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ÖZET 

 

3HUDNHQGHFL�PD÷D]DODUOD�LOJLOL�NXUXOXú�\HUL�NDUDUODUÕ�V�UHNOL�ELU�UHNDEHW�DYDQWDMÕ�
JHOLúWLUPHGH� |]HOOLNOH� |QHPOLGLU�� 3HUDNHQGH� GD÷ÕWÕPGD� ]DPDQ� YH� \HU� ID\GDVÕQÕQ�
\DUDWÕOPDVÕ� WHPHO� RODUDN� NXUXOXú� \HULQLQ� QLWHOL÷LQH� ED÷OÕGÕU�� %LUoRN� GXUXPGD�� ELU�
PD÷D]DQÕQ�EXOXQGX÷X�\HU��P�úWHULQLQ�PD÷D]D�WHUFLKLQGH�HQ�|QHPOL�IDNW|UG�U� 

 

3HUDNHQGHFLOHU�� QLVSHWHQ� NÕVD� ELU� ]DPDQ� SHUL\RGX� LoHULVLQGH� IL\DWODPD�� �U�Q��
hizmet veya promoV\RQ�VWUDWHMLOHULQL�GH÷LúWLUHELOLU��$QFDN��PD÷D]D�\HUOHULQL�EX�NDGDU�
NROD\� \D� GD� oDEXN� GH÷LúWLUHPH]OHU� <HU� VHoLPL� NDUDUÕ� X]XQ� G|QHPOL� \DWÕUÕPODU�
JHUHNWLULU��%X�QHGHQOH�L\L�ELU�PD÷D]D \HULQH�VDKLS�SHUDNHQGHFLOHU��UDNLSOHUL�WDUDIÕQGDQ�
kolayca taklit edilemeyecek bir stratejik avantaja sahiptir.  

 

<HU� VHoLPL� NDUDUÕ� NDSVDPOÕ� ELU� DQDOL]� JHUHNWLULU�� 3HUDNHQGHFLQLQ� \HU� VHoLPL�
NDUDUÕ��o�G�]H\H�D\UÕOPDNWDGÕU��Bölgesel analiz, ticaret bölgesi analizi ve yer analizi.  

Bölgesel analiz, hangi ülke veya bölgede faaliyetWH�EXOXQXODFD÷ÕQÕQ�EHOLUOHQPHVL�LoLQ�
\DSÕODQ� JHQLú� NDSVDPOÕ� DQDOL]GLU�� 7LFDUHW� E|OJHVL�� EHOLUOL� ELU� SHUDNHQGHFL� YH\D�
DOÕúYHULú� PHUNH]L� LoLQ� SRWDQVL\HO� P�úWHULOHUL� LoHUHQ� FR÷UDILN� ELU� E|O�PG�U�� 6RQ�
olarak, bu ticaret bölgesi içinde belirli bir yerin seçimi ile ilgili karar verilir. 

 

%X� DUDúWÕUPD� �o� E|O�PGHQ� ROXúPDNWDGÕU�� %LULQFL� E|O�PGH� SHUDNHQGHFLOLN��
SHUDNHQGHFL� NXUXOXúODUÕQ� VÕQÕIODQGÕUÕOPDVÕ� YH� PD÷D]D� \HU� VHoLPL� LQFHOHQPLúWLU��
0D÷D]D�\HU�VHoLPL�NDSVDPÕQGD��ONH�YH�E|OJH�DQDOL]L�� WLFDUHW�E|OJHVL�DQDOL]L�YH�yer 

DQDOL]L\OH� LOJLOL� V�UHo� HOH� DOÕQPÕúWÕU�� øNLQFL� E|O�PGH� \HQL� ELU� PD÷D]DQÕQ� VDWÕú�
WDKPLQLQGH�EXOXQPDN��]HUH�$QDORJ�<|QWHPL�X\JXODQPÕúWÕU��<|QWHPLQ�X\JXODQPDVÕ�
LoLQ� JHUHNOL� YHULOHULQ� VD÷ODQPDVÕ� DPDFÕ\OD� DQNHW� oDOÕúPDVÕ� \DSÕOPÕúWÕU�� ho�QF��
E|O�PGH�DUDúWÕUPD\OD�LOJLOL�VRQXo�YH�|QHULOHU�\HU�DOPDNWDGÕU��� 
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ABSTRACT 

 

Location decisions related to retailers are important in developing a sustainable 

competitive advantage. Creating time and place utility in retail sales essentially 

depends on quality of location. In many cases, a store’s location is the most 

important factor in a customer’s store choice.  

 

Retailers can change their pricing, merchandising, service or promotional 

strategies within a relatively short period of time. However, they can not change their 

location so easily or quickly. Location decisions involve long-term investments. 

Thus, retailers with excellent locations have a strategic advantage not easily copied 

by competitors.  

 

Decision of location selection requires extensive analysis. Retailer’s location 

decision breaks into three levels: regional analysis, trade area analysis and site 

analysis. Regional analysis is a through study to determine a country or a region in 

which retailer operates. A trade area is a geographic sector that contains potential 

customers for a particular retailer or shopping center. Finally,  the decisions related 

to a specific site in this trade area are examined.      

 

This research consists of three sections. In the first section, retailing, 

classification of retail establishments and store location are examined. In the context 

of choosing a store location the process related to country and region analysis, trade 

area analysis and site analysis has been studied. In the second section, Analog 

Approach has been applied to estimate sales of a new store. To supply data required 

to apply analog approach, customer survey method has been used. In the third 

section, conclusion and suggestions related to the research are available. 
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I. BÖLÜM: *ø5øù  

 

����*ø5øù�9(�.218181�*(d0øùø 
 

3HUDNHQGHFLOLNWH� GH÷LúPH\HQ� WHN� úH\LQ� GH÷LúLP� ROGX÷X� VÕNOÕNOD� EHOLUWLOLU�� %X�
VHNW|UGHNL� JHOLúLP� JLWWLNoH� KÕ]� ND]DQPDNWDGÕU�� <LUPLQFL� \�]\ÕO� VRQODUÕQGD�� JLWWLNoH�
IDUNOÕODúDQ� W�NHWLFL� WDOHSOHULQH� NDUúÕOÕN� RODUDk yeni perakendecilik biçimleri ortaya 

oÕNPÕúWÕU�� 3D]DU�� EHOLUOL� W�NHWLFL� JUXSODUÕQÕQ� LKWL\DoODUÕQD� RGDNODQDQ� SHUDNHQGHFLOLN�
W�UOHUL\OH� GDKD� IDUNOÕ� ELU� \DSÕ\D� G|Q�úP�úW�U�� %X� G|Q�ú�P�Q� VRQXFX� RODUDN� GDKD�
NDUPDúÕN�ELU�SHUDNHQGH�oHYUHVL�ROXúPXúWXU�1  

 

PerakeQGHFLOHULQ� E�\�NO�NOHULQGHNL� DUWÕú� YH� IDDOL\HW� J|VWHUGLNOHUL� SD]DUODUGD�
UHNDEHWLQ� \R÷XQODúPDVÕ�� SHUDNHQGHFLOHUL� \HQL� Lú� \DSPD� \|QWHPOHUL� DUD\ÕúÕQD�
yöneltmLúWLU�� .�UHVHOOHúPH� GL÷HU� HNRQRPLN� IDDOL\HWOHU� JLEL� SHUDNHQGHFLOL÷L� GH�
HWNLOHPLúWLU�� 3HUDNHQGHFLOL÷LQ� XOXVODUDUDVÕ� \|Q�Q�Q� JHOLúLPL� \HQL� ELU� ROJX� GH÷LOGLU, 
IDNDW�����¶OL�\ÕOODUÕQ�RUWDODUÕQGDQ�LWLEDUHQ�KÕ]�ND]DQPÕúWÕU�2    

 

Perakendecilik her makro-pazarlama sisteminde tüketiciler için önemlidir. 

gUQH÷LQ��$PHULND¶GD�W�NHWLFLOHU�SHUDNHQGHFLOHUGHQ�ELU�\ÕOGD�����WULO\RQ���GH÷HULQGH�
�U�Q� YH� KL]PHW� VDWÕQ� DOÕUODU�� 3HUDNHQGHFLOLN� GD÷ÕWÕP� NDQDOÕQÕQ� VRQ� QRNWDVÕGÕU�� %LU�
SHUDNHQGHFLQLQ�oDEDODUÕ�HWNLQ�GH÷LOVH��NDQDOGDNL�KHUNHV�EXQGDQ�HWNLOHQLU�3    

 

1980’lerden beri Türkiye’de perakendecilik endüstrisi ulusal ve uluslarDUDVÕ�
G�]H\GHNL� GLQDPLN� \DSÕ\OD� LOJLOL� RODUDN� |QHPOL� GH÷LúLNOLNOHU� JHoLUPLúWLU�� %XQXQ�
VRQXFX�HQG�VWUL�LoLQGH�XOXVDO�YH�XOXVODUDUDVÕ�]LQFLUOHU�RUWD\D�oÕNPÕú�YH�J�oOHQPLúWLU��
6RQ�RQ� \ÕO� ER\XQFD� E�\�N�|OoHNOL� SHUDNHQGHFLOHULQ� JHOLúLPL� KÕ]� ND]DQPÕúWÕU� YH� EX�
peUDNHQGHFLOHU� RUWDN� ELU� \|QHWLP� DOWÕQGD� ROXúDQ� SHUDNHQGH� ]LQFLUOHULQL� HNRQRPL\H�
ND]DQGÕUPÕúWÕU�4                                                                                                                                         
                                                
1 David Gilbert, Retail Marketing Management, 1st ed., Harlow: Prentice-Hall, 1999, s.1. 
2 Marc Dupuis and Nathalie Prime, “Business Distance and Global Retailing: A Model for Analysis of 
Key Sucsess/Failure Factors”, International Journal of Retail&Distribution Management, Vol.24, 
No:11(1996), s.30.  
3William D. Perreault and E. Jerome McCarthy, Basic Marketing: A Global-Managerial Approach, 
13th ed., Boston: McGraw-Hill, 1999, s.348.  
4�1HEDKDW�7RNDWOÕ�DQG�<RQFD�%R\DFÕ��³7KH�&KDQJLQJ�5HWDLO�,QGXVWU\�DQG�5HWDLO�/DQGVFDSHV��7KH�&DVH�
of Post-1980 Turkey”, Cities, Vol.15, No:5(1998), s.345. 
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1.1. 3HUDNHQGHFLOL÷LQ�7DQÕPÕ           
 

Perakendecilik mal ve hizmetlerin NLúLVHO��DLOH�YH\D�KDQH�KDONÕ�NXOODQÕPODUÕ�LoLQ 

W�NHWLFLOHUH�VDWÕúÕQÕ�NDSVD\DQ�oDOÕúPD�IDDOL\HWOHULQGHQ�ROXúXU��'D÷ÕWÕP�sürecinde son 

DúDPDGÕU�1 
 

3HUDNHQGHFLOLN������IDDOL\HWOHU�DoÕVÕQGDQ������ELU�V�UHFLQ�SDUoDVÕ�RODUDN������\DSÕ�
VDKLEL� RODUDN� YH� ���� GD÷ÕWÕP� NDQDOÕQGD� ELU� DUDFÕ� RODUDN� WDQÕPODQDELOLU�� %X� QHGHQOH��
perakendecilik, son t�NHWLFL\H� PDO� YH� KL]PHWOHULQ� VDWÕúÕ� LOH� LOJLOL� RODQ� W�P�
IDDOL\HWOHUGHQ� ROXúXU�� %LU� NLúL� V�SHUPDUNHWWHQ� JÕGD� ürünleri, Kentucky Fried 

Chicken’dan et, bir berber G�NNkQÕQGDQ� VDo� NHVLPL� YH\D� ELU� YLGHR� PD÷D]DVÕQGDQ�
NDVHW� VDWÕQ� DOGÕ÷ÕQGD� SHUDNHQGH� VDWÕú� PH\GDQD� JHOLU�� 7�P� VDWÕúODUÕQ� ELU� PD÷D]D 

RUWDPÕQGDQ�\DSÕOPDVÕ�JHUHNOL�GH÷LOGLU��GirekW�VDWÕúODU�GD�\D\JÕQGÕU��/�/�%ean ve Mary 

Kay örnek verilebilir. 2 

 

$PHULNDQ�3D]DUODPD�%LUOL÷L�pazarlama\Õ��ELUH\VHO�YH�|UJ�WVHO�DPDoODUÕ�WDWPLQ�
HGHQ� GH÷Lú� WRNXúODU� \DUDWPDN� LoLQ� ILNLUOHULQ�� �U�Q� YH� KL]PHWOHULQ� WDVDUODQPDVÕ��
IL\DWODQGÕUÕOPDVÕ�� WXWXQGXUXOPDVÕ� YH� GD÷ÕWÕPÕQÕQ� SODQODQPDVÕ� ve yönetilmesi süreci 

RODUDN� WDQÕPODPDNWDGÕU�� %LUH\VHO� DPDoODUÕ� WDWPLQ� HGHQ� SHUDNHQGHFLOLN faaliyeti bu 

V�UHFLQ� VRQ� NÕVPÕGÕU�� <DSÕVDO� DoÕGDQ� EDNÕOGÕ÷ÕQGD�� SHUDNHQGHFLOLN� \DSÕVÕ� �U�Q� YH�
KL]PHWOHULQ� P�úWHULOHUH� DNWDUÕOGÕ÷Õ� W�P� NXUXOXú� YH� RUJDQL]DV\RQODUÕ� NDSsar. 

Perakendeciler, GD÷ÕWÕP�NDQDOÕQGD�DUDFÕ�RODUDN�IDDOL\HW�J|VWHULU�3  
 

3HUDNHQGHFLOLN�� NLúLVHO� YH� LúOHWPH� GÕúÕ� NXOODQÕP� LoLQ� �U�Q� YH� KL]PHWOHULQ�
GR÷UXGDQ� QLKDL� W�NHWLFLOHUH� VDWÕúÕ� LOH� LOJLOL� W�P� IDDOL\HWOHUL� NDSVDU�� %LU� SHUDNHQGHFL�
YH\D� SHUDNHQGHFL� PD÷D]D�� VDWÕúODUÕQÕQ� E�\�N� oR÷XQOX÷XQX� |QFHOLNOH�
SHUDNHQGHFLOLNWHQ�VD÷OD\DQ�LúOHWPH�JLULúLPLGLU�4   

 

                                                
1 Barry Berman and Joel R. Evans, Retail Management: A Strategic Approach, 5th. ed., New York: 
Mc Millan Publishing Co., 1992, s. 3. 
2 J. Barry Mason, Morris L. Mayer and Hazel F. Ezell, Retailing, 4th.ed., Boston: Irwin, 1991, ss: 4-5. 
3 Ibid. 
4PhilipKotler, Marketing Management, The Millennium Edition, London: Prentice-Hall 
International, 2000, s.520. 
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hUHWLFL��WRSWDQFÕ�\D�GD�SHUDNHQGHFL�ROVXQ;�VRQ�W�NHWLFLOHUH�VDWÕú�\DSDQ�KHUKDQJL�
bir organizasyon peraNHQGHFLOLN� \DSPÕú� ROXU�� hU�Q� YH� KL]PHWOHULQ� QDVÕO� VDWÕOGÕ÷Õ�       
(NLúL��Sosta, telefon, otomatik makineleU�\D�GD�LQWHUQHW�YDVÕWDVÕ\OD��YH�QHUHGH�VDWÕOGÕ÷Õ�
�ELU� PD÷D]DGD�� FDGGH� �]HULQGH� YH\D� W�NHWLFLQLQ� HYLQGH�� |QHPOL� GH÷LOGLU�1 'L÷HU�
\DQGDQ�� �UHWLFLOHU�� WRSWDQFÕODU� YH� GL÷HU� RUJDQL]DV\RQODU� WDUDIÕQGDQ� RUJDQL]DVyonda 

NXOODQPDN� YH\D� \HQLGHQ� VDWPDN� LoLQ� \DSÕODQ� VDWÕQ� DOPDODU� SHUDNHQGHFLOL÷LQ� ELU�
SDUoDVÕ�GH÷LOGLU�2  
 

Perakendecilik sadece somut �IL]LNVHO�� �U�QOHULQ� VDWÕúÕQÕ� LoHUPH]�� $\QÕ�
]DPDQGD�KL]PHW�VDWÕúÕQÕ�GD�NDSVDU��0�úWHUL� sigorta, uçak bileti örneklerinde oOGX÷X�
gibi�� VDGHFH� KL]PHW� VDWÕQ� DODELOLU veya hizmet (teslimat, garanti, sigorta gibi)� VDWÕQ�
DOÕQDQ��U�Q�Q�ELU�SDUoDVÕ�RODELOLU�3  

 

1.2. 3HUDNHQGHFLOL÷LQ�7DULKVHO�*HOLúLPL 
 

hONHPL]GH� E�\�N� SHUDNHQGHFL� LúOHWPHOHULQ� JHOLúLP� V�UHFL� úX� úHNLOGH�
özetlenebilir:4 

• 2VPDQOÕ�G|QHPLQGH�SHUDNHQGH�WLFDUHWWH�EDNNDO�YH\D�EHQ]HUL�HVQDI�WLSL�
LúOHWPHOHULQ� KDNLPL\HWL�� DQFDN� øVWDQEXO¶GDNL� .DSDOÕoDUúÕ� JLEL� J�Q�P�]�Q� DOÕúYHULú�
PHUNH]OHULQH�EHQ]HU�QLWHOLNWH�ROXúXPODUÕQ�YDUOÕ÷Õ� 

• &XPKXUL\HW�G|QHPLQLQ�EDúODQJÕFÕQGD�JHOHQHNVHO�EDNNDO� WLSL�DOÕúYHULú�
G�]HQLQLQ�GHYDPÕ�\DQÕQGD�VHPW�\D�GD�PDKDOOH�SD]DUODUÕQGDQ�DOÕúYHULú� 

• ����¶OL�\ÕOODUD�NDGDU�EHOLUJLQ�ELU�GH÷LúPH�ROPDGDQ�V�UHJHOHQ�DOÕúYHULú�
düzeni,  

• ����¶OL� \ÕOODUGD� JHOLúPLú� �ONHOHUGHNL� SHUDNHQGH� WLFDUHW� G�]HQLQGHQ�
HWNLOHQPHOHULQ� EDúODPDVÕ�� øVYLoUH� ILUPDVÕ� 0LJURV¶XQ� 7�UNL\H¶\H� JLULúL�� ����¶GD�
*ø0$¶QÕQ�NXUXOXúX� 

                                                
1 Ibid. 
2 Berman and Evans, Op. Cit., s. 3.  
3 Ibid. 
4� &DQDQ� $UÕNED\�� 3HUDNHQGHFLOLNWH� *HOLúPHOHU� YH� <HQL� <DNODúÕPODU� Ankara: Milli Prodüktivite 
0HUNH]L�<D\ÕQODUÕ��1R������������V����� 
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• ����¶OL� \ÕOODUGD� SL\DVD\Õ� G�]HQOHPH� DPDFÕ\OD� EHOHGL\HOHUFH� NXUXODQ�
WDQ]LP�VDWÕú�PD÷D]DODUÕ��XFX]�YH�WRSOX�DOÕúYHULú�DOÕúNDQOÕNODUÕQÕQ�W�NHWLFLOHU�DUDVÕQGD�
\D\JÕQODúPD\D�EDúODPDVÕ� 

• çok NDWOÕ�PD÷D]DODUÕQ� NXUXOPD\D� YH� úXEHOHU� DoPD\D� EDúODPDVÕ�� |]HO�
VHNW|U�Q�NRQX\D�LOJL�GX\DUDN�]LQFLU�PD÷D]DODUÕQ�DUWÕúÕQD�NDWNÕGD�EXOXQPDVÕ� 

• ����¶OL�\ÕOODUGD� LWKDO� LNDPHFL�SROLWLNDODUÕQ� WHUNHGLOPH\H�EDúODPDVÕ\OD�
ELUOLNWH� W�NHWLFL� NLWOHGH� LWKDO� �U�QOHUH� ED÷ÕPOÕOÕ÷ÕQ� GROD\ÕVÕ\OD� EX� �U�QOHULQ�
EXOXQDELOGL÷L�E�\�N�DOÕúYHULú�PHUNH]OHULQGHQ�DOÕúYHULú�LVWH÷LQLQ�DUWPDVÕ� 

• ����¶ODUGD�VD\ÕODUÕ�KHU�JHoHQ�J�Q�DUWDQ�E�\�N�SHUDNHQGHFLOHU��\DEDQFÕ�
VHUPD\H�\DWÕUÕPODUÕQGD�SDWODPD��|]HOOLNOH�)UDQVD��øQJLOWHUH�YH�$%'�VHUPD\HVLQLQ�bu 

DODQD�KÕ]OÕ�DNÕúÕQÕQ�EDúODGÕ÷Õ�G|QHP�� 
• *�Q�P�]GH� |]HOOLNOH� øVWDQEXO�� $QNDUD�� ø]PLU�� %XUVD� JLEL� E�\�N�

NHQWOHUGH� E�\�N� |OoHNOL� SHUDNHQGHFLOL÷LQ� \R÷XQ� UHNDEHW� RUWDPÕQD� JLUPHVL� YH� KHU�
geçen gün uygulanan yeni pazarlama teknikleri ile sektöre hizmet götüren destek 

NXUXOXúODUÕQ� \D\JÕQODúPDVÕ\OD� J�QO�N� \DúDPGD� EX� WLS� SHUDNHQGHFL� LúOHWPHOHULQ�
YD]JHoLOPH]�\HULQL�DOPD\D�EDúODPDVÕ 
 

'H÷LúLPLQ�����¶ODUD�UDVWODPDVÕQÕQ�QHGHQL�NÕVDFD�EX�G|QHPGH�$YUXSD¶GD�2UWDN�
PD]DU¶D� JHoLúOH� ELUOLNWH�XOXVODUDUDVÕ� DoÕOÕPODU� VRQXFX�YH� �\H� �ONHOHULQ� ELU� NÕVPÕQGD�
PHYFXW� RODQ� \HQL� PD÷D]D� DoPD\Õ� VÕQÕUOD\ÕFÕ� G�]HQOHPHOHU� QHGHQL\OH� oRNXOXVOX�
SHUDNHQGHFLOHULQ� 7�UNL\H� SD]DUÕQD� JLUPHVL� YH� E�\�N� VHUPD\HOL� \HUOL� úLUNHWOHULQ�
ULVNOHULQL� GD÷ÕWPDN� DPDFÕ\OD� SHUDNHQGH� VHNW|U�QGH� IDDOL\HWH� JHoPHVLGLU�� <DEDQFÕ�
PD÷D]DODU� \HQL� WHNQRORML� YH� LúOHWPH� WHNQLNOHUL�� JHOLúPLú�P�úWHUL� KL]PHWOHUL�� E�\�N�
sermayeleri ve know-KRZ¶ODUÕQÕ�EHUDEHULQGH�JHWLULUNHQ�7�UN�SHUDNHQGHFLOL÷LQGH�KHP�
UHNDEHW� DWWÕUÕFÕ� KHP� GH� H÷LWLFL� ELU� URO� R\QDPÕúWÕU� 1988’de Metro’nun, 1991’de 

Carrefour’un ve 1992’de &RQWLQHQW¶LQ� SD]DUD� JLULúL\OH� VHNW|UGH� FDQODQPD�
J|]OHQPLúWLU�1 

 

6|]�NRQXVX�GH÷LúLP�SHUDNHQGHFLOL÷H�\DQ�VHNW|UOHUGH�GH�J|]OHQPLúWLU��<D]ÕOÕP�
KL]PHWL�YHUHQ�LúOHWPHOHUOH�\D]DU�NDVD�YH�HOHNWURQLN�WDUWÕ�DOHWOHUL��RWRPDWLN�DPEDODM�YH�
etiketleme mDNLQHOHUL�� DOÕúYHULú� DUDEDODUÕ�VHSHWOHUL�� UDI� VLVWHPOHUL�� |GHPH� YH� VDWÕú�
                                                
1�7DUNDQ�(UGR÷DQ��5HNDEHW�+XNXNX�$oÕVÕQGDQ�3HUDNHQGH�6HNW|U�QGH�$OÕP�*�F����5HNDEHW�.XUXPX�
8]PDQOÕN�7H]L��$QNDUD���������V�����www.rekabet.gov.tr., (02.05.2006) 
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QRNWDVÕ� �326�� sistemleri� �UHWLFLOHULQLQ� VD\ÕVÕ� DUWPÕúWÕU�� <HQL� �UHWLP� WHNQRORMLOHUL�
7�UNL\H¶GH� JÕGD� LúOHPH� YH� GD÷ÕWÕPÕQÕ� GD� HWNLOHPLúWLU�� 6R÷XWPDOÕ� YH� ELOJL� LúOHP�
GRQDQÕPOÕ�NDP\RQODUOD�GD÷ÕWÕP�EDúODPÕúWÕU�1 

 

7�UN�SHUDNHQGHFLOL÷L�VRQ�G|QHPOHUGH�\DúDGÕ÷Õ� WHPHO�GH÷LúLPOHUH�UD÷PHQ�\LQH�
GH� JHOHQHNVHO� \DSÕVÕQÕ� NRUXPDNWDGÕU�� 0RGHUQ� YH� JHOHQekVHO� \DSÕ� ELUELULQLQ� \HULQL�
DOPDN� \HULQH� EHUDEHU� \DúDPD\D� GHYDP� HWPHNWHGLU�� 7�UNL\H¶GH� SHUDNHQGHFLOLN�
d|Q�ú�P�� oHYUHVHO� YH� WDULKL� GH÷LúLNOLNOHU� NDSVDPÕQGD� LQFHOHQGL÷LQGH� EHú� WHPHO�
GH÷LúLP�XQVXUX�SHUDNHQGHFLOL÷L�ELoLPOHQGLUPHNWHGLU�2  

• 7�UN� SHUDNHQGHFLOL÷LQGH� X]PDQODúPD� HYULPL�� Bu evrim,� KHU� úH\LQ�
VDWÕOGÕ÷Õ� G�NNDQODUGDQ� LKWLVDV� PD÷D]DFÕOÕ÷ÕQD� X]DQDQ� V�UHFLQ� Eir 

SDUoDVÕGÕU�� 
• ����¶OHUGHNL�HNRQRPLN�E�\�PH�YH�OLEHUDOOHúPH�SROLWLNDODUÕQÕQ�Lo�SD]DUÕ�

\DEDQFÕ�PDOODUD��KL]PHWOHUH�YH�\DWÕUÕPFÕODUD�DoPDVÕ� 
• <HQL� WHNQRORML� YH� LúOHWPH� WHNQLNOHULQLQ� HULúLOHELOLUOL÷LQL� DUWWÕUPDVÕ� YH�

GROD\ÕVÕ\OD� E�\�N� SHUDNHQGHFLOL÷LQ� IL]LELOLtesinin olumlu yönde 

etkilenmesi. 

• Çok uluslu, özellikle Avrupa kökenli perakendecilerin Güney Avrupa 

SD]DUÕQD� GX\GXNODUÕ� LOJLQLQ� DUWPDVÕ\OD� EHUDEHU�� JHOLúPLú� oDOÕúPD�
\|QWHPOHULQLQ�7�UN�SD]DUÕQD�JLUPHVLQL�VD÷ODPDVÕ� 

• +DUFDQDELOLU� JHOLULQ� DUWPDVÕ� YH� oD÷GDúOÕ÷D� \D� GD� EDWÕOÕOÕ÷D� |]HQPH� LOH�
ELUOLNWH� NHQWOL� RUWD� YH� �VW� VÕQÕIODUGD� \HQL� W�NHWLP� ELoLPLQLQ� RUWD\D�
oÕNPDVÕGÕU� 

    

1.3��3HUDNHQGHFLOL÷LQ�)RQNVL\RQODUÕ 
 

3HUDNHQGHFLOHU��W�NHWLFLOHUH�VDWWÕNODUÕ��U�Q�YH�KL]PHWOHULQ�GH÷HULQL�DUWWÕUDQ�ED]Õ�
LúOHWPH�IRQNVL\RQODUÕQÕ��VWOHQLUOHU��%X�IRQNVL\RQODU�ú|\OH�VÕUDODQDELOLU�3 

 

1. hU�Q�YH�KL]PHW�oHúLWOLOL÷L�VD÷ODPD 

                                                
1�*�O�%HUQD�g]FDQ��³3HUDNHQGHFLOLNWH�(YUHQVHOOHúPH´��*|U�ú�'HUJLVL��6D\Õ�����������V��¶GDQ�DNWaran 
Ibid. 
2 Ibid. 
3 Michael Levy and Barton A. Weitz, Retailing Management, Boston: Irwin, 1992, ss. 7-9. 
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2. <Õ÷ÕQ� SDUoDODPD- tek tek tüketicilerin ve ailelerin tüketim modeline göre 

GH÷LúHQ�N�o�N�PLNWDUODUGD��U�Q�VXQPD 

3. Tüketicilerin istedikleri zaman ve istedikleri miktarda�VDWÕQ�DODELOPHVL�LoLQ�
ürünleri saklamak (stok bulundurmak) 

4. 7�NHWLFLOHULQ� �U�QOHUL� VDWÕQ� DOPD� YH� NXOODQPD� NROD\OÕ÷ÕQÕ� DUWÕUPDN� LoLQ�
KL]PHWOHU�VD÷ODPD 

 

1.3.1. dHúLWOLOLN�6XQPDk 

 

hUHWLFLOHU�EHOLUOL�W�U��U�QOHULQ��UHWLPLQGH�X]PDQODúÕU��gUQH÷LQ��&DPSEHOO�oRUED 

�UHWLU�� .UDIW� V�W� �U�QOHUL� �UHWLU�� .HOORJ� NDKYDOWÕOÕN� WDKÕOODU� YH� 0F&RUPLFN� EDKDUDW�
�UHWLU��%X��UHWLFLOHUGHQ�KHU�ELUL��\DOQÕ]FD�NHQGL��U�QOHULQL�VDWDQ�NHQGL�PD÷D]DODUÕQD�
VDKLS�ROVD\GÕ�� W�NHWLFLOHU� WHN�ELU�\HPH÷L�KD]ÕUODPDGD�JHUHNOL�RODQ�PDO]HPHOHUL�VDWÕQ�
DOPDN�LoLQ�ELUoRN�IDUNOÕ�PD÷D]D\D�JLWPHN�]RUXQGD�NDODFDNWÕ�� 

 

3HUDNHQGHFLOHU�P�úWHULOHULQH� IDUNOÕ� �UHWLFLOHULQ� �UHWWL÷L� EX�ürün ve hizmetlerin 

ELU� oHúLWOHPHVLQL� VXQDU�� gUQH÷LQ�� V�SHUPDUNHWOHU� WLSLN� RODUDN� ���¶GHQ� ID]OD� ILUPD�
WDUDIÕQGDQ��UHWLOHQ�������IDUNOÕ��U�Q�NDOHPLQL�EXOXQGXUXU� Perakendeciler, çHúLWOHPH�
VXQDUDN��P�úWHULOHULQ�ELU�PD÷D]D�RUWDPÕQGD�JHQLú�ELU�PDUND��GL]D\Q��E�\�NO�N��UHQN�
YH�IL\DW�VHoHQH÷LQGHQ�WHUFLK�\DSPDVÕQÕ�P�PN�Q�NÕODU�� 

 

7�P� SHUDNHQGHFLOHU� �U�Q� oHúLWOHPHOHUL� VXQDU�� IDNDW� VXQGXNODUÕ� oHúLWOHPHOHUGH�
X]PDQODúÕUODU�� 7KH�*DS�� JL\LP� YH� DNVHVXDU� oHúLWOHPHOHUL� VD÷ODUNHQ�� V�SHUPDUNHWOHU�
JÕGD��VD÷OÕN�YH�J�]HOOLN��U�QOHUL�YH�HYOH�LOJLOL��U�QOHU�VXQDU��%XQXQOD�ELUOLNWH��KHU�\ÕO�
\HQL� �U�Q� oHúLWOLOL÷L� VXQDQ� \HQL� W�U� SHUDNHQGHFLOHU� RUWD\D� oÕNPDNWDGÕU; J�QHú�
J|]O�NOHULQGH�X]PDQODúDQ�6XQJODVV�+XW�YH�VDGHFH�oHYUHVHO�ND\JÕODUÕ�RODQ�W�NHWLFLOHU�
LoLQ� JHOLúWLULOHQ� GR÷DO� NR]PHWLNOHUL� VDWDQ�7KH�%RG\�6KRS bu perakendecilere örnek 

gösterilebilir. 

 

1.3.2. <Õ÷ÕQ�3DUoDODPDk 

 

7DúÕPD� PDOL\HWOHULQL� D]DOWPDN� LoLQ�� �UHWLFLOHU� YH� WRSWDQFÕODU� GRQGXUXOPXú� KDOGH 

yiyecekleri ve koliler içinde gömlekleri perakendecilere gönderir. Perakendeciler,  bu 
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�U�QOHUL� D\UÕ� D\UÕ� VHUJLOH\HUHN� W�NHWLFLOHULQ� EH÷HQLVLQH� VXQDU�� %X� VD\HGH� W�NHWLFLOHU 
�U�QOHUL�NROD\OÕNOD�LQFHOHPH��NÕ\DVODPD ve sDWÕQ�DOPD�LPNDQÕ�HOGH�HGHUOHU�� 
 

1.3.3. Ürünleri Saklamak 

 

3HUDNHQGHFLOHULQ� |QHPOL� ELU� IRQNVL\RQX�� W�NHWLFLOHU� LVWHGL÷LQGH� �U�QOHULQ�
PHYFXW� ROPDVÕ� LoLQ� VWRN� EXOXQGXUPDNWÕU�� %|\OHFH�� W�NHWLFLOHU�� ELU� W�S� GLú� PDFXQX�
YH\D� \DUÕP� OLWUH� V�W� JLEL� oRN�GDKD�N�o�N��rün stokunu evlerinde bulundurabilirler, 

o�QN�� GDKD� ID]ODVÕQD� LKWL\Do� GX\GXNODUÕQGD�� SHUDNHQGHFLOHULQ� �U�QOHUL� KD]ÕU�
EXOXQGXUDFDNODUÕQÕ�ELOLUOHU�� 
 

Perakendeciler bir ürün stokunu sürdürerek tüketicilerin ürün saklama 

PDOL\HWLQL� D]DOWÕUlar�� øON� RODUDN�� PD÷D]D� �U�QOHULQH� \DWÕUÕP�� W�NHWLFLQLQ� ELU� EDQND�
KHVDEÕQD� \DWÕUÕODELOHFHN� YH� IDL]� ND]DQGÕUDELOHFHN� SDUDVÕQÕ� ED÷ODU�� øNLQFLVL�� �U�QOHU�
VDNODQÕUNHQ�]DUDr görebilir veya bozulabilir. 

 

1.3.4. +L]PHW�6D÷ODPDk 

 

3HUDNHQGHFLOHU� oHúLWOL� KL]PHWOHU� VXQDUDN� GD� �U�QOHULQH� GH÷HU� NDWDUlar. 

7�NHWLFLOHULQ�ELU��U�QH�úLPGL�VDKLS�RODELOPHVL�YH�JHOHFHNWH�|GHPH�\DSPDVÕ�LoLQ�NUHGL�
LPNDQÕ� VXQDUODU. Ürünleri, tüketicilerin VDWÕQ� DOPDGDQ� |QFH� J|UHELOPHOHUL� YH� WHVW�
edebilmeleri için VHUJLOHUOHU�� 6RUXODUÕ� FHYDSODPDN� YH� �U�QOHU� KDNNÕQGD� Llave bilgi 

VD÷ODPDN� LoLQ� VDWÕú� HOHPDQÕ� KD]ÕU� EXOXQGXUDELOLUOHU�� %X� KL]PHWOHULQ� \DQÕ� VÕUD eve 

WHVOLP��KHGL\H�SDNHWOHPH��JDUDQWL�NDSVDPÕ��RQDUÕP��GH÷LúWLUPH�YH�PDUNDODU�DUDVÕQGD�
NDUúÕODúWÕUPD\Õ� VD÷OD\DQ� ELULP� IL\DWÕ� � HWLNHWOHUL� GH� W�NHWLFLOHULQ� LúLQL� NROD\ODúWÕUDQ�
hizmetlerdir.  

 

1.4. PerakenGH�0D÷D]DFÕOÕ÷ÕQ�(NRQRPLN�7HPHOOHUL 
 

7�NHWLFL� LVWHNOHULQL� NDUúÕOD\DQ� �U�Q� oHúLWOHPHVL� VD÷OD\DUDN� SHUDNHQGHFLOHU�
oHúLWOL�ID\GDODU�\DUDWÕUODU��%X�ID\GDODU��\HU��]DPDQ��P�ONL\HW�YH�úHNLO�ID\GDVÕ�RODUDN�
VÕQÕIODQGÕUÕOPDNWDGÕU� <HU�ID\GDVÕ���U�QOHUL��UHWLFL�\D�GD�WRSWDQFÕGDQ�W�NHWLFLOHULQ�VDWÕQ�
DOPDN� LVWHGL÷L� ELU� \HUH� JHWLUPHNOH� \DUDWÕOÕU�� =DPDQ� ID\GDVÕ�� W�NHWLFLOHU� LVWHGL÷LQGH�
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�U�Q�Q�PHYFXW�ROPDVÕ�LoLQ�EHOLUOL�oDOÕúPD�VDDWOHULQLQ�V�UG�U�OPHVLQL�LoHULU��Mülkiyet 

ID\GDVÕ� bir ürüQ�Q��VDKLSOL÷LQLQ�YH\D�NXOODQÕPÕQÕQ�W�NHWLFL\H�GHYULQL�NROD\ODúWÕUPD\Õ�
ifade eder.1 ùHNLO� ID\GDVÕ� LVH� P�úWHULQLQ� LVWH÷L� GR÷UXOWXVXQGD� VDWÕODQ� �U�QOHUGH�
birtaNÕP�GH÷LúLNOLNOHU�\DSÕOPDVÕGÕU�2 

 

YeU� ID\GDVÕ� \DUDWPD\D� \DUGÕPFÕ� ROmak üzere perakendeciler ürünlerin 

UHNODPÕQÕ�\DSDUODU�YH�E|\OHFH��U�Q�Q�YH� VDWÕú�QRNWDVÕQÕQ�QHUHGH�ROGX÷X�GX\XUXOXU��
<DSÕODQ� UHNODP� KDUFDPDODUÕQÕQ� |QHPOL� PLNWDUGD� ROPDVÕQD� UD÷PHQ�� EX� KDUFDPDODU�
�U�Q� IL\DWODUÕQÕQ� oRN� G�ú�N� ELU� \�]GHVLGLU�� 3HUDNHQGHFL� UHNODP� \DSPD]VD� P�úWHUL�
�U�Q�� YH�PD÷D]D\Õ� EXOPDN� LoLQ� GDKD� ID]OD� oDED� KDUFD\DFDN� YH� EX� GD� \HU� ID\GDVÕ�
\DUDWPDQÕQ�PDOL\HWLQL�DUWÕUDFDNWÕU�3 

 

0�úWHULQLQ� �U�Q�� VDWÕQ� DOPD\D� KD]ÕU� ROGX÷X� ]DPDQGD� EXOXQGXUDELOPHN� LoLQ��
GDKD� |QFHGHQ� VDWÕQ� DOÕQÕS� VDNODQPDVÕ� JHUHNLU�� %X� QRNWDGD� SHUDNHQGHFL� �U�QH�
D\ÕUDFD÷Õ�VHUPD\H�LoLQ�IDL]�PDVUDIODUÕQD�NDWODQDFDNWÕU��6DWÕú�LoLQ�EHNOHWLOHQ��U�Q�IL]LNL�
RODUDN� ER]XODELOLU�� \DQJÕQGDQ� ]DUDU� J|UHELOLU� YH\D� oDOÕQDELOLU� Perakendeci bu 

ND\ÕSODUÕ� WHODIL�HGHELOPHN�LoLQ�VDWÕODQ��U�QOHULQ�IL\DWODUÕQÕ�ELUD]�GDKD�\�NVHN�RODUDN�
belirler. Hükümet ve yerel yönetimlere ödenen vergileri telafi etmek için de fiyatlar 

bir miktar yükseltilir. Perakendeciler ticari ürünlerin ellerinde uzun ya GD� NÕVD�
NDOPDVÕQD�J|UH�GH�IL\DWODUÕQÕ�\�NVHN�\D�GD�G�ú�N�RODUDN�EHOLUOHU�4  

 

3HUDNHQGHFLQLQ� P�úWHULOHUL� GH� �U�Q�Q� P�ONL\HWLQH� VDKLS� ROPD\Õ� YH� |GHPH\L�
ertelemeyi arzu ederler. Perakendeciler gerek ürünün mülkiyetine sahip olmak ve 

eOLQGH� EXOXQGXUPDN� JHUHNVH� GH� NUHGLOL� VDWÕúODU� QHGHQL\OH� EHGHOLQ� WDKVLO� HGLOPHVLQH�
NDGDU� ELU� NÕVÕP� ILQDQVPDQ�PDVUDIODUÕQD� NDWODQDFDNWÕU�� <LQH� úHNLO� ID\GDVÕ� \DUDWPDN�
LoLQ�� SHUDNHQGHFLOHU� VDWWÕNODUÕ� �U�QOHUGH� GH÷LúLNOLNOHU� \DSDUODU�� gUQH÷LQ�� HOELVHOHU�
GH÷LúWLULOLU��KD]ÕU�JL\LP��U�QOHUL�|Oo�OHUH�J|UH�D\DUODQÕU��UHVLPOHU�oHUoHYHOHQLU�5    

 

                                                
1 William M. Pride, O.C.Ferrell, Marketing: Concepts and Strategies, 7th. ed., Boston: Houghton 
Mifflin Company, 1991, s.364. 
2 Fred M. Jones, Retail Merchandising, Second Printing, Richard D. Irwin, Inc. Homewood Illinois, 
1959, ss: 8-��¶GHQ�DNWDUDQ�.HQDQ�$\GÕQ��Perakende Yönetiminin Temelleri,�$QNDUD��1REHO�<D\ÕQ�
'D÷ÕWÕP��������V����� 
3 Ibid, s.16. 
4 Ibid. 
5 Ibid, s.17. 
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3HUDNHQGH� VDWÕúODU� oR÷X� NH]� SODQODnPDPÕú� YH\D� DQL� LVWHNOH� \DSÕODQ� VDWÕQ�
DOPDODUÕ� LoHULU��gUQH÷LQ�� DUDúWÕUPDODU�� W�NHWLFLOHULQ� JHQLú� ELU� \�]GHVLQLQ� DOÕúYHULúWHQ�
|QFH� JD]HWH� UHNODPODUÕQD� GLNNDW� HWPHGL÷LQL�� DOÕúYHULú� OLVWHOHUL� KD]ÕUODPDGÕ÷ÕQÕ� YH�
WDPDPHQ�SODQODQPDPÕú�VDWÕQ� DOPDODU�\DSWÕ÷ÕQÕ�J|VWHUPLúWLU��%X�� VDWÕQ� DOPD�QRNWDVÕ�
VHUJLOHULQLQ�� oHNLFL�PD÷D]D� G�]HQLQLQ�� L\L� RUJDQL]H� HGLOPLú�PD÷D]DODUÕQ� YH�PD÷D]D�
YLWULQOHULQLQ� GH÷HULQL� J|VWHULU�� ùHNHUOHPH�� NR]PHWLNOHU�� KDILI� JÕGDODU��PDJD]LQOHU� YH�
GL÷HU� �U�Q� NDOHPOHUL� PD÷D]DGD� J|U�Q�U�� P�úWHUL� trafi÷i� \R÷XQ yerlere konulursa 

W�NHWLFLOHU� RWRPDWLN� VDWÕQ� DOPDGD� EXOXQDELOLUOHU�� 7�NHWLFLOHULQ� SODQODQPDPÕú� ELU�
XVXOGH�oRN�ID]OD�PDO�YH�KL]PHW�VDWÕQ�DOPDVÕ�QHGHQL\OH��SHUDNHQGHFLQLn ürünü tahmin 

HWPH��E�WoHOHPH��VLSDULú�HWPH�YH�VDWÕú�DODQODUÕQGD�X\JXQ�VD\ÕGD personele sahip olma 

\HWHQH÷L�]RUODúÕU�1 
 

3RVWD� YH� WHOHIRQ� VDWÕúODUÕ� VRQ� \ÕOODUGD� oDUSÕFÕ� ELU� úHNLOGH� DUWVD� GD, perakende 

P�úWHULOHUL� JHQHOOLNOH�PD÷D]DGD� DOÕúYHULú� \DSPDNWDGÕU. BLUoRN� W�NHWLFLQLQ� DOÕúYHULúL�
EL]]DW� \DSPD\D� YH� IDUNOÕ� PDUND� �PRGHOOHUL� NÕ\DVODPD\D� LOJLVL, küçük miktarda 

VDWÕúODUÕQ� E�\�NO�÷��� VDWÕQ� DOPDODUÕQ� SODQODQPDPÕú� GR÷DVÕ� tüketicilerin evde 

VDWÕúODUD� PDKUHPL\HW� DU]XVX� QHGHQL\OH� VÕFDN� EDNPDPDVÕ� SHUDNHQGH� PD÷D]DODUÕQ�
SRS�ODULWH� QHGHQOHULQGHQ� VDGHFH� ELUNDoÕGÕU�� 7�NHWLFLOHULQ� EHOLUOL� ELU� PD÷D]D\D�
çekilmesi� JHUHNWL÷L� LoLQ perakendecilerLQ� PD÷D]D� \HUL�� WDúÕPD� NROD\OÕNODUÕ�� PD÷D]D 

oDOÕúPD� VDDWOHUL�� UDNLSOHULQ� \DNÕQOÕ÷Õ�� �U�Q� oHúLWOLOL÷L�� SDUN� \HUOHUL ve reklam gibi 

IDNW|UOHUL�GLNNDWH�DOPDVÕ�JHUHNLU�2 
 

1.5. Perakende Pazarlamaya Konu Olan Ürünler 

 

Perakende pazDUODPD\D� NRQX� RODQ� �U�QOHU� W�NHWLFLOHULQ� VDWÕQ� DOPD�
DOÕúNDQOÕNODUÕQD� J|UH� NROD\OÕN�� EH÷HQPHOLN� YH� |]HOOLNOL� �U�QOHU� RODUDN�
VÕQÕIODQGÕUÕOPDNWDGÕU�3  

 

.ROD\OÕN� �U�QOHUL� �FRQYHQLHQFH� JRRGV�� JHQHOOLNOH� HQ� XODúÕODELOLU� \HUGHQ�� VÕN�
DUDOÕNODUOD� VDWÕQ� DOÕQDQ� ELULP� GH÷HUL� G�ú�N� �U�QOHUGLU�� *ÕGD�� LODo�� VLJDUD�� HNPHN��
                                                
1 Berman and Evans, Op.Cit., s.12. 
2 Ibid. 
3 Clare Wright Barker, Ira Dennis Anderson and J. Donald Butterworth, Principles of Retailing, 3rd 
ed., New York: McGraw-Hill, 1956, s.48. 
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JD]HWH�JLEL��U�QOHU�EX�W�UGHQGLU��%LULP�GH÷HUL�G�ú�N�ROGX÷X�LoLQ�W�NHWLFLOHU�NROD\OÕN�
�U�QOHULQL�VDWÕQ�DOPD\D�oRN�ID]OD�]DPDQ�\D�GD�oDED�KDUFDPDN�LVWHPH]OHU��'ROD\ÕVÕ\OD�
HQ�\DNÕQ�DU]�QRNWDVÕQGDQ�VDWÕQ�DOPD\Õ�WHUFLK�HGHFHNOHUGLU�1 

 

%H÷HQPHOLN� �U�QOHU� (shopping goods)� W�NHWLFLOHULQ� VDWÕQ� DOPDGDQ� |QFH� IL\DW��
NDOLWH�� úHNLO� JLEL� |]HOOLNOHU� DoÕVÕQGDQ� NÕ\DVODPD� \DSWÕ÷Õ� �U�QOHUGLU�� *HQHOOLNOH� EX�
�U�QOHULQ�NROD\OÕN��U�QOHULQH�J|UH�ELULP�IL\DWÕ�GDKD�\�NVHNWLU�YH�SRWDQVL\HO�P�úWHUL�
NDUDU� YHUPHGHQ� |QFH� ELUNDo� PD÷D]D\Õ� JH]PHN� LVWHU�2� 'ROD\ÕVÕ\OD�� W�NHWLFLOHU�
EH÷HQPHOLN� �U�Q� DOPDN� LoLQ�� NROD\OÕN� �U�QOHUL� LOH� NDUúÕODúWÕUÕOGÕ÷ÕQGD� GDKD� X]D÷D�
JLGHELOLUOHU�� DQFDN� GDKD� NROD\� XODúÕODELOLU� ELU�PD÷D]D� YDUVD� X]DNWDNL� ELU�PD÷D]D\a 

JLWPHN�LoLQ�X÷UDúPD]ODU�3   
 

Özellikli ürünler (specialty goods) tüketicilerin belirli bir mDUND\Õ�VDWÕQ�DOPDN�
için veya veri ELU�PD÷D]DGD�DOÕúYHULú�\DSPDN�LoLQ�|]HO�ELU�oDED�J|VWHUGL÷L��U�QOHUGLU�4 
%X��U�QOHULQ�ELULP�IL\DWODUÕ�JHQHOOLNOH�\�NVHNWLU�YH�VÕNOÕNOD�VDWÕQ�DOÕQPD]ODU��Özellikli 

�U�QOHULQ�VDWÕúÕQGD�IL\DWWDQ�oRN�WDU]��NDOLWH�JLEL�|]HOOLNOHUH��D÷ÕUOÕN�YHULOLU�5  
 

1.6. 3HUDNHQGHFLOL÷LQ�'D÷ÕWÕP�.DQDOÕ�øoHULVLQGHNL�<HUL 
 

'D÷ÕWÕP�NDQDOÕ��ELU�PDOÕ�\D�GD�KL]PHWL�YH�RQXQ�P�ONL\HWLQL��UHWLFLGHQ�W�NHWLFL\H�
\D� GD� NXOODQÕFÕ\D� XODúWÕUPDN� �]HUH� JLULúLOHQ� oDEDODUÕ�� DUDODUÕQGD� WRSOXPVDO� YH�
HNRQRPLN�LOLúNLOHU�NXUDUDN�VD÷OD\DQ�NXUXPODU�GL]LVLGLU�6  

 

Perakendeciler� GD÷ÕWÕP� NDQDOÕQGD� |]HOOLNOH� |QHPOL� URO� �VWOHQLUOHU�� o�QN��
�UHWLFLOHU�� WRSWDQFÕODU� YH� QLKDL� W�NHWLFLOHU� DUDVÕQGD� NRQXPODQÕUODU�� 3HUDNHQGHFL�
�U�QOHULQLQ�oR÷XQX�YH�oR÷X�NH]�SHUDNHQGHFLOHU� LoLQ�SD]DUODPD�VWUDWHMLVLni üreticiler  

JHOLúWLULU�� EXQD� NDUúÕOÕN� SHUDNHQGHFLOHU� W�NHWLFLOHUH� GDKD� \DNÕQGÕU�� Perakendeciler 

�U�QOHUL� W�NHWLFLOHULQ� VDWÕQ� DOPDN� LVWHGL÷L� \HU� YH� ]DPDQGD� KD]ÕU� EXOXQGXUDQ� NDQDO 
                                                
1 Ibid, s.49. 
2 Ibid. 
3 Berman and Evans, Op.Cit, s.238. 
4 Ibid. 
5 Barker, Anderson and Butterworth, Op.Cit., s.49. 
6 Louis W. Stern and Torger Reve, “Distribution Channel as Political Economies for Comparative 
Analysis”, Journal of Marketing,�9RO����6XPPHU���������V���¶GH�DNWDUDQ�$�+DPGL�øVODPR÷OX��
3D]DUODPD�<|QHWLPL��6WUDWHMLN�YH�*OREDO�<DNODúÕP�����%DVÕP��øVWDQEXO��%HWD�%DVÕP��������V����� 
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�\HOHULGLU��7RSWDQFÕ�YH��UHWLFLOHUGHQ��U�QOHUL�DOÕU�YH�RQODUÕ�NROD\�YH�KRú�ELU�RUWDPGD�
tükHWLFLOHULQ�EH÷HQLVLQH�VXQDUODU�1    

 

'D÷ÕWÕP� NDQDOÕ� LoHULVLQGH perakendeciler,� �UHWLFL� YH� WRSWDQFÕODU� LoLQ� KHP�
pa]DUODPDFÕ� KHP� GH� P�úWHUL� NRQXPXQGDGÕU�� 6DWÕQ� DOPD�� VDWÕú�� ULVN� �VWOHQPH� YH�
W�NHWLFL� LVWHNOHUL� KDNNÕQGD� ELOJL� VD÷ODPD� JLEL� ELUoRN� SD]DUODPD� IDDOL\HWLQL�
JHUoHNOHúWLULUOHU� Perakendeciler t�NHWLFLOHUGHQ� JHUL� EHVOHPH� HOGH� HWPHN� YH� EXQODUÕ�
SD]DUODPD�NDQDOÕQGDNL��UHWLFL�YH�DUDFÕ�NXUXOXúODUD� LOHWPHN�LoLQ�ROGXNoD�VWUDWHMLN�ELU 
NRQXPGDGÕU�2 

 

 0�úWHULOHU�� UHNODPODU�� VDWÕú� SHUVRQHOL�� PD÷D]D� VHUJLOHUL� \ROX� LOH� PDO� YH�
KL]PHWOHULQ�YDUOÕ÷Õ�YH�|]HOOLNOHUL��PD÷D]D�oDOÕúPD�VDDWOHUL��|]HO�VDWÕúODU��YV��KDNNÕQGD�
bilgilendirilir. Üreticiler ve toptDQFÕODU� LVH� VDWÕú� WDKPLQOHUL�� QDNOL\H�� P�úWHUL�
úLND\HWOHUL��NXVXUOX��U�QOHU��HQYDQWHU�Lú�KDFPL��PRGHO��UHQN�YH�E�\�NO�N�RODUDN���YV��
KDNNÕQGD� ELOJLOHQGLULOLU�� %LUoRN� �U�Q� YH� KL]PHW�� SHUDNHQGHFLQLQ� WHGDULNoL\H� JHUL�
EHVOHPHVLQLQ�VRQXFX�RODUDN�úHNLOOHQGLULOLU.3  

 

'D÷ÕWÕPGD� KDQJL� NDQDOODUÕQ� NXOODQÕODFD÷Õ� KDNNÕQGDNL� NDUDUODU� |QHPOLGLU��
Tüketim ürünleri� LoLQ� DOÕúÕOPÕú� GD÷ÕWÕP� NDQDOODUÕ� ùHNLO� �¶GH� J|VWHULOPHNWHGLU� Bu 

NDQDOODUÕQ� LONL�GR÷UXGDQ�GD÷ÕWÕPGÕU��%XUDGD��UHWLFLOHUGHQ�GLUHNW� W�NHWLFLOHUH�GD÷ÕWÕP�
HVDVWÕU��.XUX� WHPL]OHPHFLOHU� YH� J�]HOOLN� VDORQODUÕ� JLEL� N�o�N�KL]PHW� LúOHWPHOHULQGH�
EX� NDQDO� NXOODQÕOÕU�� hUHWLFLOHULQ�� �U�QOHULQ� IL\DWODUÕ� �]HULQGH� E�\�N� |Oo�GH� NRQWURO�
LPNDQÕ�YDUGÕU��NDUGDQ�GDKD�E�\�N�SD\�DOÕUODU��'R÷UXGDQ�GD÷ÕWÕP�NDQDOÕQÕ�JHQHOOLNOH�
LPDODWoÕODU�NXOODQÕU�4   

 

øNLQFL� NDQDO�� �rHWLFLGHQ� SHUDNHQGHFL\H� YH� SHUDNHQGHFLGHQ� W�NHWLFL\H� X]DQÕU��
*ÕGD�PD÷D]DODUÕ�EX�NDQDOÕ�NXOODQÕUODU��%X�NDQDO��GDKD�E�\�N�VDWÕú�SRWDQVL\HOL�YH�GDKD�
JHQLú�ELU�WDOHS�DODQÕ�VD÷ODU��DQFDN��UHWLFLQLQ�GD÷ÕWÕP�YH�IL\DWODU��]HULQGHNL�NRQWUolü 

ELUD]�D]DOÕU�5   
                                                
1 Steven J. Skinner, Marketing, Boston: Houghton Mifflin Co., 1990, s.425. 
2 Pride and Ferrell, Op.Cit., s. 364.  
3 Berman and Evans, Op.Cit., s.8. 
4�.HQDQ�$\GÕQ��3HUDNHQGHFLOLN�YH�'HSDUWPDQOÕ�0D÷D]D�0�úWHULOHULQLQ�6RV\R-ekonomik 
Özellikleri,����%DVNÕ��øVWDQEXO��������V���� 
5 Ibid. 
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          ùHNLO����7LSLN�%LU�'D÷ÕWÕP�.DQDOÕQGD�hU�QOHULQ�$NÕúÕ 
 Kaynak: Warren G. Meyer, Retail Marketing for Employees, Manager and Entrepreneurs,  
 8th ed., Singapore: McGraw-Hill, 1988, ss: 7-8’den aktarDQ� .HQDQ� $\GÕQ�� Perakende             
Yönetiminin Temelleri, s.12.   
    

 

ho�QF�� NDQDO� �UHWLFLGHQ� WRSWDQFÕ\D�� WRSWDQFÕGDQ� SHUDNHQGHFL\H� YH�
SHUDNHQGHFLGHQ� GH� W�NHWLFL\H� X]DQÕU�� %X� NDQDO� SHUDNHQGHFLOHUOH� ED÷ODnWÕOÕ�� LoNL� YH�
PDGHQL�Hú\D�JLEL�PDOODUÕQ�VDWÕúÕQGD�GDKD�oRN�NXOODQÕOÕU��%D]Õ�KDOOHUGH�GH��UHWLFLGHQ�
acente veya komisyoncuya, acente� YH\D� NRPLV\RQFXGDQ� WRSWDQFÕ\D�� WRSWDQFÕGDQ�
SHUDNHQGHFL\H��SHUDNHQGHFLGHQ�W�NHWLFL\H�X]DQDQ�G|UG�QF��NDQDO�NXOODQÕOÕU��$FHQWe 

YH\D� NRPLV\RQFX� oR÷X� NH]� ELU� LVLP� DOPDGDQ� DOÕFÕ� LOH� VDWÕFÕ\Õ� ELU� DUD\D� JHWLUHQ�
temsilcidir.1    

 

2. 3(5$.(1'(�.858/8ù/$5,1,1�6,1,)/$1',5,/0$6, 
 

3HUDNHQGH� NXUXOXúODUÕQÕQ� VÕQÕIODQGÕUÕOPDVÕQGD� IDUNOÕOÕNODU� ROVD� GD�� EHQ]HU�
|Oo�WOHU� NXOODQÕOPDNWDGÕU�� %XUDGD  hizmet düzeyleri, sahiplik türü ve  VDWÕODQ� �U�Q�
oHúLGL DoÕVÕQGDQ�ELU�VÕQÕIODQGÕUPD�L]OHQHFHNWLU�2 

 

                                                
1 Ibid. 
2�(ULF�1��%HUNRZLW]�YH�GL÷HUOHUL��Marketing, 5th ed., Boston: McGraw-Hill, 1997, s.475. 

KANAL 1 KANAL 2  KANAL 3 KANAL 4 

hUHWLFL�YH�øPDODWoÕ 

Acente/ 
Komisyoncu 

7RSWDQFÕ 

   Perakendeci 

   0�úWHUL 
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2.1. Hizmet Düzeylerine Göre Perakendecilik 

 

)DUNOÕ� W�NHWLFL� WHUFLKOHULQL� NDUúÕODPDN� LoLQ�� SHUDNHQGHFLOHULQ� VXQDELOHFH÷L� �o�
KL]PHW� G�]H\L� EXOXQPDNWDGÕU�1 self-VHUYLV�� VÕQÕUOÕ-servis, full-servis. Self-servis 

hL]PHW�G�]H\LQGH�P�úWHULOHU�ELU�oRN�KL]PHWL�NHQGL�NHQGLOHULQH�JHUoHNOHúWLULU��PD÷D]D�
oRN� D]� KL]PHW� VXQDU�� øQGLULPOL�PD÷D]DODU�� EHQ]LQ� LVWDV\RQODUÕ� oR÷X� NH]� VHOI-servis 

X\JXODU��'HSR�PD÷D]DODU�JHUHNVL]� W�P�P�úWHUL�KL]PHWOHULQLQ�D\ÕNODQGÕ÷Õ�VHOI-servis 

PD÷D]DODUGÕU� 
 

6ÕQÕUOÕ-servis sunan PD÷D]DODU�NUHGLOL�VDWÕú��WHOHIRQOD�VLSDULú�JLEL�ED]Õ�KL]PHWOHUL�
VXQDU�� DQFDN� |UQH÷LQ� ÕVPDUODPD� JL\VL� KL]PHWL� YHULOPH]�� %|O�PO�� PD÷D]DODU� WLSLN�
RODUDN�VÕQÕUOÕ�KL]PHW�VXQDQ�PD÷D]DODUGÕU�� 

 

Full-servis perakendecileri, pek çok özHOOLNOL� PD÷D]D\Õ� YH� ED]Õ� E|O�PO��
PD÷D]DODUÕ� NDSVDU��0�úWHULOHUH� ELUoRN� KL]PHW� VXQXOXU�� gUQH÷LQ�1RUGVWURP�P�úWHUL�
KL]PHWL� LOH� HIVDQH� ROPXú� ELU� PD÷D]DGÕU�� %X� PD÷D]D�� EHQ]HU� E�\�NO�NWHNL�
PD÷D]DODUGDQ� \�]GH� HOOL� GDKD� ID]OD� VDWÕú� HOHPDQÕQD� VDKLSWLU�� 6DWÕú� HOHPDQODUÕ��
P�úWHULOHULQ� WHúHNN�U� QRWODUÕQÕ� \D]DU�� SDNHWOHULQL� HYOHULQH� WHVOLP� HGHU�� 0�úWHULOHU�
SL\DQR� H]JLOHUL� HúOL÷LQGH� DOÕúYHULú� \DSDU��0D÷D]DQÕQ� EX� KL]PHWOHUL��P�úWHUL� WDWPLQL�
DQNHWLQGH�NLúLVHO�LOJL�YH�SURIHV\RQHO�VDWÕú�DoÕVÕQGDQ�LON�VÕUDGD�ROPDVÕQÕ�VD÷ODPÕúWÕU�2  

 

2.2. Sahiplik Türüne Göre Perakendecilik  

 

3HUDNHQGHFLOHUL� VÕQÕIODQGÕUPDQÕQ� ELU� EDúND� \ROX� VDKLSOLNOHULQH� J|UHGLU��
6DKLSOL÷H�J|UH�VÕQÕIODQGÕUÕODQ�EDúOÕFD perakendeci türleri�ED÷ÕPVÕ]�PD÷D]DODU� zincir 

PD÷D]DODU�YH�IUDQFKLVLQJOHUGLU�3  
 

 

 

 

                                                
1 Ibid. 
2 Cyndee Miller, “Nordstrom Is Tops in Survey”, Marketing News,�ùXEDW��������V���¶GHQ�DNWaran 
Ibid. 
3 Levy and Weitz, Retailing Management, s.62. 
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2.2.1. BD÷ÕPVÕ]�0D÷D]DODU 

 

(Q�\D\JÕQ�SHUDNHQGH�VDKLSOL÷L� W�UOHULQGHQ�ELUL�RODQ�ED÷ÕPVÕ]�SHUDNHQGHFLOLNWH�
VDKLSOLN� WHN� ELU� NLúL\H� DLWWLU�� dR÷XQOX÷XQX� VSRU� Hú\DODUÕ�� P�FHYKHUDW�� KHGL\H�
PD÷D]DODUÕ�YH�QDOEXUODUÕQ�ROXúWXUGX÷X�N�o�N�SHUDNHQGHFLOHULQ�VD\ÕVÕ�\�]GH�RQ�EHúOik 

bir oraQOD� �������� úLUNHWH� XODúPÕúWÕU�� %X� VDKLSOLN� W�U�� NLWDSoÕODU�� RWRPRELO�
malzemeleri, ER\D��NDPHUD�YH�ED\DQ�JL\LP�DNVHVXDUODUÕ�VDWDQ�PD÷D]DODU�DUDVÕQGD�GD�
\D\JÕQGÕU� 0�úWHULOHU� LoLQ�� ED÷ÕPVÕ]� PD÷D]DODU� NROD\OÕN�� NDOLWH�� NLúLVHO� KL]PHW� YH�
\DúDP�WDU]Õ�UDKDWOÕ÷Õ�VXQDU�1 
 

7HN�ELU�PD÷D]D\D�VDKLS ED÷ÕPVÕ]�SHUDNHQGHFLOHU�PD÷D]D�VD\ÕVÕ�DoÕVÕQGDQ�W�P�
SHUDNHQGH� NXUXOXúODUÕQÕQ� \DNODúÕN� ���¶�Q�� ROXúWXUXU�� 7HN� ELULPOL� EX� NXUXOXúODU�
WDUDIÕQGDQ� \DSÕODQ� VDWÕúODUVD� WRSODP� SHUDNHQGH� VDWÕúODUÕQ����¶�Q�� ROXúWXUPDNWDGÕU� 
.�o�N�� ED÷ÕPVÕ]� SHUDNHQGH�PD÷D]DODU� JHQHOOLNOH� DLOH� �\HOHULQFH� LúOHWLOLUOHU��$QFDN�
ED÷ÕPVÕ]� PD÷D]DODU� DUDVÕQGD� EDúDUÕVÕ]OÕN� RUDQÕ� \�NVHNWLU� YH� EX� EDúDUÕVÕ]OÕk 

deneyimsizlik, yetersizlik YH�\|QHWLP�NXVXUODUÕQD�ED÷ODQDELOLU�2  
 

Amerika’da oR÷XQOX÷X� N�oük, 1��� PLO\RQ¶GDQ� ID]OD� ED÷ÕPVÕ]� SHUDNHQGHFL�
YDUGÕU�� %X� \�NVHN� VD\Õ� SD]DUD� JLULú� NROD\OÕ÷Õ� LOH� LOJLOLGLU�� '�ú�N� VHUPD\H� LKWL\DFÕ�
veya görece basit UXKVDW� NRúXOODUÕQGDQ� GROD\Õ� ELUoRN� N�o�N� SHUDNHQGHFL� W�U�� LoLQ 

pazara�JLULú�NROD\GÕU��3D]DUD�JLULúLQ�J|UHFH�NROD\�ROPDVÕ�ELU�KD\OL�UHNDEHWH�QHGHQ�ROXU�
YH�EX�GXUXP�ED÷ÕPVÕ]�PD÷D]DODU�DUDVÕQGD�\�NVHN�RUDQGD�EDúDUÕVÕ]OÕ÷ÕQ�ROXúPDVÕQGD�
önemli bir faktördür.3  

 

%D÷ÕPVÕ]�SHUDNHQGHFLOHU� oHúLWOL�DYDQWDM�YH�GH]DYDQWDMODUD�VDKLSWLU��$YDQWDMODUÕ�
DUDVÕQGD� HVQHNOLN�� G�ú�N� \DWÕUÕPODU�� X]PDQODúÕOPÕú� VXQXPODU�� � VWratejinin direkt 

kontrolü,� WXWDUOÕOÕN�� ED÷ÕPVÕ]OÕN� YH� JLULúLPVHO� EHFHUL� VD\ÕODELOLU. %D÷ÕPVÕ]�
SHUDNHQGHFLOHU�� PD÷D]D� \HUL� VHoLPLQGH� YH� VWUDWHML� JHOLúWLUPHGH� ELU� KD\OL� HVQHNOL÷H�
VDKLSWLU�� 6DGHFH� ELU� PD÷D]D� \HUL� JHUHNWL÷LQGHQ�� HQ� L\L� PD÷D]D yeri için HVDVOÕ� ELU�
DUDúWÕUPD� \DSÕODELOLU�� 6DGHFH� ELU� PD÷D]D� \|QHWLOHFH÷LQGHQ�� NLUDODPDODU�� G|úHP� YH�
                                                
1 Gene Koretz, “Those Plucky Corner Stores”, Business Week,�$UDOÕN�������V���¶GDQ�DNWDUDQ�
%HUNRZLW]�YH�GL÷HUOHUL�2S�&LW���V����� 
2 Mason, Mayer and Ezell, Op.Cit, s.7. 
3 Berman and Evans, Op.Cit., ss: 63-64. 
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GRQDWÕPODU�� oDOÕúDQODU�YH��U�Q� LoLQ�\DWÕUÕP�PDOL\HWOHUL�G�ú�N� WXWXODELOir.  Belirli bir 

ürün ve hizmet kategorisi ile ilgili olarak bir özel pazar bölümünde beceri 

JHOLúWLULOHELOLU�� %D÷ÕPVÕ]� PD÷D]DODU�� IDDOL\HWOHULQGH� WXWDUOÕOÕNODUÕQÕ� V�UG�UHELOLUOHU, 
o�QN��VDGHFH�ELU�FR÷UDILN�SD]DUD�KL]PHW�HGLOLU�YH�VDGHFH�ELU�VWUDWHML� �PD÷D]D�DoÕOÕú�
VDDWOHUL���U�Q�oHúLWOLOL÷L��IL\DWODU��VDWÕú�SHUVRQHOi, promosyon vb.) izlenir.1 

 

%D÷ÕPVÕ]� SHUDNHQGHFLOHULQ� GH]DYDQWDMODUÕ� DUDVÕQGD�� SD]DUOÕN� J�F�QGH� VÕQÕUODU��
SODQODPD� LoLQ� D]� ]DPDQ� YH� D]� ND\QDN�� VDKLEH� DúÕUÕ� ED÷ÕPOÕOÕN� VD\ÕODELOLU� Küçük 

PLNWDUODUGD� �U�Q� VDWÕQ� DOGÕNODUÕ� LoLQ�� WHGDULNoLOHUOH� SD]DUOÕNODUÕ� VÕQÕUOÕGÕU�� )LQDQVDO�
VÕQÕUODPDODU�QHGHQL\OH�\ÕOGD�ELU�\D�GD�LNL�NH]�E�\�N�VLSDULúOHU�YHUPHN�\HULQH��ELUNDo�
NH]� N�o�N� PLNWDUODUGD� VDWÕQ� DOPD� JHUoHNOHúLU�� %X� GD� ELULP� EDúÕQD� WDúÕPDFÕOÕN� YH�
VLSDULú�PDOL\HWOHULQLQ�\�NVHN�ROPDVÕ�GHPHNWLU�2   
 

2.2.2. Zincir�0D÷D]Dlar 

 

ZLQFLU�PD÷D]DODU��oRN�VD\ÕGD�úXEHVL�EXOXQDQ�YH�ELUELULQGHQ�IDUNOÕ�E�\�NO�NWHNL�
úXEHOHUL\OH��ONHQLQ�KHU�\DQÕQD�\D\ÕODELOHQ��KHU�úXEHVL�DQD� LúOHWPH�DGÕQD�YH\D�NHQGL�
DGÕQD� ROPDN� �]HUH� ELU� NLúL� WDUDIÕQGDQ� LúOHWLOHQ�� \|QHWLPL� PHUNH]GHQ� �DQD� LúOHWPH�
WDUDIÕQGDQ�� JHUoHNOHúWLULOHQ�� NHQGLVLQLQ� �UHWLP� \DSPDGÕ÷Õ� DODQODUGD� GR÷UXGDQ�
�UHWLFLGHQ� DOÕPODU� \DSDUDN� �UHWLFL� LOH� W�NHWLFL� DUDVÕQGDNL� DUDFÕODUÕ� NDOGÕUDQ� ELU�
perakendecilik türüdür.3   

 

Zincir PD÷D]DODU�� E|O�PO�� PD÷D]DODU�� LQGLULPOL� PD÷D]DODU, JÕGD�
SHUDNHQGHFLOL÷L�� HFzaQH�� D\DNNDEÕ�PD÷D]DODUÕ� YH� NROD\OÕN�PD÷D]DODUÕ� � EDúWD� ROmak 

�]HUH� KHU� W�UO�� PD÷D]D� NDWHJRULVLQGH kurulabilir�� '�Q\D� oDSÕQGD� ]LQFLU� PD÷D]DODU�
GDKD� \D\JÕQ� ROPD\D� EDúODPÕúWÕU�� gUQH÷LQ� 7R\V� ³5´�8V�$OPDQ\D�� .DQDGD�� %LOHúLN�
.UDOOÕN�� 6LQJDSXU� YH� +RQJ� .RQJ¶� GD� ]LQFLU� PD÷Dzalara sahiptir. Yine, K-Mart 

Avustralya’da, The Gap ve Esprit Londra’da, Kentucky Fried Chicken Beijing’te ve 

Red Lobster Japonya’da� IDDOL\HW� J|VWHUPHNWHGLU�� øWDO\DQ� JL\LP� ]LQFLUL� %HQetton 

                                                
1 Ibid, ss: 65-66. 
2 Ibid. 
3�'R÷DQ�7XQFHU��7XUL]PGH�'D÷ÕWÕP�6LVWHPL�YH�7�UNL\H�øoLQ�%LU�0RGHO�gQHULVL��$QNDUD��+�h�øø%)�
<D\ÕQODUÕ�1R�����������V���¶GHQ�DNWDUDQ�$\GÕQ��Perakende Yönetiminin Temelleri, ss: 37-38. 
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\DNODúÕN� �� �ONH\H� \D\ÕOPÕúWÕU.1 Türkiye’de Sümerbank, Gima, Migros, Yeni 

.DUDP�UVHO��7DQVDú��%H\PHQ��9DNNR��0XGR��(QGHU��+X]XU�*L\LP�PD÷D]DODUÕ�]LQFLU�
PD÷D]DODUD�|UQHN�RODUDN�J|VWHULOHELOLU�2  

 

ho�WHPHO�IDNW|U�]LQFLU�PD÷D]DODUÕ�ED÷ÕPVÕ]�PD÷D]DODUGDQ�IDUNOÕODúWÕUÕU�3  
• 7HNQLN� RODUDN�� ]LQFLU�PD÷D]DODU� LNL� \D� GD� GDKD� ID]OD� ELULPGHQ�ROXúXU��

%XQXQOD� ELUOLNWH�� J�Q�P�]GH� N�o�N� |OoHNOL� SHUDNHQGHFLOHU� DOÕúYHULú�
merkezlerinde veya yeni bölgelerde iki-�o� ELULPOL� PD÷D]DODU�
DoPDNWDGÕU��'ROD\ÕVÕ\OD��G|UW�YH\D�GDKD�ID]OD�ELULPH�VDKLS�ROPDN�zincir 

PD÷D]DODU�LoLQ�WDQÕPOD\ÕFÕ�RODFDNWÕU� 
• 0HUNH]L� VDKLSOLN�� ]LQFLU� PD÷D]DODUÕ� V|]OHúPHOL� GLNH\� SD]DUODPD�

VLVWHPOHULQGHQ�D\ÕUÕU� 
• 0HUNH]LOHúWLULOPLú� \|QHWLP� QHGHQL\OH�� ELU� ]LQFLUH� DLW� ELULPOHU� ELUH\VHO�

RODUDN� VÕQÕUOÕ� |]HUNOL÷H� VDKLSWLU�� 6WUDWHMLN� NDUDUODU�PHUNH]GHQ� DOÕQÕU� YH�
zincir içindeki W�P� ELULPOHU� LoLQ� IDDOL\HW� SROLWLNDODUÕ\OD� LOJLOL� |QHPOL�
VWDQGDUWODU�ROXúWXUXOXU�� 

 

%�\�N� ]LQFLUOHU� VÕNOÕNOD� KHP�SHUDNHQGH� IRQNVL\RQODUÕ� KHP� GH� NDQDOGD� WRSWDQ�
VDWÕú� YH� GD÷ÕWÕP� IRQNVL\RQODUÕQÕ� JHUoHNOHúWLULU�� 7RSWDQFÕOÕN� YH� SHUDNHQGHFLOLN�
IRQNVL\RQODUÕQÕ� NRordine ederek GD÷ÕWÕP� YHULPOLOL÷LQL� DUWWÕUÕUlar�� $\UÕFD�� oRNOX�
PD÷D]DODUD�VDKLS�SHUDNHQGHFLOHU�GDKD�E�\�N�VDWÕú�WHPHOL��]HULQH�VDELW�PDOL\HWOHUL�–
ELOJLVD\DU�VLVWHPOHUL��VDWÕQ�DOPD�PDOL\HWOHUL�YH�\|QHWLP�PDDúODUÕ�JLEL- yayabilir.4 

 

=LQFLU�PD÷D]DODUÕQ�EDúOÕFD�DYDQWDMÕ� VDWÕQ�DOPD�J�F�G�U��ùLUNHW��U�QOHUL�ELUNDo�
PD÷D]D�LoLQ�VDWÕQ�DOGÕ÷ÕQGDQ�N�o�N��ED÷ÕPVÕ]�SHUDNHQGHFLOHUH�J|UH�GDKD�X\JXQ�IL\DW�
YH� NRúXOODUGD� �U�Q� VDWÕQ� DODELOLU�� %�\�N bir zincir, herKDQJL� ELU�PD÷D]DVÕQGD DúÕUÕ�
VWRNODQPÕú� �U�QOHUL�� GDKD� oDEXN� VDWDELOHFH÷L� ELU� EDúND�PD÷D]D\D� DNWDUDELOLU��hU�Q�
\|QHWLFLOHUL�� UHNODP� YH� WDQÕWÕP� X]PDQODUÕ�� YLWULQ� G�]HQOH\LFL� JLEL� X]PDQODUOD�

                                                
1 Warren Keegan, Sandra Moriarty ve Tom Duncan, Marketing, New Jersey: Prentice Hall, 1992, ss: 
602-603. 
2�$\GÕQ��3HUDNHQGHFLOLN�YH�'HSDUWPDQOÕ�0D÷D]D�0�úWHULOHULQLQ�6RV\R-Ekonomik Özellikleri, 
s.39. 
3�0RQWURVH�6��6RPPHUV�YH�GL÷HUOHUL��Fundementals of Marketing, 6th ed., Canadian: McGraw-Hill, 
1992, ss: 499-500.  
4 Levy and Weitz, Retailing Management, s.63.  
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DQODúDELOLUOHU� Zincir ma÷D]DODU��Sazarlama�DUDúWÕUPDODUÕQÕQ�\�U�W�OPHVL��\HQL��U�Q�YH�
KL]PHWOHULQ� WHVW� HGLOPHVL�� IDUNOÕ� SHUDNHQGH� IL\DWODUÕQÕQ� YH� GHSDUWPDQ� WDVDUÕPODUÕQÕQ�
denenmesi için finansal araçlara sahiptirler. Reklam maliyetleri tüm zincire 

\D\ÕODELOLU�1   
 

=LQFLU�RUJDQL]DV\RQODU�ED]Õ�GH]DYDQWDMODUD�GD�VDKLSWLU��(VQHNOLN�HNVLNOL÷L�oR÷X�
NH]� SUREOHP� \DUDWÕU� YH� EX� GXUXP� E�\�N� |Ooüde birimlerin merkezi ofisten 

\|QOHQGLULOPHVLQGHQ�ND\QDNODQÕU��6LVWHP�YH�\|QWHPOHUGHNL�GH÷LúLNOLNOHU�\DYDú�LOHUOHU�
YH�úLUNHW�oDSÕQGD�LOHWLúLP�HQJHOOHQHELOLU�2    

 

=LQFLU�PD÷D]DODUGD��KHU�ELU�PD÷D]D�GL÷HU�PD÷D]DODUGDQ�YH�PHUNH]L�RILVWHQ�D\UÕ�
NRQXPODQGÕ÷Õ� Lçin, personelin belirli bir mesafeden kontrol edilmesi gerekir. 

.LúLOHULQ�ELUH\VHO�WHUFLKOHULQGH�IDUNOÕOÕNODU�ROGX÷X�JLEL�]LQFLU�PD÷D]DODUÕQ�EXOXQGX÷X�
E|OJHOHU� DUDVÕQGD� da \HUHO� IDUNOÕOÕNODU� V|]� NRQXVX� ROur. =LQFLU� PD÷D]DODU� EX�
IDUNOÕOÕNODUD�YH�DQLGHQ�ROXúDQ�NRúXOODUD�NROD\FD�X\XP�J|VWHUHPH]�3 
                                                                                         

2.2.3. Franchising 

 

øQJLOL]FH� ELU� NHOLPH� RODQ� IUDQFKLVLQJ¶LQ� V|]O�N� DQODPÕ�� ³YHUJLOHQGLUPH� YH�
J�PU�N� LúOHULQGH� VHUEHVWOLN� YHUPH�� LPWL\D]´� ROXS�� )UDQVÕ]FD¶GD� ³$IIUDQFKLU´�
NHOLPHVLQGHQ� W�UHWLOPLúWLU�4� øPWL\D]�� KDN�� VHoPH�� PDOL\HW�� VDWÕú�� GD÷ÕWÕP� KDNODUÕQÕQ�
YHULOPHVL�� LVLP� YH� PDUNDQÕQ� NXOODQÕOPDVÕ� DQODPÕQD� JHOHQ� )UDQFKLVLQJ�� YHULFL�
�IUDQFKLVRU��DoÕVÕQGDQ�ELU�GD÷ÕWÕP�YH�SD]DUODPD�\|QWHPL��DOÕFÕ��IUDQFKLVHH��DoÕVÕQGDQ�
GD�\DWÕUÕP�VHoLPL�YH�Lú NXUPD�ELoLPL�RODUDN�G�ú�Q�OHELOLU�5  

 

 Franchising,� WDQÕQPÕú� ELU� PDUNDQÕQ�� ROXúPXú� ELU� LPDMÕQ� EHOOL� ELU� EHGHO�
NDUúÕOÕ÷ÕQGD�� EHOOL� VWDQGDUWODU� LoLQGH�� ED÷ÕPVÕ]� \DWÕUÕPFÕ\D� NXOODQGÕUÕOPDVÕGÕU�� $QD�
firmDQÕQ�� EHOLUOL� ELU� E|OJHGH� YH� EHOLUOL� ELU� V�UH� LoLQ�� EHOLUOL� D\UÕFDOÕNODUÕ� NXOODQPD�
KDNNÕQÕ� ELU� GL÷HU� ILUPD\D� YHUGL÷L�� \|QHWLP�� RUJDQL]DV\RQ�� H÷LWLP� YH� WHGDULN�
                                                
1 Irving Burstiner, Basic Retailing, USA: Irwin, 1986, ss: 91-92. 
2 Ibid. 
3 Barker, Anderson and Butterworth, Op.Cit., s.78. 
4 Dov Izraeli, Franchising and The Total Distribution System, First Published, London: Longman 
3UHVV��������V��¶GHQ�DNWDUDQ�'LOEHU�8ODú��Franchising Sistemi,�$QNDUD��1REHO�<D\ÕQODUÕ��������V��� 
5�øONHU�3DUDVÕ]��Para Banka ve Finansal Piyasalar, ���%DVNÕ��%XUVD��(]JL�.LWDEHYL��������V������ 
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NRQXODUÕQGD� \DUGÕP� VD÷ODGÕ÷Õ� ELU� SD]DUODPD� YH� GD÷ÕWÕP� \|QWHPLGLU�� $QD� ILUPD�
WDUDIÕQGDQ�ED÷ÕPVÕ]�Iirmaya verilen imtiyaza “Franchise” denir.1   

 

)UDQFKLVLQJ��IUDQFKLVRU�YH�IUDQFKLVHH�GHQLOHQ��KXNXNHQ�ELUELULQGHQ�ED÷ÕPVÕ]�LNL�
WDUDI�DUDVÕQGD�V|]OHúPH�LOH�\DSÕOÕU��)UDQFKLVRU��NHQGL�DODQÕQGD�EDúDUÕOÕ�ROPXú��EHOLUOL�
ELU�NDOLWH�VWDQGDUGÕQÕ�WXWWXUPXú��WDQÕQPÕú�ELU�PDUNDGDNL��U�Q�YH\D�KL]PHWLQ��LúOHWPH�
VLVWHPLQLQ� VDKLELGLU�� %HOLUOL� D\UÕFDOÕNODUÕ� NDUúÕ� WDUDID� YHUHQ� YH� NXOODQGÕUDQ� KXNXNHQ�
WDPDPHQ� ED÷ÕPVÕ]� ELU� LúOHWPHGLU�� %LU� �UHWLP� YH\D� KL]PHW� LúOHWPHVL� RODELOLU��
Franchisee; belirli bir süre ve belirli bir bedel NDUúÕOÕ÷ÕQGD� IUDQFKLVH� YHUHQLQ� WLFDUL�
PDUNDVÕQÕ�� NQRZ-KRZ¶XQX�� LúOHWPH� VLVWHPLQL�� GL÷HU� VÕQDL� YH� P�ONL\HW� KDNODUÕQÕ�
NXOODQPD� KDN� YH� ]RUXQOXOX÷XQX� �VWOHQHQ� ED÷ÕPVÕ]� ELU� LúOHWPHGLU�� )UDQFKLVHH��
ED÷ÕPVÕ]� ELU� JLULúLPFL� \D� GD� N�o�N� ELU� LúOHWPH� RODELOLU�� )UDQFKLVLQJ¶LQ� DPDFÕ��
NDUúÕOÕNOÕ� J�YHQ� YH� V�UHNOL� ELU� Lú� LOLúNLVL� LoLQGH� KHU� LNL� WDUDIÕQ� ELUELUOHULQGHQ�
\DUDUODQPDVÕQÕ�VD÷ODPDNWÕU�2  

  

      

  ùHNLO����)UDQFKLVH�9HUHQ�YH�)UDQFKLVH�$ODQ�øOLúNLVL 
   .D\QDN��'LOEHU�8ODú��Franchising Sistemi��$QNDUD��1REHO�<D\ÕQODUÕ��������V��. 

 

 

Franchising’de verici taraf (frDQFKLVRU��� DOÕFÕ\D�IUDQFKLVHH�� NXOODQGÕ÷Õ� LVLP�\D�
GD�PDUND�� �U�Q� \D� GD� KL]PHWLQ� �UHWLP� WHNQL÷L�� LVLP�� \|QHWLP� YH� RUJDQL]DV\RQX\OD�
LOJLOL� ELOJLOHUL� YHUPHNOH� YH� DOÕFÕ\Õ� V�UHNOL� RODUDN� GHVWHNOHPHNOH� \�N�PO�G�U�� $OÕFÕ�
taraf ise isim-PDUND� LPWL\D]� KDNNÕQÕ� ELU� EHGHO� NDUúÕOÕ÷ÕQGD� NXOODQDFDN�� NHQGLVLQH�
YHULOHQ�WHNQLN�ELOJL�YH�KL]PHWOHUGHQ�DQODúPD�K�N�POHUL�oHUoHYHVLQGH�\DUDUODQDFDNWÕU��
$OÕFÕ�LoLQ�HQ�EDúWD�JHOHQ�\�N�PO�O�N��DQODúPD�K�N�POHULQe göre teminat verilmesi, 

                                                
1 Raymond A. Marquarit, James C. Makens and Robert Roe, Retail Management, Satisfaction of 
Consumer Needs���UG�HG���>\�\�@7KH�'U\GHQ�3UHVV��������V����¶GDQ�DNWDUDQ�8ODú��2S�&LW���V��� 
2 Ibid, ss: 5-6. 

Ürün veya hizmeti 
Veren Taraf 
 
FRANCHISOR 

Belirli bir bölgede 
Alan Taraf  
 
FRANCHISEE 

øúOetme sistemi, know-how 
�����øú�\|QWHPOHUL��H÷LWLP 
 
         Royalty ödemesi 
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\ÕOOÕN�FLUR��]HULQGHQ�ELU�RQGDOÕN�NDU�SD\Õ���FUHW�YE��ELoLPGH�EHOLUOHQPLú�ELU�EHGHOLQ�
ödenmesidir.1 

 

Franchising düzenlemelerinin iki türü YDUGÕU�� �U�Q ve marka franchising ve 

LúOHWPH� ELoLPOL� IUDQFKLVLQJ. Ürün ve marka franchisingi franchisee’nin, franchisor 

WDUDIÕQGDQ� �UHWLOHQ� �U�QOHUL� VDWPDVÕGÕU�� %HQ]LQ� LVWDV\RQODUÕ�� RWRPRELO� VDWÕFÕODUÕ, 
DONROV�]� LoHFHN� úLúHOHPH� HQG�VWULVL� EX� IUDQFKLVLQJ� VLVWHmine örnek verilebilir.2 

Franchisee’ler� WHGDULNoLOHUGHQ� J|UHFH� |]HUN� ELU� úHNLOGH� IDDOL\Ht gösterir. Belirli 

oDOÕúPD� NXUDOODUÕQD� X\PDODUÕ� JHUHNVH� GH�� PD÷D]D� DoÕOÕú� VDDWOHULQL� EHOLUOHU�� PD÷D]D�
\HUOHULQL� VHoHU�� PD÷D]D� sergilerini belirlerler. Ürün ve marka franchisingi, tüm 

SHUDNHQGH�IUDQFKLVLQJ�VDWÕúODUÕQÕQ�\DNODúÕN�\�]GH���¶LQL�WHPVLO�HGHU�3  
 

øúOHWPH�biçimli franchising’nde, franFKLVRU�YH�IUDQFKLVHH�DUDVÕQGD�LQWHUDNWLI�ELU�
LOLúNL� YDUGÕU�� )UDQFKLVHH��PDO� YH� KL]PHWOHUL� VDWPD� KDNNÕQD� HN� RODUDN��PD÷D]D� \HUL��
NDOLWH� NRQWURO�� PXKDVHEH� VLVWHPOHUL�� EDúODQJÕo� X\JXODPDODUÕ�� \|QHWLP� H÷LWLPOHUL� YH�
problemOHUL� o|]PH� NRQXVXQGD� \DUGÕP� DOÕU�� $\UÕFD� IUDQFKLVHH�� IDVW-food |UQH÷LQGH�
ROGX÷X� JLEL� �U�Q�Q� �UHWLPLQGHQ� GH� VRUXPOXGXU�� 3URWRWLS� PD÷D]DODUÕQ��
VWDQGDUWODúWÕUÕOPÕú��U�Q�KDWODUÕQÕQ�YH�RUWDNODúD�UHNODPÕQ�NXOODQÕPÕ��EX�IUDQFKLVHODUÕQ��
önceden sadece zincirlerde XODúÕODQ�ELU�NRRUGLQDV\RQ�G�]H\LQL�EDúDUPDVÕQÕ�P�PN�Q�
NÕODU�� øúOHWPH� ELoLPOL� IUDQFKLVLQJ, UHVWRUDQODU� YH� GL÷HU� JÕGD� PD÷D]DODUÕ�� HPODN� YH�
KL]PHW� SHUDNHQGHFLOL÷LQGH� \D\JÕQGÕU� 0F'RQDOG¶V�� LúOHWPH� ELoLPOL� IUDQFKLVH�
düzenlemesine iyi bir örnektir.4 

 

�6RQ� RQ� \Õl süresince,� IUDQFKLVLQJGH� EDúOÕFD� E�\�PH�� � LúOHWPH� ELoLPOL�
franchising� G�]HQOHPHOHULQL� NDSVDPÕúWÕU�� %LUoRN� IUDQFKLVHH¶QLQ� N�o�N� ROPDVÕQGDQ�
GROD\Õ��LúOHWPH�ELoLPOL�IUDQFKLVLQJ��W�P�IUDQFKLVH�PD÷D]DODUÕQÕQ yüzde 74’ünü ifade 

HGHU��WRSODP�VDWÕúODUÕQ�VDGHFH�\üzde 30’uQX�ROXúWXUPDVÕQD�UD÷PHQ��5  
 

                                                
1�3DUDVÕ]��2S�&LW���V����� 
2 Francine Lafontaine and Kathryn L. Shaw, “Franchising Growth and Franchisor Entry and Exit in 
The U.S. Market: Myth and Reality”, Journal of Business Venturing, Vol.13(1998), s.98. 
3 Berman and Evans, Op.Cit., s.69. 
4 Ibid. 
5 Ibid. 
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)UDQFKLVLQJ�VLVWHPLQLQ�EHOOL�EDúOÕ�|]HOOLNOHUL�ú|\OH�VÕUDODQDELOLU�1 
• FranchisH� YHUHQ� EDúDUÕOÕ� ROPDVÕQÕ� VD÷OD\DQ� Lú� \|QWHPOHULQL� Nullanma 

KDNNÕQÕ� \D� GD� IRUP�O�� JL]OL� RODQ� �U�Q�Q� VDWÕú�KDNNÕQÕ� V|]OHúPH� LOH� IUDQFKLVH� DODQa 

verir. 

• %XQXQ� NDUúÕOÕ÷ÕQGD� IUDQFKLVH� DODQ�� DQD� ILUPD\D� EHOLUOL� �FUHWOHU� |GHU��
%X��FUHWOHU�VLVWHPH�JLUHELOPHN�YH�PDUND�DGÕQÕ�NXOODQDELOPHN�LoLQ�|GHQHQ�EDúODQJÕo�
�FUHWL�LOH�DQD�ILUPDQÕQ�IUDQFKLVH�DODQD�YHUGL÷L�H÷LWLP�YH�V�UHNOL�\DUGÕPODU�LoLQ�|GHQHQ�
royalty�� UHNDP� YH� DQD� ILUPDGDQ� DOÕQDQ�PDO]HPHOHULQ� �FUHWOHULQGHQ� ROXúXU��Royalty, 

SDWHQWOL�RODQ� WHNQRORMLOHUL�\D�GD�\HQL�YH�oHúLWOLOLN�J|VWHUHQ�NDUPDúÕN� WHNQLN�ELOJLOHUL�
WHNQRORMLN�OLVDQV�V|]OHúPHOHUL�LOH�VDWÕQ�DOPDQÕQ�EHGHOLGLU������  

• $QD�ILUPD���U�Q�Q�QDVÕO��UHWLOLS�KL]PHWLQ�QDVÕO�VXQXODFD÷ÕQD�NDGDU�KHU�
DúDPD\Õ��NHQGL�LPDODW�YH�LúOHWPH�\|QWHPOHULQL�IUDQFKLVH�DODQD�YH�SHUVRQHOLQH�|÷UHWLU��
IUDQFKLVH� DODQ� NHQGL� PD÷D]DVÕQÕ� DoPDGDQ� |QFH� IUDQFLVH� YHUHQ� WDUDIÕQGDQ� EHOLUOL�
V�UHOHUOH�H÷LWLPH�WDEL�WXWXOXU�� 

• $QODúPD� V�UHVLQLQ� QH� NDGDU� RODFD÷Õ�� WDUDIODUÕQ� \�N�PO�O�NOHUL��
IUDQFKLVHH¶QLQ� IDDOL\HWLQL� V�UG�UHFH÷L� E|OJHQLQ� VÕQÕUODUÕ� V|]OHúPHGH� EHOLUWLOPHOLGLU��
)UDQFKLVH�DODQ��DQD�ILUPDQÕQ�VLVWHPLQLQ�VWDQGDUWODUÕQÕQ�NRUXQPDVÕ�LoLQ��DQD�ILUPDQÕQ�
EHOLUOHGL÷L� V|]OHúPH� úDUWODUÕQD� X\DUDN� IDDOL\HWOHULQL� V�UG�UG�÷�QGHQ� KXNXNHQ�
ED÷ÕPVÕ]��ILLOHQ�LVH�\DUÕ�ED÷ÕPOÕ�ELU�LúOHWPHGLU�� 

• Sistemin EDúDUÕVÕ�|QFHOLNOH�DQD�ILUPDQÕQ�IDDOL\HWOHULQH�YH�ROXúWXUGX÷X�
VLVWHPLQ� HWNLOL� ROPDVÕQD� ED÷OÕGÕU�� ÜU�Q� YH\D� KL]PHWLQ� PDUNDVÕ� YH� DGÕQÕQ�� NDOLWH�
VWDQGDUWÕQÕQ�her franchise ELULPLQGH�D\QÕ�ROPDVÕ�JHUHNLU�   

 

Franchising sisteminin franchise alan ve veren DoÕVÕQGDQ� DYDQWDMODUÕ� ú|\OH�
DoÕNODQDELOLU2��)UDQFKLVH�DODQ�\DWÕUÕPFÕ��SL\DVDGD�WLFDUL�DGÕ�YH�PDUNDVÕ�LOH�WDQÕQPÕú�YH�
EDúDUÕOÕ� ROPXú� ELU� LúOHWPHQLQ� �U�Q� \D� GD� KL]PHWL\OH� LúH� EDúODU�� 7HN� EDúÕQD� LúLQL�
NXUPDN�LVWH\HQ�\DWÕUÕPFÕ\D�J|UH�SD]DUD�GDKD�NROD\�JLUHU��+D]ÕU�P�úWHUL�SRWDQVL\HOL�
YDUGÕU��<HWHUVL]� \|QHWLP� YH� \HWHUVL]� VHUPD\HQLQ� QHGHQ� ROGX÷X� EDúDUÕVÕ]OÕN� |QOHQLU��
%|OJHVHO�YH��ONH�oDSÕQGD�UHNODPODUGDQ�\DUDUODQÕOÕU��)ranchise veren, franchise alanlar 

LoLQ� E�\�N� PLNWDUODUGD� PDO]HPH� VDWÕQ� DOGÕ÷ÕQGDQ�� PLNWDU� LQGLULPLQGHQ� \DUDUODQÕU��
E|\OHFH�IUDQFKLVH�DODQODUÕQ�PDOL\HWOHUL�G�úHU�YH�EU�W�NDUODUÕ�DUWDU� 
                                                
1�8ODú��2S�&LW���VV���-9. 
2 Ibid, ss: 19-26. 
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)UDQFKLVLQJ�� IUDQFKLVH� YHUHQ� LúOHWPHQLQ� SD]DU� SD\ÕQÕ�� E�\�N� VHUPD\H�
harFDPDODUÕ� \DSPDGDQ� JHQLúOHWWL÷L�� EDúODQJÕo� PDOL\HWOHULQLQ� oDEXN� JHUL� DOÕQGÕ÷Õ�
ekonomik bir yöntemdir.� )UDQFKLVH� DODQ� ILQDQVPDQÕ� VD÷ODGÕ÷ÕQGDQ� ana firma yeni 

IUDQFKLVH� ELULPOHULQLQ� DoÕOPDVÕ� LoLQ� JHUHNOL� E�\�N� PLNWDUGDNL� VHUPD\H� LKWL\DFÕQÕ��
úLUNHW� VDKLSOL÷LQi azaltmadan temin eder.1� )UDQFKLVH� DODQODU�� E|OJHOHULQGHNL� SD]DUÕ�
GDKD� L\L� WDQÕGÕNODUÕQGDQ� � DQD� ILUPD\D� IL]LELOLWH� oDOÕúPDODUÕQGD� \DUGÕPFÕ� ROXUODU��
E|\OHFH� DQD� ILUPDQÕQ� \DEDQFÕ� ELU� SD]DUGD� EDúDUÕ� RODVÕOÕ÷Õ� DUWDU�� )UDQFKLVH� YHUHQ��
franchise alana yetki devUHWWL÷LQGHQ� oRN� ID]OD� \|QHWLP� SUREOHPL� LOH� NDUúÕODúPD]��
$\UÕFD�UHNDEHW�J�F��GH�DUWDU�� 

 

)UDQFKLVLQJ�� ��� IDUNOÕ� HQG�VWULGH�� \DNODúÕN� �������� LúOHWPH� LOH� �� WULO\RQ��¶OÕN�
\ÕOOÕN�SHUDNHQGH�VDWÕú�ROXúWXUPDNWD�YH���PLO\RQ¶GDQ�ID]OD�NLúL�LVWLKGDP�HGLOPHNWHGLU��
AmHULND¶GD� IUDQFKLVLQJ� W�P� SHUDNHQGH� VDWÕúODUÕQ� ���¶ÕQGDQ� ID]ODVÕQÕ�
ROXúWXUPDNWDGÕU�2 7�UNL\H¶GH� GH� EXOXQDQ� ED]Õ� IUDQFKLVLQJ� NXUXOXúODUÕ�� �-Eleven, 

Burger King, Domino’s Pizza, Budget Rental Car, Century 21, Holiday Inn’dir.  

 

2.2.4.�'L÷HU�6DKLSOLN�7�UOHUL 
 

%D÷ÕPVÕ]�YH\D�]LQFLU�GH�ROVD�SHUDNHQGH�PD÷D]DODU�LPDODWoÕQÕQ�NHQGL�PD÷D]DVÕ��
GHYOHWH�DLW�PD÷D]DODU��oLIWoLOHULQ�VDKLS�ROGX÷X�PD÷D]DODU��NDPX�KL]PHWL�PD÷D]DODUÕ�
YH�W�NHWLFLOHULQ�VDKLS�ROGX÷X�PD÷D]DODU�RODUDN�GD�VÕQÕIODQGÕUÕODELOLU�3 

 

øPDODWoÕQÕQ�NHQGL�PD÷D]DVÕ ED]Õ�LPDODWoÕODU LOHUL\H�GR÷UX�E�W�QOHúPH��IRUZDUG�
LQWHJUDWLRQ�� X\JXOD\DUDN� NHQGL� SHUDNHQGH�PD÷D]DODUÕQÕ� NXUDUODU�4� øVWLNEDO�� .HOHEHN�
JLEL� LPDODWoÕ� ILUPDODUÕQ� NHQGL� PRELO\D� PD÷D]DODUÕQÕ� DoPDODUÕ� EX sahiplik türüne 

örnektir.  

 

                                                
1 Jay Diamond and Gerald Pintel, Principles of Marketing, Second Edition, New Jersey: Prentice 
Hall Inc., 1980, s.285’den aktaran Ibid, s.23. 
2 Rajiv P. Dant and Patrick J. Kafmann, “Structural and Strategic Dynamics in Franchising”, Journal 
of Retailing, Vol.79(2003), s.63 
3 Mason, Mayer and Ezell, Op.Cit., s.7-9. 
4 Ibid. 
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'HYOHWH� DLW�PD÷D]DODU�devlHWLQ� LNWLVDGL� NXUXOXúODUÕQGD� �UHWLOHQ� �U�QOHULQ� \LQH�
GHYOHWLQ�NHQGLQH�DLW�PD÷D]DODUGD�VDWÕúD�VXQXOPDVÕGÕU��7HNHO�YH�dD\NXU¶XQ�PD÷D]DODUÕ�
LOH� (W� YH� %DOÕN� .XUXPX� YH� 6�PHUEDQN¶ÕQ� �|]HOOHúWLULOPHGHQ� |QFHNL�� PD÷D]DODUÕ�
bunlara örnek gösterilebilir.1 

 

ÇiftçileriQ�VDKLS�ROGX÷X�PD÷D]DODU�VÕQÕUOÕ�VD\ÕGD�SHUDNHQGH�PD÷D]DVÕ�oR÷X�NH]�
VH]RQVDO� RODUDN� oLIWoLOHU� WDUDIÕQGDQ� \RO� NHQDUODUÕQGD� kurulurlar. %X� DoÕN� KDYD�
PD÷D]DODUÕ��DVOÕQGD�GR÷UXGDQ�SD]DUODPD�PD÷D]DODUÕGÕU�2 

 

.DPX�KL]PHWL�PD÷D]DODUÕ�X]XQ�\ÕOODU�ER\XQFD�ED]Õ� WHPHl tüketim ürünlerinde 

IL\DW�LVWLNUDUÕQÕ�VD÷ODPDN�YH�SL\DVDGD�G�]HQOH\LFL URO�R\QDPDN��]HUH�ED]Õ�PD÷D]DODU�
NDPX� KL]PHWL� J|UP�úOHUGLU�� %X� PD÷D]DODU� |]HOOLNOH� �U�QOHUGH� GDU� ER÷D]ODUÕQ�
ROPDPDVÕ� \|Q�QGH� oDED� J|VWHUPLúOHUGLU��gUQH÷LQ�� HW� IL\DWODUÕ� YH� SL\DVDQÕQ� Wanzimi 

NRQXVXQGD�(W�%DOÕN�.XUXPX��V�W� IL\DWODUÕ�YH�SL\DVDQÕQ� WDQ]LPL�NRQXVXQGD�6(.�YH�
]DPDQ�]DPDQ�GD�GDU�ER÷D]D�G�ú�OHQ��U�QOHUL� LWKDO�HGHUHN�SL\DVDGD�G�]HQOH\LFL� URO�
R\QDPDN��]HUH�*ø0$�|QHPOL�LúOHYOHU�J|UP�úOHUGLU�3  

 

Tüketici kooperatifi tüketicilerin saKLS� ROGX÷X� ELU� SHUDNHQGH� ELoLPLGLU�� %LU�
E|OJHGHNL� VDNLQOHU�� \HUHO� SHUDNHQGHFLOHULQ� DúÕUÕ� NDU� \DSWÕ÷ÕQÕ� \D� GD� �U�Q� oHúLWOLOL÷L�
YH\D� NDOLWH� DoÕVÕQGDQ� \HWHUVL]� NDOGÕ÷ÕQÕ� G�ú�QHUHN� ELU� W�NHWLFL� NRRSHUDWLIL�
ROXúWXUDELOLUOHU�� h\HOHU� NHQGL� PD÷D]DODUÕQÕ� DoPDN� LoLQ� VHUPD\HOHULQL� ELUOHúWLULU� YH�
\|QHWLFLOHULQL�VHoHU��0D÷D]D�G�ú�N�IL\DWODU�X\JXOD\DELOLU�YH\D�VDWÕQ�DOPD�G�]H\OHULQH�
J|UH� �\HOHULQH� NDU� SD\Õ� YHUHELOLU�� $QFDN� EX� NRRSHUDWLIOHU� oRN� EDúDUÕOÕ�
RODPDPÕúODUGÕU�4  
 

2.3.�6DWÕODQ�hU�Q�dHúLGLQH�*|UH�3HUDNHQGHFLOLN 

 

SaWÕODQ��U�Q�oHúLGLQH�J|UH�SHUDNHQGHFL�PD÷D]DODUÕ�|]HOOLNOL�PD÷D]DODU��E|O�PO��
PD÷D]DODU�� V�SHUPDUNHWOHU�� NROD\OÕN� PD÷D]DODUÕ�� V�SHU� PD÷D]DODU� YH� NRPELQDV\RQ�
PD÷D]DODU��GHSR�PD÷D]DODU�YH�LQGLULPOL�PD÷D]DODU�RODUDN�VÕQÕIODQGÕUÕODEilir.  
                                                
1�$\GÕQ��Perakende Yönetiminin Temelleri, s.38. 
2 Mason, Mayer and Ezell, Op.Cit., s.9. 
3�$\GÕQ��Perakende Yönetiminin Temelleri, s.39. 
4 Philip Kotler and Gary Armstrong, Principles of Marketing, 5th ed., London: Prentice-Hall, 1999, 
s.395. 
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2.3.1. Özellikli 0D÷D]alar 

 

*HQLú� �U�Q� NDUPDVÕ� VXQDQ� E|O�PO�� PD÷D]DODUÕn aksine, özellikli(ihtisas) 

PD÷D]DODU (specialty stores) dar ve derin bir �U�Q�oHúLWOLOL÷LQH�D÷ÕUOÕN�YHULU��g]HOOLNOL�
�U�QOHULQ� W�P� �U�Q� NDUPDVÕQÕ� WDPDPOD\ÕFÕ� QLWHOLNWH� ROGX÷X� GXUXPODU� KDULo�� LKWLVDV�
perakendeciOHUL� LVLPOHULQH�UD÷PHQ�özellikli ürün kalemleri satmazlar. Bunun yerine, 

birkaç ürün kategorisinde önemli ölçüde oHúLWOLOLN�EXOXQGXUXUODU�1  
 

g]HOOLNOL� PD÷D]DODU� WRSODP� DOÕúYHULú� PHUNH]L� DODQÕQÕQ� \�]GH� ��-��¶LQL� LúJDO�
HGHELOLU��0RGD�RGDNOÕ�|]HOOLNOL�PD÷D]DODU�³EXWLN´�RODUDN�DGODQGÕUÕOÕU��%X�PD÷D]DODUD�
örnek olarak Louis Vuitton, Baskin Robbins, Mervyn’s, Dillard’s, Saks Fifth 

Avenue, Waldenbooks ve Benetton verilebilir. Moda giysiler satan The Limited 

$PHULND¶QÕQ�HQ�E�\�N�LKWLVDV�SHUDNHQGHFLVLGLU�2 
 

ÖzHOOLNOL� PD÷D]DODU�� JHOHQHNVHO� YH� G�ú�N-IL\DWOÕ� PD÷D]DODU� ROPDN� �]HUH� LNL�
türlüdür. *HOHQHNVHO� |]HOOLNOL� PD÷D]DODU (traditional specialty stores)  derin ürün 

oHúLWOLOL÷L� LOH� GDU� ELU� �U�Q� NDUPDVÕ� EXOXQGXUXU�� 7HPHO� ELU� �U�Q� NDWHJRrisinde 

ROD÷DQ�VW�� ELU� GHULQOL÷H� VDKLS� RODQ� JHOHQHNVHO� |]HOOLNOL� PD÷D]DODU� WHN� �U�Q� KDWOÕ�
perakendeciler (single line retailers) olarak isimlendirilebilir. Giysi, mücevherat, spor 

YH�VDQDW�PDO]HPHOHUL��NXPDúODU��ELOJLVD\DUODU�oR÷XQOXNOD�|]HOOLNOL�PD÷D]D�RUWDPÕQGD�
VDWÕOÕU�3 

 

Genellikle� N�o�N� ROGXNODUÕ� LoLQ�� |]HOOLNOL� PD÷D]DODU� VDWÕúODUD� RUDQOD� \�NVHN�
PDOL\HWOHUH� VDKLS� RODELOLUOHU��0�úWHULOHUL� WDWPLQ� HWPHN� LoLQ�� G�ú�N� LúKDFPL� RUDQÕQD�
VDKLS� ED]Õ� �U�QOHUL� EXOXQGXUPDN� ]RUXQGD� NDODELOLUOHU��'L÷HU� \DQGDQ�� EX�PD÷D]DODU�
VÕQÕUOÕ� oHúLWOLOLNWH� �U�Q�� E�\�N� PLNWDUODUGD� VDWÕQ� DOGÕNODUÕ� LoLQ�� WHGDULNoLOHUOH� GDKD�
G�ú�N�IL\DWODUGDQ�DQODúDELOLUOHU�4   

 

%DúDUÕOÕ� |]HOOLNOL� PD÷D]DODU� P�úWHUL� WLSOHULQL� WDQÕ\DUDN� KDQJL� �U�QOHUL� WHGDULN�
HWPHOHUL�JHUHNWL÷LQL�ELOLU��E|\OHFH�VDWÕOPD\DQ��U�Q�ULVNLQL�D]DOWÕU��g]HOOLNOL�PD÷D]DODU��
                                                
1 Pride and Ferrell, Op.Cit., s.373. 
2 Keegan, Moriarty and Duncan, Op.Cit., s.595. 
3 Pride and Ferrell, Op.Cit., s.373. 
4 Ibid, s.374. 
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EDúOÕFD� UDNLEL� RODQ� E|O�PO��PD÷D]DODUD� J|UH� GDKD� L\L� oHúLWOLOLN� YH� GDKD� ID]OD� VDWÕú�
X]PDQOÕ÷Õ�VXQDELOLU��0RGD��KL]PHW��SHUVRQHO��PD÷D]D�DWPRVIHUL�YH�\HUL�JLEL�XQVXUODUÕ�
kendi menfaatine kullanarak belirli pD]DU� E|O�POHULQGH� P�úWHULOHUL� oHNPHk için 

VWUDWHMLN� DYDQWDM� HOGH� HGHELOLU�� g]HOOLNOL� PD÷D]DODU� YDVÕWDVÕ\OD� N�o�N� JLULúLPFLOHU�
W�NHWLFLOHULQ�GH÷LúHQ��LVWHNOHULQL�NDUúÕODPDN�LoLQ�HúVL]�KL]PHWOHU�VD÷OD\DELOLU�1  

 

'�ú�N-fiyaWOÕ�PD÷D]DODU� �RII-price stores)�PDUNDOÕ� YH� WDVDUÕP��U�QOHULQ� VÕQÕUOÕ�
bLU�oHúLGLQL�GDKD�G�ú�N�IL\DWWDQ�VDWDQ�|]HOOLNOL�PD÷D]DODUGÕU��hUHWLFLQLQ�LNLQFL�NDOLWH��
N�o�N� GHIRODUÕ� RODQ� YH� ID]ODOÕN� �U�QOHULQL� WRSWDQ� IL\DWÕQÕQ� DOWÕQGD� ELU� IL\DWWDQ� VDWÕQ�
DODUDN� G�ú�N� IL\DWOÕ� SHUDNHQGHFLOHU� E|O�PO�� PD÷D]DODUGDQ� \�]GH� ��-50 daha az 

ödeme yaparlar. %LUoRN�G�ú�N�IL\DWOÕ�PD÷D]D�P�úWHULOHUH�VÕQÕUOÕ�KL]PHW�VXQDU�YH�QDNLW�
|GHPH���U�Q�Q�LDGH�YH�GH÷LúLPLQLQ�ROPDPDVÕ�JLEL�NRúXOODU�|QH�V�UHELOLU��7�-�0D[[��
0DUVKDOO¶V�YH�+LW�RU�0LVV�ROGXNoD�WDQÕQPÕú�G�ú�N�IL\DWOÕ�SHUDNHQGH�]LQFLUOHULGLU�2  

 

6ÕQÕUOÕ� |]HOOLNOHULQH� UD÷PHQ� G�ú�N-IL\DWOÕ� SHUDNHQGHFLOL÷LQ� E�\�PHVL�
EHNOHQPHNWHGLU�� 7�NHWLFLOHU� VÕQÕUOÕ� KL]PHW� YH� oRN� NROD\� ROPD\DQ�PD÷D]D� \HUOHULQH�
UD÷PHQ� LQGLULPOL�IL\DWODUÕ�oHNLFL�EXOXUODU��$\UÕFD�� W�NHWLFLOHULQ�PRGD�ELOLQFL�DUWWÕNoD�
G�ú�N�IL\DWODUOD�PDUNDOÕ�JL\LP�GDKD�ID]OD�P�úWHUL\H�FD]LS�JHOHFHNWLU�3  

 

*�Q�P�]GH� |]HOOLNOL� PD÷D]DODUÕQ� JHOLúLPL� ELUNDo� QHGHQH� ED÷ODQDELOLU�� 3D]DU 
kesimleme, hedef pazar�VHoLPL�YH��U�QGH�X]PDQODúPDQÕQ \D\JÕQODúPDVÕ�EHOLUOL��U�Q�
YH�SD]DU�NHVLPLQH�RGDNODQDQ�PD÷D]DODUD� LOJL\L� DUWWÕUPÕúWÕU��7�NHWLFL�\DúDP� WDU]ÕQÕQ�
GH÷LúPHVL� YH� oLIW� JHOLUH� VDKLS� DLOH� VD\ÕVÕQGDNL� DUWÕúWDQ� GROD\Õ� ELUçok tüketici daha 

ID]OD� JHOLUH� VDKLSWLU�� DQFDN� DOÕúYHULúH� D\ÕUDELOHFHNOHUL� ]DPDQ� GD� D]DOPÕúWÕU�� <�NVHN�
NDOLWHOL� �U�QOHU��NROD\�DOÕúYHULú�RUWDPÕ��P�NHPPHO�KL]met gibi özellikleriyle ihtisas 

PD÷D]DODUÕ�W�NHWLFL\H�oHNLFL�JHOLU�4 
 

 

 

 

                                                
1 Ibid. 
2 Skinner, Op.Cit., s.433. 
3 Ibid. 
4 Kotler and Armstrong, Op.Cit., s.389. 
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2.3.2. Bölümlü 0D÷D]DODU 

 

%|O�PO��PD÷D]DODU��JHQLú��U�Q�NDUPDVÕ�YH�oHúLWOLOL÷L�VXQDQ, hizmet, pazarlama 

YH� GDKLOL� \|QHWLPL� NROD\ODúWÕUPDN� LoLQ E|O�POHUH� D\UÕOPÕú� E�\�N� SHUDNHQGH�
kurulXúODUÕGÕU��7LSLN�ELU�E|O�PO��PD÷D]D; çocuk, bayan ve bay giyimleri, kozmetik, 

PXWIDN� Hú\DODUÕ�� PHIUXúDW�� PDQLIDWXUD�� PRELO\D�� KÕUGDYDW, otomobil malzemeleri, 

oHúLWOL� HOHNWURQLN� DOHWOHUH� D\UÕOPÕú� GHSDUWPDQODUD� VDKLSWLU�1 Bu bölümler tek bir 

\|QHWLP�DOWÕQGD�ELUOHúWLULOPLúWLU�YH�HQ�D]����NLúL�LVWLKGDP�HGLOLU�� 
 

%|O�PO�� PD÷D]DODU� KL]PHW� RGDNOÕ� ROPDODUÕ\OD� |Q� SODQGDGÕU�� .UHGL�� WHVOLPDW��
NLúLVHO� \DUGÕP�� �U�Q� LDGHVL� YH� KRú� ELU� DOÕúYHULú� DWPRVIHUL� VXQDU�� %LUçok bölümlü 

PD÷D]D� EH÷HQPHOLN� PD÷D]D� QLWHOL÷LQH� VDKLSWLU�� <DQL�� W�NHWLFLOHU� ELU� PD÷D]DGDNL�
IL\DW�� NDOLWH� YH� KL]PHWL� UDNLS� PD÷D]D ve markaODUOD� NÕ\DVODU�� 0DF\¶V�� 0Drshall 

Field’s ve BloomingdDOH¶V� VDWÕúODUÕQÕQ� E�\�N� ELU� NÕVPÕQÕ� JL\VL�� DNVHVXDU� YH�
kozmetikten elde eder.2 

 

%|O�PO��PD÷D]DODU��|QFHOLNOH�ED\DQODUD�\|QHOLN�PD÷D]DODUGÕU��5HNODP��VHUJL��
GRQDWÕP�YH�KL]PHWOHU�|QFHOLNOH�ED\DQ�P�úWHULOHULQ�]HYNOHULQH�X\JXQ�RODUDN�SODQODQÕU��
%D\DQODU� LoLQ� P�PN�Q� ROGX÷XQFD� UDKDW� YH� KRú� ELU� DOÕúYHULú� RUWDPÕ� \DUDWÕOPD\D�
oDOÕúÕOÕU�3 %D\DQ�JL\LPLQ�VDWÕú�KDFPLQLQ�\DUÕVÕQGDQ�ID]ODVÕQÕ ifade etmesi nedeniyle, 

ED\DQ� �U�QOHUL� E�\�NO�N�� NXOODQÕP� VÕNOÕ÷Õ� �VSRU� JL\LP�� Lú� JL\LPL��� \DúDP� WDU]Õ�
�WXWXFX��JHOHQHNVHO�� J�QFHO��YH\D�\DúD� �N�o�N��JHQo�ED\DQ� dayanan departmanlara 

bölünür.4 

 

%|O�PO�� PD÷D]DODUÕQ� EDúOÕFD� J�oO�� \|QOHUL�� VDWÕQ� DOPD� J�F��� personelin 

X]PDQOÕ÷Õ�� E�\�NO�÷�Q� VD÷ODGÕ÷Õ� SUHVWLM� YH� P�úWHUL\H� VD÷ODQDQ� NROD\OÕNWÕU�� =D\ÕI�
\|QOHUL�DUDVÕQGD�RSHUDV\RQ�PDOL\HWOHULQLQ�\�NVHNOL÷L��VDWÕú�J�F��H÷LWLPLQGH�\DúDQDQ�
problemler ve merkezi bir yerdeki E|O�PO��PD÷D]D\D�XODúPDGD�W�NHWLFLOHULQ�\DúDGÕ÷Õ�
]RUOXNODU�VD\ÕODELOLU�5  

 
                                                
1 Skinner, Op.Cit., s.431. 
2 Pride and Ferrell, Op.Cit., s.365. 
3 Barker, Anderson and Butterworth, Op.Cit., s.67. 
4 Levy and Weitz, Retailing Management, s.44. 
5 Barker, Anderson and Butterworth, Op.Cit., ss: 68-69. 
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6RQ� \ÕOODUGD� E|O�PO�� PD÷D]DODUÕQ� WRSODP� VDWÕúODUÕ�� LQGLULPOL� YH� |]HOOLNOL�
PD÷D]DODUOD�DUWDQ�UHNDEHWWHQ�GROD\Õ��GXUJXQODúPÕúWÕU��øQGLULPOL�PD÷D]DODU�GDKD�G�ú�N�
IL\DWODU� WHNOLI� HGHU� YH� E|O�PO�� PD÷D]DODUGD� VDWÕODQ� D\QÕ� PDUND� JL\VLOHULQ� ED]ÕVÕQÕ�
VDWPD\D� EDúODPÕúWÕU�� 'L÷HU� \DQGDQ�� E|O�PO�� PD÷D]DODUGD� P�úWHUL� KL]PHWL� NDOLWHVL�
D]DOPÕúWÕU��%LUoRN�P�úWHUL��|]HOOLNOL�PD÷D]DODUÕQ�E|O�PO��PD÷D]DODUÕQ�VXQGX÷XQGDQ�
GDKD�L\L�KL]PHW�YH��U�Q�oHúLWOHPHVL�VXQGX÷XQX�G�ú�QPHNWHGLU�1  
 

2.3.3. Süpermarketler 

 

1930’lardan önce, pek oRN�JÕGD�� DLOHOHULQ� VDKLS�ROPDVÕ�YH� LúOHWPHVL�QHGHQL\OH�
“mom-and-pop”�PD÷D]DODU olarak� DGODQGÕUÕODQ�PDUNHWOHUGHQ�VDWÕQ�DOÕQÕUGÕ��%XQODUÕQ�
\HULQL� ROGXNoD� G�ú�N� IL\DWODU� WHNOLI� HGHQ� GDKD� E�\�N, self-servis süpermarketler 

almÕúWÕr. 6�SHUPDUNHWOHULQ� JHOLúLPLQL� YH� E�\�PHVLQL� WHúYLN� HGHQ� VRV\DO�
GH÷LúLNOLNOHUGHQ� ED]ÕODUÕ�� RWRPRELO� NXOODQÕPÕQÕQ� \D\JÕQODúPDVÕ�� \RO� VLVWHPOHULQGHNL�
JHOLúPHOHU�� XOXVDO� NLWOH� LOHWLúLP� DUDoODUÕQÕQ� JHOLúLPL�� XOXVDO� PDUNDODUÕQ� DUWÕúÕ��
tüketicilerin artan ince zHYNOHUL��JHOLúWLULOPLú�SDNHWOHPH�YH�VR÷XWPD�\|QWHPOHULGLU�2 

 

6�SHUPDUNHW��G�ú�N�NDU�PDUMÕ�LOH�oDOÕúDQ��|]HOOLNOH�JÕGD�YH�EDNNDOL\H�PDOODUÕQÕ�
VDWDQ�� ERO� oHúLWWH� YH� VHOI-VHUYLV� \|QWHPL\OH� VDWÕú� \DSDQ� SHUDNHQGHFL� NXUXOXú� RODUDN�
WDQÕPODQDELOLU�3� %LU� EDúND� WDQÕmda ise, süpermarket; temel olarak taze et ve et 

�U�QOHUL�LOH�V�W�YH�V�W��U�QOHULQL��\Dú�PH\YH�YH�VHE]H��EDNNDOL\H�PDOODUÕ�GDKLO�ROPDN�
�]HUH�KHU� W�UO��JÕGD�PDGGHOHULQL�ERO� oHúLW�RODUDN�D\UÕ� UH\RQODUGD� VHUJLOH\HQ��ELUGHQ�
oRN�\D]DU� NDVD�oÕNÕúOÕ�� KÕ]OÕ� VWRN�G|Q�ú�PO��� SHúLQ� VDWÕú�� G�ú�N� IL\DW� YH� VHOI-servis 

LONHOHULQH�J|UH�oDOÕúDQ��JHQHO�RODUDN�JHQLú�YH�ED÷ÕPVÕ]�ELU�ELQDGD�\HUOHúLN��P�úWHULOHUL�
LoLQ� RWRSDUNÕ� RODQ, UH\RQODUD� D\UÕOPÕú� SHUDNHQGHFLOLN� NXUXOXúX� RODUDN�
WDQÕPODQPDNWDGÕU.4 

 

                                                
1 Levy and Weitz, Retailing Management, s.46. 
2 David Appel, “The Supermarket: Early Development of An Institutional  Innovation”, Journal of 
Retailing, Vol.48 (1972)’den aktaran Ibid, ss. 39-40. 
3�gPHU�%D\EDUV�7HN��³0RGHUQ�%LU�*ÕGD�3HUDNHQGHFLOLN�.XUXPX��6�SHUPDUNHW´��Pazarlama Dergisi, 
<ÕO����6D\Õ����+D]Lran 1972), s.17’den aktaran $KPHW�+DPGL�øVODPR÷OX��Pazarlama Yönetimi: 
6WUDWHMLN�YH�*OREDO�<DNODúÕP����E���øVWDQEXO�%HWD��������V������ 
4Ibid.  



 
 

27 

Süpermarket fikri 1929 ekonRPLN� EXQDOÕPÕQÕQ� EDúODQJÕFÕQD� GD\DQÕU�� %D]Õ�
\HQLOLNoLOHU�� GDKD� G�ú�N� IL\DWODU� X\JXOD\DUDN� VDWÕúODUÕ� DUWÕUDELOHFHNOHULQL�
G�ú�QP�úOHUGLU�� 0DOL\HWOHUL� G�ú�UPHN� LoLQ� VHOI-VHUYLV� X\JXODPÕú� YH� GDKD� E�\�N�
PD÷D]DODUGD GDKD�JHQLú��U�Q�oHúLWOLOL÷L�VXQPXúODUGÕU��%DúDUÕ�YH�NDUOÕOÕN��\�NVHN�IL\DW�
DUWÕúODUÕQGDQ�GH÷LO��E�\�N�KDFLPOL�VDWÕúODUGDQ�VD÷ODQPÕúWÕU�1 

 

Süpermarketler ortalama 30.000 adet ürün kalemini, \DNODúÕN�2.500 m²’lik bir 

DODQGD� W�NHWLFLQLQ� EH÷HQLVLQH� VXQDU�� $PHULND¶GD� úX� DQGD� ������� GROD\ÕQGD� RODQ�
süpermarkHW� VD\ÕVÕ� DUWPD\D� GHYDP� HWPHNWHGLU�� %LUoRN� E|OJHGH� GR\XP� G�]H\L�
\�NVHNWLU��GROD\ÕVÕ\OD�UHNDEHW�\R÷XQGXU�2      

 

6�SHUPDUNHWOHU�JÕGD��U�QOHULQLQ�JHQLú�oHúLWOLOL÷L�\DQÕQGD�NR]PHWLN�YH�UHoHWHVL]�
LODo� JLEL� JÕGD� GÕúÕ� �U�QOHUL� GH� VDWDQ� self-VHUYLV� PD÷D]DODUGÕU�� *ÕGD� 3D]DUlama 

Enstitüsü’ne göre bir süperPDUNHWLQ� \ÕOOÕN� VDWÕúODUÕ minimum 2 milyon $ 

düzeyindedir.� hU�QOHULQ� VWRNODQPDVÕ� YH� LGDUH� HGLOPHVLQGH� PDNVLPXP� YHULPOLOL÷L�
VD÷ODPDN� LoLQ�� V�SHUPDUNHWOHU� E|O�POHU� KDOLQGH� G�]HQOHQLU�� 'DKD� N�o�N� EDNNDOL\H�
perakendeciOHULQH�J|UH�GDKD�G�ú�N�IL\DWODU�X\JXODQÕU�YH�JHQHOOikle bedava park yeri 

VD÷ODQÕU�3 
 

Günümüzde�� |]HOOLNOH� ED]Õ� E|OJHOHUGH� Q�IXV� DUWÕú� KÕ]ÕQÕQ� \DYDúODPDVÕ� YH�
kolayOÕN�PD÷D]DODUÕ�� LQGLULPOL�JÕGD�SHUDNHQGHFLOHUL�YH�V�SHU�PD÷D]DODU�LOH�UHNDEHWLQ�
DUWPDVÕ� nedenL\OH�ELUoRN�V�SHUPDUNHWLQ�VDWÕúODUÕQGDNL�E�\�PH�\DYDúODPÕúWÕU��$\UÕFD��
W�NHWLFLOHULQ� HY� GÕúÕQGD� \HPHN� \HPH� DOÕúNDQOÕ÷ÕQGDNL� KÕ]OÕ� DUWÕútan olumsuz 

HWNLOHQPLúOHUGLU�4 
 

Süpermarketler, hipermarket ve depo klüpleri gibi E�\�N� IRUPDWOÕ�
perakendecilerle de rekaEHWH� PDUX]� NDOÕU�� gUQH÷LQ� $PHULNDOÕ� W�NHWLFLOHULQ� GHSR�

                                                
1 David Appel, “The Supermarket: Early Development of An Institutional Inovation”, Journal of 
Retailing, 1972, ss. 39-53’den aktaran Perreault and McCarthy, Op.Cit., s.353.   
2 http://www.fmi.org/food/superfact; “Grocery Shoppers Can Be Own Cashiers”, USA Today, 1998, 
s.6B’den aktaran Ibid. 
3 Pride and Ferrell, Op.Cit., s.368. 
4 Kotler and Armstrong, Op.Cit., s.391. 
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NO�SOHULQGH�\DSWÕNODUÕ�KDUFDPDODU�����¶GH������¶\D�J|UH������� RUDQÕQGD�DUWPÕúWÕU�1 
<LQH��\DNÕQ�]DPDQGD�\DSÕODQ�ELU�DQNHWWH, NDWÕOÕPFÕODUÕQ����¶L�JÕGD�DOÕúYHULúOHUL� LoLQ�
depo klüplerini daha fazla tercLK�HWWLNOHULQL�EHOLUWPLúWLU�2   

 

 Süpermarketler�� \XNDUÕGD� EDKVHGLOHQ� QHGHQOHUGHQ� GROD\Õ�� VDWÕúODUÕQÕ� DUWÕUPDN�
LoLQ� \HQL� \ROODU� DUDU�� %LUoRN� ]LQFLU� V�SHUPDUNHW� DUWÕN� � VD\ÕFD� GDKD� D], fakat daha 

E�\�N� PD÷D]DODUGD� IDDOL\HW� J|VWHUPHNWHGLU�� 0D÷D]D� E�\�NO�÷��� �U�Q� oHúLWOLOL÷L��
IL\DWODU�YH�WDQÕWÕPODU�\HUHO�SD]DUÕQ�HNRQRPLN�YH�HWQLN�LKWL\DolaUÕQD�J|UH�G�]HQOHQLU��
*ÕGD� GÕúÕ� ELU� oRN� �U�Q-� J�]HOOLN� PDO]HPHOHUL�� HY� Hú\DODUÕ�� R\XQFDNODU�� HOHNWURQLN�
FLKD]ODU��YLGHRODU��VSRU�Hú\DODUÕ, bahçe gereçleri gibi-�VDWÕODUDN�\�NVHN�NDU�VD÷ODPDN�
DPDoODQÕU�3  

 

2.3.4. .ROD\OÕN�0D÷D]DODUÕ 
 

.ROD\OÕN� PD÷D]DODUÕ (convenience stores), \�NVHN� Lú� KDFLPOL� NROD\OÕN�
�U�QOHULQLQ� VÕQÕUOÕ� ELU� oHúLWOHPHVLQL� EXOXQGXUXU�� <DNÕQ� LNDPHW� E|OJHOHULQGH�
NRQXPODQÕU� YH� X]XQ� VDDWOHU� ER\XQFD, genellikle haftanÕQ� \HGL� J�Q�� DoÕNWÕU�� 'DKD�
yüNVHN� LúOHWPH� PDOL\HWOHULQGHQ� GROD\Õ� \�NVHN� �U�Q� IL\DWODUÕ� X\JXODQÕU�� )DNDW�
W�NHWLFLOHULQ� |QHPOL� ELU� LKWL\DFÕ� RODQ� NROD\OÕN� LKWL\DFÕQÕ� NDUúÕODUODU�� .ROD\OÕN�
PD÷D]DODUÕQÕQ�VD\ÕVÕ�����¶GH�������LNHQ,�����¶GD�EX�VD\Õ�������¶H�\�NVHOPLúWLU�4  

 

$OÕúYHULú� NROD\OÕ÷ÕQÕQ� |QHPL� oHúLWOL� QHGHQOHUH� ED÷ODQDELOLU�� 7�NHWLFLOHULQ�
IDUNÕQGDOÕN�� ]HQJLQOLN�� KDUHNHWOLOLN� G�]H\OHULQGHNL� DUWÕú�� RQODUÕQ� GDKD� ELOLQoOL�
ROPDODUÕQÕ� VD÷ODPÕúWÕU�� %LUH\VHO� \DúDP� WDU]Õ� YH JHOHQHNVHO� ROPD\DQ� DLOH� \DSÕVÕQÕQ�
benimsenmesi� YH� ]DPDQ� NÕWOÕ÷Õ�� NDGÕQODUÕQ� VRV\DO� KD\DWWD� GH÷LúHQ� URO��� HUNHNOHULQ�
DOÕúYHULúH�NDWÕOÕPODUÕQÕQ�DUWPDVÕ�JLEL�IDNW|UOHU�W�NHWLFLOHULQ�DOÕúYHULúWH�NROD\OÕ÷D�GDKD�
fazla öQHP�YHUPHOHULQH�QHGHQ�ROPXúWXU�5   

                                                
1 S. Weinstein, “Changing Channels”, Progressive Grocer, Vol.77, ss: 39-44’den aktaran Michelle A. 
Morganosky and Brenda J. Cude, “Large Format Retailing in The US: A Consumer Experience 
Perspective”, Journal of Retailing and Consumer Services, Vol.7(2000), s.216.  
2 W. Liebmann, The Consumer Paradox, WSL Strategic Retail, New York, 1998’den aktaran Ibid.  
3 Kotler and Armstrong, Op.Cit., ss: 390-391. 
4 Kotler and Armstrong, Op.Cit., s.391.  
5 Vaughan Reimers and Val Clulow, “Retail Concentration: A Comparison of  Spatial Convenience in 
Shopping Strips and Shopping Centres, Journal of Retailing and Consumer Srvices, Vol.11(2004), 
s.207.   
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.ROD\OÕN�PD÷D]DODUÕQÕQ�|]HOOLNOHUL�úX�úHNLOGH�VÕUDODQDELOLU�1 
 

• øNDPHW�E|OJHOHULQH�\DNÕQ�NRQXPODQÕUODU� 
• ����Pð¶GHQ�GDKD�D]�NDW�DODQÕQD�VDKLSWLUOHU� 
• *�QO�N�W�NHWLP�LoLQ�VÕQÕUOÕ��U�Q�GL]LVL�EXOXQGXUXOXU� 
• Self-VHUYLV�\|QWHPL�X\JXODQÕU� 
• Günlük 12 saatten daha uzun süre hizmet verilir.  

• 7�P�\ÕO�ER\XQFD�DoÕNWÕU�� 
• $]�VD\ÕGD�SHUVRQHO�oDOÕúÕU�  
• 7�NHWLFLOHUOH�\DNÕQ�LOHWLúLP�NXUXOXU�   

 

.ROD\OÕN�PD÷D]DODUÕ�P�úWHULOHU�LoLQ��E�\�N�ELU�PD÷D]DGD�X]XQ�DUDPD�YH�X]XQ�
NDVD�NX\UXNODUÕQGD�EHNOHPH�\DSPDNVÕ]ÕQ��KÕ]OÕ�ELU�úHNLOGH�W�P�LKWL\Do�GX\XODQÕ�VDWÕQ�
DOPD�IÕUVDWÕ�VXQDU��.�o�NO�NOHUL�YH�\�NVHN�Lú�KDFPLQGHQ�GROD\Õ��NROD\OÕN�PD÷D]DODUÕ�
tipik olarak her gün teslimat kabul eder.2 .ROD\OÕN�PD÷D]DODUÕQGD bakkaliye ürünleri, 

V�W� YH� XQ� PDPXOOHUL� VDWÕODQ� �U�Q�Q� \�]GH� \LUPLVLQGHQ� D]ÕQÕ� ROXúWXUPDNWDGÕU�� $QD�
ürün kategorileri benzin, t�W�Q��U�QOHUL��ELUD�YH�úDUDS��LoHFHNOHU�YH�KD]ÕU�JÕGDODUGÕU�3  

 

.ROD\OÕN� PD÷D]DODUÕQÕQ� DUWÕúÕ� VRQ� ��� \ÕO� V�UHVLQFH� KÕ]OÕ� ROXUNHQ�� EX� WLS�
SHUDNHQGHFLOHULQ� HQG�VWUL� VDWÕúODUÕ� ROJXQODúPÕú� YH� G�úPH\H� EDúODPÕúWÕU�� En büyük 

NROD\OÕN� PD÷D]D� ]LQFLUOHUL�� ������ PD÷D]DGD� ���� PLO\DU� �� \ÕOOÕN� VDWÕú� LOH� �-Eleven 

�6RXWKODQG�&RUSRUDWLRQ��YH�������PD÷D]DGD�����PLO\DU���\ÕOOÕN�VDWÕú�LOH�&LUFOH�.¶GÕU�4  
 

 

 

 

 

 

                                                
1 Akinobu Terasaka, “Development of New Store Types: The Role of Convenience Stores in Japan”, 
GeoJournal, Vol.45(1998), s.319.  
2 Frances Brown, “Convenience Stores Move to Diversify”, The Wall Street Journal, 1984, s.35’den 
aktaran Levy and Weitz, Essentials of Retailing, s.25. 
3 Levy and Weitz, Retailing Management, s.42. 
4 “Exec 100”, s.43’den aktaran Ibid. 
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2.3.5. 6�SHU�0D÷D]DODU�YH�.RPELQDV\RQ�0D÷D]DODUÕ� 
 

6RQ�\LUPL�\ÕO�V�UHVLQFH�V�SHUPDUNHWOHU�E�\�NO�N�RODUDN�JHOLúPLú�YH�GDKD�JHQLú�
�U�Q� oHúLGL� VDWPD\D� EDúODPÕúWÕU�� ����¶GD� NODVLN� V�SHUPDUNHWOHU�� V�SHUPDUNHW�
VDWÕúODUÕQÕQ�\�]GH���¶QL�ROXúWXUPXúWXU������¶D�JHOLQGL÷LQGH��V�SHUPDUNHW�VDWÕúODUÕQÕQ�
yüzde 35’i V�SHU� PD÷D]D� YH� NRPELQDV\RQ�PD÷D]DODUÕQGD� YH� \�]GH� ��¶L� GHSR-tipi 

PD÷D]DODUGD� ROPDVÕQD� NDUúÕQ�� VDGHFH� \�]GH� ��¶VLQL� NODVLN� V�SHUPDUNHWOHU�
ROXúWXUPXúWXU�1  

 

6�SHU� PD÷D]DODU (superstores)� DOÕúÕOPÕú� V�SHUPDUNHWOHULQ� \DNODúÕN� LNL� NDWÕ�
büyüklüktedir YH�JÕGD�YH�JÕGD�GÕúÕ��U�QOHULQ�JHQLú�ELU�oHúLWOLOL÷LQL�EXOXQGXUXU��.XUX�
temizleme, postahane, foto-ILQLú�� IDWXUD� |GHPH�� E�IH�� DUDED� EDNÕPÕ�� HYFLO� KD\YDQ�
EDNÕPÕ�JLEL�KL]PHWOHU�VXQXOXU�2�.URJHU�YH�6DIHZD\�V�SHU�PD÷D]DODUÕ�G�ú�N�IL\DWODU�
YH�ELU�GHIDGD�WRSOX�DOÕúYHULú�LPNDQÕQD�YXUJX�\DSDUDN�P�úWHULOHULQ�LOJLVLQL�oHNHU� Bu 

tip yüksek hacimli,�G�ú�N�NDU�PDUMOÕ��G�ú�N�IL\DWOÕ�PD÷D]DODUD�SD]DU�SD\ÕQÕ�NDSWÕUDQ�
ELUoRN�V�SHUPDUNHW�]LQFLUL�EX�PD÷D]D�úHNOLQH�JHoPLúWLU�3   

 

.RPELQDV\RQ�PD÷D]DODU��FRPELQDWLRQ�VWRUHV��JÕGD�YH�LODoODUÕ�ELU�PD÷D]DGD�\D�
GD�ELWLúLN�LNL�PD÷D]DGD�VDWDU��6�SHU�PD÷Dzalardan daha büyüktür. 5000 m² ortalama 

VDWÕú� DODQÕ� LOH� ELU� IXWERO� VDKDVÕQGDQ� GDKD� JHQLúWLU�� .URJHU� YH� 6XSHU-X eczaneleri 

NRPELQDV\RQ�PD÷D]DODUÕQ�|UQHNOHULGLU�4    
 

6�SHU� PD÷D]DODU� YH� NRPELQDV\RQ� PD÷D]DODU�� P�úWHULOHUH� ELU� GHIDGD� WRSOX�
DOÕúYHULú�VXQDU��0�úWHULOHU�WLSLN�RODUDN��NODVLN�V�SHUPDUNHWOHUH�J|UH��EX�PD÷D]DODUGD�
DOÕúYHULú�\DSPDN�LoLQ�DUDED�LOH�GDKD�X]D÷D�JLGHFHNOHUGLU��*HQHO��U�Q�NDOHPOHUL��JÕGD-

GÕúÕ�NDOHPOHU�� oR÷X�NH]�G�ú�QPHGHQ�VDWÕQ�DOÕQÕU�YH�JÕGD��U�QOHULQGHQ�GDKD�\�NVHN�
marjlara sahiptir.5 

 

 

                                                
1 “58th Annual Report”, Progressive Grocer, Nisan 1991, s.8’den aktaran Ibid.  
2 Kotler and Armstrong, Op.Cit., s.391. 
3“Supermarkets Quickly Becoming One-Stop Minimalls”, Marketing News, February 15, 1988, 
s.11’den aktaran Skinner, Op.Cit., s.427. 
4 Ibid. 
5 Levy and Weitz, Retailing Management., s.41.  
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2.3.6. Depo Ma÷D]DODU 

 

'HSR�PD÷D]DODU (warehouse stores), HNVWUD�|]HOOL÷L�ROPD\DQ�ELU�oHvrede ürün 

sunan indirimli perakendecilerGLU��'HSR�PD÷D]DODUÕQ�IDUNOÕ�W�Uleri�YDUGÕU��6ÕQÕUOÕ-KDWOÕ�
depo PD÷D]DODUÕ��ER[�VWRUH� tipik olarak 1.500 ürün kalemi, her ürün kaleminden bir 

büyüklük� YH� PDUND\Õ� LoHULr; GRQGXUXOPXú� YH� GD\DQÕNVÕ]� �U�QOHU� \RNWXU�� hU�Qler, 

WDúÕPD� SDOHWOHUL� �]HULQGH� DoÕN� NXWXODUGD� VHUJLOHQLU�� 0D÷D]DODU� KHUKDQJL� ELU� KL]PHW�
VXQPD]��0�úWHULOHU�VDWÕQ�DOGÕNODUÕ��U�QOHUL�SRúHWOHUH�NR\DU�YH�QDNLW�|GHPH�\DSDU�1 
 

En büyük�YH�HQ�KÕ]OÕ�JHOLúHQ�GHSR�PD÷D]DVÕ�WLSL�süper depoGXU��%X�PD÷D]DODUÕQ�
E�\�NO�÷��\DNODúÕN olarak 5,000-7,000 m²’dir�YH�PD÷D]D�EDúÕQD���-50 milyon $¶OÕN 

VDWÕú�HOGH�HGLOLU��6�SHU�GHSR�PD÷D]DODUÕ�WLSLN�RODUDN��G�ú�N�IL\DWODUGD�XOXVDO�PDUNDOÕ�
SDNHWOHQPLú��U�QOHUL�VDWDU�YH�G�ú�N�NDU�PDUMÕ�LOH�oDOÕúÕU. Klasik süpermarketler, süper 

PD÷D]DODU�YH�NRPELQDV\RQ�PD÷D]DODUÕ�JLEL��GHSR�PD÷D]DODUÕ�DUWÕN�GD\DQÕNVÕ]�YH�WD]H�
KD]ÕUODQPÕú� JÕGDODUD� GDKD� ID]OD� D÷ÕUOÕN� YHUPHNWHGLU�� %X� �U�Q� NDWHJRULOHUL� HQ� NDUOÕ�
RODQODUGÕU�� 6�SHU� GHSR� PD÷D]DODUÕ�� SDNHWOHQPLú� �U�QOHUL� D]� KL]PHWOH� ELU� GHSR�
DWPRVIHULQGH� VHUJLOHUNHQ��P�úWHULOHUH� KL]PHW� LoLQ� YH� VLSDULú� �]HULQH� HW� NHVLPL� LoLQ�
PHYFXW� oDOÕúDQODUOD�� HW�� EDOÕN�� VHE]H� PH\YH� YH� XQOX� PDPXOOHri çekici� ELU� úHNLOGH�
sergiler.2  

 

2.3.7. øQGLULPOL�0D÷Dzalar 

 

øQGLULPOL�PD÷D]DODU� �GLVFRXQW�VWRUHV�� LON�RODUDN����'�Q\D�6DYDúÕ¶QGDQ�KHPHQ�
VRQUD�$PHULND¶GD�RUWD\D�oÕNPÕúWÕU��8OXVDO�PDUNDOÕ��U�QOHU�SD]DU�IL\DWODUÕQÕQ�DOWÕQGD�
ELU� IL\DWWDQ� W�NHWLFLOHUH� VXQXOPXúWXU�� %DúODQJÕoWD� oR÷XQOXNOD kamera, tv gibi  

elektronik�FLKD]ODU��GD\DQÕNOÕ��U�QOHU�VDWÕOPÕúWÕU��0D÷D]D�G|úHP�YH�GRQDWÕPODUÕ�SUDWLN�
ve basittir.� 6DWÕú� HOHPDQODUÕ� VDGHFH� JHUHNOL� RODQ� E|O�POHUGH� �|UQH÷LQ� HOHNWURQLN�
cihazlar) mevcuttur.3 

 

0DUNDOÕ� �U�QOHUL� G�ú�N� IL\DWODUGDQ� VHOI-servis yöntemiyle tüketiciye sunan 

LQGLULPOL� PD÷D]DODU�� ����¶OHUGHQ� VRQUD� WHPHO� �U�Q� NDWHJRULOHULQH� \HQL� oHúLWOHU�
                                                
1 Ibid. 
2 Ibid. 
3 Burstiner, Op.Cit., s.98. 
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HNOHPLúOHUGLU�1� 'ROD\ÕVÕ\OD�� HOHNWURQLN� DOHWOHU�� JL\LP�� VSRU� Hú\DODUÕ�� R\XQFDNODU��
otomobil malzemeleri, bahçe gereçleri�� PHIUXúDW� JLEL� JHQLú� �U�Q� oHúLWOLOL÷L�
mevcuttur.2  

 

K-Mart, Wal-Mart, Target Stores, Ames Department Stores ve Bradlees 

$PHULND¶QÕQ� HQ� E�\�N� LQGLULPOL� PD÷D]DODUÕQGDQ� ELUNDoÕGÕU�� øQGLULPOL� PD÷D]DODUÕQ�
ELUoR÷X��|UQH÷LQ�:DO-0DUW��E|OJHVHO�RUJDQL]DV\RQODUGÕU�YH�5.000-8000 m²’lik büyük 

PD÷D]DODUGD�� oR÷X� NH]� G�ú�N� NLUDOÕ� E|OJHOHUGH� NRQXPODQÕUODU�3 Bazen bir 

V�SHUPDUNHW� LQGLULPOL� ELU� PD÷D]D� LoLQGH� GHSDUWPDQ� RODUDN� \HU� DODELOLU�� 'L÷HU�
SHUDNHQGHFL� W�UOHUL� LOH�DUWDQ� UHNDEHWWHQ�GROD\Õ� LQGLULPOL�PD÷D]DODU zamanla sunulan 

KL]PHWOHUL��PD÷D]D�LoL�DWPRVIHUL��JHOLúWLUPLú�YH dahD�NDOLWHOL�PD÷D]D�\HUOHULQL�WHUFLK�
HWPLúOHUGLU��%XQXQ�VRQXFX�IL\DW�DUWÕúODUÕ�PH\GDQD�JHOPLúWLU�4 

 

Wal-0DUW� LON� PD÷D]DVÕQÕ� ����¶GH� $UNDQVDV¶WD� DoPÕúWÕU�� 0D÷D]DODUÕQÕQ� oR÷X�
RUWDODPD� ������ Q�IXVOX� N�o�N� NHQWOHUGH� NRQXPODQPÕúWÕU�� 6RQUDGDQ� E�\�N�
metropolitan bölgelere� GH� PD÷D]DODU� DoPÕúWÕU�� .lasik bir Wal-0DUW� PD÷D]DVÕ� oRN�
G�ú�N� IL\DW� G�]H\OHULQGH� \DNODúÕN� ������� �U�Q� NDOHPL� EXOXQGXUXU�� ����� \ÕOÕ� VRQX�
verilerine göre, Wal-Mart $PHULND¶GD� ������ LQGLULPOL� PD÷D]D�� ������ V�SHUFHQWHU��
525 Sam’s Club, 49 Neigborhood Market ile faaliyet göstermektedir. Wal-0DUW¶ÕQ�
VWUDWHMLVL��KHU�J�Q�G�ú�N�IL\DW��JHQLú�oHúLWOLOLN��L\L�ELU�P�úWHUL�KL]PHWL�YH�F|PHUW�LDGH�
SROLWLNDVÕGÕU�� $UMDQWLQ�� %UH]LO\D�� .DQDGD�� dLQ�� $OPDQ\D�� *�QH\� .RUH�� 0HNVLND��
%LUOHúLN�.UDOOÕN�YH�-DSRQ\D¶GD�PD÷D]DODUÕ bulunan Wal-0DUW�D\QÕ�]DPDQGD�N�UHVHO�
bir liderdir.5 

 

2.4. Genel Ürün Perakendecilerinin Yeni Türleri 

 

%X�\HQL�W�U�SHUDNHQGHFLOHU�NDWHJRUL�X]PDQODUÕ��HY�JHOLúWLUPH�PHUNH]Oeri, depo 

�WRSWDQFÕ��Nulüpleri��NDWDORJOX�WHúKLU�PD÷D]DODUÕ ve hipermarketleri kapsar.6 

                                                
1 Ibid. 
2 Skinner, Op.Cit., s.429. 
3 Pride and Ferrell, Op.Cit., s.367. 
4 Skinner, Op.Cit., s.429. 
5 Wal-Mart Stores Inc., 2003 Annual Report, Doubleday, Bentonville, 2003’den aktaran Ulrike 
Gerhard and Barbara Hahn, “Wal-Mart and Aldi: Two Retail Giants in Germany”, GeoJournal, 
Vol.62(2005), ss: 16-18. 
6 Levy and Weitz, Retailing Management, s.49. 
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2.4.1. .DWHJRUL�8]PDQODUÕ 
 

.DWHJRUL� X]PDQODUÕ� �NDWHJRU\� VSHFLDOLVWV� belirli bir perakende kategorisinde, 

G�ú�N� IL\DWODUOD�� oRN� E�\�N� oHúLWOLOLN� VXQDQ� PD÷D]DODUGÕU� %X� PD÷D]DODU� KL]PHW�
HWWLNOHUL� SD]DUÕ� \DNÕQGDQ� WDQÕU� YH� �U�QOHUL�E�\�N�KDFLPOHUOH�VDWÕQ� DOÕU� YH� VDWDU��.DU�
PDUMODUÕ�JHQHOOLNOH�G�ú�NW�U��dR÷X�NH]���U�QOHUL�GR÷UXGDQ��UHWLFLOHUGHQ�VDWÕQ�DODUDN�
WRSWDQFÕODUÕ�HOLPLQH�HGHUOHU�1 

 

%HOLUOL� ELU� �U�Q� NDWHJRULVLQGH� GDU�� IDNDW� ROGXNoD� GHULQ� oHúLWOLOLN� VXQPDODUÕ� 
NDWHJRUL�X]PDQODUÕQÕQ�D\QÕ�NDWHJRULGH�oDOÕúDQ�YH�GDKD�D]�oHúLWOLOL÷H�VDKLS�GDKD�N�o�N�
UDNLSOHUL� \RN� HWPHOHULQL� VD÷ODU�� %X� QHGHQOH� EX� W�U� PD÷D]DODUD� kategori öldüren 

(kategory killer) PD÷D]DODU� GD� GHQLU��.DWHJRUL� |OG�UHQ�PD÷D]DODUGD� VDWÕODQ� JL\VLOHU�
E|OJHVHO� DOÕúYHULú� PHUNH]OHULQGHNL� PD÷D]DODUOD� NÕ\DVODQGÕ÷ÕQGD� oRN� ID]OD� PRGD-

RGDNOÕ�GH÷LOGLU�2 %X�PD÷D]DODUÕQ�D\ÕUW�HGLFL�|]HOOL÷L��G�ú�N�IL\DWOD�ELUOLNWH�oRN�IDUNOÕ�
E�\�NO�N��PRGHO��WDU]�YH�UHQNWH��U�Q�NRPELQDV\RQXQX�EXOXQGXUPDVÕGÕU�3   
 

KaWHJRUL� X]PDQODUÕ� WHPHO� RODUDN� LQGLULPOL� |]HOOLNOL� �LKWLVDV�� PD÷D]DODUGÕU��
0D÷D]DODUÕ��JHOHQHNVHO�LQGLULPOL�PD÷D]DODU�LOH�\DNODúÕN�D\QÕ�E�\�NO�NWHGLU�ve benzer 

ELU� úHNLOGH� ED÷ÕPVÕ]� \HUlerde veya� DOÕúYHULú� PHUNH]OHULQGH bulunur. Fakat ürün 

oHúLWOLOL÷L� JHOHQHNVHO� ELU� LQGLULPOL� PD÷D]DGDNL� oHúLWOLOL÷LQ� WDP� ]ÕWWÕGÕU�� *HOHQHksel 

LQGLULPOL� PD÷D]DODU� JHQLú� ELU� W�U� IDNDW� \�]H\VHO� oHúLWOLOL÷H� VDKLSNHQ�� NDWHJRUL�
X]PDQODUÕ�GDU�ELU�W�U�IDNDW�GHULQ�oHúLWOLOL÷H�VDKLSWLU�4 

 

3HN� oRN� NDWHJRUL� X]PDQÕ� VHOI–VHUYLV� \DNODúÕPÕQÕ� NXOODQÕU�� IDNDW� GD\DQÕNOÕ�
W�NHWLP� �U�QOHULQGHNL� ED]Õ� kategori uzmanlarÕ� P�úWHULOHUH� önemli hizmetler sunar. 

gUQH÷LQ��WDYDQD�NDGDU�\Õ÷ÕOPÕú�SDOHWOHU��]HULQGHNL�NRQWH\QÕUODUGD�TVler, VCRler, ve 

stereolar ile�&LUFXLW�&LW\�PD÷D]DODUÕ�ELU�GHSR�DWPRVIHULQH�VDKLSWLU��%XQXQOD�ELUOLNWH��

                                                
1 Barbara Hahn, “Power Centers: A New Retail Format in The United States of America”, Journal of 
Retailing and Consumer Services, Vol.7(2000), s.224. 
2 Ibid. 
3�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V�����  
4 Levy and Weitz, Essentials of Retailing, s.31. 
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ED]Õ� PRGHOOHU� PD÷D]DQÕQ� RUWDVÕQGD� sergilenLU� YH� VHUJL� DODQODUÕQGD� VRUXODUÕ�
cevaplamak ve öneride bulunmak için görevliler mevcuttur.1  

 

$%'¶GHNL�HQ�E�\�N�NDWHJRUL�X]PDQÕ�]LQFLUOHUL�Ryuncak ve oyunlarda Toys “R” 

Us, elektronik aletlerde Circuit City, spor ürünlerinde Sports Authority, ofis 

malzemelHULQGH�2IILFH�'HSRW�YH�ELOJLVD\DU��U�QOHULQGH�&RPS86$¶GÕU�2   
 

Toys “R” Us, $PHULND¶GD�R\XQFDN�YH�R\XQ�SD]DUÕQÕQ yüzde 40¶ÕQD hakimdir. 

%LU� 7R\V� ³5´� 8V�PD÷D]DVÕ� \DNÕQÕQGDNL� E|O�PO�� PD÷D]DODU� YH� JHOHQHNVHO� LQGLULP�
PD÷D]DODUÕ�WLSLN�RODUDN oyuncak ve oyun sunXPODUÕQÕ�D]DOWPDN�]RUXQGD�NDOÕU, çünkü 

Toys “R” Us’GDNL�GHULQ�oHúLWOLOLN�YH�G�ú�N�IL\DWODU�R�E|OJHGHNL�W�NHWLFLOHUL�oHNHU�3  
 

%LU� EDúND� NDWHJRUL� X]PDQÕ�� \DNÕQ� ]DPDQGD� �ONHPL]GH� GH� PD÷D]D� DoDQ�
øVNDQGLQDY� PRELO\D� SHUDNHQGHFLVL� ,.($¶GÕU�� $PHULND¶GD� LON� PD÷D]DVÕQÕ� ����¶WH�
DoPÕúWÕU�� %LU� ,.($� PD÷D]DVÕ� \DNODúÕN� �o� IXWERO� VDKDVÕ� E�\�NO�÷�QGHGLU� YH�
6.000’den fazla ürün VWRNODQÕU�� %X�PD÷D]DODU�� KDONÕQ� oR÷XQOX÷XQXQ� |GH\HELOHFH÷L�
IL\DWWDQ�JHQLú�oHúLWOLOLNWH�PRELO\D��PHIUXúDW�JLEL��U�QOHU�VXQPD\Õ�DPDoODU�4    

 

2.4.2. Ev *HOLúWLUPH�0HUNH]OHUL 
 

EY�JHOLúWLUPH�PHUNH]L (home-improvement center), klasik nalbur ürünlerini ve 

D÷Do� PDO]HPHOHUL birlHúWLUHQ� ELU� NDWHJRUL� X]PDQÕGÕU�� Kendi kendine� Lú� \DSPDN�
LVWH\HQOHULQ� HYOHULQL� RQDUPD� YH� JHOLúWLUPHVLQH� LPNDQ� YHUHQ� PDO]HPH� YH� bilgiyi 

VD÷ODPD\D�RGDNODQÕU��0HYFXW��Uün;�LQúDDW�PDO]HPHOHUL��ER\DODU�YH�ER\DPD�DUDoODUÕ��
WHVLVDW�PDO]HPHOHUL��HOHNWULNOL�DOHWOHU��KÕUGDYDW��HO�DOHWOHUL�YH�EDKoH�HNLSPDQODUÕQÕQ�ELU�
oHúLWOHPHVLQL�NDSVDU�5  

 

                                                
1 Michael Gelfand, “Consumer Electronics Superstores”, Discount Merchandiser, Ocak 1993, ss: 60-
66’dan aktaran Ibid. 
2 David P. Schultz, “The Top 100 Specialty Stores”, Stores,�$÷XVWRV�������V���¶GHQ�DNWDUDQ�,ELG��
s.32. 
3 Ibid. 
4 Kotler and Armstrong, Op.Cit., s.387. 
5 Levy and Weitz, Retailing Management, ss: 51-52. 
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(Y� JHOLúWLUPH� PHUNH]OHULQGH� �U�Q� ELU� GHSR� DWPRVIHULQGH� VHUgilenirken, ürün 

VHoLPL� YH� QDVÕO� NXOODQÕODFD÷ÕQD� GDLU� ELOJL� YHUPHN� LoLQ� görevliler mevcuttur. 

Amerika’daki en büyük ev-geOLúWLUPH� ]LQFLUOHUL� +RPH� 'HSRW�� Lowes Company, 

Payless Cashways’dir.1  

 

2.4.3. Depo /7RSWDQFÕ Kulüpleri 

 

Depo-WRSWDQFÕ�Nulüpleri (warehouse-wholesale clubs) 1980’li \ÕOODUGDQ�LWLEDUHQ 

KÕ]OD� \D\ÕOPÕúWÕU�� 3HUDNHQGHFLOLN� YH� WRSWDQFÕOÕ÷Õ� ELUOHúWLUHQ� GHSR� Nulüpleri, oldukça 

JHQLú� IDNDW� \�]H\VHO� �U�Q� oHúLWOLOL÷LQH� VDKLSWLU�� )L\DWODU� ROGXNoD� G�ú�NW�U�� DQFDN�
P�úWHUL\H� VÕQÕUOÕ� KL]PHW� VXQXOXU� YH� VDdece üyelere hizmet verir. Bu perakendecilik 

WLSL�LON�RODUDN�����¶OL�\ÕOODUÕQ�RUWDODUÕQGD�$PHULND¶GD��3ULFH�&OXE�WDUDIÕQGDQ�EDúDUÕOÕ�
ELU�úHNLOGH�X\JXODQPÕúWÕU�2  

 

Tipik bir depo kul�E�Q�Q� �\HOHUL� N�o�N� LúOHWPHOHU� YH� EHOLUOL� LúoL� JUXSODUÕ�
�|UQH÷LQ�PHPXUODU�ya da okul personeli)GÕU��%X�WDU]�SHUDNHQGHFLOHU�JHQHOOLNOH��o�W�U�
�U�Q�VDWDUODU��HOHNWURQLN�DOHWOHU��RWR�ODVWLNOHUL��JL\VL�JLEL�JHQHO��U�Q��VDWÕúODUÕQ����-

��¶Õ���JÕGD��VDWÕúODUÕQ����-��¶X��YH�VD÷OÕN-güzellik ürünleri, tütün, içki gibi ürünler 

�VDWÕúODUÕQ�%15-30’u).3 

 

Her bir ürün kalemi için,�VDGHFH�ELU�\D�GD�LNL�PDUND�YH�VÕQÕUOÕ�VD\ÕGD�E�\�NO�N�
ve model�VDWÕOÕU��'�ú�N�NLUDOÕ�E|OJHOHUGH�YH�GHSR�WLSL�ELQDODUGD��\DNODúÕN�10.000 m²) 

KL]PHW�YHULOLU��hU�QOHU�X]XQ�PHWDO�UDIODUGD�VHUJLOHQLU��0�úWeriler nakit ödeme yapar, 

NUHGL�NDUWÕ�NDEXO�HGLOPH]�4   
 

'�ú�N�PDOL\HWOL�PD÷D]D�\HUOHUL� YH�PD÷D]D�GL]D\QODUÕQD� LODYH�RODUDN�� WRSWDQFÕ�
kuO�SOHUL��oDEXN�W�NHQHQ��U�Q�NDOHPOHULQLQ�VÕQÕUOÕ�ELU�oHúLWOHPHVLQL�EXOXQGXUDUDN�VWRN�
EXOXQGXUPD�PDOL\HWOHULQL� D]DOWÕU��Belirli marka ve kDOHPOHU� ]DPDQ� ]DPDQ� IDUNOÕOÕN�

                                                
1 “Exec 100”, s.40’dan aktaran Ibid. 
2�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V����� 
3 Berman and Evans, Op.Cit., s.112. 
4�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V����� 
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gösterebilir,� o�QN�� PD÷D]DODU� �UHWLFLOHUGHQ� |]HO� SURPRV\RQODUÕ� RODQ� �U�QOHUL� VDWÕQ�
DOÕU�1 

 

7RSWDQFÕ� Nulüpleri genellikle iki üye tipine sahiptir. 7RSWDQFÕ� �\HOHUL�� \ÕOOÕk 

25$-���� �FUHW� |GH\HQ� N�o�N� Lú� DGDPODUÕGÕU� Grup üyeleri�� NHQGL� NXOODQÕPODUÕ� LoLQ�
VDWÕQ�DOPDGD�Eulunan bireysel tüketicilerdir. Grup üyeleri genellikle bir üyelik ücreti 

ödeme]��IDNDW�HWLNHW�IL\DWÕQÕQ yüzde 5�ID]ODVÕQÕ�|GHUOer. 7RSWDQFÕ��\HOHU�WLSLN�RODUDN�
P�úWHUL� WDEDQÕQÕQ� \�]GH� ��¶VLQGHQ� GDKD� D]ÕQÕ� WHPVLO� HGHU�� IDNDW� VDWÕúODUÕQ� \�]GH�
��¶VLQGHQ�ID]ODVÕQÕ�LIDGH�HGHUOHU��(Q�E�\�N�WRSWDQFÕ�Nulüp zincirleri, Wal-0DUW¶ÕQ�ELU�
bölümü olan Sam’s Warehouse ve Price/Costco’dur.2   

 

2.4.4. .DWDORJOX�7HúKLU�0D÷D]DODUÕ 
 

.DWDORJOX� WHúKLU� PD÷D]DVÕ�� ELWLúLNWHNL� ELU� GHSR� LOH� ELUOHúWLULOPLú� WHúKLU�
PD÷D]DVÕQD sahip olan bir perakendecidir. 0�úWHULOHU� WHúKLU� PD÷D]DVÕQGD� PHYFXW�
olan katalogu ve örnekleri inceler ya da özet bir katalog tüketiciye önceden 

gönderilir. Bazen de katalog gazetelerle birlikte ek olarak verilir.3 7HúKLU�
PD÷D]DVÕQGDNL� �U�QOHU� VDGHFH� VHUJL� DPDoOÕ� ROGX÷XQGDQ�� Wüketiciler ürünleri 

NDWDORJODUGDQ�VHoHU�YH�VDWÕú�HOHPDQODUÕ�EX�VLSDULúOHUL�GHSRGDQ�NDUúÕODU�4 
 

%LU� WHúKLU� PD÷D]DVÕQGD� �U�QOHULQ� oHúLWOi örneklerini ve tam bir katalogunu 

W�NHWLFL\H� VXQDUDN�� NDWDORJOX� WHúKLU� PD÷D]DVÕ� GL÷HU� PD÷D]D� W�UOHULQGHQ� IDUNOÕODúÕU��
*HQLú,� IDNDW� \�]H\VHO� ELU� �U�Q� oHúLWOLOL÷L�� G�ú�N� IL\DWODU� YH� VÕQÕUOÕ� P�úWHUL� KL]PHWL�
VXQXOXU�� .DWDORJOX� WHúKLU� PD÷D]DODUÕ� WLSLN� RODUDN� HY� Hú\DODUÕ�� P�FHYherat, spor 

malzemeleri,� EDJDM�� KHGL\HOLN� Hú\DODU� bDKoH� GRQDQÕPODUÕ� YH� Hlektronik aletlerde 

X]PDQODúÕU�5 
 

.DWDORJOX�WHúKLU�PD÷D]DVÕQÕQ�VWUDWHMLVL��GL÷HU�SHUDNHQGHFL�W�UOHULQH�J|UH�GDKD�D]�
RODQ� LúOHWPH�PDOL\HWLQGHQ� GROD\Õ�� UHNDEHWoL� IL\DWODU� VXQDELOPH� \HWHQH÷LQH� ED÷OÕGÕU��
6DWÕú� HOHPDQÕ� D]� ROGX÷XQGDQ� |GHQHQ� PDDúODU� GD� D]GÕU�� Ürünler sergilenmez ve 
                                                
1 Levy and Weitz, Essentials of Retailing, s.33. 
2 Ibid. 
3�6RPPHUV�YH�GL÷HUOHri, Op.Cit., s.507. 
4 Skinner, Op.Cit., s.429. 
5�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V����� 
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PRQWDM� YH\D� WHVOLPDW� GD� \DSÕOPD]�� hU�QOHU� ELU� GHSRGD� NRUXQGX÷XQGDQ� PD÷D]D�
]L\DUHWOHUL� VÕUDVÕQGD� KÕUVÕ]OÕNWDQ� GR÷DQ� ND\ÕSODU� G�ú�NW�U�� 0D÷D]D� GHNRUDV\RQ�
PDOL\HWOHUL�G�ú�NW�U�1  
 

$%'¶GHNL�HQ�E�\�N�NDWDORJ�WHúKLU�PD÷D]DVÕ�]LQFLUOHUL��6HUYLV�0HUFKDQGLVH������
PLO\DU���\ÕOOÕN�VDWÕú���%HVW�3URGXFWV������PLO\DU����YH�%UHQGOHV������PLO\RQ���¶GÕU� Bu 

SHUDNHQGH� ELoLPLQLQ� oHNLFLOL÷L� D]DOPDNWDGÕU�� .DWHJRUL� X]PDQODUÕ� D\QÕ� G�ú�N�
IL\DWODUOD� �U�Q� VXQDELOLU� YH� VDWÕQ� DOPDN� LVWHGL÷L� �U�Q�� VHoHQ�P�úWHULOHUH�GHSRODUÕQD�
J|]� DWPD� IÕUVDWÕ� YHULU�� $\UÕFD�� ED]Õ� P�úWHULOHU� GHSRGDQ� EXOXQXS� JHWLULOHFHN� �U�Q��
beklemeyi zahmetli bulur.2  

 

2.4.5. Hipermarketler 

 

Hipermarket, esas olarak self-VHUYLV�\|QWHPLQH�J|UH�oDOÕúDQ��oRN�oHúLWOL�JÕGD�YH�
JÕGD�GÕúÕ��U�QOHUL��G�ú�N�IL\DWODUOD�VDWDQ��HQ�D]��.����Pð�VDWÕú�DODQÕ�YH�RWRSDUNÕ�RODQ�
genLú�E|O�PO��SHUDNHQGH�VDWÕú�PD÷D]DVÕGÕU�3  
 

Hipermarket;� V�SHUPDUNHW� YH� LQGLULPOL�PD÷D]D\Õ� WHN� ELU�PD÷D]DGD�ELUOHúWLUHQ�
E�\�N� SHUDNHQGH� PD÷D]DVÕGÕU�� 2UWDODPD� VDWÕú DODQÕ 22.000 m²’dir. 45.000-60.000 

oHúLW� �U�Q��� G�ú�N� IL\DWODUOD� W�NHWLFL\H� VXQDU� Ürünler yüksek raflarda sergilenir. 

Genel olarak VDWÕú�DODQÕQÕQ�\�]GH���-��¶VL�EDNNDOL\H��U�QOHULQH�D\UÕOÕU��JHUL\H�NDODQ�
DODQGD� LVH� JL\LP� Hú\DODUÕ�� EX]GRODEÕ�� WHOHYL]\RQ�� NDPHUD� JLEL� elektronik cihazlar, 

mücevherat, nalbur ürünleri, otomotiv gereçleri, oyuncak, ilaç, bahçe gereçleri gibi 

oRN�oHúLWOL��U�QOHU�VXQXOXU�4  
 

HLSHUPDUNHWOHULQ� ELU� oR÷X� EDQND�� RSWLN� PD÷D]DVÕ�� IDVW-IRRG� UHVWRUDQÕ�� NXUX�
temizlemeci, seyahat acenteleri� JLEL�PD÷D]DODU� LoHULU��%LU�PD÷D]D� LoHULVLQGH�ELUoRN�

                                                
1 Berman and Evans, Op.Cit., 110. 
2 Levy and Weitz, Retailing Management, s.55. 
3 Philip Kotler and Garry Armstrong, Principles of Marketing, 4th ed., Englewood Cliffs, 
NC:Prentice-Hall Inc., 1989, ss: 384-���¶GHQ�DNWDUDQ��+DOLO�0XUDWR÷OX��3HUDNHQGHFLOLNWH�
+LSHUPDUNHWOHU�YH�<DWD\�5HNDEHW��.RFDHOL�%|OJHVLQGH�%LU�8\JXODPD���%DVÕOPDPÕú�<�NVHN�/LVDQV�
Tezi, Kocaeli Üniversitesi Sosyal Bilimler Enstitüsü, 2003), s.20.  
4 Pride and Ferrell, Op.Cit., s.370. 
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IDUNOÕ��U�Q�� W�NHWLFL\H�VXQGX÷X�LoLQ��KLSHUPDUNHWOHU�³GXYDUVÕ]�DOÕúYHULú�PHUNH]OHUL´�
olarak ifade edilir.1 

 

%LU�EDúND�WDQÕPGD�KLSHUPDUNHW��WLSLN�RODUDN��������Pð¶GH��\DNODúÕN�����PLO\RQ�
GRODUOÕN�KDIWDOÕN�VDWÕúODUOD��JHQHO��U�Q�YH�JÕGD�VDWÕúÕ�\DSDQ��KHU�KDIWD�\DNODúÕN����000 

P�úWHUL\H�VDWÕú�\DSDUDN��\�]GH����FLYDUÕ�EU�W�PDUM��UHWHQ�SHUDNHQGH�NXUXOXúX�RODUDN�
EHOLUWLOPLúWLU�� %XQODU� GL÷HU� PD÷D]D� W�UOHUL\OH� NDUúÕODúWÕUÕOGÕ÷ÕQGD� HWNLOH\LFL�
UDNDPODUGÕU��gUQH÷LQ��ELU�LQGLULPOL�PD÷D]D�WLSLN�RODUDN�������PðGLU��KDIWDOÕN���������
��VDWÕú�\DSDU�YH�KHU�KDIWD�������P�úWHUL\H�KL]PHW�HGHU�2  

 

OUWDODPD� VDWÕú� DODQODUÕ� ED]HQ 30,000 m²’ye kadar  -EHú� DOWÕ� IXWERO� VDKDVÕ�
E�\�NO�÷�QGH-� oÕNDELOHQ hipermarketler 1960’larda Fransa’GD� RUWD\D� oÕNPÕúWÕU�� ølk 

Hipermarket (Hypermart*USA), Wal-0DUW� YH� &XOXP� WDUDIÕQGDQ�1987’de Dallas’ta 

DoÕOPÕúWÕU�3 
 

�$YUXSD¶GDNL� EDúDUÕVÕQD� NDUúÕQ�� KLSHUPDUNHWOHU� $PHULND¶GD� oRN� ID]OD� SRS�OHU�
ROPDPÕúWÕU��:DO-0DUW� G|UW�+\SHUPDUW�86$�PD÷D]DVÕ� YH�.PDUW� �o�$PHULFDQ� )DUH�
PD÷D]DVÕ� DoWÕ÷ÕQGD�� $PHULNDQ� W�NHWLFLOHULQ� GHYDVD� PD÷D]D� E�\�NO�÷�QGHQ� KRúQXW�
ROPDGÕNODUÕQÕ� NHúIHWPLúOHUGLU�� %XQX� \DQÕ� VÕUD�� \R÷XQ� ELU� UHNDEHWoL� oHYUH� V|]�
NRQXVXGXU�� GHSR� PD÷D]DODU� KLSHUPDUNHWOHUL� X\JXQ� IL\DWODUÕ\OD� \HQHU�� NDWHJRUL�
|OG�UHQ�PD÷D]DODU�oHúLW�\|Q�QGHQ��LQGLULP�PD÷D]DODUÕ�GD�\HU�DoÕVÕQGDQ��VW�Q�JHOLU�4 

 

'DKD�L\L�ELU�DOWHUQDWLI�PD÷D]D�DUD\DQ�ED]Õ�SHUDNHQGHFLOHU��WLSLN�ELU�JHQHO��U�Q�
PD÷D]DVÕQÕ ]HQJLQ� EDNNDOL\H� �U�Q�� LOH� ELUOHúWLUHQ� süpercenter� PD÷D]DFÕOÕ÷ÕQÕ�
denemektedir. Wal-Mart 100’den fazla süpeUFHQWHU� oDOÕúWÕUPDNWDGÕU� YH�����PD÷D]D�
GDKD�DoPD\Õ�SODQODPDNWDGÕU��%XQD�NDUúÕOÕN�UDNLEL�.PDUW�����6XSHU�.PDUW�&HQWHU¶Õ�
NDSDWPDN�]RUXQGD�NDOPÕúWÕU�5   

 

                                                
1 Priscilla Donegan, “Hypermarkets: Is America Ready?”, Progressive Grocer, Temmuz 1988, ss:21-
34’den aktaran Ibid. 
2 Mason, Mayer and Ezell, Op. Cit., s.2.       
3 Levy and Weitz, Retailing Management,s.55. 
4�%HUNRZLW]�YH�GL÷Hrleri, Op.Cit., s.476. 
5 Zina Moukheiber, “Retailing”, Forbes, Ocak 1995, ss: 190-192’den aktaran Ibid. 
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øVWDQEXO¶GD� %�\�NúHKLU� %HOHGL\HVL� LOH� )UDQVÕ]� 3UXVLQLF� ILUPDVÕ� WDUDIÕQGDQ�
Merter’de Belpri ismiyle kurulaQ� PD÷D]D� 7�UNL\H¶QLQ� LON� KLSHUPDUNHWL� VD\ÕOÕU�1 
7�UNL\H¶GH������\ÕOÕQGD�����RODQ�KLSHUPDUNHW�VD\ÕVÕQÕQ������\ÕOÕQGD����¶GHQ�ID]OD�
RODFD÷Õ�WDKPLQ�HGLOPHNWHGLU��$YUXSD¶GD���PLO\RQ�NLúL\H�RUWDODPD����KLSHUPDUNHW�YH�
���� V�SHUPDUNHW� G�úHUNHQ, Türkiye’de her 1 mLO\RQ� NLúL\H� \DNODúÕN� RUWDODPD� ��
KLSHUPDUNHW�YH����V�SHUPDUNHW�G�úPHNWHGLU�2     
 

2.5. 0D÷D]DVÕ]�3HUDNHQGHFLOLN 

 

0D÷D]DVÕ]� SHUDNHQGHFLOLN�� �U�Q� YH� KL]PHWOHULQ bir perakende� PD÷D]DVÕ�
ROPDNVÕ]ÕQ�SD]DUODQPDVÕGÕU��3HUDNHQGH�VDWÕúODUÕQ�N�o�N�ELU�\�]GHVLQL�ROXúWXUPDVÕQD�
NDUúÕQ� ROGXNoD� KÕ]OÕ� ELU� úHNLOGH� E�\�PHNWHGLU�� %X� E�\�PHQLQ� DUGÕQGDNL� J�o��
GR÷UXGDQ� SD]DUODPD� X\JXODPDODUÕQÕQ� ELOJLVD\DU� WHNQRORMLVL� LOH�
RWRPDWLNOHúWLULOPHVLGLU�� 9HUL� WRSODPD�� VDNODPD� YH� G�]HOWPH� WHNQRORMLVL� W�NHWLFLOHUH�
LOLúNLQ� JHQLú� ELU� YHUL� WDEDQÕ� ROXúWXUPD\D� LPNDQ� YHULU�� %XQX� \DQÕ� VÕUD�� LOHWLúLP�
teknolojisi (kablolu televizyon, fax makineleri, internet vs.) pazarlama stratejileri ile 

WHN�WHN�W�NHWLFLOHUH�XODúPD\Õ�NROD\ODúWÕUÕU�3    
 

0D÷D]DVÕ]�SHUDNHQGHFLOLN�W�NHWLFLOHUH�WHUFLK�HWWLNOHUL�ELU�RUWamda ürünü seçme 

YH� VDWÕQ� DOPD� NROD\OÕ÷Õ� VXQDU�� 0�úWHUL\OH� ELUH-ELU� LUWLEDWWD� ELU� VDWÕFÕ� LOH� VD÷ODQDQ�
ROGXNoD� NLúLVHOOHúWLULOPLú� KL]PHWOHU� LoHUHELOLU�� 3HN� oRN� GXUXPGD�� �U�Q� P�úWHUL�
WDUDIÕQGDQ� EHOLUOHQHQ� ELU� \HUH�� JHQHOOLNOH� HYLQH� WHVOLP� HGLOLU�� %XQXQOD� ELUlikte, 

PD÷D]DVÕ]� SHUDNHQGHFLOLN� IDDOL\HWOHUL� oR÷X� NH]� LúWH� YH\D� ELU� NRPúXQXQ� HYLQGH�
JHUoHNOHúLU��0D÷D]DVÕ]�SHUDNHQGHFLOLN�HQJHOOL��\DúOÕ��N�o�N�oRFXNOX�DQQHOHU�YH�NÕUVDO�
bölgelerdeki sakinler gibi, zaman-ELOLQoOL� YH� NROD\FD� PD÷D]DODUD� JLGHPH\HQ�
tüketicilere çekici gelir.4  

 

7�P�SHUDNHQGH�VDWÕúODUÕQÕQ�\�]GH���¶ÕQGDQ�ID]ODVÕ�PD÷D]DODUGD�JHUoHNOHúWLULOLU��
%XQXQOD�ELUOLNWH��PD÷D]DVÕ]�VDWÕúODU�SHUDNHQGH�PD÷D]DODUÕQGDNL�VDWÕúODUGDQ�GDKD�KÕ]OÕ�
                                                
1�$\GÕQ��3HUDNHQGHFLOLN�YH�'HSDUWPDQOÕ�0D÷D]D�0�úWHULOHULQLQ�6RV\R-ekonomik Özellikleri, 
s.34.  
2 www.kobifinans.com.tr., (14.04.2006) 
3 Francis J. Mulhern, “Retail Marketing: From Distribution to Integration”, International Journal of 
Research in Marketing, Vol.14(1997), s.117. 
4 Levy and Weitz, Retailing Management, s.57. 
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büyümektedir. 0D÷D]DVÕ]� SHUDNHQGHFLOL÷LQ� W�UOHUL� GR÷UXGDQ VDWÕú�� GR÷UXGan 

pazarlama,�WHOHIRQOD�VDWÕú�YH�VDWÕú�RWRPDWODUÕGÕU�1 
 

2������'R÷UXGDQ�6DWÕú 
 

'R÷UXGDQ� VDWÕú� �GLUHFW� VHOOLQJ� �U�QOHULQ� QRUPDO� ELU� SHUDNHQGH�PD÷D]DVÕQGDQ�
IDUNOÕ� ELU� RUWDPGD� W�NHWLFLOHUH� SD]DUODQPDVÕGÕU�� 6DWÕúoÕ�P�úWHUL\OH� GR÷UXGDQ� HYLQGH�
ED÷ODQWÕ\D� JHoHU�� .DGÕQODUÕQ� LúJ�F�QH� NDWÕOÕPÕ� DUWWÕNoD� GR÷UXGDQ� VDWÕú� VWUDWHMLVLQL�
\HQLGHQ�NDGÕQODUD�\|QOHQGLUPLúWLU� 'R÷UXGDQ�VDWÕúoÕODU���oDOÕúPD�VDDWOHUL�GÕúÕQGD�HYGH�
YH\D� Lú\HULQGH� SDUWL� G�]HQOHQPHVL� WHúYLN� HGHU�� *�QG�]� NDSÕGDQ� NDSÕ\D� VDWÕú� DUWÕN�
HWNLOL� GH÷LOGLU�� � GROD\ÕVÕ\OD� GR÷UXGDQ� VDWÕú� ILUPDODUÕ� VÕNOÕNOD� EDúND� NDQDOODUÕ�
NXOODQÕUODU��gUQH÷LQ�%ULWDQQLFD�$QVLNORSHGLVL�DOÕúYHULú�PHUNH]OHULQGH�VWDQG�DoPÕúWÕU�2 

 

%LU� EDúND� PDUND� $YRQ�� VRQ� \ÕOODUGD� RILVOHUH� NDWDORJ� GD÷ÕWDUDN� KHGHI�
P�úWHULOHULQH�Lú�\HUOHULQGH�XODúPD\D�oDOÕúÕU��7XSSHUZDUH������ONHGH���������VDWÕFÕVÕ�
LOH� �U�QOHULQL� HY� SDUWLOHUL� G�]HQOH\HUHN� SD]DUODPDVÕ\OD� WDQÕQÕU�� )DNDW� GH÷LúHQ� SD]DU�
NRúXOODUÕ� QHGHQL\OH� DUWÕN� NDWDORJODUOD� YH� RILV� SDUWLOHUL\OH pazarlama yoluna da 

gidilmektedir.3 

 

'R÷UXGDQ� VDWÕú�� W�NHWLFL\H�HYLQGH�\D�GD�PD÷D]D�GÕúÕ�NROD\�ELU�\HUGH�DOÕúYHULú�
\DSPD� LPNDQÕ� YHULU�� 3HUDNHQGHFL� LoLQVH�� �U�Q�� P�úWHUL� RUWDPÕQGD� WDQÕWPD\Õ�
VD÷ODGÕ÷ÕQGDQ� SHUDNHQGH� WDQÕWÕPÕQÕQ� HQ� VDOGÕUJDQ� úHNOLQL� VD÷ODU�� $QFDN� L\L� VDWÕú�
HOHPDQÕ�\HWLúWLUPHQLQ de zor yönleri söz konusudur.4  

 

2.5.2. 'R÷UXGDQ�3D]DUODPD 

 

'R÷UXGDQ�SD]DUODPD��GLUHFW�PDUNHWLQJ� �U�Q�YH�KL]PHWLQ�P�úWHUL\H�|QFHOLNOH�
SRVWD�� WHOHYL]\RQ�� UDG\R�� GHUJL� \D� GD� JD]HWH� JLEL� NLúLVHO� ROPD\DQ� ELU� DUDoOD�
WDQÕWÕOPDVÕGÕU�� 0�úWHUL� GDKD� VRQUD� SRVWD� YH\D� WHOHIRQOD� �JHQHOOLNOH� �FUHWVLz 800’lü 

                                                
1�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V��512.  
2 Mason, Mayer and Ezell, Op.Cit., s.11. 
3�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���VV�����-514. 
4Ibid.  
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QXPDUD�YDVÕWDVÕ\OD���U�Q��VLSDULú�HGHU��'R÷UXGDQ�SD]DUODPD\OD�HQ�VÕN�VDWÕODQ��U�QOHU�
KHGL\HOLN�Hú\DODU��NLWDS�NDVHWOHU��VSRU�DOHWOHUL��HY�DNVHVXDUODUÕ�YH�VLJRUWDGÕU�1   

 

'R÷UXGDQ�SD]DUODPDQÕQ�VWUDWHMLN�DYDQWDMODUÕ�ú|\OH�VÕUDODQDELOLU�2   
• .LúLVHO�ELU� VDWÕú�J�F��JHUHNOL�GH÷LOGLU��VWRN�G�]H\OHUL�G�ú�N� WXWXODELOLU��

PD÷D]D�G|úHQPHVL�YH�VHUJLOHPH�JHUHNPH]��ELU�PD÷D]D�\HUL�JHUHNPH]��
bu gibi nedenlerle birçok maOL\HW�D]DOWÕODELOLU� 

• hU�Q�IL\DWODUÕ�D\QÕ��U�Q��VDWDQ�PD÷D]DOÕ�SHUDNHQGHFLOHUGHQ�GDKD�G�ú�N�
tutulDELOLU� YH� JHQLú� ELU� FR÷UDILN� E|OJH\H� XFX]� YH� YHULPOL� ELU� úHNLOGH�
hakim olunabilir. 

• 0�úWHULOHUH�NROD\�ELU�DOÕúYHULú�PHWRGX�\DUDWÕOÕU��NDODEDOÕN��SDUN�VRUXQX��
vs. olmaz. 

• Belirli P�úWHUL�NHVLPOHULQH�SRVWD�\ROX\OD�XODúÕODELOLU� 
• 0D÷D]DOÕ� ELU� SHUDNHQGHFL� LúLQL� Gesteklemek ve ticaret bölgesini 

JHQLúOHWPHN� LoLQ� �\HQL� PD÷D]D� DoPDGDQ�� GR÷UXGDQ� SD]DUODPD\Õ�
kullanabilir.  

 

<XNDUÕGD� EDKVHGLOHQ� EX� DYDQWDMODUD� NDUúÕOÕN� GR÷UXGDQ� SD]DUODPD� ELU� WDNÕP�
VÕQÕUODPDODUD�VDKLSWLU��3 tüketici ürünü�VDWÕQ�DOPDGDQ�|QFH�LQFHOH\HPH]��EX nedenle 

GR÷UXGDQ� SD]DUODPD� LOH� VDWÕODQ� �U�Q� GD÷ÕOÕPÕ� PD÷D]DODUGDNLQGHQ� GDKD� VÕQÕUOÕGÕU��
0�úWHUL� oHNPHN� YH� elde tutPDN� LoLQ� LDGH� SROLWLNDVÕ� EHQLPVHPHN� JHUHNLU�� 2ODVÕ�
P�úWHUL,��U�Q�Q�W�P�PDOL\HWLQL�GR÷UX�KHVDSODPD\DELOLU��.DWDORJODU�PDOL\HWOL�RODELOLU� 
 

2.5.3. 7HOHIRQOD�6DWÕú 
 

7HOHIRQOD� VDWÕú� �WHOHPDUNHWLQJ� W�NHWLFL\OH� LOHWLúLP� YH� GR÷UXGDQ� VDWÕú� için 

WHOHIRQXQ� NXOODQÕOPDVÕGÕU�� %X� SHUDNHQGHFLOLN� W�U�Q�Q� JHOLúLPL� |]HOOLNOH� VRQ� RQ� \ÕO�
LoHULVLQGH� ROPXúWXU�� 3D]DUODPDFÕODU� JHOHQHNVHO� DUDoODUOD� W�NHWLFLOHUH� XODúPDQÕQ�
JLWWLNoH� ]RUODúWÕ÷ÕQÕ� G�ú�QPHNWHGLU�� *|U�OPHGHQ� VDWÕQ� DOÕQDQ� ELUoRN� �U�Q� WHOHIRQOD�

                                                
1 Berman and Evans, Op.Cit., s.116. 
2 Ibid. 
3 Ibid, s.117. 
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VDWÕOPDNWDGÕU�� (Y� WHPL]OHPH� KL]PHWOHUL�� GHUJL� �\HOL÷L�� NUHGL� NDUWÕ� YH� GL÷HU� ILQDQVDO�
KL]PHWOHU�YH�NO�S��\HOLNOHUL�WHOHIRQOD�VDWÕúD�|UQHNWLU�1    

 

2.5.4. Otomatik Makineler 

 

0D÷D]DVÕ]� SHUDNHQGHFLOL÷LQ� ELU� EDúND� W�U�� �U�QOHULQ� VDWÕúÕ� YH� WHVOLPDWÕQÕQ�
otomatik makineler (vending machines)� YDVÕWDVÕ\OD� \DSÕOmaVÕGÕU� Otomatik 

PDNLQHOHUOH� VDWÕúODUGDNL� E�\�PHQLQ� HWNLOH\LFL� ROPDVÕQD� NDUúÕQ�� EX� W�U� VDWÕúODU�
$PHULNDQ� SHUDNHQGH� VDWÕúODUÕQÕQ� VDGHFH� \DNODúÕN� �����¶LQL� ROXúWXUXU��<LQH� GH� ED]Õ�
hedef pazarlar için bu perakendecilik metodu önemlidir.2 Bu makinelerle genellikle 

NDKYH��DONROV�]� LoHFHN�� úHNHUOHPH�YH�VLJDUD�VDWÕúÕ� \DSÕOÕU��0DNLQHOHU� WLSLN�RODUDN� Lú�
yerleri ve ofis, hastane, hava�DODQÕ��NDPX�ELQDODUÕQD�NXUXOPDNWDGÕU�3   

 

2WRPDWLN� PDNLQHOHUOH� VDWÕúÕQ� EDúOÕFD� GH]DYDQWDMÕ�� \�NVHN� PDOL\HWLGLU��
0DNLQHOHULQ� VDWÕQ� DOÕPÕ� YH� EDNÕPÕ� VDWÕú� KDFLPOHUL\OH� NDUúÕODúWÕUÕOGÕ÷ÕQGD� SDKDOÕGÕU��
Benzer ürünleri makinesiz satan perakendeciler yüzde yirmi� NDU� PDUMÕ\OD�
oDOÕúDELOLUOHU�4 
 

2.6. +L]PHW�3HUDNHQGHFLOL÷L 
 

BurD\D� NDGDU� EDKVHWWL÷LPL]� SHN� oRN� SHUDNHQGH� ILUPDVÕ� W�NHWLFLOHUH� VRPXW�
ürünler satar. Bununla birlikte, hizmet� SHUDNHQGHFLOL÷LQGH� |QHPOL� ELU� büyüme söz 

konusudur. Tüketicilere hizmet sunan birçok organizasyon- bankalar, hastaneler, 

VD÷OÕN� NDSOÕFDODUÕ�� GRNWRrlar, üniversiteler gibi- geleneksel olarak kendilerini 

SHUDNHQGHFL�RODUDN�J|UPH]��$UWDQ�UHNDEHWWHQ�GROD\Õ��EX�RUJDQL]DV\RQODU�W�NHWLFLOHUL�
oHNPHN� YH� RQODUÕQ� LKWL\DoODUÕQÕ� WDWPLQ� HWPHN� LoLQ� SHUDNHQdecilik ilkelerini 

benimserler.5 

 

7�NHWLFLOHUH� KL]PHW� VXQDQ� GL÷HU� ED]Õ� SHUDNHQGHFLOHU� úXQODUGÕU�� RWRPRELO�
NLUDODPD�úLUNHWOHUL��RWRPRWLY�RQDUÕP�YH�VHUYLV�LVWDV\RQODUÕ��ILWQHVV�PHUNH]OHUL��oRFXN-
                                                
1�6RPPHUV�YH�GL÷HUOHUL��2S�&LW���V����� 
2 Perrault and McCarthy, Op.Cit., s.356. 
3 Mason, Mayer and Ezell, Op.Cit., s.11.  
4 Perrault and McCarthy, Op.Cit., s.356. 
5 Levy and Weitz, Retailing Management, s.62. 
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EDNÕP� PHUNH]OHUL�� oteller ve moteller. Pek çok geleneksel hizmet perakendecisi, 

|]HOOLNOL� ELU�PD÷D]D�JLEL�� VÕQÕUOÕ� ELU� oHúLW� VXQDU��%D]ÕODUÕ� KL]PHWL�P�úWHULQLQ� HYLQGH�
verirkeQ�� ED]ÕODUÕ� oR÷XQOXNOD� ELU� DOÕúYHULú� PHUNH]LQGH� EXOXQDQ� ELU� RILVWH� KL]PHW�
verir.1 

 

3.�0$ö$=$�<(5�6(dø0ø 
 

3����3HUDNHQGHFL�øoLQ�<HU�6HoLPLQLQ�gQHPi 

 

7HVLV�\HUL�VHoLPL�W�P�Lú�W�UOHUL�LoLQ�RUWDN�ELU�VRUXQGXU��6WUDWHMLN�\HU�VHoLPL�ELU�
úLUNHWLQ� QLKDL� EDúDUÕVÕ� LoLQ� NULWLN� |QHP� WDúÕU�� øú� J�F�� NDOLWHVL� YH�PDOL\HWL�� \HWHQHN��
HQHUML�� WHVLV� YH� VHUPD\HGHNL� XOXVDO� IDUNOÕOÕNODUGDQ� \DUDUODQPDN� LoLQ�� JLWWLNoH� GDKD 

ID]OD� ILUPD� �UHWLP� V�UHFL� |÷HOHULQL� G�Q\D� oDSÕQGD� ORNDV\RQODUD� \D\PDNWDGÕU�� %X�
nedenle yeni bir tesis rakipler üzerinde stratejik avantaj elde etmek için dikkatli bir 

úHNLOGH�GH÷HUOHQGLULOPHOL�YH�NRQXPODQGÕUÕOPDOÕGÕU�2  
 

3HUDNHQGHFLQLQ� DOGÕ÷Õ� W�P� NDUDUODU� LoLQGH�PD÷D]D� \HU� VHoLPL� HQ� |QHPOLVLGLU��
%LUoRN� GXUXPGD�� ELU� PD÷D]DQÕQ� EXOXQGX÷X� \HU� P�úWHULQLQ� PD÷D]D� WHUFLKLQGH� HQ�
önemli faktördür. 3HUDNHQGH� \|QHWLPL� NDUDU� DOPD� V�UHFL�� ELU� ILUPDQÕQ� SD]DUODPD�
VWUDWHMLVLQLQ�HQ�|QHPOL�|÷HVL�RODUDN�\HU�VHoLPLQL�J|VWHULU�3  

 

<HU� VHoLPL� NDUDUODUÕ�� V�UHNOL� ELU� UHNDEHW� DYDQWDMÕ� JHOLúWLUPHGH� |]HOOLNOH 

önemlidir. 8]XQ� G|QHPOL� \DWÕUÕPODU� JHUHNWLULU�� 3HUDNHQGHFLOHU�� QLVSHWHQ� NÕVD� ELU�
zaman periyodu içerisinde fiyatlama, ürün, hizmet veya promosyon stratejilerini 

GH÷LúWLUHELOLU��$QFDN��PD÷D]D�\HUOHULQL�EX�NDGDU�NROD\�\D GD�oDEXN�GH÷LúWLUHPH]ler. 

%X� \�]GHQ�� P�NHPPHO� PD÷D]D� \HULQH� VDKLS� SHUDNHQGHFLOHU,� UDNLSOHUL� WDUDIÕQGDQ�
kolayca taklit edilemeyecek bir stratejik avantaja sahiptir.4  

 

Genellikle, iyi bir yer seçimi stratejisi, görecH�VÕUDGDQ�ROVD�ELOH, perakendecinin 

EDúDUÕOÕ� ROPDVÕQÕ� P�PN�Q� NÕODELOLU�� gUQH÷LQ� ELU� KDVWDQH� \DQÕQGDNL� KHGL\HOLN� Hú\D�
                                                
1 Ibid. 
2 Fariborz Y. Partovi, “An Analytic Model for Locating Facilities Strategically”, The International 
Journal of Management Science”, Vol.34(2006), s.41. 
3 Levy and Weitz, Retailing Management, s.313. 
4 Ibid. 
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G�NNDQÕ�� �U�Q� oHúLWOLOL÷LQLQ� VÕQÕUOÕ� ROPDVÕ�� IL\DWODUÕQ� RUWDODPDQÕQ� �VW�QGH� ROPDVÕ� YH�
UHNODP� \DSPDPDVÕQD� UD÷PHQ� oRN� L\L� Lú� \DSDELOLU��'L÷HU yandan, ]D\ÕI� ELU�PD÷D]D�
\HUL�HQ�NDELOL\HWOL�SHUDNHQGHFLQLQ�ELOH�\HQHPH\HFH÷L�ELU�\�N�RODELOLU��gUQH÷LQ��N�o�N�
ELU� EDNNDO� G�NNDQÕ� FDGGHGH� ELU� V�SHUPDUNHWLQ� NDUúÕVÕQGD� EXOXQX\RUVD� L\L� VDWÕú�
\DSDPD\DELOLU��%X�N�o�N�G�NNDQ�NLúLVHO� KL]PHW� YH� X]XQ� DoÕOÕú� VDDWleriyle ön plana 

oÕNPDVÕQD� UD÷PHQ�� V�SHUPDUNHWLQ� �U�Q� oHúLWOLOL÷L� YH� IL\DWODUÕQÕ� NDUúÕOD\DPD]��)DNDW�
IDUNOÕ�ELU�\HUGH�ROGXNoD�L\L�Lú�\DSDELOLU�1  

 

<HU� VHoLPL� NDUDUODUÕ� VRQ� \ÕOODUGD� GDKD� ID]OD� |QHP�ND]DQPD\D�EDúODPÕúWÕU�� øON�
RODUDN��\HQL�PD÷D]DODU�LoLQ�\HU�Veçiminde bulunan daha fazla perakendeci, özellikle 

Gap, Toys “R” Us gibi ulusal zLQFLUOHU�V|]�NRQXVXGXU��%X�GXUXP��GDKD� L\L�PD÷D]D�
\HUOHULQL�GDKD�D]� EXOXQXU�KDOH� JHWLULU��+HP�Q�IXV�DUWÕúÕQGDNL� KHP�GH� \HQL� DOÕúYHULú�
PHUNH]L�LQúDVÕQGDNL�\DYDúODPD��EX�SUREOHPL�GDKD�NDUPDúÕN�KDOH�JHWLULU��3HUDNHQGHFL�
X\JXQ�ELU�\HU�EXOVD�GD�\�NVHN�NLUD��FUHWL��X]XQ�NLUD�V|]OHúPHOHUL��SDKDOÕ�GHNRUDV\RQ�
YHULPVL]�ELU�\HU�VHoLPL�NDUDUÕQÕ�oRN�PDOL\HWOL�KDOH�JHWLUHELOLU�2  

 

0D÷D]D� \HU� VHoLPL� NDUDUÕ�� GLNNDW� HGLOHFHN� |Oo�WOHU� DoÕVÕQGDQ� genellikle 

SHUDNHQGHFLQLQ� NDSVDPOÕ� NDUDU� DOPDVÕQÕ� JHUHNWLULU�� %XQODU�� oHYUHGHNL� Q�IXVXQ�
E�\�NO�÷��YH�NDUDNWHULVWLNOHUL��UHNDEHW�G�]H\L��WDúÕPDFÕOÕ÷D�HULúLP��SDUN�HWPH�LPNDQÕ��
\DNÕQGDNL� PD÷D]DODUÕQ� QLWHOLNOHUL�� HPODN� PDOL\HWOHUL�� V|]OHúPH� X]XQOX÷X�� Q�IXV�
tUHQGOHUL��\DVDO�NÕVÕWODPDODU�YH�GL÷HU�IDNW|UOHUL�NDSVDU�3 

 

0D÷D]D� \HU� VHoLPL� JHQHOOLNOH�� SHUDNHQGHFLQLQ� ROGXNoD� E�\�N� ILQDQVDO�
\DWÕUÕPÕQÕ� YH� X]XQ� G|QHPOL� WDDKK�G�Q�� JHUHNWLULU�� 0DOL\HWOHULQL�� NLUDODPD� LOH�
P�PN�Q�ROGX÷XQFD�D]DOWPD\D�oDOÕúDQ�ELU�SHUDNHQGHFL�ELOH�\�]OHUFH��ELQOHUFH�GRODUOÕN�
ELU� \DWÕUÕP� \DSDELOLU�� .LUD� |GHPHOHUL� \DQÕQGD�� ÕúÕNODQGÕUPD�� PD÷D]D� G|úHP� YH�
GRQDWÕPODUÕ��YLWULQ��YV�\H�SDUD�KDUFDPDVÕ�JHUHNHFHNWLU�4  

 

øyi bir aOÕúYHULú�PHUNH]L�YH\D�DOÕúYHULú�bölgesinde NLUDODPDODU�oR÷X�NH]�EHú-on 

\ÕO�\D da daha fazla sürelidir. %DúOÕFD�úHKir merkezi geçitlerinde konumlanan bölümlü 

                                                
1 Berman and Evans, Op. Cit., s. 215. 
2 Levy and Weitz, Retailing Management., s. 313. 
3 Berman and Evans, Op.Cit., s.215. 
4 Ibid. 
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PD÷D]DODU� YH� E�\�N� |]HOOLNOL� PD÷D]DODUÕQ� DUD� VÕUD� RWX]� \ÕOGDQ� GDKD� X]XQ� NLUD�
V|]OHúPHOHUL�LP]DODGÕNODUÕ�ELOLQLU�1 

 

6DELW�GR÷DVÕ��\DWÕUÕP�PLNWDUÕ�YH�NLUD�V|]OHúPHOHUL�X]XQOX÷XQGDQ�GROD\Õ�PD÷D]D�
\HUL� ELU� SHUDNHQGHFLQLQ� VWUDWHML� NDUPDVÕQÕQ� HQ� D]� HVQHN� RODQ� |÷HVLGLU�� %|O�PO��
PD÷D]D� JLEL� ELU� SHUDNHQGHFL� NROD\FD� EDúND� ELU� \HUH� WDúÕQDPD]� \D GD� EDúND� ELU�
perakende opeUDV\RQXQD� G|Q�úW�U�OHPH]�� %XQD� NDUúÕOÕN�� oHYUH� úDUWODUÕ� (tüketiciler, 

rekabet, ekonomi vs.�� GH÷LúL\RUVD� UHNODP�� IL\DWODU�� P�úWHUL� KL]PHWOHUL� YH� PDO� YH�
KL]PHW�oHúLWOLOL÷L�ROGXNoD�KÕ]OÕ�ELU�úHNLOGH�GH÷LúWLULOHELOLU��$\UÕFD��SHUDNHQGHFL�ELU�NLUD�
V|]OHúPHVLQL�ER]DUVD��HPODN�VDKLELQLQ�PDUX]�NDOGÕ÷Õ�KHUKDQJL�ELU� ILQDQVDO�]DUDUGDQ�
sorumlu olabilir.2 

 

.ÕVD�YDGHGH�PD÷D]D�\HU�VHoLPL�SHUDNHQGH�VWUDWHML�NDUPDVÕQÕQ���U�Q�oHúLWOLOL÷L��
fiyatlar, promosyon, vb.) belirli� XQVXUODUÕQÕ� HWNLOHU��gUQH÷LQ�� RILV�ELQDODUÕQÕQ� \R÷XQ�
ROGX÷X�ELU�úHKLU�PHUNH]LQGH�NXUXOPXú�ELU�PD÷D]D��KDIWD�VRQODUÕQGD�D]�\D\D�WUDIL÷LQH�
sahip olabilir. O nedenle, bu lokasyonda büyük cihazlar satmak muhtemelen 

X\JXQVX]� RODFDNWÕU� 8]XQ� YDGHGH� \HU� VHoLPL� ILUPDQÕQ� W�P� VWUDWHMLVLQL� HWNLOHU��
3HUDNHQGHFL�X]XQ�YDGHGH�oDOÕúPD�IHOVHIHVL��DPDoODUÕ�YH�KHGHI�SD]DUÕ�LOH�WXWDUOÕ�RODFDN�
bir PD÷D]D�\HULQGH�oDOÕúPD�LKWL\DFÕ�GX\DU�3  

 

Seçilen� PD÷D]D� \HUL�� PD÷D]D\D� oHNLOHQ� P�úWHUL� WLSL� YH� VD\ÕVÕ� �]HULQGH�
EHOLUOH\LFL�IDNW|U�RODFDNWÕU��<LQH��\HU�VHoLPL�VWUDWHMLVL��G�ú�Q�OHQ�PD÷D]D�W�U�QH�ED÷OÕ�
RODUDN� WDOHEL� IDUNOÕ� úHNLOGH� HWNLOHU�� gUQH÷LQ�� �-Eleven� JLEL� NROD\OÕN� PD÷D]DODUÕQGD�
PD÷D]DODUÕQ� VD\ÕVÕ� YH� XODúÕODELOLUOL÷L� NULWLN� NRQXODUGÕU�� %LU� D\DNNDEÕ� PD÷D]DVÕ� JLEL�
EH÷HQPHOLN��U�Q�PD÷D]DODUÕ�LoLQ�EHQ]HU��U�QOHUL�EXOXQGXUDQ�GL÷HU�PD÷D]DODUD�\DNÕQ�
olmak önemlidLU��hU�Q��KL]PHW�YH�IL\DW�NDUPDVÕ�KHGHI�SD]DUGDNL�P�úWHUL� LKWL\DoODUÕ�
LOH� WXWDUOÕ� ROPDOÕGÕU� Bu nedenle, y�NVHN� IL\DWOÕ� |]HOOLNOL�PDO� VDWDQ�PD÷D]DODU�gelir 

G�]H\L� G�ú�N� RODQ� E|OJHOHUGH� EDúDUÕOÕ� GH÷LOGLU�� $\UÕFD�� GL÷HU� E�W�Q� IDNW|UOHU� HúLW�
kabul edilirse, iyi bir yere sahiS�ELU�PD÷D]D��NDOLWHVL]�ELU�\HUdekL�ELU�PD÷D]D�NDGDU�
oRN�UHNODP�\DSPDN�]RUXQGD�GH÷LOGLU�4 
                                                
1 Ibid. 
2 Ibid, s.216. 
3 Ibid.                  
4 Levy and Weitz, Retailing Mangement, s. 314. 
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%LU�PD÷D]D�\HULQL�VHoPHGH�SHUDNHQGHFL�úX�G|UW�DGÕPÕ�L]OHPHOLGLU�1 
1. 'H÷LúLN� FR÷UDILN� �WLFDUHW� �� E|OJHOHUL�� LNDPHW� YH� PHYFXW� SHUDNHQGHFLOHULQ�����������������������������������������������������������

karakterLVWLNOHUL�DoÕVÕQGDQ�GH÷HUOHQGLUPHk. 

2. PlanlanmaPÕú� ELU� Lú� E|OJHVLQGH� ED÷ÕPVÕ]� ELU� PD÷D]D� RODUDN� PÕ� \RNVD�
FR÷UDILN� E|OJH� LoLQGH� SODQOÕ� ELU� DOÕúYHULú�PHUNH]LQGH�PL� NRQXPODQDFD÷ÕQÕ�
belirlemek. 

3. Genel bir ED÷ÕPVÕ]�PD÷D]D�� SODQODQPDPÕú� Lú bölgesi veya plaQOÕ�DOÕúYHULú�
merkezi lokasyonu seçmek. 

4. 6HoLOHQ�PD÷D]D�\HUL�W�U�QGHNL�DOWHUQDWLI�\HUOHUL��DQDOL]�HWPHN�   
 

Perakendecinin yer seçimi NDUDUÕ� �o� G�]H\H� D\UÕOPDNWDGÕU�� Bölgesel analiz, 

ticaret bölgesi analizi ve yer analizi.  Bölgesel analiz, hangi ülke veya bölgede 

IDDOL\HWWH�EXOXQXODFD÷ÕQÕQ�EHOLUOHQPHVL�LoLQ�\DSÕODQ�JHQLú�NDSVDPOÕ�DQDOL]GLU� Ticaret 

E|OJHVL�� EHOLUOL� ELU� SHUDNHQGHFL� YH\D� DOÕúYHULú� PHUNH]L� LoLQ� SRWDQVL\HO� P�úWHULOHUL�
LoHUHQ�FR÷UDILN�ELU�E|O�PG�U��6RQ�RODUDN��EX�WLFDUHW�E|OJHVLQGH�NRQXPODQÕOacak yer 

belirlenir.2 

 

3.2. Ülke ve Bölge Analizi 

 

8OXVODUDUDVÕ� IDDOL\HWWH� EXOXQDQ� SHUDNHQGHFLOHU� LoLQ� ED]Õ� ülke ve bölgeler 

GL÷HUOHULQH� J|UH� GDKD� oHNLFL� RODELOLU�� %XQX� EDVLWoH� G�ú�QPHN� \DQÕOWÕFÕ� RODFDNWÕU��
o�QN�� HNRQRPLN� RODUDN� JHQLú� \D da büyüyen bir pazar bütün perakendeciler için 

oHNLFL� RODFDNWÕU�� gUQH÷LQ� NÕUVDO� ELU� E|OJHGH� \�]PH� KDYX]X� DU]� HGHQ� ELU� PD÷D]D��
&DOLIRUQLD��6DQ�'LHJR¶GDNL�EHQ]HU�ELU�PD÷D]D�NDGDU�SRWDQVL\HOH�VDKLS�ROPD\DFDNWÕU��
Ancak b�\�N�SD]DUODU�KHU�]DPDQ�GDKD�L\L�GHPHN�GH�GR÷UX�GH÷LOGLU� %LU�SD]DU�IDUNOÕ�
SD]DUODPD� VWUDWHMLOHULQH� VDKLS� SHUDNHQGHFLOHU� LoLQ� IDUNOÕ� oHNLFLOLNWH� RODELOLU�� %X�
QHGHQOH� ED]Õ� SHUDNHQGHFLOHU�  büyük, metropoliteQ� SD]DUODUÕ� WHUFLK� HGHUNHQ� ED]ÕODUÕ�
N�o�N�úHKLUOHUGH�NRQXPODQÕU�3 

 

%D]Õ� SHUDNHQGHFLOHU� EHOLUOL� FR÷UDILN� E|OJHOHUH� RGDNODQÕU�� gUQH÷LQ�� +HVV¶V�
Department 6WRUHV� VDGHFH� $PHULND¶QÕQ� NX]H\GR÷X� NHVLPLQGH� NRQXPODQPÕú� ELU�
                                                
1 Berman and Evans, Op. Cit., s. 216. 
2 Levy and Weitz, Retailing Management, s. 314. 
3 Ibid. 
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zincirdir. Bu zincirin VÕQÕUOÕ�VD\ÕGD��ONHGH�\R÷XQODúPDVÕQÕQ�ELUNDo�QHGHQL�YDUGÕU��øON�
olarak;� E|OJHVHO� ELU� ]LQFLUGH� NDODUDN� GDKD� ID]OD� VDGÕN�P�úWHUL� ND]DQDFD÷ÕQD� LQDQÕU��
+HVV�� NX]H\GR÷X� NHVLPLQGH� P�NHPPHO� J|U�Q�UO�÷H� VDKLSWir ve çok iyi bilinir. 

øNLQFLVL�� �U�Q�� IL\DWODQGÕUPD� YH� SURPRV\RQ� VWUDWHMLOHUL�� XOXVDO� ELU� SD]DUGDQ� oRN��
E|OJHVHO� ELU� SD]DUGD� GDKD� NROD\� WDQÕPODQDELOLU�� Hess, New York’da popüler olan 

ürünün Virginia’da GD� VDWÕODFD÷ÕQÕ� ELOLU�� ho�QF�V�� yönetim bölgesel bir pazarda 

GDKD� E�\�N� NRQWURO� DODQÕQD� VDKLS� RODELOLU�� .ROD\FD� PD÷D]DODUÕ� ]L\DUHW� HGHELOLU� YH�
UHNDEHWoL� GXUXPODUÕ� GH÷HUOHQGLUHELOLUOHU�� $\UÕFD�� +HVV�� �U�QOHULQ� PD÷D]DODUÕQD�
GD÷ÕWÕPÕ��]HUinde daha büyük kontrol sürdürebilir.1 

 

Genel olarak, en iyi bölgeler, perakendecinin mal ve hizmetleri için en yüksek 

talep ya GD�VDWÕúODUÕ�JHUoHNOHúWLUHQ�bölgeler RODUDN� WDQÕPODQÕU��$\UÕFD�R�E|OJHGH�V|]�
NRQXVX��U�Q�YH�KL]PHWOHULQ�DU]Õ�GD�LQFHOHQPHOLGLU��O nedenle perakendeciler, ürün ve 

hizmetlerine yüksek talep olan ve rakiplerce yeterli hizmet götürülmeyen bölgeleri 

DUDúWÕUPDOÕGÕU�2 Ülke ve bölge analizinde demografi, ekonomi, kültür, talep, rekabet 

YH�DOW\DSÕ�|]HOOLNOHUL�LQFHOHQLU� 
 

3.2.1. Demografi 

 

DHPRJUDIL�� W�NHWLFLOHUL� WDQÕPODPDN� LoLQ� NXOODQÕODQ� Q�IXV� NDUDNWHULVWLNOHUL�
LQFHOHPHVLGLU�� %X� NDUDNWHULVWLNOHU� W�NHWLFLQLQ� \DúÕ�� FLQVL\HWL�� JHOLUL�� H÷LWLPL�� DLOH�
NDUDNWHULVWLNOHUL�� PHVOH÷L� YH� GL÷HU� ELUoRN� NRQX\X� NDSVDU�� 1�IXV� NDUDNWHULVWLNOHUL�
EHOLUOL� FR÷UDILN� E|OJHOHUGH� SRWDQVL\HO� P�úWHULOHUL� WDQÕPODPD� YH� KHGHI� DOPD�
konusunda perakendecilere yol gösterir. Perakendeciler demografiklerdeki 

GH÷LúLNOLNOHUL�DQDOL]�HGHUHN�ELUoRN�W�NHWLFL�H÷LOLPLQL�WDNLS�HGHELOLU��%HOLUOL�GHPRJUDILN�
karakteristikleri hedefleyen perakendeciler, yeni ülke veya bölgelerde yer seçimlerini 

GR÷UXODPDN�LoLQ�R�NDUDNWHULVWLNOHULQ�\HWHUOL�oRNOXNWD�YDU�ROGX÷XQGDQ�HPLQ�ROPDOÕGÕU�3  
 

 

 

 

                                                
1 Ibid. 
2 Ibid, s. 314.  
3 Ron Hasty and James Reardon, Retail Management, New York: McGraw-Hill, 1997, ss.207-208.  
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3.2.2. Ekonomi 

 

øúOHtPHOHU�HNRQRPLN�ELU�oHYUHGH�IDDOL\HW�J|VWHULUOHU�YH�ELU�oRN�NDUDUÕ�HNRQRPLN 

analiz temelinde verirler. Bir ülkenin gayri safi millL� KDVÕODVÕ�� FDUL� IDL]� RUDQODUÕ��
LVWLKGDP�RUDQODUÕ�YH�JHQHO�HNRQRPLN�NRúXOODU�JLEL�IDNW|UOHU�SHUDNHQGHFLQLQ�ILQDQVDO�
IDDOL\HWOHULQL�HWNLOHU��*D\UL�VDIL�PLOOL�KDVÕOD, bir ülkede üretilen ürün ve hizmetlerin 

bir ölçütüd�U�� <LQH�� LVWLKGDP� RUDQODUÕ� KHP�PHYFXW� LúJ�F�Q�Q� QLFHOLN� YH� QLWHOL÷LQL�
KHP�GH�W�NHWLFLOHULQ�VDWÕQ�DOPD�\HWHQH÷LQL�HWNLOHU�1   

 

Normal olarak,� ELU� �ONHQLQ� JD\UL� VDIL� \XUWLoL� KDVÕODVÕQGDNL�E�\�PH�SHUDNHQGH�
VDWÕúODU�YH�KDUFDQDELOLU�JHOLUGH�E�\�PH\H�LúDUHW�HGHr. Perakendeciler sürekli büyüyen 

JD\UL�VDIL�PLOOL�KDVÕOD\D sahip ülke veya bölgelerde konumlanmak ister.�)DL]�RUDQODUÕ�
DUWWÕNoD� SHUDNHQGHFLOHU� LoLQ� WDúÕPD�PDOL\HWOHUL� DUWDUNHQ�P�úWHULOHU� LoLQ� GH� GD\DQÕNOÕ�
W�NHWLP� PDOODUÕQÕ� VDWÕQ� DOPD� PDOL\HWL� DUWDU�2 GeneOOLNOH�� G�ú�N� JHOLUOL� ELU� WLFDUHW�
E|OJHVL� W�P� SHUDNHQGHFLOHU� LoLQ� GDKD� G�ú�N� ELU� VDWÕú� KDFPLQH� \RO� DoDU�� 7HUVLQH��
WLFDUHW� E|OJHVLQGH� JHOLU� G�]H\OHUL� J|UHFH� \�NVHN� ROGX÷XQGD�� GL÷HU� IDNW|UOHULQ� HúLW�
ROGX÷XQX� YDUVD\DUVDN�� SHUDNHQGHFL� GDKD� \�NVHN� VDWÕú� KDFPL� Hlde etmeyi 

bekleyebilir.3 

 

dLQ�|UQH÷LQL�HOH�DODOÕP��hONH�ELU�PLO\DU�Q�IXVD��G�ú�N�IDNDW�E�\�\HQ�NLúL�EDúÕ�
JHOLUH� YH� E�\�N� |Oo�GH� NÕUVDO� ROVD� GD� |QHPOL� NHQW� E|OJHOHULQH� VDKLSWLU�� 7�NHWLFLOHU�
JÕGD��U�QOHULQL�QHUHGH\VH�J�QO�N�RODUDN�VDWÕQ�DOPD\D�DOÕúNÕQGÕU��)iyatlara çok dikkat 

HGHU�YH�oR÷X�NH]�VÕNÕ�SD]DUOÕ÷Õ�WHUFLK�HGHUOHU��-DSRQ�V�SHUPDUNHW�]LQFLUL�<DRKDQ�DUWDQ�
HNRQRPLN�L\LOHúPH\L�dLQ¶GHNL�IÕUVDWODU� LoLQ�ELU� LúDUHW�RODUDN�J|U�U�4 Bir Wall Street 

-RXUQDO� PDNDOHVL�� -DSRQ� ILUPDODUÕQ� SD]DUGD� QDVÕO� DWD÷D� NDONWÕ÷ÕQÕ� DQODWPDNWDGÕU� 5  

³<DRKDQ� oDOÕúDQ� NHVLPLQ� \R÷XQ� ROGX÷X� ELU� E|OJHGH� bir apartman kompleksinin 

]HPLQ� NDWÕQGD� EXOXQDQ� ������ VTXDUH� IHHWOLN� ELU� V�SHUPDUNHW� RUWDNOÕ÷ÕGÕU�� \|UHVHO�
RODUDN��UHWLOPLú�WD]H�YH�SDNHWOHQPLú��U�QOHUL�\HUHO�PD÷D]DODUGDNL�IL\DWODUOD�Eenzer ya 

                                                
1 Ibid, s.208. 
2 Ibid, s.209. 
3 Redinbaugh, Op.Cit., s.164.  
4 Hasty and Reardon, Op.Cit., s.209. 
5 Joseph Kahn, ‘Japan’s Yaohen Opens Supermarket That Sells Chinese Food in Shangai’, The Wall 
Street Journal, 0D\ÕV�������V�%�¶GHQ�DNWDUDQ�,ELG� 
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GD�GDKD�G�ú�N�IL\DWODUGDQ�VDWDU´��ùLUNHW������\ÕOÕ�LWLEDUL\OH�������PD÷D]D\D�XODúPD\Õ�
SODQODPDNWDGÕU�� 

  

Ülke ve bölge analizinde SD]DUÕQ� LVWLKGDP� H÷LOLPleri de önemlidir, çünkü 

\�NVHN� G�]H\GH� LVWLKGDP� JHQHOOLNOH� \�NVHN� VDWÕQ� DOPD� J�F�� GHPHNWLU�� $\QÕ�
]DPDQGD�� KDQJL� E|OJHOHULQ� KÕ]OÕ� E�\�G�÷�Q�� YH� QHGHQLQL� EHOLUOHPHN� ID\GDOÕGÕU��
gUQH÷LQ��$XVWLQ��7H[DV�E|OJHVL��\�NVHN�WHNQRORML\H�VDKLS�ILUPDODUÕQ�DNÕQÕ�QHGHQL\OH�
1980’ler boyuncD� E�\�P�úW�U�� 3HUDNHQGH� \HU� VHoLPL analistleri bu büyümenin ne 

kadar sürece÷LQL�YH��U�QOHULQH�RODQ�WDOHEL�QDVÕO�HWNLOH\HFH÷LQL�EHOLUOHPHOLGLU�1  
 

3.2.3. Kültür 

 

Kültürel karakteristikler� W�NHWLFLOHULQ� QDVÕO� DOÕúYHULú� \DSWÕ÷Õ� YH� KDQJL� �U�QOHUL�
VDWÕQ� DOGÕ÷ÕQÕ� HWNLOHU�� %LU� LQVDQÕQ� \DúDPÕ� ER\XQFD� HWNLVLQGH� NDOGÕ÷Õ� GH÷HUOHU��
standartlDU� YH� GLO� JHOHFHNWHNL� W�NHWLP� GDYUDQÕúÕQÕQ� ELU� J|VWHUJHVLGLU�� Tüketiciler 

DOÕúYHULú� HWWLNleri ortamda kendilerini rahat KLVVHWPHN� LVWHUOHU�� %X� RUWDPÕ� \DUDWPDN�
LoLQ�� SHUDNHQGHFLOHU� P�úWHULOHULQLQ� N�OW�U� YH� GLOLQL� DQODPDOÕGÕU�� Birden fazla dilin 

NRQXúXOGX÷X� ELU� E|OJHGH�� SHUDNHQGHFLQLQ� P�úWHULOHULQ� NRQXúWX÷X� GLOOHULQ� KHSVLQL�
NRQXúDQ�SHUVRQHO� LVWLKGDP�HWPHVL�JHUHNHELOLU� *HQLú�N�OW�UOHU�JHQHOGH�ELUoRN� IDUNOÕ�
DOW� N�OW�UOHUH� VDKLSWLU�� 3HUDNHQGHFLOHU� \HU� VHoLPL� NDUDUÕQÕ� HWNLOH\HFHN� RODQ� N�OW�U�Q�
IDUNOÕ�ER\XWODUÕQÕ�J|]�|Q�QGH�EXOXQGXUPDOÕGÕU�2  

 

'Õú�SD]DUODUD�JLULúWH�NDUúÕODúÕODQ�N�OW�UHO�IDUNOÕOÕNODU��]DPDQ�]DPDQ��|]HOOLNOH�GH�
\R÷XQ� UHNDEHWLQ� \DúDQGÕ÷Õ� J�Q�P�]� NRúXOODUÕQGD� LúOHWPHOHU� LoLQ� HVDVOÕ� ELU� VRUXQ�
RODUDN� RUWD\D� oÕNPDNWDGÕU�� 'DUDODQ� SD]DUODU,� ILUPDODUÕQ� N�OW�UH� GX\DUOÕ� YH� \DEDQFÕ�
N�OW�UOHUH�GLUHQoOL�EX�SD]DUODUÕ�WDPDPHQ�LKPDO�HWPH�O�NV�Q��RUWDGDQ�NDOGÕUPDNWDGÕU��
Bununla birlikte��EHOLUOL�ELU�N�OW�UGH��EHOLUOL�ELU�VWUDWHML\OH�EDúDUÕOÕ�RODQ�ELU�LúOHWPHQLQ�
GL÷HU�N�OW�UOHUGH�GH�EDúDUÕOÕ�ROPD�JDUDQWLVL�\RNWXU��'�Q\D�oDSÕQGD�IDUNOÕ�N�OW�UOHUH�DLW�

                                                
1 Levy and Weitz, Retailing Management, s.317. 
2 Hasty and Reardon, Op.Cit., s.209. 
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LSXoODUÕQÕQ� ELOLQPHVL� ILUPDODU� DoÕVÕQGDQ� E�\�N� ELU� DYDQWDM� VD÷ODVD� GD� N�OW�U�Q�
GLQDPLN�YH�FDQOÕ�|]HOOL÷L�ILUPDODUÕQ�E|\OH�ELU�ELOJL\H�XODúPDODUÕQÕ�]RUODúWÕUPDNWDGÕU�1 

 

3.2.4. Talep 

 

Perakendecinin ürün ve hizmetlerine olan WDOHS��PD÷D]DODUÕQÕ�QHUHGH�NXUDFD÷ÕQÕ�
HWNLOH\HFHNWLU��7�NHWLFLOHULQ��U�Q�VDWÕQ�DOPDN�LVWHPHOHUL�\HWPH]��D\QÕ�]DPDQGD�EXQX�
JHUoHNOHúWLUHFHN� PDGGL� LPNDQD� VDKLS� ROPDODUÕ� JHUHNLU�� 7DOHS� NDUDNWHULVWLNOHUL��
Q�IXVXQ� ELU� IRQNVL\RQXGXU� YH� SHUDNHQGHFLQLQ� KHGHIOHGL÷L� Q�IXVXQ� VDWÕQ� DOPD�
gücüdür.2  

 

Nüfus ve gelir istatistikleri,�JHOLúPLú�HNRQRPLOHUH�VDKLS�oR÷X��ONH�YH�E|OJH�LoLQ�
mevcuttur. *HOLúPHNWH�RODQ��ONHOHUGH�JHOLU�LVWDWLVWLNOHUL�Q�IXV�NÕ\DVODPDODUÕQD�LPNDQ�
YHULU� YH� PD÷D]DGD� VDWÕODQ� �U�QOHUL� NLPOHULQ� VDWÕQ� DODELOHFH÷LQH� LOLúNLQ� WHPHO� ELU�
EHOLUOH\LFLGLU�� %X� GXUXP�� SHUDNHQGHFLOHULQ� � GD\DQÕNOÕ� W�NHWLP� PDOODUÕ�� PRELO\D��
P�FHYKHUDW� YH� HOHNWURQLN� �U�QOHU� JLEL� \�NVHN� IL\DWOÕ� �U�QOHUL� \D� GD� JL\VL� YH\D�
R\XQFDN�JLEL�GDKD�G�ú�N�IL\DWOÕ��U�QOHUL�VDWPD�NRQXVXQGD�NDUDU�YHUPHOHUL�DoÕVÕQGDQ�
önemlidir.3    

 

3.2.5. Rekabet 

 

Rekabet düzeyleri �ONH� YH� E|OJH\H� J|UH� IDUNOÕOÕN� J|VWHULU�� %D]Õ� E|OJHOHUGH�
SHUDNHQGHFLOHU�GL÷HU�E|OJHOHUH�J|UH�oRN�GDKD�NDWÕ�UHNDEHWOH�NDUúÕODúÕUODU��dR÷XQOXNOD��
�ONHQLQ� HQG�VWUL\HOOHúPH� G�]H\L� DUWWÕNoD�� VÕQÕUODUÕ� DUDVÕQGD� PHYFXW� RODQ� UHNDEHW�
düzeyi daha yüksektir. Amerika ile� NDUúÕODúWÕUÕOGÕ÷ÕQGD�� 0HNVLND¶GDNL� GDKD� G�ú�N�
UHNDEHW�G�]H\L�ELUoRN�$PHULNDOÕ�SHUDNHQGHFLQLQ�RUD\D�\|QHOPHVLQH�\RO�DoPÕúWÕU�4 

 

3HUDNHQGH� NXUXOXúXQXQ� EDúDUÕ� \D� GD� EDúDUÕVÕ]OÕNODUÕ� �]HULQGH� HWkili olan 

oHYUHVHO� IDNW|UOHUGHQ� ELUL� GH� SHUDNHQGHFLQLQ� UHNDEHWoL� DYDQWDMODUÕQÕ� QDVÕO�
                                                
1� 7XQo� (UHP� YH� GL÷HUOHUL�� ³*OREDO� 3D]DUODUGD� 3D]DUODPD� 6WUDWHMLOHULQLQ� 7DVDUÕP� YH�8\JXODPDVÕQGD�
.�OW�UHO�(WNLOHúLPLQ�5RO�´��<D\ÕQODQPDPÕú�0DNDOH��V��¶GHQ�DNWDUDQ�.HQDQ�$\GÕQ��UluslararasÕ�YH�
Küresel Pazarlamada Kültürel Etkiler,����%DVNÕ��$QNDUD��1REHO�<D\ÕQ�'D÷ÕWÕP��������V������ 
2 Hasty and Reardon, Op.Cit., s.210. 
3 Ibid. 
4 Ibid.  
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NXOODQGÕ÷ÕGÕU�� %LU� SHUDNHQGHFL� SD]DUGDNL� GR÷UXGDQ� YH� GROD\OÕ� UDNLSOHUL�� VXQGXNODUÕ�
ürün ve hizmeWOHU� YH� W�NHWLFL� Q�IXVXQ� DNOÕQGDNL� LPDMODUÕ� KDNNÕQGD� ELOJL� VDKLEL�
ROPDOÕGÕU.1   

 

�������$OW\DSÕ 
 

$OW\DSÕ� |]HOOLNOHUL� LúOHWPHQLQ� IDDOL\HWOHULQL� \�U�WPHVLQH� LPNDQ� YHUHQ� WHPHO�
oHUoHYH\OH�LOJLOLGLU��3HUDNHQGHFLOHU��U�Q�YH�KL]PHWOHUL�WHVOLPDW�QRNWDODUÕQD�GD÷ÕWPDN�
LoLQ� ED]Õ� NDQDO� \DSÕODUÕQD� LKWL\Do� GX\DUODU�� +DQJL� WLS� WDúÕPDFÕOÕ÷D� JHUHksinim 

GX\XOGX÷XQD� ED÷OÕ� RODUDN�� GD÷ÕWÕPÕQ� NDOLWHVL� DQD\RO�� \RO�� N|SU��� QHKLU� YH�
GHPLU\ROODUÕQÕQ� PHYFXW� \DSÕVÕQGDQ� HWNLOHQLU�� .DQXQODU�� G�]HQOHPHOHU� YH� PDKNHPH�
NDUDUODUÕ� JLEL� \DVDO� DOW\DSÕODU� YH� ELOJLVD\DUODúPD� G�]H\L�� LOHWLúLP� VLVWHPOHUL� YH�
elektrik enerjLVL�JLEL�WHNQLN�DOW\DSÕODU�\HU�VHoLPL��NDUDUODUÕQÕ�HWNLOHU�2  

 

'D÷ÕWÕP,�|]HOOLNOH��ONH�YH�E|OJH�DQDOL]L�DoÕVÕQGDQ�\HU�VHoLPL�NDUDUÕQGD�DQDKWDU�
ELU�URO�R\QDU��hONHOHU�DUDVÕQGDNL��DOW\DSÕODUÕQ�QLFHOLN�YH�QLWHOL÷LQGH�|QHPOL�IDUNOÕOÕNODU�
YDUGÕU�� )DDOL\HWL� J�YHQLOLU� ELU� ELOJLVD\DUODúPD� YH� LOHWLúLP� RUWDPÕQD� ED÷OÕ� RODQ� ELU�
SHUDNHQGHFL� EX� |Oo�WOHUL� NDUúÕODPD\DQ� �ONHOHUL� GLNNDWH� DOPD]�� gUQH÷LQ�� PH\YH�
VX\XQX� VR÷XWXFXOX� DUDoODUGD� WDúÕPD� LKWL\DFÕ��2UDQJH� -XOLXV� JLEL�ELU�SHUDNHQGHFLQLQ�
+LQGLVWDQ¶GD� JHQLúOHPHVLQL� VÕQÕUODQGÕUDELOLU�� <LQH�� SHUDNHQGHFLQLQ� X\PDVÕ� JHUHNHQ�
yasal düzenlemeler ülkeden ülkeye ya da bölgeden bölgeye� GH÷LúHELOLU�� gUQH÷LQ�
$PHULND¶GD�H\DOHWOHU�DUDVÕQGD bu tür�IDUNOÕOÕNODU�YDUGÕr.3     
 

3.3. Ticaret Bölgesi Analizi 

 

Ticaret bölgesi, belirli ürün ve hizPHWOHU� LoLQ� EHOLUOL� ELU� ILUPDQÕQ� \D da firma 

JUXEXQXQ�P�úWHULOHULQL� LoHUHQ� FR÷UDILN� ELU� E|OJHGLU�4 Ticaret bölgesinin boyutunu; 

PHUNH]LQ� |QHPL�� XODúÕODELOLUOL÷L�� IL]LNVHO� HQJHOOHULQ� GXUXPX�� UDNLS� NXUXOXúODUÕQ�
konumu ve arabayla yolculuk süresi ve mesafedekL� NÕVÕWODU�JLEL birkaç faktör tayin 

                                                
1 Ibid. 
2 Ibid. 
3 Ibid. 
4 Peter D. Bennett, Dictionary of Marketing Terms, Chicago: American Marketing Association, 
1988, s. 202’den aktaran Berman and Evans, Op. Cit., s. 217. 
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eder.1 7LFDUHW�E|OJHVL��JHQHO�RODUDN�ELU�E|OJH�LoLQGH�GDKD�N�o�N�ELU�DODQGÕU��gUQH÷LQ�
ticarHW�E|OJHVL��ELU�úHKLU�LoLQGH����NPð’yi kapsayabilir. 2 

 

%LU� SHUDNHQGH� PD÷D]D� \HUL� VHoLPLQGH� LON� DGÕP�� GH÷LúLN� WLFDUHW� E|OJHOHULQL 
WDQÕPODPDN�YH�GH÷HUOHQGLUPHN��GDKD�VRQUD�HQ�oHNLFL�RODQD�NDUDU�YHUPHNWLU� Ticaret 

bölgesi seçildikten sonra düzenli olarak incelenmelidir. 3 

 

7LFDUHW�E|OJHOHULQLQ�HVDVOÕ�ELU�DQDOL]L�SHUDNHQGHFL\H�ELUNDo�\DUDU�VD÷ODU�4 
�    Tüketicilerin demografik ve sosyo-ekonomik karakteristikleri 

GHWD\ODQGÕUÕODELOLU�� +�N�PHW� YHULOHUL� YH� GL÷HU� \D\ÕQODQPÕú� YHULOHU� EX� ELOJL\L� HOGH�
HWPHN� LoLQ� NXOODQÕODELOLU�� <HQL� ELU� PD÷D]D� LoLQ�� G�ú�Q�OHQ� WLFDUHW� E|OJHVLQLQ�
LQFHOHPHVL� PHYFXW� SD]DU� IÕUVDWODUÕQÕ� YH� EDúDUÕ� LoLQ� JHUHNOL� SHUDNHQGe stratejisini 

RUWD\D�oÕNDUÕU��0HYFXW�ELU�PD÷D]D�LoLQ��EXJ�QN��SHUDNHQGH�VWUDWHMLVLQLQ�W�NHWLFLOHULQ�
LKWL\DoODUÕQÕ�KDOD�NDUúÕOD\ÕS�NDUúÕODPDGÕ÷Õ�EHOLUOHQHELOLU�� 
 

� 7XWXQGXUPD� LOH� LOJLOL� IDDOL\HWOHULQ� RGD÷Õ� WHVSLW� HGLOHELOLU�� gUQH÷LQ��
P�úWHULOHULQLQ� \�]GH���¶LQLQ� ELU�PD÷D]D� ORNDV\RQXQXQ�üç mil� FLYDUÕQGD� \DúDGÕ÷ÕQÕ�
EHOLUOH\HQ� SHUDNHQGHFL� NHQW� oDSÕQGD� L]OH\LFLOHUL� RODQ� ELU� JD]HWHGH� reklam yaparsa 

E�\�N� PLNWDUGD� LVUDI� \DSDFDNWÕU�� øVUDI� WHNUDUÕQGDQ� NDoÕQPDN� LoLQ�� SHUDNHQGHFL�
G�ú�Q�OHQ�\D�GD�PHYFXW�PD÷D]D�\HUOHULQin�WDQÕWÕP�NDSVDPÕQÕ�GH÷HUOHQGLUHELOLU��  
 

� Planlanan ELU�PD÷D]D�\HULniQ�\HQL�P�úWHULOHUH�KL]PHW�HGLS�HWPH\HFH÷L ya da 

ELU� ]LQFLU� YH\D� IUDQFKLVH¶ÕQ� PHYFXW� PD÷D]DODUÕQGDQ� P�úWHUL� çekip çekemeyeFH÷L�
belirlenebilir.  

 

� &R÷UDILN� ELU� E|OJHGH� ]LQFLU� SHUDNHQGHFL� WDUDIÕQGDQ� LúOHWLOHELOHFHN� uygun 

PD÷D]D� VD\ÕVÕ� KHVDSODQDELOLU. Bir banka, seyahat acentesi�� YV�� P�úWHULOHUH� \HWHUOL�
KL]PHW�VD÷ODPDN�LoLQ�ELU�E|OJHGH�NXUDFD÷Õ�RSWLPDO�úXEH�VD\ÕVÕ�EHOLUOHQHELOLU�  
 

                                                
1 Ruben A. Roca, Market Research for Shopping Centers, New York: International Council of 
Shopping Centers, 1980, lügatçeden aktaran MacKenzie S. Bottum, “Retail Gravity Model”, The 
Appraisal Journal, Vol.57, No:2(Nisan 1989), s.167. 
2 Levy and Weitz, Retaling Management., s. 318. 
3 Berman and Evans, Op. Cit., s. 217. 
4 Ibid. 
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� &R÷Uafik zD\ÕIOÕNODUD� GLNNDW� oHNLOHELOLU�� gUQH÷LQ�� ELU� EDQOL\|� DOÕúYHULú�
PHUNH]LQLQ�ELU�WLFDUHW�E|OJHVL�DQDOL]L�\�U�WW�÷�Q��YH�kentin güneyinde oturan önemli 

VD\ÕGD�LQVDQÕQ�RUDGDQ�DOÕúYHULú�HWPHGL÷LQL�NHúIHWWL÷LQL�IDU]�HGHOLP��'DKD�NDSVDPOÕ�ELU�
oDOÕúPD��VDNLQOHULQ�NHQWLQ�J�QH\�YDURúODUÕ��]HULQGHQ�JHoHQ� WHKOLNHOL�ELU� tren yolunu 

DUDED\OD� JHoPHNWHQ� NRUNWX÷XQX� J|VWHUPLúWLU�� $UDúWÕUPDVÕQÕQ� ELU� VRQXFX� RODUDN��
DOÕúYHULú� PHUNH]L�� JHoLGL� GDKD� J�YHQOL� \DSPDN� LoLQ� SROLWLN� EDVNÕ� NXOODQPÕúWÕU��
%|\OHFH��NHQWLQ�J�QH\LQGHQ�SHN�oRN�P�úWHUL�HOGH�HWPLúWLU�� 
 

� 'L÷HU� IDNW|UOHU� WDQÕPODQDELOLU� YH� GH÷HUOHQGLULOHELOLU�� 5HNDEHW�� ILQDQVDO�
NXUXPODUÕQ� YDUOÕ÷Õ�� QDNOL\H�� LúJ�F�� YDUOÕ÷Õ�� WHGDULNoLOHULQ� ORNDV\RQX�� \DVDO�
VÕQÕUODPDODU�� SODQODQPÕú� E�\�PH�� vs.nin her biri incelenen ticaret bölgeleri için 

belirlenebilir. 

 

3.3.1. Ticaret Bölgelerinin Büyüklük ve Biçimi 

 

+HU� WLFDUHW� E|OJHVL� �o� E|O�PGHQ� ROXúXU�� ELULQFLO�� LNLQFLO� YH� �o�QF�O� WLFDUHW�
bölgesi1. Birincil ticaret bölgesi�� ELU� PD÷D]DQÕQ� P�úWHULOHULQLQ� \�]GH� ��-70’ini 

NDSVD\DQ� FR÷UDILN� DODQGÕU�� %LULQFLO� WLFDUHW� E|OJHVL� �o� úHNLOGH� WDQÕPODQDELOLU�� ����
mD÷D]D\D� HQ� \DNÕQ� E|OJH�� ���� SHUDNHQGHFLQLQ� NROD\OÕN�� XODúÕODELOLUOLN� JLEL� UHNDEHW�
DYDQWDMÕQD�VDKLS�ROGX÷X�E|OJH�� ����SHUDNHQGHFLQLQ�HQ�\�NVHN�P�úWHUL�\R÷XQOX÷X�YH�
en yükseN�NLúL�EDúÕ�VDWÕúODUD�VDKLS�ROGX÷X�E|OJH.  

 

øNLQFLO� WLFDUHW� E|OJHVL, birincil bölgeyi çevreler ve genellikle PD÷D]D�
P�úWHULOHULQLQ� LODYH� \�]GH� ��-30’unu içerir.� %LULQFLO� E|OJHQLQ� GÕúÕQGD� \HU� DOÕU� YH�
P�úWHULOHU�GDKD�JHQLúoH�GD÷ÕOPÕúWÕU�� øNLQFLO�E|OJHGH�� W�NHWLFLOHU�JHQHOOLNOH�PD÷D]D\Õ�
LNLQFL�\D�GD��o�QF��DOÕúYHULú�VHoHQH÷L�RODUDN�J|U�U��6atÕúODU�DoÕVÕQGDQ�LNLQFLO�|QHPH�
sahip cR÷UDILN�DODQGÕU��*HQHOOLNOH���-���GDNLNDOÕN�V�U�ú�PHVDIHVLQGHQ�ID]OD�GH÷LOGLU�� 

 

Üçüncül ticaret bölgesi, PD÷D]D�\D GD�DOÕúYHULú�PHUNH]LQGHQ�DUD�VÕUD�DOÕúYHULú�
HGHQ� P�úWHULOHUL� LoHULU�2 KDODQ� P�úWHULOHULQ� WDPDPÕQÕ� LoHULU� YH� HQ� JHQLú� úHNLOGH�

                                                
1 Dale M. Lewison, Retailing, 6th ed., London: Prentice-Hall, 1997, s.329.   
2 Levy and Weitz, Retailing Management, s. 319. 
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GD÷ÕOÕU�� gUQH÷LQ�� ELU� PD÷D]D� dört millik birincil ticaret bölgesi, EHú� PLOOLN ikincil 

ticaret bölgesi ve sekiz millik üçüncül ticaret bölgesine sahip olabilir. 1   

 

7LFDUHW� E|OJHVL� E�\�NO�÷�� YH� ELoLPL� SHN� oRN� IDNW|UGHQ� HWNLOHQLU�� %XQOar 

DUDVÕQGD�PD÷D]D�W�U���PD÷D]D�E�\�NO�÷���UDNLSOHULQ� ORNDV\RQX�� ikametgâh ile ilgili 

iskan modelleri, yolculuk süreleri ve trafik engelleri (ücretli köprüler ya da kötü 

\ROODU�JLEL���PHG\D�YDUOÕ÷Õ�VD\ÕODELOLU��2   
 

%LU� EDúND� ND\QDNWD� WLFDUHW� E|OJHVL� E�\�NO�÷�Q�� EHOLUOH\HQ� oHúLWOL� IDNW|UOHU�
RODUDN�úXQODU�EHOLUWLOPLúWLU�3 

1. Ürünün��EDúND�ELU�\HUGHNL�IL\DWÕ\OD�PXND\HVH�HGLOHQ�IL\DWÕ 
2. dHúLWOL�\HUOHUGH�\R÷XQODúDQ�VDNLQOHULQ�VD\ÕVÕ 
3. 1�IXV�\R÷XQOX÷X�YH�GD÷ÕOÕPÕ 
4. 1�IXVXQ�JHOLU�YH�VRV\DO�\DSÕVÕ 
5. 'L÷HU�DOÕúYHULú�IÕUVDWODUÕQD�\DNÕQOÕN� 
 

øNL�PD÷D]DQÕQ�LNLVL�GH�D\QÕ�DOÕúYHULú�E|OJHVL�\D�GD�DOÕúYHULú�PHUNH]LQGH�EXOXQVD�
ELOH��IDUNOÕ�E�\�NO�NWH�WLFDUHW�E|OJHOHULQH�VDKLS�RODELOLU��%X�PD÷D]DODUGDQ�ELUL���U�Q�
NDWHJRULOHULQGH� GDKD� L\L� ELU� �U�Q� oHúLWOLOL÷L� WHNOLI� HGHELOLU�� GDKD� NDSVDPOÕ� WDQÕWÕP�
\DSDELOLU� YH� GDKD� J�oO�� LPDM� \DUDWDELOLU�� 6RQXo� RODUDN�� EX� PD÷D]D� KHGHI� PD÷D]D 

RODUDN�ELOLQLU��UDNLS�PD÷D]DQÕQ�WLFDUHW�E|OJHVLQH�J|UH�GDKD�JHQLú�ELU�WLFDUHW�E|OJHVLQH�
VDKLS�RODFDNWÕU��gUQH÷LQ��D\QÕ�DOÕúYHULú�PHUNH]L�LoLQGH��IDUNOÕ�ELU�LPDMD�VDKip olan ve 

P�úWHULOHULQLQ� ��� NP�� \ROFXOXN� \DSPD\D� LVWHNOL� ROGX÷X�� |QF�� ELU� |]HOOLNOL� JL\VL�
PD÷D]D� ]LQFLULQLQ� ELU� PD÷D]DVÕ� YH� P�úWHULOHULQLQ� �� NP�� \ROFXOXN� \DSPD\D� LVWHNOL�
ROGX÷X�YH�³RUWDODPD´�RODUDN�DOJÕODQDQ�ELU�D\DNNDEÕ�PD÷D]DVÕ�RODELOLU��%X��NHQGLVLQL�
dL÷HU� SHUDNHQGHFLOHUOH� NDUúÕODúWÕUÕUNHQ�� 'XQNLQ� 'RQXWV¶ÕQ� ³\ROFXOX÷D� GH÷HU´�
VORJDQÕQÕ�NXOODQPDVÕQÕQ�QHGHQLGLU�4 

                                                
1 Berman and Evans, Op. Cit., s. 218. 
2 Ibid 
3 Mason, Mayer and Ezell, Op.Cit., s.252 
4 Berman and Evans, Op.Cit., s.218 
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ùHNLO����%LU�7LFDUHW�%|OJHVLQLQ�ho�%|O�P� 
Kaynak: Michael Levy, Barton A. Weitz, Retailing Management, Boston: Irwin, 1992, s.319.                                
                       
 

 

3DUD]LW� PD÷D]D� RODUDN� LIDGH� HGLOHQ� PD÷D]D� WLSL�� NHQGL� WUDIL÷LQL� \DUDWPD]� YH�
NHQGLVLQH� DLW� JHUoHN� ELU� WLFDUHW� E|OJHVLQH� VDKLS� GH÷LOGLU��0D÷D]D�� EDúND� VHEHSOHUOH�
E|OJH\H� oHNLOHQ� P�úWHULOHUH� ED÷ÕPOÕGÕU�� %LU� RWHO� ORELVLQGH� EXOXQDQ� ELU� PDJD]LQ�
VWDQGÕ��DOÕúYHULú�PHUNH]LQGH�EXOXQDQ�ELU�E�IH�SDUD]LW�PD÷D]DODUD�|UQHNWLU�1 

 

%LU�PD÷D]DQÕQ� WLFDUHW�E|OJHVLQLQ� E�\�NO�÷��PD÷D]DQÕQ� NHQGL�E�\�NO�÷�QGHQ�
etkilenLU�� 0D÷D]D� JHQLúOHGLNoH�� WLFDUHW� E|OJHVL� JHQHOOLNOH� E�\�U�� Çünkü bir 

PD÷D]DQÕQ�E�\�NO�÷��JHQHO�RODUDN�P�úWHULOHUH�VD÷ODQDQ�PDO�YH�KL]PHW�oHúLWOLOL÷L�YH�
W�U�Q�� \DQVÕWÕU�� *HQHOOLNOH�� V�SHUPDUNHWOHU� LoLQ� WLFDUHW� E|OJHOHUL� NROD\OÕN�
merkezlerininkinden çok daha�E�\�NW�U��%|OJHVHO�ELU�DOÕúYHULú�PHUNH]LQGH��E|O�PO��
PD÷D]DODU� WLSLN� RODUDN� HQ� JHQLú� WLFDUHW� E|OJHOHULQH� VDKLSWLU�� EXQX� JL\VL�PD÷D]DODUÕ�

                                                
1 Ibid, s.219. 

0D÷D]a 
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L]OHU�� +HGL\HOLN� Hú\D� PD÷D]DODUÕ, böyle bir merkezde nispi olarak küçük ticaret 

bölgelerine sahiptir.1 

 

Bir perakendecinin rakiplerinin konumu�� � SHUDNHQGHFLQLQ� WLFDUHW� DODQÕQÕQ�
E�\�NO�÷ü üzerinde etkilidir. 3RWDQVL\HO� P�úWHULOHU� LNL� PD÷D]D� DUDVÕQGD�
EXOXQGX÷XQGD�� WLFDUHW�E|OJHVLQLQ�E�\�NO�÷��oR÷X�NH]�KHU�ELUL� LoLQ�D]DOÕU ve her bir 

PD÷D]DQÕQ� WLFDUHW� DODQÕ� E�\�NO�÷��� DUDODUÕQGDNL� PHVDIH� E�\�G�NoH� QRUPDO� RODUDN�
artar. 'L÷HU� \DQGDQ�� PD÷D]DODU� ELUELULQH� oRN� \DNÕQ� ROGX÷XQGD�� KHU� ELULQLQ� WLFDUHW�
bölgesi büy�NO�÷�� PXKDNNDN� D]DOPD\DFDNWÕU-UHNDEHWWHQ� GROD\Õ-. Bu durumda 

PD÷D]DODUÕQ�JUXSODúPDVÕ�KHU�ELU�PD÷D]D�LoLQ�WLFDUHW�E|OJHVLQL�JHUoHNWHQ�DUWÕUÕU��o�QN��
daha fazla tüketici ürün ve hL]PHW�oHúLWOLOL÷LQGHQ�GROD\Õ�E|OJH\H çekilecektir.2  

 

Yolculuk ya�GD�V�U�ú�V�UHVLnin ticareW�E|OJHVLQLQ�E�\�NO�÷���]HULQGHNL etkisi, 

Q�IXVXQ� FR÷UDILN� GD÷ÕOÕPÕQGDQ� \ROD� oÕNÕODUDN� NHVLQ� ELU� úHNLOGH� EHOLUOHnemeyebilir. 

)L]LNVHO� EDUL\HUOHU� �|UQH÷LQ� �FUHWOL� N|SU�OHU�� W�QHOOHU�� N|W�� \ROODU�� ÕUPDNODU��
GHPLU\ROX�UD\ODUÕ�YH�WHN�\|QO��FDGGHOHU��JHQHOOLNOH�WLFDUHW�E|OJHOHULQL�N�o�OW�U�3  

 

7LFDUHW� E|OJHVLQLQ� E�\�NO�÷�� oR÷X� NH]� SHUDNHQGHFLQLQ� WXWXQGXUPD�
oDEDODUÕQGDQ� Htkilenir. Bu nedenle, gazete ve/veya dL÷HU� \Hrel medya türlerinin 

PHYFXW� ROGX÷X� ELU� WRSOXOXNWD�� SHUDNHQGHFLQLQ� EX� PHG\D\Õ� NXOODQPD\D� YH� WLFDUHW�
E|OJHVLQL� JHQLúOHWPH\H� NROD\FD� J�F�� \HWHELOLU�� Bununla birlikte, yerel medya bir 

WRSOXOXNWD�PHYFXW�GH÷LOVH��SHUDkendeci ticaret bölgesini�JHQLúOHWPH�RODVÕOÕ÷ÕQD�NDUúÕ��
NHQW� oDSÕQGD� YH\D� �ONH� oDSÕQGD� UHNODPFÕOÕN� PDOL\HWOHULQLQ� YH� RODVÕ� LVUDIÕQÕQ�
PDOL\HWOHULQL�WDUWPDN�]RUXQGD�NDODFDNWÕU��4  
             

3.3.2. Ticaret Bölgelerinin Karakteristikleri   

 

dHúLWOL� WLFDUHW� E|OJHOHULQLQ� E�\�NO�N� YH� ELoLPL� NDUDUODúWÕUÕOGÕNWDQ� VRQUD��
SHUDNHQGHFL� EX�E|OJHOHULQ� NDUDNWHULVWLNOHULQL� LQFHOHPHOLGLU�� øOJL, özellikle sakinlerin 

QLWHOLNOHUL� YH� RQODUÕQ,� SHUDNHQGHFLQLQ� KHGHI� SD]DU� WDQÕPODPDVÕQÕ� QH� NDGDU� L\L�
                                                
1 Ibid. 
2 Ibid, s.220. 
3 Ibid. 
4 Ibid. 



 
 

57 

NDUúÕODGÕ÷Õ��]HULQHGLU��%|\OHFH��RWRPRELO�ND\ÕWODUÕQÕ�LQFHOH\HUHN�ELU�RWRPRELO�RQDUÕP�
IUDQFKLVHH¶Õ� ELUNDo� E|OJHGHNL� PHYFXW� IÕUVDWODUÕ� NDUúÕODúWÕUDELOLU�� ELU� LúLWPH� FLKD]Õ�
SHUDNHQGHFLVL����\Dú�\D da üzeri nüfusun \�]GH�RUDQÕQÕ�GH÷HUOHQGLUHELOLU� bir kitabevi 

sahibi,�VDNLQOHULQ�H÷LWLP�G�]H\LQL�|÷UHQHELOLU�1  
 

3HN� oRN� SHUDNHQGHFLQLQ� DUDúWÕUPDVÕ� JHUHNHQ� WLFDUHW� E|OJHVL� NDUDNWHULVWLNOHUL�
DUDVÕQGD� Q�IXV� E�\�NO�÷�� YH� |]HOOLNOHUL�� LúJ�F�Q�Q� YDUOÕ÷Õ�� WHGDUL÷H� \DNÕQOÕN��
SURPRV\RQ� NROD\OÕNODUÕ�� HNRQRPLN� temel, rekabet, uygun yerlerin YDUOÕ÷Õ� YH�
yönHWPHOLNOHU� VD\ÕODELOLU�� Ekonomik temel, bölgeniQ� HQG�VWUL\HO� YH� WLFDUL� \DSÕVÕQÕ�
ifade eder��%LU�E|OJHGHNL�EDVNÕQ�HQG�VWUL�oRN�|QHPOLGLU, çünkü bu endüstrinin�úLGGHWOL�
o|N�ú�� E|OJH� VDNLQOHULQLQ� JHQLú� ELU� RUDQÕ� �]HULQGH� ROXPVX]� HWNLOHUH� VDKLS� RODELOLU��
Sakinlerin birbiriyle ilgisiz oHúLWOL� HQG�VWULOHUGH� oDOÕúWÕ÷Õ�� IDUNOÕ� HNRQRPLN� WHPHOH�
VDKLS� ELU� E|OJH�� E�\�N� ELU� HQG�VWUL\H� ED÷ÕPOÕ� RODn bir bölgeden daha güvenlidir. 

AúD÷ÕGD� SHUDNHQGH� WLFDUHW� E|OJHOHULQL� GH÷HUOHQGLUPHGH� G�ú�Q�OHFHN� ELUNDo� |QHPOL�
faktör özetlenmektedir:2    

 

Nüfus Büyüklük ve Karakteristikleri 

� 7RSODP�E�\�NO�N�YH�\R÷XQOXN 

� <Dú�GD÷ÕOÕPÕ 
� 2UWDODPD�H÷LWLP�G�]H\L 
� Ev sahibi olan sakinlerin yüzdesi  

� Toplam harcanabilir gelir 

� .LúL�EDúÕ�KDUFDQDELOLU�JHOLU 
� 0HVOHN�GD÷ÕOÕPÕ 

øú G�F��9DUOÕ÷Õ 
� Yönetim                                                    

� <|QHWLP�(÷LWLPL 
� Sekreterlik 

7HGDULN�.D\QDNODUÕQD�<DNÕQOÕN 

• 'D÷ÕWÕP�PDOL\HWOHUL 
• Zamana uygunluk 

                                                
1 Ibid, s.225. 
2 Ibid. 
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• hUHWLFL�YH�WRSWDQFÕODUÕQ�VD\ÕVÕ 
• hU�Q�KDWODUÕQÕQ�YDUOÕ÷Õ�YH�J�YHQLOLUOL÷L 

7DQÕWÕP  

• 0HG\D�YDUOÕ÷Õ�YH�VÕNOÕ÷Õ� 
• Maliyetler 

Ekonomik Temel 

• %DVNÕQ�HQG�VWUL 
• Büyüme tahminleri 

• Ekonomik ve mevsimsel dalgalanmalardan etkilenmeme 

• .UHGL�YH�ILQDQVDO�NROD\OÕNODUÕQ�YDUOÕ÷Õ 
5HNDEHWOH�øOJLOL�)DNW|UOHU 

• 0HYFXW�UDNLSOHULQ�VD\Õ�YH�E�\�NO�÷� 

• 7�P�UDNLSOHU�LoLQ�J�oO��YH�]D\ÕI�\|QOHULQ�GH÷HUOHQGLULOPesi 

• .ÕVD�YDGHGH�YH�X]XQ�YDGHGH�UHNDEHWLQ�JHOHFH÷L 
0D÷D]D�<HUOHUL�LOH�øOJLOL�)DNW|UOHU 

• $OWHUQDWLI�\HUOHULQ�VD\Õ�YH�|]HOOLNOHUL 
• 7DúÕPDFÕOÕN��DUDo�YH�\D\D�WUDIL÷L�GXUXPX 

• 0�ON�HGLQPH�YH�NLUDODPD�NROD\OÕNODUÕ 
• %|OJHVHO�VÕQÕUODPDODU 
• Maliyetler 

 

 

Belirtilen ölçütler tüm perakende yer seçimi�NDUDUODUÕQGD�HúLW�GHrecede önemli 

olmamakla birlikte� KHU� ELUL� J|]� |Q�QGH� EXOXQGXUXOPDOÕGÕU�� (Q� |QHPOL� |Oo�WOHU�
µVDOGÕUÕ¶� IDNW|UOHUL� RODUDN� J|rülmelidir. Bir bölge kritik ölçülerdeki minimum 

standarWODUÕ�NDUúÕODPÕ\RUVD elenmelidir.1  

 

3.3.2.1. Nüfus Karakteristikleri 

 

Ürün�YH�KL]PHWOHU�LoLQ�SD]DU�SRWDQVL\HOL��SHUDNHQGHFL�LúH�EDúODPDGDQ�|QFH�EHOOL�
ROPDOÕGÕU�� %LU� EDúND� GH\LúOH�� SHUDNHQGHFLQLQ� VXQGX÷X� �U�Q� YH� KL]PHW� W�UOHUL� LoLQ�
                                                
1 Ibid, s.226. 
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\HWHUOL�SD]DU�WDOHEL�ROPDOÕGÕU ya da belirli bir pazara girmesi için perakendeciye az da 

ROVD�LKWL\Do�GX\XOPDOÕGÕU��1 
 

3RWDQVL\HO� ELU� SD]DUÕQ� Q�IXVX�� ELU� SHUDNHQGH� PD÷D]DVÕQÕQ� oHNPH\L� XPGX÷X�
SRWDQVL\HO� P�úWHULOHULQ� VD\ÕVÕQÕ� EHOLUOHU�� %XQXQOD� ELUOLNWH�� SRWDQVL\HO� ELU� SD]DU�
DODQÕQGD� LNDPHW� HGHQ� NLúL� VD\ÕVÕ� ELU� SHUDNHQGHFLQLQ� EDúDUÕVÕQÕ� WHN� EDúÕQD�
garantilemeyecektir. Belirli bir ticaret bölgesindeki nüfusun JÕGD�� JL\LP�� EDUÕQPD�
LoLQ�SRWDQVL\HO�ELU�SD]DU�\DUDWPDVÕQD�NDUúÕQ��SHUDNHQGHFLQLQ�VDWÕú�KDFPL�VDGHFH�NLúL�
VD\ÕVÕQD� GH÷LO� D\QÕ� ]DPDQGD� KDUFDQDELOLU� YH� LKWL\DUL JHOLUOHULQH� GH� ED÷OÕ� RODFDNWÕU��
Temel olarak, pazar oOXúWXUPDN��o�XQVXUX�JHUHNWLULU������LQVDQ������SDUDVÕ�RODQ�LQVDQ�
YH�����SDUDVÕ�RODQ�YH�RQX�KDUFDPDN�LVWH\HQ�LQVDQ�2 

 

Herhangi bir pazara girmeden önce, perakendeci ticaret bölgesindeki nüfus 

RUDQÕ�KDNNÕnda bilgi edinmelidir. Nüfus oraQÕ�E�\�\RU�PX�\RNVD�D]DOÕ\RU�PX�YH�EX�
V|]� NRQXVX� SHUDNHQGH� LúLQL� QDVÕO� HWNLOH\HFHN"� 1�IXV� NDUDNWHULVWLNOHUL� LOH� LOJLOL��
NDSVDPOÕ�ELOJL\H�'ø(�\D\ÕQODUÕQGDQ�XODúÕODELOLU��%X�\D\ÕQODU�E�\�PH��Q�IXVWDNL�DUWÕú��
E|OJHOHUH�J|UH�\Dú�JUXSODUÕ�JLEL�|]HOOLNOHUH�LOLúNLQ�GHWD\ODU�LoHULU��%X�\D\ÕQODU�GHWD\OÕ��
J�QFHOOHQPLú�ELOJL�VD÷ODU�YH�D\QÕ�]DPDQGD�E�\�PH�PRGHOOHUL��GR÷XP�RUDQODUÕ��Q�IXV�
DUWÕúODUÕ�YH�EXQODUÕQ��ONH��bölge ve kentlerH�J|UH�IDUNOÕOÕNODUÕ�KDNNÕQGD�ILNLU�YHULU�3 

 

Perakendecinin potansiyel bir pD]DU� DODQÕQGDNL� Q�IXVXQ� DUWWÕ÷ÕQÕ�� D]DOGÕ÷ÕQÕ�
YH\D�LVWLNUDUOÕ�NDOGÕ÷ÕQÕ�ELOPHVL�|QHPOLGLU��(÷HU�Q�IXV�DUWÕ\RUVD��GL÷HU�IDNW|UOHU�VDELW�
iken) JHOHFHNWH� ELU� SHUDNHQGH� PD÷D]DVÕQÕQ� SRWDQVL\HO� VDWÕú� KDFPLQLQ� DUWPDVÕ�
beklenebilir. Tersi de nüfXVWD� ELU� D]DOÕú� H÷LOLPL� J|U�OG�÷�QGH� GR÷UXGXU�� %XQXQOD�
ELUOLNWH�� LVWLNUDUOÕ bir nüfus, potansiyel analizi için daha uygun bir ortam olabilir. 

øVWLNUDUOÕ�ELU�SD]DU�oR÷X�NH]�E�\�N�ELU�SRtansiyele sahiptir.4 

 

6DWÕú� SRWDQVL\HOLQL� EHOLUOHUNHQ�� SD]DU� Q�IXVXQXQ� Dnaliz edilmesi gereken bir 

EDúND� \|Q��RUWDODPD�\DúWÕU��'DKD�JHQo� LQVDQODU�GDKD�KDUHNHWOL� ROPD�H÷LOLPLQGHGLU; 
                                                
1 Larry D. Redinbaugh, Retailing Management: A Planning Approach, [y.y.]: Grolier Incorporated, 
1987, s.161. 
2 William J. Stanton, Fundamentals of Marketing, 4th ed., McGraw-Hill, 1975, s.49’dan aktaran 
Ibid, ss:161-162. 
3 Ibid. 
4 Ibid. 
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GDKD�E�\�N�PLNWDUODUGD�\L\HFHN�W�NHWLU��GDKD�ID]OD�JL\VL�VDWÕQ�DOÕU��%XQXQOD�ELUOLNWH��
WRSOXPXPX]XQ� GDKD� \DúOÕ� NHVLPLnin belirli ürün ve hizmet türleri için potansiyele 

VDKLS�ROPDGÕ÷Õ�V|\OHQHPH]��$OWPÕú�EHú�\Dú��VW�� LQVDQODU�VD÷OÕN�JÕGDODUÕ�� UHoHWHOL�YH�
SDWHQWOL� LODoODU�� EHOLUOL� NR]PHWLNOHU�� GHQL]� \ROFXOX÷X� YH� \XUWGÕúÕ� VH\DKDW� WXUODUÕ� LoLQ�
PDQWÕNVDO�P�úWHULOHUGLU��2�QHGHQOH�KHU�\Dú�JUXEX�LoLQ�SD]DU�SRWDQVL\HOL�YDUGÕU��1  

 

Birçok durumda genel nüfusu artan bölgeler azalan nüfuslu bölgelere tercih 

HGLOLU��)DNDW�Q�IXV�DUWÕúÕ�WHN�EDúÕQD�\HWHUVL]GLU��+DQH�KDONODUÕQÕQ�JHOLUL�GH�|QHPOLGLU��
%XQXQ�\DQÕ�VÕUD��DLOHOHULQ�E�\�NO�N�YH�ELOHúLPL�GH�SHUDNHQGHFL�DoÕVÕQdan önemli bir 

EDúDUÕ� EHOLUOH\LFL� RODELOLU�� gUQH÷LQ�� $QQ� 7D\ORU�ED\DQODU� LoLQ� NODVLN� YH� Lú�
NÕ\DIHWOHULQGH� X]PDQODúPÕú� ELU� ]LQFLU�� JHQHOOLNOH� \�NVHN� JHOLUOL� DLOHOHULQ� ROGX÷X�
bölgelerde YH� WXULVWLN� E|OJHOHUGH� NRQXPODQÕU�� EXQXQOD� ELUOLNWH� DLOH� E�\�NO�÷��
özellLNOH�NULWLN�ELU�NRQX�GH÷LOGLU��'L÷HU�\DQGDQ��7R\V�µ5¶�8V genç çocuklu ailelerin 

\R÷XQ�RODUDN�\DúDGÕ÷Õ�ORNDV\RQODUOD�LOJLOHQLU�2   
 

3.3.2.2. Ekonomi Temelli Karakteristikler 

 

PotansL\HO�ELU�SD]DUÕQ�HNRQRPLN�|]HOOLNOHUL�oHúLWOL�ND\QDNODUGDQ�HOGH�HGLOHELOLU��
gUQH÷LQ�� Lú� G�Q\DVÕ� LOH� LOJLOL� ELUoRN� SHUL\RGLN� \D\ÕQ� YH� JD]HWHOHU� JHQHO� HNRQRmik 

GXUXP� KDNNÕQGD� ELOJL� YHULU�� 6DWÕQ� DOPD� J�F�� DUDúWÕUPDVÕ, gelir ve gelirin kent ve 

LOoHOHUH�J|UH�GD÷ÕOÕPÕ�KDNNÕQGD�ELOJL�YHULU��3HUDNHQGHFL�WDUDIÕQGDQ�LQFHOHQHFHN�GL÷HU�
ekonomLN� IDNW|UOHU� UHNDEHWLQ� GHUHFHVL� YH� VDOGÕUJDQOÕ÷Õ�� E|OJHGHNL� HQG�VWULOHULQ� W�U��
YH� \DSÕVÕ�� EX� HQG�VWULOHUGHQ� VD÷ODQDQ� JHOLULQ� LVWLNUDUÕ� YH� J�YHQLOLUOL÷L�� PHYFXW� YH�
|QHULOHQ� WDúÕPDFÕOÕN�KL]PHWOHULGLU��%X�IDNW|UOHU�mevcut veya niyet edilen perakende 

LúLQLn yaSÕODELOLUOL÷LQL�EHOLUOHPHN için analiz edilmelidir.3  

 

3.3.2.3. Talep  

 

3D]DU� SRWDQVL\HOLQL� DQDOL]� HWPHGH� SHUDNHQGHFLOHU� VDWWÕNODUÕ� �U�Q� GL]LVL� YH\D�
KL]PHWOHUH� |]J�� EHOLUOL� NULWHUOHU� WDQÕPODU�� %LU� SHUDNHQGHFL� WDUDIÕQGDQ� VHoLOHQ� NULWHU�
IDUNOÕ�ELU��U�Q�GL]LVL�VDWDQ�ELU�EDúND�SHUDNHQGHFLQLQ�NXOODQÕPÕQGD�ROPD\DELOLU��3D]DU�
                                                
1 Ibid, ss:162-163. 
2 Levy and Weitz, Essentials of Retailing, s.142. 
3 Redinbaugh, Op.Cit., s.164. 
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WDOHS� SRWDQVL\HOLQLQ� EDúOÕFD� XQVXUODUÕ;� Q�IXV� NDUDNWHULVWLNOHUL�� VDWÕQ� DOPD� GDYUDQÕúÕ�
NDUDNWHULVWLNOHUL�� KDQH� KDONÕ� JHOLUL�� KDQH� KDONÕ� \Dú� SURILOL�� KDQH� KDONÕ� ELOHúLPL��
devingenlik(mobility),�Q�IXV�\R÷XQOX÷X�YH toplulu÷XQ�E�\�PH�H÷LOLPLGLU�1   

 

3HUDNHQGHFLOHU� \HQL� PD÷D]D� \HUOHUL� LoLQ� WDOHEL� WDKPLQ� HWPHGH�mevcut birçok 

bilgL� ND\QD÷ÕQD� VDKLSWLU��%X�DPDoOD 6DWÕQ�DOPD�J�F�� LQGHNVL� �%X\LQJ�Sower index-

BPI)�VÕNoD�NXOODQÕOÕU�2  
 

6DWÕQ alma gücü indekVL�� ELU� SD]DUÕQ� NDSVDPOÕ� SHUDNHQGH� SRWDQVL\HOLQLQ� ELU�
J|VWHUJHVLGLU�YH�HIHNWLI�VDWÕQ�DOPD�JHOLUL��SHUDNHQGH�VDWÕúODU�YH�Q�IXV�E�\�NO�÷�nün 

D÷ÕUOÕNODQGÕUÕOPÕú� |Oo�POHULQLQ� ELOHúLPLGLU�3 %3,�� W�NHWLFLOHULQ� J|UHFH� VDWÕQ� DOPD�
güçlerini ifade eder. Potansiyel pD]DUODUÕQ� VDWÕQ� DOPD� J�F�� LQGHNVL�� SD]DU� DODQÕ�
seçiminde yaUGÕPFÕ�ROPDN��]HUH��NDUúÕODúWÕUÕODELOLU�4    

 

6DWÕQ� DOPD�J�F�� LQFHOHPHVL� ELUoRN� ID\GDOÕ� ELOJL� LoHUPHVLQH� NDUúÕQ�� SRWDQVL\HO�
SD]DU� DODQODUÕQÕ� GH÷HUOHQGLUPH\H� oDOÕúDQ� SHUDNHQGH� \HU� VHoLPL� X]PDQODUÕ� �ç temel 

ELOJL�NDWHJRULVL\OH�|]HOOLNOH� LOJLOHQLU��Q�IXV��SHUDNHQGH�VDWÕúODU�YH�HIHNWLI�VDWÕQ�DOPD�
geliri.�1�IXV�YH�SHUDNHQGH�VDWÕúODU�|÷HOHUL�NHQGLQL�DoÕNOD\DQ�WDU]GD�ROPDVÕQD�NDUúÕQ��
³HIHNWLI�VDWÕQ�DOPD�JHOLUL´�LODYH�DoÕNODPD�JHUHNWLULU� (IHNWLI�VDWÕQ�DOPD geliri(effective 

buying income-EBI) NLúLVHO� JHOLUGHQ��FUHW�� IDL]�� NDU� SD\Õ�� NDU� HPODN� JHOLUOHUL� �� W�P�
YHUJLOHU� YH� YHUJL� GÕúÕ� |GHPHOHULQ�|UQH÷LQ� VRV\DO� J�YHQOLN� VLJRUWDVÕ�� oÕNDUÕOPDVÕ� LOH�
elde edilir. $VOÕQGD��HIHNWLI�VDWÕQ�DOPD�JHOLUL kabaca harcanabilir NLúLVHO�JHOLUH HúLWWLU�5   

 

6DWÕQ� alma gücü indeksi, ülkenin WRSODP� VDWÕúODUÕQÕQ� ELU� \�]GHVL� RODUDN� LIDGH�
edilir.� øQGHNVWHNL� �o� NULWHULQ� KHU� ELULQH�� J|UHFH� |QHPOHUL� WHPHO� DOÕQDUDN� ELU� D÷ÕUOÕN�
WD\LQ�HGLOPLúWLU�6 

 

 

                                                
1 Patrick M. Dunne, Robert F. Lusch and David A. Griffith, Retailing, 4th ed., USA: South-Western, 
2002, ss: 249-250.  
2 Levy and Weitz, Retailing Management, ss:345-346. 
3 Dunne, Lusch and Griffith, Op.Cit., s.248. 
4 Hasty and Reardon, Op.Cit., s.216. 
5 Lewison, Op.Cit., s.319. 
6 Berman and Evans, Op.Cit., s.232. 
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BPI  ������ONH�HIHNWLI�VDWÕQ�DOPD�JHOLUL�Loinde bölgenin yüzdesi) 

�����������������ONH�SHUDNHQGH�VDWÕúODUÕ�LoLQGH�E|OJHQLQ�\�]GHVL� 
          + 0.2(ülke nüfusu içinde bölgenin yüzdesi) 

 

 

gUQH÷LQ��6DWÕú	�3D]DUODPD� Yönetimi�'HUJLVL¶QLQ������\ÕOÕQD�LOLúNLQ�$PHULND�
verilerinden yararlanarak New EnglanG�VDWÕQ�DOPD�J�F��LQGHNVL�KHVDSODQDELOLU1:  

 

 

 

 

 

 

 
Tablo 1. �����<ÕOÕQD�$LW�$PHULND�YH�1HZ�(QJODQG�1�IXV��(IHNWLI�6DWÕQ�$OPD�
*HOLUL�YH�3HUDNHQGH�6DWÕú�9HULOHUL 
Kaynak: Michael Levy, Barton A. Weitz, Retailing Management, Boston: Irwin, 1992, s.349.  
 
 
 
 

BPI = 0.5 (198,894,500 $ / 3,202,847,131 

          = %6.2098) 

      +  0.3 (102,980,681 $ / 1,544,896,955 

      = %6.6657) 

      +  0.2 (12,918.8 / 245,622.7 = % 5.2597) 

      =  %6.1566   

 

%X� úHNLOGH� DOWHUQDWLI� E|OJHOHULQ� VDWÕQ� DOPD� J�F�� KHVDSODQDUDN�� \�NVHN� VDWÕQ�
alma gücüne sahip bölgeler belirlenebilir. 6DWÕQ�DOPD�J�F��DUDúWÕUPDVÕ�YHULOHULQLQ bir 

rekabet analizi ile desteklenmesi gerekir. Bunun için söz konusu bölgelerin 

perakende doyum düzeyi incelenebilir.2              

                                                                                                                                                         

 

                                                
1 Levy and Weitz, Retailing Management, s.349. 
2 Mason, Mayer and Ezell, Op.Cit., s.242. 

 
Nüfus 
(bin) 

(IHNWLI�6DWÕQ 
Alma Geliri 
(000$) 

Perakende 
6DWÕúODU 
(000$) 

New 
England 12,918.8 198,894,550 102,980,681 

Amerika 245,622.7 3,202,847,131 1,544,896,955 
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3.3.2.4. 5HNDEHWLQ�<DSÕVÕ�YH�'R\XP�'�]H\L 
 

Bütün perakendeciler direkt ya GD�GROD\OÕ�RODUDN�UHNDEHW�LoLQGHGLU��%X�QHGHQOH��
SHUDNHQGHFL� LoLQ� PD÷D]DQÕQ� UHNDEHWL� KDNNÕQGD� ELOLQPHVL� JHUHNHQ� KHU� úH\L� ELOPHN�
|QHPOLGLU��5DNLSOHULQ�VD\ÕVÕ�YH�EX�SHUDNHQGHFLOHULQ� VDOGÕUJDQOÕ÷Õ� DQDOL]�HGLOPHOLGLU��
%X� ELUNDo� \ROOD� \DSÕODELOLU�� |UQH÷LQ�� WLFDUHW� E|OJHVLQLQ� EDVLW� ELU� LQFHOHPHVL�
SHUDNHQGHFL� VD\ÕVÕQÕ� EHOLUOH\HFHNWLU��Bu pHUDNHQGHFLOHUGHQ�ED]ÕODUÕ�GR÷UXGDQ�  rakip 

RODFDNWÕU��\DQL�� WHPHO�RODUDN��VXQXOPDVÕ�G�ú�Q�OHQ��U�QOHUOH�D\QÕ�tür ürünü satarlar. 

'L÷HU�SHUDNHQGHFLOHU��D\QÕ�P�úWHULOHULQ�SDUDVÕ�LoLQ��IDNDW�GROD\OÕ�ELU�úHNLOGH�UHNDEHW�
ederler; bu durumda� WLFDUHW� E|OJHVL� LoLQGH� ND]DQo� oHúLWOL� SHUDNHQGHFLOHU� DUDVÕQGD 
E|O�ú�OHFHNWLU�1     

 

Bölgedeki rekabet düzeyi perakendecinin ürününe olan talebi etkiler. 

3HUDNHQGHFL�� JHQHO� VWUDWHMLVLQH� ED÷OÕ� RODUDN�� G�ú�N� UHNDEHWLQ� ROGX÷X� ELU� E|OJH\H�
JLUPHN� LVWH\HELOLU�� gUQH÷LQ�� :DO-0DUW¶ÕQ� HUNHQ� EDúDUÕVÕ,� J|UHFH� ]D\ÕI� UHNDEHWLQ�
ROGX÷X� N�o�N� NHQWOHUGH�PD÷D]alar açma stratejisine dD\DQÕU�Wal-Mart ile fiyat ve 

�U�Q�JHQLúOL÷L�NRnusunda rekabet edemeyen birçok küçük perakendeci ya ürünlerini 

YH�YH\D�KL]PHW�VWUDWHMLOHULQL�\HQLGHQ�NRQXPODQGÕUPÕú�\D�GD�SD]DUÕ�WHUN�HWPLúWLU� 2   
 

%LU�PD÷D]D\Õ� J|UHFH� \�NVHN� UHNDEHWLQ� ROGX÷X�ELU� E|OJHGH�NXUPak da� ID\GDOÕ�
ELU�VWUDWHML�RODELOLU��o�QN��P�úWHULOHU�E|OJH\H�JHQLú��U�Q�oHúLWOLOL÷L�LOH�oHNLOLU��1HLPDQ�
Marcus, Montgomery Ward, J.C. Penny, Saks Fifth Avenue, Foley’s, Dillard’s gibi 

perakendecilerin tümü Kuzey Dallas’ta iki millik� ELU� E|OJH� LoLQGH� PD÷D]alara 

sahiptir. Fakat perakendeciler DúÕUÕ� PD÷D]DOÕ� (overstored) bölgelere–verimli bir 

úHNLOGH� WDOHEL� NDUúÕOD\DQ� oRN� ID]OD� PD÷D]DQÕQ� ROGX÷X� E|OJHOHU- girmemeye dikkat 

etmelidir.3  

 

Perakendeciler genellikle ticaret bölgesi doyumunu belirlemek için kaba 

metotlar NXOODQPÕúWÕU��(Q�JHQLú�úHNLOGH�NXOODQÕODQ�|Oo�WOHUGHQ�ELUNDoÕ�ú|\OHGLU� 
1. PHUDNHQGH�NXUXPX�EDúÕQD�NLúL�VD\ÕVÕ 
2. PHUDNHQGH�NXUXPX�EDúÕQD�PHYFXW�SHUDNHQGH�KDUFDPDODUÕ 

                                                
1 Redinbaugh, Op.Cit., s.165.  
2 Levy and Weitz, Essentials of Retailing., s.142. 
3 Ibid, s.142-143. 
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3. 0D÷D]DGD�Pð�EDúÕQD�NLúL�VD\ÕVÕ 
4. 0D÷D]D�ERúOXNODUÕQÕQ�WRSODP�PD÷D]DODUD�RUDQÕ 
5. 6DWÕú�DODQÕ�Lçinde m² �EDúÕQD�VDWÕúODU1      

 

%LU� E|OJHQLQ� SRWDQVL\HOLQL� |OoPHN� YH� GH÷HUOHQGLUPHN� LoLQ� \D\JÕQ� RODUDN�
NXOODQÕODQ�perakende doyum indeksi(IRS)�\XNDUÕGDNL�|Oo�WOHUGHQ�ELUoR÷XQX�NDSVDU�2 
Perakende doyum indeksi, belirlL�ELU�FR÷UDILN�E|OJHGH�UHNDEHW�düzeyini ve perakende 

VDWÕúODUÕ� inceler.3 %LU�EDúND�GH\LúOH�SHUDNHQGH�GR\XP�LQGHNVL��EHOLUOL�ELU�SD]DU�DODQÕ�
içinde belirli bir ürün� LoLQ� PD÷D]D� DODQÕ m²si� EDúÕQD� SRWDQVL\HO� VDWÕúODUÕQ� ELU�
|Oo�V�G�U��%LU�SD]DU�DODQÕ�GH÷HUOHQGLUPH�DUDFÕ�RODUDN��W�NHWLFL�WDOHEL�YH�UHNDEHWoL�DU]Õ�
ELUOHúWLULU�� $VOÕQGD� LQGHNV�� ELU� SD]DU� DODQÕQÕQ� NDSDVLWHVLQL� SHUDNHQGH� VDWÕúODUD�
G|Q�úW�UPH�NDSDVLWHVLQLQ�RUDQÕGÕU�4 %XUDGD�DQD�ILNLU��ELU�E|OJH�G�ú�N�ELU�SHUDNHQGH�
GR\XP� G�]H\LQH� VDKLSVH� SHUDNHQGHFLQLQ� R� E|OJHGH� EDúDUÕOÕ� ROPD� RODVÕOÕ÷Õ, tersi 

durumdakinden�GDKD�\�NVHNWLU��3HUDNHQGH�GR\XP�LQGHNVL�DúD÷ÕGDNL�JLEL�KHVDSODQÕU�5  
 

1

11
1

RF

REC
IRS

×
=        

 

1IRS = Belirli bir ürün (hizmet) kategorisi için, bölge 1 için perakende doyum 

indeksi  

1C   = Belirli bir ürün (hizmet) kategorisi için, b|OJH��¶GHNL�P�úWHULOHULQ�VD\ÕVÕ  
1RE = Belirli bir ürün (hizmet) kategorisi için, bölgH� �¶GH� P�úWHUL� EDúÕQD�

perakende harcamalar 

1RF = Bölge 1’de belirli bir ürün (hizmet) kategoriVLQH� D\UÕODQ� WRSODP�
SHUDNHQGH�VDWÕú�DODQÕ  

 

                                                
1 William Applebaum and Saul B. Cohen, “Trading Area Networks aand Problems of Store 
6DWXUDWÕRQ�´�The Journal of Retailing, Vol.37, No.4 (Winter 1961-1962), ss:38-39’dan aktaran David 
J. Rachman, Retail Strategy and Structure, 2nd ed., New Jersey: Prentice-Hall, 1975, s.330.                                            
2 Ibid. 
3 Hasty and Reardon, Op.Cit., s.226. 
4 Lewison, Op.Cit., s.322. 
5 Mason, Mayer and Ezell, Op.Cit., s.242. 
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Formüldeki  veriler perakendeciOHU� WDUDIÕQGDQ� NXOODQÕODELOLU�� 1�IXV� VD\ÕPÕ�
YHULOHUL�� GR\XUXODFDN� SD]DU� DODQÕ� LoLQGHNL� P�úWHUL� VD\ÕVÕQÕ� belirlemek için 

NXOODQÕODELOLU��hU�Q� WLSLQH� J|UH� W�NHWLFL� EDúÕQD� KDUFDPDlara LOLúNLQ� ELOJLOHU� LVWDWLVWLN�
NXUXPODUÕQGDQ�VD÷ODQDELOLU� Söz konusu pazar içinde o ürün (hizmet) kategorisi için 

D\UÕODQ�WRSODP�SHUDNHQGH�VDWÕú�DODQÕ�LVH�J|]OHPOH�EHOLUOHQHELOLU�1    
 

$� SD]DUÕQGD� ELU� süpermarket için perakende doyum indeksiQL� ú|\OH� DQDOL]�
edebiliriz:2��$�SD]DUÕQGD���������W�NHWLFL�JÕGD�PD÷D]DODUÕQGD�KHU�KDIWD�LoLQ�Rrtalama 

25 $�KDUFDPDNWDGÕU��$�SD]DUÕQD��WRSODP�����000 m²’OLN�VDWÕú�DODQÕQGD�KL]PHW�VXQDQ�
���V�SHUPDUNHW�EXOXQPDNWDGÕU�� 

 

==
×

=
000.144

000.500.2

000.144

25000.100
IRS 17,36$   

 

17,36 $�PHYFXW�JÕGD�PD÷D]DODUÕQÕQ�KHU m²si�LoLQ�VDWÕúODUÕn tahmininde  \DUDUOÕ�
bir ölçüdür. gUQH÷LQ�� EX� E|OJH\H� JLUPH\L� G�ú�QHQ� ELU� JÕGD� ]LQFLUL�� |QFHNL�
GHQH\LPOHULQGHQ� NDUOÕOÕ÷Õ� V�UG�UPek için  m² EDúÕQD� ���� G�]H\LQGH� VDWÕúÕQ�
JHUHNWL÷LQH� LQDQÕ\RUVD�� PXKWHPHOHQ� EX� SD]DUD� JLUPH\HFektir.� 'ROD\ÕVÕ\OD��
SHUDNHQGHFLOHU�DOWHUQDWLI�E|OJHOHULQ�GR\XP�LQGHNVOHULQL�NDUúÕODúWÕUDUDN�NHQGLOHUL� LoLQ�
çekici olan bölgeyi belirleyebilir.3       

 

Perakende doyum indeksi(metre kare�EDúÕQD�VDWÕúODU��HQ�oRN��N�o�N�ELU�E|OJH\H�
\HQL�PD÷D]DODU�LODYH�HGLOGL÷LQGH�G�úHU�4     

 

3.3.3. Mevcut Bir�0D÷D]DQÕQ�7LFDUHW�%|OJHVLQL�%HOirleme  

 

0D÷D]D�VDKLEL�SHUDNHQGHFLOHU��LON�NH]�PD÷D]D�DoDFDN�RODQ�SHUDNHQGHFLOHUH�J|UH�
GDKD� DYDQWDMOÕGÕU�� 'HQH\LPOL� SHUDNHQGHFLOHU� PHYFXW� PD÷D]DODUGDQ� VD÷ODGÕNODUÕ�
ELOJL\L�� \HQL� ELU� PD÷D]D planlama konusunda karar verirken kullanabilir. Yeni 

PD÷D]D�HVNLVL\OH�EHQ]HUVH�HOGH�HGLOHQ�VDWÕúODU�PXKWHPHOHQ�EHQ]HU�RODFDNWÕU��$QFDN�
                                                
1 Ibid. 
2 Ibid, ss:242-244. 
3 Rachman, Op.Cit., s.331. 
4 Berman and Evans, Op.Cit., s.238. 
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perDNHQGHFL��PD÷D]DODUÕQ�W�P�NrLWLN�IDNW|UOHU�DoÕVÕQGDQ�ELUELULQH�EHQ]HU�ROGX÷XQGDQ�
HPLQ�ROPDOÕGÕU��  1 

 

0HYFXW�ELU�PD÷Dza için, ticaret bölgesinin büyüklük, biçim ve karakteristikleri 

genellikle GR÷UX� ELU� úHNLOGH� EHWLPOHQHELOLU�� 0D÷D]D� ND\ÕWODUÕ�ELULQFLO� YHULOHU�� YH\D�
|]HO�ELU�DUDúWÕUPD�LNLQFLO�YHULOHU�� WLFDUHW�E|OJHVLQL�|OoPHN� LoLQ�NXOODQÕODELOLU��%XQXQ�
\DQÕQGD��NRQXVXQGD uzman firmalar bilgisayar destekli bilgiler,�Q�IXV�VD\ÕPÕ�YH�GL÷HU�
LVWDWLVWLNOHUH�GD\DQDQ�KDULWDODU�VD÷ODPDNWDGÕU� 2   
 

3.3.3.1. Araç Plaka Analizi  

 

%HQ]HU�PD÷D]DODU� LoLQ� WLFDUHW� E|OJHOHULQL� |OoPHQLQ� \D\JÕQ� PHWRWODUÕQGDQ� ELUL�
araç plaka analizidir. PerakHQGHFL�PHYFXW� ELU�PD÷D]DQÕQ� SDUN� DODQÕQGDNL� DUDoODUÕQ�
ND\ÕWODUÕQGDQ�P�úWHUL� DGUHVOHULQL� EHOLUOHU�� %LU� KDULWD� �]HULQGH� EX� QRNWDODUÕQ� SODQÕQÕ�
oL]HUHN� WLFDUHW�E|OJHVLQLQ�JHQHO�J|U�Q�P��KDNNÕQGD� ILNLU�HGLQPHN�P�PN�QG�U��%X�
ELOJL��GDKD�VRQUD�DoÕODFDN�PD÷D]DODU�LoLQ�SODQODPDGD�NXOODQÕODELOLU� 3 

 

Araç SODND� DQDOL]LQL� NXOODQÕUNHQ�� V�U�F�� ROPD\DQODU� YH� \ROFXODU� LKPDO�
HGLOPHPHOLGLU��0D÷D]D\D� \�U�\HQ�� WRSOX� WDúÕPDFÕOÕ÷Õ� NXOODQDQ�P�úWHULOHU� DUDúWÕUPD�
NDSVDPÕQD�DOÕQPDOÕGÕU��%X�P�úWHULOHUGHQ�YHUL�VD÷ODPDN�LoLQ�oR÷X�NH]�Dnket yapmak 

gereklidir.4     

 

Temsili bir örneklemeyi garantilemek� LoLQ�� IDUNOÕ� ]DPDQODUGD� DUDo� plaka 

NRQWURO�� \DSÕOPDOÕGÕU�� %X� WHNQL÷LQ� ELULQFLO� DYDQWDMÕ� J|UHFH� XFX]� ROPDVÕGÕU�� $QFDN��
ELUNDo�VÕQÕUODPD\D�GD�VDKLSWLU������PD÷D]D\D�DUDED\OD�JHUoHNWHQ�NLPLQ�JHOGL÷LQL�YH\D�
DUDEDQÕQ� V�UHNOL� ELU�P�úWHUL\L�PL� \RNVD� R� FLYDUGD� EXOXQDQ�ELULQL�PL� WHPVLO� HWWL÷LQL�
EHOLUOHPHN�P�PN�Q�ROPDPDNWDGÕU�� ����analiz, P�úWHULOHULQ�VDWÕQ�DOPD�GDYUDQÕúÕ (ne 

VDWÕQ�DOGÕNODUÕ��QH�NDGDU�VDWÕQ�DOGÕNODUÕ��QHUHGHQ��QLoLQ�VDWÕQ�DOGÕNODUÕ�YHya herhangi bir 

                                                
1 Mason, Mayer and Ezell, Op.Cit., s.252. 
2 Eugene Carlson, “Business Map Plans for Use of Tiger Geographical Files,” Wall Street Journal, 
June 8(1990), s.B2’den aktaran Berman and Evans, Op.Cit., s.220. 
3 Mason, Mayer and Ezell, Op.Cit., s.252. 
4 Berman and Evans, Op.Cit., ss:221-222. 
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úH\�VDWÕQ�DOÕS�DOPDGÕNODUÕ gibi) KDNNÕQGD�ELOgi vermez. (3) her bir arabadaki�P�úWHUL�
VD\ÕVÕ�EHOLUOHQHPH]�1  
 

3��������0�úWHUL�$QNHWOHUL 
 

.LúLVHO� ELU� J|U�úPH�� DQNHW� IRUPX� postalama veya telefonla anket belirli bir 

E|OJHGH�NLPLQ�\DúDGÕ÷Õ�YH\D�oDOÕúWÕ÷Õ��PHYFXW�\D�GD�SRWDQVL\HO�P�úWHULOHULQ�NLPOHU�
ROGX÷X�NRQXVXQGD�ELOJL�VD÷OD\DELOLU��%HOLUOL�ELU�PD÷D]D�\D�GD�DOÕúYHULú�PHUNH]L�LoLQGe 

\�]\�]H� J|U�úPHOHUOH� YH\D� HYH� gönderilen� DQNHW� IRUPODUÕ\OD� JHUoHN� P�úWHULOHU�
incelenebilir.2  

 

0�úWHUL� DQNHWL� ID\GDOÕ�ELOJLOHU� VD÷ODU�� ����GHPRJUDILN�|]HOOLNOHU� �|UQH÷LQ��\Dú��
PHVOHN��oRFXN�VD\ÕVÕ�������DOÕúYHULú�DOÕúNDQOÕNODUÕ��WHUFLK�HGLOHQ�PD÷D]D�WLSL��E|OJH��QH�
NDGDU�VÕN�DOÕúYHULú�\DSÕOGÕ÷Õ��� ���� VDWÕQ�DOPD�PRGHOOHUL� �|UQH÷LQ��DLOHGH�VDWÕQ�DOPD\Õ�
kim yapar), med\D� DOÕúNDQOÕNODUÕ� �UDG\R�� 79� YH� JD]HWH� DOÕúNDQOÕNODUÕ��3 Anketin 

NÕVÕWODPDODUÕ� LVH�PDOL\HW��]DPDQ�YH�YHULOHUL�HWNLOL�YH�YHULPOL�ELU�úHNLOGH�ELUOHúWLUPHN�
için gerekli beceridir.4 

 

3��������0�úWHUL�.D\ÕWODUÕ 
 

3HUDNHQGHFLOHU�PHYFXW�P�úWHULOHULQ�DGUHVOHULQH�XODúPDN�LoLQ�oHúLWOL�VHoHQHNOHUH�
VDKLSWLU��0�úWHUL��NUHGL��KL]PHW�YH�WHVOLPDW�ND\ÕWODUÕ��X\JXQ�ELU�Eiçimde�JHQLúOHWLOGL÷L�
YH� NRUXQGX÷X� WDNWLUGH� ELUoRN� ELOJL� LoHULU�� %X� ND\ÕWODUGDQ� SHUDNHQGHFLOHU� P�úWHUL�
DGUHVOHUL�� oDOÕúPD� \HUOHUL�� \Dú�� FLQVL\HW�� DLOH� GXUXPODUÕ�� WHOHIRQ� QXPDUDODUÕ� YH� VDWÕn 

alma�W�U��YH�PLNWDUODUÕQÕ�EXODELOLU��0�úWHUL�NUHGL��KL]PHW�YH�WHVOLPDW�ND\ÕWODUÕ�ELOJL\L�
elde� HWPHQLQ� KÕ]OÕ� YH� XFX]� DUDoODUÕGÕU�� DQFDN hizmet veya teslimat gerektirmeyen 

QDNLW�P�úWHULOHUL�DQDOL]LQ�GÕúÕQGD�NDOÕU�5�1DNLW�DOÕúYHULú�\DSDQ�P�úWHULOHULQ�DGUHVOHUL�
WHVOLP� ILúOHUL�� QDNLW� VDWÕú� VOLSOHUL�� PD÷D]D� LoL� \DUÕúPDODU�|UQH÷LQ� SL\DQJR�� YH� QDNLW�
ödemelerin kontrolü ile elde edilebilir.6   

                                                
1 Dale M. Lewison, Retailing, 6th. ed., London: Prentice-Hall, 1997, s.324. 
2 Ibid, ss:324-325. 
3 Mason, Mayer and Ezell, Op.Cit., s.254. 
4 Lewison, Op.Cit., s.325. 
5 Ibid. 
6 Berman and Evans, Op.Cit., s.220. 
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.UHGL� NDUWÕ� P�úWHULOHULQGHQ� YHUL� HOGH� HWPHN� NROD\� ROVD� GD, QDNLW� P�úWHULOHUL�
analizin GÕúÕQGD� EÕUDNÕOÕUVD�� EX� YHULOHUGHQ� VD÷ODQDQ� VRQXoODU� JHoHUOL� ROPD\DELOLU��
g]HOOLNOH� W�NHWLFL� NDUDNWHULVWLNOHUL� IDUNOÕ\VD�� NUHGL� NDUWÕ� NXOODQÕPÕ� IDrNOÕ� \HUOHUGHNL�
P�úWHULOHU� DUDVÕQGD� GH÷LúHELOLU�� %X� \�]GHQ�� VDGHFH� NUHGL� NDUWOÕ� P�úWHULOHULQ bir 

GH÷HUOHQGLUPHVL�� EHlirli bir yerden gelen� P�úWHULOHULQ� VD\ÕVÕQÕ� DEDUWDELOLU� YH\D�
ROGX÷XQGDQ�D]�J|VWHUHELlir.1     
 

3��������0�úWHUL�1RNWDODPD 

 

0�úWHUL�noktalama (customer spotting)��KHGHI�P�úWHULOHULQ�\HUOHULQL�EHOLUOHPHN�
LoLQ� VÕNoD� NXOODQÕODQ� ELU� WHNQLNWLU�� 0�úWHULOHULQ� HY� adresleri bir harita üzerinde 

LúDUHWOHQLU�YH�PD÷D]DQÕQ�ELULQFLO�WLFDUHW�E|OJHVLQL�WDQÕPODPDN�LoLQ�ELU�GDLUH�oL]LOLU��%X�
ELOJL�� GL÷HU� SRWDQVL\HO� \HUOHU� LoLQ�PXKWHPHO� WLFDUHW�E|OJHOHULQL� EHOLUOHPHN� DPDFÕ\OD�
NXOODQÕODELOLU�2  

 

Ticaret bölgesi anketleri perakeQGH� PD÷D]DODUÕQ� P�úWHULOHULQLQ� LVLPOHUL��
KDUFDPD�PRGHOOHUL� YH� DOÕúYHULú� DOÕúNDQOÕNODUÕ� KDNNÕQGD� ELOJL� VD÷ODU� Daha sonra bu 

YHULOHU� R� E|OJH\H� DLW� KDULWD� �]HULQGH� P�úWHULOHUL� QRNWDODU� KDOLQGH� LúDUHWOHPHN� LoLQ�
NXOODQÕOÕU��(OGH�HGLOHQ�P�úWHUL�QRNWDODPD�KDULWDVÕ�ticaret bölgesi analizi için temel bir 

KDULWD� RODUDN� NXOODQÕOÕU�3� 0�úWHUL� QRNWDODPD�� ELULQFLO� WLFDUHW� E|OJHVLQLQ�
EHWLPOHQPHVLQL� YH� VRQUDVÕQGD� R� E|OJH\H� Q�IX]� RUDQÕQÕQ� GH÷HUOHQGLUPHVLQL�
NROD\ODúWÕUÕU�4    

 

0�úWHUL� QRNWDODPD� VRQXFXQGD� HOGH� HGLOHQ� KDULWDODU� P�úWHULOHULQ� PD÷D]D\D�
XODúPDN�LoLQ�QH�NDGDU�X]DNOÕNWDQ�\ROFXOXN�\DSDFDNODUÕ��UDNLS�SHUDNHQGH�PD÷D]DODUÕQ�
HWNLVL�YH�XODúÕP�HQJHOOHUL�KDNNÕQGD�ELOJL�YHULU��0�úWHUL�QRNWDODPD�\|QWHPL�\|QHWLFL\H�
\HQL�ELU�PD÷D]DQÕQ�EDúDUÕ�YH�HWNLVLQL�GH÷HUOHQGLUPH��SUREOHPOL�ELU�PD÷D]D\Õ� WHúKLV�

                                                
1 Ibid, s.221. 
2 Mason, Mayer and Ezell, Op.Cit., s.253. 
3 H.Koshaka, “Three-dimensional Representation and Estimation of Retail Store Demand by Bicubic 
Splines”, Journal of Retailing, Vol.68,No:2(1992), ss:221-237’den aktaran Lisa O’Malley, Maurice 
Patterson and Martin Evans, “Retailing Applications of Geodemographics:A Preliminary 
Inverstigation”, Marketing Intelligence&Planning, Vol.13, No:2(1995), s.30.  
4 Ken Jones and Jim Simmons, The Retail Environment, 1st ed., London: Routledge, 1990, s.355. 
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HWPH�YH\D�SD]DUODPD�oHYUHVLQGH��\HQL�ELU�UDNLS�JLEL�|QHPOL�ELU�GH÷LúLNOL÷LQ�PD÷D]D�
�]HULQGH�HWNLVLQL�LQFHOHPH�LPNDQÕ�YHULU�1    

 

 

   

 

 

 

 

 

 

                           

 

 

 

 ùHNLO����%LU�6�SHUPDUNHW�øoLQ�0�úWHUL�1RNWDODPD�+DULWDVÕ 
Kaynak: Patrick M. Dunne, Robert F.Lusch and David A. Griffith, Retailing, 4th ed., Forth 
Worth, TX: Harcourt College Pub., 2002, s.253. 

  

 

3��������6�U�ú-Zaman Analizi 

 

6�U�ú-]DPDQ� DQDOL]L�� P�úWHULOHULQ� ELU� PD÷D]D\D� XODúPDN� LoLQ� QH� NDGDU�
PHVDIHGHQ� \ROFXOXN� \DSPD\D� LVWHNOL� ROGX÷XQX� EHOLUOH\HUHN� ELU� WLFDUHW� E|OJHVL�
WDQÕPODPDN� LoLQ� NXOODQÕODELOLU�� 7LFDUHW� E|OJHOHUL�� WÕNDQÕNOÕN� SUREOHPOHUL� YH� IL]LNVHO�
engellerdeQ� GROD\Õ�� WLSLN� RODUDN� PHVDIH� \HULQH� ]DPDQ� DoÕVÕQGDQ� DQDOL]� edilir. 

<DNODúÕN�ELU�KHVDS��P�úWHULOHULQ�ELU�NROD\OÕN�PD÷D]DVÕQD�XODúPDN�LoLQ�EHú�GDNLNDGDQ�
ID]OD� \ROFXOXN� \DSPD\DFD÷ÕQÕ� J|VWHULU�� %�\�N� ELU� E|OJHVHO� DOÕúYHULú� PHUNH]LQLQ�
P�úWHULOHULQLQ�G|UWWH��o���PHUNH]H�XODúPDN�LoLQ�RQ�EHú�GDNLND�DUDED�NXOODQDFDNWÕU�2  

 

3HUDNHQGHFLOHU��EHOLUOL�\HUOHUGHNL�W�NHWLFLOHU�KDNNÕQGD�GDKD�GHWD\OÕ�GHPRJUDILN�
bilgilere� XODúPDN� LVWHUOHUVH�� GHPRJUDILN� N�PHOHPH� LOH� WRSOXOXNODUÕ� WDQÕPODPDN� LoLQ�

                                                
1 Ibid. 
2 Mason, Mayer and Ezell, Op.Cit., s.253. 

 
0D÷D]D 

0D÷D]D\D 
 2 km. mesafe 0D÷D]D\D 

1,5 km. mesafe 
0D÷D]D\D 
 1 km. mesafe 

0D÷D]D\D 
 0.5 km.mesafe 
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ROXúWXUXODQ�ELOJLVD\Dr sistemlerinden yararlanabilir. PRIZM olarak bilinen bu sistem, 

SRVWD�NRGX�YDVÕWDVÕ\OD�WRSOXOXNODUÕ�VÕQÕIODQGÕUÕU�YH�WDQÕPODU�1    
 

&ODULWDV� &RUSRUDWLRQ� WDUDIÕQGDQ� JHOLúWLULOHQ� 3RWDQWLDO� 5DWLQJ� ,QGH[� IRU� =LS�
0DUNHWV�35,=0��� Q�IXV� VD\ÕP� YHULOHULQL�� �ONH� oDSÕQGD� W�NHWicilerle \DSÕODQ�
J|U�úPHOHUL�JHR-GHPRJUDILN�ELU�NHVLPOHPH�VLVWHPLQGH�ELUOHúWLULU�2�35,=0��LQVDQODUÕQ�
HPVDOOHULQLQ� ROGX÷X� VHPWOHUGH� \DúDPD\Õ� VHYGL÷L� YH� ELU� VHPW� LoLQGHNL� EX� LQVDQODUÕQ�
EHQ]HU�W�NHWLFL�GDYUDQÕú�PRGHOOHULQH�VDKLS�ROGX÷X�|QF�O�QH�GD\DQÕU��35,=0 yaúDP�
WDU]Õ� UDSRUODUÕ�Q�IXV��KDQH�KDONODUÕ��FLQVL\HW�� \Dú�� DLOH�E�\�NO�÷��YH�GH�\DúDP� WDU]Õ�
kesimlerine göre ev VDKLSOL÷L�LOH�LOJLOL�YHULOHU�LoHULU�3        
                                                                                                                                                                  

3.3.4. Yeni Bir Ma÷D]DQÕQ�7LFDUHW�%|OJHVLQL�%HOLUleme 

 

<HQL�ELU�PD÷D]D�LoLQ�RODVÕ�WLFDUHW�E|OJHOHUL��PHYFXW�P�úWHULQLQ�DOÕúYHULú�WDU]Õ ve 

trafik (yaya ve araç) modellerinden çok, SD]DU� IÕUVDWODUÕQÕ� KHVDSOD\DUDN�
GH÷HUOHQGLUPHOLGLU. .XUXOX� ELU� PD÷D]DQÕQ� WLFDUHW� E|OJHVLQL� EelirOHPHGH� NXOODQÕODQ�
WHNQLNOHU�oR÷X�NH]�\HWHUVL]�ROGX÷XQGDQ�LODYH�DUDoODU�NXOODQÕOPDOÕGÕU�4 

 

Trend analizi ve/veya anketler alternatif ticaret bölgelerini betimlemek için bir 

WHPHO�ROXúWXUDELOLU��7UHQG�DQDOL]L-JHoPLúH�GD\DQDUDN�JHOHFH÷L�WDKPLQ�HWPH- nüfusun 

GD÷ÕOÕPÕ��RWRPRELO�ND\ÕWODUÕ�� WRSOX� WDúÕPDFÕOÕN��DQD\ROODU�KDNNÕQGD� WDKPLQOHUOH� LOJLOL�
K�N�PHW�YH�GL÷HU�ND\QDNODUGDQ�VD÷ODQDQ�YHULOHULQ� LQFHOHQPHVLQL�JHUHNWLULU��0�úWHUL�
DQNHWOHUL��LQVDQODUÕQ�GH÷LúLN�RODVÕ�SHUDNHQGH�ORNDV\RQODUÕQD�\ROFXOXN�\DSPD\D�LVWHNOL�
RODFDNODUÕ� ]DPDQ� YH� PHVDIH�� \HQL� ELU� SHUDNHQGH� PD÷D]DVÕQD� LQVDQODUÕ� oHNHQ�
|]HOOLNOHU�� \HQL� ELU� PD÷D]D\Õ� ]L\DUHW� HWPHVL� HQ� PXKWHPHO� LQVDQODUÕQ� DGUHVOHUL� YH�
EHQ]HU�NRQXODU�KDNNÕQGD�ELOJL�WRSODPDN�LoLQ�NXOODQÕODELOLU�5  

 

                                                
1 “Block by Block,” Wall Street Journal (March 1990), s.R30; “Using Zip Codes to Segment 
Customers,” Stores (November 1989), ss:42-43; and Ross K. Baker, “Prizmer of Love,” American 
Demographics (February 1990), s.56’ dan aktaran Berman and Evans, Op.Cit., s.222. 
2 Michael J. Weiss, The Clustering of America, New York: Harper&Row, 1988’den aktaran Levy 
and Weitz, Retailing Management, s.351. 
3 Ibid, ss:351-354. 
4 Berman and Evans, Op.Cit., s.222. 
5 Ibid. 
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Ticaret bölgelerini ölçmek için birkaç� WDPDPOD\ÕFÕ� DQDOLWLN� PHWRW�
NXOODQÕOPDNWDGÕU��(Q�JHQLú�úHNLOGH�NXOODQÕODQ�WHNQLNOHUGHQ�ELUL�–DQDORJ�\DNODúÕPÕ- ilk 

NH]�����¶ODUGD�.URJHU�&RPSDQ\�LoLQ�:LOOLDP�$SSOHEDXP�WDUDIÕQGDQ�JHOLúWLULOPLúWLU��
$QDORJ� \DNODúÕPÕQÕQ� GDKD� ELoLPOHQGLULOPLú� LVWDWLVWLNVHO� YHUsiyonu çoklu regresyon 

DQDOL]LQL� NXOODQÕU�� ho�QF�� ELU� \DNODúÕP� 1HZWRQ¶XQ� \HUoHNLPL� NDQXQXQD� GD\DQDQ�
çekim modelleridir. Son olarak, yer�WDKVLVDW�PRGHOOHUL��oRNOX�PD÷D]DODUÕ�Hú�]DPDQOÕ�
RODUDN�\HUOHúWLUPH\H�oDOÕúÕU�1    

 

3.3.4.1. Kontrol Listeleri 

 

Büyük perakendeciler, potansiyel ticaret bölgelerini ve yerlerini 

GH÷HUOHQGLUPHGH� NXOODQÕODFDN� IDNW|UOHULQ� GHWD\OÕ� NRQWURO� OLVWHOHULQL� JHOLúWLUPLúOHUGLU� 
Teknik,� NÕUN� \ÕOGDQ� X]XQ� ELU� JHoPLúH� VDKLSWLU�2 Kontrol listesi; nüfus, söz konusu 

PD÷D]D\D� XODúÕODELOLUOLN�� UHNDEHW� YH� PDOL\HWH� LOLúNLQ� \DUDUOÕ� Iaktörlerin basit bir 

OLVWHVLGLU��dR÷X�NH]�JD\UL�UHVPLGLU�YH�DUDúWÕUPDFÕQÕQ�NDIDVÕQGDNL�UHVPL�WHPVLO�HGHU�3   
 

Kontrol listesi metodu, biU� \HULQ� GH÷HUL\Oe ilgili olarak sübjektif fakat nicel 

DQODWÕPODUD� XODúPDN� LoLQ� ELU� GL]L� LúOHPVHO� EDVDPDNODU� LoHULU�� øON� RODUDN�� DQDOLVW�
KHUKDQJL� ELU� \HU� GH÷HUOHQGLUPHVLQGH� oR÷XQOXNOD� GLNNDWH� DOÕQDQ� JHQHO� IDNW|UOHUL�
VÕUDODU��+HU bir genel faktör için; GH÷HUOHQGLUPH��SODQODQDQ perakende faaliyetinin yer 

LKWL\DoODUÕQÕ� \DQVÕWDQ� oHúLWOL� QLWHOLN ölçüPOHUL� EHOLUOHU�� gUQH÷LQ�� SHN� oRN� NROD\OÕN�
SHUDNHQGHFLVL�LoLQ�DQDKWDU�ELU�\HU�QLWHOL÷L�RODQ�NROD\�XODúÕP��DUDo�YH�\D\D�WUDIL÷LQLQ�
KDFPL�YH�NDOLWHVL�RODUDN�D\UÕODELOLU�4   

 

Üçüncüsü��KHU�ELU�\HU�QLWHOL÷L��EHOLUOL�ELU�SHUDNHQGHFL�WLSL�LoLQ�J|UHFH�|QHPLQH 
ED÷OÕ�RODUDN�V�EMHNWLI�ELU�D÷ÕUOÕN�DOÕU��<D\JÕQ�ELU�D÷ÕUOÕN�VLVWHPL��oRN�|QHPOL������RUWD�
derecede önemli (2), D]� |QHPOL���YH� |QHPVL]���� QLWHOLNOHU� úHNOLQGHGLU�� '|UG�QF��
DGÕP��KHU�ELU�\HU�DOWHUQDWLILQL�KHU�ELU�\HU�QLWHOL÷L�DoÕVÕQGDQ�GH÷HUOHQGLUPHNWLU��'DKa 

VRQUD��EX�\HU�DOWHUQDWLIOHULQH�LOLúNLQ�D÷ÕUOÕNOÕ�ELU�SXDQ�KHVDSODQÕU��$÷ÕUOÕNOÕ�SXDQ��söz 

                                                
1 Levy and Weitz, Retailing Management, s.359. 
2 McGoldrick, Op.Cit., s.239.  
3 Richard M. Clarkson, Colin M. Clarke-Hill and Terry Robinson, “UK Supermarket Location 
Assessment”, International Journal of Retail&Distruibution Management, Vol.24, No:6,(1996), 
s.27. 
4 Lewison, Op.Cit., s.350. 
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konusu yerin her nitelik� LoLQ� DOGÕ÷Õ� SXDQÕ� D÷ÕUOÕ÷Õ� LOH� oDUSDUDN� HOGH� HGLOLU�� 7�P�
QLWHOLNOHU� LoLQ�D÷ÕUOÕNOÕ�SXDQlar her bir yer alternatifi için genel�ELU�SXDQ�ROXúturmak 

�]HUH� WRSODQÕU�� 6RQ� DGÕP�� GH÷HUOHQGLUilen tüm alternatifleri genel puDQODUÕQD� J|UH�
VÕUD\D�NR\PDNWÕU�1                                                                                                                                     

  

.RQWURO� OLVWHVLQLQ� ED]Õ� |÷HOHUL� W�P�SHUDNHQGH� W�UOHUL� LoLQ� D\QÕ� RODFDNWÕU�� fakat 

her bir perakendecinin listesi kendisine�|]J��WLFDUHW�WDU]ÕQÕ�\DQVÕWDQ�|÷HOHU�LoHULU��Bir 

petrol perakendecisinin,�ELU�PRGD�SHUDNHQGHFLVLQLQ�NRQWURO�OLVWHVLQGHQ�oRN�IDUNOÕ�ELU�
OLVWH\H�VDKLS�RODFD÷Õ�DoÕNWÕU��%XQXQ�\DQÕ�VÕUD�Eenzer perakendecilerin kontrol listeleri 

strateji ve ticari güçlerindeki farNOÕOÕNODUD�ED÷OÕ�RODUDN�|QHPOL�IDUNOÕOÕNODU�LoHUHEilir 2   

 

Önemli kontrol listesi faktörlerinin J|]� DUGÕ� HGLOPHVL� QHGHQL\OH� SHN� oRN� \HU�
VHoLPL�NDUDUÕ�EDúDUÕVÕ]�ELU�VRQXo�YHUHELOPHNWHGLU��$]�VD\ÕGD�PD÷D]D�\HUL��ELU�NRQWURO�
OLVWHVLQLQ� W�P� |÷HOHULQGH� \�NVHN� EDúDUÕ� VD÷OD\DFDN� NDGDU� L\LGLU�� 'ROD\ÕVÕ\OD� Eir 

koQWURO� OLVWHVL�� HQ� D]ÕQGDQ�� DoÕNODUÕQ� J|]� DUGÕ� HGLOPHVLQGHQVH� NDUDrda dikkate 

DOÕQPDVÕQÕ�VD÷OD\DELOLU�3 
 

.RQWURO� OLVWHVL�PHWRGX�ROXúWXUXOPDVÕ�EDVLW� DQODúÕOPDVÕ�YH�NXOODQÕPÕ�NROD\�ELU�
PHWRWWXU��%XQXQ�\DQÕQGD��ILUPD\Õ�YH�ILUPDQÕQ�\HUOH� LOJLOL�JHUHNVLQLPOHULQi bilen yer 

VHoLPL�X]PDQODUÕQÕQ�J|U�úOHULQH�|QHPOL�GHUHFHGH�NDWNÕGD�EXOXQXU��4 DH÷HUOHQGLUPH�
sürecinin�VDGHFH�EDúODQJÕo�QRNWDVÕGÕU��FHYDSODUGDQ�oRN�VRUXODUÕ�RUWD\D�oÕNDUÕU��øOHULGH�
EDKVHGLOHFHN� RODQ� WHNQLNOHULQ� oR÷X� NRQWURO� OLVWHOHUL� �]HULQH� NXUXOXU�� 6|]� konusu 

teknik, stratejik planlama YHUL�WDEDQÕQÕQ�WDVOD÷ÕQÕ�GD�ROXúWXUDELOLU.5 
 

.RQWURO� OLVWHVL� PD÷D]D� \HU� VHoLPL� GH÷HUOHQGLUPHOHULQLQ� EDúODQJÕo� QRNWDVÕ�
ROGX÷XQGDQ��EX�DúDPDGD�KHU�DQD�EDúOÕN�DOWÕQGD�HOH�DOÕQDELOHFHN�IDNW|UOHUL�QRW�HWPHN�
ID\GDOÕ� RODFDNWÕU�� Tablo 2. uygun ticaret bölgelerini tahmin etmek, planlanan 

PD÷D]DQÕQ� RODVÕ� NDUOÕOÕ÷ÕQÕ� KHVDSODPDN� YH� LúKDFPLQL� WDKPLQ� HWPHN� LoLQ�
DUDúWÕUÕODELOHFHN�ELOJL�W�UOHULQLQ�JHQHO�ELU�NRQWURO�OLVWHVLQL�J|VWHUPHNWHGLU�6  
                                                
1 Ibid, ss:350-351. 
2 McGoldrick, Op.Cit., s.239. 
3 Ibid, ss:239-240. 
4 Lewison, Op.Cit., s.351. 
5 McGoldrick, Op.Cit., s.240. 
6Ibid.  
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Nüfus 

 

+HUKDQJL� ELU� GH÷HUOHQGLUPHQLQ� WHPHOL� LOJLli bölgelerdeki nüfus 

kDUDNWHULVWLNOHULQLQ� GHWD\OÕ� ELU� incelemesidir. 1�IXV� VDGHFH� PD÷D]D�
X\JXODQDELOLUOL÷LQLQ� EDúOÕFD� EHOLUOH\LFLVL� GH÷LOGLU�� D\QÕ� ]DPDQGD�� EHOLUOL� ELU� \HUH en 

X\JXQ�PD÷D]D�E�\�NO�÷�Q��GH�EHOLUOHU�1 
 

Bir bölgenin nüfus büyüklü÷���|]HOOLNOH KDONÕQ�JHQLú�NHVLPOHUL�WDUDIÕQGDQ�VDWÕQ�
DOÕQDQ� �U�QOHUL� EXOXQGXUDQ� PD÷D]DODU� LoLQ� SD]DU� IÕUVDWÕQÕQ� LON� J|VWHUJHVLGLU�� dR÷X�
NH]�� E�\�NO�÷�� DLOH� YH\D� KDQH� KDONÕ� VD\ÕVÕ� WHPHOLQGH� GLNNDWH� DOPDN tercih edilir; 

böylece kurumsal nüfus, geçici sakinler ve toplam Q�IXVXQ� ELU� SHUDNHQGH�PD÷D]D�
için potansiyel pazarla ilgiOL�ROPD\DELOHQ�GL÷HU�XQVXUODUÕ�DQDOL]�GÕúÕQGD�EÕUDNÕOÕU�2    

 

%|OJHQLQ�Q�IXV�H÷LOLPLQL belirlemek de önemlidir. Ba]Õ�E|OJHOHU�belirgin nüfus 

DUWÕúÕ�YH�D]DOÕúÕQD�maruz kalÕUNHQ,�ED]Õ�E|OJHOHULQ�Q�IXVX�X]XQ�\ÕOODU�ER\XQFD�GXUJXQ�
NDOPÕúWÕU��'XUJXQ�\D�GD�D]DOan bir nüfusa sahip bir bölge� ED]Õ�GXUXPODUGD� EDúDUÕOÕ�
PD÷D]D�IDDOL\HWOHUL� LoLn olanaklar sunabilir, ancak bir perakendeci için büyüyen bir 

topluluk daha iyidir. Bununla birlikte, gelecekte büyümenin devam etmesi için 

VD÷ODP� ELU� HNRQRPLN� WHPHOLQ� ROXS� ROPDGÕ÷ÕQÕ� EHOLUOHPHN� DPDFÕ\OD söz konusu 

bü\�PHQLQ�QHGHQOHULQLQ�EHOLUOHQPHVL�DNÕOOÕFDGÕU�3   
 

 

 

 

 

 

 

 

 

                                                
1J.D.Lord and J.Lundregan, “A Market-Area Approach to Determining Optimum Store Size”, 
International Review of Retail, Distribution and Consumer Research, Vol.9, No:4 (1999), ss:339-
348’den aktaran Ibid, s.241.   
2 William Davidson and Paul R.Brown, Retailing Management, 2nd ed., New York:Ronald Press, 
1960, s.64. 
3 Ibid. 



 
 

74 

 

Nüfus  8ODúÕODELOLUOLN Rekabet Maliyetler 

1�IXV�E�\�NO�÷� <D\D�DNÕúÕ Mevcut perakende faaliyeti SatÕQ�DOPD�IL\DWÕ 
<Dú�SURILOL <D\D�JLULú�\ROODUÕ      Direkt rakipler Kiralama dönemleri 

$LOH�E�\�NO�÷� 7RSOX�WDúÕPD �����'ROD\OÕ�UDNLSOHU <HU�KD]ÕUOÕ÷Õ 
Gelir düzeyleri     Türler �����$QD�PD÷D]DODU øQúD�VÕQÕUODPDODUÕ 
.LúL�EDúÕ     Maliyet      Kümülatif çekicilik Yer LPWL\D]ODUÕ 
       harcanabilir gelir  ����.XOODQÕP�NROD\OÕ÷Õ      Uyum Ödenecek oranlar 

0HVOHN�VÕQÕIODQGÕUPDODUÕ     Potansiyel Mevcut perakende spesifikasyonu <HQLOHPH�LKWL\DoODUÕ 
$QD�LVWLKGDP�DODQODUÕ Araba sahiplik düzeyleri �����6DWÕú�DODQODUÕ 2QDUÕP�PDOL\HWOHUL 
Ekonomik istikrar <RO�D÷Õ �����øú�KDFPL�WDKPLQOHUL *�YHQOLN�LKWL\DoODUÕ 
øúVL]OLN�G�]H\OHUL     Durumlar      Bölüm/ürün  3HUVRQHO�YDUOÕ÷Õ�RUDQÕ 
Mevsimsel dalgalanmalar ����6�U�ú�KÕ]ODUÕ              analizi 'D÷ÕWÕP�PDOL\HWOHri 

øVNDQ�\R÷XQOX÷X ����<R÷XQOXN �����7LFDUHW�DODQODUÕ 7DQÕWÕP�maliyetleri 

øVNDQ�\DúÕ�WLSL ����6ÕQÕUODPDODU �����0D÷D]DODÕQ�\DúÕ øú�KDFPL�ND\EÕ�GL÷HU� 
Mahalle     Planlar �����7DVDUÕP�VWDQGDUGÕ �����EUDQúODU 
     SÕQÕIODQGÕUPDVÕ Park etme      Otopark  

(Y�VDKLSOL÷L�G�]H\OHUL     Kapasite Doyum indeksi  

øQúD�\ÕNÕP�SODQODUÕ ����.ROD\OÕN Rekabetçi potansiyel  

<DúDP�WDU]Õ�|Oo�OHUL     Maliyet �����0D÷D]D�JHQLúOHWPH  

.�OW�UHO�HWQLN�JUXSODúPD     Potansiyel      Yenileme  

AOÕúYHULú�PRGHOOHUL Görünürlük   ���%Rú�\HUOHU  

 3HUVRQHO�JLULúL �����.HVLúPH  

 7DúÕPD�YH�GD÷ÕWÕP�      Yeniden konumlama  

 ����LoLQ�JLULú      Rekabetçi politika  

 

Tablo 2. Yer Seçimi Kontrol Listesi Faktörleri 
Kaynak: Peter McGoldrick, Retail Marketing, 2nd ed., New York: McGraw-Hill, 2002, s. 241.  

  
 

1�IXV�NDUÕúÕPÕQÕ�LQFHOH\HUHN�FLQVL\HW��\Dú��ÕUN��GLQ��H÷LWLP�G�]H\L��V�UHNOL�\D�GD�
geçici�GXUXPODU�YH�GL÷HU�IDNW|UOHUH�J|UH�ELOJL�HOGH�HWPHN�P�PN�QG�U��%X�NRQXODUÕQ�
|QHPL� Lú� W�U�QH�J|UH�GH÷LúLU��gUQH÷LQ��ELU�NLWDSoÕ�yüksek bir H÷LWLP�Güzeyine sahip 

bir çevrede�GDKD�L\L�ND]DQo�VD÷OD\DFDNWÕU��$\UÕFD� n�IXV�E�\�NO�÷�QGHNL�PHYVLPVHO�
GH÷LúLNOLNOHU� ED]Õ� E|OJHOHUGH�� |]HOOLNOH� X÷UDN� \HUOHUL� YH\D� WDWLO� E|OJHOHUL� YH� |QGH�
JHOHQ�H÷LWLP�PHUNH]OHULQGH�ROGXNoD�|QHPOLGLU�1 
 

Mevcut ve potansiyel harcama gücünü belirlemek için gelir düzeyi bilgisi 

\DQÕQGD� KDUFDQDELOLU� JHOLU� |Oo�POHUL�� J�QFHO� KDUFDPD� H÷LOLPOHUL� GH� GLNNDWH�
DOÕQPDOÕGÕU�� %|OJHOHUH� LOLúNLQ� JHQHO� YHULOHU�� GDKD� N�o�N� DODQODUGDNL� oRN� E�\�N�
IDUNOÕOÕNODUÕ� JL]OH\HELOLU�� EX� QHGHQOH� \HUHO� LúVL]OLN� G�]eyleri önemli bir istatistiktir. 

                                                
1 Ibid, ss:64-65. 
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%|OJHQLQ� LVWLKGDP� \DSÕVÕ� YH� LVWLNUDUÕ� GH÷HUOHQGLULOPHOLGLU�� gUQH÷LQ�� E�\�N� ELU�
RWRPRELO� �UHWLP� WHVLVLQLQ� NDSDWÕOPDVÕQÕQ� \HUHO� HNRQRPL� �]HULQGH� HWNLVL� úiddetli 

olabilir, evvelce uygun olan perakende yerleri b�\�N�GH÷HU�ND\EÕQD�X÷UD\DELOLU�1 
 

1�IXV�E�\�NO�÷���\Dú�SURILOL��DLOH�\DSÕVÕ�YH�PHVOHNOHUOH�LOJLOL�LVWDWLVWLNOHULQ�oR÷X�
Q�IXV� VD\ÕPODUÕ� DUDFÕOÕ÷Õ\OD� HOGH� HGLOHELOLU�� $QFDN�� FR÷UDILN� ELOJL� VLVWHPOHUL�*,6- 

Geographic Information Sistems) VD÷OD\ÕFÕODUÕ��|UQH÷LQ�([SHULDQ�YH�&$&,��úX�DQGD�
EX�ELOJLQLQ�EDúOÕFD�VD÷OD\ÕFÕVÕGÕU�2   

 

8ODúÕODELOLUOLN 

 

7RSOX� WDúÕPDFÕOÕ÷ÕQ� NXOODQÕPÕQÕ� DUWÕUPDN� LoLQ� \DSÕODQ� EDVNÕODUD� UD÷PHQ3 

XODúÕODELOLUOLN� KDOD� DUDED� NXOODQPD� V�UHOHUL� YH� SDUN� NRúXOODUÕ� LOH� Hú� DQODPOÕ� RODUDN�
J|U�OPHNWHGLU�� %XQODU� DVOÕQGD� SHN� oRN� SHUDNHQGH� \HU� VHoLPL� NDUDUÕQGD� DQDKWDU�
GH÷LúNHQOHUGLU�� IDNDW� GHWD\OÕ� ELU� GH÷HUOHQGLUPH� LoLQ� PD÷D]D\D� JHOLú-JLGLúOHUL�
NROD\ODúWÕUDQ� \D� GD� YD]JHoLUHQ� GL÷HU� SHN� oRN� IDNW|U�Q� GLNNDWH� DOÕQPDVÕ� JHUHNLU��
'�ú�Q�OHQ� PD÷D]D� W�U�� LoLQ� HQ� J|]H� oDUSDQ� IDNW|UOHUH� X\JXQ� D÷ÕUOÕN� YHUPH\H� GH�
dikkat edilmelidir.4 

 

Birçok tüketicinin araba ile DOÕúYHULúL� WHUFLK� HWPHVLQGHQ� GROD\Õ� SHUDNHQGHFL��
WLFDUHW� E|OJHVLQGHNL� \RO�� FDGGH� NRúXOODUÕQD�� SDUN� \HUL� LPNkQODUÕQD özellikle dikkat 

etmelidir.� %X� IDNW|UOHU� ELU� PD÷D]DQÕQ� \HULQL� bizzat belirlemez, fakat mevcut 

WDúÕPDFÕOÕN�KL]PHWOHUL�ELU� WRSOXOX÷XQ�YH� VRQXo�RODUDN�PD÷D]DQÕQ�VDWÕú�SRWDQVL\HOLQL�
olumlu veya olumsuz yönde etkileyebilir.� &DGGHOHU� JHQLú�� DVIDOWODQPÕú� YH� L\L�
ÕúÕNODQGÕUÕOPÕú�ROPDOÕGÕU��%|OJH��SODQOÕ�ELU�E|OJHVHO�DOÕúYHULú merkezine sahip ise, tüm 

\ROODU�PHUNH]H�oÕNPDOÕGÕU��<HWHUOL�SDUN�\HUL�KL]PHWL�VD÷ODQPDOÕGÕU��5      
 

*HOHQHNVHO�PHUNH]OHULQ�ELUoR÷X�P�úWHUL�WUDIL÷LQLQ�ROGXNoD�\�NVHN�ELU�RUDQÕ�LoLQ�
WRSOX� WDúÕPD\D� ED÷ÕPOÕGÕU�� %X� NRúXOODU� DOWÕQGD�� PHYFXW� YH� SRWDQVLyel toplu 

                                                
1 Ibid. 
2 McGoldrick, Op.Cit., s.241. 
3 M.F.Ibrahim and P.J.McGoldrick, Shopping Choices with Public Transport Options, Ashgate, 
Aldershot, 2002’den aktaran Ibid. 
4 Ibid. 
5 Redinbaugh, Op.Cit., s.188. 
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WDúÕPDFÕOÕN� W�UOHUL� YH maliyetleri \HU� GH÷HUOHQGLUPHVLQLQ� ELU� SDUoDVÕ� ROPDOÕGÕU� 
Çevresel nedenler,� ELUoRN� K�N�PHWH� WRSOX� WDúÕPD� VHoHQHNOHULQLQ� GDKD� JHQLú� ELU�
RUDQGD�NXOODQÕPÕ�YH�JHOLúWLULOPesini desteklemek için yol göstermektedir.1   

 

$\QÕ�oHYUHVHO�ND\JÕODU��DUDED�NXOODQÕPÕQGDQ�YD]JHoLUPHN�LoLQ��RWRE�V�|QFHOLNOL�
úHULWOHU��\�NVHN�SDUN�PDOL\HWOHUL�YH�PXKWHPHO�\RO�NXOODQÕP��FUHWOHULQL�LoHUHQ bir dizi 

|QOHPH� J|W�UPHNWHGLU�� %XQD� UD÷PHQ� oR÷X� SHUDNHQGHFL�� DUDo� VDKLEL�P�úWHULOHU� LoLQ�
XODúÕODELOir olmaya çok dikkat etmektedir.2     

 

ø]GLKDP� QRNWDODUÕ� \DUDWPDPDN� YH� LOJLOL� NDYúDNODUGD� JHUHNOL� GH÷LúLNOLNOHUL�
yapabilmek için,� RWRSDUNODUD� JLULú� \ROODUÕ� \HUHO� SODQODPDFÕODUOD� WLWL]� J|U�úPHOHU�
gerektirir.�<HU�GH÷HUlendirmesinde, zemin kat ve çok-katOÕ otopark potansiyelini de 

|OoPHOLGLU��0DOL\HW�YH�XODúÕODELOLUOLN�QHGHQL\OH�JHQellikle zemin katlar tercih edilir. 

)D]ODVÕyla  büyük bir otopark, kötü havDODUGD�P�úWHULOHU�LoLQ�X\JXQ�ROmayabilir hatta 

WHQKD�]DPDQODUGD�PD÷D]DQÕQ�SRS�OHU�ROPDGÕ÷Õ�L]OHQLPL�YHUHELOLU�3     
 

Kontrol� OLVWHOHUL� PD÷D]D� XODúÕODELOLUOL÷LQL� SHUVRQHO� DoÕVÕQGDQ� da dikkate 

DOPDOÕGÕU��gUQH÷LQ��RWR\RO��]HULQH�NXUXODQ�\D�GD�WRSOX�WDúÕPD�\ROODUÕndan uzak olan 

SHUDNHQGH� PD÷D]DODUÕ� SHUVRQHO� WDúÕPD� PDOL\HWOHULQH� NDWODQPDN� ]RUXQGD� NDODELOLU��
.DODEDOÕN� PHUNH]OHU� LoLQGH� GD÷ÕWÕP� DUDoODUÕQÕQ� XODúÕPÕ�� |]HOOLNOH� \�NOHPH� V�UHOHUL�
VÕQÕUOÕ�YH\D�\�NOHPH�P�úWHUL�WUDIL÷L�LOH�oDWÕúÕ\RU�LVH��EDúOÕ�EDúÕQD�ELU�VRUXQ�RODELOLU�4   

 

Rekabet  

 

+HU� SHUDNHQGHFL� GLUHNW� \D� GD� GROD\OÕ� RODUDN� UHNDEHWH� PDUX]� NDOÕU�� 'LUHNW�
rekabet, benzer ürün vH� KL]PHWOHUL� VXQDQ� SHUDNHQGHFLOHUOH� RODQ� UHNDEHWWLU�� 'ROD\OÕ�
UHNDEHW�LVH�IDUNOÕ��U�Q�YH�KL]PHWOHUL�VXQDQ��DQFDN�D\QÕ�W�NHWLFLQLQ�SDUDVÕ�LoLQ�UHNDEHW�
eden perakenGHFLOHU�DUDVÕQGD�V|]�NRQXVXGXU�5 

 

                                                
1 McGoldrick,Op.Cit., s.242. 
2 Ibid. 
3 Ibid, s.243. 
4 Ibid. 
5 Redinbaugh, Op.Cit., s.187. 
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�%LU�V�SHUPDUNHW�YH�ELU�JL\LP�PD÷D]DVÕ�GROD\OÕ�UHNDEHWH�|UQHN olabilir. Çok az 

SHUDNHQGHFL� GL÷HU� SHUDNHQGHFL� W�UOHUL\OH� GROD\OÕ� UHNDEHWe maruz kalmadan ticaret 

\DSDU��5DNLSOHU�oHúLWOHQGLUPH�SROLWLNDODUÕ�LOH�LOJLOL�RODUDN�GDKD�D]�HQJHOOHQGL÷LQGH�YH�
GDKD� VDOGÕUJDQ� ROGXNODUÕQGD� EX� ]RUOXN� DUWDU�� 7XKDIL\H� G�NNDQÕ� \D� GD� Eölümlü bir 

PD÷D]D��\HQL�ELU�E|OJHGH�oRN�VD\ÕGD�GROD\OÕ�UDNLSOH�NDUúÕ�NDUúÕ\D kalabilir.1    

 

RHNDEHWoL� J�o� EHOLUOL� XQVXUODUÕ� DQDOL]� HGHUHN� EHOLUOHQHELOLU2: (1) rakiplerin 

VD\ÕVÕ�� ���� KHU� ELULQLQ� QH� NDGDU� V�UHGLU� R� LúL� \DSWÕ÷Õ�� ���� KHU� ELU� UDNLELQ� \ÕOOÕN� VDWÕú�
KDFPL�� ����EX�SHUDNHQGHFLOHULQ� VDOGÕUJDQOÕ÷Õ�YH� VH]JL� J�F���Bu faktörler içinde, bir 

UDNLELQ�\ÕOOÕN�VDWÕú�KDFPL��muhtemelen elde edilmesi en zor olanGÕU��%XQXQOD�ELUOLNWH��
EX� UDNDPODU� Q�IXV� VD\ÕP� YHULOHULQGHQ�� WLFDUHW� NXUXPX� UDNDPODUÕQGDQ� YH� GL÷HU�
rakiplere sorularak tahmin edilebilir.3 

 

5HNDEHW� GH÷HUOHQGLUPHVLQGH� E|OJHGHNL� GL÷HU� SHUDNHQGH� IDDOL\HWOHULQLQ� SR]LWLI�
HWNLOHUL�GH�WDUWÕOPDOÕGÕU��%LU�DOÕúYHULú�PHUNH]LQGHNL�DQD�PD÷D]DODUÕQ�KHSVL��V|]�NRQXVX�
PD÷D]D\D� UDNLS� RODELOLU�� IDNDW� EX� PD÷D]DODU� DOÕúYHULú� PHUNH]LQH� P�úWHUL� DNÕúÕQÕ�
VD÷OD\DQ� NULWLN� |÷HOHUGLU�4� .RQX� LOH� LOJLOL� RODUDN� \DSÕODQ� UHJUHV\RQ� DQDOL]OHUL� ana 

PD÷D]DODUÕQ��GL÷HU�PD÷D]DODUÕQ�VDWÕú�YH�NDUOÕOÕ÷ÕQÕQ�J�oO��ELU�EHOLUOH\LFLVL�RODELOGL÷LQL�
J|VWHUPLúWLU�5  

 

%LUOLNWH�ELU�PÕNQDWÕV�HWNLVL�\DUDWDUak,�ELU�JUXS�N�o�N��X]PDQ�PD÷D]D kümülatif 

oHNLFLOLN�NDYUDPÕQGDQ�GD�\DUDUODQDELOLU. *UXSODúPD���U�Q�YH�KL]PHW�DOWHUQDWLIOHUL\OH�
�Q�ND]DQPÕú�FDGGH�YH\D�\HUGH�EXOXQDQ�PRGD�PD÷D]DODUÕ��D\DNNDEÕ�G�NNDQODUÕ�\D�GD�
DQWLND� PD÷D]DODUÕ� DUDVÕQGD� ROXúWXUulabilir. Bu tür JUXSODúPD� VDGHFH� Lú� \DSPD�
PDOL\HWLQL� D]DOWPD]�� RWRSDUN� DODQÕ�� KL]PHWOHU� YV�QLQ� SD\ODúÕOPDVÕ\OD� ELUH\VHO� VDWÕFÕ�
ULVNLQL�GH�D]DOWÕU�6  
 

 

                                                
1 McGoldrick, Op.Cit., s.243. 
2 Redinbaugh, Op.Cit., s.188. 
3 Ibid. 
4 McGoldrick, Op.Cit., s.243. 
5 P.M. Anderson, “Association of Shopping Centre Anchors with Performance of A Nonanchor 
Speciality Chain’s Stores”, Journal of Retailing, Vol.61, No:2(1985), s:61-74’den aktaran Ibid. 
6 S.Brown, “Retail Location Theory: The Legacy of Harold Hotelling”, Journal of Retailing, 
Vol.65(1989), ss:450-470’den aktaran Ibid, s.244.  



 
 

78 

Maliyetler 

 

Nüfus�� XODúÕODELOLUOLN� ve rekabet niteliklHULQLQ� GH÷HUOHQGLUPHOHUL�� ELU� \HUden 

VD÷ODQDELOHFHN�RODVÕ�Lú�KDFPLQL�WDKPLQ�HWPHN�LoLQ�ELUOHúWLULOLU��.DU�SRWDQVL\HOL�KHVDEÕ��
W�P�RODVÕ�\HU�YH�\|QHWLP�PDOL\HWOHULQLQ�GHWD\OÕ�ELU�LQFHOHPHVLQL�JHUHNWLULU�1   

 

0DOL\HW�ELOJLOHULQLQ�oR÷X,�JHOLúWLULFLOHU�\D�GD�bina malikleri� LOH�J|U�úPHOHUGHQ�
YH� GHWD\OÕ� \DSÕ�\HQLOHPH� PDOL\HWL� WDKPLQOHULQGHQ� VRQUD� RUWD\D� oÕNDU�� <HQL� ELU� \HU�
WDVDUODQGÕ÷ÕQGD�� |]HOOLNOH� SDKDOÕ� ELU� \ÕNÕP� JHUHNOL� LVH� \D� GD� X\JXQ� ROPD\DQ� \HULQ�
G|Q�úW�U�OPHVL� JHUHNL\RUVD�� \HU� KD]ÕUOÕN� PDOL\HWL� VDWÕQ� DOPD� IL\DWÕQGDQ� GDKD� ID]OD�
RODELOLU��gUQH÷LQ��*DWHVKHDG�0HWUR&HQWUH¶ÕQ� ilk yeri 1 milyon £¶H�DOÕQPÕú��IDNDW içi 

VX�GROX�NX\XODUÕ�VLWHGHQ�X]DNODúWÕUPDN�LoLQ�oRN�GDKD�E�\�N�ELU�\DWÕUÕP�JHUHNPLúWLU�2 
 

<�NVHNOLN�� PLPDUL� JHUHNVLQLPOHU� \D� GD� SH\]DMOD� LOJLOL� G�]HQOHPHOHULQ� LQúD�
maliyetlerine etkisi çok büyük olabilir. Ödenecek ücretler, perakendeciler ve yerel 

RWRULWHOHU� DUDVÕQGD� VÕN� VÕN� oHNLúPH� NRQXVX� ROXU�� DQODPOÕ� D\UÕFDOÕNODU� YHULOPHGL÷L�
WDNGLUGH�úHKLU�PHUNH]LQGHNL�\RNVXO�\HUOHULQ�JHOLúWLUilmesinde isteksizlik olabilir.3  

 

%LU�PD÷D]DQÕQ�\HUL�YH�GL]D\QÕ��JHOHFHNWHNL�PDOL\HW�\|QHWLPini oldukça etkiler. 

dRN�NDWOÕ�VDWÕú�\HUOHUL�\D�GD�SDUN�DODQÕ�JHUHNWLUHQ�ELU�PD÷D]D�LoLQ�E�\�N�ELU�DVDQV|U�
EDNÕP�PDOL\HWL�JHUHNHFHNWLU��<�NVHN�VXo�RUDQÕ�RODQ�ELU�oHYUH�V|]�NRQXVX�LVH�J�YHQOLN�
YH�KÕUVÕ]OÕNWDQ�NRUXQPD�PDOL\HWOHUL�NDoÕQÕOPD]�RODUDN�DUWDFDNWÕU.4  

 

'D÷ÕWÕP�PDOL\HWOHUL�GL÷HU�PDOL\HW�W�UOHUL�DUDVÕQGDGÕU��$QD�GD÷ÕWÕP�D÷ÕQGDQ�X]DN�
ELU�\HU�EX�W�U�PDOL\HWOHUL�HSH\FH�DUWÕUDELOLU�\D�GD�JHQLú�ELU�D÷�JHUHNWLUHELOLU��0D÷D]D�
LOH� LOJLOL� WDQÕWÕP� PDOL\HWOHUL� GH� GLNNDWH� DOÕQPDOÕGÕU�� \HUHO� PHG\DQÕQ� KÕ]OÕ� JHOLúLmi 

X\JXQ�IÕUVDWODU�\DUDWDELOLU�5 
 

 

 
                                                
1 Ibid, s.245. 
2 Ibid, s.246. 
3 Ibid. 
4 Ibid. 
5 Ibid. 
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3.3.4.2��&R÷UDILN�%LOJL�6LVWHPOHUL� 
 

Biçimsel yer analizi WHNQLNOHULQLQ����\ÕOGDQ�X]XQ�ELU�V�UHGLU�PHYFXW�ROPDVÕQD�
UD÷PHQ��JHOHQHNVHO�RODUDN�ELUoRN�SHUDNHQGHFL�VD÷GX\X�YH�GHQH\LPLQ�\RO�J|VWHUGL÷L�
sezgiye güvenerek bu teknikleri kullanmaz. Bununla birlikWH�� VRQ�RQ�EHú�\ÕO� LoLQGH�
G�ú�N�PDOL\HWOL�KHVDSODPDQÕQ�YH�SHUDNHQGH�VDWÕú�LOH�LOJLOL�W�P�YHUL�W�UOHULQGH�DUWÕúÕQ�
Hú]DPDQOÕ�RODUDN�RUWD\D�oÕNPDVÕ��SHUDNHQGHFLOHUH�NDUDU�DOPDGD�oRN�GDKD�UDV\RQHO�ELU�
\DNODúÕP�HOGH�HWPH�IÕUVDWÕ�YHUPLúWLU�1  

 

3HUDNHQGHFLOLNWH� VRQ� WHNQRORMLN� \HQLOLN� FR÷UDILN� ELOJL� VLVWHPOHULGLU��&R÷UDILN�
bilgi sistemi(Geographic Information Systems-GIS) IL]LNVHO� FR÷UDI\D\Õ� N�OW�UHO�
FR÷UDI\D� LOH� ELUOHúWLUHQ� ELOJLVD\DUD� GD\DOÕ� ELU� VLVWHPGLU�� )L]LNVHO� FR÷UDIya, fiziksel 

DODQGD� EHOLUOL� ELU� QRNWDQÕQ� HQOHP�NX]H\�J�QH\�� YH� ER\ODPÕ�GR÷X�EDWÕ�� YH� LOJLOL�
IL]LNVHO� NDUDNWHULVWLNOHUL�VX�� WRSUDN�� VÕFDNOÕN�� \ÕOOÕN� \D÷Õú� PLNWDUÕ�GLU�� Kültürel 

FR÷UDI\D� LVH� LQVDQR÷OXQXQ� R� E|OJHGH� JHUoHNOHúWLUGL÷L� úH\OHUGHQ� ROXúXU�� %XQX�
anlamak için, N�OW�U�Q� LQVDQODUÕQ� NHQGLOHUL� YH� LúOHQPHPLú� IL]LNVHO� oHYUH� DUDVÕQGD�
\DUDWWÕ÷Õ� WDPSRQ� ROGX÷XQX� LGUDN� HWPHN� JHUHNLU�� .�OW�U�� \Dú�� FLQVL\HW� YH� JHOLU� JLEL�
Q�IXV�NDUDNWHULVWLNOHULQL�YH�VDELW�IL]LNVHO�\DSÕODU�IDEULNDODU��PD÷D]DODU��DSDUWPDQODU��
okullar, evler, cDPLOHU��RWR\ROODU��GHPLU\ROODUÕ��KDYDDODQODUÕ��YV���YH�KDUHNHWOL�IL]LNVHO�
\DSÕODU�|UQH÷LQ�RWRPRELO�YH�NDP\RQ���JLEL�R�E|OJHGH�\HU�DODQ�LQVDQ�\DSÕPÕ�QHVQHOHUL�
NDSVDU��*HUoHNWH�N�OW�U�� LQVDQÕQ� IL]LNVHO�oHYUH� LoLQGH�JHUoHNOHúWLUGL÷L�� GDKD�VRQUD�R�
fiziksel çevUHQLQ�ELU�QLWHOL÷L�KDOLQH�JHOHQ�KHU�úH\L�LoHULU�2   

 

*,6� WHNQRORMLVLQGHNL� VRQ� LOHUOHPHOHU� SHUDNHQGH� DQDOLVWOHULQH� FR÷UDILN� E|OJH�
VDNLQOHULQLQ�\DúDP� WDU]ÕQÕ� �DNWLYLWHOHU�� LOJLOHU�� J|U�úOHU�� WDQÕPODPD� LPNDQÕ�GD�YHULU��
Bu, Galyan’s Trading Company gibi, �\DúDP�WDU]ÕQD�ROGXNoD�GX\DUOÕ�RODQ�PD÷D]DODU�
içLQ� \HU� VHoLPLQGH� oRN�\DUDUOÕGÕU�� 6DKLEL� 7KH�/LPLWHG� RODQ�*DO\DQ¶V, spor ürünleri 

DODQÕQGD� ������� Pð¶OLk NDWHJRUL� |OG�UHQ� ELU� PD÷D]DGÕU�3� ùHNLO� �.� FR÷Uafik bilgi 

sistemlerinin önemli�XQVXUODUÕQÕ�J|VWHUPHNWHGLU�� 
 

                                                
1 Tony Hernandez and David Bennison, “The Art and Science of Retail Location Decisions”, 
International Journal of Retail& Distribution Management, Vol 28,No:8(2000), s.362.  
2 Dunne, Lusch, and Griffith, Op.Cit., ss:239-240. 
3 ‘A Sporting Venture’, Business Demographics, January 1997, ss:23-25’den aktaran Ibid, ss: 240. 



 
 

80 

CR÷UDILN� ELOJL� VLVWHPOHULQLn� EDúODQJÕo� QRNWDVÕ� ����¶ODUD� GD\DQÕU�� IDNDW�
SHUDNHQGHFLOL÷H� HWNLVL� HQ� oRN� ����¶OHUGHQ� VRQUD� DQODúÕOPÕúWÕU�1 &R÷UDILN� ELOJL��
\HU\�]�QGH� \HU� VHoLPL� LOH� LOJLOL�� |]HOOLNOH� GR÷DO� IHQRPHQ�� N�OW�UHO� \D� GD� LQVDQ�
ND\QDNODUÕQD� LOLúNLQ� ELOJL� RODUDN� WDQÕPODQPDNWDGÕU�2� .DPX� NXUXOXúODUÕ� Nendilerine 

*,6¶LQ�HQ�HVNL�NXOODQÕFÕODUÕ�DUDVÕQGDGÕU��ùX�DQGD�*,6�X\JXODPDODUÕ�GD÷ÕOÕPÕQGD�oRN�
E�\�N�ELU�JHQLúOHPH�YDUGÕU, çünkü bu sistem büyük bir politik, ekonomik, ticari ve 

ELOLPVHO�NDUDU�DOPD�oHúLWOLOL÷L�VD÷ODU�3  
 

%LUoRN� *,6� VLVWHPL�� YHULOHULQ� NROD\� DQODúÕOÕU� J|UVHO� VXQXPXQX� VD÷OD\DQ�
ELOJLVD\DUD�GD\DOÕ�KDULWDODPD��YHULWDEDQÕ�KDULWDODPD�YH�LQWHUDNWLI�JUDILN�|]HOOLNOHULQH�
sahiptir. GIS, bilgisayar sistemlerinin azalan maliyetinin ve artan gücünün bir sonucu 

RODUDN� GDKD� \D\JÕQ� KDOH� JHOPHNWHGLU�� )DUNOÕ� E�\�NO�NWHNL� SHUDNHQGHFLOHU� QLú�
SD]DUODUÕ�EHOLUOHPH\H�YH�P�úWHUL�\HUOHúLP�|]HOOLNOHULQL�DQODPD\D�\DUGÕPFÕ�ROPDVÕ�LoLQ�
*,6� NXOODQPDNWDGÕU�� *,6¶LQ� EDúOÕFD� DYDQWDMÕ�� úX� DQNL� SD]DU� ELOJLVLQL� VLVWHP� LoLQH�
kolayca yüklHPH�\HWHQH÷LGLU�4    

 

&R÷UDILN bilgi sistemi endüstrisinGH�� EDúOÕFD� LNL� OLGHU� RODQ� &$&,� YH� &&1�úX 

DQGD�([SHULDQ��VÕUDVÕ\OD�$FRUQ�YH�0RVDLF�YHULWDEDQODUÕ� LOH� WDQÕQPÕúWÕU��%X�úLUNHWOHU�
YH�EHQ]HUOHUL�SRVWD�NRGX�G�]H\LQGH�GHWD\ODQGÕUÕOPÕú��WLFDUL�RODUDN�HOGH�Hdilebilir veri 

WDEDQODUÕ�VD÷ODU�5 

                                                
1 M.F. Goodchild, “Geographic Information Systems”, Journal of Retailing, Vol.67,No:1(1991), 
ss:3-15’den aktaran McGoldrick, Op.Cit., s.250. 
2 AGI, GIS Dictionary, version1.1 (STA/06/91), Association for Geographic Information, London, 
1991’den aktaran Ibid. 
3 Ibid, s.251. 
4 Lewison, Op.Cit., ss:222-223. 
5 Lisa O’Malley, Maurice Patterson and Martin Evans, “Retailing Applications of Geodemographics: 
A Preliminary Investigation”, Marketing Intelligence&Planning, Vol.13, No:2(1995), s.30.  
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ùHNLO�5. &R÷UDILN�%LOJL�6LVWHPL��GIS) UQVXUODUÕ 
Kaynak: Patrick M. Dunne, Robert F. Lusch and David A. Griffith, Retailing, 4th ed., Forth 
Worth, TX: Harcourt College Pub., 2002, s.241. 

                                                                                                                        

       

7HVFR�SHUDNHQGH�SD]DUODPDGD�EX�JLEL�LOHUL�WHNQRORML��U�QOHULQLQ�X\JXODQPDVÕQD�
iyi bir örnektir. 1980’lerin� EDúÕQGD� NDUOÕOÕ÷Õ� DUWÕUPDN� LoLQ� \HU� DUDúWÕUPD� ELULPL�
NXUXOPXúWXU�� 7LFDUHW� E|OJHOHULQLQ�� Q�IXV� NDUDNWHULVWLNOHULQL� NDSVD\DQ� EHWLPOHPHVL�
DUDFÕOÕ÷Õ\OD�� PHYFXW� SHUDNHQGHFLOHULQ� J�F��� \HUHO� DOW\DSÕ� YH� PHYFXW� RWRE�V 
J�]HUJDKODUÕQD� LOLúNLQ� GHWD\ODU� HOGH� HGLOPLúWir. Bu bilgi daha sonra potansiyel 

PD÷D]DODU� LoLQ� VDWÕú� WDKPLQOHUL� WHPHOLQGH� úHNLOOHQGLULOPLúWLU��1�IXV�NDUDNWHULVWLNOHUL�
X\JXQ��U�Q�NDUPDODUÕQÕ�YH�WDQÕWÕP�IDDOL\HWOHULQL�EHOLUOHPHN�LoLQ�NXOODQÕOPÕúWÕU��7HVFR�
EX�ELOJL\L�D\QÕ�]DPDQGD�WHN� WHN�PD÷D]DODUÕQ� LKWL\DoODUÕQÕ�GDKD�\DNÕQGDQ�NDUúÕOD\DQ 

)L]LNVHO�&R÷UDI\D 
Enlem/Boylam 
Toprak/Su 
Arazi 
<D÷Õú�PLNWDUÕ�.DU 
6ÕFDNOÕN 
 

 
 

Veri 
GLULúOHUL 

 

KültürHO�&R÷UDI\D 
Demografikler 
øQVDQ-�U�Q��<DSÕODU 
Tüketim modelleri  
dDOÕúPD�0RGHOOHUL 
%Rú�]DPDQ�GDYUDQÕúÕ 
 
 

                 GIS 
(Veri Toplama ve Bilgisayar 
Yoluyla Analiz) 

               dÕNWÕ 
+DULWDODU�YH�'L÷HU�%LOJL�      

Gösterimleri 
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�U�Q� GL]LOHUL� JHOLúWLUPHN� LoLQ� NXOODQÕU�� ùLUNHW� DQDORJ� PD÷D]D� DQNHW� YHULOHULQL�
NXOODQDUDN�ELU�HWNL�WDKPLQ�PRGHOL�GH�JHOLúWLUPLúWLU�1 

      

3HUDNHQGH� RUJDQL]DV\RQODUÕ� *,6� VD÷OD\ÕFÕODUÕQÕQ� \R÷XQ� VDWÕú� EDVNÕVÕ\OD� NDUúÕ�
NDUúÕ\DGÕU�� *,6� VD÷OD\ÕFÕODU� �U�QOHrinin GDKD� L\L� FR÷UDILN� |OoHNOHQGLUPHOHUOH 
úLUNHWOHULQ�oHNLP�E|OJHOHULQL�YH�SD]DUODUÕQÕ�DQODPDODUÕQD�\DUGÕPFÕ�RODELOHFH÷LQL, daha 

J�oO�� VHQDU\R�PRGHOOHPHVL� VD÷OD\DFD÷ÕQÕ� VDYXQXU�2 Bir yönetim teknolojisi olarak 

GIS, perakendeFLOLNWH� GH÷LúLN� |QHPOL� NXOODQÕP� DODQODUÕQD� VDKLSWLU�� 'DKD� \D\JÕQ 

NXOODQÕP�DODQODUÕQGDQ�ED]ÕVÕ�úXQODUGÕU�3 
 

���3D]DU�VHoLPL��+HGHI�SD]DUÕQÕQ�GHPRJUDILNOHUL�YH�SD]DUÕQ�GR\XP�G�]H\L�JLEL�
bir dizi kritere sahip bir perakendeci�� HQ�oHNLFL� úHKLU�YH\D� LOoHOHUL�ya� GD�JHQLúOHPH�
LoLQ�J|]�|Q�QGH�EXOXQGXUXODFDN�GL÷HU�FR÷UDILN�E|OJHOHUL�EHOLUOHPHN�YH�VÕUDODPDN�LoLQ�
GIS’i kullanabilir.  

2. <HU� DQDOL]L�� '�ú�Q�OHQ� EHOLUOL� ELU� oHYUHGH�� *,6� PXKWHPHO� HQ� L\L� \HUL�
WDQÕPOD\DELOLU�YH�EHNOHQHQ�NDUOÕOÕNODUÕ�DoÕVÕQGDQ�DOWHUQDWLI�\HUOHUL�GH÷HUOHQGLUHELOLU� 

3. 7LFDUHW�E|OJHVL�WDQÕPODPD��3HUDNHQGHFL�P�úWHULOHULQLQ�QHUHGH�LNDPHW�HWWL÷LQH�
dair bLU� YHULWDEDQÕ� JHOLúWLULUVH�� *,6� SURJUDPÕ� RWRPDWLN� RODUDN bir ticaret bölgesi 

KDULWDVÕ�JHOLúWLULU�YH�EX�KDULWD\Õ�J�QO�N��KDIWDOÕN��D\OÕN�YH\D�\ÕOOÕk olarak günceller.  

4. Reklâm yönetimi. *,6�� SHUDNHQGHFLQLQ� IDUNOÕ� PD÷D]DODUÕQ� NHQGL� WLFDUHW�
bölgelerindeki pazar potansiyelini temel alarak reklâm bütçesini tahsis etmesine 

\DUGÕP�HGHU� 
5�� hU�Q� \|QHWLPL�� *,6� SURJUDPÕ�� SHUDNHQGHFLQLQ� WLFDUHW� E|OJHVLQGHNL� aile ve 

ELUH\OHULQ� NDUDNWHULVWLNOHULQH� GD\DQDUDN� RSWLPDO� ELU� �U�Q� NDUPDVÕ� JHOLúWLUPHVLQL�
VD÷OD\DELOLU�� 

6. 0D÷D]D�\|QHWLFLOHULQLQ�GH÷HUOHQGLULOPHVL��%LU�*,6�SURJUDPÕ�|QHPOL�ELU�LQVDQ�
ND\QDNODUÕ� IRQNVL\RQX� JHUoHNOHúWLUHELOLU�� Ticaret bölgesi karakteristikleULQH� ED÷OÕ�
RODUDN�ELU�PD÷D]D�\|QHWLFLVLQLQ�QH�NDGDU�EDúDUÕOÕ�ROGX÷XQX�GH÷HUOHQGLUPH\H�\DUGÕPFÕ�
RODELOLU��$\QÕ�E�\�NO�NWH� LNL�PD÷D]DQÕQ�NHQGL� WLFDUHW�E|OJHOHULQGHNL�GHPRJUDILN�YH�
                                                
1 S. Moore and G. Attewell, “ To Be and Where Not To Be: The Tesco Approach to Locational 
Analysis”, OR Insight, Vol.4, No: 1(January-March 1991), ss:21-24’den aktaran O’Malley, Patterson 
and Evans, a.g.m., s.33.  
2 D. Benoit and P. Clarke, “Assessing GIS for Retail Location Planning”, Journal of Retailing and 
Consumer Services, Vol.4, No:4(1997), s.239. 
3 Dunne, Lusch and Griffith, Op.Cit., s.241-242. 
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UHNDEHWoL�NRúXOODUGDQ�GROD\Õ�ROGXNoD�IDUNOÕ�SHUIRUPDQV�J|VWHUHFH÷LQL�GLNNDWH�DODOÕP��
%X� QHGHQOH�� ELU� \|QHWLFL\L� NRQWURO�� GÕúÕQGDNL� úH\OHU� LoLQ� |G�OOHQGirmek ya da 

FH]DODQGÕUPDN�\DQOÕú�RODFDNWÕU� 
 

3HUDNHQGHFLOHU�\HU�VHoLPL�NDUDU�DOPD�IDDOL\HWOHULQL�GHVWHNOHPHN��]HUH�JHQLú�ELU�
DQDOLWLN�WHNQLN�oHúLWOLOL÷LQH�VDKLSWLU��)DNDW�JHoPLúWH�SHUDNHQGHFLOHULQ�oR÷XQOX÷X�NDUDU�
alma sürecinde bu tekniklHUGHQ� NDoÕQPÕú� YH� EX� V�UHFL� GDKD� oRN� ELU� VDQDW� RODUDN�
J|U�S� NLúLVHO� GHQH\LP� YH� VH]JL\H� |QHP� YHUPLúOHUGLU. Zamanla yer seçimi 

NDUDUODUÕQGD�GDKD� WHNQLN�\DNODúÕPODUÕ�EHQLPVHPHOHUL� LoLQ�SHUDNHQGHFLOHU��]HUindeki 

EDVNÕ�DUWPÕú�YH�EX�DUDoODUD�HULúLPOHUL�oDUSÕFÕ�ELU�úHNLOGH�GH÷LúPLúWLU�1  
 

8\JXQ� ELU� úHNLOGH� \|QHWLOHQ� *,6¶LQ� GH÷HUL�� SHUDNHQGHFLOHULQ� PD÷D]DODUÕQÕQ�
oHNLP� E|OJHOHULQL� �P�úWHULOHULQ� JHOGL÷L� \HUOHU�� YH� EX� E|OJHOHULQ� JHRGHPRJUDILN�
\DSÕVÕQÕ�KDQJL� WLSWH� P�úWHUL� LOH� NDUúÕODúPDODUÕ� PXKWHPHO�� DQODPD� LKWL\DFÕQGDGÕU��
DL÷HU� ELOJL� VLVWHPOHUL� LOH� E�W�QOHúWL÷LQGH�� *,6� KHP� EDúODQJÕoWDNL� \HU� VHoLPL�
SODQODPDVÕQGD� GH÷HUOL bir araç olarak hem de belirli� ELU� PD÷D]D� LoLQ� SD]DUODPD�
straWHMLVL� L]OHPHN� YH� JHOLúWLUPHN� �]HUH bir mekanizma olarak faaliyet gösterebilir. 

(OGH� HGLOHQ� VRQXoODUÕQ� GDKD� KÕ]OÕ� YH� HWNLOL� ELU� úHNLOGH� NDUDU� DOÕFÕODUD� LOHWLOPHVLQH�
LPNDQ� YHULU�� $\UÕFD�� RUJDQL]DV\RQ� oDSÕQGD� ELU� *,6�� YHUL� WRSODPD� YH� DQDOL]LQGH�
WXWDUOÕOÕ÷Õ� VD÷ODU�� %XQXQ� VRQXFXQGD�� *,6� X]PDQÕ� Rlmayan yöneticilerin 

DQOD\DELOHFH÷L�NROD\�HULúLOLU�ELU�WDVODN�ROXúXU�2   
 

3HUDNHQGHFLOHULQ� *,6� NXOODQÕPÕQÕQ� DUWWÕ÷ÕQD� GDLU� NDQÕWODU� EXOXQPDNWDGÕU�3 
<DSÕODQ� DQNHWH� NDWÕODQ� úLUNHWOHULQ� �\�]GH� ���� \DUÕVÕQGDQ� ID]ODVÕ� *,6� NXOODQPÕúWÕU��
Tablo 3’te� J|VWHULOGL÷L� Jibi u\JXODQDQ� WHNQLNOHULQ� VD\ÕVÕ� YH�*,6�NXOODQÕPÕ� DUDVÕQGD�
QHUHGH\VH� GR÷UXVDO� ELU� LOLúNL� YDUGÕU�� |UQH÷LQ�� � *,6¶L� EHQLPVH\HQ� SHUDNHQGH�
RUJDQL]DV\RQODUÕQÕQ�\�]GH���¶L�\HGL�\D�GD�GDKD�ID]OD�WHNQLN�NXOODQPDNWDGÕU��EX�RUDQ�
GIS kullanmayan organizasyonlarda sadeFH�\�]GH��¶GÕU�  
 

 
                                                
1 Hernandez and Bennison, a.g.m., s.357. 
2 Ian Clarke and Jennifer Rowley, “A case for Spatial Decision Support Systems in Retail Location 
Planning”, International Journal of Retail&Distribution Management, Vol.23, No:3(1995), s.6. 
3 D.J. Grimshaw, Bringing Geographical Information Systems into Business, London: Longman, 
1994’den aktaran Hernandez and Bennison, a.g.m., s.363. 
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Uygulanan               &R÷UDILN�%LOJL�6LVWHPL 
WHNQLNOHULQ�VD\ÕVÕ NXOODQÕFÕ�\�]GHVL NXOODQPD\DQODUÕQ�\�]GHVL 
1-3          33 64 

4-6 45 30 

7 veya daha fazla 21  6 

 

 

Tablo 3. Uygulanan 7HNQLNOHULQ�6D\ÕVÕQD�*öre GIS KXOODQÕPÕ�� 
Kaynak: Tony Hernandez and David Bennison, “The Art and Science of Retail Location                               
Decisions”, International Journal of Retail&Distribution Management,Vol.28, No:8(2000), 
s.363. 

 

 

%X� GXUXP�� *,6� SURJUDPÕQD� VDKLS� RUJDQL]DV\RQODUÕQ� ELUoR÷XQXQ� *,6¶L�� \HU�
VHoLPL� WHNQLNOHULQL� NXOODQÕOPD\D� KD]ÕU� KDOH� JHWLUPHN� LoLQ� NXOODQGÕNODUÕQÕ� J|VWHULU�1 
3HUDNHQGHFLOHU� \HQL� WHNQLNOHU� JHOLúWLUPHPHNWH�� EXQXQ� \HULQH� FR÷UDILk bilgi 

VLVWHPOHULQL�PD÷D]D�\HU�VHoLPL�GH÷HUOHQGLUPH�PHWRWODUÕQD�dâhil ederek bu konudaki 

PHYFXW�\DNODúÕPODUÕQD�\|Q�YHUPHNWHGLU.2 
 

%X� H÷LOLPLQ� JHOHFHNWH özellikle� KHP� EDNNDOL\H� KHP� GL÷HU perakende 

VHNW|UOHULQGH� KÕ]ODQPDVÕ� EHNOHQPHNWHGLU�� o�QN�� \HQL� PHWRWODUÕQ� JHOLúWLULOPHVL� YH�
X\JXODQPDVÕ� ]DPDQ� DOÕU�� J|UHFH� E�\�N� PLNWDUGD� ILQDQV� JHUHNWLULU� YH� oR÷XQOXNOD�
GHQH\VHO� |Oo�P� D]GÕU� Bununla birlikte, akademisyenler alternatif teoriler 

JHOLúWLUPH\H� GHYDP� HGHFHNWLU�� $QFDN� EX� oDOÕúPDODU� úirketler zaman ve maliyet 

VÕQÕUODPDODUÕQGDQ�GROD\Õ�\HQL�\HU�VHoLPL�PHWRWODUÕ�JHOLúWLUPHGH�ULVN�DOPD\D�GDKD�Dz 

istekli oldukça,� EDWÕOÕ� HNRQRPLOHUGH� SHUDNHQGHFLOLN� ED÷ODPÕQGD� NDoÕQÕOPD]� RODUDN�
deneysHO�|Oo�P�HNVLNOL÷LQH�PDUX]�NDODFDNWÕU�3  

 

*,6�SURJUDPÕQÕQ�ELU�RUJDQL]DV\RQGD�NDUDU� DOPD\Õ�GHVWHNOHPHGHNL�E�\�N� URO��
\DQÕQGD�� GDKD� JHQLú� SD]DU� DQDOL]L� ED÷ODPÕQGD� G�ú�QPek önemlidir. Pazar analizi 

NDSVDPÕQÕQ� JHQLúOL÷L� QHGHQL\OH�� SD]DU� DQDOL]L�� SD]DUODPD� YH� Lú� SODQODPD� DUDVÕQGDNL�
D\ÕUÕP�JLWWLNoH�DúÕQPÕúWÕU��ùHNLO��.’te�J|VWHULOGL÷L�JLEL��JHOHQHNVHO�SD]DUODPD�NDUPDVÕ�
                                                
1 Ibid. 
2 Clarkson, Clarke-Hill and Robinson, a.g.m., s.30. 
3 Ibid. 
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olan 4P(product, price, place ve promotion), EHúLQFL� 3�YHUL� LúOHPH�� LOH�
WDPDPODQPDOÕGÕU�1   
 

 

    

ùHNLO����3D]DUODPD�.DUPDVÕQÕ�%LUOHúWLUPHN�øoLQ�*,6�3URJUDPODUÕQÕQ�.XOODQÕPÕ 
.D\QDN�� -�5�� %HDXPRQW�� ³*,6� DQJ� 0DUNHW� $QDO\VLV´�� '�-�� 0DJXLUH� YH� GL÷HUOHUL�� Geographic 
Information Systems, Vol.2, , Harlow: Longman, 1991, s.140’dan aktaran Ian Clarke and Jennifer 
Rowley, “A Case for Spatial Decision Support Systems in Retail Location Planning”, International 
Journal of Retail&Distribution Management, Vol.23, No:3(1995), s.9. 

 

 

Bu gösterim, stratejik kararlaUD�\DUGÕPFÕ�ROPDVÕ�LoLQ�oHúLWOL�SD]DUODPD�|÷HOHULQL�
ELUOHúWLUPHN� �]HUH� *,6¶LQ� ELU� DUDo� RODUDN� NXOODQÕP� \ROXQX� YXUJXODPDNWDGÕU��
%HDXPRQW�� SD]DUODPD� \|QHWLPL� LoLQ� FHYDSODQPDVÕ� JHUHNHQ� ID\GDOÕ� ELU soru listesi 

�ùHNLO� ��� ROXúWXUPXúWXU�� %X� OLVWH�� SD]DU� DQDOL]LQin ürün ve hizmetleri, tüketici ve 

UDNLSOHUL�YH�D\QÕ�]DPDQGD�SD]DUODPD�NDQDOODUÕ��GD÷ÕWÕP��ILQDQVDO�IDDOL\HWOHU�YH úLUNHW�

                                                
1 Clarke and Rowley, a.g.m., s.8. 

Kredi 
øQGLULP 
Ödeme  
\ROODUÕ 
Perakende fiyat 
 

   7DQÕWÕP 

5HNODPFÕOÕN 
Ticaret 
.LúLVHO�VDWÕú 
+DONOD�LOLúNLOHU 

GIS ile 
LúOHP 

 

Veri toplama 
Veri analizi 
Veri 
sunumu 

     Ürün        Fiyat 

Marka 
Özellikler  
Seçenekler 
Paketleme 
Kalite 
Hizmet 
Tarz 
Garanti 
 

      Yer 

Kapsam 
'D÷ÕWÕP� 
NDQDOODUÕ 
Stok 
0D÷D]D�\HUOHUL 
7DúÕPDFÕOÕN 
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RUJDQL]DV\RQXQX� ELUOHúWLUHQ� GDKD� JHQLú� ELU� EDNÕú� DoÕVÕ� ND]DQPDVÕ� JHUHNWL÷LQL� LIDGH�
eder.1        

 

ùHNil 7.�&R÷UDILN�%LOJL�6istemleri (GIS) ile Verileri Sorgulama 
.D\QDN��-�5��%HDXPRQW��³*,6�DQJ�0DUNHW�$QDO\VLV´��'�-��0DJXLUH�YH�GL÷HUOHUL��Geographic 
Information Systems, Vol.2, , Harlow: Longman, 1991, s.140’dan aktaran Ian Clarke and Jennifer 
Rowley, “A Case for Spatial Decision Support Systems in Retail Location Planning”, International 
Journal of Retail&Distribution Management, Vol.23, No:3(1995), s.9. 

 

    

                                                                                                                                                                                                                        

 

 

 

                                                
1 Ibid. 

0�úWHULOHULPL]�NLP? 
0�úWHULOHULPL]�NLP�
ROPDOÕ? 
Rakiplerimiz kim? 

*HOLúWLUPHPL]�JHUHNHQ�
mevcut/yeni ürün ve hizmetler 
ne? 
Girmemiz gereken mevcut/yeni 
pazarlar hangileri?  

1HUH\H�JHQLúOHPHOL\L]" 
0�úWHULOHULPL]�QHUHGH" 
Ürün ve hizmetlerimizi 
QHUHGH�GD÷ÕWPDOÕ\Õ]" 
Hangi yeni pazarlara 
girmeliyiz? 

Yeni ürün ve 
hizmetlerimize ne zaman 
EDúODPDOÕ\Õ]" 
Ne zaman yeni pazarlara 
girmeli/mevcut 
pazarlardan 
çekilmeliyiz? 

hU�Q�YH�KL]PHWOHULPL]L�QDVÕO�
WDQÕWPDOÕ\Õ]" 
Tüketici tepki/bekleQWLOHULQL�QDVÕO�HOH�
DOPDOÕ\Õ]" 
1DVÕO�UHNDEHW�HWPHOL\L]" 
.DUODUÕPÕ]Õ�QDVÕO�PDNVLPL]H�
etmeliyiz? 
%DúDUÕPÕ]Õ�QDVÕO�V�UG�UPHOL�YH�\HQL�
IÕUVDWODUÕ�QDVÕO�GH÷HUOHQGLUPHOL\L]" 
  

Tüketiciler ürün ve hizmetlerimizi niçin 
DOPDOÕGÕU" 
Niçin yeni ürün ve hizmetler 
JHOLúWLUPHOL\L]" 
1LoLQ�EHOLUOL�SD]DUODUGD�LúOHUGH�NDOPDOÕ\Õ]" 

    Veri 
sorgulama 
    GIS 
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3.3.4.3.�$QDORJ�<DNODúÕPÕ 
 

:LOOLDP�$SSOHEDXP¶XQ�����¶GH�.URJHU�&RPSDQ\� LoLQ�oDOÕúÕUNHQ�|QF�O�÷�Q��
\DSWÕ÷Õ� DQDORJ� PHWRGX�� \HU� VHoLPL� DQDOL]LQGH� J|UHFH� X]XQ� ELU� WDULKH� Vahiptir. Bu 

metot, yeni bir PD÷D]D� \HULQGH� VDWÕúODUÕ� WDKPLQ� HWPHN� LoLQ�� PHYFXW� PD÷D]DODUÕQ�
performans karakteristiklerini ölçmeye dair ilk çabaydÕ�1 Analog metodu, ileri 

G�]H\GH� PDWHPDWLN� NXOODQPDPDVÕQD� UD÷PHQ� SHUDNHQGHFLOHU� DUDVÕQGD� KDOD� ROGXNoD�
popülerdir.2   

 

$QDORJ� \DNODúÕPÕ�� EHQzer� PD÷D]D� \DNODúÕPÕ� RODUDN isimlendirilebilir. Metot, 

DoÕOPDVÕ� SODQODQDQ� \HQL� ELU� PD÷D]D� LOH� PHYFXW� PD÷D]DODU� DUDVÕQGDNL� EHQ]HUOLNOHUL 
EHOLUOHGLNWHQ� VRQUD� PHYFXW� PD÷D]DODUÕQ� SHUIRUPDQVÕQD� J|UH� GH÷HUOHQGLUHUHN� \HQL 
\HULQ� Lú� KDFPLQL� WDKPLQ� HWPH\H� oDOÕúÕU�3 <HU� VHoLPL� DQDOLVWL�� JHQHOOLNOH� D\QÕ� ]LQFLU�
içinde, halen faaliyette bulunan� PD÷D]DODUÕQ� WLFDUHW� DODQÕ� E�\�NO�÷�nü ve 

P�úWHULOHUOe ilgili demografik özellikleri belirler ve bu özellikleri yeni bir potansiyel 

PD÷D]D�\HUL� LOH�NDUúÕODúWÕUPD\D� oDOÕúÕU��%|\OHFH��KDOHQ� LúOH\HQ�PD÷D]DODUÕQ�P�úWHUL�
demografikleri, rekabet ve saWÕú� ELOJLVL�� \HQL� ELU� PD÷D]DQÕQ� E�\�NO�N� YH� VDWÕú�
SRWDQVL\HOLQL�WDKPLQ�HWPHN�LoLQ�NXOODQÕODELOLU��4   

 

$QDORJ� \DNODúÕPÕQGD�� EXJ�QN� ticaret bölgeleri P�úWHUL� QRNWDODPD(customer 

spotting) teknL÷L� NXOODQÕODUDN� EHOLUOHQLU�� %LU� KDULWD� �]HULQGH� P�úWHUL� DGUHVOHUL 
LúDUHWOHQHUHN� YHULOHU� LúOHPGHQ� JHoLULOLU�� %LULQFLO�� LNLQFLO� YH� �o�QF�O� WLFDUHW� E|OJesi 

GLOLPOHUL� WDQÕPODQÕU� YH ticaret bölgeleriQGHNL� PD÷D]D� NDUDNWHULVWLNOHUL�� VDWÕú�
potansiyelini tahmin etPHN�LoLQ��SRWDQVL\HO�\HQL�PD÷D]D�LOH�NDUúÕODúWÕUÕOÕU�5  

 

$QDORJ�V�UHFL�WHPHO�RODUDN�DúD÷ÕGDNL�JLELGLU�6 
1. '�ú�Q�OHQ�PD÷D]D�YH�\HUOH ortak temel özellikleri olan, tercihen D\QÕ�

]LQFLU�LoLQGHNL�GL÷HU�PD÷D]DODUÕ�EHOLUOHPH� 

                                                
1 William R. Davidson, Daniel J. Sweeney and Ronald W. Stampfl, Retailing Management, 6th ed., 
Singapore: John Wiley&Sons, 1988, s.257.  
2Hernandez and Bennison, a.g.m., s.362.  
3 Clarkson, Clarke- Hill and Robinson, a.g.m., s.27. 
4 Levy and Weitz, Retailing Management, s.359. 
5 Ibid. 
6 McGoldrick, Op.Cit., s.255. 
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2. %X� PD÷D]D� YH� WLFDUHW� E|OJHOHULQLQ� DQDKWDU� |]HOOLNOHULQLQ� PLNWDUÕQÕ�
belirleme ve bu verileri özetleme. 

3. '�ú�Q�OHQ� ORNDV\RQGDNL� ELU� PD÷D]DQÕQ� RODVÕ� Lú� KDFPL� YH� NDUOÕOÕ÷ÕQÕ�
WDKPLQ� HWPHN� LoLQ� EX� DQDORJ� PD÷D]DODUGDQ�
HNVWUDSRODV\RQ�GÕúGH÷HUELoLP���\DSPD. 

 

Bakkaliye� SHUDNHQGHFLOLN� ED÷ODPÕQGD�� DQD� LQFHOHPH� NRQXODUÕ� P�úWHUL� DQNHWOHUL��
rekabetçi analiz ve demografik ve sosyo-ekonomik bilgi toplanmaVÕGÕU��'DKD� \HQL�
RODUDN�FR÷UDILN�ELOJL�VLVWHPOHUL�*,6��YH�VDGDNDW�NDUWÕ�YHULOHUL�DQDORJ�PHWRGXQD�GDKLO�
HGLOPLúWLU�1  
 

0�úWHUL� QRNWDODPD� WHNQL÷LQLQ� DPDFÕ�� ELU�PD÷D]D� \D GD� DOÕúYHULú�PHUNH]L� LoLQ�
P�úWHULOHULQ� LNDPHWJkKODUÕQÕ belirlemek ve bir harita üzerine� \HUOHúWirmektir. Bu 

ELUNDo�\|QWHPOH�JHUoHNOHúWLULOHELOLU��2WRPRELO�SODNDODUÕ�SDUN�DODQÕQGD�ND\GHGLOHELOLU�
YH�VDKLELQH�XODúÕODELOLU��8]PDQODU�HQ�D]�����SODNDQÕQ� iyi bir örnek elde etmek için 

JHUHNOL� ROGX÷XQD� LQDQÕU�� 'L÷HU� ELU� PHWRW�� P�úWHUL� oHNOHUL� YH� NUHGL� NDUWODUÕQGDQ�
DGUHVOHUL�DOPDNWÕU�2  

 

%DKVHGLOHQ� PHWRWODUÕQ� \DQÕ� VÕUD�PD÷D]D� LoL�P�úWHUL� J|U�úPHOHUL�� P�úWHULOHULQ�
GHPRJUDILN�ELOHúLPL��VDWÕQ�DOPD�GDYUDQÕúÕ�YH�PHG\D�DOÕúNDQOÕNODUÕ�JLEL, daha zengin 

ELOJLOHU� VD÷OD\DELOLU�� %X� DQNHWOHUOH�� P�úWHULOHUL� EHOLUOHPH� LoLQ� HVDV� RODQ� DGUHV�
ELOJLVLQLQ� \DQÕQGD� GL÷HU� |QHPOL� ELOJLOHU� WRSODQÕU�� Demografik ve sosyo-ekonomik 

ELOJL� SHUDNHQGHFLQLQ� WLSLN�P�úWHULsini belirlemek için yararOÕGÕU��gUQH÷LQ�� DUDúWÕUPD�
GDKD�NDUOÕ�PD÷D]DODUÕQ�GDKD�\�NVHN�JHOLUOL�E|OJHOHUGH�ROGX÷XQX�J|VWHULUVH��R�]DPDQ�
yer seçimi analisti –GL÷HU�E�W�Q� IDNW|UOHU�HúLW� VD\ÕOÕU-� \HQL�PD÷D]D�\HUOHULQLQ�E|\OH�
E|OJHOHUGH�ROPDVÕ�JHUHNWL÷L�VRQXFXQX�oÕNDUDELOLU�3 

 

RekabeWoL�ELOJL�P�úWHUL�QRNWDODPD�DQNHWLQLQ�VRQ�|QHPOL�XQVXUXGXU��0�úWHULOHU�
ND\GD�GH÷HU�PD÷D]D�UHNDEHWLQLQ�ROGX÷XQD�LQDQÕ\RUVD�R�PD÷D]DODU��]HULQH�LODYH�ELOJL�
JHUHNOLGLU�� <HU� VHoLPL� DQDOLVWL�� UHNDEHW� HGHQ� PD÷D]DODUÕQ� J|UHFH� PHVDIHVL� YH�

                                                
1 Clarkson, Clarke-Hill and Robinson, Op.Cit., s.27. 
2 Levy and Weitz, Retailing Management, s.359. 
3 Ibid, ss:359-360. 
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E�\�NO�÷�Q���JHQHO�PD÷D]D�J|U�Q�P�Q��YH�WLFDUHW�X]PDQOÕ÷ÕQÕ�EHOLUOHPH\H�LKWL\Do�
duyar.1   

 

$QDORJ� PHWRGXQXQ� EDúOÕFD� VÕQÕUODPDVÕ� SD]DUODPD� DQDOLVWLQH� RODQ� J�YHQLGLU��
0�úWHUL� QRNWDODPD\D� GD\DQDQ� YHULOHU� E�\�G�NoH� DQDOLVWLQ� YHULOHUL� G�]HQOHPH� YH�
NRUXPD�\HWHQH÷L�]D\ÕIODU��$QDORJ�JUXSODPDODUÕQÕQ�VHoLPL�\DUJÕVDO�YH�NH\ILGLU��3D]DUD�
Q�IX]�G�]H\L�\D�GD�W�P�PD÷D]D�VDWÕúODUÕQGD�GDOJDODQPDODUD�QHGHQ�RODQ�GH÷LúNHQOHUL�
anlamak analistin \HWHUOL÷LQH� ED÷OÕGÕU2.� <HQL� PD÷D]DQÕQ� VDWÕúODUÕQÕ tahmin etme 

WHNQL÷LQLQ�VDGHFH�YHUL�WRSODPD�oDEDVÕQÕQ�NDOLWHsi, analistin deneyimi,�VDWÕúODUÕ�WDKPLQ�
etmedeki VD÷GX\X�YH�L\L�NDUDU�EHFHULVL�|Oo�V�QGH�J�oO��ROGX÷X�V|\OHQHELOLU�3 

 

%LU� SHUDNHQGHFL� J|UHFH� N�o�N� VD\ÕGD� PD÷D]D\D� �|UQH÷LQ� ��� \D� GD� GDKD� D]��
VDKLSVH� DQDORJ� \DNODúÕPÕ� oR÷X� NH]� HQ� L\LVLGLU�� 6DGHFH� ELUNDo� PD÷Dzaya sahip 

SHUDNHQGHFLOHU� ELOH� EDúDUÕOÕ� UHNDEHW� HGHQ� PD÷D]DODUOD� LOJLOL� YHUL� HOGH� HGHELOGLNOHUL�
V�UHFH� DQDORJ� \DNODúÕPÕQÕ� NXOODQDELOLU�� 0D÷D]D� VD\ÕVÕ� DWWÕNoD�� DQDOLVW� LoLQ� YHULOHUL�
DQODPOÕ�ELU�ELoLPGH�G�]HQOHPHN�GDKD�]RU�ROXU��%X�GXUXPGD�daha analitik yaklDúÕPODU�
kullanmak gerekir.4 Gölcük ve Karamürsel ilçelerinde analog yönteminin bir 

X\JXODPDVÕQD�EX�DUDúWÕUPDQÕQ�\|QWHP�E|O�P�QGH�\HU�YHULOPLúWLU�� 
 

3.3.4.4. Çoklu Regresyon Analizi  

 

Yer seçimi analisti için potansiyel olarak mevcut olan verilerin giderek 

NDUPDúÕNODúPDVÕ�QHGHQL\OH��PD÷D]D�VDWÕúODUÕ�YH�oHúLWOL�WDKPLQ�GH÷LúNHQOHUL�DUDVÕQGDNL�
LOLúNLOHUL�EHOLUOHPHN�LoLQ�GDKD�VLVWHPDWLN�\|QWHPOHUL�NXOODQPD�LKWL\DFÕ�RUWD\D�oÕNDU.5 
<HQL� ELU� \HUGH�RODVÕ� SHUDNHQGH� VDWÕúODUÕ� WDKPLQ� HWPHN� LoLQ�oRNOX� UHJUHV\RQ�PRGHOL�
gHOLúWLULOLU�� 0RGHOLQ� DPDFÕ�� ED÷ÕPVÕ]� �WDKPLQL�� GH÷LúNHQOHULQ� GR÷UXVDO� ELU�
NRPELQDV\RQXQD� GD\DQDUDN� YHUL� ELU� PD÷D]DGD� VDWÕúODUÕ� �ED÷ÕPOÕ� GH÷LúNHQ� tahmin 

etmektir.6  

                                                
1 Ibid, s.360. 
2 Davidson, Sweeney and Stampfl, Op.Cit., s.260. 
3 Clarkson, Clarke-Hill and Robinson, a.g.m., s.29. 
4 Levy and Weitz, Retailing Management, s.363.     
5 McGoldrick, Op.Cit., s.257. 
6 Davidson, Sweeney and Stampfl, Op.Cit., s.260. 
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dRNOX� UHJUHV\RQ� DQDOL]L�� ��¶GHQ� ID]OD�PD÷D]DGDQ� ROXúDQ� SHUDNHQGH� ]LQFLUOHUL�
için perakende WLFDUHW� E|OJHOHULQL� WDQÕPODPDQÕQ� \D\JÕQ� ELU� PHWRGXGXU�1 Planlanan 

\HQL� PD÷D]D\D� EHQ]H\HQ� PHYFXW� PD÷D]DODU�� VDWÕúODUGDNL� GH÷LúLNOLNOHUOH� Q�IXV��
PD÷D]D� E�\�NO�÷�� JLEL� ELU� GL]L� ED÷ÕPVÕ]� GH÷LúNHQ� DUDVÕQGD� ELU� GHQNOHP� WDKPLQ�
HWPHN�LoLQ�NXOODQÕOÕU�2  

 

Bakkaliye SHUDNHQGHFLOLN� ED÷ODPÕQGD� oRNOX� UHJUHV\RQ� PRGHOOHUL�� SRWDQVL\HO�
VDWÕúODUÕ�<�� WDKPLQ� HWPHN� LoLQ�� UHNDEHW�&��� WLFDUHW� E|OJHVL� ELOHúLPL� YH�
karakteristikleri(T), \HU� XODúÕODELOLUOL÷L�6��� PD÷D]D� IL]LNVHO� QLWHOLNOHUL�$�� YH� oHNLP�
bölgesi demografikleri(D) gibi birkaç belirleyici� GR÷UXOWXVXQGD� JHOLúWLULOLU� Cebirsel 

RODUDN�ú|\OH�LIDGH�HGLOLU�3   
 

Y = f {C, T, S, A, D } 

 

dRNOX� UHJUHV\RQ�DQDOL]LQGH� LON�DGÕPODU�D\QÕ�DQDORJ�\DNODúÕPÕQGDNLOHU�JLELGLU��
øON� RODUDN�� EXJ�QN�� WLFDUHW� E|OJHOHUL� P�úWHUL� QRNWDODPD� WHNQL÷L� NXOODQÕODUDN�
EHOLUOHQLU��øNLQFLVL; birincil,�LNLQFLO�YH��o�QF�O�WLFDUHW�E|OJHVL�GLOLPOHUL�WDQÕPODQÕU��%X�
QRNWDGDQ�VRQUD�\|QWHP�IDNOÕODúPD\D�EDúODU�4�+D]ÕU�LVWatistiksel paketleri kullanarak, 

oRNOX�UHJUHV\RQ�GHQNOHPL�JHOLúWLUPHN�LoLQ��o�DGÕP�L]OHQLU�5 
 

���NLúL�EDúÕQD�VDWÕúODU�YH\D�SD]DU�SD\Õ�JLEL�X\JXQ�SHUIRUPDQV�|Oo�WOHUL�EHOLUOHnir.  

���SHUIRUPDQVÕ�WDKPLQ�HWPHGH�\DUDUOÕ�RODELOHFHN�ELU�GL]L�GH÷LúNHQ�EHOLUOHQLU� 
3. regresyon denklemi çözülür ve gelecekteki yeUOHULQ� SHUIRUPDQVÕQÕ�����������������������������������

\DQVÕWPDGD�NXOODQÕOÕU�� 
 

 

 

 

                                                
1 Levy and Weitz, Retailing Management, s.370. 
2 David Gilbert, Op. Cit., s.231. 
3 Clarkson, Clarke-Hill and Robinson, a.g.m., s.27. 
4 Levy and Weitz, Retailing Management, s.364. 
5 J. Dennis Lord and Charles D. Lynds, “The Use of Regression Models in Store Location Research: 
A Review and Case Study ,” Akron Business and Economic Review, Summer 1981, ss:13-19’dan 
aktaran Ibid, s.370. 
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0D÷D]D�3HUIRUPDQV�gOo�WOHUL�%HOLUOHPH��%D÷ÕPOÕ�'H÷LúNHQOHU� 
 

7DKPLQL� SD]DU� SD\Õ� PD÷D]D� SHUIRUPDQVÕQÕQ� |QHPOL� ELU� |Oo�V�G�U�� DQFDN�
UHNDEHWoL�ELOJL�ROPDGDQ�WDKPLQ�HGLOHPH]��6DWÕúODU�YH\D�NLúL�EDúÕQD�VDWÕúODU�oR÷X�NH]�
NXOODQÕODQ� ELU� |Oo�G�U�� 3HUDNHQGHFL� D\QÕ� ]DPDQGD� NDWNÕ� SD\Õ� \D� GD� GLUekt ürün 

NDUOÕOÕ÷ÕQÕ�WDKPLQ�HGHELOLU�1  
 

7DKPLQ�(GLFL�'H÷LúNHQOHUL�%HOLUOHPH��%D÷ÕPVÕ]�'H÷LúNHQOHU� 
 

%D÷ÕPVÕ]�GH÷LúNHQOHU�WHN�WHN�PD÷D]D�WLFDUHW�E|OJHOHULQLQ�GHPRJUDILN�ELOHúLPL; 
yer seçimi ile ilgili özel bilgi; imaj; her bir potansiyel rakibin gücü ve yerle ilgili 

RODUDN�J|U�Q�UO�N��HULúLP�JLEL�ELQD�|]HOOLNOHUL�\D�GD�E|OJHGHNL�GL÷HU�NLUDFÕ�W�UOHULQL�
kapsar.2�7DKPLQ�HGLFL�GH÷LúNHQOHU�DQDOL]�HGLOHQ�PD÷D]D�W�U�QH�ED÷OÕ�RODUDN�IDUNOÕOÕN�
gösterir. ÖrQH÷LQ�� \HQL� ELU�P�FHYKHUDW�PD÷D]DVÕQÕQ� VDWÕúODUÕQÕ� WDKPLQ� HWPHGH�KDQH�
KDONÕ�JHOLUL�|QHPOL�ELU�GH÷LúNHQ�RODELOLU��EXQD�NDUúÕQ�ELU�R\XQFDN�PD÷D]DVÕ�LoLQ�DLOH�
EDúÕQD�RNXO�oD÷ÕQGDNL�oRFXN�VD\ÕVÕ�X\JXQ�RODFDNWÕU�3 

 

5HJUHV\RQ�'HQNOHPLQL�'H÷HUOHQGLUPH 

 

Her bir ma÷D]DQÕQ�SHUIRUPDQV�|Oo�P��LoLQ�YHULOHU�YH�WDKPLQ�HGLFL�GH÷LúNHQOHU�
ELOJLVD\DUD� GD\DOÕ� ELU� UHJUHV\RQ� SURJUDPÕ� LoLQ� JLUGLGLU�� 5HJUHV\RQ� DQDOL]LQLQ� QLKDL�
VRQXFX�� \HQL� ELU� PD÷D]DQÕQ� VDWÕúODUÕQÕ� WDKPLQ� HWPHN� LoLQ� NXOODQÕODELOHQ� ELU�
denklemdir.�5HJUHV\RQ�VDWÕú�WDKPLQ�PRGHOL�JHQHO�RODUDN�ú|\OH�LIDGH�HGLOLU�4 
 

6DWÕúODU� � nn XbXbXba ++++ ........2211  

          

 a  � UHJUHV\RQ� SURJUDPÕ� LOH� HOGH� HGLOHQ� ELU� VDELWWLU�� UHJUHV\RQ� GR÷UXVXQXQ� γ  

eksenini hangi nRNWDGD�NHVWL÷LQL�LIDGH�HGHU ve γ  keseni olarak bilinir. 

                                                
1 Levy and Weitz, Retailing Management, s.370. 
2 B.L. Wilson, “Modern Methods of Sales Forecasting; Regression Models,” in Store Location, R.L. 
Davies and D.S. Rogers, Store Location and Store Assessment Research, New York: John 
Wiley&Sons, 1984’den aktaran Ibid, s.371. 
3 Ibid. 
4 Ibid, ss: 372-373. 
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nbb ,...,1  � UHJUHV\RQ� NDWVD\ÕODUÕ�� VDWÕúODU� YH� ED÷ÕPVÕ] GH÷LúNHQOHU� DUDVÕQGDNL�
LOLúNL\L�WDQÕPODU�YH�D\QÕ�]DPDQGD�UHJUHV\RQ�GR÷UXVXQXQ�H÷LPLGLU�� 

nXX ,...,1 = WDKPLQ�HGLFL��ED÷ÕPVÕ]��GH÷LúNHQOHU�  
 

dRNOX�UHJUHV\RQ�V�UHFLQLQ�QDVÕO�LúOHGL÷LQL�DúD÷ÕGDNL�|UQHNOH�DoÕNOD\DELOLUL]�1 
Bir fast-food restoran�]LQFLUL�\HQL�PD÷D]DODUÕ�LoLQ�UHJUHV\RQ�analizi metoduyla 

VDWÕú� WDKPLQL� \DSPDN� LVWHPHNWHGLU�� =LQFLULQ� HOOL� QRNWDGD� PD÷D]DVÕ� EXOXQPDNWDGÕU� 
gQFHNL� WHFU�EH� YH� DUDúWÕUPDODUD� GD\DQDUDN�� \HUHO� Q�IXVXQ� E�\�NO�÷�� YH� KHU�
PD÷D]DQÕQ�WLFDUHW�DODQÕ�NDSVDPÕQGDNL�UDNLS�IDVW-IRRG�PD÷D]DODUÕQÕQ�VD\ÕVÕ�ED÷ÕPVÕ]�
GH÷LúNHQ�RODUDN�EHOLUOHQPLúWLU�� 

 

øNLQFL� DúDPDGD� P�úWHUL� QRNWDODPD� WHNQL÷L� X\JXODQDUDN� ���� NP�� \DUÕoDSOÕ�
oHPEHULQ�ROXúWXUGX÷X�DODQÕQ�IDVW-IRRG�PD÷D]DVÕ�NXUPDN�LoLQ�X\JXQ�RODFD÷Õ�VRQXFXQD�
YDUÕOPÕúWÕU��%X�QHGHQOH�DQDOL]�NDSVDPÕQGD�NXUXOPDVÕ�SODQODQDQ�PD÷D]Ddan 1,5 km. 

PHVDIH�LoLQGHNL�Q�IXV�YH�UDNLS�PD÷D]DODU�GLNNDWH�DOÕQDFDNWÕU� 
 

ho�QF��DúDPDGD�UHVWRUDQ�]LQFLUL�VDKLS�ROGX÷X����PD÷D]DQÕQ�KHU�ELUL� LoLQ�D\UÕ�
D\UÕ�KDIWDOÕN�VDWÕú������NP��PHVDIH�LoLQGHNL�Q�IXV�YH�UDNLSOHULQ�ELOJLOHULQL�WRSODPÕúWÕU��
%X�ELOJLOHU�UHJUHV\RQ�DQDOL]LQH�WDEL�WXWXODUDN�UHJUHV\RQ�PRGHOL�ROXúWXUXOPXúWXU� 

 

+DIWDOÕN�VDWÕúODU� ������������ X1 – 1.352 X 2  

   X1  = 1�IXV�������NLúL� 

   X 2  �5DNLSOHULQ�VD\ÕVÕ 
 

*|U�OG�÷�� �]HUH� Q�IXV� GH÷LúNHQLQLQ� NDWVD\ÕVÕ� SR]LWLI�� UDNLSOHULQ� VD\ÕVÕ�
GH÷LúNHQLQLQ� NDWVD\ÕVÕ� QHJDWLIWLU�� %XQXQ� DQODPÕ�� PD÷D]DQÕQ� EXOXQGX÷X� E|OJHGHNL�
Q�IXV�QH�NDGDU�ID]OD�ROXUVD��VDWÕúODU�R�NDGDU�DUWDFDNWÕU��%LU�EDúND�GH\LúOH��V|]�NRQXVX�
WLFDUHW� DODQÕQGD� ����� NLúLQLQ� P�úWHUL� RODUDN� ND]DQÕOPDVÕ� –GL÷HU� W�P� NRúXOODU�
sabitken-� KDIWDOÕN� VDWÕúODUÕ� ����� DUWWÕUDFDNWÕU�� 5HNDEHW� RUWDPÕ� VDELW� NDOPDN� úDUWÕ\OD��
                                                
1 Avijit Gosh, Retail Management, Second Edition, USA: Dreyden Press, 1994, ss:303-305’den 
DNWDUDQ�$\GÕQ��Perakende Yönetiminin Temelleri, s.174.  
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E|OJH� Q�IXVX� ������� NLúL� RODQ� ELU� PD÷D]DQÕQ�� E|OJH� Q�IXVX� ������� NLúL� RODQ� ELU�
PD÷D]DGDQ�KDIWDOÕN���������GDKD�ID]OD�VDWÕú�\DSPDVÕ�EHNOHQHELOLU��³5DNLSOHULQ�VD\ÕVÕ´�
GH÷LúNHQLQLQ�NDWVD\ÕVÕQÕQ�QHJDWLI� �ROPDVÕQÕQ�DQODPÕ�PD÷D]D�E|OJHVLQGHNL� UDNLSOHULQ�
VD\ÕVÕ� DWWÕNoD� VDWÕúODUÕQ� G�úHFH÷LGLU�� <DQL�� V|]� NRQXVX� E|OJH\H� JLUHQ� KHU� UDNLS��
KDIWDOÕN�VDWÕúODUÕ���������G�ú�UHFHNWLU��  

 

Regresyon sabiti olan b 0  EX�|UQHNWH��������¶GÕU��0D÷D]DQÕQ�EXOXQGX÷X�\erdeki 

Q�IXV� YH� UDNLSOHULQ� VD\ÕVÕQGDQ� ED÷ÕPVÕ]� RODUDN� JHUoHNOHúWLUHFH÷L� KDIWDOÕN� RUWDODPD�
VDWÕú�PLNWDUÕ 3.540 $ olacaktÕU�  

 

%X�PRGHOGHQ�KDUHNHWOH�NXUXOPDVÕ�SODQODQan�\HQL�PD÷D]D�LoLQ�VDWÕú�WDKPLQLQGH�
EXOXQXODELOLU�� gUQH÷LQ� \HQL� PD÷D]DQÕQ� NXUXODFD÷Õ� E|OJHQin nüfusu 40.000, rakip 

VD\ÕVÕ���LVH� 
 

+DIWDOÕN�EHNOHQHQ�VDWÕú� ��������������î�����–��������î����� ���������RODFDNWÕU��  
 

Restoran zinciri bu modeli kullanarak alternatif bölgelerle ilgili hesaplamalar 

\DSDELOLU� YH� \HQL� PD÷D]DQÕQ� NXUXOPDVÕ� LoLQ� KDIWDOÕN� EHNOHQHQ� VDWÕú� DoÕVÕQGDQ�
RSWLPXP�VRQXFX�YHUHQ�E|OJHGH�NDUDU�NÕODELOLU�� 

  

ÇRNOX�UHJUHV\RQ�DQDOL]LQLQ�EDúOÕFD�DYDQWDMODUÕ�DúD÷ÕGDNL�JLELGLU:1 
1. 'HQNOHP�JHOLúWLULOGLNWHQ�VRQUD�NXOODQÕPÕ�NROD\GÕU� 
2. )DUNOÕ� SD]DU� DQDOLVWOHULQLQ� \HU� GH÷HUOHQGLUPHOHUL� LoLQ� REMHNWLI� Eir disiplin 

VD÷ODU�� 
3. HHU�ELU�SHUDNHQGHFL�LoLQ�DPDo�JHUoHNOHúWLUPH�GHQNOHPL�VD÷ODU� 
4. 6DWÕú� WDKPLQOHULQGHNL� SRWDQVL\HO� KDWD� GD÷ÕOÕPÕ� LVWDWLVWLNVHO� RODUDN�

belirlenebilir.  

 

 

 

                                                
1 D. Rogers, “A Review of Sales Forecasting Models Most Commonly Applied in Retail Site 
Evaluation”, International Journal of Retail and Dis tribution Management, Vol.20, No:4, ss:3-
11’den aktaran McGoldrick, Op.Cit., s.259.  
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3.3.4.5. Çekim Modelleri 

 

Mekansal HWNLOHúLP� PRGHOL� RODUDN� GD� LIDGH� HGLOHQ� Serakende çekim modeli, 

planlanan� ELU� SHUDNHQGH� SURMHVLQLQ� HNRQRPLN� X\JXODQDELOLUOL÷LQL� EHOLUOHPHN� LoLQ�
JHOLúWLULOPLú� ELU� WHNQLNWLU�� %X� WHNQL÷LQ� WHPHOL�� ����� \ÕOÕQGD� :LOOLDP� -�� 5HLOO\�
WDUDIÕQGDQ�3HUDNHQGH�dHNLP�<DVDVÕ��/Dw of Retail Gravitation) ile JHOLúWLULOPLúWLU.1 

 

dHNLP�PRGHOOHUL�1HZWRQ¶XQ�\HUoHNLPL�NDQXQD�GD\DQÕU��%DVLW�ELU� LIDGH\OH�� LNL�
J|NFLVPL�ELUELULQL�N�WOHOHUL�WRSODPÕ\OD�GR÷UX�RUDQWÕOÕ�YH�DUDODUÕQGDNL�PHVDIHQLQ�NDUHVL�
LOH� WHUV� RUDQWÕOÕ� RODUDN� oHNHU�� <DVD� RULMLQDO� RODUDN� (UQVW� *HRUJ� 5DYHQVWHLQ� �����-

1913) WDUDIÕQGDQ�J|o�oDOÕúPDVÕQGD�X\JXODQPÕú��GDKD�VRQUD�5HLOO\� WDUDIÕQGDQ� WLFDUHW�
E|OJHOHULQLQ�oHNLFLOL÷LQL�DoÕNODPDN�LoLQ�X\JXODQPÕúWÕU�2 

 

dHNLP�0RGHOOHUL��EHOLUOL�ELU�PD÷D]D�\D�GD�DOÕúYHULú�PHUNH]LQGH�ELU�P�úWHULQLQ�
DOÕúYHULú� HWPH� RODVÕOÕ÷ÕQÕQ�� PD÷D]D� YH\D� PHUNH]LQ� E�\�NO�÷�� DUWWÕNoD� YH� PD÷D]D�
YH\D� DOÕúYHULú� PHUNH]LQH� PHVDIH�\ROFXOXN� V�UHVL� D]DOGÕNoD� GDKD� E�\�N� ROGX÷X�
|QF�O�QH� GD\DQÕU�� 0RGHOOHU� ����¶ODUÕQ� EDúÕQGDQ� EHUL� SHUDNHQGH� \HU� VHoLPL�
OLWHUDW�U�QGH�|QHPOL�ELU�\HUH�VDKLS�ROPXúWXr. Reilly’den sonra Converse, Christaller 

YH�+XII�LOH�V|]�NRQXVX�PRGHOOHU�GDKD�SUDWLN�ELU�\DNODúÕP�ND]DQPÕúWÕU�3 
 

3.3.4.5����5HLOO\¶QLQ�3HUDNHQGH�dHNLP�<DVDVÕ 
 

5HLOO\¶QLQ� SHUDNHQGH� oHNLP� \DVDVÕ�� úHKLUOHúWLULOPLú� E�\�N� E|OJHOHULQ� NÕUVDO� Lo 
bölgeye hizmet eden daha küçük topluluklardan�P�úWHULOHUL�QDVÕO�oHNWL÷L�LOH�LOJLOHQLU�4 
Yasa iki kentin NÕUÕOPD� QRNWDVÕ� FLYDUÕQGD� RUWDGDNL bir kentten perakende ticareti, 

\DNODúÕN�RODUDN�Q�IXVODUÕ�LOH�GR÷UX�RUDQWÕOÕ�YH�RUWDGDNL�NHQWH�PHVDIHOHULQLQ�NDUHVL�LOH�
WHUV� RUDQWÕOÕ� RODUDN� oHNWL÷LQL� LIDGH� HGHU�5 <DQL�� LQVDQODU� \ROFXOXN� V�UHVL� HúLWse-veya 

biraz daha uzak olsa bile-�� GDKD� E�\�N� RODQ� NHQWWH� DOÕúYHULú� \DSPD� H÷LOLPLQGH�

                                                
1 Bottum, a.g.m., s.166. 
2 Davidson, Sweeney and Stampfl, Op.Cit., s.261. 
3 Levy and Weitz, Retailing Management, s.364. 
4 Dunne, Lusch and Griffith, Op.Cit., s.244. 
5 William Reilly, The Law of Retail Gravitation, New York: published by the author, 1931, s.9’dan 
aktaran Allen F. Jung, “Is Reilly’s Law of Retail Gravitation Always True?”, Journal of Marketing, 
October 1959, s.62.  
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RODFDNWÕU��o�QN��E�\�N�RODQ�NHQWLQ�GDKD�L\L�ELU��U�Q�oHúLWOLOL÷LQH�VDKLS�ROGX÷XQD�YH�
ID]ODGDQ� \ROFXOX÷D� GH÷HFH÷LQH� LQDQÕUODU�1� 'ROD\ÕVÕ\OD�� DOÕúYHULú� PHUNH]OHULQLQ�
E�\�NO�÷��YH�PHVDIHVL�DUDVÕQGDNL�LOLúNL��EHOLUOL�ELU�QRNWDGD�RWXUDQ�NLúLQLQ�EHOLUOL�ELU�
DOÕúYHULú�PHUNH]LQLQ�P�úWHULVL�ROPDVÕ�RODVÕOÕ÷ÕQÕ�|OoPHN�LoLQ�NXOODQÕOÕU�2  

 

3HUDNHQGH� oHNLP� PRGHOLQLQ� GR÷UX� ELU� úHNLOGH� X\JXODQPDVÕ� LoLQ, ilk olarak 

hedef ticaret bölgesi belirlenmelidir. Ticaret bölgesinin boyutu, merkezin önemi, 

XODúÕODELOLUOL÷L�� IL]LNVHO� HQJHOOHULQ� GHUHFHVL�� UDNLS� PD÷D]DODUÕQ� \HUOHUL� YH� DUDED\OD�
yolculuk süresi� YH� PHVDIH� JLEL� NRQXODUÕ� NDSVD\DQ� ELU� GL]L� IDNW|U� WDUDIÕQGDQ 

úHNLOOHQGLULOLU�3 'DKD� VRQUD�� SODQODQDQ�PD÷D]D\D� X]DNOÕN�� IL]LNVHO� HQJHOOHU� YH� JHOLU�
G�]H\OHULQLQ�WXWDUOÕOÕ÷ÕQD�GD\DQDUDN�WLFDUHW�E|OJHVL�DOW�E|O�POHUH�D\UÕOPDOÕGÕU. Her bir 

alt bölüm için nüfus ve gelir düzeyleri belirlenerek, ticaret bölgesinin toplam geliri 

EHOLUOHQHELOLU��%X��\D�WRSODP�Q�IXV�NLúL�EDúÕ�JHOLUOH�oDUSÕODUDN�\D�GD�KDQH�VD\ÕVÕ�KDQH�
geliri ile çDUSÕODUDN�JHUoHNOHúWLULOHELOLU�4  

 

Ticaret bölgesi ve her bir alt bölge için gelir ve nüfus tespit edildikten sonra, 

her bir alt bölge için perakende VDWÕúODU belirlenir. Planlanan proje türünde meydana 

gelen topODP� SHUDNHQGH� VDWÕúODUÕQ� RUDQÕ� WDQÕPODnarak ticaret bölgesi ve her bir alt 

bölge� LoLQ� WRSODP� SHUDNHQGH� VDWÕúODU� WDKPLQ� HGLOHELOLU�� 6RQ� RODUDN�� hem 

SHUDNHQGHFLQLQ� UHNDEHW� HGHFH÷L� SD]DU� KDNNÕQGD genel bilgi hem de rakip projeler 

KDNNÕQGD� |]HO� ELOJL� WRSODPDVÕ� JHUHNLU�� 7LFDUHW� E|OJHVLQGHNL� WRSODP�SHUDNHQGH� VDWÕú�
DODQÕ�ELOLQPHOLGLU� 5DNLS�SHUDNHQGH�ELQDODUÕQ�\HUOHUL��E�\�NO�NOHUL�YH�VDWÕú�G�]H\OHUL�
GH�JHUHNOLGLU��%X�YHULOHU�WRSODQGÕNWDQ�VRQUD��SHUDNHQGH�oHNLP�PRGHOL�X\JXODQÕU�5 

 

 

 

 

 

                                                
1 Dunne, Lusch and Griffith, Op.Cit., s.244. 
2 Bottum, a.g.m., s.167. 
3 Ruben A. Roca, Market Research for Shopping Centers, New York: International Council of 
Shopping Centers, 1980’den aktaran Ibid. 
4 Ibid. 
5 Ibid, ss: 167-169. 
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Reilly’nin perakende çekiP�\DVDVÕ�IRUP�O��úX�úHNLOGHGLU�1 
 

2

















=

a

b

b

a

b

a

D

D

P

P

B

B
 

 

aB  �$�NHQWLQLQ�RUWDGDNL�NHQWWHQ�oHNWL÷L�SHUDNHQGH�Lú�RUDQÕ� 
bB  = B kentinin ortadaki kentten çektL÷L�SHUDNHQGH�Lú�RUDQÕ� 
aP  = A kentinin nüfusu; 

bP  = B kentinin nüfusu; 

aD  �2UWDGDNL�NHQWWHQ�$�NHQWLQH�X]DNOÕN; 

bD  �2UWDGDNL�NHQWWHQ�%�NHQWLQH�X]DNOÕN. 

 

6D\ÕVDO� ELU� |UQHN� Yerelim:2 Teksas, $UOLQJWRQ� \DNODúÕN� RODUDN� 'DOODV�$�
kenti)’tan 12 mil, Fort Worth(B kenti)’tan 8 mil� X]DNOÕNWDGÕU�� 'DOODV¶ÕQ� Q�IXVX�
\DNODúÕN���PLO\RQ iken Fort Worth’un nüfusu 430.����FLYDUÕQGDGÕU��5HLOO\�IRUP�O�Q��
uygularsak; 

 

FortWorth

Dallas

B

B
 = 

2

12

8

000.430

000.000.1






×








= 1.03 $ 

 

$UOLQJWRQ¶GD�\DúD\DQ� NLúLOHU�Dallas’ta 1.03 $, Fort Worth’ta 1 $ harcarlar. 

 

5HLOO\�\DVDVÕ¶QÕQ�GD\DQGÕ÷Õ�EDúOÕFD�YDUVD\ÕPODU�úXQODUGÕU�3 (1) rekabet eden iki 

bölge anayoldan HúLW� GHUHFHGH� XODúÕODELOLUGLU� (2) iki bölgedeki perakendecLOHU� HúLW�
derecede etkilidir, ilave rekabetçi avantaj sunmaz, (3) iki bölge benzerdir; etnik, 

úHKLUOH� LOJLOL� YH� JHQHO� PLPDUL�� WHVLV� YH\D� SDUN� HWPH� NRúXOODUÕQGD� NÕVÕWODPDODU�
NRQXVXQGD�|Q\DUJÕ�ROXúPD]. 'L÷HU�IDNW|UOHU��|UQH÷LQ�Q�IXVXQ�GD÷ÕOÕPÕ�VDELW tutulur 

ya da KHVDED�NDWÕOPD]�4 
                                                
1 David L. Huff, “Defining and Estimating a Trade Area”, Journal of Marketing, Vol.28(July, 1964), 
s.35.  
2 Levy and Weitz, Retailing Mangement, s.365. 
3 Gilbert, Op.Cit., s.231. 
4 Berman and Evans, Op.Cit., s.223. 
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0RGHOLQ� EDúOÕFD� GH]DYDQWDMÕ�� ELU� E|OJHGHNL� W�P� SHUDNHQGH� NDUDNWHULVWLNOHULQLQ�
Q�IXV�E�\�NO�÷�� LOH�RUDQVDO�ROGX÷X�YDUVD\ÕPÕGÕU��%|OJHGH�SHUDNHQGHFL� W�UOHULQGHNL�
IDUNOÕOÕNODU�YH\D�PD÷D]DODUÕQ�VD\ÕVÕ�JLEL�IDNW|UOHUL�DoÕN�ELU�úekilde hesaba katmaz.1 

 

Reilly’nLQ� SHUDNHQGH� oHNLP� \DVDVÕ�� ELUNDo VÕQÕUODPDya sahiptir. Birincisi, 

\ROFXOXN�V�UHVLQGHQ�oRN�PHVDIH\H�RGDNODQPDVÕGÕU��øNLQFLVL�JHUoHN�PHVDIH�W�NHWLFLQLQ�
PHVDIH�DOJÕODPDVÕQD�X\PD\DELOLU��gUQH÷LQ��VÕQÕUOÕ��U�Q�oHúLGL��SDUN�\HUL�problemi ve 

yetersiz hizmet sunan ELU�PD÷D]D�oHNLFL��KRú�ELU�oHYUH\H�VDKLS�RODQ�ELU�PD÷D]DGDQ�
GDKD�E�\�N�DOJÕODQDQ�PHVDIHGH�RODELOLU� $OWHUQDWLI�RODUDN��NROD\�SDUN� LPNDQÕ�\D�GD�
EHOLUOL� ELU� PD÷D]D\Õ� ]L\DUHW� LoLQ tüketiciler� GDKD� X]D÷D� \ROFXOXN� HWPH\H� LVWHNOi 
olabilir.2  

 

Yasa; gelir, aile E�\�NO�÷�� YH\D SHUDNHQGH� DOÕúYHULú� PRGHOOHULQL�
etkileyebilecek� GL÷HU� IDNW|UOHUGHNL� GH÷LúPHOHUL� GLNNDWH� DOPD]�� %�\�NO�N� YH�
XODúÕODELOLUOL÷H� \R÷XQODúDUDN� IL\DW��PD÷D]D� LPDMÕ�� UHNODPFÕOÕN� YH�DOÕúYHULú� DWPRVIHUL�
gibi faktörleri�J|]GHQ�NDoÕUÕU�3  

 

=D\ÕIOÕNODUÕQD� UD÷PHQ�� 5HLOO\� \DVDVÕ� UHNDEHW� HGHQ� SHUDNHQGH� WLFDUHW� E|OJHOHUL�
DUDVÕQGDNL� NDUúÕOÕNOÕ� LOLúNLOHUL� ELoLPOHQGLUPHVL� QHGHQL\OH� SHUDNHQGH� \HU� VHoLPL�
GH÷HUOHQGLUPHOHULQH�|QHPOL�NDWNÕGD�EXOXQPXúWXU.4 Model, kolayca uygulanabilir ve 

DQODúÕODELOLUGLU��2WRPRELO�WDúÕPDFÕOÕ÷ÕQÕQ�KDNLP�ROGX÷X�E|OJHOHUGHNL�E�\�N�DOÕúYHULú�
merkezleri için� IL]LELOLWH\L� WDKPLQ� HWPHGH� HQ� ID\GDOÕGÕU�� 6RQ� RODUDN�� PRGHO� GL÷HU�
WHNQLNOHUOH�ELUOLNWH�NXOODQÕOÕUVD�GDKD�VD÷ODP�IL]LELOLWH�VRQXoODUÕ�HOGH�HGLOLU�5  
 

3.3.4.5����&RQYHUVH¶LQ�.ÕUÕOPD�1RNWDVÕ�0RGHOL 
 

Paul D. Converse, NÕUÕOPD� QRNWDVÕQÕ� (breaking point)� WDQÕPOD\DUDN� 5HLOO\�
<DVDVÕ¶QÕ� JHOLúWLUPLúWLU�6� .ÕUÕOPD� QRNWDVÕ�� iki rakip ticaret merkezL� DUDVÕQGD�� ELU�

                                                
1 Hasty and Reardon, Op.Cit., s.217. 
2 Gilbert, Op.Cit., s.231. 
3 Bottum, a.g.m, s.172. 
4 Gilbert, Op.Cit., s.231. 
5 Bottum, a.g.m., s.172. 
6 Levy and Weitz, Retailing Management, s.365. 
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tüketicinin bu merkezlerGHQ� DOÕúYHULú� \DSPD� RODVÕOÕ÷ÕQÕQ� HúLW� ROGX÷X� QRNWDGÕU�1 Bu 

QRNWD�� ED]Õ� ND\QDNODUGD� ND\ÕWVÕ]OÕN� QRNWDVÕ� �SRLQW� RI� LQGLIIHUHQFH� olarak da ifade 

edilir. .ÕUÕOPD� QRNWDVÕ�� LNL� WLFDUHW� PHUNH]L� DUDVÕQGD� W�NHWLFLOHULQ� merkezlerin her 

KDQJL� ELULQGH� DOÕúYHULú� \DSPD\D� LOJLVL]� ROGX÷X� QRNWDGÕU. YanL�� NÕUÕOPD� QRNWDVÕQD�
NDGDU�ELU�WLFDUHW�PHUNH]L��EX�QRNWDGDQ�VRQUD�ELU�GL÷HUL�KDNLP�RODFDNWÕU�2 5HLOO\�\DVDVÕ�
oR÷X� NH]� 3DXO� &RQYHUVH¶LQ� JHOLúWLUGL÷L� NÕUÕOPD� QRNWDVÕ� ED÷ODPÕQGD� LIDGH� HGLOLU�3 
KÕUÕOPD�QRNWDVÕ�IRUP�O��úX�úHNLOGHGLU�4 

 

bD  = 

b

a

ab

P

p

D

+1

   

 

bD  �$�NHQWL�YH�%�NHQWL�DUDVÕQGDNL�NÕUÕOPD�QRNWDVÕ; 
abD  �$�NHQWL�YH�%�NHQWL�DUDVÕQGDNL�PHVDIH� 

bP = B kentinin nüfusu (nüfusu küçük olan kent) 

aP = A kentinin nüfusu  

 

$�YH�%�NHQWOHUL�LoLQ�úX�ELOJLOHULQ�HOLPL]GH�ROGX÷XQX�IDU]�HGHOLP�5 
aP   = 200.000�NLúL 
bP   =   50.000�NLúL 
abD = 40,23 kilometre  

 

bD = 

000.50

000.200
1

23,40

+
 =  

41

23,40

+
 =  13,41 km. 

 

                                                
1 Lewison, Op.cit., s.325. 
2 Berman and Evans, Op.Cit., s.222. 
3 Mason, Mayer and Ezell, Op.Cit., s.254. 
4 Huff, a.g.m., s.35. 
5 Mason, Mayer and Ezell, Op.Cit., s.254. 
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$�NHQWL�YH�%�NHQWL�DUDVÕQGDNL�NÕUÕOPD�QRNWDVÕ�������NP�GLU��%X�NÕUÕOPD�QRNWDODUÕ 
ELUNDo� NHQW� DUDVÕQGD� KHVDSODQDELOLU� YH� ùHNLO� �’dH� J|U�OG�÷�� JLEL bir bölge için bir 

dizi ticaret bölgesL�VÕQÕUÕ�ROXúWXUXODELOLU� 
           

 

 

 

                

ùHNLO� ��� 7LFDUHW� %|OJHVL� 6ÕQÕUODUÕQÕ� ùekillendirmek øçin KÕUÕOPD� 1RNWDODUÕQÕQ�
BLUOHúWLULOPHVL� 
Kaynak: Barry Mason, Moris Mayer and Hazel F. Ezell, Retailing, 4th ed., Boston: Irwin, 
1991.  

 
 

Form�O�Q� X\JXODQPDVÕQGD� PHVDIH� \HULQH� \ROFXOXN� V�Uesi daha iyi bir ölçü 

olabilir. Çünkü PHVDIH� |Oo�V�� EDúOÕFD� JHoLWOHUL� VÕQÕUODU� YH� \DQ� \ROODUÕ� NDSVDPD]��
%LUoRN�LQVDQ�EX�\ROODUÕ�NXOODQDUDN�GDKD�NÕVD�PHVDIH�NDW�HGHU�1  

 

.ÕUÕOPD� QRNWDVÕ� PRGHOL�mesafenin tüketici tercihi üzerinde büyük bir etkiye 

VDKLS� ROGX÷X� NÕUVDO� E|OJHOHUGH� YHULPOL� ELU� úHNLOGH� LúOHU� Bununla birliktH�� NÕUÕOPD�
QRNWDODUÕ� E�\�N� úHKLUOHUde var olmaz, çünkü tüketiciler tipik olarak yolculuk 

\DSPD\D� LVWHNOL� ROGXNODUÕ� PDNVLPXP� PHVDIH� LoHULVLQGH� ELUNDo� DOÕúYHULú merkezi 

VHoHQH÷LQH�VDKLSWLU�2   

                                                
1 Berman and Evans, Op.Cit., s.223. 
2 Mason, Mayer and Ezell, Op.Cit., s.254. 

 

 b2 

  b1 

b3 
 b5 

 b6 

 b4 
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Reilly ve Converse’in |QF�� oDEDODUÕ perakende ticaret bölgelerini tahmin için 

sistHPDWLN� ELU� WHPHO� ROXúWXUPXúWXU� Tahmin edici parametreler deneysel olarak test 

HGLOHELOLU�RODQ�NHVLQ�YH�DQODPOÕ�KLSRWH]OHU�VD÷ODU��$QFDN��NÕUÕOPD�QRNWDVÕ�PRGHOLQLQ�
NXOODQÕPÕ�LOH�LOJLOL�RODUDN�ELUNDo�|QHPOL�VÕQÕUODPD�V|]�NRQXVXGXU�1   

 

øON� RODUDN�� NÕUÕOPD� QRNWDVÕ� IRUP�O��� LNL� UDNLS� PHUNH]� DUDVÕQGD� EDúD� EDú 
QRNWDVÕQÕQ� DOWÕQGD� YH\D� �VW�QGH� ROXúDQ� WDKPLQOHUL� VD÷ODPD]�� %XQXQ� VRQXFXQGD��
beOLUOL� ELU� GD÷ÕWÕP� PHUNH]LQLQ� �U�Q� YH� KL]PHWOHUL� LoLQ� WRSODP� WDOHEL� REMHNWLI� ELU�
úHNLOGH� KHVDSODPDN� LPNDQVÕ]GÕU� øNLQFLVL�� YHUL� ELU� FR÷UDILN� E|OJHGH� LNLGHQ� ID]OD 
DOÕúYHULú� PHUNH]LQLQ� perakende ticaret bölgesini betimlemHN� LoLQ� NÕUÕOPD� QRNWDVÕ�
modeli iyi donDWÕOPDPÕúWÕU�� 6RQ� RODUDN�� 5HLOO\� WDUDIÕQGDQ� WDKPLQ� HGLOHQ� SDUDPHWUH�
W�P� DOÕúYHULú� JH]LVL� W�UOHUL� LoLQ� ELU� VDELW� RODUDN� \RUXPODQPDPDOÕGÕU�� Fonksiyonun 

úHNOLQLQ� DOÕúYHULú� JH]LVL� W�UOHULQH� J|UH� GH÷LúHFH÷LQL� YDUVD\PDN� ROGXNoD� PDQWÕNOÕ�
görünmektedir. Sonuç olarDN�� ELU� GD÷ÕWÕP� PHUNH]L� VDWWÕ÷Õ� GH÷LúLN� �U�Q� VÕQÕIODUÕQD�
ED÷OÕ�RODUDN�ELUNDo�IDUNOÕ�WLFDUHW�E|OJHVLQH�VDKLS�RODELOLU�� 

 

3.3.4.5����&KULVWDOOHU¶ÕQ�0HUNH]L�<HU�7HRULVL 
 

Reilly� SHUDNHQGH� oHNLP� \DVDVÕQÕ� $PHULND¶GD� \D\ÕQODGÕ÷Õ� VÕUDGD� &KULVWDOOHU�
merkezi yer teoULVLQL�JHOLúWLUPLúWLU�2 Merkezi yer, bir kent ya da�úHKLU�JLEL��SHUDNHQGH�
faaliyetinin merkezidir. 7HRUL�� PHYFXW� �U�Q� oHúLWOLOL÷LQH� J|UH� PHUNH]L� \HUOHULQ� ELU�
KL\HUDUúLVL�ROGX÷XQX�|QH�V�UPHNWHGLU��%X�QHGHQOH� ELU�N|\��J|UHFH�D]��U�Q�oHúLWOLOL÷L�
VD÷ODGÕ÷Õ� LoLQ��KL\HUDUúLQLQ�DOWÕQGD�RODFDNWÕU��%�\�N�ELU� úHKLU� LVH���U�Q�oHúLWOLOL÷LQLQ�
JHQLú� ROPDVÕ� QHGHQL\OH� KL\HUDUúLQLQ� EDúÕQGDGÕU�� Küçük kentler genellikle, bakkal 

G�NNDQODUÕ��EHQ]LQ� LVWDV\RQODUÕ�YH�NROD\OÕN�PD÷D]DODUÕ�JLEL�J|UHFH�VÕQÕUOÕ�SHUDNHQGH�
JUXEXQX�NDOGÕUDELOLU��øQVDQODU�JHQLú��U�Q�oHúLWOLOL÷L�RODQ�PHUNH]OHUGH�DOÕúYHULú�HWPHN�
LoLQ�GDKD�X]XQ�PHVDIHOHUL�NDW�HGHFHNOHUGLU��3HUDNHQGH�oHNLP�\DVDVÕ�JLEL��PHUNH]L�\HU�
WHRULVL� GH� SHUDNHQGH� LúLQLQ� E�\�NO�÷�Q�� YH� P�úWHULOHUGHQ� X]DNOÕ÷Õ� SHUDNHQGH�
yerlerini analiz etmek için iki krLWLN�SDUDPHWUH�RODUDN�NXOODQÕU�3 
                                                
1 Huff, a.g.m., ss: 35-36. 
2 Walter Christaller, Central Places in Southern Germany, 1935; Carlisle W. Baskin, Englewood 
Cliffs, New Jersey: Prentice-Hall, 1966’dan aktaran Levy and Weitz, Retailing Management, s.365.  
3 Ibid, ss:365-366. 
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0HUNH]L� \HU� WHRULVL� \HQL� PD÷D]DODU� LoLQ� X\JXQ� SD]DUODUÕ� EHOLUOHPHGH� úX�
nedenlerle�\DUDUOÕGÕU�1  

• 7HRUL� W�P� SHUDNHQGHFLOHU� LoLQ� KHU� PD÷D]D� \HULQLQ� X\JXQ� ROPDGÕ÷Õ�
J|U�ú�Q�� GHVWHNOHU��.ROD\OÕN�PD÷D]DODUÕ� E�\�N� úHKirlerde küçük kentlerdeki kadar 

EDúDUÕOÕ�LNHQ��LQVDQODU�)HUUDUL�VSRU�DUDEDODUÕ�JLEL�|]HOOLNOL��U�QOHUL�EXOPDN�LoLQ�E�\�N�
úHKLUOHUH�JLWPH\L�G�ú�Q�U��'ROD\ÕVÕ\OD��|]HOOLNOL��U�Q�VDWÕFÕODUÕ�GDKD�E�\�N�E|OJHVHO�
NDSDOÕ�oDUúÕODU�\D�GD�DOÕúYHULú�PHUNH]OHULQGH�NRQXPODQPDOÕGÕU�� 

• %�\�\HQ� WRSOXOXNODU� YH� DOÕúYHULú� PHUNH]OHUL� GDKD� JHQLú� VD\ÕGD�
EH÷HQPHOLN�YH�|]HOOLNOL��U�Q�SHUDNHQGHFLOHULQL�NDOGÕUDELOHFHNWLU�� 

• 'DKD�JHQLú� WRSOXOXN�YH�DOÕúYHULú�PHUNH]OHUL�KHP�NROD\OÕN�YH�]RUXQOX�
NDOHPOHULQ� KHU� LNLVLQL� KHP� GH� EH÷HQPHOLN� YH� |]HOOLNOL� �U�QOHUL� LoHUGL÷LQH� J|UH, 
LQVDQODU� W�P� DOÕúYHULú� LKWL\DoODUÕQÕ� ELU� \HUGH� NDUúÕODPDN� LoLQ� GDKD� X]DNWDNL� EX�
E|OJHOHUH� \ROFXOXN� \DSDFDNODUGÕU�� %|\OHFH�� GDKD� E�\�N� úHKLUOHU� YH� DOÕúYHULú�
PHUNH]OHUL�� SHUDNHQGHFL� DoÕVÕQGDQ� RUDQWÕVÕ]� ELU� úHNLOGH� daha genLú� Lú� PLNWDUÕ�
VD÷OD\DFDNWÕU� 
 

3.3.4.5.4. Huff Modeli 

 

David L. +XII��5HLOO\�\DVDVÕQGDNL�VÕQÕUODPDODUÕ DúPDN�LoLQ�DOWHrnatif bir model 

JHOLúWLUPLúWLU��0RGHO� WHPHO� RODUDN� ILUPDGDQ� oRN� W�NHWLFL� �]HULQH� RGDNODQÕU��0RGHO� 
tüketicilerin belirli ürün ve hizmetlerL�HOGH�HWPHN�LoLQ�PHYFXW�DOWHUQDWLIOHU�DUDVÕQGDQ 

EHOLUOL�ELU�GD÷ÕWÕP�PHUNH]LQL�ILUPD�\D�GD�ILUPDODU�JUXEX��VHoPH�V�UHFLQL�WDQÕPODU�2  
 

+XII�PRGHOL��DOÕúYHULú�PHUNH]LQLQ�E�\�NO�÷�nü��ELU�P�úWHULQLQ�KHU�ELU�DOÕúYHULú�
PHUNH]L� LoLQ� QH� NDGDU� \ROFXOXN� \DSDFD÷ÕQÕ� YH� P�úWHULQLQ� DUDGÕ÷Õ� �U�Q� WLSLQL� J|]�
önünde bulXQGXUXU�� %LU� P�úWHULQLQ� EHOLUOL� ELU� DOÕúYHULú� PHUNH]LQH� \ROFXOXN�
\DSPDVÕQÕQ�QH�NDGDU�RODVÕ�ROGX÷XQD�GDLU�SHUDNHQGHFL\H�\DNODúÕN�ELU�RODVÕOÕN� VXQDr. 
$oÕNWÕU� NL�� �U�Q�P�úWHUL� LoLQ� QH� NDGDU� |QHPOL� LVH� \ROFXOXN� süresi o kadar önemsiz 

                                                
1 Ibid, s.366. 
2 Huff, a.g.m., s.36. 
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ROXU�� g]HOOLNOL� ELU� �U�Q� DOPDN� LVWH\HQ� ELU� W�NHWLFL� NROD\OÕN� �U�Q�� DOPDN� LVWH\HQ�
W�NHWLFLGHQ�GDKD�ID]OD�\ROFXOXN�\DSPD\D�LVWHNOL�RODFDNWÕU�1   

 

T�NHWLFLQLQ� ELU� PD÷D]D\Õ� VHoLPL� NDUPDúÕN� ELU� NDUDU� DOPD� V�UHFLGLU�� 6HoLP�
sürecinde kullanÕODQ� PD÷D]D� QLWHOLNOHULQLQ� VD\ÕVÕ� YH� |QHPL� KHU� P�úWHUL\H� J|UH�
GH÷LúLU�2 +XII¶ÕQ� P�úWHUL� oHNLP� PRGHOLQLQ� WHPHOi� DúD÷ÕGDNL� öncüllere 

dayaQGÕUÕOPDNWDGÕU�3 
 

1. Belirli ELU� DOÕúYHULú� E|OJHVLQGHQ� DOÕúYHULú� HGHQ W�NHWLFLOHULQ� RUDQÕ�
DOÕúYHULú�E|OJHVLQH�RODQ�X]DNOÕ÷D�J|UH�GH÷LúLU� 

2. dHúLWOL�DOÕúYHULú�E|OJHOHULQGHQ�DOÕúYHULú�HGHQ�W�NHWLFLOHULQ�RUDQÕ�KHU�ELU�
DOÕúYHULú�E|OJHVLQLQ�VXQGX÷X��U�Q�JHQLúOL÷L�YH�GHULQOL÷LQH�J|UH�GH÷LúLU� 

3. 7�NHWLFLOHULQ�oHúLWOL�DOÕúYHULú�E|OJHOHULQH�\ROFXOXN�\DSWÕ÷Õ�PHVDIH��U�Q�
VDWÕQ�DOÕPODUÕQÕQ�IDUNOÕ�W�UOHULQH�J|UH�GH÷LúLU� 

4. BelirlL� ELU� DOÕúYHULú� E|OJHVLQLQ� ³oHNLPL´� UDNLS� DOÕúYHULú� E|OJHOHULQLQ�
\DNÕQOÕ÷ÕQGDQ�HWNLOHQLU�� 
 

0RGHOLQ�ELoLPVHO�LIDGHVL�ú|\OHGLU�4 
 

∑
=

=
n

j ij

j

ij

j

ij

T

S

T

S

P

1
λ

λ

  

 

ijP  = belirlL� ELU� L� EDúODQJÕo� QRNWDVÕQGDNL� ELU� W�NHWLFLQLQ� EHOLUOL� ELU� M� DOÕúYHULú�
PHUNH]LQH�\ROFXOXN�\DSPD�RODVÕOÕ÷Õ 

jS  =  M�DOÕúYHULú�PHUNH]LQLQ�E�\�NO�÷� 

ijT  = �W�NHWLFLQLQ�L�EDúODQJÕo�QRNWDVÕQGDQ�M�DOÕúYHULú�PHUNH]LQH�\ROFXOXN�V�UHVL� 

                                                
1 Hasty and Reardon, Op.Cit., s: 218-221. 
2 Lewison, Op.Cit., s.327. 
3 Huff, a.g.m., s.34. 
4 Ibid, s.36. 
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λ �� ��IDUNOÕ�W�U�DOÕúYHULú�JH]LOHUL��]HULQGH�\ROFXOXN�V�UHVLQLQ�HWNLVLQL�\DQVÕWPDN�
için deneysel olarak tahmin edilen bir parametre   

 

)RUP�O�DúD÷ÕGDNL�JLEL�X\JXODQDELOLU�1      
Bir analist�� E|OJHGHNL� W�P� SHUDNHQGHFLOHU� WDUDIÕQGDQ�HUNHN� NRORQ\DVÕQD� WDKVLV�

edilmesi beklenen 200, 300 ve 500 km.OLN��o�PXKWHPHO�DOÕúYHULú�\HULQL�LQFHOHGL÷LQL�
IDU]� HGHOLP�� %LU� JUXS� SRWDQVL\HO� P�úWHUL� ELULQFL� QRNWDGDQ� ��� LNLQFL� QRNWDGDQ� ����
�o�QF�� QRNWDGDQ� ��� GDNLND� PHVDIHGH� RWXUPDNWDGÕr. Analist�� GDKD� |QFH� \DSWÕ÷Õ�
DUDúWÕUPD�LOH�\ROFXOXN�V�UHVLQLQ�HWNLVLQLQ���RODFD÷ÕQÕ�WDKPLQ�HGL\RU��(UNHN�NRORQ\DVÕ�
LoLQ�W�NHWLFLOHULQ�DOÕúYHULú�HWPH�RODVÕOÕ÷Õ�ú|\OH�KHVDSODQÕU� 

 

 

1iP  =  
( ) ( )

( ) ( ) ( ) ( ) ( ) ( )222

2

15/50010/3007/200

7/200

++
 = %43.9 

 

2iP  = 
( ) ( )

( ) ( ) ( ) ( ) ( ) ( )222

2

15/50010/3007/200

10/300

++
 = %32.2 

 

3iP = 
( ) ( )

( ) ( ) ( ) ( ) ( ) ( )222

2

15/50010/3007/200

15/500

++
  = %23.9 

 

Sonuç olarak birinci noktadan 7 dakika mesafede 200 erkek oturuyorsa 88’i o 

QRNWDGDQ�DOÕúYHULú�HGHFHNWLU�� 
 

/DPGD� ����� W�NHWLFLQLQ� DOÕúYHULú� PHUNH]LQGH� DUDGÕ÷Õ� �U�Q� W�U�� LoLQ� ELU�
D\DUODPDGÕU��'DKD� |QFHNL� DUDúWÕUPDODUda mobilya için� /DPGD¶\Õ� ������� JL\LP� LoLQ�
������ RODUDN� KHVDSODQPÕúWÕU�2� /DPGD¶QÕQ� WDKPLQL� GH÷HUL� DWWÕNoD harcanan zaman 

D]DODFDNWÕU�� $\QÕ� ]DPDQGD�� /DPGD¶QÕQ� GH÷HUL� DUWWÕNoD� WLFDUHW� E|OJHVLQLQ� NDSVDPÕ�
küçülecektir.3  

 

                                                
1 Berman and Evans, Op.Cit., s.224. 
2 David Huff, “Determination of Intra-urban Retail Trade Areas”, Real Estate Research Program, 
Los Angeles: University of California, 1962’den aktaran Hasty and Reardon, Op.Cit., s.219. 
3 Hasty and Reardon, Op.Cit., s: 219-220. 
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Yine de Huff modelinin ]D\ÕI� \|QOHUL� YDUGÕU�� 0RGHO�� EHQ]HU� GHPRJUDILN�
NDUDNWHULVWLNOHUL� RODQ� W�NHWLFLOHULQ� EHQ]HU� VDWÕQ� DOPD� GDYUDQÕúÕ� VHUJLOH\HFH÷LQL� IDU]�
HGHU��7�P�PHUNH]OHUGHQ�DOÕúYHULú�HGLOPH\HELOGL÷L�KDOGH��+XII�PRGHOL�VLVWHPGHNL�W�P�
potansiyel perakende merkezlerini kapsar. SRQ� DUDúWÕUPDODU�� tüketicilerin� DOÕúYHULú�
PHUNH]L�VHoHQHNOHULQL�EHOLUOHPHVLQH�L]LQ�YHUPHQLQ�PRGHOLQ�SHUIRUPDQVÕQÕ�|QHPOL�ELU�
úHNLOGH� JHOLúWLUGL÷LQL� YH� WDKPLQ� HGLFL� YH� DoÕNOD\ÕFÕ� DPDoODU� LoLQ� NXOODQÕODELOHFH÷LQL�
J|VWHUPLúWLU�1   

 

3.3.4.5.6. 0D÷D]D�Yeri Tahsisat Modelleri 

 

7LFDUHW� E|OJHOHULQL� DQDOL]� HWPHN� LoLQ� \XNDUÕGD� DoÕNODQDQ�PHWRWODU� ELU�PD÷D]D�
LoLQ� HQ� L\L� \HUL� EHOLUOHPH\H� oDOÕúDQ� SHUDNHQGHFL� LoLQ� \DUDUOÕGÕU� Ancak perakendeci 

ELUNDo� \HQL� PD÷D]DQÕQ� KHSVLQL� D\QÕ� DQGD� DoPD\Õ� SODQOÕ\RUVD� SUREOHP� oRN� GDKD�
zordur. %LU� \HUH� NDGDU�PD÷D]DODU� ELUELUOHUL� LOH� UHNDEHW� HGHFHNWLU� YH� ELU�PD÷D]DGDQ�
HOGH�HGLOHQ�VDWÕúODU�ELU�GL÷HULQGHQ�HOGH�HGLOHQ�VDWÕúODUÕ�parçalar.2 

 

SaWÕúODU�� SD]DU� SD\Õ� JLEL� EHOLUOL kriterleri ya da brüt kar, DPP(direkt ürün 

NDUOÕOÕ÷Õ��JLEL�NDUOÕOÕN�|Oo�OHULQL�RSWLPL]H�HWPHN�LoLQ�Hú�]DPDQOÕ�RODUDN�oRNOX�PD÷D]D�
\HUOHULQL�VHoHQ�oHúLWOL�PD÷D]D yeri tahsiVDW�PRGHOOHUL�JHOLúWLULOPLúWLU�3 

 

Yer seçimi tahsisat modelleri |QHPOL� \DWÕUÕPODU�JHUHNWLULU� YH� �U�QOHULQ��UHWLP�
YH� GD÷ÕWÕPÕ� �]HULQGH� X]XQ� G|QHPOL� VÕQÕUODPDODUOD� VRQXoODQÕU�� %X� SUREOHPOHU�
NDUPDúÕNWÕU�YH�KHU�ELUL�NHQGLQH�|]J��ELU�GL]L�VR\XW�YH�VRPXW�IDNW|UH�ED÷OÕGÕU��dR÷X�
NH]�EX�W�U�NDUPDúÕN�SUREOHPOHUL�o|]PHN�LoLQ�6DDW\� WDUDIÕQGDQ�|QH�V�U�OHQ�Analitik 

+L\HUDUúL� 6�UHFL�$+3�� |QHULOLU. $+3� NDUPDúÕN� ELU� SUREOHPLQ� EDVLW� ELU� KL\HUDUúL�
úHNOLQGH�\DSÕODQGÕUÕOPDVÕQÕ�YH�VLVWHPDWLN�ELU�XV�OGH�oRN�VD\ÕGD�QLFHO�YH�QLWHO�IDNW|U�Q�
GH÷HUOHQGLULOPHVLQL VD÷ODU�4 

 

                                                
1 Mason, Mayer and EzelL, Op.Cit., s.257. 
2 Levy and Weitz, Retailing Management, s.369.  
3 Samuel Craig, Avijit Ghosh and Sara McLafferty, “Models of The Retail Location Process: A 
Review”, Journal of Retailing, Vol.60, No:1(Spring 1981)’den aktaran Ibid. 
4 Masood A. Badri, “Combining The Analytic Hierarchy Process and Goal Programming for Global 
Facility Location-Allocation Problem”, International Journal of Production Economics, 
Vol.62(1999), s.237.  



 
 

105 

$+3�oHúLWOL�GXUXPODUD�X\JXODQDELOHQ�ROGXNoD�esnek bir karar alma metodudur. 

6RQ� DUDúWÕUPDODU�$+3¶QLQ� X]PDQOÕN� \D� GD� deneyime dayanan sübjektif ölçümlerle 

LIDGH� HGLOHQ� NDUDU� NULWHUOHULQH� WXWDUOÕOÕN� ND]DQGÕUPD\D� \DUGÕPFÕ� ROGX÷XQX�
J|VWHUPLúWLU��1  
 

 

ùHNLO��. $QDOLWLN�+L\HUDUúL�6�UHFL 
Kaynak: Masood A. Badri, “Combining The Analytic Hierarchy Process and Goal Programming for 
Global Facility Location-Allocation Problem”, International Journal of Production Economics, 
Vol.62(1999), s.240. 

 
 

 

$QDOLWLN� KL\HUDUúL� V�UHFL� ELUNDo� DúDPDGDQ� ROXúPDNWDGÕU�2� øON� DGÕP�� SUREOHPLQ�
NDSVDPOÕ� DPDo�� NULWHU� YH� NDUDU� DOWHUQDWLIOHUL� DoÕVÕQGDQ� JUDILN� J|VWerimini 

ROXúWXUPDNWÕU��ùHNLO����\HU�VHoLPL�SUREOHPL�KL\HUDUúLVLQL�J|stermektedir. Daha sonra 

KHU�ELU�PD÷D]D�\HUL�DOWHUQDWLILQLQ�KHU�ELU�NULWHUH�QH�NDGDU�X\GX÷X�LQFHOHQerek öncelik 

belirlenir.  Her bir alternatifin önceliN�GH÷HUL�NULWHUOHULQ�J|UHFH�|QFHOL÷L�LOH�oDUSÕODUDN�
ELU� D÷ÕUOÕNODQGÕUPD�HOGH�HGLOLU��6RQXo�RODUDN�DOWHUQDWLIOHUH� LOLúNLQ�|QFHOLN�VÕUDODPDVÕ�
elde edilir.  
                                                
1 F. Zahedi, “The Analytic Hierarchy Process: Exploring The Censesus-Relevant Information 
Content”, Computers and Operations Research, Vol.23, No:1(1996), ss: 27-35’den aktaran Ibid, 
s.240. 
2 T. Saaty, Multicriteria Decision Making: The Analytic Hierarchy Process, Pittsburg: RWS 
Publications, 1996’dan aktaran Ibid.  
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Yer alternatLIOHULQLQ� $+3� PHWRGX� LOH� VHoLPLQGH� ED]Õ� SUREOHPOHU� GLNNDWH�
DOÕQPDPDNWDGÕU�� øON� RODUDN� DQDOLVW� oRNOX� \HU� VHoLPL� SUREOHPL� LOH� NDUúÕ� NDUúÕ\DGÕU��
LNLQFLVL�� VHoLOHQ� \HUOHULQ� GR÷UXOX÷XQX� GHVWHNOHPHN� LoLQ� \HWHUOL� ND\QDN� \RNWXU��
�o�QF�V��� DQDOLVW� D\QÕ� ]DPDQGD� VHoLOHQ� KHU� ELU� \HU� LOH� WDKVLVDW� NDUDUÕ� YHUPHN�
]RUXQGDGÕU�� %X� QHGHQOH� $+3¶QLQ� EX� VÕQÕUODPDODUÕQÕ� DúPDN� LoLQ� $+3� YH� DPDo-

programlama (goal programming-GP) \|QWHPLQLQ� ELUOLNWH� NXOODQÕOPDVÕ�
önerilmektedir.1 

 

AHP-$PDo�3URJUDPODPD�\DNODúÕPÕ�$+3-*3���LNL�NDUDU�GH÷LúNHQL�LoHUHQ�WLSLN�
ELU� \HU� VHoLPL� WDKVLVDW� SUREOHPLGLU�� øON� NDUDU� GL]LVL� GH÷LúNHQOHUL� \Hr alternatiflerini, 

LNLQFLVL� LVH�EX�QRNWDODUGDQ�GD÷ÕWÕP�PHUNH]OHULQH� WDKVLVDWÕ�J|VWHULU��$+3-GP modeli 

ND\QDN� VÕQÕUODPDODUÕQÕQ� ROGX÷XQX� YH� N�UHVHO� \HU� WDKVLVDW�PRGHOOHULQGH� XOXVODUDUDVÕ�
yer�IDNW|UOHULQLQ�oRN�|QHPOL�ROGX÷XQX�IDU]�HWPHNWHGLU�2   

 

GP modeli aOWHUQDWLI�QRNWDODUÕQ�J|UHFH�|QHPLQL�GLNNDWH� DOPDNOD�NDOPD],� D\QÕ�
]DPDQGD� RUJDQL]DV\RQXQ� \HU� WDKVLVDW� NDUDUODUÕ� DOÕUNHQ� NDUúÕODúWÕ÷Õ� |QHPOL� ND\QDN�
VÕQÕUODPDODUÕQÕ�GD�J|]�|Q�QGH�EXOXQGXUXU��%LUOHúWLULOPLú�$+3-GP modeli yer seçimi 

tahsisat problemine sistematLN�ELU�\DNODúÕP�JHWLULU.3     
 

3.3.4.6.�(Q�ø\L�0HWRWODUÕQ�6HoLPL 
 

+HUKDQJL�ELU�NDUDU�YHULOLUNHQ��NRQX�KDNNÕQGD�QH�NDGDU�ID]OD�ELOJL�HOGH�HGLOLUVH�
GDKD� L\L� VRQXo� DOÕQPDVÕ� R� NDGDU� PXKWHPHOGLU�� %X� GXUXP� \HU� VHoLPL� DQDOL]L� LoLQ�
|]HOOLNOH�GR÷UXGXU��O nedenle, yHU�VHoLPL�WHNQLNOHULQLQ�ELU�NRPELQDV\RQX�X\JXODQÕU�
YH�D\QÕ�VRQXFD�XODúÕOÕUVD�SHUDNHQGHFL�karara daha fazla güvenmelidir.4 

 

7LFDUHW� E|OJHOHULQL� DQDOL]� HWPHN� LoLQ� NXOODQÕODQ� PHWRWODUGDQ� ED]ÕODUÕ� EHOLUOL�
GXUXPODUGD�GDKD�L\LGLU��$QDORJ�YH�oHNLP�\DNODúÕPODUÕ�HOde edilebilir verilerin küçük 

ROGX÷X�� JHQHOOLNOH�PD÷D]D� VD\ÕVÕQÕQ� ��¶GDQ� D]� ROGX÷X� GXUXPODUGD� HQ� L\LGLU��'L÷HU�
                                                
1 Ibid, ss: 242-243. 
2 Ibid, ss: 243-245. 
3 Ibid, s.246. 
4 Levy and Weitz, Retailing Management, s.369. 
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\DQGDQ�� DQDORJ� \DNODúÕPÕ� JLEL� PDQXHO� ELU� VLVWHP� NXOODQÕOÕUNHQ� oRNOX� WDKPLQ�
GH÷LúNHQOHULQL� DNÕOGD� WXWPDN� ]RU� ROGX÷XQGDQ�� VDWÕúODUÕ� DoÕNODPDVÕ� EHNOenen çoklu 

GH÷LúNHQOHU�ROGX÷XQGD�UHJUHV\RQ�\DNODúÕPÕ�HQ�L\LGLU��$QFDN��VDGHFH�oHNLP�PRGHOOHUL�
UHNDEHWLQ�oHNLFLOL÷LQL�YH�V|]�NRQXVX�PD÷D]D�\D�GD�DOÕúYHULú�PHUNH]LQH�P�úWHULOHULQ�
X]DNOÕ÷ÕQÕ� YH\D� \ROFXOXN� V�UHVLQL� DoÕNoD� GLNNDWH� DOÕU�� 6RQ� RODUDN�� ELUNDo�PD÷D]aya 

D\QÕ�DQGD�\HU�VHoPH\H�oDOÕúÕUNHQ�PD÷D]D�\HUL�WDKVLVDW�PRGHOOHUL�HQ�X\JXQGXU�1  
 

3.4. 0D÷D]D�Yeri Analizi 

 

Perakendeci,� ELU� PD÷D]D� LoLQ� EHOLUOL� ELU� WLFDUHW� E|OJHVLQLQ� L\L� ELU� RODVÕOÕN�
ROGX÷XQX� EHOLUOHGLNWHQ� VRQUD�� DQDOL]� \HU� GH÷HUOHQGLUPHVLQH� \|QHOLU�2 Perakende 

PD÷D]D� \HUL�� PD÷D]D� oHYUHVLQLQ� VWDWLN� NDOPDPDVÕ�� DNVLQH� JHOLúPHVL� \D� GD� N|W�\H�
JLWPHVL� QHGHQL\OH�ROGXNoD�|QHPOLGLU��0D÷D]D� \HUL� GLNNDWOL� ELU� úHNLOGH�VHoLOPHOLGLU��
o�QN�� SHUDNHQGH� IDDOL\HWLQLQ� JHOHFHNWHNL� EDúDUÕVÕ� PD÷D]DQÕQ� NRQXPXQD� ED÷OÕ�
RODFDNWÕr.3 

 

Perakende faaliyetlerinin yaraUÕQÕ� RUWD\D� NR\DQ� EDúOÕFD� VRV\DO� YH� HNRQRPLN�
|]HOOL÷L,� ELU�P�úWHUL� JUXEXQD�KL]PHW� VXQPD�\HWHQH÷LGLU��'ROD\ÕVÕ\OD� bir perakende 

PD÷D]DVÕ� P�úWHULQLQ� UDKDWoD� XODúDELOHFH÷L� úHNLOGH� NRQXPODQPDOÕGÕU�� 1�IXV�
hareketleri, pODQOÕ� E|OJHVHO� DOÕúYHULú� PHUNH]OHULQLQ� VD\ÕVÕQGDNL� DUWÕú� arazi 

PDOL\HWOHULQLQ�V�UHNOL�DUWÕúÕ�YH�GH÷LúHQ�VRV\DO�NRúXOODU�QHGHQL\OH�SHUDNHQGH�PD÷D]D�
yeri seçimine daha fazla dikkat edilmektedir. 4 

 

3HUDNHQGH� PD÷D]D� \HULQLQ� NULWLN� ELU� XQVXU� ROPDVÕQÕQ� ELU� EDúND� QHGeni 

SHUDNHQGH� PD÷D]D� EDúDUÕVÕ]OÕNODUÕQGDNL� DUWÕúWÕU�� %X� EDúDUÕVÕ]OÕN� ED÷ÕPVÕ]�
SHUDNHQGHFLOHUOH�VÕQÕUOÕ�GH÷LOGLU��]LQFLU�PD÷D]DODU�GD�YHULPVL]�PD÷D]D�\HUL�QHGHQL\OH�
EDúDUÕVÕ]�ROPDNWDGÕU��%LUoRN�SHUDNHQGHFL�ERú�ELU�ELQD�EXOGX÷X�E|OJHGH� Lú�NXUPDNWD�
YH� PD÷D]D� \HULQLQ� \D� GD� PD÷D]D\Õ� oHYUHOH\HQ� WLFDUHW� E|OJHVLQLQ� SRWDQVL\Hlini 

\HWHULQFH�G�ú�QPHPHNWHGLU�5  
 

                                                
1 Ibid. 
2 Hasty and Reardon, Op.Cit., s.229. 
3 Redinbaugh, Op.Cit., s.5  
4 Ibid. 
5 Ibid. 
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*�Q�P�]�Q� GLQDPLN� SHUDNHQGH� RUWDPÕQGD� ELUoRN� SHUDNHQGH� \HULQLQ� YH�
ELQDVÕQÕQ�\DúDP�V�UHVL�J|UHFH�NÕVDGÕU��7�P�SD]DUODPD�ND\QD÷Õ�YH�X]PDQOÕ÷D� VDKLS�
en büyük planOÕ�DOÕúYHULú�PHUNH]OHUL�ELOH�HVNLPH��Q�IXVWDNL�GH÷LúLNOLN�YH�KDUHNHWOLOLN��
HQ� \HQL� |]HOOLNOHUH� VDKLS� DOÕúYHULú� PHUNH]OHULQLQ� LQúDVÕ� YH� W�NHWLFL� DU]XODUÕQGDNL�
GH÷LúLNOLN� QHGHQL\OH� SHUDNHQGH� PD÷D]D� |O�P�� SUREOHPL\OH� NDUúÕODúÕU�� %XJ�Q�Q�
HNRQRPLN� NRúXOODUÕQGD� D\QÕ� SHUDNHQGHFLQLQ� D\QÕ� \HUGH� NÕUN�� HOOL� \ÕO� EXOXQPDVÕ 
EHNOHQHPH]��0D÷D]D� \HUL� V�UHNOL� ELU� SUREOHPGLU�� PD÷D]D� DoÕOGÕ÷ÕQGD� VRQD� HUPH]��
<DQL�� PHYFXW� YH� JHOHFHNWHNL� EHNOHQWLOHUL� NDUúÕOD\ÕS� NDUúÕODPDGÕ÷Õ� sürekli dikkate 

DOÕQPDOÕGÕU�1    
 

Yer analizi, en iyi pHUDNHQGH� \HUOHULQL� EHOLUOHPHN� DPDFÕ\OD� KHU� ELU� SD]DU�
LoHULVLQGH� DU]� YH� WDOHS� \R÷XQOX÷XQXQ� ELU� GH÷HUOHQGLUPHVLGLU� Analiz, her bir pazar 

LoHULVLQGH�KkOLKD]ÕUGD�PHYFXW�RODQ�HQ�oHNLFL�\HUOHULQ�WHVSLWL�LOH�JHOLúWLULOLU��6RQ�RODUDN��
RODVÕ�HQ�L\L�\HU�VHoLOLU�2  

 

7DOHS�<R÷XQOX÷X     

 

Belirli bir bölgede, ilçe ya da yörede potansiyel talebin perakendecinin ürün ve 

KL]PHWOHULQH� \R÷XQODúPD� GHUHFHVL� WDOHS� \R÷XQOX÷X olarak ifade edilir. Talep 

\R÷XQOX÷XQXQ�GHUHFHVLQL�EHOLUOHPHN� LoLQ�SHUDNHQGHFL��SRWDQVL\HO� WDOHEL�HWNLOHGL÷LQH�
LQDQGÕ÷Õ�EDúOÕFD�GH÷LúNHQOHUL�WDQÕPODPDOÕGÕU��3HUDNHQGHFLQLQ�PHYFXW�PD÷D]DODUÕQGDQ�
DOÕúYHULú� HGHQ�P�úWHUL� WLSOHUL� LQFHOHQHUHN� EX� GH÷LúNHQOHU� EHOLUOHQHELOLU�� 7DQÕPODQDQ�
GH÷LúNHQOHU�\Dú��JHOLU��H÷LWLP�G�]H\L�JLEL�VWDQGDUW�GHPRJUDILN�GH÷LúNHQOHU�ROPDOÕGÕU��
o�QN�� RQODUD� LOLúNLQ� YHULOHU� KD]ÕU� ELU� úHNLOGH� PHYFXWWXU�� %X� GH÷LúNHQOHU�
GR÷UXOWXVXQGD�E|OJH\H�LOLúNLQ�WDOHS�\R÷XQOX÷X�KDULWDVÕ�ROXúWXUXODELOLU� 3 

 

$U]�<R÷XQOX÷X 

 

7DOHS�\R÷XQOX÷X�KDULWDODUÕ�ELU�\|UH�LoHULVLQGH�HQ�\�NVHN�SRWDQVL\HO�WDOHEL�WHPVLO�
eden bölgenin belirlenmesine imkân verse de mevcut perakende� NXUXOXúODUÕQÕQ�

                                                
1 Ibid. 
2 Dunne, Lusch and Griffith, Op.Cit., s.252 
3 Ibid, s.257. 
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NRQXPODUÕQÕQ� GD� KDULWDVÕ� ROXúWXUXOPDOÕGÕU�� %X� KDULWDODU�� LQFHOHPH� DOWÕQGDNL� SD]DUÕQ�
IDUNOÕ�E|OJHOHULQGH�SHUDNHQGHFLOHULQ�\R÷XQODúPD�GHUHFHVLQLQ�EHOLUOHQPHVLQL�VD÷ODU�1  

 

2OXúWXUXODQ� DU]� YH� WDOHS� \R÷XQOX÷X� KDULWDODUÕQÕ� LQFHOH\HUHN� SHUDNHQGHFL��
|UQH÷LQ�WDOHELQ�\R÷XQ�ROGX÷X�EXQD�NDUúÕOÕN�SHUDNHQGH�PD÷D]D�VD\ÕVÕQÕQ�D]�ROGX÷X�ELU�
yöreyi çekici bularak orada konumlanmaya karar verebilir.2   

 

3������0D÷D]D�<HUL�7�UOHUL 
 

Perakendeci alternatif tiFDUHW� E|OJHOHULQL� LQFHOHGLNWHQ� VRQUD� KDQJL� W�U�PD÷D]D�
\HULQLQ�oHNLFL�ROGX÷XQX�EHOLUOHU��3HUDNHQGHFLQLQ�VHoLP�\DSDELOHFH÷L��o�WHPHO�PD÷D]D�
\HUL� W�U�� YDUGÕU�3� VHUEHVW�ED÷ÕPVÕ]�� bir yer�� SODQODQPDPÕú� Lú� E|OJHVL� YH� SODQOÕ�
DOÕúYHULú� PHUNH]L�� $úD÷ÕGD� EX� W�UOHULQ her biri alt kategorileri ile birlikte 

incelenecektir. 

 

3��������6HUEHVW�%D÷ÕPVÕ] Yerler 

 

6HUEHVW�PD÷D]D�\HUOHUL�IUHHVWDQGLQJ-isolated location) genellikle anayol ya da 

FDGGH� �]HULQH� NRQXPODQÕU� YH� EHQ]HU� �U�QOHUL� VDWDQ� NRPúX� SHUDNHQGHFLOHUOH� WUDIL÷L�
paylaúPDODUÕ� JHUHNPH]�4� *HQLú� DODQ� JHUHNVLQLPL� RODQ� GHSR� NXO�SOHUL��
KLSHUPDUNHWOHULQ� \DQÕ� VÕUD� NROD\OÕN� PD÷D]DODUÕ�� IDVW-IRRG� UHVWRUDQODU� oR÷X� NH]�
ED÷ÕPVÕ]�PD÷D]D�úHNOLQGH�NXUXOXU�5 Bu tür�PD÷D]DODU; \DOQÕ]FD�\RO��]HULQGHQ�JHoHQ�
WUDIL÷H� J�YHQPHNOH� NDOPD\ÕS� güçlü ve ikna edici reklâm� YH� VDWÕú� SURPRV\RQODUÕ�
kullanaUDN�P�úWHULOHULQ�LOJLVLQL�oHNHU�6 

 

�%D÷ÕPVÕ]�PD÷D]DODU��IDUNOÕODúPD�VWUDWHMLOHULQLQ�ELU�SDUoDVÕ�RODUDN�\HU�VHoLPLQH�
D÷ÕUOÕN� YHULU�7 %X� WLS� PD÷D]DODU�� SODQOÕ� ELU� DOÕúYHULú� PHUNH]LQLQ� \ROX� �]HULQH�
NXUXOGX÷XQGD�\R÷XQ�ELU�WUDIL÷H�VDKLS�RODFDNWÕU�YH�ELUoRN�P�úWHULQLQ�GXUXS�DOÕúYHULú�

                                                
1 Ibid, s.258. 
2 Ibid. 
3 Berman and Evans, Op.Cit., s.245. 
4 Dunne, Lusch and Griffith, Op.Cit., s.234. 
5 Levy and Weitz, Retailing Management, s.335; Gilbert, Op.Cit., s.223 
6 Redinbaugh, Op.Cit., s.198. 
7 Gilbert,Op.Cit., s.223. 
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\DSPDVÕ�RODVÕGÕU��%XQXQOD�ELUOLNWH��HWNLOL�RODELOPHN�LoLQ�P�úWHULOHUL�GXUGXUXS�DOÕúYHULú�
\DSPDODUÕQÕ� VD÷ODPDQÕQ� \RO� YH� \|QWHPOHULQL� NHúIHWPHOHUL� JHUHNLU�� Arazi 

maliyetlerindeki artÕú� V�UG�NoH�� GDKD� \�NVHN� IL\DWOÕ� SODQOÕ� DOÕúYHULú�PHUNH]OHULQGHQ�
uzak durarak maliyetleri azaltmak isteyen perakendecilerin bu tip yerlere yönelmesi 

RODVÕGÕU�1 *HQHOOLNOH�� ED÷ÕPVÕ]� bir� PD÷D]D yerini seçen perakendeci monopolistik 

veya operasyonel bir avantaj elde etmeyi amaçlar.2 

 

�%D÷ÕPVÕ]�PD÷D]D yerlerinin�VXQGX÷X�DYDQWDMODU�úXQODUGÕU�3 
1. Direkt rekabet yoktur. 

2. *HQHO�RODUDN�GDKD�G�ú�N�NLUD�PDOL\HWOHUL�V|]�NRQXVXGXU� 
3. )DDOL\HW�YH�oDOÕúPD�VDDWOHULQGH�|]J�UO�N�YDUGÕU� 
4. Binalar bireysel ihtiyaçlara adapte edilebilir. 

5. .ROD\�YH�XFX]�SDUN�\HUL�VD÷ODQDELOLU�� 
6. 'DKD�L\L�\RO�YH�WUDILN�J|U�Q�UO�÷��P�PN�QG�U�4  

 

%XQD�NDUúÕOÕN�oHúLWOL�GH]DYDQWDMODU�GD�V|]�NRQXVXGXU�5  
1. 7DPDPOD\ÕFÕ�PD÷D]DODUÕQ�P�úWHUL�oHNLP�J�F�QGHQ�ID\GDODQÕODPD]� 
2. øON�]L\DUHW�LoLQ�P�úWHULOHUL�oHNPHN�]RUGXU� 
3. <�NVHN�UHNODPFÕOÕN�YH�SURPRV\RQ�PDOL\HWOHUL�ROXúXU�� 
4. )DDOL\HW� JLGHUOHUL� EDúND� PD÷D]DODUOD� SD\ODúÕODPD]� �J�YHQOLN�� oHYUH�

D\GÕQODWPD�YH�WHPL]OL÷L�JLEL� 
5. YDVDODU�ED]Õ�IDDOL\HWOHUL�NÕVÕWOD\DELOLU�� 

 

%D÷ÕPVÕ]� PD÷D]DODUÕQ� HQ� FLGGL� GH]DYDQWDMÕ� GL÷HU� PD÷D]DODUOD� VLnerji 

HNVLNOL÷LGLU�� %D÷ÕPVÕ]� ELU� \HUGHNL� SHUDNHQGHFL,� P�úWHULOHU� LoLQ� WHPHO� YDUÕú� QRNWDVÕ�
ROPDOÕGÕU��0�úWHULOHUH�� RQODUÕ�PD÷D]D\D� oHNPHN� LoLQ�� �U�Q�� IL\DW�� SURPRV\RQ� YH\D�
KL]PHWOHUGH� |]HO� ELU� úH\� WHNOLI� HWPHOLGLU�6 gUQH÷LQ� LQGLULPOL� PD÷D]DODU� \ROFX÷X�
zahmeWH�GH÷HU�\DSDQ�ELU�IL\DW�DYDQWDMÕQD�VDKLSWLU�7  

                                                
1 Ibid. 
2 Lewison, Op.Cit., 335. 
3 Dunne, Lusch and Griffith, Op.Cit., s.235. 
4 Berman and Evans, Op.Cit., s.245. 
5 Dunne, Lusch and Griffith, Op.Cit., s.236. 
6 Levy and Weitz, Essentials of Retailing, s.138. 
7 Hasty and Reardon, Op.Cit., s.238. 
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+HGHI� SD]DUÕQ� LOJLVLQL� oHNPH� YH� NRUXPDQÕQ� ]RUOX÷X�� :DO-Mart gibi büyük 

perakendecilerin veya 7-(OHYHQ� JLEL� NROD\OÕN� RGDNOÕ� PD÷D]DODUÕQ� ED÷ÕPVÕ] yerlere 

JHQHOOLNOH� HQ� oRN� X\DQ� SHUDNHQGHFLOHU� ROPDVÕQÕQ� EDúOÕFD� nedenidir.1� *HQLú� DODQ�
gereksinimleri, oldukça büyük park yeri� LKWL\DFÕ� YH� \R÷XQ� WUDILNOL� \HU� LVWH÷L�
QHGHQL\OH�ED÷ÕPVÕ]�PD÷D]D�\HUOHUL�EX�WLS�PD÷D]DODU�LoLQ�HQ�L\L�VHoHQHNWLU�2 Küçük bir 

LKWLVDV�PD÷D]DVÕ�EX�WLS�ELU�NRQXPGD�PXKWHPHOHQ�P�úWHUL�VDGDNDWL�VD÷ODyamaz, çünkü 

LQVDQODU�JHQLú�ELU��U�Q�oHúLWOLOL÷L�YH��U�Q�YH�IL\DWODUGD�J�oO��ELU�LPDMD�VDKLS�ROPD\DQ�
ELU�PD÷D]D\D�JLWPH\H�LVWHNVL]�RODFDNWÕU�3 

 

<ÕOODU�|QFH��JHOHQHNVHO�SHUDNHQGHFLOHULQ�LQGLULPOL�IDDOL\HWOHUL�X\JXQ�J|UPHPHVL�
YH� SHN� oRN� DOÕúYHULú� PHUNH]LQLQ� LQGLULPOL� SHUDNHQGHFLOHULQ� JLULúLQL� \DVDNODPDVÕ�
indirimli perakendecileri ED÷ÕPVÕ]� PD÷D]D� ROPD\D� ]RUODPÕú� YH� EDúDUÕOÕ� GD�
ROPXúODUGÕU�4   

 

*�Q�P�]GH�ED]Õ� SHUDNHQGHFLOHU�KHP�ED÷ÕPVÕ]� \HUOHUGH� KHP�GH� Lú� E|OJHVL�YH�
DOÕúYHULú� PHUNH]OHULQGH� IDDOL\HW� J|VWHUPHNWHGir. Karma yer stratejisi izleyen 

perakendecilerin örnekleri K-Mart, McDonald’s, Sears, Toys “R” Us, Wal-Mart ve 

7-(OHYHQ¶GÕU�5  
 

3��������3ODQODQPDPÕú�øú�%|OJHOHUL 
 

3ODQODQPDPÕú� Lú� E|OJHOHUL (unplanned business district), önceden uzun süreli 

bir planlama yDSÕOPDGDQ�LNL�\D�GD�GDKD�ID]OD�PD÷D]DQÕQ�ELUELULQH�\DNÕQ�ELU�úHNLOGH�
NRQXPODQDUDN� ROXúWXUGX÷X� PD÷D]D� \HUOHúLP� W�U�G�U�6 Yani bir koordinasyon 

ROPDNVÕ]ÕQ�SHUDNHQGHFLOHULQ�ELUH\VHO�RODUDN�PD÷D]D�\HUOHULQH�NDUDU�YHUPHOHUL�VRQXFX�
SODQODQPDPÕú�Lú�E|OJHVL�ROXúXU.7 

                                                
1 Berman and Evans, Op.Cit., s.246. 
2 Hasty and Reardon, Op.Cit., s.238. 
3 Berman and Evans, Op.Cit., s.246. 
4 Ibid. 
5 Ibid. 
6 Ibid. 
7 Davidson, Sweeney and Stampfl, Op.Cit., s.242. 
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�%X� WLS� Lú� E|OJHOHULQLQ� G|UW� oHúLGL� YDUGÕU�1�PHUNH]L� Lú� E|OJHVL�FHQWUDO� EXVLQHVV�
district-&%'��� LNLQFLO� Lú� E|OJHVL�VHFRQGDU\� EXVLQHVV� GLVWULFW-SBD), \HUHO� Lú�
bölgesi(neigborhood business district-NBD) ve úHULW�PHUNH]OHU��VWULS-string). 

 

3.4.1.2.1. Merke]L�øú�%|OJHOHUL 
 

0HUNH]L�Lú�E|OJHVL�FHQWUDO�EXVLQHVV�GLVWULFW-CBD), ELU�úHKLUGH�SHUDNHQGHFLOL÷LQ�
PHUNH]LGLU�� ùHKLUGHNL� HQ� JHQLú� DOÕúYHULú� E|OJHVLGLU� YH� ³úHKLU� PHUNH]L´� LOH� Hú�
DQODPOÕGÕU�� &%'�� ELU� NHQWLQ� RILV� ELQDODUÕQÕQ� YH� SHUDNHQGH� PD÷D]DODUÕQ� HQ� \R÷XQ�
olGX÷X� NÕVPÕGÕU�� $UDo� YH� \D\D� WUDIL÷L� VRQ� GHUHFH� \R÷XQGXU�� .�OW�UHO� YH� H÷OHQFH�
yerleri bölgeyi çevreler.2  

 

Merkezi (geleneksel)�Lú�E|OJHVL�HQ�D]�ELU�E�\�N�E|O�PO��PD÷D]D�YH�oRN�VD\ÕGD�
|]HOOLNOL� YH� NROD\OÕN�PD÷D]D\D� VDKLSWLU��%X�PD÷D]DODUÕQ� EHOLUOL bir yerleúLP�G�]HQL�
\RNWXU��LON�JHOHQ�LON�\HUOHúLU�PDQWÕ÷Õ\OD�ROXúXU.3 PHUDNHQGHFL�NDUPDVÕ�YH�G�]HQL�X]XQ�
G|QHPOL� ELU� SODQODPDQÕQ� VRQXFX� GH÷LOGLU�� WDULKH�� SHUDNHQGHFLOLNWHNL� H÷LOLPOHUe ve 

úDQVD� ED÷OÕGÕU�� %X� GXUXP� J�Q�P�]GH� ED]Õ� E|OJHOHULQ� NHQW� PHUNH]OHULQL�
FDQODQGÕUPD\D�oDOÕúPDODUÕ�VRQXFX�GH÷LúPH\H�EDúODPÕúWÕU�4  

 

%X� oDEDODUD� UD÷PHQ� ED]Õ� NHQWOHU, kent merkezlerini yerel olmayan 

SHUDNHQGHFLOHULQ�JLULúLQGHQ�NRUXPDN� LVWHPHNWHGLU��gUQH÷LQ� Ethan Allen ve Harriet 

%HHFKHU�6WRZH¶ÕQ�LON�NXUXOGX÷X Litchfeld, Connecticut’ta, \HUHO�KDONÕQ�ELUoR÷X�NHQWH 

JLUPH\L� SODQOD\DQ� 7DOERWV¶X� SURWHVWR� HWPLúWLU�� $QFDN�� NDGÕQ� NODVLN� JL\LPL�
SHUDNHQGHFLVL� RODQ�7DOERWV�� \HUHO�PXKDOHIHWH� UD÷PHQ��PD÷D]D� DoPD\Õ� EDúDUPÕúWÕU.5 
Jesse James ve grubunun yeri olarak bilinen Northfield, Minnesota’da Wal-Mart ve 

K-0DUW¶ÕQ� \HUOHúPH� SODQODUÕ� UHGGHGLOPLúWLU�� $QFDN�� .DVÕP� ����¶GH� \DSÕODQ�
UHIHUDQGXPGD�KDON�NHQWWH�ELU�7DUJHW�PD÷D]DVÕ�DoÕOPDVÕQÕ�RQD\ODPÕúWÕU�6     
 

                                                
1 Berman and Evans, Op.Cit., s.246. 
2 Ibid. 
3 Ibid. 
4 Dunne, Lusch and Griffith, Op.Cit., s.232. 
5 “Of a Talbots in Litchfield (The Horror?)”, New York Times, Ocak 1996, Bölüm 1, s.16’dan 
aktaran Ibid. 
6 “Residents Split as Target Takes Aim at Town”, Shopping Centers Today,�0D\ÕV�������VV�����-
220’den aktaran Ibid. 
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0HUNH]L� Lú�E|OJHOHULQGH�binalar çR÷X�NH]�HVNLGLU��%D]Õ�NHQWOHUGH�JHOHQHNVHO� Lú�
bölgeleri bozulmaktadÕU� YH� SHUDNHQGHFLOHU� LoLQ� D\DNWD� GXUPDODUÕ� ]RU� RODQ� \HUOHU�
RODUDN�J|U�OPHNWHGLU��%XQXQOD�ELUOLNWH��EX�NHQWOHU�PHUNH]L�Lú�E|OJHOHULQL�NRUXPDN�YH�
güçlendirmek, böylece belirli perakendeci türleri için oldukça çekici yerler haline 

JHWLUPHN��]HUH�|QOHPOHU�DOÕU.1  
 

0HUNH]L�Lú�E|OJHOHUL�PD÷D]DODUÕQ�J|UHFH�\DNÕQ�ROGX÷X�YH�NÕ\DVODPDQÕQ�NROD\FD�
\DSÕODELOGL÷L� NDSDOÕ� DOÕúYHULú� PHUNH]OHULQLQ� HUNHQ� ELU� PRGHOLGLU�� ����¶OHUH� NDGDU�
&%'¶OHU�SHN�oRN�NHQWWH�DOÕúYHULú� LoLQ�PHUNH]�ROPD�|]HOOL÷LQL�NRUXPXúWXU�������YH�
����¶OÕ� \ÕOlarda� RWRPRELO� NXOODQÕPÕQGDNL� DUWÕú�� NHQWOHU� DUDVÕ� JHOLúPLú� GHPLU\ROODUÕ��
WHOHNRP�QLNDV\RQ� WHNQRORMLVLQGHNL� JHOLúLP� YH� DLOH� NRPSR]LV\RQXQGDNL�
GH÷LúLNOLNOHULQ�VRQXFX�RODUDN DLOHOHU�YH�ELUH\OHU�\Õ÷ÕQ�KDOLQGH�NHQWOHUGHQ�EDQOL\|OHUH�
WDúÕQPÕúWÕU��Bu nüfus harekHWL�SHUDNHQGH�PD÷D]DODUÕQ�P�úWHULQLQ�LNDPHW�\HULQH�\DNÕQ�
ELU�úHNLOGH�NXUXOPDVÕQD�\RO�DoPÕúWÕU�2  

 

0HUNH]L�Lú�E|OJHOHULQLQ�EDúOÕFD�DYDQWDMODUÕ��WRSOX�WDúÕPDFÕOÕ÷D�HULúLP��JHQLú��U�Q�
oHúLWOHPHVL� YH� KL]PHWOHU� YH� WLFDUL� IDDOL\HWOHUH� \DNÕQOÕNWÕU�3 Ancak oHúLWOL 
dezavantajlara da sahiptir:4 Daha yüksek düzeyde güvenOLN� JHUHNLU�� PD÷D]Dlardan 

PDO� DúÕUPDN� GDKD� \D\JÕQ� RODELOLU� YH� SDUN� HWPH� oR÷X� NH]� SUREOHPGLU�� <�NVHN� VXo�
RUDQÕ�� NHQWVHO� ER]XOPD� YH� N|W�� KDYD� NRúXOODUÕQGDQ� NRUXQPDQÕQ� HNVLNOL÷L� EDQOL\|�
P�úWHULOHULQL� FD\GÕUDELOLU�� Birçok CBD’de DNúDPODUÕ� YH� KDIWD� VRQODUÕ� DOÕúYHULú�
|]HOOLNOH� \DYDúWÕU�� $\QÕ� ]DPDQGD� PRGHUQ� DOÕúYHULú� PHUNH]OHULQGHQ� IDUNOÕ� RODUDN�
&%'OHU� SODQODPD� HNVLNOL÷LQH� PDUX]� NDOÕU�� %LU� EORN� �VW� JHOLU� JUXEXQD� KLWDS� HGHQ�
butiklere sahipken bir sonraki blok d�ú�N� JHOLUOL� DLOHOHUGHQ� ROXúDELOLU� bu nedenle 

tüketiciler bölgedeki perakendecilere yeterince ilgi göstermeyebilir. 

 

3.4.1.2.2. øNLQFLO�øú�%|OJHOHUL      
 

øNLQFLO� Lú� E|OJHVL� �VHFRQGDU\� EXVLQHVV� GLVWULFW-SBD), genellikle iki büyük 

FDGGHQLQ�NHVLúLPL�LOH�NXúDWÕOPÕú�ELU�úHKLUGHNL�SODQODQPDPÕú�DOÕúYHULú�E|OJHVLGLU��+HU�
                                                
1 Pride and Ferrell, Op.Cit., s.383. 
2 Hasty and Reardon, Op.Cit., ss: 236-237. 
3 Dunne, Lusch and Griffith, Op.Cit., s.232. 
4 Levy and Weitz, Essentials of Retailing, s.132. 
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ELUL� HQ� D]� ELU� N�o�N� E|O�PO�� PD÷D]D�� ELU� WXKDIL\H� YH� ELUD]� GDKD� E�\�N özellikli 

PD÷D]D\D�VDKLS�RODQ�SBD’ler özellikle büyüN�úHKLUOHUGH�oR÷X�NH]�PHYFXWWXU�1       
 

%LU�6%'¶GH�VDWÕODQ�PDO�YH�KL]PHW�oHúLWOHUL�&%'¶GHNL��U�QOHUL�\DQVÕWÕU��%XQXQOD�
ELUOLNWH� LNLQFLO� Lú� E|OJHOHUL� GDKD� N�o�N�PD÷D]DODUD�� GDKD� D]� GHULQOLN� YH� JHQLúOLNWH�
oHúLWOHPH\H�YH�GDKD�N�o�N�ELU�WLFDUHW�E|OJHVLQH��W�NHWLFLOHU�X]D÷D�\ROFXOXN�\DSPDN�
istemeyeceklerdir) sahiptir ve daha yüksek�RUDQGD�NROD\OÕN��U�QOHUL�VDWDU�2 

 

øNLQFLO� Lú� E|OJHOHULQLQ� J�oO�� \|QOHUL� DUDVÕQGD� L\L� �U�Q� oHúLWOHPHOHUL��
JHoLWOHUH�WRSOX�WDúÕPDFÕOÕ÷D�HULúLPL��&%'¶GHQ�GDKD�D]�NDODEDOÕN�ROPDVÕ�YH�GDKD�ID]OD�
KL]PHW� VXQPDVÕ� YH� LNDPHW� E|OJHOHULQH� &%'¶GHQ� GDKD� \DNÕQ� NRQXPODQPDVÕ�
VD\ÕODELOLU��6%'¶OHULQ�GH]DYDQWDMODUÕ� \�NVHN�NLUD�YH�YHUJLOHU�� WUDILN� WÕNDQÕNOÕ÷Õ�� SDUN�
\HUL�VRUXQX�YH�&%'¶GHQ�GDKD�D]�]LQFLU�PD÷D]D\D�VDKLS�ROPDVÕGÕU�3  
 

3����������<HUHO�øú�%|OJHOHUL     
 

<HUHO�Lú�E|OJHVL�QHLJKERUKRRG�EXVLQHVV�GLVWULFW-NBD) tek bir ikamet bölgesinin 

NROD\OÕN��U�Q�YH�KL]PHWL�LKWL\DoODUÕQD�\|QHOLN�SODQODQPDPÕú�ELU�DOÕúYHULú�E|OJHVLGLU��
KXUX� WHPL]OHPHFL�� NÕUWDVL\H� G�NNkQÕ, berber ve/veya güzellik salonu, restoran gibi 

birkaç küçük� PD÷D]D\Õ� LoHULU�� |Q� SODQGD� RODQ� SHUDNHQGHFL� WLSLN� RODUDN� bir 

süpermarket,� E�\�N� ELU� HF]DQH� YH\D� WXKDIL\H� G�NNkQÕGÕU.4� 0�úWHULOHULQ� E�\�N�
oR÷XQOX÷X�KHPHQ�\DNÕQGDNL�VDNLQOHUGLU�5  

 

<HUHO�Lú bölgesi, W�NHWLFLOHUH�L\L�ELU�PD÷D]D�\HUL��X]XQ�oDOÕúma saati, park etme 

RODQDNODUÕ� YH� GDKD� D]� WHODúOÕ� ELU� DWPRVIHU� VXQDU� Di÷HU� \DQGDQ�� VÕQÕUOÕ� ELU� �U�Q� YH�
KL]PHW� VHoHQH÷L� V|]� NRQXVXGXU� YH� IL\DWODU� RUWDODPD� RODUDN� GDKD� \�NVHN� ROPD�
H÷LOLPLQGHGLU��o�QN��UHNDEHW�&%'�YH�6%'¶GHNLQGHQ�GDKD�D]GÕU�6  

 

 

                                                
1 Berman and Evans, Op.Cit., s.247. 
2 Ibid, s.248. 
3 Ibid. 
4 Ibid. 
5 Davidson and Brown, Op.Cit., s.52. 
6 Berman and Evans , Op.Cit., s.248. 
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3.4.1.2.4.�ùHULW�Merkezler 

 

ùHULW��VWULS-string) merkezler EDúOÕFD�DQD\RO�YH\D�FDGGH��]HULQGH�JHOLúHQ�YH�EX�
NDODEDOÕN� JHoLWOHUL� NXOODQDQ� LQVDQODUÕQ� W�NHWLP� IDDOL\HWOHULQH� ED÷ÕPOÕ� RODQ�
SODQODQPDPÕú� ELU� DOÕúYHULú� E|OJHVLGLU�� ùHULW� PHUNH]OHULQ� E�\�NO�÷��� �]HULQH�
NRQXPODQPÕú�ROGX÷X�DQD\ROXQ�RUWDODPD�WUDILN�KDFPL� LOH�GLUHNW�LOLúNLOLGLU��%D]Õ�úerit 

merkezler bir CBD’ye giden oldukça kalDEDOÕN� DUWHUOHU� �]HULQGH� NLORPHWUHOHUFH�
PHVDIHGH�X]DQÕUNHQ��ED]ÕODUÕ�GDKD�G�ú�N�WUDILN�\R÷XQOX÷XQD�VDKLS�FDGGHOHU��]HULQGH 
ELU� YH\D� LNL� EORNOD� VÕQÕUOÕGÕU�1 1RUWK� &DQWRQ�� 2KLR¶GD� %HOGHQ� 9LOODJH� $OÕúYHULú�
Merkezi’ne� X]DQDQ� ELU� DQD� DUWHU� RODQ�'UHVVOHU� 5RDG�� \DNODúÕN� EHú� NLORPHWUHOLN� ELU�
úHULW�LoLQGH�RQ�GRNX]�UHVWRUDQ�EXOXQGXUPDNWDGÕU�2      

 

0HUNH]GHNL� PD÷D]DODUÕQ� P�úWHULOHULQLQ� oR÷XQOX÷XQX� oHYUHGHNL� E|OJHGH�
\DúD\DQ� LQVDQODUGDQ�oRN�FDGGH\L�JHoLW� RODUDN�NXOODQDQ� LQVDQODU� ROXúWXUXU��g]HOOLNOL�
�U�Q�PD÷D]DODUÕ��|]HOOLNOH�\HQL�YH�NXOODQÕOPÕú�RWRPRELO�VDWÕFÕODUÕ�YH�FLKD]�YH�PRELO\D�
PD÷D]DODUÕ�HQ�\D\JÕQGÕU�� IDNDW� SHUDNHQGHFLOLN� faaliyetlerinin neredeyse her türü bu 

tip caddeler üzerinde bulunabilir.3  

 

%LU� úHULW� PHUNH]�� EDúDUÕVÕ� VRQUDGDQ� UDNLSOHUL� E|OJH\H� oHNHQ� ED÷ÕPVÕ]�
(freestanding)� ELU� PD÷D]D� RODUDN� EDúOD\DELOLU�� %X� WLS� ELU� PHUNH]GHNL� PD÷D]D� \HUL�
VÕQÕUOÕ��U�Q�oHúLWOLOL÷L��GDKD�\�ksek reklam maliyetleri, yasal�NÕVÕWODPDODU�YH�ELQD�LQúD�
HWPH� LKWL\DFÕ� JLEL� ED]Õ� GH]DYDQWDMODUÕQ� \DQÕ� VÕUD�ED÷ÕPVÕ]� ELU�PD÷D]D� \HUL� LOH� LOJLOL�
RODUDN� G�ú�N� NLUD�PDOL\HWL�� GDKD� ID]OD� HVQHNOLN�� GDKD� L\L� J|U�Q�UO�N� YH� SDUN� HWPH�
RODQDNODUÕ��GDKD�G�ú�N�IDDOL\HW�JLGHUOHUL�JLEL�SHN�oRN�DYDQWDMD�VDKLSWLU�4   

 

7HN� ELU� PD÷D]DQÕQ� ED÷ÕPVÕ]� ELU� PD÷D]D� \HULQH� J|UH�� ELU� úHULW� PHUNH]GH�
EXOXQPDVÕ� VRQXFX�� DUWDQ� WUDILN� DNÕúÕ� UDNLSOHUH� NDSWÕUÕODQ� P�úWHULOHUL� \HWHUOL� úHNLOGH�
telafi edebilir��%X�GXUXP��G|UW�EHQ]LQ�LVWDV\RQXQXQ�NDUúÕOÕNOÕ�N|úHOHUGH�Nonumlanma 

QHGHQLQL�DoÕNODPDNWDGÕU.5 
                                                
1 Lewison, Op.Cit., 337. 
2 David Knox, “Don’t like The Menu? Just Drive Another Block”, Akron Beacon Journal, ( Mart 
1995), A1, A5’ten aktaran Ibid. 
3 Davidson and Brown, Op.Cit., s.52. 
4 Berman and Evans, Op.Cit., s.248. 
5 Ibid. 
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ùHULW�PHUNH]OHULQ�NRQXPVDO�J�oOHUL�DúD÷ÕGDNLOHUL�EDúDUPDODUÕQD�LPNDQ�YHULU�1 
• 7�NHWLFLOHU� ELU� \HUGHQ� EDúND� ELU� \HUH� JLGHUNHQ� PD÷D]DODUÕ� ]L\DUHW�

HWPHOHUL�E�\�N�RODVÕOÕNWÕU�� 
• 7�NHWLFLOHUH�SHUDNHQGHFL�IDDOL\HWOHULQL�GX\XUXU��WHúKLU�HGHU��YH�E|\OHFH�

PD÷D]D�IDUNÕQGDOÕ÷Õ�\DUDWÕU� 
• �<HU� NROD\OÕ÷Õ� QHGHQL\OH� W�NHWLFLOHULQ� DQL� LVWHNOH� DOÕúYHULú� \DSPDODUÕQÕ�

VD÷ODU� 
• &%'�� 6%'� YH� ELUoRN� SODQOÕ� DOÕúYHULú� PHUNH]LQGHQ� GDKD� G�ú�N� NLUD�

PDOL\HWL�VD÷ODU� 
 

3��������3ODQOÕ�$OÕúYHULú�0HUNH]OHUL 
 

����¶OHUGHQ� LWLEDUHQ� ����¶OHU� ER\XQFD�� EDQOL\|OHUGH� Q�IXV� DUWWÕNoD� EDQOL\|�
DOÕúYHULú� PHUNH]OHUL� JHOLúPLú�� EXQD� NDUúÕQ� ELUoRN� PHUNH]L� Lú� E|OJHVLQGH�
SHUDNHQGHFLOLN� JHULOHPH� J|VWHUPLúWLU��0�úWHULOHU� DOÕúYHULú�PHUNH]OHULQLQ� NROD\OÕ÷ÕQÕ�
WHUFLK�HWPLúWLU��%DQOL\|GH�\DúDP��HYH�\DNÕQ�V�U�ú�PHVDIHVLQGH�RODQ�PD÷D]D�LKWL\DFÕ�
\DUDWPÕúWÕU�2 Banliyölerdeki büyüme,� LNDPHWOH� LOJLOL�SODQOÕ� JHOLúPHOHUH�\RO� DoPÕúWÕU��
%X� ROXúXP�� SHUDNHQGH� ILUPDODUÕQÕQ� NXUXODELOHFH÷L� ELUoRN� \HQL� FDGGH� YH� JHoLWOHUOH�
ELUOHúWLULOPLú� YH� E|\OHFH� SODQOÕ� DOÕúYHULú� PHUNH]L (planned shopping center) fikri 

GR÷PXúWXU�3 
 

3ODQOÕ� �RUJDQL]H�� DOÕúYHULú� PHUNH]OHUL�� SODQODQPÕú� ELU� PLPDUL� \DSÕ� E�W�nü 

içinde birden çok bölümlü� PD÷D]D� YH� N�o�NO�� E�\�NO�� SHUDNHQGHFL� �QLWHOHULQ��
NDIHWHU\D�� UHVWRUDQ�� H÷OHQFH� PHUNH]L�� VLQHPD�� VHUJL� VDORQX�� EDQND�� HF]DQH� JLEL�
LúOHWPHOHULQ�GH�LoLQGH�\HU�DOGÕ÷Õ��VDWÕú�DODQÕ�������PðGHQ�EDúOD\ÕS��������Pð\H�NDGDU�
GH÷LúHELOHQ�YH�WHN�ELU�PHUNH]GHQ�\|QHWLOHQ�NRPSOHNVOHUGLU�4  

 

                                                
1 Lewison, Op.Cit., s.338. 
2 Levy and Weitz, Essentials of Retailing, s.133. 
3 Hasty and Reardon, Op.Cit., s.229. 
4 A.J. Casazza and F.H. Spink, Shopping Center Development Handbook, Washington: Urban Land 
,QVWLWXWH��������V��¶GHQ�DNWDUDQ�6DQHP�$ONLED\��³2UJDQL]H�$OÕúYHULú�0HUNH]OHULQLQ�<|QHWLPL�YH�
7�UNL\H¶GHNL�gUQHNOHULQLQ�øQFHOHQPHVL´��3D]DUODPD�'�Q\DVÕ��<ÕO����6D\Õ����7HPPX]-$÷XVWRV�
1994), s.22. 
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3ODQOÕ� DOÕúYHULú� PHUNH]OHULQLQ� LON� |UQHNOHUL� $%'¶GH� ����¶OHUGH� J|U�OPH\H�
EDúODPÕúWÕU�� $%'¶QLQ� .DQVDV� &LW\� úHKULQGH� RUWDN� GL]D\Q� HGLOLS� NRQWURO�� tek 

PHUNH]GHQ�\DSÕODQ�&RXQWU\�&OXE�3OD]D� LOH�����¶GH�'DOODV¶WD�DoÕODQ�+LJKODQG�3DUN�
6KRSSLQJ�9LOODJH�RUJDQL]H�DOÕúYHULú�PHUNH]OHULQLQ�LON�WHPVLOFLOHULGLU�1                

 

3ODQOÕ� DOÕúYHULú�PHUNH]OHULQLQ� HUNHQ�|UQHNOHULQH�NDUúÕQ�PHYFXW� W�P�PHUNH]OHU�
pratik RODUDN� ��� '�Q\D� 6DYDúÕ� VRQUDVÕQGD� \DSÕODQGÕUÕOPÕúWÕU�� ����¶GH� ���� SODQOÕ�
DOÕúYHULú�PHUNH]L�NXUXOPXú�YH�EX�\ÕOÕQ� VRQXQGD�$%'’de faaliyette bulunan toplam 

PD÷D]D�VD\ÕVÕ������¶H�XODúPÕúWÕU�2�%X�VD\Õ������\ÕOÕ�VRQXQGD�������¶H�XODúPÕúWÕU�3 
 

6DYDúWDQ� VRQUD� KÕ]OÕ� ELU� \D\ÕOPD� J|VWHUHQ� YH� ����¶ODUGD� GD� $YUXSD¶GD�
J|U�OPH\H�EDúOD\DQ�RUJDQL]H�DOÕúYHULú�PHUNH]OHUL�EXJ�Q�JHOLúPLú��ONHOHUGH�olgunluk 

G|QHPLQL�\DúDPDNWDGÕU�4   
 

3ODQOÕ�DOÕúYHULú�PHUNH]OHULQLQ�KÕ]OÕ�JHOLúLPLQH�QHGHQ�RODQ�IDNW|UOHUGHQ�ED]ÕODUÕ�
úXQODUGÕU�5 

• EkoQRPLN� JHOLúPH\H� SDUDOHO� RODUDN� ELUH\LQ� \DúDP� G�]H\LQLQ�
yükselmesi, 

• 1�IXV� DUWÕúÕ� VRQXFXQGD� \DúDPÕQ� úHKLU� PHUNH]OHULQGHQ� X]DNODúDUDN�
EDQOL\|OHUH�GR÷UX�ND\PDVÕ� 

• 2WRPRELO�VD\ÕVÕQGDNL�DUWÕú�YH�EXQD�SDUDOHO�RODUDN�RWR\RO�YH�oHYUH�\ROX�
ED÷ODQWÕODUÕQÕQ�\DSÕOPDVÕ� 

• .DGÕQÕQ� HNRQRmik hayatta daha fazla rol almaVÕ� YH� \R÷XQ� oDOÕúPD�
WHPSRVX�LoLQGH�DOÕúYHULúH�D]�]DPDQ�D\ÕUPDVÕ� 

• $OÕúYHULúH� D\UÕODQ� NÕVÕWOÕ� ]DPDQÕQ� ELU� GHIDGD� WRSOX� DOÕúYHULú� \DSÕODUDN�
GH÷HUOHQGLULOPHN�LVWHQPHVL� 

• 3ODQODQPÕú� YH� DOEHQLVL� RODQ� \DSÕODUGD� DOÕúYHULú� \DSPDQÕQ� W�NHWLFL\H�
VD÷ODGÕ÷Õ�oHúLWOL�KD]�YH�ID\GDODUGDQ�\DUDUODQÕOPDN�LVWHQPHVLGLU� 

                                                
1 Ibid. 
2 S. O. Kaylin, “Accelerated Growth Seen for Centers”, Chain Store Age: Administrative Edition, 
May 1958, s.13’den aktaran Davidson and Brown, Op.Cit., s.56.  
3 V.V. Soriano and B. Williamson, “The Shopping Center Industry in 1998”, ISCS Research 
Quarterly, Vol. 6, No:1(1999), ss: 20-23’ten aktaran Hahn, a.g.m., s.223. 
4 Alkibay, a.g.m., ss: 22-23. 
5 Berman and Evans, Retail Management: A Strategic Approach, New York: Mc Millan Publishing 
Co., 1989, s.249’dan aktaran Ibid.  
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3ODQOÕ� DOÕúYHULú� PHUNH]OHUL�� GHQJHOL� NLUDFÕOÕ÷D� GD\DQDQ� YH� RWRSDUN� DODQODUÕ� LOH�
oHYULOL�ELU�DUD]L��]HULQGH�PLPDUL�RODUDN�D\QÕ�oDWÕ�DOWÕQGD�ELUOHúWLULOPLú�ELU�JUXS�WLFDUL 
NXUXOXúWDQ�ROXúXU��%�\�NO�÷�� YH�PD÷D]D� NDUPDVÕ�� KL]PHW� HGLOHQ� WLFDUHW� E|OJHVL� LOH�
LOJLOLGLU��7LSLN�ELU�SODQOÕ�DOÕúYHULú�PHUNH]L�ELU�YH\D�GDKD�ID]OD�DQD�PD÷D]D\D�YH�oHúLWOL�
büyükl�N� YH� VD\ÕGD� PD÷D]D\D� VDKLSWLU�1 $QD� PD÷D]D�DQFKRU� VWRUH�� isminin 

ünlenmesi QHGHQL\OH��NHQGLVLQLQ�YH�oHYUHVLQGHNL�PD÷D]DODUÕQ�P�úWHUL�WUDIL÷LQL�DUWÕUDQ�
PD÷D]DGÕU�� 0D÷D]D� LVPLQLQ� oHNLFLOL÷L� QHGHQL\OH� W�NHWLFLOHULQ� DOÕúYHULú� PHUNH]LQL�
]L\DUHW� HWPHVL� GDKD� RODVÕGÕU�� E|\OHFH� DQD� PD÷D]DQÕQ� YDUOÕ÷Õ� VD\HVLQGH� \DNÕQGDNL�
PD÷D]DODUÕQ�VDWÕú�YH�NDUODUÕ�DUWDU�2    

 

'HQJHOL�NLUDFÕOÕN��DOÕúYHULú�PHUNH]LQGHNL�PD÷D]DODUÕQ�ELUELULQL��U�Q�WHNOLIOHULQLQ�
NDOLWHVL� YH� oHúLWOLOL÷L� DoÕVÕQGDQ� WDPDPODPDVÕ� YH� PD÷D]DODUÕQ� oHúLW� YH� VD\ÕVÕQÕQ�
oHYUHGHNL� Q�IXVXQ� W�P� LKWL\DoODUÕQD� X\JXQ� ROPDVÕ� GHPHNWLU�� %XQX� VD÷ODPDk için 

DOÕúYHULú� PHUNH]L� \|QHWLPL� JHQHOOLNOH� her bir� oHúLW� SHUDNHQGHFLQLQ� LúJDO� HGHFH÷L�
WRSODP�DODQ�RUDQÕQÕ�EHOLUOHU��EX�SHUDNHQGHFLOHULQ�VWRNOD\DELOHFH÷L��U�Q�KDWODUÕ��]HULQH�
VÕQÕUODPD�JHWLULU�3 

 

3ODQOÕ� DOÕúYHULú� PHUNH]OHUL� W�NHWLFLOHUH� WDPDPOD\ÕFÕ� DOÕúYHULú� VD÷OD\DQ�
ELULPOHUFH� NRQWURO� HGLOLU� YH� \|QHWLOLU�� 7DPDPOD\ÕFÕ� DOÕúYHULú� LIDGHVL�� DOÕúYHULú�
PHUNH]LQGH�ELU�PD÷D]DQÕQ�GL÷HULQL�WDPDPODPD�H÷LOLPLQGH�ROPDVÕ�GHPHNWLU��$OÕúYHULú�
merkezi yöneticileri��PD÷D]DODUÕ�ILQDQVDO�DoÕGDQ�J�oO��RODQ��GH÷LúLN�IRUPODUGDNL ürün 

YH� KL]PHWOHUL� VXQDQ� E|\OHFH� PHUNH]GHNL� GL÷HU� PD÷D]DODUÕ� WDPDPOD\DQ�
perakendecilere kiralamak isteyeceklerdir.4 

 

3ODQOÕ�DOÕúYHULú merkezlerinin olumlu�|]HOOLNOHUL�ú|\OH�DoÕNODQDELOLU�5 
1. GHQLú�NDSVDPOÕ��U�Q�YH�KL]PHW�VXQXPODUÕQGDQ�GROD\Õ�\R÷XQ�WUDILN 

2. NüIXVD�\DNÕQOÕN 

3. Temiz ve düzgün çevre 

                                                
1 Berman and Evans, Op.Cit., ss: 248-249. 
2 Hideo Konishi and Michael T. Sandfort, “Anchor Stores”, Journal of Urban Economics, 
Vol.53(2003), s.413.  
3 Berman and Evans, Op.Cit., s.249. 
4 Redinbaugh, Op.Cit., s.191. 
5 Dunne, Lusch and Griffith, Op.Cit., s.234. 
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4. 2UWDN�PDOL\HWOHULQ�RUWDN�SODQODQPDVÕ�YH�SD\ODúÕPÕ 
5. .HQGLQH�|]J��DOÕúYHULú�PHUNH]L�LPDMODUÕQÕQ�\DUDWÕOPDVÕ 
6. Tüketiciler için anayollara giULú�YH�RWRSDUN�LPNkQÕQÕQ�YDUOÕ÷Õ 
7. +ÕUVÕ]OÕN�RUDQÕQÕQ�JHQHOGH�GDKD�G�ú�N�ROPDVÕ 

 

Bu oluPOX�|]HOOLNOHUH�NDUúÕQ�ED]Õ�VÕQÕUODPDODU�GD�V|]�NRQXVXGXU�1 
1. dDOÕúPD� VDDWOHUL� JLEL�� SHUDNHQGHFLQLQ� oDOÕúPD� HVQHNOL÷LQL� D]DOWDQ�

düzenlemeler 

2. *HQHOOLNOH�ED÷ÕPVÕ]�ELU�PD÷D]D\D�J|UH�GDKD�\�NVHN�NLUD�PDOL\HWOHUL 
3. +HU�PD÷D]DQÕQ�VDWDELOHFH÷L��U�Q�YH�KL]PHW�NRQXVXQGD�NÕVÕWODPDODU 
4. Merkez içerisinde� \�NVHN� UHNDEHW� RODVÕOÕ÷Õ� YH� P�úWHULOHULQ� oR÷XQXQ�

sunulan belirli bir ürünle ilgilenmemesi 

5. Esnek olmayan faaliyetler�YH�PHUNH]LQ�SHUDNHQGHFL�ELUOL÷LQH��\HOLN�JLEL�
gerekli ödemeler 

6. %�\�N�DQD�PD÷D]DODUÕQ�EDVNÕQOÕ÷Õ 
 

.DSDOÕ�DOÕúYHULú�PHUNH]LQLQ�$PHULND¶GD�����¶OHULQ�EDúÕQGD�KDONÕQ�EDQOL\|OHUH�
KDUHNHWL� LOH� SRS�OHU� ROPD\D� EDúODGÕ÷ÕQÕ� GDKD� |QFH� EHOLUWPLúWLN�� $QFDN�� EX�kavram 

\HQL� GH÷LOGLU�� Yüz� \ÕOODUGÕU� øVWDQEXO¶GD� KDON� DOÕúYHULú� LoLQ� .DSDOÕ� dDUúÕ¶\D� JLGHU��
%XUDGD�WD]H�EDOÕNWDQ�P�FHYKHUDWD�YH�2VPDQOÕ�G|QHPLQH�DLW�DQWLND�VDDWOHUH�NDGDU�KHU�
úH\�EXOXQDELOLU��)L\DWODU�KH\HFDQOÕ�SD]DUOÕNODUOD�NDUDUODúWÕUÕOÕU�2  

 

%XJ�Q� G�Q\DQÕQ� HQ� E�\�N� SODQOÕ� DOÕúYHULú� PHUNH]L� .DQDGD¶GDNL� “The West 

Edmonton Mall” isimli merkezdir. Merkezin, 800’den fazla küçüklü büyüklü 

G�NNDQÕ�� oRN� VD\ÕGD� GHSDUWPDQOÕ� PD÷D]DVÕ�� EX]� SDWHQL� VDKDVÕ�� oHúLWOL� VRV\DO� YH�
N�OW�UHO�HWNLQOLNOHULQ�\DQÕ�VÕUD����VLQHPD�SHUGHVL�EXOXQPDNWDGÕU�3 

 

$%'¶QLQ�HQ�E�\�N�SODQOÕ�DOÕúYHULú�PHUNH]L�LVH�$÷XVWRV�����¶GH�0LQQHVRWD¶GD�
DoÕODQ�“Mall of America´�DGOÕ�PHUNH]GLU��0HJD�0DOO�RODUDN�GD�DGODQGÕUÕODQ�0DOO�RI�
America EU�W���������Pð�DODQ�\D\ÕOPÕú�ROXS��EU�W�NLUDODQDELOLU�DODQÕ���������Pð�GLU��
                                                
1 Ibid. 
2 Hasty and Reardon, Op:Cit., s.232. 
3 A.R. Feinberg and J. Meoli, “A Brief History of The Mall”, Advences in Consumer Research, 
1991, s.426’dan aktaran Alkibay, a.g.m., s.23. 
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Dört büyük bölümlü�PD÷D]D� LOH�����N�o�NO��E�\�NO��PD÷D]D� LNL�DODQGD�WRSODQPÕú�
70 yiyecek ve içecek satan dükkân� LOH� ��� UHVWRUDQ�KL]PHW� YHUPHNWHGLU��$\UÕFD�� ���
JH]LQWL�SDUNÕ��PLQL�JROI�VDKDVÕ����J|OHW�YH����WL\DWUR-VLQHPD�VDORQX�EXOXQPDNWDGÕU�1  

 

7�UNL\H¶GH� ����¶ODUÕQ� VRQODUÕQGDQ� LWLEDUHQ� PHWURSROLWDQ� NHQWOHU� GDKD� N�o�N�
úHKLUOHUGHNL�YH�NÕUVDO�E|OJHOHUGHNL�Q�IXVD�oHNLFL�JHOPLúWLU��*|o�RUDQÕ�VRQ�\LUPL�\ÕOGÕU�
\DYDúODPÕú� ROVD� GD� E�\�N� NHQWOHUGH� |QHPOL� Q�IXV�DUWÕúODUÕQD� QHGHQ�ROPXúWXU��Hem 

\D\D� KHP� DUDo� WUDIL÷L� DoÕVÕQGDQ� PHUNH]L� E|OJHOHU� NDODEDOÕNODúPÕúWÕU�� g]HO� DUDo�
NXOODQÕPÕQGDNL� DUWÕú� GD� G�ú�Q�OG�÷�QGH� WUDILN� SUREOHPOHUL�� \D\D� J�YHQOL÷LQLQ�
HNVLNOL÷L�NHQW�PHUNH]OHULQGH�EDúOÕFD�VRUXQ�KDOLQH�JHOPLúWLU�2  

 

2UWDODPD� JHOLUGHNL� DUWÕú�� EDQND� NUHGLOHUL� LOH� W�NHWLPLQ� GHVWHNOHQPHVL�� KDONÕQ�
W�NHWLP� SRWDQVL\HOLQL� DUWÕUPÕúWÕU�� (NRQRPLN� NUL]OHU� EX� SRWDQVL\HOL� ]RUODVD� GD��
beklentiOHU� W�NHWLP� PRGHOOHULQLQ� NDUDUOÕ� ROGX÷X� \|Q�QGHGLU�� *HOLU� GD÷ÕOÕPÕQGDNL�
DGDOHWVL]OLN�YH�IDUNOÕ�N�OW�UOHUOH�HWNLOHúLPin sonucu olarak \�NVHN�JHOLU�JUXSODUÕ�\HQL�
W�NHWLP�N�OW�U��YH�\DúDP�WDU]ODUÕ�EHQLPVHPLúWLU��%X�QRNWDGD�PHG\DQÕQ�XOXVODU�DUDVÕ�
\D\ÕQODUÕQÕQ� HWNLVL� GH� J|]� DUGÕ� HGLOHPH]�� .�UHVHO� �U�QOHUOH� J|UHFH� JHo� WDQÕúVD� GD��
7�UN� KDONÕ� +ROO\ZRRG� ILOPOHULQGH� YH� \DEDQFÕ� �ONHOHUGH� J|UG�÷�� XOXVODUDUDVÕ�
PDUNDODUÕ�DOÕYHULú�PHUNH]OHULQGH�W�NHWPHN�NRQXVXQGD�KHYHVOLGLU�3    

 

$OÕúYHULú�PHUNH]OHULQH�EX�KÕ]OÕ�DGDSWDV\RQXQ�WDULKVHO�QHGHQOHUL�GH�YDUGÕU��%Rú�
zamanlarda acelesiz ve temiz�ELU�RUWDPGD�W�NHWLPGH�EXOXQPD�LVWH÷L�\HQL�ELU�W�NHWLP�
WDU]Õ�\DUDWPÕúWÕU� YHQL�\DWÕUÕP�DODQODUÕ�DUD\DQ�VHUPD\H�oHYUHOHUL�DOÕúYHULú�PHUNH]OHUL�
YH� Lú� NXOHOHUL� LQúDVÕQD� \|QHOPLúWLU� Bahsedilen nedenlerle DOÕúYHULú� PHUNH]OHUL�
oHNLFLOL÷LQL� NRUXVD� GD� JHOHQHNVHO� DOÕúYHULú� E|OJHOHUL� |]HOOLNOH� VHPW� SD]DUODUÕ� KkOk�
popülerdir.4    

 

7�UNL\H¶GH� EDWÕOÕ� |UQHNOHULQH� EHQ]HU� LON� SODQOÕ� DOÕúYHULú� PHUNH]L� ����¶GH�
øVWDQEXO-$WDN|\¶GH�DoÕODQ�*DOOHULD’GÕU� Galleria’nÕQ�EU�W��������Pð�DODQÕ�LoLQGH�EU�W�
                                                
1 Dan Keoppel, “Mall of America: The Mall’s Last Hurrah”, Adweek’s Marketing Week, 1992, ss: 
20-24’den aktaran Ibid.    
2 Feyzan Erkip, “The Rise of The Shopping Mall in Turkey: The Use and Appeal of A Mall in 
Ankara”, Cities, Vol.22, No:2(2005), s.91.  
3 Ibid, ss: 89-90. 
4 Ibid, ss: 90-93. 
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NLUDODQDELOLU�DODQÕ������� m²dir.1�øVWDQEXO¶GD�$WULXP��&DSLWRO��$NPHUNH]��$QNDUD¶GD�
$WDNXOH��.DUXP��%LONHQW�YH�ø]PLW¶WH�'ROSKLQ�|UQHN�YHULOHELOLU� 

 

8OXVODUDUDVÕ� $OÕúYHULú�0HUNH]OHUL� .XUXOX� �,QWHUQDWLRQDO� &RXQFLO� RI� 6KRSSing 

Centres-� ,&6&�� EDúOÕFD� VHNL]� DOÕúYHULú� PHUNH]L� W�U�� WDQÕPODPÕúWÕU�� yerel, yöresel, 

bölgesel, süper bölgesel, moda/özellikli, çekim (güç), konulu/festival ve IDEULND�VDWÕú�
PD÷D]DVÕ�RXWOHW�� merkezleri.� %X� VÕQÕIODQGÕUPDGD� WHPHO� EHOLUOH\LFL�� VDWÕODQ� �U�Q�
kDUPDVÕ�YH�PHUNH]LQ�E�\�NO�÷�G�U��$QFDN�KHU�PHUNH]L�NHVLQ�ELU�úHNLOGH�VÕQÕIODPDN�
KHU� ]DPDQ�P�PN�Q�GH÷LOGLU��d�QN��ED]Õ�PHUNH]OHU� LNL� \D� GD� GDKD� ID]OD�PHUNH]in 

özelliklerini EDUÕQGÕUDELOLU��%LU�PHUNH]LQ�E�\�NO�N�YH�NDUÕúÕPÕQÕQ, merkezin hizmet 

HGHFH÷L�WLFDUHt bölgesinin pazar kaUDNWHULVWLNOHULQH�J|UH�EHOLUOHQHFH÷LQL�GH�EHOLUWPHN�
gerekir.2 

 

3.4.1.3.1.�<HUHO�$OÕúYHULú�0HUNH]OHUL 
 

<HUHO� DOÕúYHULú� PHUNH]OHUL� �QHLJKERUKRRG� VKRSSLQJ� FHQWHUV�� \DNÕQ� oHYUHGHNL�
W�NHWLFLOHULQ� J�QO�N� LKWL\DoODUÕQÕ� NDUúÕODPDN� �]HUH� NROD\OÕN� �U�QOHUL� VD÷ODPDN� LoLQ�
JHOLúWLULOPLúWLU�� %X� PHUNH]OHULQ� NDEDFD� \DUÕVÕQGD� DQD� PD÷D]D� ELU� V�SHUPDUNHWWLU�3 
0HUNH]GHNL�GL÷HU�SHUDNHQGHFLOHU�LVH�HF]DQH��IÕUÕQ��PDQDY��SDVWDQH��KÕUGDYDWoÕ��EHUEHU��
D\DNNDEÕFÕ�YH�NXUX�WHPL]OH\LFL�JLEL�PD÷D]DODUGÕU�4   

 

Yerel aOÕúYHULú� PHUNH]OHUL� oR÷XQOXNOD� ������-40.500 m² (3-10 acres) alan 

üzerinde 3.700 m² (40.000 square feet) brüt kiralanabilir alana sahiptir.5 Yerel 

DOÕúYHULú�PHUNH]OHUL����GDNLNDOÕN�DUDba kXOODQÕP�PHVDIHVLQGHNL������-�������NLúL\H�
hizmet eder. Genellikle biU�úHULW�úHNOLQGH�G�]HQOHQLU��GLNNDWOLFH�SODQODQÕU�YH�NLUDFÕODU�
dengelidir.6 

 

 

 

                                                
1 Alkibay, a.g.m., s.23. 
2 Hasty and Reardon, Op.Cit., s.230. 
3 Ibid, s.233. 
4 Alkibay, a.g.m., s.25. 
5 Ibid. 
6 Berman and Evans, Op.Cit., s.255. 
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3����������<|UHVHO�$OÕúYHULú�0HUNH]i 

 

<|UHVHO� DOÕúYHULú� PHUNH]Oeri(community shopping centers) daha küçük birkaç 

PD÷D]D\D�JHQHOOLNOH� \HUHO� DOÕúYHULú� PHUNH]LQGHNLOHUH� EHQ]H\HQ�� Llave olarak 

JHOHQHNVHO� YH\D� LQGLULPOL� E|O�PO�� PD÷D]D�� WXKDIL\H� G�NNDQÕ� YH�YH\D� NDWHJRUL�
|OG�UHQ�PD÷D]D\D�VDKLS�RUWD�E�\�NO�NWH�SODQOÕ�DOÕúYHULú�PHUNH]LGLU��Merkezden 10-

��� GDNLNDOÕN� PHVDIHGH� RWXUDQ� YH\D� oDOÕúDQ� ������-�������� NLúL\H� KL]PHW� YHUPH\L�
hedefler�� 7�NHWLFLOHUH� RUWD� oHúLWOLOLNWH� KHP� EH÷HQPHOLN� KHP� GH� NROD\OÕN� �U�QOHUL�
sunulur.1   

 

<HUHO�DOÕúYHULú�PHUNH]OHULQH�J|UH��\|UHVHO�DOÕúYHULú�PHUNH]OHULQGH daha kaliteli 

YH�X]XQ�G|QHPOL� SODQODPD�\DSÕOÕU��'HQJHOL�NLUDFÕOÕN� JHQHOOLNOH� GDKD� L\L� X\JXODQÕU�2 
Bu meUNH]OHULQ�EU�W�NDW�DODQÕ�\DNODúÕN�������-20.000 m² dir.3    

 

3HUDNHQGHFL�\|UHVHO�ELU�DOÕúYHULú�PHUNH]LQGH�NRQXPODQPD�NDUDUÕ�YHULUNHQ�W�P�
\|UHGHQ� oHNHELOHFH÷L� P�úWHUL� WUDIL÷LQH� GLNNDW� HWPHOLGLU�� d�QN�� NLUD� RUDQODUÕ� \HUHO�
DOÕúYHULú� PHUNH]OHULQH� J|UH� oRN� GDKD� \�NVHNWLU�� GROD\ÕVÕ\OD� EHNOHQHQ� JHOLU� LODYH�
PDOL\HWOHUH�NDWODQPD\D�GH÷HU�ROPDOÕGÕU�4  

 

3.4.1.3.3. %|OJHVHO�$OÕúYHULú�0HUNH]OHUL 
 

%|OJHVHO� DOÕúYHULú� PHUNH]leri(regional shopping centers) SODQOÕ� DOÕúYHULú�
PHUNH]OHUL�LoLQGH�HQ�JHQLú�LNLQFL�W�UG�U� Bu merkezler genellikle yüz binlerce nüfusa 

sahip ticaret bölgelerine hizmet eder.5� +HP� oRN�JHQLú� YH� GHULQ� �U�Q� oHúLWOHPHVLQH�
KHP�GH�W�NHWLFLQLQ�PHUNH]GHNL�GHQH\LPLQL�DUWÕUPD\Õ�KHGHIOH\HQ�GH÷LúLN�KL]PHWOHUH��
|UQH÷LQ�H÷OHQFH�QRNWDODUÕQD�VDKLSWLU��7LSLN�ELU�E|OJHVHO�Perkez için hedef pazar, otuz 

GDNLNDOÕN�DUDED�NXOODQÕP�PHVDIHVLQGHNL�W�NHWLFLOHUGLU�6  
 

 

                                                
1 Ibid, s.253. 
2 Ibid, s.254. 
3 Davidson, Sweeney and Stampfl, Op.Cit., s.243. 
4 Hasty and Reardon, Op.Cit., s.234. 
5 Davidson, Sweeney and Stampfl, Op.Cit., s.243. 
6�%HUPDQ�DQG�(YDQV��2S�&øW���s.252. 



 
 

123 

����NDGDU�PD÷D]D\Õ�NDSVD\DQ�EX�PHUNH]OHULQ�ELUoR÷X�GHY�ER\XWWDGÕU��DVOÕQGD�
PLQ\DW�U�ELU�úHKLU�PHUNH]L�JLELGLU��ho�E|O�PO��PD÷D]D�YH�N�o�NO��E�\�NO��ELUoRN�
PD÷D]DQÕQ�\DQÕ�VÕUD�RWHO��EDQND��RILV�ELQDODUÕ��WL\DWUR-VLQHPD�VDORQODUÕ�PHYFXWWXU��%X�
PHUNH]OHU�SHUDNHQGHFLOL÷L�YH�N�OW�UHO�YH�WLFDUL�IDDOL\HWOHUL�ELU�oDWÕ�DOWÕQGD�ELUOHúWLULU�1  

 

%|OJHVHO� DOÕúYHULú� PHUNH]OHULQGH� PD÷D]D� NLUDODUÕQÕQ� \�NVHNOL÷LQGHQ� GROD\Õ��
NLUDFÕODUÕQ� N�o�N� ED÷ÕPVÕ]� PD÷D]DODUGDQ� oRN� XOXVDO� ]LQFLUOHU� ROPDVÕ� GDKD�
PXKWHPHOGLU�� %X� E�\�N� PHUNH]OHU� JHQHOOLNOH� ED]Õ� W�NHWLFL� JUXSODUÕQD� \|QHOLN�
WDQÕWÕPD�|]HQ�J|VWHULU��|]HO�NDPSDQ\DODU�G�]HQOHU��QDNOL\H�KL]PHWL�VD÷ODU�YH�PD÷D]D�
NDUPDVÕQÕ�GLNNDWOH�VHoHU�2 

 

3.4.1.3.���6�SHU�%|OJHVHO�$OÕúYHULú�0HUNH]OHUL 
 

6�SHU� E|OJHVHO� DOÕúYHULú� PHUNH]L�VXSHUUHJLRQDO� � VKRSSLQJ� FHQWHU� bölgesel 

PHUNH]OH� EHQ]HUGLU�� IDNDW� GDKD� E�\�N� ROGX÷X� LoLQ� V�SHU� E|OJHVHO� ELU�PHUNH]� GDKD�
ID]OD� DQD� PD÷D]D\D� VDKLSWLU�� GDKD� GHULQ� �U�Q� oHúLWOLOL÷L� LoHULr ve daha büyük bir 

nüfusu çeker.3 

 

6�SHU� E|OJHVHO� DOÕúYHULú� PHUNH]L� SODQOÕ� DOÕúYHULú� PHUNH]OHULQLQ� HQ� JHQLúLGLU��
<DNODúÕN�������PðOLN�DODQD�VDKLS�G|UW�YH\D�GDKD�ID]OD�E|O�PO��PD÷D]D� LOH��U�Q�YH�
KL]PHWOHULQ� W�P�oHúLWOLOL÷LQL�NDSVDU��0HUNH]LQ�EU�W�NLUDODQDELOLU� DODQÕ��������Pð� LOH�
95.000 m²�DUDVÕQGD�GH÷LúLU.4 

 

100-����\D�GD�GDKD�ID]OD�|]HOOLNOL�YH�EH÷HQPHOLN��U�Q�YH�KL]PHW�SHUDNHQGHFLVL�
LOH� V�SHU� E|OJHVHO� ELU�PHUNH]� ELU� VDDW� YH� GDKD� X]XQ� DUDED� NXOODQÕP�PHVDIHVLQGHQ�
P�úWHULOHUL� oHNHU�� <HWHUOL� WDúÕPDFÕOÕN� VLVWHPL� LOH� GHVWHNOHQGL÷LQGH� EX� WLS�PHUNH]OHU�
\DNÕQ�NHQWOHUGHNL�W�P�PHWURSROLWHQ�E|OJHOHUGHQ�P�úWHUL�oHNHELOLU�5 
 

Minnesota’GDNL�7KH�0DOO�RI�$PHULFD�G|UW�E�\�N��\HGL�N�o�N�E|O�PO��PD÷D]D��
���� |]HOOLNOL� PD÷D]D�� PLQ\DW�U� JROI� VDKDVÕ� YH� .QRWW¶V� &DPS� 6QRRS\� H÷OHQFe 
                                                
1�6RPPHUV�YH�GL÷HUOHUL��2S�FLW���V����� 
2 Pride and Ferrell, Op.Cit., s.384. 
3 Hasty and Reardon, Op.Cit., s.235. 
4 Ibid. 
5 Lewison, Op.Cit., s.339. 
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PHUNH]LQH�VDKLS�V�SHU�E|OJHVHO�ELU�PHUNH]GLU�� øON� IDDOL\HW�\ÕOÕQGD�����NP��X]DNWDQ�
JHOHQ�\�]GH�NÕUNOÕN�WXULVW�RUDQÕ�LOH����PLO\RQGDQ�ID]OD�NLúL�]L\DUHW�HWPLúWLU�1 En büyük 

V�SHU�E|OJHVHO�DOÕúYHULú�PHUNH]L�RODQ�.DQDGD¶GDNL�7KH�:HVW�(GPRQWRQ�0DOO¶ÕQ�����
ma÷D]DVÕ������UHVWRUDQÕ�YH�H÷OHQFH�SDUNÕQÕ�ELU�\ÕOGD����PLO\RQGDQ�ID]OD�NLúL�]L\DUHW�
HWPLúWLU�2   

 

3.4.1.3.5. Özellikli/øKWLVDV Merkezler 

 

Özellikli merkezler (fashion/specialty centers)� N�o�N� EXWLN� PD÷D]DODUÕQ� \DQÕ�
VÕUD�JHQHOOLNOH�\�NVHN�NDOLWHOL�E|O�PO��PD÷D]DODUÕ� LoHULU��%X�PHUNH]OHU�E|OJHVHO�ELU�
DOÕúYHULú�PHUNH]LQGHQ�daha küçüktür,�IDNDW�JHQLú�ELU�WLFDUHW�E|OJHVLQH�VDKLS�RODELOLU��
o�QN��NLUDFÕODUÕ�|]HOOLNOL�PD÷D]DODUGÕU��'L÷HU�DOÕúYHULú�PHUNH]L�W�UOHULQH�J|UH���ONHFH�
WDQÕQDQ� PD÷D]DODUGD� �|UQH÷LQ� 1HLPDQ� 0Drcus ve Ralph Lauren/Polo)� VDWÕODQ�
|]HOOLNOL� �U�QOHU� LoLQ� P�úWHULOHU� GDKD� E�\�N� PHVDIHOHUH� \ROFXOXN� \DSPD\D�
H÷LOLPOLGLU�� 0RGD� RGDNOÕ� |]HOOLNOL� PHUNH]OHU� KRú� ELU� IL]LNVHO� GL]D\QÕn çevresinde 

gurme restoranlar, içki içilen mekanODUÕ�GD�NDSVDU��Bu merkezler genellikle yüksek 

gelir düzeyine sahip semtlerde bulunur.3  

 

Ö]HOOLNOL�PHUNH]OHU� DQD�PD÷D]Dya (anchore store) ihtiyaç duymazlar, yine de  

UHVWRUDQ�YH�H÷OHQFH�RODQDNODUÕQÕQ�ED]HQ�ELU�DQD�PD÷D]DQÕQ�oHNLP�J�F�Q��\DUDWPDVÕ�
muhtemeldir. Merkezin dekoru oldukça zHQJLQGLU��\�NVHN�NDOLWHOL�SH\]DM�X\JXODQÕU�4 
0HUNH]LQ�E�\�NO�÷�������-�������Pð�DUDVÕQGD�GH÷LúLU�5   

 

1966’da Miami’de kurulan Bal Harbour’da, Neiman Marcus ve Saks Fifth 

$YHQXH� PD÷D]DODUÕ� DQD� PD÷D]D� LúOHYL� J|U�U� YH� \DNODúÕN� ���� |]HOOLNOL� PD÷D]D�
bulunmaktaGÕU�� 0HUNH]�� J�U� WURSLNDO� \HúLOOLN�� úHODOHOHU� YH� �QLIRUPDOÕ� J|UHYOLOHUOH�

                                                
1 Gay Nagle Myers, “After One Year, Mall of America Emerges As Major Attraction”, Travel 
Weekly, Ekim 1993, s.G14’den aktaran Hasty and Reardon, Op.Cit., s.235. 
2 Byron Paege, “A Darker Shade of Mall”, Alberta Business,��$UDOÕN�������VV����-17’den aktaran 
Ibid. 
3 Levy and Weitz,Essentials of Retailing, ss: 136-137. 
4 Hasty and Reardon, Op.Cit., s.235.  
5 Ibid, s.231. 
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]HQJLQ� ELU� LPDM� \DQVÕWPDNWDGÕU�� ùÕN� NDIHOHU�� SDKDOÕ� UHVWRUDQODU� HQ� L\LVLQL� EHNOH\HQ�
zengin tüketicileri hedefler.1  

 

3.4.1.3.6. Çekim/Güç Merkezleri 

 

6RQ�\ÕOODUGD�Amerikan perakende eNRQRPLVLQGHNL�HQ�|QHPOL�\DSÕVDO�GH÷LúLNOLN�
büyük kolilerde ürün satan(big box) veya kategori öldüren olarak isimlendirilen  yeni 

SHUDNHQGH� ELoLPOHULQLQ� RUWD\D� oÕNÕúÕ� ROPXúWXU��Tipik olarak bu perakendeciler güç 

PHUNH]OHUL� RODUDN� ELOLQHQ� \HQL� ROXúXPODUGD� ELUOHúLU�� %X� JHQLú� NDSVDPOÕ� SHUDNHQGH�
RSHUDV\RQODUÕ� ORMLVWLN��VWRN�NRQWURO��VLSDULú��NDWHJRUL�\|QHWLPL���U�Q� WDUDPD�� LOLúNLVHl 

SD]DUODPD�YH� UHNODPFÕOÕ÷ÕQ�GDKLO�ROGX÷X�SHUDNHQGH�\|QHWLPLQLQ�|QHPOL�DODQODUÕQGD�
oHúLWOL� ELOJL� WHNQRORMLOHULQL� ELUOHúWLULU� Bu teknRORMLOHULQ� E�W�QOHúWLULOPHVL� YH�
X\JXODQPDVÕ�ELJ-ER[�SHUDNHQGH�PD÷D]DODUÕQÕQ��KDOD�NDEXO�HGLOHELOLU�ELU�NDU�G�]H\LQL�
NRUXUNHQ�GDKD�G�ú�N��U�Q�IL\DWODUÕ�EHOLUOHPHOHULQH�LPNDQ�YHULU�2  

 

*HQHO�ELU�LIDGH\OH�ELJ�ER[¶ODU�E�\�NO�÷��WLSLN�RODUDN��.500-15.000 m² ve daha 

ID]OD�RODQ�E�\�N�|OoHNOL�PD÷D]DODUGÕU��%XQXQOD�ELUOLNWH��³E�\�N´�WDQÕPÕ�J|UHFHOLGLU�
YH�V|]�NRQXVX��U�Q�NDWHJRULVL�LOH�LOLúNLOHQGLULOPHOLGLU��%XUDGD�DQDKWDU�QRNWD�ELJ-box, 

NDWHJRUL� |OG�UHQ� PD÷D]DODUÕQ� NHQGL� NDWHJRULOHULQGHNL� JHOHQHNVHO� ELU� PD÷D]DGDn 

birkDo�NDW�E�\�NO�NWH�ROPDVÕGÕU�3  
 

Büyük kolilerde(big-box) ürün satan perakendeciler hem kategori öldürenleri 

�|UQH÷LQ� +RPH� 'HSRW, Circuit City, Office Depot, Sports Authority), indirim 

PD÷D]DODUÕQÕ (Wal-Mart, Kmart, Target) hem de depo kulüpleri (Sam’s Club, Price 

Costco)� YH� E�\�N� HQG�VWUL\HO� WDU]OÕ� ELQDODUGD� IDDOL\HW� J|VWHUHQ� GL÷HU� GH÷HU� RGDNOÕ�
perakendecileri kapsar. Big-ER[�SHUDNHQGHFLOHUGH�VDWÕODQ��U�QOHU, genellikle bölgesel 

DOÕúYHULú�PHUNH]L�PD÷D]DODUÕQGD�VDWÕODQ��U�QOHU�NDGDU�PRGD�RGDNOÕ�GH÷LOGLU.4 
 

                                                
1 Georgia Lee, “Bal Harbour’s New Breed”, Women’s Wear Daily, Vol.24(Ocak 1990), ss: 8-9’dan 
aktaran Levy and Weitz, Retailing Management, s.330. 
2 Ken Jones and Michael Doucet, “Big-box Retailing and The Urban Retail Structure: The Case of  
The Toronto Area”, Journal of Retailing and Consumer Services, Vol 7(2000), s.233. 
3 Ibid, s.234. 
4 Hahn, a.g.m., s.224. 
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Big-bo[�SHUDNHQGHFLOHULQ� WRSODúÕPÕ çekim (güç) merkezi olarak bilinir. Çekim 

merkezleri (power centers), çR÷X�NH]�E|OJHVHO�ELU�DOÕúYHULú�PHUNH]L�\DNÕQÕQGD, büyük 

ELU�úHULW�PHUNH]GH�NRQXPODQDQ�DoÕN�KDYD�DOÕúYHULú��PHUNH]OHULGLU��%|OJHVHO�DOÕúYHULú�
merkezinLQ� oHNLP� J�F�QGHQ� ID\GDODQPDN� DPDoODQÕU�� Tipik olarak 3-10 ana 

PD÷D]D\D� VDKLS�RODQ�EX�PHUNH]OHULQ�SRWDQVL\HO�DQD�PD÷D]D�NLUDFÕODUÕ�G�ú�N� IL\DWOÕ�
JL\VL� SHUDNHQGHFLOHUL�� E|O�PO�� PD÷D]DODU�� 7R\V� ³5´� 8V� JLEL� oRFXN� PD÷D]DODUÕ��
EDúOÕFD�HOHNWURQLN��U�Q�]LQFLUOHUL��HY�JHOLúWLUPH�PHUNH]OHUL�YH�HF]DQHOHUGLU�1  

 

dHNLP�PHUNH]OHULQLQ�E�\�NO�÷��������-�������Pð�DUDVÕQGD�GH÷LúLU��0XD]]DP�
E�\�NO�N� YH� NDWHJRUL� |OG�UHQ�PD÷D]DODUÕQ� \�NVHN� RUDQÕ� EX�PHUNH]OHULQ� HQ� |QHPOL�
|]HOOL÷LGLU�� dHNLP� PHUNH]OHUL� DGÕQÕ�� NDWHJRUL� |OG�UHQ� PD÷D]DODUÕQ� YH� GL÷HU� G�ú�N�
IL\DWOÕ� PD÷D]DODUÕQ� ELUOHúWLULOPLú� J�F�QGHQ� DOÕU� Çekim merkezlerinin standart bir 

WDQÕPODPDVÕ�ROPDPDNOD�ELUOLNWH�JHQHO�RODUDN�úX�|]HOOLNOHU�EHOLUWLOHELOLU�2 
 

• 25.000 m²den fazla brüt kiralanabilir alan  

• En az 95.500 m² brüt kiralanabilir alana sahip olan en az bir süper ana 

PD÷D]D 

• Her biri 1.500-2.000 m²lik brüt kiralanabilir alana sahip olan daha 

N�o�N�HQ�D]�G|UW�DQD�PD÷D]D 

• ����PðGHQ�GDKD� D]� EU�W� NLUDODQDELOLU� DODQ�VDKLS�D]� VD\ÕGD� GDKD�N�o�N�
dükkanlar 

• *HQHOOLNOH�ELU�DoÕN�KDYD�PHUNH]i 

• %|OJHVHO�ELU�DOÕúYHULú�PHUNH]LQH�EHQ]HU�ELU�WLFDUHW�E|OJHVL 
• %LUOHúWLULOPLú�ELU�DOÕúYHULú�PHUNH]L�\|QHWLPL�� 

 

øON�oHNLP�PHUNH]L, 280 Metro Center, California, Colma’da ����¶GD�DoÕOPÕúWÕU. 
%X� PHUNH]OHU� ��¶OÕ� \ÕOODU� ER\XQFD� oRN� KÕ]OÕ� ELU� E�\�PH� ND\GHWPLúWLU.� ����� \ÕOÕ�
VRQXQGD��J�o�PHUNH]OHUL��������PLO\DU��¶OÕN�DOÕúYHULú�PHUNH]L�VDWÕúODUÕQÕQ�QHUHGH\VH�

                                                
1 Lewison, Op.Cit., s.340. 
2 M.D. Beyard, Power Centers: A Development and Investment Perspective, Washington: Urban 
Land Institute, 1996, ss: 10-17’den aktaran Hahn, a.g.m., s.224. 
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��¶LQL� ROXúWXUPDNWD\GÕ. 1997 sonunda Amerika’da bu merke]OHULQ� VD\ÕVÕ� ���¶H�
XODúPÕúWÕU.1 

 

'L÷HU� DOÕúYHULú� PHUNH]L� W�UOHUL\OH� NDUúÕODúWÕUÕOGÕ÷ÕQGD� úX� IDUNOÕOÕNOar dikkat 

çekmektedir:2 *HOHQHNVHO� ELU� E|OJHVHO� \D� GD� V�SHU� E|OJHVHO� DOÕúYHULú� PHUNH]LQL�
SODQODPDN�YH�LQúD�HWPHN�SDKDOÕGÕU�YH�JHQHOOLNOH�ELUNDo�\ÕO�DOÕU��%XQD�NDUúÕOÕN�oHNLP�
PHUNH]L�SODQODPDVÕ�YH�LQúDVÕ�GDKD�XFX]�YH�NROD\GÕU��%LU�oHNLP�PHUNH]L�LNL-üç ayda 

SODQODQÕS�LQúD�HGLOHELOLU��D\QÕ�]DPDQGD�oHNLP�PHUNH]LQGH�ELU�PD÷D]DQÕQ�G|úHQPHVL�
görece ucuzdur.  

 

%|OJHVHO�DOÕúYHULú�PHUNH]OHUL�JHQHOOLNOH�PRGD�RGDNOÕGÕU��R\VD�oHNLP�PHUNH]OHUL�
genel �U�QOHUGH� X]PDQODúÕU�� %|OJHVHO� PHUNH]OHUGHNL� PD÷D]DODU� IL\DW� RGDNOÕ�
oDOÕúÕUNHQ�� oHNLP� PHUNH]OHUL� GH÷HU� RGDNOÕGÕU� YH� �U�Q� YH� KL]PHWOHU� JHQHOOLNOH�
VÕQÕUOÕGÕU�� 

 

%|OJHVHO� PHUNH]OHUGH� E|O�PO�� PD÷D]DODU� DQD� PD÷D]D� URO�QGHGLU�� Dna 

PD÷D]DODUGDQ�ROGXNoD�ID]OD�NLUD�|GH\HQ�N�o�N�NLUDFÕODUÕQ�DNVLQH�oRN�D]�NLUD�|GHUOHU��
Çekim merkezlerindH�� DQD�PD÷D]DODU� SHUDNHQGH� DODQÕQÕQ�\�]GH���¶ÕQÕ� ROXúWXUXU� YH�
E|OJHVHO� PHUNH]OHUGHNL� DQD� PD÷D]DODUGDQ� GDKD� \�NVHN� NLUD� |GHUOHU�� Çekim 

PHUNH]OHULQGH�N�o�N�NLUDFÕODU�E|OJHVHO�PHUNH]OHUGHNL�EHQ]HUOHULQLQ�|GHGL÷L�NLUDQÕQ�
\DUÕVÕQÕ�|GHU�� 

 

Big-ER[� PD÷D]DODU� YH� oHNLP� PHUNH]OHULQLQ� $PHULND¶GD� EDúDUÕOÕ� ROPDVÕQD 

NDUúÕQ�� $YUXSD¶GD� D\QÕ� \|QGH� JHOLúLPLQ� RODFD÷Õ� V|\OHQHPH]�� $YUXSD� SD]DUÕ�
$PHULNDQ� SD]DUÕQGDQ� ROGXNoD� IDUNOÕGÕU� YH� �ONHGHQ� �ONH\H� GH� IDUNOÕOÕN� J|VWHULU��
$PHULND� LOH� NDUúÕODúWÕUÕOGÕ÷ÕQGD�� |UQH÷LQ� $OPDQ\D¶GDNL� Eig-ER[� PD÷D]DODU�
$PHULND¶GDNLOHUGHQ�GDKD�N�o�NW�U��$OPDQ\D¶GD�Q�IXV�\R÷XQOX÷X�KHP�EDQOL\|OHUGH�
KHP� GH� NHQWOHUGH� oRN� GDKD� \R÷XQGXU�� EX� QHGHQOH� DUVDODU� oRN� GDKD� SDKDOÕGÕU�� %X�
GXUXP� GL÷HU� $YUXSD� �ONHOHUL� LoLQ� GH� JHoHUOLGLU�� $\UÕFD� E|OJHVHO� SODQODPD� oRN�
güçlüdür. 0HYFXW� \DVDODU� EHOLUOL� E|OJHOHULQ� GÕúÕQGD� DOÕúYHULú� PHUNH]L� YH� ELJ-box 

PD÷D]DODUÕQ�LQúDVÕQÕ�|QOHU��gUQH÷LQ�$PHULND¶GDNL�������¶GHQ�ID]OD�DOÕúYHULú�PHUNH]L�
                                                
1 W.P. O’Mara, M.D. Beyard and D.M. Casey, Developing Power Centers, Washington, 1996ss: 5-
22’den aktaran Ibid, s.225. 
2 Ibid. 
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LOH� NDUúÕODúWÕUÕOGÕ÷ÕQGD� $OPDQ\D¶GD� VDGHFH� ���� FLYDUÕQGD� DOÕúYHULú� PHUNH]L� YDUGÕU��
'ROD\ÕVÕ\OD��$YUXSD¶GD� oHNLP�PHUNH]OHUL� LoLQ� oRN� UDKDW� ELU� JHOLúPH�RUWDPÕ� ROGX÷X�
söylenemez.1   

 

3����������.RQXOX�)HVWLYDO�$OÕúYHULú�0HUNH]OHUL 
 

.RQXOX�IHVWLYDO� DOÕúYHULú� PHUNH]OHUL� �WKHPH�IHVWLYDO� FHQWHUV), özel bir mimari 

WDVDUÕPD�VDKLS�RODQ�YH�Lo�GHNRUDV\RQXQGD�oR÷XQOXNOD�WDULKL�ELU�NRQXQXQ�NXOODQÕOGÕ÷Õ�
merkezlerdir.2  

 

%X�PHUNH]OHU�WLSLN�RODUDN�ELUH\VHO�G�NNDQODUÕQ�PLPDUL�GL]D\QODUÕ�YH��VDWWÕNODUÕ�
�U�QOHUOH�E�W�QOHúHQ�RUWDN�ELU� WHPD�NXOODQÕUODU��(Q�E�\�N�oHNLFLOL÷L� WXULVWOHU� LoLQGLU��
5HVWRUDQODU� YH� H÷OHQFH� \HUOHUL� DQD� PD÷D]DODU� RODELOLU� Konulu/festival merkez 

JHQHOOLNOH� NHQW� E|OJHVLQGH� NRQXPODQÕU� YH� GDKD� HVNL� �ED]HQ� WDULKL�� ELU� ELQDGDQ�
X\DUODPD�\DSÕOÕU�3  

 

.RQXOX�IHVWLYDO� ELU� DOÕúYHULú� PHUNH]L genellikle 7.500-24.500 m² 

JHQLúOL÷LQGHGLU��*HQLú�ELU�SHUDNHQGHFL�oHúLWOLOL÷LQL�ELUOHúWLUHQ�RUWDN�PLPDUL�PRWLIOHUH�
sahiptir.4�%X�PHUNH]OHU� WLSLN� ELU� ELoLPGH�|]HOOLNOL�PHUNH]OHUGHNLQH� EHQ]HU� NLUDFÕODU�
LoHULU��DQFDN�JHQHOOLNOH�E�\�N�|]HOOLNOL�PD÷D]DODU�\D�GD�E|O�PO��PD÷D]DODU�\RNWXU�5 

 

Konulu/festival merkezler, yeni merkezlerin LQúDVÕ\OD� HOGH� HGLOHPH\HQ� ELU�
HúVL]OL÷L� LIDGH� HGHU�� (VNL� ELQDODU� YH� \DSÕODU�� QRVWDOML� YH� \HUHO� WDULK� KLVVL� QHGHQL\OH�
özellikle ilginçtir. Bu merkezlere örnek olarak Boston’da Faneuil Hall, San 

Francisco’da Ghirardelli Square, California-Mountain View’de Old Mill Center ve 

Denver’da Larimer Square verilebilir.6   

 

 

                                                
1 Ibid, ss: 230-231. 
2 Jerry M. Rosenberg, 3HUDNHQGHFLOLN�6|]O�÷���øQJLOL]FH-Türkçe,�oHY��0HUDO�7�]HO��$OÕúYHULú�
0HUNH]L�YH�3HUDNHQGHFLOHU�'HUQH÷L��øVWDQEXO��%='�<D\ÕQFÕOÕN��������V����¶GHQ�DNWDUDQ�.HQDQ�$\GÕQ��
Perakende Yönetiminin Temelleri,  s.154. 
3 Hasty and Reardon, Op.Cit., s.236. 
4 Ibid. 
5 Levy and Weitz, Retailing Management, s.235. 
6 Lewison, Op.Cit., s.341.  
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3.4.1.3.8. )DEULND�6DWÕú�0D÷D]DVÕ�0erkezleri 

 

)DEULND� VDWÕú� PD÷D]DVÕ� PHUNH]L� �IDFWRU\� RXWOHW� FHQWHU), tarihsel olarak, 

üreticLQLQ� VDKLEL� ROGX÷X�� �UHWLPLQ� \DSÕOGÕ÷Õ� IDEULNDGD� EXOXQDQ� YH� IL\DWODUÕQ� son 

GHUHFH�G�ú�N�WXWXOGX÷X�VDWÕú�PD÷D]DVÕGÕU��*�Q�P�]GH���VW�Q�GH÷HU�ELoLOHQ��U�QOHULQ�
de� GDKLO� ROGX÷X� YH� oR÷X� ]DPDQ� ELUGHQ� ID]OD� �UHWLFLQLQ� PDOODUÕQÕ� VDWDQ�PD÷D]D� GD�
IDEULND�VDWÕú�PD÷D]DVÕ�RODUDN�WDQÕPODQPDNWDGÕU�1  

 

)DEULND�VDWÕú�PD÷D]DODUÕ üreticilerin LNLQFL�NDOLWH��|UQHN�YH��UHWLP�ID]ODVÕ�PDUND�
ürünlerini önemli indirimlerle (yüzde 30-���� GR÷UXGDQ� W�NHWLFL\H� VDWWÕ÷Õ� oHNLFL��
PRGHUQ��XODúÕODELOLU�ELU�SHUDNHQGH�RUWDPÕ�VD÷ODU��%D]Õ�üreticiler, yeni ürün dizilerini 

test etmek için perakende outletlerini kulODQÕU�� ED]ÕODUÕ� RXWOHW� G�NNDQODUÕ� LoLQ� |]HO�
RODUDN�NDOLWHOL��U�QOHU��UHWLU�YH�VDWDU��ED]ÕODUÕ�GD�NHQGL��U�Q�\HOSD]HVL�LOH�X\JXQ�YH\D�
WDPDPOD\ÕFÕ�RODQ�EDúND��UHWLFLOHULQ��U�QOHULQL�VDWÕQ�DOÕS�PD÷D]DODUÕQGD�VDWDU� Temel 

�U�Q�GL]LOHUL�JL\LP��D\DNNDEÕ��WDEDN�oanak ve evle ilgili ürünlerdir.2   

 

2XWOHW� PHUNH]OHU�� VDWÕúODUÕQ� DUWÕúÕ�� JHQLúOH\HQ� GD÷ÕWÕP� D÷Õ�� GD÷ÕWÕP�
PDOL\HWOHULQLQ�D]DOPDVÕ�YH�\HQL�NDUOÕ�PHUNH]OHULQ�NXUXOXúX�JLEL�QHGHQOHUOH üreticiler 

LoLQ� ID\GDOÕ� RODUDN� J|U�OPHNWHGLU�� %X�PHUNH]OHULQ� RUWDODPD� E�\�NO�÷��� �������Pð�
FLYDUÕQGDGÕU��IDNDW�HQ�E�\�NOHUL�����PLO\RQ�VTXDUH�IHHWH�XODúDELOLU�3    

 

%LUoRN� SHUDNHQGH� \HQLOL÷LQGH� ROGX÷X� JLEL� IDEULND� VDWÕú� PHUNH]OHUL� LON� RODUDN�
$PHULND¶GD� RUWD\D� oÕNPÕúWÕU� Eski bir fabrikada kurulan ilk merkez Vanity Fayre 

WDUDIÕQGDQ� 5HDGLQJ�� 3HQQV\OYDQLD¶GD� ����¶WH� DoÕOPÕúWÕU�� 1980’lerden itibaren bu 

PHUNH]OHULQ� VD\ÕVÕ� oDUSÕFÕ� ELU� ELoLPGH� DUWPÕú� YH� GDKD� KRú� ELU� DOÕúYHULú� DWPRVIHUL�
VXQXOPXúWXU�� ����� \ÕOÕQD� JHOLQGL÷LQGH� ������� LQGLULPOL� PD÷D]D\Õ� NDSVD\DQ� ����
FLYDUÕ� RXWOHW�PHUNH]�YDUGÕ�ve 500 üreticL� � SHUDNHQGH�SD]DUÕQD�JLUPLúWL�4 Tüketiciler 

DoÕVÕQGDQ�EDNÕOGÕ÷ÕQGD��IDEULND�VDWÕú�PD÷D]DODUÕ�NODVLN�DOÕúYHULú�PHUNH]OHULQH�SRS�OHU�
ELU� DOWHUQDWLIWLU��0DUNDOÕ� �U�QOHUL� G�ú�N� IL\DWODUGD� WRSOX� DOÕúYHULú� LPNDQÕ� LOH� VXQDU��

                                                
1�5RVHQEHUJ��2S�&LW���V����¶WHQ�DNWDUDQ�$\GÕQ��Perakende Yönetiminin Temelleri, s.153. 
2 Peter Jones, “Factory Outlet Shopping Centres and Planning Issues”, International Journal of 
Retail&Distribution Management, Vol.23, No:1(1995), s.13. 
3 Ibid. 
4 Ibid. 
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$\UÕFD�� JHQHOOLNOH� DQD\RO� YH� WXULVWLN� PHUNH]OHUH� \DNÕQ� NRQXPODQGÕ÷ÕQGDQ� ELUoRN�
P�úWHUL�LoLQ�ELU�H÷OHQFH�úHNOLGLU�1  
 

)DEULND� VDWÕú� PD÷D]DVÕ� PHUNH]OHUL�� J|UHFH� N�o�N� ELU� DOÕúYHULú� PHUNH]L� LOH�
IL]LNVHO�RODUDN�EHQ]HUGLU�� IDNDW�DQD�PD÷D]D�PHYFXW�GH÷LOGLU��Temel olarak indirimli 

ürünler satan bu merkezler genellikle üretim veya WRSWDQ� VDWÕú� RUJDQL]DV\RQODUÕ�
WDUDIÕQGDQ�\|QHWLOLU�2 2XWOHW�PHUNH]OHUGH�DoÕN�oDUúÕ� HQ�\D\JÕQ�G�]HQOHPH�ELoLPLGLU��
\LQH� GH� ED]ÕODUÕ� NDSDOÕ� DOÕúYHULú�PHUNH]L� úHNOLQGH� RODELOLU��0�úWHUL� ELOHúLPL� RUWD� YH�
daha alt gelir grubundaki tüketicilerdir.3  

 

2XWOHW� PHUNH]OHU� JHQHOGH� E|OJHVHO� DOÕúYHULú� PHUNH]OHULQGHQ� ELUD]� X]DNWD�
NRQXPODQÕU�� E|\OHFH� PHUNH]GHNL� PD÷D]DODU� E|OJHVHO� DOÕúYHULú� PHUNH]OHULQGHNL�
E|O�PO��YH�|]HOOLNOL�PD÷D]DODU�LOH�GLUHNW�UHNDEHW�HWPH]� Bu merkezler güçlü turistik 

bölgelerde de�NXUXOXU��gUQH÷LQ��DOÕúYHULúLQ�IDYRUL�ELU� WDWLO�H÷OHQFHVL�ROPDVÕ�YH�1HZ�
<RUN¶WDNL� 1LDJDUD� )DOOV¶ÕQ� KHU� \ÕO� ��� PLO\RQ� WXULVW� oHNPHVL� QHGHQL\OH, Niagara 

Falls’daki 120.000 m²’OLN�)DEULND�6DWÕú�0HJD�0HUNH]L��RXWOHW�PHUNH]OHU� LoLQ�GR÷DO 
ELU� PD÷D]D� \HULGLU�� %D]Õ� DOÕúYHULú� PHUNH]L� JHOLúWLULFLOHUL�� \�]OHUFH� PLO� X]DNOÕNWDQ�
P�úWHUL�JHWLUPHN�LoLQ�RWRE�V�WXUODUÕ�G�]HQOHUOHU�4  

 

 7�UNoH¶\H� IDEULND� VDWÕú� PD÷D]DlarÕ� PHUNH]L� RODUDN� oHYLUHELOHFH÷LPL]� ³RXWOHW�
FHQWHU´� GLOLPL]H� \HUOHúPLú� GXUXPGDGÕU�� øON� RODUDN� .RFDHOL¶GH� ����� \ÕOÕQGD� DoÕODQ�
³RXWOHW� FHQWHU´GDQ� VRQUD�� dRUOX� $YDQWDM� YH� =H\WLQEXUQX� 2OLYLXP� GD� EX� DQOD\ÕúOD�
KL]PHWH� DoÕOPÕúODUGÕU�� ����� \ÕOÕ� VRQXQGD� LVH�$QNDUD¶QÕQ� LON� ³RXWOHW� FHQWHU´Õ� RODUDN�
2SWLPXP� 2XWOHW� &HQWHU� DoÕOPÕúWÕU�� %XQXQ� GÕúÕQGD� ED]Õ� PDUNDODUÕQ� NHQGL� RXWOHW�
PD÷D]DODUÕ�GD�YDUGÕU��'L÷HU�\DQGDQ�ED]Õ�ILUPDODU�GD�VDGHFH�RXWOHWOHUGH�VDWÕOPDN��]HUH�
özel ucuz ürünler üretmektedirler.5    

 

                                                
1 Kristy E. Reynolds, Jaishankar Ganesh and Michael Luckett, “Traditional Malls vs. Factory Outlets: 
Comparing Shopping Typologies and Implications for Retail Strategy”, Journal of Business 
Research, Vol.55(2002), s.687. 
2 Clifford M. Guy, “Classifications of Retail Stores and Shopping Centers: Some Methodological 
Issues”, GeoJournal, Vol.45(1998), s.260. 
3 “Factory Outlet Centers Keep Their Distance: Manufacturers Prefer to Avoid Competition with 
Regional Malls”, Chain Store Age Executive, Nisan 1990, ss: 39-42’den aktaran  Hasty and 
Reardon, Op.Cit., s.236. 
4 Levy and Weitz, Essentials of Retailing, ss: 137-138. 
5�$\GÕQ��Perakende Yönetiminin Temelleri, s.153. 
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3��������'L÷HU�3HUDNHQGH�<HU�)ÕUVDWODUÕ 
 

<XNDUÕGD� DoÕNODQDQ� PD÷D]D� \HUL� W�UOHULQH� DOWHUQDWLI� RODUDN� ELU� SHrakendeci 

büfe(kiosk), NDUPD� NXOODQÕPOÕ� \HUOHU�PL[HG-use developments-MXDs) veya 

JHOHQHNVHO�ROPD\DQ�PHNDQODUÕ�tercih edebilir:1  

 

• Büfeler (kiokslar), DOÕúYHULú� PHUNH]OHUL� LoHULVLQGH� SRS�OHU� ELU� \HU�
VHoHQH÷LGLU��7LSLN�RODUDN�NDWOÕ�oDUúÕODUÕQ�RUWDN�DODQODUÕQGD�EXOXQDQ�VDWÕú�PHNDQODUÕGÕU��
%X� VDWÕú� DODQODUÕ� WLSLN� RODUDN� 4-��� Pð� DUDVÕQGDGÕU�� 'L÷HU� PD÷D]DODUOD�
NDUúÕODúWÕUÕOGÕ÷ÕQGD�J|UHFHOL�RODUDN�GDKD�XFX]GXU��*HQHOOLNOH�NÕVD�V�UHOL�NLUDODQÕUODU� 
$OÕúYHULú�PHUNH]L�\|QHWLFLOHUL�EXQODUÕ�JHOLUOHUL�DUWÕUPDGD�ELU�IÕUVat olarak görür. 

 

• .DUPD� NXOODQÕPOÕ� \HUOHr,� ELU� NRPSOHNVLQ� LoHULVLQGH� DOÕúYHULú�
PHUNH]OHUL��RILV�NXOHOHUL��RWHOOHU��LNDPHWH�D\UÕOPÕú�NRPSOHNVOHU��NHQtsel merkezler ve 

VHUJL�PHUNH]OHUL�JLEL�IDUNOÕ�DPDoOÕ�\HUOHULQ�ELU�DUD\D�JHOPHVL\OH�ROXúXU�� 
 

• Geleneksel olmayan mekanlar: Perakendeciler ve hi]PHW�VD÷OD\ÕFÕODU�
D\QÕ�]DPDQGD�SD]DU�SD\ODUÕQÕ�JHQLúOHWPHN�LoLQ�\HQL�\ROODU�DUDUODU��8OXVDO�SHUDNHQGH�
]LQFLUOHUL�LoLQ�|QHPOL�ELU�ELoLPGH�SRS�OHU�RODQ�\HUOHUGHQ�ELUL�GH�\D\D�WUDIL÷LQLQ�\R÷XQ�
ROGX÷X� KDYD� DODQODUÕGÕU�� gUQH÷Ln, vakit geçirmek için yolcular çay, kahve almak 

isteyeceklerdir. +DYD�DODQODUÕQGDNL�DOÕúYHULú�PHUNH]OHULQGH�PHWUHNDUH�EDúÕQD�VDWÕúODU��
GL÷HU�DOÕúYHULú�PHUNH]OHULQH�J|UH���\D�GD���NDW�GDKD�\�NVHNWLU��$QFDN�NLUDODU�GD�HQ�D]�
yüzde 20 daha yüksektir. $\QÕ� ]DPDQGD�PDOL\HWOHU� GDKD� \�NVHN� RODELOLU��gUQH÷LQ��
oDOÕúPD� VDDWOHULQLQ� X\JXQVX]OX÷X� oDOÕúDQODUÕQ�PDOL\HWOHULQLQ� GDKD� \�NVHN� ROPDVÕQD�
neden olabilir.  

 

3������*HQHO�%LU�0D÷D]D�<HULQLQ�6HoLPL 
 

3HUDNHQGHFL� \XNDUÕGD� HOH� DOÕQDQ� �o� WHPHO� PD÷D]D� \HULQLQ� DYDQWDM� YH�
de]DYDQWDMODUÕQÕ� GLNNDWOL� ELU� úHNLOGH� GH÷HUOHQGLUHUHN� � NHQGL� VWUDWHMLVLQH� X\JXQ� RODQ�
PD÷D]D� \HULQL� VHoPHOLGLU�� %X� VHoLPGHQ� VRQUD� GDKD� D\UÕQWÕOÕ� ELU� WDQÕPODPD�
                                                
1 Michael Levy and Barton A. Weitz, Retailing Management, International Edition, New York: 
McGraw-Hill, 2001, s.248’den aktaran Ibid, ss: 154-155. 
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\DSPDOÕGÕU��gUQH÷LQ�VHUEHVW�ELU�PD÷D]D\D�NDUDU�YHUPLúVH��DQD\RO��]HULQGH�PL�\RNVD�
\DQ� VRNDNWD�PÕ�NRQXPODQFD÷ÕQD�NDUDU�YHUPHOLGLU��3HUDNHQGHFL�SODQODQPDPÕú�ELU� Lú�
E|OJHVL� LVWL\RUVD� PHUNH]L� Lú� E|OJHVL�� LNLQFLO� Lú� E|OJHVL�� \HUHO� Lú� E|OJHVL� YH\D� úHULW�
PHUNH]� DUDVÕQGD� WHUFLK� \DSDFDNWÕU�� 3ODQOÕ� ELU� DOÕúYHULú� PHUNH]LQH� NDUDU� YHUHQ� ELU�
perakendeci ise bölgesel, \|UHVHO�\D�GD�\HUHO�ELU�DOÕúYHULú�PHUNH]LQGH�PL�\RNVD�J�o�
merkezi, ihtisas merkezi gibi merkezlerde mi koQXPODQDFD÷ÕQD�NDUDU�YHUPHOLGLU�1 

 

3������0D÷D]D�<HULQLQ�'H÷HUOHQGLULOPHVL  
 

+HUKDQJL�ELU�E|OJHGH��EHOLUOL�ELU�PD÷D]D�LoLQ�HQ�X\JXQ�\HU��yüzde yüz lokasyon 

(100 percent location)�RODUDN�LIDGH�HGLOLU��7HPHOGH�E�W�Q�SHUDNHQGHFLOHU�PD÷D]DODUÕ�
LoLQ�\�]GH�\�]� ORNDV\RQX�EXOPD\D�oDOÕúÕUODU��)DUNOÕ�SHUDNHQGHFL� W�UOHULQLQ�IDUNOÕ� WLS�
PD÷D]D�\HUOHULQH�LKWL\Do�GX\PDVÕ�QHGHQL\OH��ELU�SHUDNHQGHFL�LoLQ�\�]GH�\�]�ORNDV\Rn 

RODUDN� EHOLUOHQHQ� ELU� ORNDV\RQ� ELU� EDúND� SHUDNHQGHFL� LoLQ� oRN� GD� HOYHULúOL�
olmayabilir.2� 'ROD\ÕVÕ\OD� W�P� PD÷D]D� W�UOHUL� D\QÕ� ORNDV\RQX� HQ� L\L� RODUDN�
GH÷HUOHQGLUPH\HFHNWLU� BLU�ORNDV\RQ�SXUR�PD÷D]DVÕ�LoLQ�\�]GH�\�]�RODELOLUNHQ, bayan 

JL\VL�PD÷D]DVÕ�LoLQ�\�]GH�\HWPLú�YH\D�VHNVHQ uygunlukta olabilir.3  Bir süpermarket 

LoLQ�HQ�L\L�RODQ�PD÷D]D�\HUL�LQGLULPOL�E|O�PO��PD÷D]D�LoLQ�X\JXQ�ROPD\DELOLU�� 
 

<�]GH�\�]�ORNDV\RQXQ�EHOLUOHQPHVL�NRQXVXQGD�NHVLQ�ELU�\RO�ROPDPDVÕQD�NDUúÕQ�
SHUDNHQGHFLOHULQ�PD÷D]D�\HUOHULQL�GH÷HUOHQGLUPHGH�GLNNDWH�DOPDODUÕ�JHUHNHn konular 

ú|\OH�VÕUDODQDELOLU�4�XODúÕODELOLUOLN��PHUNH]�LoHULVLQGH�PD÷D]D yeri ile ilgili avantajlar, 

yasal düzenlemeler, ekonomik faktörler. 

 

3��������8ODúÕODELOLUOLN 

 

%LU� PD÷D]D� \HULQLQ� XODúÕODELOLUOL÷L� P�úWHULOHULQ� PD÷D]D� RUWDPÕQD� JLULú� oÕNÕú�
NROD\OÕ÷ÕGÕU��%LU�\HULQ�XODúÕODELOLUOL÷LQL�GH÷HUOHQGLUPHN�LoLQ�SHUDNHQGHFL�\RO�GXUXPX��

                                                
1 Berman and Evans, Op.Cit., s.255. 
2 Ibid, s.256. 
3 Davidson and Brown, Op.Cit., s.76. 
4 Levy and Weitz, Retailing Management, s.335.                                    
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JLULú�oÕNÕú�� WUDILN�DNÕúÕ��J|U�Q�UO�N�YH�HQJHOOHU�EDUL\HUOHU��JLEL� IDNW|UOHUL�Hú�]DPDQOÕ�
RODUDN�GH÷HUOHQGLUPHOLGLU�1  

 

8ODúÕODELOLUOLN� DQDOL]L� LNL� DúDPDGD� \�U�W�OPHOLGLU�� PDNUR� YH� PLNUR� DQDOL]��
0DNUR� DQDOL]GH� ELULQFLO� WLFDUHW� E|OJHVL� �|UQH÷LQ� ELU� V�SHUPDUNHW� YH\D� HF]DQH� LoLQ�
PD÷D]D� oHYUHVLQGHNL� LNL-�o� PLOOLN� E|OJH�� GLNNDWH� DOÕQPDOÕGÕU�� 0LNUR� DQDOL]� LVH�
PD÷D]DQÕQ�\DNÕQ�oHYUHVLQH�RGDNODQÕU�2 

 

Makro analizde, analist \RO�NRúXOODUÕQÕ�GLNNDWH�DOPDOÕGÕU��%LULQFLO�WLFDUHW�E|OJHVL�
LoLQGH�P�úWHULOHULQ�PD÷D]D\D�NROD\FD� \ROFXOXN�\DSPDODUÕQÕ� VD÷OD\DQ� DQD� DUWHUOHULQ�
EXOXQXS�EXOXQPDGÕ÷Õ��úHULW�VD\ÕVÕ�� WUDILN� ÕúÕNODUÕ�VD\ÕVÕ�� WÕNDQÕNOÕN�YH�\RO�RQDUÕPÕQÕQ�
genel dXUXPX�GH÷HUOHQGLUilir.3   

 

<RO� NRúXOODUÕQÕQ� \DQÕ� VÕUD� XODúÕODELOLUOL÷L� HWNLOH\HQ� bariyerler söz konusu 

RODELOLU��%X�EDUL\HUOHU�GD÷�YH\D� ÕUPDN�JLEL�FR÷UDILN�EDUL\HUOHU�RODELOLU��0�úWHULOHULQ�
\ROFXOXN�\DSDFD÷Õ�J�]HUJDKÕQ�DOJÕODQDQ�NDOLWHVL önemlidir. BariyerOHU�oR÷X�NH]�LQVDQ�
\DSÕPÕGÕU�� WHN� \|QO�� \ROODU�� N|SU�OHU, X]XQ� V�UHOL� RQDUÕP� oDOÕúPDODUÕ� |UQHN�
verilebilir.4�%LU�RWR\ROXQ�KHU�LNL�WDUDIÕQD�KL]PHW�HGHQ�\DOQÕ]FD�ELU�V�SHUPDUNHW�YDU�LVH�
NDUúÕ�\ROGDNL�P�úWHULOHU�PD÷D]D\D�XODúPDNWD�]RUODQDFDNODrGÕU�� 

 

0D÷D]DQÕQ� \DNÕQ� oHYUHVLQL� HOH� DODQ� PLNUR� DQDOL]�� J|U�Q�UO�N�� WUDILN� DNÕúÕ� YH�
JLULú�oÕNÕúODUD�RGDNODQÕU��ø\L�J|U�Q�UO�N��P�úWHULQLQ kolayca�PD÷D]D\Õ�J|UPHVLQL�YH 
SDUN�DODQÕQD�J�YHQOL�ELU�úHNLOGH�JLUPHVLQL� LIDGH�HGHU�� ø\L�J|U�Q�UO�N��ND]DQÕOPÕú�YH�
VDGÕN� P�úWHULVL� RODQ� VÕQÕUOÕ� SD]DU� DODQÕQD� VDKLS� PD÷D]DODU� LoLQ� GDKD� D]� |QHPOLGLU��
o�QN��P�úWHULOHU�PD÷D]DQÕQ�QHUHGH�ROGX÷XQX�ELOLU��)DNDW�\�NVHN�RUDQGD�JHOLS�JHoLFL�
Q�IXVD�VDKLS�ELU�E|OJHGH��|UQH÷LQ�ELU�WXULVW�PHUNH]LQGH��\RO��]HULQGHQ�L\L�J|U�Q�UO�N�
NULWLN�ELU�EDúDUÕ�IDNWörüdür.5  

 

øON�EDNÕúWD�KHUKDQJL�ELU�PD÷D]D� LoLQ�HQ� L\L�\HULQ WUDILN�DNÕúÕQÕQ�HQ�\R÷XQ� en 

ID]OD� LQVDQÕQ� JHoWL÷L� \HU� ROGX÷X� G�ú�Q�OHELOLU�� )DNDW� EX� G�ú�QFH� HQ� D]ÕQGDQ�
                                                
1 Ibid, s.335. 
2 Ibid, s.336. 
3 Ibid. 
4 Hasty and Reardon, Op.Cit., s.240. 
5 Levy and Weitz, Retailing Management, s.336. 
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E�W�Q�\OH�GR÷UX�GH÷LOGLU��'DKD�L\LVL��“PD÷D]DQÕQ�SRWDQVL\HO�P�úWHULVL�RODQ�HQ�ID]OD�
LQVDQÕn geoWL÷L� \HU� HQ� L\L� PD÷D]D� \HULGLU´� úHNOLQGH� ELU� JHQHOOHPH� \DSPDNWÕr. 
3RWDQVL\HO� P�úWHULOHULQ� VD\ÕVÕ�� FDGGHQLQ� ELU� \DQÕQGD� EHOLUOL� ELU� QRNWDGDQ� JHoHQ�
LQVDQODUÕ�VÕQÕIODQGÕUDQ�JHUoHN�ELU�KHVDSOD�EHOLUOHQHELOLU��+DIWDQÕQ�EHOLUOL�J�QOHULQGH�YH�
günün belirli saatlerinde caddeGHQ�JHoHQ�LQVDQ�VD\ÕVÕ�E�\�N�ELU�GH÷LúLNOLN�J|VWHUGL÷L�
için E|\OH� ELU� WUDILN� |Oo�P��� RUWDODPD\Õ� \DQVÕWPDVÕ� DoÕVÕQGDQ�� \HWHULQFH� X]XQ� ELU�
]DPDQ�SHUL\RGXQX�NDSVDPDOÕGÕU�1 

 

Bir eczane, önünden geçenOHULQ� WDPDPÕQÕQ�P�úWHULVL�RODFD÷ÕQÕ�XPDUDN toplam 

NLúL� VD\ÕVÕ� LOH� LOJLOHQHELOLU��'L÷HU�ED]Õ�PD÷D]DODU� LVH�PD÷D]D�|Q�� WUDIL÷LQL� FLQVL\HWH�
J|UH�GH÷HUOHQGLUHELOLU��gUQH÷LQ�HUNHN�JL\LP�PD÷D]DVÕ�PD÷D]D�|Q�QGHQ�JHoHQ�WRSODP�
NLúL�VD\ÕVÕQGDQ�oRN�HUNHN�VD\ÕVÕ�LOH�LOJLOHQLU��%|O�PO��ELU�PD÷D]D�YH\D�PDQLIDWXUDFÕ�
VDKLEL�� P�úWHULOHULQLQ� E�\�N� oR÷XQOX÷XQX� ED\DQODUÕQ� ROXúWXUGX÷XQX� ELOGL÷LQGHQ��
ED\DQ�P�úWHUL�WUDIL÷LQL�GLNNDWH�DOÕU�2 

 

7UDILN� VD\ÕP� WHNQL÷LQLQ� X\JXQ� ELU� NXOODQÕPÕ�� J�Q� ER\XQFD� EHOLUOL� DUDOÕNODUOD�
�oR÷X�NH]����GDNLNDOÕN�SHUL\RWODUOD��\D\DODUÕQ�VD\ÕPÕQÕ�NDSVDU��gUQH÷LQ��VDEDK�VDDW�
RQGDQ�RQ�LNL\H�YH�|÷OHGHQ�VRQUD�LNLGHQ�G|UGH�\D�GD�EHOLUOL�ELU�Lú�W�U��LoLQ�|]HO�|QHPL�
RODELOHFHN� EDúND� ELU� VDDWWH� \DSÕODELOLU�� $OWHUQDWLI� \HUOHULQ� J|UHFH� oHNLFLOL÷LQL�
karúÕODúWÕUPD\D� WHPHO� ROXúWXUPDVÕ� \DQÕQGD� \D\D� WUDIL÷L� VD\ÕPODUÕ� Eelirli bir yerde 

RODVÕ� VDWÕú� KDFPLQL� NDEDFD� WDKPLQ� HWPHGH� ID\GDOÕ� ELU� DUDo� RODELOLU� Böyle bir 

\DNODúÕP�� GDKD� |QFHGHQ� ELU� GL]L� ORNDV\RQGD� WHFU�EH� HGLQPLú� ]LQFLU� PD÷D]DODU�
WDUDIÕQGDQ�JHQLú�ELU�úHNLOGH�NXOODQÕOPÕúWÕU�3 

 

0D÷D]D� \HUL� GH÷HUOHQGLUPHVLQGH� \ayD� WUDIL÷LQH� LODYH� RODUDN� DUDo� WUDIL÷Lnin 

nicelik ve karakteristiklerinin de incelenPHVL� \DUDUOÕ� RODFDNWÕU�� %|OJHVHO� DOÕúYHULú�
PHUNH]OHULQGHNL� NROD\OÕN�PD÷D]DODUÕ�� RXWOHWOHU� YH� RWR� \ÕNDPD VHUYLVOHUL� \R÷XQ� DUDo�
WUDIL÷LQH�J�YHQHQ�SHUDNHQGHFL�|UQHNOHULGLU�4 

 

                                                
1 Barker, Anderson and  Butterworth, Op.Cit., ss: 99-100.  
2 Ibid. 
3 Davidson and Brown, Op.Cit., ss: 77-78. 
4 Berman and Evans, Op.Cit., s.256.  
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 <D\D�WUDIL÷L�DQDOL]LQGH�ROGX÷X�JLEL�DUDo�WUDIL÷L\OH�GH�LOJLOL�VD\ÕPODU�\DSÕODELOLU��
%D]Õ perakendeciler sadece eve dönmekte olan� WUDIL÷L� VD\DU�� ED]ÕVÕ� E|O�QP�ú� ELU�
\ROXQ� GL÷HU� WDUDIÕQD� JHoHQ� DUDoODUÕ�� ELUoRN� SHUDNHQGHFL� GH� \DEDQFÕ� SODNDOÕ� DUDoODUÕ��
VD\ÕPD� GDKLO� HWPH]�� 3HUDNHQGHFL� WÕNDQÕNOÕN� ER\XWX� YH� ]DPDQODPDVÕQÕ� GD�
LQFHOHPHOLGLU�� $UDo� VDKLEL� P�úWHULOHU�� QRUPDO� RODUDN� \R÷XQ� ELU� úHNLOGH� WÕNDOÕ�
E|OJHOHUGHQ� NDoÕQDFDNWÕU�� V�U�ú� V�UHVL� YH� ]RUOX÷X� D]� RODQ� E|OJHOHUGH� DOÕúYHULú�
edecektir.1 

 

6DWÕú� SRWDQVL\HOLQLQ� E�\�N� |Oo�GH� RWRPRELO� WUDIL÷LQLQ� QLFHOLN� YH� ELOHúLPL�
WDUDIÕQGDQ� EHOLUOHQGL÷L� \HUOHUGH� NRQXPODQDQ� SHUDNHQGH� NXUXOXúX� VD\ÕVÕ� DUWÕú�
J|VWHUPHNWHGLU�� 7UDILN� DNÕúÕ� |]HOOLNOH� EHQ]LQ� LVWDV\RQODUÕ�� RWRPRbile servis yapan 

UHVWRUDQODU��NXUX�WHPL]OHPHFLOHU�YH�NROD\OÕN�JÕGD�PD÷D]DODUÕ�JLEL�SHUDNHQGHFLOHU�LoLQ�
önemlidir.2 

 

8ODúÕODELOLUOLN� DQDOL]LQGH� JLULú�oÕNÕúODU da GLNNDWH� DOÕQPDOÕGÕU. *LULú�oÕNÕúODU�
PD÷D]DQÕQ� SDUN� DODQÕQD� JLULú-oÕNÕú� NROD\OÕ÷ÕQÕ� LIDGH� HGHU�� dR÷X� NH]� WHN� \|QO��
caddeler ELU�YH\D�GDKD�ID]OD�\|QGHQ�PD÷D]D\D�JLULú�oÕNÕúÕ�]RUODúWÕUÕU�3 

 

3��������0HUNH]�øoHULVLQGH�0D÷D]D�<HUL�øOH�øOJLOL�$YDQWDMODU 
 

0HUNH]LQ� XODúÕODELOLUOL÷L� GH÷HUOHQGLULOGLNWHQ� VRQUD�� EX� PHUNH]� LoHULVLQGHNL�
PD÷D]D� \HULQLQ� GH÷HUOHQGLULOPHVL� GH� |QHPOLGLU�� 'DKD� L\L� \HUOHULQ� GDKD� PDOL\HWOL�
ROPDVÕ� QHGHQL\OH� SHUDNHQGHFLOHU� SDKDOÕ� PD÷D]DODUGD� NRQXPODQPDQÕQ� |QHPLQL� J|]�
|Q�QGH�EXOXQGXUPDOÕGÕU��gUQH÷LQ��\HUHO�ELU�DOÕúYHULú�PHUNH]LQGH��HQ�L\L�PD÷D]D�\HUL�
V�SHUPDUNHWH�HQ�\DNÕQ�RODQGÕU��2�\�]GHQ��P�úWHULOHUL�FH]EHGHQ�ELU�LoNL�G�NNDQÕ�YH\D�
çiçekçi için süpermaUNHWH� \DNÕQOÕN� |QHPOL� RODFDNWÕU�� )DNDW�� ELU� NXQGXUD� WDmircisi 

kalitesiz bir yerde� NRQXPODQDELOLU�� o�QN�� EX� KL]PHWH� LKWL\Do� GX\DQ� P�úWHULOHU�
PD÷D]D\Õ�DUD\DFDNWÕU�4 

 

                                                
1 Ibid. 
2 Davidson, Sweeney and Stampfl, Op.Cit., s.253. 
3 Levy and Weitz, Essentials of Retailing, s.144. 
4 Levy and Weitz, Retailing Management, s.336. 
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$\QÕ� JHQHO� �U�Q� VÕQÕIÕQGD� RODQ� IDNDW� KHU� ELUL� IDUNOÕ� ELU� �U�Q� W�U�Q�� VXQDQ�
PD÷D]DODU�oR÷X�NH]�ELUELULQH�\DNÕQ�RODUDN�NRQXPODQÕUODU��%DNNDOL\H�SHUDNHQGHFLOHUL��
NDVDSODU� YH� IÕUÕQODU� JÕGD� VDWDQ�PD÷D]DODUGÕU�� IDNDW� KHSVL� IDNOÕ� W�U� JÕGDODUÕ� VDWDUODU��
ManifatuUD�PD÷D]DODUÕ��WDNÕ�G�NNDQODUÕ�YH�D\DNNDEÕ�PD÷D]DODUÕ�oR÷XQOXNOD�\DNÕQ�ELU�
úHNLOGH�NRQXPODQÕU;�o�QN��JL\LP�YH�V�V�Hú\DVÕQD�LOJL�GX\DQ�P�úWHULOHU��]HULQGH�RUWDN�
ELU� oHNLFLOLN� \DUDWÕUODU�� %X� PD÷D]DODUÕQ� KHU� ELUL� WDOHS� \DUDWPDGD� GL÷HULQH� \DUGÕP�
eder.1  

 

5DNLS� PD÷D]DODU� GD� JUXSODúPD\D� JLGHELOLUOHU� Böylece ELUELUOHULQLQ� WDQÕWÕP�
faaliyetlerinden faydalaQDELOLUOHU�� %LU� PD÷D]D� NHQGL� WDQÕWÕP� IDDOLyetlerinden tek 

EDúÕQD� ID\GDODQPD\Õ� EHNOH\HPH]�� %LUNDo� PD÷D]D�� WHN� EDúÕQD� ELU� PD÷D]DQÕQ�
�UHWHELOHFH÷L�WLFDUHWWHQ�GDKD�ID]ODVÕQÕ��UHWLU��1HUHGH\VH�KHU�NHQWWH�E|O�PO��PD÷D]DODU�
bir arada bulunur. Yine her kentte otomRELO�JDOHULOHULQLQ�JUXSODúWÕ÷Õ�E|OJHOHU�J|UPHN�
mümkündür. Ancak�� LODYH� ELU� PD÷D]D� DUWÕ� ELU� P�úWHUL� JUXEX� oHNHPH]� YH� VDGHFH�
PHYFXW�WLFDUHWWHQ�SD\�DOÕUVD��EX�GXUXPGD�UDNLSOHULQH�ID\GDGDQ�oRN�]DUDU�JHWLULU�2 

 

%D]Õ� SHUDNHQGHFLOHU� EHOLUOL� Lú� W�UOHULQL� NDSsayan DOÕúYHULú� PHUNH]OHULQGH�
NRQXPODQPDN� LVWHPH]OHU�� gUQH÷LQ�� :DO-0DUW� NLUD� V|]OHúPHOHUL�� PD÷D]DVÕQÕQ�
EXOXQGX÷X�DOÕúYHULú�PHUNH]OHULQLQ�EHQ]LQ�LVWDV\RQX��WL\DWUR��ERZOLQJ�VDORQX��SDWLQDM�
DODQÕ�� RILV�� H÷LWLP� ELQDODUÕ� LoHUPHPHVL� YH� \DNÕQÕQGD� EXOXQPDPDVÕ� JHUHNWL÷Lni 

özellikle belirtir, çünkü ilave araçlar trafik yaratarak Wal-0DUW� P�úWHULOHULQLQ�
NXOODQDELOHFH÷L�SDUN�DODQODUÕQÕ�NXOODQDELOLU�3   

 

3.4.3.3. Yasal Düzenlemeler 

 

*�Q�P�]GH� WRSUDN� NXOODQÕPÕ� LOH� LOJLOL� \DVDODU�� \HU� DQDOL]LQGH� SHUDNHQGHFLQLQ�
dikkat etmesi gereken en önemli konulardan biridir.� <HU� VHoLPL� NDUDUÕQÕ� HWNLOH\HQ  

yasal düzenlemeler; zonLQJ��LQúD�NDQXQODUÕ��WDEHODODU�YH�UXKVDW�talebini kapsar.4 

 

                                                
1 Barker, Anderson and Butterworth, Op.Cit., s.102. 
2 Ibid. 
3 Levy and Weitz, Retailing Management, ss: 337-338. 
4 Ibid, s.338. 
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=RQLQJ� ELU� E|OJHQLQ� EHOLUOL� IDDOL\HWOHU� LoLQ� D\UÕOPDVÕGÕU�� gUQH÷LQ�� NHQWLQ� ED]Õ�
bölgeleri sadece ikamet, bD]Õ� E|OJHOHUL� GH� HQG�VWUL\HO� YH� SHUDNHQGH� NXOODQÕPÕ� LoLQ�
D\UÕOÕU�� %HQ]HU� \DVDO� VÕQÕUODPDODU� ELQD� WLSL�� WDEHOD�� SDUN� DODQÕ� E�\�NO�N� YH� ELoLPL�
NRQXVXQGDNL� LQúD� NDQXQODUÕ� LOH� ROXúWXUXODELOLU�� 5XKVDW� WDOHEL�� E|OJHQLQ� IDUNOÕ�
NHVLPOHULQH� J|UH� GH÷LúHELOLU�� gUQH÷LQ� ED]Õ� 'DOODV� VHPWOHULQGH� DONROO�� LoHFHNOHULQ�
VDWÕúÕ�\DVDNWÕU��GL÷HU�ED]Õ�VHPWOHUGH�VDGHFH�úDUDS�YH�ELUD�VDWÕúÕQD�L]LQ�YHULOLU��%X�W�U�
\DVDO� NÕVÕWODPDODU� EHOLUOL� \HUOHUL� WHUFLK� HWPH� NRQXVXQGD perakendecilerin cesaretini 

NÕUDELOLU��%XQXQOD�ELUOLNWH��EX�NÕVÕWODPDODU�GH÷LúPH]�GH÷LOGLU��=RU��]DPDQ�LVWH\HQ�YH�
PXKWHPHOHQ�SDKDOÕ�ROPDVÕQD�NDUúÕQ�NXOLV�\DSPD�oDEDODUÕ�YH�KXNXN�VDYDúODUÕ�EX�\DVDO�
NÕVÕWODPDODUÕQ�GH÷LúWLULOPHVLQL�VD÷OD\DELOLU�1      

 

<DVDO� G�]HQOHPHOHU� LoHULVLQGH� EHONL� GH� HQ� |QHPOLVL� oHYUHVHO� NRQXODUGÕU. Son 

\ÕOODUGD� LNL� oHYUHVHO� NRQX\D� |]HOOLNOH� GLNNDW� HGLOPHNWHGLU�� øONL� \DSÕODUGD� NXOODQÕODQ�
asbest ya da asbest içeren maddeler, ikincisi ise tehlikeli maddelerdir. Bu sorunlar, 

NXOODQGÕNODUÕ� NLP\DVDOODU� QHGHQL\OH� NXUX� WHPL]OHPHFLOHU� LoLQ� YH� PRWRU� \D÷Õ� JLEi 

DWÕNODUÕ� QHGHQL\OH� RWR� WDPLUFLOHUL� LoLQ� |]HOOLNOH� |QHPOL� RODELOLU�� 1RUPDO� RODUDN��
perakendeci E|OJH\L�LQVDQ�VD÷OÕ÷ÕQÕ�WHKGLW�HGHQ�]DUDUOÕ�PDGGHOHUGHQ�\DVDO�ELU�úHNLOGH�
DUÕQGÕUPDNOD�\�N�PO�G�U�2  

 

3.4.3.4. Ekonomik Faktörler 

 

Perakendeci�\XNDUÕGD�EDKVHGLOHQ�GL÷HU�NULWHUOHULQ�\DQÕ�VÕUD��PD÷D]DVÕQÕ�NXUPD\Õ�
SODQODGÕ÷Õ� E|OJHGHNL� RWXUPD� NRúXOODUÕQÕ� LQFHOH\HUHN� E|OJHQLQ� HNRQRPLN� DoÕGDQ�
X\JXQ� ROXS� ROPDGÕ÷ÕQÕ� WHVELW� HWPHOLGLU�� 2WXUPD� NRúXOODUÕ� VDWÕQ� DOPD�� NLUDlama, 

operasyon ve sürdürme maliyetlerini ve vergileri kapsar.3  

 

<HWHUOL� ILQDQVDO� ND\QD÷Õ� RODQ� perakendHFL� PD÷D]D� ELQDVÕQÕ� VDWÕQ� DODELOLU��Bu 

X\JXODPD� GDKD� N�o�N�PD÷D]DODU� DUDVÕQGD� YH� N�o�N� VHPWOHUGH veya ucuz yerlerde 

NRQXPODQDQ� PD÷D]DODU� DUDVÕQGD� ROGXNoD� \D\JÕQGÕU�� %LQD� \D� GD� DUD]L� VDKLSOL÷LQLQ�
kiralamaya g|UH� ELUNDo� DYDQWDMÕ� YDUGÕU�� (PODN� VDKLELQLQ� NLUD� V|]OHúPHVLQL�
\HQLOHPH\HFH÷L�YH\D�V|]OHúPH�V�UHVL�GROGX÷XQGD� �NLUD\Õ� LNL�\D�GD��o�NDW�DUWÕUDFD÷Õ�
                                                
1 Ibid, ss: 338-339. 
2 Levy and Weitz, Essentials of Retailing, s.146. 
3 Berman and Evans, Op.Cit., s.261. 
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NRQXVXQGD�ULVN�\RNWXU��)DDOL\HWOHU�HVQHNWLU��3HUDNHQGHFL�LOHULGH�LúL�GHYUHWPH\H�NDUDU�
YHULUVH��HPODN�GH÷HULQLQ�]DPDQOD�DUWPDVÕ�GD�RODVÕGÕU��6DKLSOL÷LQ�GH]DYDQWDMODUÕ�LVH�LON�
PDOL\HWOHULQ� \�NVHNOL÷L�� X]XQ� G|QHPOL� WDDKK�W� JHUHNOLOL÷L� YH� PD÷D]D� \HULQL�
GH÷LúWLUPHGHNL�HVQHNVL]OLNWLU�1 

 

%LQD�VDKLSOL÷LQLQ�EX�DYDQWDMODUÕQD�NDUúÕQ��SHN�oRN�SHUDNHQGHFL�PD÷D]D�\HUOHULQL�
kiralar. .LUDODPD�� LON� \DWÕUÕPÕ� P�PN�Q� ROGX÷XQFD� D]DOWPD�� ULVNL� D]DOWPD�� UDNLS�
PD÷D]D� EDUÕQGÕUPD\DQ� |QHPOL� \HUOHUGH� NRQXPODQPD�� KHPHQ� RWXUPD� YH� P�úWHUL�
WUDIL÷L� HOGH�HWPH� LPNDQÕ�YHULU��Birçok perakendeci, kiralama ile dahD� ID]OD�PD÷D]D�
DoDELOHFH÷LQL� veya stratejL� NDUPDODUÕQÕQ� GL÷HU� |÷HOHULQH� GDKD� ID]OD� \DWÕUÕP�
\DSDELOHFH÷LQL�G�ú�Q�U�YH�oDOÕúPD�HVQHNOL÷LQGHNL�VÕQÕUODPDODU��LúL�EDúNDVÕQD�NLUDODPD�
YH� GHYUHWPH� LOH� LOJLOL� VÕQÕUODPDODU�� RODVÕ� RQDUÕOPD]� SUREOHPOHU�� JHOHFHNWHNL� NLUD�
DUWÕúODUÕ�YH�JD\UL�PHQNXO�Q�DUWDQ�GH÷Hrinden faydalanamama gibi NLUDODPD\D�LOLúNLQ�
GH]DYDQWDMODUÕ�NDEXOOHQLU�2    

 

2WXUPD�PDOL\HWOHUL�JHQLú�ELU�NDSVDPGD�HOH�DOÕQPDOÕGÕU��<HUHO�YHUJLOHU��RQDUÕP�
ve sürdürme maliyetleri, yenileme maliyetleri de kiralama� YH\D� VDWÕQ� DOPD�
maliyetleri kadar önemli faktörlerdir.3 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                
1 Ibid. 
2 Ibid. 
3 Hasty and Reardon, Op.Cit., s.241. 
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4. $5$ù7,50$1,1�$0$&, 
 

%X�DUDúWÕUPDQÕQ�DPDFÕ� bir süpermarket zinciri içinde halen faaliyette bulunan 

ELU�PD÷D]DQÕQ�P�úWHULOHULQLQ� LNDPHW� \HUOHULQL��demografik özelliklerini ve harcama 

WXWXPODUÕQÕ� EHOLUOH\HUHN� V|]� NRQXVX� PD÷D]DQÕQ WLFDUHW� DODQÕ� E�\�NO�÷�� YH� D\OÕN�
VDWÕúODUÕ� KDNNÕQGD� WDKPLQ�\DSPDN; elde edilen bu verilerden hareketle süpermarket 

]LQFLULQLQ� EHQ]HU� ELU� E|OJHGH� PD÷D]D� DoPDVÕ� GXUXPXQGD� D\OÕN� VDWÕúODUÕQÕQ� QH�
RODFD÷ÕQÕ�WDKPLQ�HWPHNtir. 

 

5. $5$ù7,50$1,1�<$5$5, 
 

BX� DUDúWÕUPDda�� ELU� V�SHUPDUNHW� PD÷D]DVÕQÕQ� � P�úWHULOHULQLQ� GHPRJUDILN�
|]HOOLNOHUL� YH� KDUFDPD� WXWXPODUÕQÕQ� EHOLUOHQPHVL� DPDoODQPDNWDGÕU�� $\UÕFD��
P�úWHULOHULQ� LNDPHW� HWWLNOHUL� VHPW� ELOJLVLQLQ� HOGH� HGLOPHVL� YH� E|\OHFH� PD÷D]DQÕQ�
ticaret bölgesinin de tespit edilmesi amaçODQPDNWDGÕU�� %X� DUDúWÕUPDGDQ� EHNOHQHQ�
\DUDU�� P�úWHULOHUGHQ� VD÷ODQDQ� EX� ELOJLOHULQ� PD÷D]D� VDWÕúODUÕQÕ� WDKPLQ� HWPHGH� \RO�
J|VWHUPHVLGLU�� $\QÕ� ]LQFLU� LoHULVLQGH� IDDOL\HWWH� EXOXQDQ� PD÷D]DODUÕQ� WLFDUHW�
E|OJHOHULQLQ� YH� P�úWHULOHULQLQ� GHPRJUDILN� |]HOOLNOHULQLQ� ELOLQPHVL�� PD÷D]D�
yöneticilerinin pazara nüfuzu belirlemelerinde ve pazarlama stratejilerine yön 

YHUPHOHULQGH� � ID\GDOÕ� RODELOLU�� %X� ELOJLOHU� D\QÕ� ]DPDQGD� DoÕOPDVÕ� SODQODQDQ�
PD÷D]DODUD�LOLúNLQ�WDKPLQ�YH�NDUDUODUGD�GD�\RO�J|VWHULFL�RODELOLU� 
 

6. $5$ù7,50$1,1�6,NIRLARI 

 

%X�DUDúWÕUPD��GDKD�|QFH�NRQX�LOH�LOJLOL�\DSÕODQ�|Q�DUDúWÕUPD�YH�PDOL\HW�XQVXUODUÕ�
GD� GLNNDWH� DOÕQDUDN� .RFDHOL- *|OF�N� YH� .DUDP�UVHO� LOoHOHUL� LOH� VÕQÕUOÕ� WXWXOPXúWXU��
BHQ]HU� PD÷D]D� KL]PHWOHUL�� IL\DWODQGÕUPD� YH� VDWÕú� SROLWLNDODUÕQÕQ� X\JXODQDFD÷Õ�
varVD\ÕODUDN� E�\�NO�N�� UHNDEHW� G�]H\L� YH� E|OJH� |]HOOLNOHUL� DoÕVÕQGDQ� EHQ]HU� RODQ�
Kocaeli ilinin Gölcük ve Karamürsel ilçeleri ve süpermarket zinciri Migros’un 

*|OF�N� PD÷D]DVÕQGDQ� DOÕúYHULú� \DSDQ� P�úWHULOHU� DUDúWÕUPDQÕQ� NDSVDPÕQD� GDKLO�
HGLOPLúWLU�  
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7. $5$ù7,RMANIN YARGILANMASI 

 

%LU�V�SHUPDUNHW��PD÷D]DVÕ�P�úWHULOHULQLQ�LNDPHW�ELOJLVL��GHPRJUDILN�|]HOOLNOHUL�
ve haUFDPD� WXWXPODUÕQÕQ� EHOLUOHQPH\H� YH� E|\OHFH� PD÷D]DQÕQ� VDWÕúODUÕQÕQ� WDKPLQ�
HGLOPH\H�oDOÕúÕOGÕ÷Õ�EX�DUDúWÕUPD�EHQ]HU�ELU�PD÷D]DQÕQ�VDWÕú�WDKPLQLQGH�\RO�Jösterici 

RODELOLU�� *HUHN� HNRQRPLN� JHUHNVH� ]DPDQ� NÕVÕWÕ� QHGHQL\OH� DUDúWÕUPD� ]LQFLU� LoLQGHQ�
VDGHFH�ELU�PD÷D]D�LOH�LOJLOL�RODUDN�\DSÕOPÕúWÕU��%XQGDQ�VRQUD�\DSÕODFDN�oDOÕúPDODUGD�
NRQX�� ELUGHQ� ID]OD� DQDORJ� PD÷D]D\Õ� NDSVD\DFDN� úHNLOGH� HOH� DOÕQDELOLU�� 0D÷D]D�
özellikleri, pD]DU�SD\ODUÕ��W�NHWLFL�DOÕúYHULú�GDYUDQÕúODUÕ�YH�VDWÕúODU�LVWDWLVWLNVHO�RODUDN�
ifade edilebiOLUVH�EX�GHQH\LPOHULQ�ND\ÕWODUÕ��JHUHNWL÷LQGH�EDúYXUXODELOHFHN�ELU�DQDORJ�
ROXúWXUDELOLU�� %X� QRNWDGD� DUDúWÕUPDFÕQÕQ� XODúDELOGL÷L� KD]ÕU� LVWDWLVWLN� ELOJLOHULn 

JHQLúOL÷L�|QHP�ND]DQPDNWDGÕU��gUQH÷LQ�DQDORJ�X\JXODPDVÕQGD�|QHmli bir yeri olan 

Q�IXVXQ� \DUÕoDSODUD� J|UH� GD÷ÕOÕPÕ� \|Q�QGH� �ONHPL]GH� KD]ÕU� YHULOHU�
EXOXQPDPDNWDGÕU�� 'ROD\ÕVÕ\OD� EX� oDOÕúPDGD� DQNHWLQ� X\JXODQGÕ÷Õ� |UQH÷LQ� LNDPHW�
bilgisinden KDUHNHWOH�P�úWHUL�GD÷ÕOÕP�KDULWDVÕ�ROXúWXUXOPXú�YH�Q�IXVXQ�GD÷ÕOÕPÕQGD�
GD�EX�RUDQODPD�NXOODQÕOPÕúWÕU��%X�QHGHQOH��EXQGDQ�VRQUD�\DSÕODFDN�oDOÕúPDODUGD�EX�
W�U� ELOJLOHUH� XODúÕODELOPHVL� DUDúWÕUPDQÕQ� JHoHUOLOL÷LQH� NDWNÕGD� EXOXQDFDNWÕU�� Bu 

DUDúWÕUPDGD��DQNHW�oDOÕúPDVÕ� W�NHWLFLOHUOH�PD÷D]D� LoL�\D�GD�NDVD�oÕNÕúÕQGD�\DSÕOPDN�
LVWHQPLú�� DQFDN� EX� X\JXODPDQÕQ�0LJURV� PD÷D]DVÕQÕQ� NXUXPVDO� SROLWLNDVÕQD� D\NÕUÕ�
ROGX÷X� JHUHNoHVL\OH��PD÷D]D� LoL�YH\D�NDVD�oÕNÕúÕQGD�P�úHULOHUOH� DQNHW�\DSÕOPDVÕQD�
L]LQ� YHULOPHPLúWLU� $QNHW� oDOÕúPDVÕ� PD÷D]D� oÕNÕúÕQGD� \DSÕOPÕúWÕU��0LJURV� DOÕúYHULú�
SRúHWOHUL�VDWÕQ�DOPD\Õ�WHPVLO�HWPHNWHGLU��  
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11��%g/h0���$5$ù7,50$1,1�<g17(0ø 
 

���$5$ù7,50$�352%/(0ø1ø1�7$1,0, 
 

%X� DUDúWÕUPDGD�� ELU� V�SHUPDUNHW� ]LQFLUL� LoLQGHQ� DQDORJ� RODUDN� VHoLOHQ� ELU�
PD÷D]DQÕQ� P�úWHULOHULQLQ� GHPRJUDILN� |]HOOLNOHUL�� KDUFDPD� WXWXPODUÕ� YH� LNDPHW�
bilgileri nedir ve EX� IDNW|UOHU� DQDORJ� PD÷D]DQÕQ� YH� \HQL� DoÕOPDVÕ� SODQODQDQ� ELU�
PD÷D]DQÕQ ticaret bölgesini ve� VDWÕúODUÕQÕ� WDKPLQ� HWPHGH� NXOODQÕODELOLU� PL� VRUXODUÕ�
temel problem RODUDN�HOH�DOÕQDFDNWÕU� 

 

2. $5$ù7,50$1,1�02'(/ø 
 

<HQL�NXUXODFDN�ELU�PD÷D]DQÕQ�VDWÕúODUÕQÕ�WDKPLQ�HWPHGH�NXOODQÕODQ�WHNQLNOHUGHQ�
ELUL� DQDORJ� \DNODúÕPÕGÕU�� $QDORJ� \DNODúÕPÕQD� J|UH� \HQL� DoÕODFDN� ELU� PD÷D]DQÕQ�
VDWÕúODUÕQÕ�WDKPLQ�HWPHN�LoLQ�KDUHNHW�QRNWDVÕ��KDOLKD]ÕUGD faaliyette bulunmakta olan 

EHQ]HU� ELU� PD÷D]DGÕU�� M�úWHULOHULQLQ� GHPRJUDILN� |]HOOLNOHUL�� LNDPHW� ELOJLOHUL� YH�
harcama DOÕúNDQOÕNODUÕQGDQ� KDUHNHWOH,� ELU� V�SHUPDUNHWLQ� WLFDUHW� E|OJHVL� YH� D\OÕN�
VDWÕúODUÕQÕQ�WDKPLQL�DúD÷ÕGDNL�PRGHO�oHUoHYHVLQGH�JHUoHNOHúWLULOHcektir: 

 

Migros’un .DUDP�UVHO¶GH� ELU� PD÷D]D� DoPDVÕ� GXUXPXQGD� VDWÕúODUÕQÕQ� QH�
RODFD÷ÕQÕ�$QDORJ�<|QWHPL� LOH� WDKPLQ�HWPHN� LoLQ�D\QÕ� ]LQFLU içinde halen faaliyette 

EXOXQPDNWD� RODQ� DQDORJ� ELU� PD÷D]D� WHVpLW� HGLOPLúWLU�� %enzer PD÷D]D� KL]PHWOHUL��
IL\DWODQGÕUPD� YH� VDWÕú� SROLWLNDODUÕQÕQ� X\JXODQDFD÷Õ� YDUVD\ÕODUDN� E�\�NO�N�� UHNDEHW�
düzeyi ve bölge özellikleri açÕVÕQGDQ� EHQ]HU� RODQ�*|OF�N�0LJURV�PD÷D]DVÕ� DQDORJ�
PD÷D]D�RODUDN�EHOLUOHQPLúWLU�� 

 

øON� DúDPDGD� HVDV� DOÕQDQ� DQDORJ� PD÷D]DQÕQ� FR÷UDIL� DODQÕQGDNL� P�úWHULOHULQ�
demografik özellikleri, LNDPHW�\HUOHUL��KDUFDPD�DOÕúNDQOÕNODUÕ�EHOLUOHQHFHNWLU� 

 

øNLQFL�DúDPDGD�DQDORJ�PD÷D]DQÕQ� WLFDUHW�DODQÕQÕQ�belirlenebilmesi için analog 

PD÷D]D�oHYUHVLQGH�EHOOL�DUDOÕNODUOD�NRQVDQWULN�RUWDN�PHUNH]OL��KDONDODU�oL]LOHFHNWLU� 
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ho�QF��DúDPDGD�DQDORJ�PD÷D]DQÕQ�oHNLP�J�F��YH�KHU�ELU�E|OJHGHNL�NLúL�EDúÕQD�
VDWÕúODU�KHVDSODQDFDNWÕU��$QDORJ�PD÷D]D\D�LOLúNLQ�HOGH�HGLOHQ�EX�YHULOHU�NXOODQÕODUDN�
\HQL�DoÕODFDN�PD÷D]DQÕQ�VDWÕúODUÕQÕ�WDKPLQ�HWPHN�LoLQ�DúD÷ÕGDNL�\RO�L]OHQHFHNWLU�� 

 

<HQL� PD÷D]D� oHYUHVLQGH� LON� RODUDN� EHOOL� DUDOÕklarla konsantrik halkalar 

oL]LOHFHNWLU�� <HQL� PD÷D]D� VDWÕúODUÕQÕQ� DQDORJ� PD÷D]D� LOH� D\QÕ� YH\D� EHQ]HU� RODFD÷Õ�
YDUVD\ÕOÕU�  YHQL�PD÷D]DQÕQ� WDKPLQL� VDWÕúODUÕQÕQ� KHVDSODQPDVÕ� LoLQ� KHU� ELU� E|OJHGH�
RWXUDQODUÕQ�WRSODP�Q�IXVX�LNLQFLO�ND\QDNODUGDQ�HOGH�HGLOLU� 

 

Her halkaya göre Q�IXVXQ� GD÷ÕOÕPÕ� ELOJLVL� KD]ÕU� ELU� úHNLOGH�PHYFXW� ROPDGÕ÷Õ�
LoLQ�� |UQHNOHULQ� GD÷ÕOÕPÕQGDQ� KDUHNHWOH� JHQHO� Q�IXVXQ� GD� D\QÕ� RUDQGD� GD÷ÕOGÕ÷Õ�
YDUVD\ÕODFDN� YH� Q�IXV� KHU� KDOND\D� |UQHN� GD÷ÕOÕP� RUDQODUÕ� ED]� DOÕQDUDN�
SD\ODúWÕUÕODFDNWÕU��Her halka içinGHNL�Q�IXV�LOH�DQDORJ�PD÷D]D�Yerilerinden elde edilen 

NLúL� EDúÕQD� VDWÕúODU� oDUSÕODUDN��KHU� E|OJH� LoLQ� EHNOHQHQ� VDWÕúODU�KHVDSODQDFDNWÕU��+HU�
E|OJH� LoLQ�EHNOHQHQ�VDWÕúODU� WRSODQDUDN�.DUDP�UVHO� LOoHVL� LoLQ� WDKPLQL�JHQHO�VDWÕúODU�
KHVDSODQDFDNWÕU��� 
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3. %ø/*ø�723/$0$�<g17(0ø 
 

%X� DUDúWÕUPDGD� DUDúWÕUPD� DPDFÕQD�� PRGHOLQH�� SUREOHPLQ� o|]�P�QH� X\JXQ�
ELULQFLO� YHULOHU� DQNHW� \|QWHPL� LOH� WRSODQPÕúWÕU� Anket formu toplam 15 sorudan 

ROXúPDNWDGÕU�� 
 

Anket VRUXODUÕ�KD]ÕUODQÕUNHQ�DQDOL]�HGLOPHVL�NROD\, kesin ve güvenilir veri elde 

HGLOPHVL� LVWHQGL÷L� LoLQ� P�PN�Q� ROGX÷X� NDGDU� NDSDOÕ� XoOX� VRUXODU sorulmaya 

oDOÕúÕOPÕúWÕU��7DKPLQ�KDWDODUÕQD�ELU�|QOHP�ROPDN��]HUH��ED]Õ�VRUXODUGD�FHYDS�úÕNODUÕQD�
³EDúND�YDUVD�\D]ÕQ´�VHoHQH÷L�LODYH�HGLOPLúWLU��� 

 

Anket uygulamaVÕQD� JHoLOPHGHQ� |QFH�� DQNHW� VRUXODUÕQÕQ� \DQOÕú� \D� GD� HNVLN�
DQODúÕOÕS�DQODúÕOPDGÕ÷ÕQÕ�WHVSLW�HWPHN��\DNODúÕN�FHYDSODPD süresini belirlemek için ön 

uygulama \DSÕOPÕúWÕU��<DSÕODQ�|Q�X\JXODPD�VRQUDVÕ�VRQ�úHNOL�YHULOHQ�DQNHW�oDOÕúPDVÕ��
�� DQNHW|U� WDUDIÕQGDQ� ��-2��1LVDQ� ����� WDULKOHUL� DUDVÕQGD�*|OF�N�0LJURV�PD÷D]DVÕ�
oÕNÕúÕQGD�X\JXODQPÕúWÕU�� 

 

Tüketicilerin \Dú�� FLQVL\HW�� H÷LWLP� G�]H\L�� PHVOHN�� DLOH� E�\�NO�÷��� D\OÕN�
RUWDODPD�JHOLU�JLEL�GHPRJUDILN�|]HOOLNOHUL��QH�NDGDU�X]DNOÕNWDQ�JHOGLNOHUL�YH�KDUFDPD�
DOÕúNDQOÕNODUÕ� JLEL� YHULOHU�� oRNWDQ� VHoPHOL�� LNL� FHYDSOÕ� YH� DoÕN� XoOX� VRUXODU� LOH�
EHOLUOHQPH\H� oDOÕúÕOPÕúWÕU�� %LULQFLO� YHULOHULQ� WRSODQPDVÕQGD� � NXOODQÕODQ� DQNHW� IRUPX�
Ek 2’de verilmektedir.  

 

%X� DUDúWÕUPD� LoLn gerekli olan Gölcük ve Karamürsel ilçelerinin nüfus 

bilgilerine ikincil bir kaynak olan www.kocaeli.gov.tr., (05.05.2006) internet 

DGUHVLQGHQ�XODúÕOPÕúWÕU��  
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4. g51(./(0(�<g17(0ø 
 

%X� DUDúWÕPDGD� DPDoODQDQ�� ELU� V�SHUPDUNHW� ]LQFLUL� LoLQGH� KDOHQ� IDDOL\HWWH�
bulunan bir mD÷D]DQÕQ�P�úWHULOHULQLQ� LNDPet yerlerini, demografik özelliklerini ve 

KDUFDPD� WXWXPODUÕQÕ�EHOLUOH\HUHN� V|]� NRQXVX�PD÷D]DQÕQ WLFDUHW� DODQÕ� E�\�NO�÷�� YH�
D\OÕN� VDWÕúODUÕ� KDNNÕQGD� WDKPLQ� \DSPDN�� HOGH� HGLOHQ� EX� YHULOHUGHQ� KDUHNHWOH�
süpermarket zincirinin benzer� ELU� E|OJHGH� PD÷D]D� DoPDVÕ� GXUXPXQGD� D\OÕN�
VDWÕúODUÕQÕQ� QH� RODFD÷ÕQÕ� WDKPLQ� HWPHNWLU�� %X� DUDúWÕUmada bilgi toplanacak bireyler 

G|OF�N�0LJURV�PD÷D]DVÕQGDQ�DOÕúYHULú�\DSDQ�P�úWHULOHU�RODUDN�EHOLUOHQPLúWLU� 
 

%X� DUDúWÕUPDGD� X\JXODQDQ� |UQHNOHPH� \|QWHPL� WHVDG�IL örnekleme 

\|QWHPOHULQGHQ� EDVLW� WHVDG�IL� |UQHNOHPH� \|QWHPLGLU�� $QD� NLWOH\L� ROXúWXUDQ� W�P�
ELUH\OHULQ� |UQH÷H� JLUPH� LKWLPDOOHULQLQ� HúLW� RODELOPHVL� LoLQ� *|OF�N� 0LJURV�
PD÷D]DVÕQGDQ� DOÕúYHULú� \DSDQ� W�NHWLFLOHU� DUDVÕQGDQ� UDVWJHOH� VHoLOHQOHU� LOH� DQNHW�
oDOÕúPDVÕ�\DSÕOPÕúWÕU��<LQH, örnek seçiminin temsil edici niteliklere sahip olabilmesi 

için J|U�úPHOHU�KDIWDQÕQ�EHOLUOL�J�QOHULQH�YH�J�Q�Q�EHOLUOL�VDDWOHULQH�\D\ÕOPÕúWÕU� 
 

$QD�NLWOH�YDU\DQVÕ�ELOLQPHGL÷LQGHQ��|UQHN�E�\�NO�÷���|UQHN�RUWDODPDVÕ�LOH�DQD�
NLWOH�RUWDODPDVÕ�DUDVÕQGDNL�IDUNÕQ�EHOLUOL�ELU�RODVÕOÕN�NDGHPHVLQGH�EHOLUOL�ELU�GH÷HUGHQ�
E�\�N�ROPDPDVÕ�YDUVD\ÕPÕ�LOH�EHOLUOHQPLúWLU�� 

 

gUQHN� RUWDODPDVÕ� LOH� DQD� NLWOH� RUWDODPDVÕ� DUDVÕQGDNL� IDUNÕQ� EHOLUOL� ELU� RODVÕOÕN�
NDGHPHVLQGH� EHOLUOL� ELU� GH÷HUGHQ� E�\�N� ROPDPDVÕ� LoLQ� |UQHN� E�\�NO�÷�Q�Q� QH�
ROPDVÕ�JHUHNWL÷L�KHVDSODQDFDNVD�IRUP�O��1  

 

2

2

2

σ
d

t
n =     

 

t � �LVWHQLOHQ�J�YHQOLN�NDGHPHVLQGHNL�W�WDEOR�GH÷HULGLU�� 
 

d � �|UQHN�RUWDODPDVÕ�LOH�DQD NLWOH�RUWDODPDVÕ�DUDVÕQGDNL�IDUNWÕU. 
                                                
1�$��+DPGL�øVODPR÷OX��%LOLPVHO�$UDúWÕUPD�<|QWHPOHUL�����%DVÕP��øVWDQEXO��%HWD�%DVÕP�$�ù���������
s.99. 
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$QD�NLWOH�RUWDODPDVÕ��JHOLU��LOH�|UQHN�RUWDODPDVÕ�DUDVÕQGDNL�IDUNÕQ������J�YHQ�
DUDOÕ÷ÕQGD�����<7/¶GHQ�E�\�N�ROPDPDVÕ�LoLQ�|UQHN�E�\�NO�÷��ú|\OH�KHVDSODQPÕúWÕU� 

 

���gQFH�DQD�NLWOH�YDU\DQVÕ�KDNNÕQGD�NDED�ELU�WDKPLQGH�EXOXQXODUDN� 
 

2

2

2

0 T
d

t
n σ=  formülünden 0n �KHVDSODQÕU�� 
 

����J�YHQ�DUDOÕ÷ÕQGD�� 
 

W�WDEOR�GH÷HUL� �����¶GÕU� 
 

G��|UQHN�RUWDODPDVÕ�LOH�DQD�NLWOH�RUWDODPDVÕ�DUDVÕQGDNL�IDUN��= 100 YTL’dir. 

 

2

Tσ ��WDKPLQL�DQD�NLWOH�YDU\DQVÕ�� ����000 YTL 

 

Bu verilerden hareketle;  

 

0n  = 000.49
)100(

)96,1(
2

2

×  = ���NLúL�RODUDN�EXOXQPXúWXU� 

 

2) ���NLúLOLN�ELU�|UQHN�oHNLOPLú�YH�EX�|UQHNOH�DQNHW�\DSÕOPÕúWÕU�� 
 

 

%X� |UQH÷LQ� YDU\DQVÕQÕQ� KHVDSODQPDVÕ� LoLQ� W�NHWLFLOHULQ� GHPRJUDILN�
özelliklerinden ön planD� oÕNDQ� D\OÕN� RUWDODPD� JHOLU� VHYL\HOHUL� HVDV� DOÕQPÕúWÕU��
7�NHWLFLOHULQ�D\OÕN�RUWDODPD�JHOLU�VHYL\HOHUL�LoLQ�úX�JUXSODPD�\DSÕOPÕúWÕU� 
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1. 500 YTL’den az 

2. 500 - 999 YTL 

3. 1.000 - 1.499 YTL 

4. 1.500 - 1.999 YTL 

5. 2.000 - 2.499 YTL 

6. 2.500 - 2.999 YTL 

7. 3.000 YTL ve daha fazla  

 

%X����NLúLOLN�|UQH÷LQ�|UQHN�RUWDODPDVÕ������, YDU\DQVÕ���������RODUDN�EXOXQPXúWXU�� 
 

3) Gölcük’ün nüfusunun 107.615�ROGX÷X�LNLQFLO�ND\QDNODUGDQ�|÷UHQLOPLúWLU�1�0D÷D]D�
\|QHWLFLOHULQGHQ�*|OF�N�0LJURV�PD÷D]DVÕ�P�úWHULOHULQLQ�E�\�N�oR÷XQOX÷XQXQ (%80-

85) *|OF�N¶WHQ� JHOGL÷L� |÷UHQLOPLúWLU. Her sDWÕQ� DOPDQÕQ� ELU� KDQH\L� WHPVLO� HWWL÷L�
G�ú�Q�OHUHN� DQD� NLWOH� E�\�NO�÷��� RUWDODPD� DLOH� E�\�NO�÷�Q�Q� �� NLúL� ROPDVÕ�
nedeniyle�������������� ��������RODUDN�WHVSLW�HGLOPLúWLU�� 
 

903.26

50 ��������ROGX÷XQGDQ, 

 

50

326.3612 =xσ � ������GÕU��%XUDGDQ� xσ  = 85 bulunur.  

 

(÷HU�� σ.t ���G�GH÷HUL�LVH�����ELULPOLN�|UQHN�\HWHUOL�RODFDNWÕU�� 
 

1,96 . 85 = ����!�����ROGX÷XQGDQ��|UQHN�VD\ÕVÕ�|UQHNWHQ�HOGH�HGLOHQ�YDU\DQVD�J|UH�
yeQLGHQ�KHVDSODQPÕúWÕU��%XQD�J|UH�|UQHN�KDFPL� 
 

000.10

326.361)96,1( 2

2

×
=n  = ����RODUDN�EXOXQPXúWXU� 

 

<DQL� EX� DUDúWÕUPD� LoLQ� ���� � |UQHN� \HWHUOLGLU�� 'DKL� L\L� DQDOL]� \DSPDN� LoLQ� Dnket 

oDOÕúPDVÕ�����|UQHN��]HULQGH�X\JXODQPÕúWÕU� 
                                                
1 www.kocaeli.gov.tr., (05.05.2006) 
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���723/$1$1�%ø/*ø/(5ø1�$1$/ø=ø�YH�<ORUMLANMASI 

 

6366�SURJUDPÕQGD aQNHW�oDOÕúPDVÕQGDQ�elde edilen verilerin frekDQV�GD÷ÕOÕPODUÕ�
KHVDSODQPÕúWÕU�� 7�NHWLFLOHULQ� GHPRJUDILN� YH� DOÕúYHULú� DOÕúNDQOÕNODUÕ� ú|\OH�
GH÷HUOHQGLULOPLúWLU� 
   

5.1. Demografik ÖzelliklerOH�øOJLOL�6RUXODUÕQ�'H÷HUOHQGLULOPHVL 
 

5.1.1.  Cinsiyet Durumu 

 

AQNHW�oDOÕúPDVÕ�X\JXODQDQ�W�NHWLFLOHULQ�oR÷XQOX÷XQX�HUNHNOHU�ROXúWXUPDNWDGÕU��
7DEOR��¶WH�DQNHWH�NDWÕODQ�HUNHN�W�NHWLFLOHULQ�RUDQÕQÕQ��������ROGX÷X�J|U�OPHNWHGLU��
%D\DQ�W�NHWLFLOHULQ�RUDQÕ�LVH�������¶GLU��� 
 

Cinsiyet Frekans Yüzde Kümülatif Yüzde 
Bayan 74 45,7 45,7 
Erkek 88 54,3 100 
Toplam 162 100   
 

Tablo 4��$UDúWÕUPD�gUQH÷LQLQ�&LQVL\HW�Durumuna Göre 'D÷ÕOÕPÕ 
 

�������<Dú�'XUXPX 

 

$UDúWÕUPD� NDSVDPÕQD� GDKLO� RODQ� W�NHWLFLOHULQ� oR÷XQOX÷XQX� RUWD� \Dú� JUXEX�
ROXúWXUPDNWDGÕU�� 7�NHWLFLOHULn %37,7’si 25-��� \Dú� JUXEXQGD�� �����¶L� ��-��� \Dú�
grubunda ve %14,2’sinin 45-��� \Dú� JUXEXQGD� \HU� DOGÕ÷Õ� J|U�OPHNWHGLU��18-��� \Dú�
grubu %4,9; 55-���\Dú�JUXEX�LVH������RUDQÕQGD�WHPVLO�HGLOPHNWHGLU�� 

   

<Dú Frekans Yüzde 
Kümülatif 

Yüzde 
18-24 8 4,9 4,9 
25-34 61 37,7 42,6 
35-44 58 35,8 78,4 
45-54 23 14,2 92,6 
55-64 11 6,8 99,4 
64 ve üzeri 1 0,6 100 
Toplam 162 100   

       7DEOR����$UDúWÕUPD�gUQH÷LQLQ�<Dú�Durumuna Göre 'D÷ÕOÕPÕ 
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�������(÷LWLP�'XUXPX 

 

7DEOR� �¶\D� EDNÕOGÕ÷ÕQGD� 0LJURV� P�úWHULOHULQLQ� E�\�N� ELU� NÕVPÕQÕQ� H÷LWLP�
G�]H\OHULQLQ� \�NVHN� ROGX÷X� GLNNDW� oHNPHNWHGLU�� /LVH� PH]XQX� RODQODU� �� ������
�QLYHUVLWH� YH� GDKD� \�NVHN� H÷LWLP� G�]H\LQH� VDKLS� RODQODU� ������ RUDQÕQGD� \HU�
DOPDNWDGÕU�� %X� LNL� RUDQ� WRSODQGÕ÷ÕQGD� 0LJURV� P�úWHULOHULQLQ� �����¶VLQLQ� L\L� ELU�
H÷LWLP�VHYL\HVLQH�VDKLS�ROGX÷X�J|U�O�U��� 
 

 

(÷LWLP Frekans Yüzde 
Kümülatif 

Yüzde 
øONRNXO 16 9,9 9,9 
Ortaokul 8 4,9 14,8 
Lise 77 47,5 62,3 
Üniversite veya üstü 61 37,7 100 
Toplam 162 100   

 

Tablo 6. ArDúWÕUPD�gUQH÷LQLQ�(÷LWLP Durumu 

 

7�NHWLFLOHULQ� H÷LWLP� G�]H\LQLQ� \�NVHNOL÷L�� SD]DUODPD� ELOHúHQOHULQLQ�
ROXúWXUXOPDVÕQGD�PD÷D]D�\|QHWLFLOHUL� LoLQ�\RO�J|VWHULFL�RODELOLU��d�QN��W�NHWLFLOHULQ�
H÷LWLP� VHYL\HVLQLQ� \�NVHN� ROPDVÕ� PD÷D]D� KL]PHWOHULQL� GDKD� L\L� DOJÕODPDODUÕ� YH�
EHNOHQWLOHULQLQ�GDKD�\�NVHN�ROPDVÕ�DQODPÕQD�JHOLU�� 

 

5.1.4. Meslek Durumu 

 

7DEOR��¶GH�J|U�OG�÷��JLEL��DQNHWH�NDWÕODQ�0LJURV�P�úWHULOHULQLQ������¶L� LúoL-
PHPXU�� ������¶VL�|]HO�VHNW|U�oDOÕúDQÕGÕU��'DKD�VRQUD�������LOH�HY�KDQÕPODUÕ�������
LOH�|÷UHWPHQ-|÷UHWLP��\HVL�JUXEX�JHOPHNWHGLU��0�úWHULOHULQ�����¶VÕQÕ�VHUEest meslek 

VDKLSOHUL�ROXúWXUPDNWDGÕU�  
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Meslek Frekans Yüzde 
Kümülatif 

Yüzde 
Serbest Meslek 14 8,6 8,6 
g÷UHWPHQ-g÷UHWLP�h\HVL 15 9,3 17,9 
øúoL-Memur 52 32,1 50 
Özel Sektör 40 24,7 74,7 
(Y�+DQÕPÕ 31 19,1 93,8 
Emekli 10 6,2 100 
Toplam 162 100   
 

Tablo ���$UDúWÕUPD�gUQH÷LQLQ�0HVOHN�'D÷ÕOÕPÕ 
 

�������$LOH�%�\�NO�÷� 

 

7DEOR� �¶GH� J|U�OG�÷�� JLEL� 0LJURV� P�úWHULOHULQLQ� RUWDODPD� DLOH� E�\�NO�÷�� ��
NLúLGLU��� 

 

Aile 
%�\�NO�÷� 

Frekans Yüzde 
Kümülatif 

Yüzde 
��.LúL 21 13 13,2 
��.LúL 45 27,8 41,5 
��.LúL 59 36,4 78,6 
��.LúL 22 13,6 92,5 
��.LúL 12 7,4 100 
Toplam 159 98,1   
&HYDSVÕ] 3 1,9   
Toplam 162 100   

 

Tablo 8. $UDúWÕUPD�gUQH÷LQLQ�$LOH�%�\�NO�÷� 

 

5.1.6. Gelir Durumu 

 

*HOLU�GD÷ÕOÕPÕQD�EDNÕOGÕ÷ÕQGD�0LJURV�P�úWHULOHULQLQ������¶LQLQ����-999 YTL, 

%43,3’ünün 1.000-1.999 YTL, %17,9’unun 2.000-2.999 YTL D\OÕN�RUWDODPD�Jelire 

VDKLS�ROGX÷X�J|U�OPHNWHGLU��������<7/�YH��]HUL�JHOLUH�VDKLS�RODQ�P�úWHULOHULQ�RUDQÕ�
ise 11,1’dir. AUDúWÕUPDQÕQ�\DSÕOGÕ÷Õ� WDULKWH�DVJDUL� �FUHW�G�]H\LQLQ� ����<7/�ROGX÷X�
G�ú�Q�OG�÷�QGH��Dsgari ücret düzeyinden az gelirH�VDKLS�RODQ�NLúLOHULQ�RUDQÕ sadece 

%3,7’dir.      
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Gelir Frekans Yüzde 
Kümülatif 

Yüzde 
500 YTL'den az 6 3,7 3,7 
500-999 YTL 39 24,1 27,8 
1.000-1.499 YTL 40 24,7 52,5 
1.500-1.999 YTL 30 18,5 71,0 
2.000-2.499 YTL 21 13,0 84,0 
2.500-2.999 YTL 8 4,9 88,9 

3.000 YTL ve üzeri 
18 11,1 

              
100 

Toplam 162 100   
 

Tablo 9. $UDúWÕUPD�gUQH÷LQLQ�*HOLU�'D÷ÕOÕPÕ 
 

�������(Y�6DKLSOL÷L�'XUXPX 

 

AQNHWH� NDWÕODQ� 0LJURV� P�úWHULOHULQLQ� �����¶L kendi evinde, %59,9’u kirada 

RWXUPDNWDGÕU�  
 

(Y�6DKLSOL÷L Frekans Yüzde 
Kümülatif 

Yüzde 
Kendi Evi 65 40,1 40,1 
Kira 97 59,9 100 
Toplam 162 100   
 

7DEOR�����$UDúWÕUPD�gUQH÷LQLQ�(Y�6DKLSOL÷L Durumu 

 

5.1.8. 8]DNOÕN�'XUXPX 

 

7DEOR� ��¶GH� J|U�OG�÷�� JLEL�0LJURV�PD÷D]DVÕ� \DNÕQ�PHVDIHGHQ� ROGX÷X� NDGDU�
uzDN�PHVDIHGHQ�GH�P�úWHUL�oHNPHNWHGLU�   

 

Mesafe Frekans Yüzde 
Kümülatif 
Yüzde 

0-1,0 km. 21 13,0 13,0 
1,0-2,0 km. 30 18,5 31,5 
2,0-3,0 km. 30 18,5 50,0 
3,0-4,0 km. 42 25,9 75,9 
4,0 km. ve üzeri 39 24,1 100 
Toplam 162 100   
7DEOR�����$UDúWÕUPD�gUQH÷LQLQ�*HOGL÷L�0HVDIH 
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�����$OÕúYHULú�$OÕúNDQOÕNODUÕ�LOH�øOJLOL�6RUXODUÕQ�'H÷HUOHQGLULOPHVL 
 

5.2.1. Gazete Tercihi 

 

Tablo ��¶GH�0LJURV�P�úWHULOHULQLQ�RNXPD\Õ�WHUFLK�HWWL÷L�JD]HWHOHUH�DLW�\�]GHOHU�
EXOXQPDNWDGÕU�� ³'L÷HU´� VHoHQH÷LQL� LúDUHWOH\HQ� P�úWHULOHU� ������� Cumhuriyet, 

Posta, Takvim, Kocaeli, Vatan, Yeni Zaman, Fanatik, Radikal, Referans gibi 

JD]HWHOHUL� RNXGXNODUÕQÕ� EHOLUWPLúOHUGLU�� 0D÷D]D� \|QHWLPL� LoLQ� EX� ELOJL� WDQÕWÕP�
faaliyetleri ile ilgLOL�NDUDUODUGD�ID\GDOÕ�RODELOLU� 

  

Gazete Frekans Yüzde 
Kümülatif 

Yüzde 
Hürriyet 37 22,8 22,8 
Sabah 41 25,3 48,1 
Milliyet 34 21,0 69,1 
Zaman 21 13,0 82,1 
'L÷HU 20 12,3 94,4 
Toplam 153 94,4   
&HYDSVÕ] 9 5,6   
Toplam 162 100   
 

7DEOR�����$UDúWÕUPD�gUQH÷LQLQ�*D]HWH�7HUFLKi 

 

5.2.2. Ürün Seçme Kriteri 

 

Tablo 13’de Migros� P�úWHULOHULQLQ� KHUKDQJL� ELU� �U�Q� VDWÕQ� DOÕUNHQ� GLNNDW�
HWWLNOHUL�NULWHUOHULQ�\�]GH�GD÷ÕOÕPÕ�J|U�OPHNWHGLU��0LJURV�P�úWHULOHULQLQ��U�Q�VHoPH�
NULWHUOHUL� LoLQGH�³NDOLWH´�������RUDQOD�|Q�SODQD�oÕNPDNWDGÕU��.DOLWH�NULWHULQL�������
oranla “ihtiyaca uygunluk” izlePHNWHGLU�� 0�úWHULOHULQ� ���,8’i fiyata öncelik 

verirken, ür�Q� VHoLPLQGH� PDUND\D� |QFHOLN� YHUHQ� P�úWHUL� RUDQÕ� LVH� ����¶W�U�� Bu 

ELOJLOHU��PD÷D]D�\|QHWLPL�LoLQ��U�Q�oHúLWOHQGLUPH�NRQXVXQGD�ID\GDOÕ�RODELOLU�     
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Ürün seçme kriteri Frekans Yüzde 
Kümülatif 

Yüzde 
Marka 15 9,3 9,3 
Kalite 74 45,7 55,0 
Fiyat 32 19,8 74,8 
øKWL\DFD�8\JXQOXN 35 21,6 96,4 
Toplam 156 96,4   
&HYDSVÕ] 6 3,6   
Toplam 162 100   
 

7DEOR�����$UDúWÕUPD�gUQH÷LQLQ�+HUKDQJL�%LU�hU�Q�6DWÕQ�$OÕUNHQ�(Q�gQHPOL�*|UG�÷�� 
 Kriter 
 

5.2.3. Marka Seçme Kriteri  

 

7DEOR� ��¶WH� 0LJURV� P�úWHULOHULQLQ� ELU� PDO� VDWÕQ� DOÕUNHQ� EHOLUOL� ELU� PDUND\Õ�
VHoPHOHULQGH� HQ� oRN� HWNLOL� RODQ� IDNW|UOHULQ� GD÷ÕOÕPÕ� J|U�OPHNWHGLU�� %XQD� J|UH�
P�úWHULOHU�PDUND�VHoLPLQGH�HQ�oRN�³WHFU�EH´�IDNW|U�QH����������D÷ÕUOÕN�YHUPHNWHGLU� 
0DUND� VHoLPLQGH� HúLQ� GRVWXQ� WDYVL\HVLQH� |QHP� YHUHQOHULQ� RUDQÕ� ������ LNen, 

UHNODPODUÕQ� RUDQÕ� ����¶GÕU�� ³'L÷HU´� VHoHQH÷LQL� LúDUHWOH\HQ� FHYDSOD\ÕFÕODU�� NDOLWH��
IL\DW��]HYN��J�YHQLOLUOLN�JLEL�NULWHUOHUL�EHOLUWPLúOHUGLU� 
 

Marka seçme kriteri Frekans Yüzde 
Kümülatif 

Yüzde 
Reklam 14 8,6 8,6 
(úLQ�GRVWXQ�Wavsiyesi 17 10,5 19,1 
Kendi tecrübelerim 121 74,7 93,8 
'L÷HU 8 4,9 98,8 
Toplam 160 98,8   
&HYDSVÕ] 2 1,2   
Toplam 162 100   
 

Tablo 14. $UDúWÕUPD�gUQH÷LQLQ�%LU�0DO�6DWÕQ�$OÕUNHQ�%HOLUOL�%LU�0DUND�6HoLPLQGH� 
     (Q�gQHPOL�*|UG�÷��.ULWHU 
 

�������0D÷D]DdDQ�$OÕúYHULú�Yapma 6ÕNOÕ÷Õ 
 

7DEOR� ��¶WH� P�úWHULOHULQ� 0LJURV¶WDQ� DOÕúYHULú� \DSPD� VÕNOÕ÷ÕQD� LOLúNLQ� RUDQODU�
J|U�OPHNWHGLU�� %XQD� J|UH�� P�úWHULOHULQ� �����¶VL� D\GD� �-�� NH]� EX� PD÷D]DGDQ�
DOÕúYHULú�\DSPDNWDGÕU� 
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$OÕúYHULú�<DSPD�
6ÕNOÕ÷Õ Frekans Yüzde 

Kümülatif 
Yüzde 

Ayda bir kez 25 15,4 15,4 
Ayda 2-3 kez 91 56,2 71,6 
Haftada 1 kez 19 11,7 83,3 
+DIWDGD���YH�GDKD�VÕN 26 16,0 99,3 
Toplam 161 99,3   
&HYDSVÕ] 1 0,4   
Toplam 162 100   
 

Tablo�����$UDúWÕUPD�gUQH÷LQLQ�0LJUos’tDQ�$OÕúYHULú�<DSPD�6ÕNOÕ÷Õ 
 

0�úWHULOHULQ�0LJURV¶WDQ�DOÕúYHULú�\DSPD�VÕNOÕ÷ÕQÕQ�PD÷D]D\D�ROan mesafe ile de 

LOJLOL� ROGX÷X Tablo 16’da görülebilir. .XOODQÕODQ� XODúÕP� DUDFÕ� LVH� DOÕúYHULú� \DSPD�
VÕNOÕ÷Õ\OD�LOJLOL�ELU�GL÷HU�HWNHQGLU�� 

 

SIKLIK 
UZAKLIK 

Ayda 1 Ayda 2-3 Haftada 1 
Haftada 2  
YH�GDKD�VÕN 

Toplam 

0-1.0 km 2 9 4 6 21 
1.0-2.0 km   16 8 6 30 
2.0-3.0 km 5 17 5 3 30 
3.0-4.0 km 8 30 1 3 42 
4.0 ve üzeri 10 19 1 8 38 
Toplam 25 91 19 26 161 

 

7DEOR� ���� $UDúWÕUPD� gUQH÷LQLQ� 0LJURV¶D� 2ODQ� 8]DNOÕ÷ÕQD� *|UH� $OÕúYHULú� <DSPD�
6ÕNOÕ÷Õ 

  

�������$QNHW�*�Q��0D÷D]DGD�<DSÕODQ�+DUFDPD�7XWDUÕ 
 

$QNHW� J�Q�� P�úWHULOHULQ� 0LJURV¶WD� \DSWÕNODUÕ� KDUFDPD� WXWDUODUÕQD� LOLúNLQ�
GD÷ÕOÕP�7DEOR���¶GH�J|VWHULOPHNWHGLU��$QNHWH�NDWÕODQ�NLúLOHULQ����¶VL����<7/-44,99 

<7/�DUDVÕQGD harcama \DSWÕ÷Õ�J|U�OPHNWHGLU� 
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$QNHW�*�Q��<DSÕODQ�
Harcama 7XWDUÕ Frekans Yüzde 

Kümülatif 
Yüzde 

5 YTL'den az 9 5,6 5,6 
5 YTL- 14,99    YTL 41 25,3 30,9 
15 YTL- 44,99  YTL 60 37,0 67,9 
45 YTL- 134,99 YTL 38 23,5 91,4 
135 YTL-404,99YTL 12 7,4 98,8 
Toplam 160 98,8   
&HYDSVÕ] 2 1,2   
Toplam 162 100   
 

Tablo 17��$UDúWÕUPD�gUQH÷LQLQ�$QNHW�*�Q��0D÷D]DGD�<DSWÕ÷Õ�+DUFDPD�7XWDUÕ 
 

5.2.6. 0D÷D]DGD�<DSÕODQ�$\OÕN�2UWDODPD�+DUFDPD�7XWDUÕ 
 

7DEOR���¶GH�0LJURV�P�úWHULOHULQLQ�PD÷D]DGD�\DSWÕNODUÕ�D\OÕN�RUWDODPD�KDUFDPD�
tXWDUODUÕ\OD�LOJLOL�GD÷ÕOÕP�YHULOPHNWHGLU�� 
 

$\OÕN�2UWDODPD�
+DUFDPD�7XWDUÕ Frekans Yüzde 

Kümülatif 
Yüzde 

50 YTL'den az 11 6,8 6,8 
50 YTL-99,9 YTL 41 25,3 32,1 
100 YTL-199,99 YTL 51 31,5 63,6 
200 YTL-299,99 YTL 36 22,2 85,8 
300 YTL-399,99 YTL 12 7,4 93,2 
400 YTL-499,99 YTL 6 3,7 96,9 
500 YTL ve üzeri 4 2,5 99,4 
Toplam 161 99,4   
&HYDSVÕ] 1 0,6   
Toplam 162 100   

 

Tablo 18��$UDúWÕUPD�gUQH÷LQLQ�0D÷D]DGD�<DSWÕ÷Õ�$\OÕN�2UWDODPD�+DUFDPD�7XWDUÕ 
 

�������$OÕúYHULú�<DSÕODQ�'L÷HU�0D÷D]DODU 

 

Tablo 19’da görülG�÷�� JLEL� 0LJURV’un en önemli rakibi %37’lik bir oranla 

Carrefour’dur.�&DUUHIRXU¶X������¶OLN�RUDQÕ\OD�5HDO�L]OHPHNWHGLU�  
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$OÕúYHULú�<DSÕODQ�
'L÷HU�0D÷D]DODU Frekans Yüzde 

Kümülatif 
Yüzde 

7DQVDú 2 1,2 1,2 
Carrefour 60 37,0 38,2 
Gima 21 13,0 51,2 
Real 32 19,8 71,0 
'L÷HU 30 18,5 89,5 
Toplam 145 89,5   
&HYDSVÕ] 17 10,5   
Toplam 162 100   
 

Tablo 19��$UDúWÕUPD�gUQH÷LQLQ�$OÕúYHULú�<DSWÕ÷Õ�'L÷HU�0D÷D]DODU 
 

5.3. $QDORJ�<|QWHPL�LOH�0D÷D]D�6DWÕú�7DKPLQLQLQ�<DSÕOPDVÕ 
 

<DSÕODQ� DQNHW oDOÕúPDVÕ� VRQXFX� HOGH� HGLOHQ� ELOJLOHU� ÕúÕ÷ÕQGD�� DQDORJ� PD÷D]D�
RODUDN�VHoLOHQ�*|OF�N�0LJURV�PD÷D]DVÕQÕQ�VDWÕú�WDKPLQL�ROXúWXUXOPXúWXU� 

 

�������$QDORJ�0D÷D]DQÕQ�3D]DUD�1�IX]X 

 

ølk olarak analoJ� PD÷D]DQÕQ� WLFDUHW� DODQÕQÕQ� EHOLUOHQHELOPHVL� LoLQ� DQDORJ�
PD÷D]D oHYUHVLQGH� EHOLUOL� DUDOÕNODUOD� NRQVDQWULN� KDONDODU� oL]LOPLúWLU. Gösterim 

NROD\OÕ÷Õ�LoLQ�KDOND�\DUÕoDSODUÕ��-1,0 km.;1,0-2,0 km.; 2,0-3,0 km.; 3,0-4,0 km.; 4,0 

ve üzeri olarak ELUOHúWLULOPLúWLU. 
 

 

 

 

  

 

 ���NLúL 
  

 30 NLúL 
  

 ���NLúL 
  ���NLúL 
 ���NLúL          0D÷D]D 
    ùHNLO ����$QDORJ�0D÷D]D�øoLQ�0�úWHUL�1RNWDODPD�$QDOL]L 
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øNLQFL� RODUDN�KHU� \DUÕoDSWDQ� JHOHQ�P�úWHUL� GD÷ÕOÕPÕQGDQ�KDUHNHWOH�KHU� \DUÕoDS�
için� DQNHW� |UQH÷LQLQ� WDKPLQL� D\OÕN� KDUFDPDODUÕ� KHVDSODQPÕúWÕU�� %X� KHVDSODPDGD��
DQNHW� oDOÕúPDVÕQGD� VRUXODQ� D\OÕN� RUWalama harcama� DUDOÕNODUÕ�� KHU� VHoHQHN için 

RUWDODPD�DOÕQDUDN�NXOODQÕOPÕúWÕU�� 
  

D\OÕN� 
harcamalar 
 

0-0,5 
km'den 
gelen 
���NLúL 

D\OÕN 
harcama  
GD÷ÕOÕPÕ 
(YTL) 

0,5-1,0 
km'den  
gelen      
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

  25 YTL 0     0 0    0 
  75 YTL 3 225 5 375 
150 YTL  2 300 1 150 
250 YTL  5      1250 3 750 
350 YTL 0     0 0     0 
450 YTL 1 450 1 450 
550 YTL 0     0 0     0 

Toplam         11  2.225 YTL       10  1.725 YTL 

D\OÕN� 
harcamalar 
 

1,0-1,5 
km'den 
gelen      20 
NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

1,5-2,0 
km'den 
gelen  
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

  25 YTL 1   25 0     0 
  75 YTL 5 375 2 150 
150 YTL         10      1500 3 450 
250 YTL  1  250 3 750 
350 YTL 3      1050 1 350 
450 YTL 0      0 1 450 
550 YTL 0      0 0     0 

Toplam         20  3.200 YTL       10  2.150 YTL 

D\OÕN� 
harcamalar 
 

2,0-2,5 
km'den 
gelen 
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

2,5-3,0 
km'den 
gelen      
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

  25 YTL 1        25 0           0 
  75 YTL 3      225 4       300 
150 YTL  4      600 4       600 
250 YTL  5    1250 4     1000 
350 YTL 2      700 1       350 
450 YTL 1      450 0           0 
550 YTL 0          0 1       550 
Toplam        16  3.250 YTL 14 2.800 YTL 

 

   7DEOR�����+HU�<DUÕoDS�NP���øoLQ�$QNHW�gUQH÷LQLQ�Tahmini AylÕN�+DUFDPDODUÕQÕQ      

+HVDSODQPDVÕ      
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D\OÕN� 
harcamalar 
 

3,0-3,5 
km'den 
gelen  
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

3,5-4,0 
km'den 
gelen  
���NLúL 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

4,0 km 
ve daha 
uzaktan 
gelen     
38�NLúL� 

D\OÕN�
harcama 
GD÷ÕOÕPÕ 
(YTL) 

  25 YTL 1    25 1     25  7   175 
  75 YTL 7  525 3   225  9   675 
150 YTL  3  450      13     1950      11     1650 
250 YTL  5    1250 4     1000 6     1500 
350 YTL 1 350 1   350 3     1050 
450 YTL 0     0 1   450 1   450 
550 YTL 1 550 1   550 1   550 

Toplam       18    3.150     24     4.550       38     6.050  
 

7DEOR� ����'HYDP�� +HU� <DUÕoDS(km.)� øoLQ� $QNHW� gUQH÷LQLQ� 7DKPLQL� $\OÕN�
+DUFDPDODUÕQÕQ�+HVDSODQPDVÕ����� 
 

(OGH� HGLOHQ� EX� ELOJLOHUGHQ� KDUHNHWOH� \DUÕoDSODUD� J|UH� NLúL� EDúÕ�ortalama D\OÕN�
harcama Tablo 21’de gösterilmektedir.  

 

\DUÕoDS�NP� P�úWHUL 
VD\ÕVÕ 

\DUÕoDSODUD�
J|UH�D\OÕN�
harcama 
WRSODPÕ�
(YTL) 

\DUÕoDSODUD�
J|UH�NLúL�
EDúÕ�
ortalama 
D\OÕN�� 
harcama 
(YTL)  

0-0,5 11 2.225 202,2727 
0,5-1,0 10 1.725 172,5 
1,0-1,5 20 3.200 160 
1,5-2,0 10 2.150 215 
2,0-2,5 16 3.250 203,125 
2,5-3,0 14 2.800 200 
3,0-3,5 18 3.150 175 
3,5-4,0 24 4.550 189,5833 
4,0 ve + 39 6.050 159,2105 
toplam 162     

 

7DEOR�����<DUÕoDSODUD�*|UH�.LúL�%DúÕ�2UWDODPD�$\OÕN�+DUFDPD 

 

Üçüncü DúDPDGD DQDORJ�PD÷D]DGD�NDSDQÕú�VDDWLQH�\DNÕQ�ELU�]DPDQGD�\DSÕODQ�
DOÕúYHULúOH� DOÕQDQ� NDVD� ILúLQLQ� VÕUD� QXPDUDVÕ� YH� PD÷D]DGDNL� NDVD� VD\ÕVÕ� GLNNDWH�
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DOÕQDUDN�WDKPLQL�J�QO�N�P�úWHUL�VD\ÕVÕ�KHVDSODQPÕúWÕU��.DVD�ILúL�VÕUD�QXPDUDVÕ hafta 

LoL�LoLQ������KDIWD�VRQX�LoLQ����¶GLU��%X�UDNDPODU�PHYFXW�NDVD�VD\ÕVÕ�����LOH�oDUSÕODUDN�
J�QO�N�P�úWHUL�VD\ÕVÕ�HOGH�HGLOPLúWLU� 

 

329 × 8 = 2.�����KDIWD�LoL�WDKPLQL�P�úWHUL�VD\ÕVÕ 
362 × 8 = 2.�����KDIWD�VRQX�WDKPLQL�P�úWHUL�VD\ÕVÕ 

 

2.648 × 22 gün = 58.256 ������$\OÕN�WDKPLQL�P�úWHUL�VD\ÕVÕ 
2.896 × 8 gün   =  23.168       58.256 + 23.168 = 81.424~ 81.450’dir. 

 

$\OÕN�P�úWHULOHULQ�\DUÕoDSODUD�J|UH�GD÷ÕOÕPÕQGD�DQNHW�|UQH÷LQLQ�GD÷ÕOÕPÕ�HVDV�
DOÕQPÕúWÕU�� %XQD� J|UH� ������� P�úWHULQLQ� GD÷ÕOÕPÕ� 7DEOR� ��¶GHNL� JLELGLU�� gUQH÷LQ, 

aQNHWH�NDWÕODQ�P�úWHULOHULQ�����¶LQLQ�����NP� \DUÕoDSOÕ�NRQVDQWULN�E|OJHGH�EXOXQPDVÕ�
nedeniyle�D\OÕN�P�úWHULGHQ�EX�E|OJH\H�G�úHQ�NLúL�VD\ÕVÕ�81.450 × %6,8 = ������¶GÕU�� 

 

\DUÕoDS 
(km) 

P�úWHUL 
VD\ÕVÕ 

P�úWHUL�
yüzdesi 
        % 

D\OÕN�
P�úWHULQLQ 
zonlara 
GD÷ÕOÕPÕ 

örnek üzerinden 
zonlara göre  
NLúL�EDúÕ�D\OÕN�   

ortalama 
harcama 

D\OÕN 
VDWÕúODU nüfus 

NLúL�
EDúÕQD� 
VDWÕúODU 

0-0,5 11   6,8 5538,6 202,2727 1.120.307,58 7317,82 153,0931 

0,5-1,0 10   6,2 5049,9 172,5 871.107,75 6672,13 130,5592 

1,0-1,5 20 12,3 10018,35 160 1.602.936 13236,65 121,0984 

1,5-2,0 10   6,2 5049,9 215 1.085.728,5 6672,13 162,7259 

2,0-2,5 16   9,9 8063,55 203,125 1.637.908,59 10653,89 153,7382 

2,5-3,0 14   8,6 7004,7 200 1.400.940 9254,89 151,3729 

3,0-3,5 18 11,1 9040,95 175 1.582.166,25 11945,27 132,4513 

3,5-4,0 24 14,8 12054,6 189,5833 2.285.350,85 15927,02 143,4889 

4,0 ve+  39 24,1 19629,45 159,2105 3.125.214,55 25935,22 120,5008 

toplam 162  81.450   14.711.660 107.615   

 

7DEOR�����+HU�<DUÕoDS�øoLQ�dHNLP�*�F��YH�.LúL�%DúÕQD�6DWÕúODUÕQ�+HVDSODQPDVÕ�� 
 

6RQUDNL� DúDPDGD� KHU� \DUÕoDSWDNL� P�úWHUL� VD\ÕVÕ�� |UQHN� �]HULQGHQ� HOGH� HGLOHQ�
NLúL�EDúÕ�D\OÕN�RUWDODPD�KDUFDPD�WXWDUODUÕ�LOH�oDUSÕODUDN�KHU�\DUÕoDSD�DLW�D\OÕN�VDWÕúODU�
KHVDSODQPÕúWÕU�� %XQD� J|UH� DQDORJ� PD÷D]DQÕQ� ELU� D\GD� JHUoHNOHúWLUGL÷L� VDWÕú�
14.711.660 YTL olarak tDKPLQ�HGLOPLúWLU� 
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+HU�E|OJH�LoLQ�NLúL�EDúÕQD�VDWÕúODUÕ�KHVDSOD\DELOPHN�DPDFÕ\OD�*|OF�N�LOoHVLQLQ�
JHQHO� Q�IXVX� \DUÕoDSODUD� P�úWHUL� \�]GHVL� RUDQÕQGD� SD\ODúWÕUÕOPÕúWÕU�� 'ROD\ÕVÕ\OD��
|UQH÷LQ�����NP�OLN�ELULQFL�E|OJH\H�G�úHQ�NLúL�VD\ÕVÕ���������î %6,8 = 7317,82’dir. 

%X� GXUXPGD� ���� NP�� \DUÕoDSOÕ� DODQ� LoLQ� NLúL� EDúÕQD� G�úHQ� D\OÕN� VDWÕú� WXWDUÕ� 
1.120.307,58 / 7317,82 = 153,0931�<7/¶GLU��$\QÕ�\DNODúÕPOD�GL÷HU�\DUÕoDSODU� LoLQ�
GH�NLúL�EDúÕ�VDWÕúODU�KHVDSODQPÕúWÕU�� 
 

�������<HQL�0D÷D]D�øoLQ�6DWÕú�7DKPLQLQLQ�<DSÕOPDVÕ 
 

\DUÕoDS�NP� P�úWHUL�
yüzdesi 
        % 

nüfus 
G�]HOWLOPLú 
NLúL�EDúÕ 
VDWÕú 

<DUÕoDSWDNL� 
VDWÕú�<7/� 

0-0,5   6,8 3298,544 153,09 504.974,101 
0,5-1,0   6,2 3007,496 130,56   392.658,6778 
1,0-1,5 12,3 5966,484 121,10    722.541,2124 
1,5-2,0   6,2 3007,496 162,73    489.409,8241 
2,0-2,5   9,9 4802,292 153,74    738.304,3721 
2,5-3,0   8,6 4171,688 151,37    631.468,4126 
3,0-3,5 11,1 5384,388 132,45    713.162,1906 
3,5-4,0 14,8 7179,184 143,49 1.030.141,112 
4,0 ve daha uzak  24,1 11690,428 120,50 1.408.696,574 
toplam   48.508    
WRSODP�D\OÕN 
VDWÕúODU       6.631.356,477 
 

Tablo 23��<HQL�0D÷D]D�øoLQ�7DKPLQL�6DWÕúODUÕQ�+HVDSODQPDVÕ 
 

<HQL�PD÷D]D�VDWÕúODUÕQÕQ�KHVDSODQPDVÕQGD�DQDORJ�PD÷D]D�WHPHO�DOÕQÕU��$QDORJ�
PD÷D]DGDQ�HOGH�HGLOHQ�\DUÕoDSODUD�J|UH�P�úWHUL�GD÷ÕOÕPÕ�RUDQODUÕ�LOH�\HQL�PD÷D]DQÕQ�
DoÕODFD÷Õ� LOoHQLQ� Q�IXVX� \DUÕoDSODUD� SD\ODúWÕUÕOPÕúWÕU�� .DUDP�UVHO� LOoHVLQLQ� Q�IXVX�
48.508’dir.1�+HU�\DUÕoDSÕQ�Q�IXVX�NLúL�EDúÕ�VDWÕúODUOD�oDUSÕODUDN�KHU�WLFDret bölgesinin 

D\OÕN� VDWÕú� WDKPLQL� ROXúWXUXOPXúWXU�� 7DEOR� ��¶WH� J|U�OG�÷�� JLEL� PD÷D]DQÕQ�
çevresindeki ����NP��\DUÕoDSOÕ�DODQD�G�úHQ�NLúL�VD\ÕVÕ���������¶W�U��%X�PHVDIHGHNL�
E|OJH� LoLQ� DQDORJ� PD÷D]DQÕQ� 153,09 <7/¶OLN� D\OÕN� NLúL� EDúÕ� VDWÕú� JHUoHNOHúWLUGL÷L�
EHOLUOHQPLúWLU�� %X� QHGHQOH�� \HQL� PD÷D]DQÕQ� ���� NP�OLN� DODQÕ� LoLQ� EHNOHQHQ� VDWÕú�
3298,544 × 153,09 = 504.974,101 <7/�D\� RODFDNWÕU�� %HQ]HU� úHNLOGH� \DSÕODQ�
                                                
1 www.kocaeli.gov.tr., (05.05.2006) 
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KHVDSODPD� VRQXFX� KHU� E|OJHQLQ� VDWÕú� WDKPLQL� ROXúWXUXOPXúWXU�� +HU� E|OJHQLQ� VDWÕú�
tahmini toplDQDUDN� .DUDP�UVHO� LOoHVLQLQ� � WRSODP� D\OÕN� EHNOHQHQ� VDWÕúODUÕ�
(6.631.356,477 <7/���HOGH�HGLOPLúWLU��� 
 

Gölcük Migros�PD÷D]DVÕQÕQ�14.711.660 <7/¶OLN� WDKPLQL� VDWÕúÕQGDQ�KDUHNHWOH�
.DUDP�UVHO¶GH� \HQL� ELU�PD÷D]D� DoÕOPDVÕ� GXUXPXQGD� VDWÕúODUÕQ�6.631.356,477 YTL 

RODFD÷Õ� WDKPLQ�HGLOPLúWLU��$QDORJ� \|QWHPL\OH� KHVDSODQDQ�EHNOHQHQ� VDWÕúODUD� DQDOL]L�
\DSDQ�NLúL�\D�GD�NXUXP�EHQ]HU�PD÷D]DODUOD�LOJLOL�JHoPLú�WHFU�EHOHUH�GD\DQDUDN�LODYH�
ELU�VDWÕú�WDKPLQL�HNOH\HELOLU��� 
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111��%g/h0��6218d�9(�g1(5ø/(5 

 

0�úWHUL� QRNWDODPD� \|QWHPLQH� WHPHO� ROXúWXUDQ� DQNHW� oDOÕúPDVÕ� VRQXFX� HOGH�
edilen veriler süpermarket�PD÷DzalarÕQGDQ�DOÕúYHULú�\DSDQ�P�úWHULOHUL�WDQÕPODPDODUÕ�
DoÕVÕQGDQ�ID\GDOÕGÕU��� 

 

<DSÕODQ� DQNHW� oDOÕúPDVÕ� VRQXFXQGD� J|U�OG�÷�� JLEL� V�SHUPDUNHW�
PD÷D]DODUÕQGDQ�DOÕúYHULú�\DSDQ�P�úWHULOHU�GDKD�oRN�RUWD�\Dú�JUXEXQD�PHQVXS��RUWD�YH�
üst gelir düzeyine sahiptir. Bu m�úWHULOHU� �U�Q� VHoLPLQGH� |QFHOLNOL� RODUDN� NDOLWH\H�
önem vHUPHNWHGLU�� %X� YH� EHQ]HUL� ELOJLOHU� SHUDNHQGHFLQLQ� KHGHI� SD]DUÕQÕ�
WDQÕPODPDVÕQGD�\DUDUOÕ�ELOJLOHUGLU�� 

 

Analog yöntemi PD÷D]D� \HU� VHoLPLQGH� KDOD� \D\JÕQ� RODUDN� NXOODQÕODQ� ELU�
PHWRWWRU�� <|QWHPLQ� EDúDUÕVÕ�� ELU� E|OJH� LoLQGH� JHUoHNWHQ� EHQ]HU� RODQ� \HUOHUL�
EXODELOPH\H�YH�WLFDUHW�E|OJHOHULQLQ�|]HOOLNOHULQL�GR÷UX�GH÷HUOHQGLUHELOPH\H�ED÷OÕGÕU��
%LU� EDúND� SUREOHP� EHQ]HU� FR÷UDILN� DODQODUGDNL� PD÷D]D� SHUIRUPDQVODUÕQGD� J|U�OHQ 

GH÷LúNHQOLNWLU��$\QÕ�]LQFLU�LoHULVLQGHNL�PD÷D]DODU�DUDVÕQGD�ELOH�SHUIRUPDQV�DoÕVÕQGDQ�
IDUNOÕOÕNODU�J|]OHQHELOPHNWHGLU�� 

 

$QDORJ�\|QWHPL�GL÷HU� WDKPLQ�\|QWHPOHUL\OH�GHVWHNOHQGL÷LQGH�GDKD�EDúDUÕOÕ�YH�
tatmin HGLFL� VRQXoODU� HOGH� HGLOHELOLU�� &R÷UDILN� %LOJL� 6LVWHPOHUL� �*,6�¶QLQ�
JHOLúWLULOPHVL� EX� DoÕGDQ� |QHP� ND]DQPDNWDGÕU�� 3HN� oRN� DODQGD� NXOODQÕOPDNWD� RODQ�
*,6��VLVWHPL�YHULPOL�ELU�úHNLOGH�JHOLúWLUHQ��ONHOHUGH�SHUDNHQGHFL�PD÷D]DODUÕQ�NXUXOXú�
\HUL�oDOÕúPDODUÕQGD�GD�NXOODQÕOPDNWDGÕU�� 

 

.XUXOXú�\HUL�seçiminin bir perakende organizasyonunun JHOHFHNWHNL�EDúDUÕVÕQÕ�
EHOLUOH\LFL� HQ� |QHPOL� IDNW|UOHUGHQ� ELUL� ROPDVÕ� QHGHQL\OH� NXUXOXú� \HUL� NDUDUÕ�
DúDPDVÕQGD�X\JXODQDQ�WHNQLNOHU�|QHP�ND]DQPDNWDGÕU��� 

 

3HUDNHQGHFL�NXUXOXúODU��IDDOL\HW�DODQODUÕ��VWUDWHMLOHUL��E�\�NO�NOHUL�YH�X]PDQOÕN�
G�]H\OHUL� GR÷UXOWXVXQGD� � PD÷D]D� \HUL� VHoLPLQGH� NXOODQÕODQ� WHNQLNOHULQ� X\JXQ� ELU�
ELOHúLPLQL�NXOODQDELOLUOHU� 
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    EK 1.                

      ANKET FORMU 

%X� DUDúWÕUPD�� V�SHUPDUNHW� P�úWHULOHULQLQ� GHPRJUDILN� |]HOOLNOHULQLQ� YH� VDWÕQ� DOPD 
DOÕúNDQOÕNODUÕQÕQ� EHOLUOHQPHVL� DPDFÕ\OD� \DSÕOPDNWDGÕU�� $UDúWÕUPD� YHULOHUL� .RFDHOL�
hQLYHUVLWHVL��hUHWLP�<|QHWLPL�YH�3D]DUODPD�\�NVHN�OLVDQV�SURJUDPÕ�ELWLUPH�WH]LQGH�
NXOODQÕODFDNWÕU��%X� DUDúWÕUPDGD� HOGH� HGLOHQ� ELOJLOHULQ� JHoHUOL� RODELOPHVL� YHUHFH÷LQL]�
cevapODUÕQ� JHUoH÷L� \DQVÕWPDVÕ� LOH� P�PN�Q� RODFDNWÕU�� %X� EDNÕPGDQ� J|VWHUHFH÷LQL]�
|]HQ� EL]LP� LoLQ� |QHPOLGLU�� $QNHWL� FHYDSODPDQÕ]� \DNODúÕN� LNL� GDNLNDQÕ]Õ� DODFDNWÕU��
$QNHWWHNL� VRUXODUÕ� FHYDSOD\DUDN� EX� DUDúWÕUPD\D� VD÷OD\DFD÷ÕQÕ]� NDWNÕODUÕQÕ]� LoLQ�
WHúHNN�U�HGHUL]� 
 
[  ] Bayan [  ] Erkek      Tarih:.../…/2006 
 Gün:………...  
���.Do�\DúÕQGDVÕQÕ]" 
 
A)18-24   [  ]  B) 25-34  [  ]  C) 35-44  [  ]       
D) 45-54  [  ]  E) 55-64  [  ]  F) 64 ve daha üstü  [  ] 
 
2. Hangi okulu bitirdiniz? 
 
$��øONRNXO��>��@        B) Ortaokul  [  ]      C) Lise  [  ]       D) Üniversite veya üstü  [  ] 
 
���0HVOH÷LQL]�QHGLU" 
 
A) Serbest meslek [  ] �����%��g÷UHWPHQ-g÷UHWLP�h\HVL��>��@ �������&��øúoL-Memur [  ] 
D) Özel sektör  [  ] ��(��(Y�+DQÕPÕ��>��@����������)��(PHNOL��LúoL��PHPXU��|÷UHWPHQ��>�@ 
 
4. $LOHQL]��VL]�GDKLO��NDo�NLúLGHQ�ROXúPDNWDGÕU"����«««�NLúL 
 
���$LOHQL]LQ�WRSODP�D\OÕN�JHOLUL�RUWDODPD�NDo�<7/¶GLU" 
 
A) 500 YTL’den az     [  ] 
B) 500- 999 YTL        [  ] 
C) 1.000- 1.499 YTL  [  ] 
D) 1.500- 1.999 YTL  [  ] 
E) 2.000- 2.499 YTL  [  ] 
F) 2.500- 2.999 YTL  [  ] 
G) 3.000 YTL ve daha fazla  [  ] 
 
6. Kendi evinizde mi oturuyorsunuz? 
 
A) Evet  [  ]  %��+D\ÕU��NLUDGD��>��@ 
 
7. Ne kadar uzaktan geliyorsunuz?  
 
A) 0-0,5 km. [  ] B) 0,5-1,0 km. [  ]        C) 1,0-1,5 km. [  ]      D) 1,5-2,0 km.[  ] 
E) 2,0-2,5 km. [  ]      F) 2,5-3,0 km. [  ]  G) 3,0-3,5 km. [  ]      H) 3,5-4,0 km. [  ] 
 I)   4,0 km. ve daha uzak  [  ] 
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���2WXUGX÷XQX]�VHPWLQ�DGÕ�QHGLU"������������������������������� 
 
9.Genellikle hangi gazeteyi okursunuz? 
 
A) Hürriyet  [  ] B) Sabah  [  ]        C) Milliyet [  ]     D) Zaman [  ] 
(��'L÷HU��%HOLUWLQL]�«««« 
 
10. +HUKDQJL�ELU��U�Q�VDWÕQ�DOÕUNHQ�VL]FH�|QHPOL�RODQ�QHGLU" 
  
A) Marka [  ]          B) Kalite [  ]     C) Fiyat [  ]  '��øKWL\DFD�8\JXQOXN�>��@ 
 
����%LU�PDO�VDWÕQ�DOÕUNHQ�EHOLUOL�ELU�PDUND\Õ�VHoPHQL]GH�HQ�ook ne etkili olur? 
 
$��5HNODP�>��@�����������%��(úLQ�GRVWXQ�WDYVL\HVL��>��@         C) Kendi Tecrübelerim [  ]      
'��'L÷HU��%HOLUWLQL]�««««������� 
 
12. 1H�NDGDU�VÕNOÕNOD�EX�PD÷D]DGDQ�DOÕúYHULú�\DSÕ\RUVXQX]" 
 
A) Ayda bir kez  [  ]  B) Ayda 2-3 kez  [  ] 
C) Haftada 1 kez  [  ] ������������'��+DIWDGD���\D�GD�GDKD�VÕN��>��@ 

 
����%XJ�Q�EX�PD÷D]DGD�QH�NDGDU�KDUFDPD�\DSWÕQÕ]" 
 
A) 5 YTL’den az           [  ] 
B) 5 YTL- 14,99 YTL        [  ] 
C) 15 YTL- 44,99YTL       [  ] 
D) 45 YTL- 134,99 YTL    [  ] 
E) 135 YTL- 404,99 YTL  [  ] 
F) 405 YTL ve daha fazla  [  ] 
 
����%X�PD÷D]DGD�D\OÕN�RUWDODPD�QH�NDGDU�KDUFDPD�\DSDUVÕQÕ]" 
 
A) 50 YTL’den az           [  ] 
B) 50 YTL- 99,99 YTL       [  ] 
C) 100 YTL- 199,99 YTL   [  ] 
D) 200 YTL- 299,99 YTL   [  ] 
E) 300 YTL- 399,99 YTL   [  ] 
F) 400 YTL- 499,99 YTL   [  ] 
G) 500 YTL ve daha fazla   [  ] 
 
15. 0D÷D]DPÕ]GD�EXOGX÷XQX]��U�Q�W�UOHULQL�EDúND�KDQJL�PD÷D]DODUGDQ�VDWÕQ�
DOÕUVÕQÕ]" 
 
$��7DQVDú��>��@�������������%��&DUUHIRXU�>��@�    C) Gima  [  ]  D) Real [  ]             
(�'L÷HU��%HOLUWLQL]�««««�� 
  
$QNHWLPL]L�FHYDSODGÕ÷ÕQÕ]�LoLQ�WHúHNN�U�HGHUL]� 
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WDPDPODPÕúWÕU� 
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