕ]GDNL� NRPúX�� \DUGÕPVHYHU� WDNVLFL��
VRNDNWDNL� KDONWÕU�� %X� \|Q�\OH� VÕUDGDQ� LoLPL]GHQ� ELUL� RODQ� 9HVWHO� NDUDNWHUL�� PLOOL�
VHUPD\H\OH� NXUXODQ� YH� LúOHWLOHQ� 9HVWHO� LOH� |]GHúWLU�� %X� \|Q�\OH� G�Q ya da n birçok 

PDUNDQÕQ� WRS� NRúWXUGX÷X� elektronik-EH\D]� Hú\D-GD\DQÕNOÕ� W�NHWLP� PDOODUÕ�
kategorilerindeki� GL÷HU� PDUNDODU� DUDVÕQGDQ� IDUNOÕODúPD� YH� GX\JXVDO� \DQGDú� WRSODPD�
LVWH÷L�YDUGÕU��%XQX da teknoloji gibi edinilmesi zor olan, emek ve bilgi isteyen bir unsur 

QHGHQL\OH�KDNOÕ�VD\JÕQOÕ÷D�GD\DQGÕUPD�X÷UDúÕ�YDUGÕU�� 
øNLQFL� UHNODP� ILOPL,� VHQDU\R� DoÕVÕQGDQ� LON� ILOPLQ� NDOGÕ÷Õ� \HUGHQ� ELU� GHYDPÕGÕU� 

7DNVLFL�9H\VHO¶LQ�DUDEDVÕQGDGÕU�YH�ELU�GH�0DQLVD�9HVWHO�&ity’e gitmek üzere bayan bir 

\ROXFXVX�YDUGÕU��'L\DORJODUGDQ��ED\DQÕQÕQ�9HVWHO¶LQ�6DQ�'LHJR¶GDNL�$U-Ge merkezinde 

oDOÕúDQ�ELU�P�KHQGLV�ROGX÷X�DQODúÕOPDNWDGÕU��%X�VHNDQVWD�9HVWHO¶LQ�$YUXSD¶GDNL�oHúLWOL�
Ar-*H�PHUNH]OHULQGH�7�UN�P�KHQGLVOHUL� oDOÕúWÕUPDVÕ�JLEL�ELU�XQVXUX�YXUJXODPÕúWÕU��Bu 

unsurun, UHNODPGD�YXUJXODQPDVÕ� WHNUDUGDQ�PLOOLOLN�\|Q�QH�J|QGHUPH�\DSPDNWDGÕU��%X�
\ROFX� ED\DQ�� EDNÕPOÕ� VL\DK� WDNÕP� HOELVHOL�� EH\D]� J|POHNOL�� J|]O�NO�� ELU� ED\DQGÕU��
%D\DQÕQ� ER\QXQGD� VDGH� ELU� LQFL� NRO\H� YDUGÕU�� øú� NDGÕQÕ� stereotipine uygundur. Bu 

úHNLOGH�9HVWHO�oDOÕúDQ�ELU�P�KHQGLVLQL�ED\DQ�RODUDN�J|VWHUHUHN�NDGÕQD�WRSOXPVDO�KD\DWWD�
verdikleri önemi göstermekte ve hedef kitlelerinden�HOHNWURQLN�YH�EH\D]�Hú\D�VDWÕQ alma 

NDUDUÕ�V�UHFLQGH�|QHPOL�V|]�KDNNÕ�RODQ�NDGÕQODUÕQÕQ�VHPSDWLVLQL�ND]DQPD�\ROXQGD��VW��
NDSDOÕ� GD� ROVD� WDNWLU� KLVVL� DOPDNWD�EHNOHPHNWHGLUOHU�� )LOPGH� \ROFX÷X� tamamlayan 

$QGURLG�9H\VHO�YH�\ROFX�ED\DQÕQ�0DQLVD¶GDNL�9HVWHO�&LW\¶H�JHOGLNOHUL�J|U�OPHNWHGLU��
FDEULNDQÕQ�JLULú�NDSÕVÕQGD�VRO�DOW�WDUDIÕQGD�=RUOX�+ROGLQJ¶LQ�ORJRVX��\XNDUÕ�RUWDVÕQGD\VD�
VESTEL CI7<� \D]PDNWDGÕU�� %X� UHNODP� ILOPLQGH� 9HVWHO� &LW\¶QLQ� DOWÕQGD� =RUOX�
*UXEX¶QXQ� ORJRVXQXQ� J|U�OPHVL� =RUOX� *XUXEX¶QXQ� DOW� PDUNDVÕ� RODQ� 9HVWHO¶H� EX�
anlamda destek ve imaj ND]DQGÕUPD� LVWH÷LQGHQ�ND\QDNODQPDNWDGÕU��%XQXQ�\DQÕQda bu 

durumun terside söz konusuGXU�� <DQL� 9HVWHO� DOW� PDUNDVÕ�� PHJD� PDUNDVÕ� RODQ� J�oO��
LPDMÕQGDQ� PHQVXS� ROGX÷X� PHJD� PDUNDVÕ� =RUOX� *UXEX¶QXQ� QDVLSOHQPHVLQL�
VD÷ODPDNWDGÕU�� %XUDGD� EX� LNL� PDUNDQÕQ� ELUELUOHULQLQ� PDUND� LPDMÕQÕ� J�oOHQGLUGLNOHUL�
görülmektedir. %X� úHNLlGH� =RUOX�+ROGLQJLQ� DPLUDO� JHPLVL� RODQ�9HVWHO� DQD�PDUNDVÕ\OD�
LOLúNLOHQGLULOPLúWLU�� 
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øQFHOHQHQ� �o�QF�� UHNODP� ILOPL� 9HVWHO¶LQ� \HQL� �U�QOHULQH� GLNNDW� oHNPHN�
istenirken son reklam filminde de “TeknolRMLQLQ� 7�UNoHVL´� VORJDQÕQGDNL� “T ürkçesi”  

unsurunu kuvvetlendirecek, muhtemel tüketicisinin zihninde yer etmesini anlam, 

J|VWHUJH�YH�NRGODUOD�GROXGXU��%X�NRGODU��6�OH\PDQL\H�&DPL��'LMLWDO�DNVDQODU�� øVWDQEXO�
%R÷D]Õ¶QGD� YDSXU�� 6LPLW� \DQÕQGD� LQFH� EHOOL� EDUGDNWD� oD\�� 'DOJDODQDQ� 7�UN� ED\UD÷Õ��
UHNODPGD�NXOODQÕODQ�P�]LNVH�=HNL�0�UHQ�VHVLQGHQ�³ùLPGL�X]DNODUGDVÕQ��J|Q�O�KLFUDQOD�
GROGX´� úDUNÕVÕGÕU�� %XUDGDNL� J|VWHUJHOHUGHQ�� 6�OH\PDQL\H� &DPL�� .DQXQL� 6XOWDQ�
6�OH\PDQ�DGÕQD�0LPDU�6LQDQ�WDUDIÕQGDQ�øVWDQEXO¶GD�\DSÕODQ�YH�2VPDQOÕ�PLPDULVLQLQ�HQ�
|QHPOL� |UQH÷L� RODQ� HVHUGLU�� %XUDGD� UHNODPGD� LVH�� 6�OH\PDQL\H� &DPL�� 9HVWHO¶LQ� \HQL�
�UHWWL÷L�'03�7HOHYL\RQGD�J|VWHULOPHVL�7�UN-øVODP�JHOHQH÷LQH�\DSÕODQ�ELU�J|QGHUPHGLU��
6�OH\PDQL\H� &DPLQLQ� ROXPOX� YH� LKWLúDPOÕ� LPDMÕ�� 9HVWHO¶LQ� WHNQRORMLN� DWD÷Õ\OD�
LOLúNLOHQGLULOPHN� LVWHQPLúWLU�� %XQXQ� \DQÕQGD� 'LMLWDO� DNVDQODUÕQ� ROGX÷X� UHVLP�
7HOHYL]\RQXQ� NHQGLQH� YH� \DSÕOGÕ÷Õ� WHNQRORMLQLQ� �VW�QO�÷�QH� \DSÕODQ� ELU� J|QGHUPHGLU��
øVWDQEXO� %R÷D]Õ� .DUDGHQL]� LOH� 0DUPDUD� 'HQL]L¶QL� ELUOHúWLUHQ� ELU� N|SU�G�U�� $\UÕFD�
Rumeli  (Avrupa) ve Anadolu� �$V\D�� \DNDODUÕQÕ� ELUELULQH� ED÷ODGÕ÷ÕQGDQ� EX� LNL� N�OW�U��
PHGHQL\HW� YH� WDULK� XQVXUODUÕQÕQ� ]HQJLQOL÷LQL� GH� ELUELULQH� ED÷ODPDNWDGÕU�� $\UÕFD��
G�Q\DQÕQ�HQ�HVNL�YH�HQ�J|]GH�úHKLUOHULQGHQ�ELUL�RODQ�øVWDQEXO��G�Q\DQÕQ�RUWDN�PHGHQL\HW�
PHUNH]L�RODUDN�GD�NDEXO�HGLOPHNWHGLU��5HNODPGD�GD�EX�XQVXU�NXOODQÕODUDN�9HVWHO¶LQ�KHU�
HYH� JLUPHN� LVWHPHVL� WHPHOLQH� GD\DQDQ� JHQLú� ELU� KHGHI� NLWOH\H� XODúPD� LVWH÷LQL�
J|UPHNWH\L]��6LPLW�\DQÕQGD�LQFH�EHOOL�EDUGDNWD�oD\GD�7�UN�N�OW�U�Q��\DQVÕWDQ�ELU�XQVXU�
ROGX÷XQGDQ� L]OH\LFL\H� LoLPL]GHQ� ELUL� L]OHPLQL� YHUPHNWHGLU�� 'DOJDODQDQ� 7�UN�%D\UD÷Õ��
9HVWHO¶LQ�PLOOL�VHUPD\H\OH�NXUXOGX÷XQX�J|VWHUPHN�L]OH\LFLGH�GX\JXVDO�ED÷�ROXúWXUPDN�
DPDoODQPÕúWÕU�� 

dDOÕúPDGD� D\UÕFD�� PDUNDODúPD� V�UHFLQGH� |QHPOL� ELU� URO�� RODQ� J|UVHO� NLPOLN�
XQVXUODUÕQGDQ� 9HVWHO� ORJRVXQXQ� J|VWHUJHELOLPVHO� LoHULN� o|]�POHPHVL� GH� \DSÕOPÕúWÕU��
%�\�\HQ� LPDODW� YH� VDQD\L� NXUXOXúODUÕ� NHQGLOHULQL� WDQÕWPDN� YH rakiplerinden ayUÕúPDN 

DPDFÕ\OD�oHúLWOL�J|UVHO�J|VWHUJHOHUH�JHUHNVLQLP�GX\DUODU��%X�ED÷ODPGD�GRNXQGX÷X�KHU�
\HUGH� úDKVÕQD�P�QKDVÕU� HWNL�EÕUDNDQ�J|UVHO�NLPOLN�XQVXUODUÕQGDQ� ORJR��NXUXPXQ�KHGHI�
NLWOHGH�EÕUDNPDN� LVWHGL÷L�HWNL�QRNWDVÕQGD�oRN�|QHPOL�ELU� \HUH� VDhiptir. %D]Õ�NXUXOXúODU�
NHQGLOHULQL� VLPJHVHO� YH\D� |]HO� LúDUHWOHUOH� LIDGH� HGHUNHQ� ED]Õ� NXUXOXúODU� NHQGLOHULQL�
isimleriyle ifade etmeyi tercih ederler. VESTEL logosunda en dikkat çekici unsurlar, 

ORJRVXQX� LVPL\OH� VXQPDVÕ�� ORJRQXQ� RNXQDNOÕ� ROXúX�� NDUPDúÕN� VLPge ve sembollerden 

ROXúPDPDVÕ�� RUDQWÕ� RODUDN� KHPHQ� GLNNDWL� oHNHFHN� GLNG|UWJHQ� ELU� \DSÕGD� ROPDVÕ ve 
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NXOODQGÕ÷Õ�NRQWUDVW��VÕFDN�UHQNOHUGLU� 5HQNOHU�KHU�J|UVHO�NLPOL÷LQ�|QHPOL�YH�DQODPOÕ�ELU�
J|VWHUJHVLGLU�� 5HQN� ELOLPL� DUDúWÕUPDFÕODUÕ� KHU� UHQJH� IDUNOÕ� ELU� GH÷Hr yüklemektedirler. 

.XUXOXúODU� GD� KHGHI� NLWOHOHULQGH� \DUDWPDN� LVWHGLNOHUL� HWNL\H� J|UH� NHQGLOHULQH� X\JXQ�
gelen rengi seçmektedirler (Karsak, 2004: 110). Logotype’nin üzerindeki kÕUPÕ]Õ��DNWLI��
HQHUMLN� YH� GLQDPLN� \DSÕVÕ� VD\HVLQGH� WXWNXQXQ�� DWHúLQ�� DúNÕQ�� NDQÕQ�� KD\DWÕQ� YH�
7�UNL\H¶QLQ� PLOOL� UHQJLGLU�� 'DOJD� ER\X� \�NVHN� ELU� UHQN� ROGX÷XQGDQ� GLNNDW� oHNLFLGLU��
*|U�Q�UO�N�YH�IDUN�HGLQLOLUOLN�|]HOOL÷LQLQ�GH�HWNLVL\OH�PDUND�IDUNÕQGDOÕ÷ÕQGD�|QHPOL�ELU�
unsurdur. �7�UN�%D\UD÷Õ¶QÕQ�UHQJL�RODQ�NÕUPÕ]Õ��³ED\UDN�NÕUPÕ]Õ´�RODrak anÕOÕU��'L÷HU�ELU�
renk olan bH\D]� VDIOÕN�� WHPL]OL÷LQ� VHPERO�G�U�� ROXPOX� YH� NDEXO� HGLFL� ELU� WDYUÕ� YDUGÕU��
6DYDúWD� EH\D]� ED\UDN�� WHVOLPL\HWL� YH� EDUÕúÕ� VLPJHOHU�� 7HPL]OLN� YH� VDIOÕN� |QHPOL� ELU�
UHQNWLU�� 6RQXo� RODUDN� EH\D]�� DUÕOÕN�� ]DIHU�� EDUÕú� QHúH�� WHVOLPLyeW�� PHUKDPHW�� VDIOÕN��
bekaret, maVXPL\HW�YH� DGDOHWLQ� UHQJLGLU�� \HQLGHQ�GLULOLú� YH�|O�PV�]O�÷��GH� VHPEROL]H�
etmektedir (Uçar, 2004: 48-49). Vestel bu renklerle insanlar üzerinde bu terimsel 

HWNLOHULQ�\DQÕQGD�Türkiye’nin milli renklerini�NXUXPVDO�NLPOL÷L\OH�|UW�úW�UPHN�\ROX\OD�
GX\JXVDO�WDUDIWDU�WRSODPD�\ROXQD�JLWPLúWLU�� 

øQFHOHGL÷LPL]� UHNODP� ILlPOHUL� YH� 9HVWHO¶LQ� ORJRW\SH¶VLQGH� IDUNOÕ� \HUOHUGH�� IDUOÕ�
araçlarla sunulan tespih, nargile, Süleymaniye Cami, çay ve simit, dalgalanan Türk 

%D\UD÷Õ�� øVWDQEXO� %R÷D]Õ� $WD�'HPLUHU¶LQ� NÕUPÕ]Õ� J|POH÷L�� NÕUPÕ]Õ�� EH\D]� UHQJL�� JLEL�
W�P� EX� XQVXUODU�9HVWHO� ILUPDVÕQÕQ�PLOOLOLN� XQVXUXQD� ELU� J|QGHUPHGLU�� %XQXQ� \DQÕQGD�
logo ve kXUXPVDO�UHQJLQ�NÕUPÕ]Õ�EH\D]�ROPDVÕ�L]OH\LFLGH�EX�psikolojik etkiyi yaratmak 

LVWHPHQLQ� \DQÕQGD� NXUXPVDO� LPDMÕ�� ELOLQLUOL÷L�� WDQÕQÕUOÕ÷Õ� YH� IDUNÕQGDOÕ÷Õ� \DUDWPD�
LVWH÷LQGHQ�ND\QDNODQPDNWDGÕU�� 
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SÖZLÜKÇE 

Analiz (Analysis):� 3D]DUODPD� HWNLQOLNOHULQLQ� GH÷HUOHQGLULOPHVLQH� YH�
\|QHWLFLOHULQ�NDUDUODUÕQD�\DUGÕPFÕ�ROPDN� LoLQ��PDUND�YH�NDWHJRUL�KDNNÕQGD�VD\ÕVDO�veri 

kullanmak (Broadbent 2003: 259-263). 

$UWÕN� �5HVLGXDO���%D÷OÕ� GH÷LúNHQLQ� GH÷HUL� LOH� RWXUWXODQ� H÷ULGH� RQD� GHQN� JHOHQ�
GH÷HU� DUDVÕQGDNL� IDUN.�%DúDEDú�HVQHNOL÷L� �%UHDNHYHQ�HODVWLFLW\���(WNLQOLNWHNL�N�o�N�ELU�
GH÷LúLNOL÷LQ�NDUGD�KLoELU�GH÷LúLNOL÷H�\RO�DoPDGÕ÷Õ�HVQHNOLN�(Broadbent 2003: 259-263). 

$úLQDOÕN�� ø]OH\LFLQLQ� PDUND� \D� GD� �U�Q� KDNNÕQGDNL� IDUNÕQGDOÕ÷ÕQÕQ� QLFHOLNVHO�
PLNWDUÕ�(http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

ATS Average Time Spend:�+HGHI� W�NHWLFLQLQ�WHOHYL]\RQ�L]OHPHN�LoLQ�D\ÕUGÕ÷Õ�
]DPDQÕ�LIDGH�HGHU��www.rvd.org.tr/dictionaryBody). 

%LULP�EDúÕQD�EU�W�NDU��*URVV�PDUJLQ��SHU�XQLW�� Marka bütçesinde, birim ba-

úÕQD� JHOLU�� \DQL� ELU� ELULP� VDWÕOGÕ÷ÕQGD� DOÕQDQ� SDUDGDQ� ELULP� EDúÕQD� GH÷Lúebili r maliyet 

oÕNWÕ÷ÕQGD�NDODQ (Broadbent 2003: 259-263). 

%LULP�EDúÕQD�GH÷LúHELOLU�PDOL\HW��9DULDEOH�FRVW��SHU�XQLW�� Marka bütçesinde, 

HN�ELU� ELULP��U�Q���UHWPHN�YH� W�NHWLFL\H�XODúWÕUPDN� LoLQ�JHUHNHQ� �|UQH÷LQ�KDPPDGGH�
LoLQGH��RUWDODPD�SDUD��7RSODP�GH÷LúHELOLU�PDOL\HW� �6DWÕODQ�WRSODP�ELULP, x biULP�EDúÕQD�
GH÷LúHELOLU�PDOL\HW�(Broadbent 2003: 259-263). 

Ciro: Bir tekli fi desteklemek ve ona güvenili rli k eklemek içiQ�PDUND�NLPOL÷LQLQ�
NXOODQÕOPDVÕ (http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Çerçeveleme (Framing):�5HNODPÕQ�� W�NHWLFL\L���U�Q��NXOODQGÕ÷Õ�YH\D� W�NHWWL÷L�
]DPDQ� GR÷UXODGÕ÷Õ� YH\D� DOJÕODGÕ÷Õ� ELU� �U�Q� QLWHOL÷LQH� \|QOHQGLUPH� V�UHFL (Broadbent 

2003: 259-263). 

'D÷ÕWÕP� �'LVWULEXWLRQ��� %DNNDOL\HGH� JHQHOOLNOH� PDUND\Õ� EXOXQGXUPD\Õ� EH-
QLPVHPLú� VDWÕú� QRNWDODUÕQÕQ� YH\D� G�NNDQODUÕQ� �KHU� QRNWDQÕQ� VDWÕú� UDNDPÕ\OD�
D÷ÕUOÕNODQGÕUÕOPÕú��\�]GHVL��%X�VD\Õ\Õ�
EXOXQDELOPH
�RUDQÕQD�GDKD�\DNODúWÕUPDN�LoLQ�ED]Õ�
G�]HOWPHOHU� \DSÕOPDVÕ� JHUHNHELOLU�� 6WRNVX]� VDWÕú� QRNWDODUÕ� \�]GHVLQL� GD÷ÕWÕP�
yüzdesindeQ�oÕNDUPDN��
Gükkanda önde olma\Õ��\DQL�JHUoHNWHQ�UDI�WD�ROPD\Õ�|OoPHN�YH�
UDI� WD� W�NHQLS�VDGHFH�GHSRGD�EXOXQPD�GXUXPODUÕQÕ�GÕúDUÕGD�WXWPDN��'D÷ÕWÕPÕQ�NDOLWHVL��
G�NNDQGDNL�NRQXPD��G�NNDQÕQ�|Q� \�]�QGHNL� UHNODP�PDO]HPHVLQLQ� VD\ÕVÕQD�� NDSODQDQ�
UDI� X]XQOX÷XQD� YH\D� EX]dolDEÕQGD� HGLQLOHQ� DODQÕQ� \�]GHVLQH� J|UH� UDNDPODQGÕUÕODELOLU�
(Broadbent 2003: 259-263). 
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'H÷HU��9DOXH���%LU�PDUNDQÕQ�NÕ\PHWL��YDOXH��YH\D�HGHUL��ZRUWK���%X�oDOÕúPDGD�
7�NHWLFL� *|]�QGHNL� 0DUND� (GHUL� DQODPÕQGD� NXOODQÕOÕ\RU�� $PD� GDKD� JHQHOGH�

GL÷HUOHULQGHQ�GDKD�fa]OD�SDUD�|GHPH\H�GH÷HU
�GHPHN�(Broadbent 2003: 259-263). 

Eder (Equity):�*HQHOGH��PDUNDQÕQ� 
NÕ\PHWL
� YH\D� 
GH÷HUL
� DQODPÕQGD� VHUEHVWçe 

NXOODQÕOÕ\RU��
7�NHWLFL�*özündeki Marka Ederi'nin (Consumer Brand Equity) NÕVD�ELoLPL�
RODUDN�NXOODQÕOÕ\RU�(Broadbent 2003: 259-263). 

Ekonometr i (Econometr ics):� øVWDWLVWLN� \|QWHPOHULQ� HNRQRPLN� YHULOHUH�
X\JXODQPDVÕ��%URDGEHQW����������-263). 

(VQHNOLN��(ODVWLFLW\���|UQ��UHNODP�JLEL�ELU�SD]DUODPD�HWNLQOL÷LQLQ�HVQHNOL÷L�� 
3D]DUODPD�HWNLQOL÷L�\�]GH���GH÷LúWL÷LQGH��VDWÕú�KDFPLQGe oUWD\D�oÕNDQ�GH÷LúLP�\�]GHVL 
(Broadbent 2003: 259-263). 

(ú�0DUNDODúPD��2UWDN�ELU�WHNOLI�LoLQ�ELUELUL\OH�DODNDOÕ�RODQ�LNL�\D�GD�GDKD�ID]OD�
PDUND\Õ� NXOODQPDN�� +HU� ]DPDQ� GH÷LO� DPD� JHQHOOLNOH�� HúLW� NXYYHWWH� PDUNDODU� YHULOLU�
(http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

(WNLOL� 6ÕNOÕN�� 7�NHWLFLGH� UHNODP� PHVDMÕQÕQ� ROXúWXUPDN� LVWHGL÷L� GDYUDQÕú�
GH÷LúLNOL÷LQL� VD÷ODPDN� LoLQ� JHUHNOL� UHNODP� J|UPH� VÕNOÕ÷ÕGÕU� 8OXVODUDUDVÕ� NDEXO� J|UHQ�
DVJDUL� GH÷Hr 2’dir. 3 276� LVH� RSWLPXP� VÕNOÕN� GH÷HUL� RODUDN� NDEXO� HGLOLU�
(www.rvd.org.tr/dictionaryBody).  

(WNLOL� 8ODúÕP�� (WNLOL� 6ÕNOÕN� � (WNLOL� 8ODúÕP�� 5HNODPÕQ� LVWHQHQ� HWNL\L�
\DUDWDELOPHVL� LoLQ� JHUHNOL� J|U�OHQ� XODúÕP� G�]H\LGLU�� %HOOL� ELU� VÕNOÕN� GH÷HUL\OH� ELUOLNWH�
NXOODQÕOÕU��8OXVODUDUDVÕ�DVJDUL�GH÷HU�����RODUDN�DOÕQÕU��www.rvd.org.tr/dictionaryBody). 

Etkinlik (Activity): Pazarlama bütçesinden ödenen ve hedefi etkilemeyi 

DPDoOD\DQ�� UHNODP� YH\D� GL÷HU� LOHWLúLP� YH\D� JHoLFL� IL\DW� GH÷LúLNOLNOHUL� JLEL� H\lemler 

(Broadbent 2003: 259-263). 

*HQLúOHWHQ� PDUND�� %|\OH� ELU� PDUND� ELU� |]HO� P�úWHUL� VHJPHQWLQLQ� \HJDQH�
LKWL\DoODUÕQD�KLWDS�HGHEili r (http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Grafik (Plots):� 9HUL\L� H÷ULOHU�� oL]JLOHU�� VLPJHOHU�� oXEXNODU� KDOLQGH�� LNL� HNVHQ�
NDUúÕVÕQGD��\DWay eksen x, dikeyeksen y) sunmak (Broadbent 2003: 259-263). 

GRP Gross Rating Points (TRSODP� ø]OHQPH� 2UDQÕ�� >øQJLOWHUH¶de TVR, 

Rating, (TV reyting) denir ]: �5HNODP�\D\ÕQODQGÕ÷ÕQGD�UHNODPÕ�J|UPH�RODQD÷Õna sahip 

NLúLOHULQ� VD\ÕVÕQÕQ�� WDQÕPODQPÕú� HYUHQGHNL� NLúLOHULQ� �|UQH÷LQ� HY� NDGÕQODUÕQÕQ�� WRSODP�
VD\ÕVÕQD� RUDQÕ�� ���� UH\WLQJ� GHPHN�� UHNODP� \D\ÕQODQGÕ÷ÕQGD� R� HYUHQGHNL� KHUNHVLQ�
ortalama 1 kez “ reklDPÕ�J|UPH�RODQD÷Õ´�ROPXú� DQODPÕQD�JHOLU� (Broadbent 2003: 259-
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263).�%LU�UHNODP�NDPSDQ\DVÕQÕQ�EHOLUOL�V�UH�GDKLOLQGH�HOGH�HGLOPLú�RODQ�WRSODP�L]OHQPH��
GLQOHPH�YH\D�RNXQPD�RUDQÕQÕ�LIDGH�HGHU��%LU�NDPSDQ\DQÕQ�WRSODP�UDWLQJL����¶GHQ�ID]OD�
RODELOLU��%D]Õ�NLúLOHU�ELU� UHNODPÕ�ELUGHQ� ID]OD�NH]�J|UHELOLU��%LU�NDPSDQ\DQÕQ�*53¶OHUL�
EL]H�NDPSDQ\DPÕ]ÕQ� HWNLVL� KDNNÕQGD�ELOJL� YHULU��$QFDN��*53� UHNODPÕPÕ]Õ� NDo�GH÷LúLN�
LQVDQÕQ� J|UG�÷�� ELOJLVLQL� YHUPH]�� d�QN�� *53� WHNUDUODUÕ� LoHULU�
(www.rvd.org.tr/dictionaryBody). 

Reach (UODúÕP): %LU�NDPSDQ\D��\D\ÕQ��\D�GD�G|QHP�LoLQGH�UHNODPÕ�HQ�D]�ELU�NH]�
göUHQOHULQ� WRSODP� KHGHI� NLWOHGHNL� \�]GHVHO� RUDQÕGÕU�� 8ODúÕP� ���¶� GHQ� E�\�N� Rlamaz. 

8ODúÕP�QHW�ELU�GH÷HUGLU�(www.rvd.org.tr/dictionaryBody). 

Hacim (Volume):� 1H� NDGDU� �U�Q� VDWÕOGÕ÷ÕQÕQ� ELU� |Oo�V��� %LULPOHU�� �Uünün ni-

WHOL÷LQH�ED÷OÕGÕU�� OLWUH� \D�GD�JDORQ� JLEL� V|]HO� DQODPOD� VÕQÕUOÕ� GH÷LOGLU��$÷ÕUOÕN� �NJ�YH\D�
WRQ�� YH� VD\ÕODU� �VWDQGDUW� NROLOHU�� KDFLP� NDYUDPÕQD� GDKLOGLU�� 3DNHW� VD\ÕVÕ� SHN� HQGHU�
NXOODQÕOÕU��o�QN��SDNHW�E�\�NO�NOHUL�GH÷LúLNWLU��%URDGEHQW����������-263). 

+DONOD� øOLúNLOHU��.XUXPVDO� LWLEDUÕ� ROXúWXUPD�  ya da  sürdürmeyi amaçlayarak, 

LOHWLúLPL�yöneten idare (http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf) 

Hedef (Target): �'DYUDQÕúÕQÕ�HWNLOHPeye karDU�YHUGL÷LPL]�W�NHWLFL�YH\D�P�úWHUL 
(Broadbent 2003: 259-263). 

Hesap Verebili r (Accountable):�<|QHWLPLQ�NR\GX÷X�KHGHIOHULQH�XODúWÕ÷Õ�YHya 

XODúPDGÕ÷ÕQD� LOLúNLQ� LQDQGÕUÕFÕ� NDQÕW� YDUVD�� ELU� SD]DUODPD� HWNLQOL÷L� 
KHVDS� YHUHELOLU
�
demektir.�+HGHI�oR÷X�NH]��JHQHO�NDUÕ�\�NVHOWPHN��]HUH�\D�GD�NDEXO�HGLOHELOLU�EHOOL bir 

maliyette, tüketici davrDQÕúÕQÕ�HWNLOHPHN�ELoLPLQGHGLU�(Broadbent 2003: 259-263). 

+L]PHW�0DUNDVÕ� Firma hizmetlerine tahsis edilmiú�PDUNDODU�+L]PHW�PDUNDODUÕ��
|]HO��U�Q�oL]JLOHULQL��|]HO�P�úWHUL�JUXSODUÕQÕQ�LKWL\DoODUÕ�LOH�EXOXúWXUPDN�LoLQ�X\DUODPD�
yapabilme gücü VD÷ODUODU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf) 

øoVHO� 0DUNDODúPD�� dDOÕúDQODUÕQ� PDUND� \|QHWLPL� YH� PDUND\Õ� J�QO�N�
DNWLYLWHOHULQGH� \DúDPDODUÕ� KDNNÕQGD� H÷LWLOGL÷L� V�UHo 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

øOHWLúLP� �&ommunications):� 3DUDVÕ� |GHQHQ� YH� KHUKDQJL� ELU� \ROOD� W�FFDUD��
P�úWHUL\H�YH\D�W�NHWLFL\H�PHVDM�JHoHQ�HWNLQOLN��.LWOH�PHFUDODUÕQGD�UHNODP��EX�\ROODUGDQ�
biri (Broadbent 2003: 259-263). 

øú� 6�UHFL�� %LU� úLUNHWLQ� LGDUH� HWWL÷L� V�UHoOHUGLU� øú� V�UHoOHUL�PDUND� SODWIRrmuyla 

mutlaka uyumlu ROPDOÕGÕU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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ø]OH\LFL�� 0DUND� LOH� HWNLOHúLPGH� RODQ� KHUKDQJL� ELU� NLúL�� %LU� úLUNHWLQ� WHPHO� Lo�
L]OH\LFLOHUL� oDOÕúDQODU� YH� HPHNOLOHUGLU�� 'Õú� L]OH\LFLOHU� LVH�� Lú� RUWDNODUÕ�� Lú� RODVÕOÕNODUÕ��
GHQHWOH\LFLOHU�� WRSOXP� YH� PHG\DGÕU� Bayilerimiz ve distribütörlerimiz çift role 

VDKLSWLUOHU�� �U�QOHULPL]L� P�úWHULOHUH� XODúWÕUGÕNODUÕ� LoLQ� Lo� L]OH\LFLOHU� D\QÕ� ]DPDQGD�
NHQGLOHUL� GH� ELUHU� P�úWHUL� ROGXNODUÕ� LoLQ� GÕú� izleyicilerdir 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

-HQHULN� øVLP�� 7LFDUL� PDUND� ND\GÕ� WDUDIÕQGDQ� NRUXQPD\DQ� ELU� NDWHJRULQLQ�
WDQÕPOD\ÕFÕ�LVPL (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Kategor i (Category):� %LUELUL\OH� GR÷UXGDQ� oHNLúHQ� �UHNDEHW� HGHQ�� ELU� JUXS�
marka (Broadbent 2003: 259-263). 

Kimlik Sistemi:� .XUXP� NLPOL÷L� YH� LPJHOHULQ� NXOODQÕPÕ� LoLQ� ROXúWXUXODQ�
\|QHUJHOHU� YH� úDUWODU� E�W�Q�� �ÖUQH÷LQ� EURú�UOHUGH� NXOODQÕODQ� PDWHU\DOOHU� 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

.XUXP� øOHWLúLPOHUL�� 0DUND� LOHWLúLPLQH� LOLúNin tüm bütüQOHúLN� LOHWLúLP�
stratejil eridir (http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

.XUXP� øPDMÕ� HalNÕQ� úLUNHW� KDNNÕQGDNL� DOJÕVÕGÕU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf) 

.XUXP�øP]DVÕ� Kurum sembolü ve kurum adÕQGDQ�ROXúDQ�Eir kombinasyondur 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf) 

.XUXP�.LPOL÷L� %LU�úLUNHWLQ�NHQGLQL�WDNGLP�HWWL÷L�LOHWLúLP�VLVWHPLGLU���ùLUNHWLQ�
aGÕQÕ� logosunu, terminolojisini  içerir.) 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Kurum MarNDODúPDVÕ�� 3ODQOÕ� YH� VWUDWHMLN� ELU� ELoLPGH� NXUXP� PDUNDVÕ�
WDQÕPODPD�V�UHFLGLU� .XUXPXQ� Lo�YH�GÕú� W�P�L]OH\LFLOHULQLQ�NXUXP�PDUNDVÕ�KDNNÕQGDNL�
DOJÕODUÕQÕ� \|QHWHQ� bir süreçtir 

(http://www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Kuruma Ait Yetenekler: %LU� ILUPDQÕQ� WHPHO� \HWNLQOLNOHUL� \D� GD�
\HWHQHNOHUL�0HVDM� NDWHJRULOHUL� RODUDN� NXOODQÕOÕUODU�� gUQH÷LQ�� ELU� ILUPDQÕQ� � \HWHQHNOHUL��
\HQLOLN� \DUDWPDN� LoLQ� \DUDWÕFÕOÕN� YH� Lo� J|U�� X\JXODPDN�� HNRQRPLOHUL� JHOLúWLUPHN� LoLQ�
WXWNXOX�ROPDN�� LQVDQ��UHWNHQOL÷LQL� LOHUL\H�J|W�UPHN� LoLQ�NDSDVLWH�YH�SURIHV\RQHO�GH÷HU�
GHUHFHVL�VD÷ODPDN�RODELOLU (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Kültür : Bir NXUXPXQ� GDYUDQÕú� \ROODUÕ 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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Logo:�%LU�ILUPDQÕQ�J|UVHO�NLPOLN�VLVWHPLQLQ�oHNLUGHN�HOHPDQÕ��.HVLQOLNOH�úHNOHQ�
WDKULI� HGLOPHPLú�� JHQHOOLNOH� WLFDUL� ELU� LVLP�� LNRQ� \D da sembol 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Marka (Brand):�%LU��U�Q�\D�GD�KL]PHWLQ�W�NHWLFL�J|]�QGHQ�J|U�Q�ú���UDNLS�ELU�
�U�Q�Q�GH÷LO�GH�sizin ürününüzün seçilme nedeni (Broadbent 2003: 259-263). 

Marka denetimi (Brand audit): �0DUNDQÕQ� J|]GHQ� JHoLULOPHVL� YH� UDNLSOHUL\OH�
NDUúÕODúWÕUÕOPDVÕ��%URDGEHQW����������-263). 

0DUND�(÷LWLPL��ùLUNHW�RUWDNODUÕ�YH�VDWÕFÕODU�GÕúÕQGD��Lo�L]OH\LFLOHUL�GH�PDUNDQÕQ�
geriVLQGHNL�JHUHNoHOHU�YH�PDUNDQÕQ�J�QO�N�RODUDN�RQODUÕQ�KDUHNHWOHULQL�QDVÕO� HWNLOHGL÷L�
KDNNÕQGD�H÷LWPH�V�UHFLGLU (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Marka Elçileri:�7HPHO� RODUDN� LOHWLúLPFLOHUL� LoHUHQ�EX� JUXS�� NLPOLN� VWDQGDUWODUÕ�
ve marka bilgLVL� KDNNÕQGD� E|OJHVHO� X]PDQODU� RODUDN� J|UHY� \DSPDNWDGÕU� Marka ve 

NXUDOODU� KDNNÕQGD� E|OJHOHUGH� LOHWLúLP� VD÷ODPD\D� \DUGÕPFÕ� ROXUODU 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND� +DNNÕ� $UDúWÕUPDVÕ�� 0DUND� KDNNÕ� DUDúWÕUPDVÕ� ELU� PDUNDQÕQ� UDNLSOHUL 
NDUúÕVÕQGD� WXWXPODUÕQÕ� QDVÕO� JHUoHNOHúWLUGL÷LQL� YH� EX� WXWXPODUÕQ� ELU� L]OH\LFL� NLWOHVL�
�]HULQGH� PRWLYH� HGLOPHVLQL� EHOLUOHU�� 7HPHO� KHGHI�� ILUPDQÕQ� J�oO�� YH� ]D\ÕI� \|QOHULQLQ�
EHOLUOHQPHVL�� GDKD� ID]OD� PRWLYH� HGLFL� NRQXPODQGÕUPD� IÕUVDWODUÕQÕQ� EHOLUOHQPHVLGLU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND�+DNNÕ��0DUNDQÕQ�KHUKDQJL�ELU�\HU�YH�KHUKDQJL�ELU�]DPDQGD�VDKLS�ROGX÷X�
GH÷HUGLU�� 0DUND� KDNNÕ� PDUNDQÕQ� DGÕ� YH� VHPERO�\OH� ED÷ODQWÕOÕ� RODQ� ELU� YDUOÕNODU�
WDNÕPÕGÕU� %X�� PDUNDQÕQ� �UHWWL÷L� �U�QH�  ya da  hizPHWH� GH÷HU� NDWPD\Õ� VD÷ODU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND�øOHWLúLPOHUL��%X�LOHWLúLP�WLSL�W�P�Lo�YH�GÕú�L]OH\LFLOHULQ�PDUND�KDNNÕQGDNL�
DOJÕODUÕQÕ� \|QHWLU��.XUXPsal� LOHWLúLPOHU� úXQODUGÕU��KXUXP�UHNODPODUÕ��PDUND� UHNODPODUÕ��
halkla LOLúNLOHU� PHG\D� LOLúNLOHUL� GHYOHWOH� LOLúNLOHU�� \DWÕUÕPFÕODUOD� LOLúNLOHU�� P�úWHUL�
hizmetleri-oDOÕúDQODUOD�LOHWLúLP (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND� LPDMÕ� �%UDQG� LPDJH�� Tüketicilerin mDUND\Õ� QDVÕO� WDQÕPODGÕ÷Õ��
Genelli kle, bir araúWÕUPD\OD�VD\ÕODQGÕUÕOÕU�(Broadbent 2003: 259-263). 

0DUND� .LúLOL÷L�� 0DUND� NLúLOL÷L� EL]LP� NLP� ROGX÷XPX]X�� QDVÕO� GDYUDQGÕ÷ÕPÕ]Õ��
QDVÕO�LOHWLúLP�NXUGX÷XPX]X�LIDGH�HGHU��.LúLOLN��VWUDWHML\H�ELU�LQVDQ�ER\XWX�LODYH�HGHU�YH�
PDUND� NLPOL÷L� ROXúWXUPDGD� GDKD� GHULQ� ELr iç J|U�� VD÷ODU�0DUND� NLúLOL÷L� PDUND�
SODWIRUPXQXQ�ELU�ELOHúHQLGLU (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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Marka Kurulu:� 0DUNDQÕQ� L\L� WDQÕPODQGÕ÷ÕQD� YH� L\L� \|QHWLOGL÷LQH� LQDQDQ� YH�
IDUNOÕ� Lú� NROODUÕQGD� oDOÕúDQ�� J|UHYOHQGLULOPLú� oDOÕúDQODUGDQ�ROXúDQ�ELU� JUXSWXU��%X� JUXS�
PDUNDQÕQ�W�P�NXOODQÕPODUÕQÕ��PDUNDQÕQ�QLWHOL÷LQL��UXKXQX�YH�oHúLWOLOL÷LQL�GHQHWOHU��EXQD�
HN� RODUDN� GD� \HQLOLNOHU� LoLQ� IÕUVDWODU� EHOirlerler 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf) 

0DUND� 0HVDMODUÕ�� %X� PHVDMODU� Lo� YH� GÕú� LOHWLúLP� LoLQ� ELU� EDúODQJÕo� QRNWDVÕ�
ROXúWXUXUODU��0HVDMODU��PDUNDQÕQ�V|]�Q��YH�PDUNDQÕQ�YDUOÕ÷ÕQÕ�PXWODND�GHVWHNOHPHOLGLU� 
0DUND� PHVDMODUÕ�� PDUND� SODWIRUPXQXQ� ELU� SDUoDVÕGÕU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND� 0LPDUODUÕ� Kurum markaVÕ\OD� LOJLOL� RODQ� Lú� YH� �U�Q� PDUNDODUÕQÕ�
isimlendirmeye ve organize etmeye yarayan bir sistemdir. En genel stratejil eri; temel 

marka ,ciro, tek kal NXUDOÕGÕU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Marka özü (Brand essence):� 0DUNDQÕQ� WHPHOGH� V|]� YHUGL÷L� úH\� veya marka 

LPDMÕQGDNL�WHPHO�|JH�\HULQH��VHUEHVWoH�NXOODQÕOÕ\RU� (Broadbent 2003: 259-263). 

Marka Platformu:� µùLUNHWLQ�QH�ROGX÷X¶�� µ1DVÕO� EDúDUÕ\D�XODúWÕ÷Õ¶�� µùLUNHWLQ�QH�
\DSWÕ÷Õ¶� YH� µ1HGHQ� IDUNOÕ� ROGX÷X¶� LOH� LOJLOL� LIDGHOHUGLU�� 0DUND� SODWIRUmu, markaya 

VWUDWHMLN�ELU� LIDGH�VD÷ODU��0DUNDODúPD\OD�LOJLOL� W�P�DNWLYLWHOHU�YH�NDUDU�DOPD�LoLQ�WHPHO�
ROXúWXUXU�� 0DUND� SODWIRUPXQXQ� ELOHúHQOHUL�� PDUND� V|]��� PHUDN� WXWXPODUÕ� YH� PDUND�
NLúLOL÷LGLU��www.ingersollrand.com/assets/irworldpdf/81015.pdf). 

Marka Sözü:�0DUND�V|]��PDUNDQÕQ�YDUOÕ÷Õ\OD� LOJLOL�EDVLW�YH�GLUHN�ELU� LIDGHGLU��
Marka� SODWIRUPXQXQ� WHPHO� ELOHúHQLGLU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUND�7XWXPODUÕ��0DUND�WXWXPODUÕ�ELU�PDUNDQÕQ�WHPHO�ER\XWODUÕGÕU��0DUNDQÕQ�
YDUOÕ÷ÕQÕ�GLUHNW�RODUDN�YH�EDVLW�ELU�ELoLPGH�WDQÕPODUODU� 2UJDQL]DV\RQXQ�LúH�EDNÕú�DoÕVÕQÕ�
�EHQ]HUVL]� VWLOLPL]L�� LIDGH� HGHQ� NDOLWH\L� LoHULUOHU�� 0DUND� WXWXPODUÕ� QLWHOLNOL� LOHWLúLPH�
ulDúPD\D�\DUGÕPFÕ�ROXUODU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Marka Yönetimi: FiUPDQÕQ� L]OH\LFL� DOJÕVÕ� KDNNÕQGD� GH÷LO� GH� PDUND\OD� LOJLOL�
V�UHoOHUL�� DQODWÕPODUÕ� YH� N�OW�U�\OH� LOJLOL� VWUDWHMLN� \|QHWLPLGLU 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

0DUNDODúWÕUPD��%UDQGLQJ���%D]Õ�WHRULV\HQOHU��³marka”QÕQ��U�Q�QLWHOLNOHULQL�GH�
içHUGL÷LQGHQ� NXúNX� GX\DU�� �U�Q�Q� �UHWLPGHQ� EDúND� V�UHoOHUOH� 
PDUNDODQGÕ÷ÕQÕ
� LOHUL�
V�UHUOHU�� +DPPDGGH� YH� �UHWLP�PDUND� \DUDWÕOPDVÕQD� GDKLO� E|O�POHU� LVH� GH�� 
PDUND
QÕQ�
WDVDUÕPOD�EDúODGÕ÷Õ�YDUVD\ÕPÕ�\H÷OHQPHOLGLU�(Broadbent 2003: 259-263). 
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0DUND\D�GH÷HU�ELoPH� �Brand valuation):�6DWÕOÕ÷D� oÕNPÕú�ROVD\GÕ�PDUND� LoLQ� 
ödenecek tutar (Broadbent 2003: 259-263). 

Model (Model):�0DUNDQÕQ�SD]DUGDNL�GDYUDQÕúÕQÕQ�ELU�GHQNOHPOH�WHPVLO�HGLOmesi 

(Broadbent 2003: 259-263). 

Modelleme (Modelli ng):� 
0DUNDQÕQ� SD]DUGDNL� GDYUDQÕúÕQÕQ� HúLWOLNOHUOH�
gösWHULOPHVL
�LúLQLQ�\DSÕOPDVÕ�(Broadbent 2003: 259-263). 

0�úWHUL� 'HQH\LPL�� +HUKDQJL� ELU� P�úWHULQLQ� ELU� ILUPDQÕQ� �U�QOHUL\OH��
KL]PHWOHUL\OH� \D� GD� oDOÕúDQODUÕ\OD� HWNLOHúLPGH� EXOXQPDVÕGÕU�� (÷HU� L\L� WDQÕPODQÕU� YH�
dikkatli bir biçimde yönetili rse ELU� P�úWHULQLQ� GHQH\LPL� ]DPDQ� LoLQGH� ROXPOX bir 

EHNOHQWL�ROXúWXUXU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

1LFHO� $UDúWÕUPD�� 1LFHO� DUDúWÕUPD�� JHQHO� YHUL� YH� ELOJLQLQ� DNVLQH�� |]HO� YH�
|Oo�OHELOHQ� YHUL� VD÷ODU�� *HQHOOLNOH�� QLFHO� DUDúWÕUPD�� YHUilerin� E�\�N� oDSWD� oDOÕúPalar 

YDVÕWDVÕ�LOH�WRSODQPDVÕ��QLVSHWHQ�GDKD�E�\�N�KHGHI�NLWOHOHULQ�\�]GH�RUDQODUÕQÕ�HOGH�HWPHN�
LoLQ�DQDOL]�HWPH�DQODPÕQD�JHOLU��.HQGL�J�YHQLOLUOL÷L�LoLQGH�\HWHUOL�J�YHQ�ROXúWXUPDN�LoLQ��
QLFHO�DUDúWÕUPD�WLSLN�RODUDN�E�\�N�|UQHNOHPHOHU��JHnelli kle her beli rlenen grup 100’den 

ID]OD�VDYXQDQ�NLúL���1LFHO�DUDúWÕUPDQÕQ�HQ�\D\JÕQ�\ROX��WHOHIRQ��HOHNWURQLN�SRVWD�YH�úDKVL�
WHWNLNOHUL� LoHUPH�� 0DUNDQÕQ� |]� YDUOÕ÷Õ� YH� E|O�P� oDOÕúPDODUÕ� QLFHO� DUDúWÕUPD\D� |UQHN�
verilebili r (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

1LWHO�$UDúWÕUPD��1LWHO�DUDúWÕUPD��|]HO�YH�|Oo�OHELOHQ�YHULOHULQ�DNVLQH��JHQHO�YHUL�
YH� ELOJL� VD÷ODU�� 1LWHO� DUDúWÕUPD� QLVSHWHQ� N�o�N� |OoHNOL� |UQHNOHU� DUDVÕQGD� LGDUH� HGLOLU��
%XQGDQ�GROD\Õ��QLWHO�DUDúWÕUPDGDNL�EXOJXODUD��E�\�N�KHGHI�NLWOHOHULQ� WHPVLOL\PLúoHVLQH�
EHO�ED÷ODQPDPDOÕGÕU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

OTS (Opportunity-to-see):�5HNODPÕ�*|UPH�2ODQD÷Õ��6HUEHVW�DQODWÕPOD��ELU�NLúL�
ELU�RGDGD\NHQ�79�UHNODPÕ�\D\ÕQODQÕ\RUVD��R�NLúL�LoLQ�ELU�2TS (rHNODPÕ�J|UPH�RODQD÷Õ) 
var denir (Broadbent 2003: 259-263)��%DúND�ELU� WDQÕPÕ\VD��Kedef kitle içinde yer alan 

NLúL� ya da �NLúLOHULQ�UHNODPOD� ya da �UHNODP�NDPSDQ\DVÕ\OD �NDUúÕODúPD�VD\ÕVÕ��0HVDMÕQ�
ortaODPD� NDo� GHID� J|U�OG�÷�Q�� LIDGH� HGHU�� 276� �RSSRUWXQLW\� WR� VHH�� J|UPH� úDQVÕ�
GHPHNWLU��*�QO�N�VSRW�VD\ÕVÕ�DQODPÕQD�JHOPH] (www.rvd.org.tr/dictionaryBody). 

 *53¶V�� 8ODúÕP� YH� 6ÕNOÕN� � *53¶V�  � 8ODúÕP� [� 6ÕNOÕN� gUQHN�� ���� *53¶� V�  �
%100 x 8.5 defa 850 GRP2s = %90 x 9.4 defa. Basit ama önemli planlama kriterleridir. 

3ODQODPDFÕODUÕQ� ELU� �U�Q� LoLQ� EHOLUOHQHQ� KHGHIOHUH� XODúDELOPHN� LoLQ� JHUHNOL� PHG\D�
GHVWH÷L� D÷ÕUOÕ÷ÕQÕ� EHOLUOHPHOHULQH� \DUGÕPFÕ� ROXU�� 0HG\D� NXOODQÕPÕQÕQ� IDUNOÕ� úHNLOOHUL�
DUDVÕQGD�NDUúÕODúWÕUPD�\DSPD\Õ�VD÷ODU� 
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Rating��ø]OHQPH�2UDQÕ���+HGHI�NLWOHPL]LQ�UHNODP�PHVDMÕQÕ�J|UHQOHULQLQ�\�]GH�
RUDQÕQÕ� LIDGH� HGHU�� gUQHN�� $*%� ����� KDQHGH� |Oo�P� \DSÕ\RU�� %X� ����� KDQH� 7�UNL\H�
Q�IXVXQXQ�\DNODúÕN����PLO\RQXQX�WHPVLO�HGL\RU��gUQH÷LQ�EL]LP�KHGHI�NLWOHPL]����<Dú�
�VW�� NDGÕQODU� YH� ��� PLO\RQ� LoLQGHNL� SD\Õ� ��� PLO\RQ� LVH�� ��� <Dú� �VW�� NDGÕQODU� KHGHI�
NLWOHVLQGH�ELU�UHNODP�VSRWXQXQ����UDWLQJ�DOPDVÕ��UHNODP�PHVDMÕPÕ]Õ�KHdef tüketicimizin 

ortalama %10’QXQ�\DQL����PLO\RQXQ�����¶X�����0LO\RQ�NDGÕQÕQ�J|UG�÷��DQODPÕQD�JHOLU�
(www.rvd.org.tr/dictionaryBody). 

Seçmenler :� )LUPD\Õ� HWNLOH\HQ� WHPHO� SD\GDúODU�� dDOÕúDQODUÕ�� P�úWHULOHUL� YH�
KLVVHGDUODUÕ� LoHULU�� 'LJHU� GÕú� SD\GDúODU�� Lú� RUWDNODUÕ�� GHQHWoLOHU�� GHYOHW� YH� PHG\DGÕU�
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Share� �ø]OHQPH�3D\Õ��� .DQDOODUÕQ� WRSODP� L]OHQPH� LoLQGHQ� DOGÕNODUÕ� SD\Õ� LIDGH�
HGHU�� ø]OHQPH� SD\Õ�� LQVDQ-GDNLND� ELULPL� �]HULQGHQ� KHVDSODQÕU�
(www.rvd.org.tr/dictionaryBody). 

Simge: Kurumun vizyon ya da misyonun simgeleyen ve kurumun logosuyla 

ELUOHúLN� RODUDN� NXOODQÕODQ� oL]JLVHO� |÷H 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Slogan:� )LUPDQÕQ� ILNULQH� \DUGÕPFÕ� RODQ� JHQHOOLNOH� ILUPD� ORJRVX� LOH� J|VWHULOHQ�
NÕVD� LIDGH�� +LVVHGDUODU�� P�úWHULOHU�� LúoLOHU� YH� RUWDNODU� LoLQ�� VORJDQODU� ILUPDQÕQ�
NRQXPODQGÕUPDVÕQÕ� az ve öz olarak yaparlar 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

SOS (Share Of Spending):� %LU� PDUNDQÕQ� EHOOL� ELU� G|QHPGHNL� UHNODP�
\DWÕUÕP�KDUFDPD� WXWDUODUÕQÕQ� PDUNDQÕQ� LoLQGH� EXOXQGX÷X� SD]DUÕQ� WRSODP� UHNODP�
\DWÕUÕP�KDUFDPD� E�\�NO�÷�QH� E|O�P�G�U�� 0DUNDQÕQ� UDNLSOHULQH� J|UH� µUHNODP� \DWÕUÕP�
SD\ÕQÕ¶�LIDGH�HGHU�(www.rvd.org.tr/dictionaryBody). 

SOV (Share Of Voice):� %LU� PDUNDQÕQ� EHOOL� ELU� G|QHPGHNL� *53� GH÷HUOHULQLQ�
PDUNDQÕQ� LoLQGH� EXOXQGX÷X� SD]DUÕQ� WRSODP� *53� GH÷HULQH� E|O�P�G�U�� 0DUNDQÕQ�
UDNLSOHULQH�J|UH�µVHV�SD\ÕQÕ¶�LIDGH�HGHU��www.rvd.org.tr/dictionaryBody). 

Stratej ik Marka:� .XUXOXúXQ�  ya da � W�]HO� NLúLOL÷LQ� J|UHY� YH� GH÷HUOHUL� LoLQ�
gerekli bir çekirGHN� PDUND�� )LUPDPÕ]ÕQ� VWUDWHMLN� PDUNDODUÕ� %REFDW�� &OXE� &DU��
Hussmann, Ingersoll Rand, Schlage ve Thermo King’dir 

(ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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Stratej ik Olmayan Marka: Varolmak için bir ticari nedene sahip, fakat ana 

markaya tüzel kimlik� VLVWHPL� YDVÕWDVÕ\OD� ED÷OÕ� ROPDPDVÕ� JHUHNHQ� ELU� PDUND 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

7DQÕWÕP� PD]DU� KHGHIOHULQH� XODúPDQÕQ� \ROX�� IDUNÕQGDOÕN� YH� DOJÕODUGDNL�
GH÷LúLNOLNOHUH�|GHPHOL� LOHWLúLP� LOH�XODúPDNWDQ� JHoHU�.�UHVHO� WDQÕWÕP��NXUXP�RUWak,ürün 

ya da�KL]PHW�RGDNOÕ�RODELOLU��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Terminoloj i:�%LU�RUJDQL]DV\RQ�LoLQGHNL�Lú��ELULP�YH�YH\D��U�Q��LVLPOHQGLUirken 

NXOODQÕODQ�VLVWHP��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Tesadüfi Marka: Dün ya da NL� PDUNDODU� KHS� VWUDWHMLN� RODUDN� SODQODQPÕú� YH�
GL]D\Q� HGLOPLú� PDUNDODUGÕU�� 3ODQODQPDGDQ� RUWD\D� oÕNDQ� PDUNDODUGD� KHU� ]DPDQ�� R�
PDUND\Õ�WDNLS�HGHQOHULQ�DNWLI�SD]DUODPD�JLUGLVLQLQ�HWNLVL�GÕúÕQGD�R�PDUND\Õ�DOJÕODPDODUÕ�
ULVNL� YDUGÕU� Buna eylemsiz markDODúma ya da “tesadüfi marka” denir 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

7LFDUL�øVLP��7�P�LOHWLúLP�DPDoODUÕ�LoLQ�NXOODQÕODQ�ORJR��NÕUWDVL\H��PDGGL�WHPLQDW�
YH� UHNODP� YE�� LoHUHQ� �W�]HO� NLúLOLN� DGÕ\OD� NDUÕúWÕUÕOPDPDOÕGÕU���
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Ticar i Marka:�hU�Q�Q�SD]DUODPDVÕ\OD�ED÷ODQWÕOÕ� RODUDN�NXOODQÕODQ� LVLP�  ya da  

sembol; tercihen fakat her zaman olamamakla beraber Amerikan Patent Ofisi’nin tescil i 

ile korunur (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Toplam brüt kar : BLULP� EDúÕQD� EU�W� NDU� [� VDWÕODQ� WRSODP� ELULP�� �%URDGEHQW�
2003: 259-263) 

7�]HO�.LúLOLN�$GÕ� Düzenleyici  ya da �\|QHWLFL�NXUXO�WDUDIÕQGDQ�WHVFLO�HGLOPLú��
UHVPL�W�]HO�øVLP��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Uygunluk: )LUPD� LOH� DúLQDOÕ÷Õ� RODQ� ELU� L]OH\LFLQLQ� ILUPD\Õ� QDVÕO� DOJÕODGÕ÷ÕQÕQ�
QLWHOLNVHO�PLNWDUÕ��www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

hU�Q�$GÕ��*HQHOOLNOH�ELU�DQD�PDUND�DGÕ�DOWÕQGD�SD]DUODQDQ�YH�|]HO��U�QOHUL�ya 

da� PRGHOOHUL� D\ÕUDQ� LVLP�� dR÷X� �U�QOHULQ� LVLPOHUL� PDUND� WHVFLOL� LOH� NRUXQPDNWDGÕU�
(ÖUQH÷LQ�� &HQWDF�� YH� PDUNDVÕ� DOWÕQGD� SD]DUODQDQ� KDYD� NRmpresörlerinin ürün 

isimlerdir) (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

hU�Q�.RQXPODQGÕUPD��hU�Q�PDUND�GHVWH÷L��GH÷HU�DUWWÕUÕPÕ�YH�RUWDN�PDUND�ile 

X\XPOX� RODUDN�� DU]D�� VWUDWHMLN� \DNODúÕP 

(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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hU�Q� 0DUNDVÕ�� %LU� úLUNHWLQ� IDUNOÕ� �U�QOHULQH� WDKVLV� HGLOPLú� LVLPOHU�� hU�Q�
PDUNDODUÕ��|]HO��U�Q�oL]JLOHULQL��|]HO�P�úWHUL�JUXSODUÕQÕQ�LKWL\DoODUÕ�LOH�EXOXúWXUPDk için 

X\DUODPD� \DSDELOPH� J�F�� VD÷ODUODU 
(www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

Vizyon:� <|QHWLP� LONHOHULQGHQ�PDUNDVÕQD� NDGDU� KHU� úH\LQL� EHOLUOH\HQ�� ILUPDQÕQ�
LúLQLQ�HúVLz bir perspektifi (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 

YatÕUÕPFÕ� øOLúNLOHUL�� .XUXPGD�� NXUXP� YH� \DWÕUÕPFÕODU� DUDVÕ� LOLúNLOHUL� \|QHWHQ�
departman (www.ingersoll rand.com/assets/irworldpdf/81015.pdf). 
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