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27 Eyliil Persembe
1. Salon 2. Salon 3. Salon
09.00-10.00 Kongre Kayit
Acilis
Protokol Konusmalar:
10.00-12.30 Aqlis Oturumu
Konusmacilar: )
Prof. Dr. Musa PINAR - Valparaiso Universitesi/ USA
Ender MERTER - Ilancilik Reklam Ajansi Baskani/ Reklamarkasi Programi Sunucusu
A.Selim TUNCER - Genna Reklam Ajans1 Baskani
12.45-14.00 Ogle Yemegi
BBC81- Pazarlama ve Markada BBC45- Gri Pazarlama ve Paralel BBC62- Semantik Web Kavraminin
Temel Kavramlar: Marka Ekosistemi | Ithalat Uzerine Bir Aragtirma: Cep Marka ftibari Uzerindeki Etkisi /
ve Hizmet Marka Uggeni / Musa Telefonu Ornegi / Idris Emre S. ASLAN- Demet KOLANCI
PINAR KARSLIOGLU
BBC15- Benlik-Imaj Uyumu Teorisi
BBC42- Public Relations, Ethics, And | BBC53- Marka Degerinin Kapsaminda Marka Sehir
Social Media: A Cross-National Hesaplanmasinda Farkli Bir Gaziantep ile Bu Sehirde
Study Of PR Practitioners. Case Of Yaklagim: Gelistirilmis HIROSE Yasayanlar Arasindaki Uyumun
Kyrgyzsta / Elira TURDUBAEVA Yontemi / Alper Veli CAM-Yusuf Incelenmesi / Emine SAHIN
MLKAN—Safak Sionmez SOYDAS-
BBC48- Markalarm Dijital Varliklar: | Seda SAGLAMYUREK TASDEMIR BBC68- Marka Ozgtinliigiiniin
14.30-15.45 Tiirkiye'nin En Degerli 10 Marka Giiveni ve Marka Sadakati 1. Oturum
Markasina Yonelik Bir Inceleme / BBC73- Bolgesel ve Uluslararas: Bir Araciligy ile Satin Alma Niyeti
Ersin DIKER- Merve OZYUREK Marka Olarak Finans Merkezlerinin Uzerindeki Etkileri / Salih
Degerlendirilmesi / Hikmet AKYOL- | YILDIZ-Ahmet KIRMIZIBIBER
BBC58- Sehir imajlm Olusturan Harun CAN-Melahat BATU
Faktorlerin Belirlenmesi: AGIRKAYA-Sezai EMEC BBC82- Tiiketici Etnosentrizmi,
Guimtighane Universitesi Ogrencileri Algilanan Kalite ve Marka
Uzerinde Bir Arastirma / Onur BBC76- Fikhi Agidan Markanin Sadakatinin Marka Kisiligi
KIZILCIK- Ibrahim AVCI Hiikiimleri / Fetullah YILMAZ Uzerindeki Etkisi: Krem Cikolata
Tiiketicileri Uzerine Bir Uygulama
/ Emel YILDIZ- Mahmut KOCAN
15.45-16.00 Ara
BBC80- Yesil Aklamanin Yesil BBC25- Kisilik Sermayesi Olarak BBC57- Tiiketici Temelli Marka
Marka Degeri Uzerindeki Etkileri: Marka: Bourdieu’cii Sembolik Kapital | Degerinin Taklit Markali Uriin
Otomobil Markalar1 Uzerine Bir Kavrami Acisindan Bir inceleme / Algis1 Uzerindeki Etkisi/ Salih
Uygulama / Emel YILDIZ- Ahmet Hiiseyin KOSE YILDIZ- fbrahim AVCI
KIRMIZIBIBER
BBC44- Sehir Markalasmasi: BBC29- Marka Sehir Olusturma:
BBC71- Tiiketicilerin Marka imajl ve | Giimiishane’nin Cocuk Dostu Sehir Kent imajma Yonelik Diistincelerin
Marka Sadakati Algilarini Etkileyen | Insasina Yonelik Yerel Yonetim Guimtiighane Olgeginde
Faktorler: Cay Tiiketicileri Uzerine Paydaglar1 Uzerine Bir Aragtirma / Degerlendirilmesi / Kurtulus
Bir Uygulama / Salih YILDIZ- Birgiil TASDELEN- Merve Giil MERDAN
Mahmut KOCAN KAHRAMAN
16.00-17.15 BBCO06- Tiirkiye’de Markalarin 2. Oturum
BBC65- Sehir Cografyast Agisindan BBC60- Markalar Reklam ile Giindem | Sosyal Medya Kullanimi:
Kent Kimligi ve Gtimiishane Ornegi | Belirler Mi? : Akilda Kalan Reklamlar | Markalarmn Sosyal Medya
/ Sevil SARGIN- Sule DEMIR Uzerine Bir Arastirma / Mezra Paylasimlarinin incelenmesi /
DEGER Caner OZARSLAN-Burak
BBC27- Marka Kent Olusturmada B TURTEN
Stratejilerin Belirlenmesi Igin Swot BBC61- Gorsel Tasarim Ogelerinin
Analiz Tekniginin Uygulanmast: Mar}(a Hatirlanirhigina Etkisi / Bilge BBC22- Kent Pazarlamasi
Sivas {li Ornegi / Hasan TAGRAF- CAGLAR- Akin AY Agisindan Sivil Toplum
Koray KARABULUT Kuruluslarinin Stratejik Yonetimi /
Omer BUYUKBAS- Hamdi
AYYILDIZ-Omer CINAR
20.00 Gala
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BBCO08- Markalarin Cevreci BBC83- Kisilik Ozellikleri ile BBC50- 2012-2017 Yillart Arasinda Ttirk
Reklamlarinda Kullandiklar: Miisterilere Etki Etme Taktikleri Bankﬁlar}mn Performans Degerlemesi /
Metaforlar Baglaminda Arasindaki Iliski: Giimiishane gu,,hsl,:: [(;) gg i
Degerlendirilmesi / Derya OCAL Universitesi Ogrencileri Uzerine Bir
Aragtirma / Ahmet Mutlu AKYUZ BBC51- BRICS Ekonomileri ve Tiirkiye
BBC66- Kurumsal Sosyal Ekonomisinin Karsilastirilmasi: TOPSIS
Sorumlulugun Tarihsel Gelisimi ve BBC26- Marka Baglaminda Bir Temelli Ekonomik Performans
Marka imajina Etkisi / Neva Turizm Destinasyonu Olarak Tiirkiye | DeZerleme / Canser BOZ- Muhlis
DOGAN / Thsan TURKAL- Giilsiim CALISIR | OZDEMIR- Emrah ONDER
09.00-10.15 BBC38- Marlfa Sadakati Olusturma BBCO1- Kiiltiirel Mirasin Marka Sehir ?eBrCCiéﬁl-e;uéitelrcilrl:g;nEg(zﬂeil(1)\/Ilaarr\kah Uriin 3. Oturum
'Yolunda Yesil Pazarlamanin Halkla Pazar Performansina Etkisi / Faktorler: Giimiishane ilinde Bir
lligkiler Yontemleriyle Sunumu / Kutalmig Emre CEYLAN-Abdullah Uygulama / Salil YILDIZ- Ozlem
Simge UNLU KURT ERAVCI YILMAZ
BBC21- Kent Logosunux} Sehir BBC47- Kent imajmm Sosyo- BBC79- Marka f\gkl, Marka Sadakati ve
Pazarlamasi Agisindan Incelenmesi: | Demografik Degiskenlere Gore g}ﬂa,kt,an. Kulaga Pazarlama Arasindaki
Kahramanmaras Ornegi / Omer Incelenmesi: Konya Mevlana Miizesi iskinin Incelenmest / Emel YILDIZ-
ahra s 5 rony Reyhan GUNAYDIN
BUYUKBAS-Hamdi AYYILDIZ- Ziyaretcileri Uzerinde Bir Arastirma /
Omer CINAR Murat KOCYIGIT-Ersin DIKER
10.15-10.30 Ara
BBC63- Sehir Markalagsmasinda BBC52- Marka Olusturmada Televizyon BBC70- Tiirkiye'de Marka
Online igerigin Onemi: Giimiishane Dizilerinin Rolit / §f1diye Kotanli Calismalart: iletisim Bilimleri
ornegi / Ali Erkam YARAR KIZILOGLU- Gitlsiim CALISIR Alaninda Yiiksek Lisans ve
. .. . BBC17- Kirsal Turizmde Geleneksel Kirsal DOkt,or,a Tezleri Uzerine Bl.r Igerik
BBC67- Marka ile cografi isaretlerin Konutlarm Pansiyon Potansiyeli Artvin- Analizi / Erdem TASDEMIR-
Tiirk Smai Miilkiyet hukuku Ardanug / Gizem UYGUN- Nihan ENGIN | Aytag Burak DERELI
cercevesinde kargilagtirilmasi /
Mohammad MAGHAMINIA BBC23- Hiiziin Turizmi Baglaminda BBC13- Marka Tanitiminin Birey
Sehitliklerin Insanlar Uzerindeki Uzerinde Alisverise Etkisi:
10.30-11.45 BBC49- Cok Kriterli Karar Verme Katharsistik Etkisi: Erzurum Aziziye Instagram Ornegi / Eda ILERIOK 4. Oturum
Yontemleri Kullanularak Yapilan Tabyalar / Semra KOTAN-Hatice Nur
p YILDIZ
Finansal Performans Analizi BBC05- Markalagsma ve
Cahsma}arma Genel Bir Bakis / BBC36- Giimiishane'ye Ozgii Bitkilerin Sﬁrdﬁriuilebilirlik / Burhan
Emrah ONDER-Canser BOZ- Bolgesel Markalagsmaya Olas Katkas ERDOGAN
Muhlis OZDEMIR Uzerine Bir Degerlendirme: Yabani Bir
Bitki Olarak Susuz Elma Ornegi / BBC02- Marka Olma Yolunda Bir
BBCO04- Marka Hakkinda Tecaviiz Selahattin OKUROGLU- Fatma Nil Kent: “Tekirdag" / Ash
Sucu / Baris GUNAYDIN TOPALOGLU KOSEOGLU
12.00-13.00 Ogle Yemegi
13.15-14.00 Musa PINAR “Markalarin Ulkeler igin Onemi; Amerika ve Tiirkiye Ornegi”
BBC77- Isletmeler Misyon BBC07- Marka Spor Kuliipleri Sahada | BBC59- Marka Degeri ve Firma
ffadelerini Belirlerken Hangi Degil Sosyal Medyada Kazanir: Dort Degeri {liskisi: Finansal Tabanl1 Bir
Bilegenleri Goz Oniinde Biiytiklerin Sosyal Medya iletisimleri | Model / Alper Veli CAM-Yusuf
Bulundurmaktadir? / Orkun Uzerine Bir Aragtirma / Cudi Kaan KALKAN-Safak Sonmez SOYDAS-
DEMIRBAG- Kiibra SIMSEK OKMEYDAN Seda SAGLAMYUREK TASDEMIR
DEMIRBAG- Niiket TOP
BBC40- Dijital Oyunlarda Sanal BBC74- Ekonomik Ozgiirliikler ve
14.00-15.15 BBC12- Brand Identity at The Point Marka Topluluklﬁrl: League of Kl’ires.ellesmenjr}bMarka Degeri ile 5. Oturum
) ’ of Interaction Between Brand and Legends Forum Ornegi / Veysel Olan Iliskisinin Olgiilmesi / Kerem :
Interior Desing / Ecehan KIVILCIM | CAKMAK-Ercan AKTAN KARABULUT-Hikmet AKYOL-
Kiibra KARAKUS
BBC75- Marka Ozgiinligii' niin BBC56- Erzincan Turizm Degerlerinin
Kulaktan Kulaga Pazarlama Yerel Halk Tarafindan Bilinirligi BBC14- Giimiishane ve Cevresinde
Uzerindeki Etkisi: Kozmetik Uriin Uzerine Bir Arastirma / Erkan farkli Toplumlarin Ortak Kiiltiire
Tiiketicileri Uzerine Bir Uygulama / | GUNES-Giirkan ALAGOZ-Zeynep Katkilar1 / Elif YILDIRIM
Salih YILDIZ- Reyhan GUNAYDIN EKMEKCI
15.15-15.30 Ara
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BBC35- Giimiishane Marka Kimligi
ve Sehir Imajl Algis;; Ankara, Izmir,
Bursa ve Kirikkale {llerinde Yasayan
Giimiighaneliler Uzerine Bir Alan
Aragtirmast / Ozgiir SELVI- Burcu
OKsliz

BBC78- Sehirlerin Rekabetci
Ustiinliik Saglayan Ihracat Uriinleri
Stratejik Planlarinda Yer Almakta
Midir? / Orkun DEMIRBAG- Kiibra

BBC37- Marka Kent Olmaya Giden
Yol: izmir’ de Kent Markas: Calisan
fletisim Akademisyenlerine Yonelik
Bir Arastirma / Selin BITIRIM
OKMEYDAN

BBC69- Sehirlere Yonelik Marka
Tutumu Olusturulmasinda Cezbedici
Deneyim Alanlarmin Rolii: Eskisehir
Cezbedici Deneyim Alanlar1 Ornegi /
Ersen Cemal SONGIL-Abdullah

BBC54- Kent Markalagmasi
Baglaminda Tematik Parklarmn
Kent Imaji Uzerindeki Rolii: Konya
Kelebekler Vadisi Ziyaretgileri
Uzerinde Bir Arastirma / Murat
KOCYIGIT- Ercan AKTAN

BBCO03- Reklamda Fenomen
Kullanimu ve Reklam izleme
Tercihi Uzerine Nitel Bir Arastirma
/ Ayse SARITAS

SIMSEK DEMIRBAG KOCAK
15:30-16.45 BBC20- “Marka Kent” Safranbolu 6. Oturum
BBC55- Erzincan Kent imaji Uzerine | BBC30- Konya'daki Ingaat Baglaminda, Kiiltiirel
Bir Arastirma / Zeynep EKMEKCI- | Firmalarinin Sosyal Medya Markalasmada Belgesel Sinemanin
Giirkan ALAGOZ-Erkan GUNES Kullanimlarmin Halkla [ligkiler Islevi / Hakan AYTEKIN
Perspektifinden Degerlendirilmesi/
BBC24- Tiirkiye’de Cittaslow (Sakin | Erol DONEK- Merve OZKAYNAK- BBC39- Sanat-Mekan liskisi:
Sehir) Hareketi ve Bir Oneri: Mine ULUSOY Miizelerin Sinemada Marka Olarak
Giimiishane Merkez flcesi / Aynur Kullanimi / Sinem TUNA
YUCE- Hiilya DEMIR YALEZE BBC31- Sehir Markalasmasinda Tarihi
Yapilarin Rolii: Konya-Selguklu
Yapilar1 / Merve OZKAYNAK- Mine
ULUSOY- Erol DONEK
16.45-17.00 Ara
BBC11- Sehir Markas1 Kavrami ve BBC19- Yer Markalasmas 3,0: BBC10- City Brand Concept and
Tiirkiye'de Son On Yilda Sehir Propagandadan Diyalojik iletisime Brand City Perception of Edirne
Markast Kavrami Uzerine Bir Yolculuk / Hanife GUZ- Gézde Residents (Sehir Markas1 Kavrami
Literatiir Taramas1 / Dursun SAHIN ve Edirne Sakinlerinin Marka Sehir
YENER-Ebru ONURLUBAS Algist) / Ebru ONURLUBAS-
BBC34- Yer Markacilig1 Baglaminda Dursun YENER
BBC18- Yer Markacilig1 Baglaminda | Engelsiz Sehir Ve Giimiishane Ornegi
Cocuk Dostu Kent Kavrami Ve Yer / Hanife GUZ- Miiriivet CIKIN BBC09- Kayseri'de Yasayanlarm
Markalagmasi Gorsellerinde Cocuk Sehir Marka Algilamalar1 / Nilsun
17.00-18.00 Dostu Mesajlarin Yansimalarina BBC32- Tarimsal Teras Bahgelerinin SARIYER- Didem ALTUN 7. Oturam
Iliskin Retoriksel Bir Coztimleme / Tarimsal ve Siirdiiriilebilir Turizm
Gozde SAHIN- Hanife GUZ Kapsaminda Degerlendirilmesi: BBC72- Cultural Indoctrination and
Uzundere (Erzurum) Ornegi Global Marketing / Bryan
BBC33- Turizm Markalagmast (POSTER) / Mustafa OZGERIS- CHRISTIANSEN
Stirecinde Yerel Yonetim Faris KARAHAN
Uygulamalarmin Uzundere BBC43- The Image of Astana as an
(Erzurum) Orneginde BBC46- The Role of Social Networks International Platform for Holding
Degerlendirilmesi (POSTER) / in Improving Uzbekistan Image in Peace Talks on The Solution of The
Mustafa OZGERIS- Faris The World Media Space / Nargis Armed Conflict in Syria / Galiya
KARAHAN KOSIMOVA IBRAYEVA
18.00-19.00 Kapanis Oturumu
20.00 Aksam Yemegi

29 Eyliil Cumartesi

09.00-
17.00

Stileymaniye Mahallesi
Karaca Magaras1

Torul Cam Seyir Teras1
Limni Golii Tabiat Park:

(Kayit esnasinda Gezi i¢in isminizi yazdirmay1 unutmayin Liitfen...)

Gezi
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Preface

We are so glad that ve we realized International Brand and Brand City Congress in Gumushane,
Turkey. We regard as a great pleasure preparing and presenting a floor on which the academic
discussions are made related to brand and brand city while our country passing through an
economically tough period. In this respect, we hosted both local and international academics who
are carrying on studies on different disciplines related to Brand and Brand City for 3 days in
Gumushane University between 27-29th September 2018.

The academics and researchers who came to Gumushane from different countries of the world, met
on common ground “Brand” with their different ideas, projects and works from Marketing to Social
Media, from Law to International Relations, from Politics to Economics and from Art to Tecnolology.
We believe that with this meeting, a synergy is created which has national and international
reflections. In this congress, in which academics and researchers presented papers from different
disciplines, in accordance with our slogan “EVERYTHING REGARDING BRAND”, we contributed
listenners to live a high “Brand Interaction” with advertiser writers and broadcasters who are expert
in their field and contributing branding efforts with their applications in the sector.

Hereby, we thank to our honorary board members, organization board members and science board
for their great contributions to realize International Brand and Brand City Congress.

Please keep following us from our site www.brandandbrandcity.com for upcoming events.

Best Regards,

International Brand and Brand City Congress Organization Board

29 October 2018

Onsoz
Uluslararas1 Marka ve Marka Kent Kongresini Guimitishane, Tiirkiye'de gerceklestirmis olmaktan
mutluluk duyuyoruz. Ulkemizin ekonomik anlamda zor bir désnemden gectigi bu giinlerde marka
ve marka kent ile ilgili konular tizerine akademik tartismalarin yapilacagi bir zemini hazirlamis ve
sunmus olmayi biiytiik bir kivang kaynagi olarak goriiyoruz. Bu cercevede 27-29 Eyliil 2018 tarihleri
arasinda 3 giin stireyle Marka ve Marka ile baglantili farkli disiplinlerde calismalar ytirtiten, gerek
yerel gerekse uluslararasi akademisyenleri Giimiishane Universitesi'nde agirladik. Diinyanin farkl
tilkelerinden Giimiishane'ye gelen akademisyenler ve arastirmacilar, Pazarlamadan Iletisime,
Inovasyondan Rekabete, Cevreden Turizme, Spordan Sagliga, Yonetimden Sosyal Medyaya,
Hukuktan Uluslararasi {liskilere, Siyasetten Ekonomiye, Sanattan Teknolojiye kadar bircok alanda
farkl fikir, proje ve ¢alismalar: ile "Marka" ortak paydasinda bulustu. Bu bulusmayla ulusal ve
uluslararasi yansimalar1 olan bir sinerjinin yaratildigina inaniyoruz. Hedef olarak belirledigimiz
"MARKAYA DAIR HERSEY" sloganimiza uygun olarak farkli disiplinlerden akademisyen ve
arastirmacilarin bildiriler sunduklar1 bu kongrede sektorde gerceklestirdikleri uygulamalar ile
markalasma gabalarina katk: saglayan alaninda uzman reklamci yazarlari ve televizyoncular: da
agirlayarak dinleyicilerin ytiksek bir "Marka Etkilesimi" yasamalarin katkida bulunmus olduk.
Bu vesile ile Uluslararast Marka ve Marka Kent Kongresini gerceklestirmemizde buiytik katkilar
olan onur kurulu tiyelerimize, diizenleme kurulu tiyelerimize ve bilim kurulumuza c¢ok tesekkiir
ederiz.
Yaklasan etkinlikler igin ltitfen web sitemiz www.brandandbrandcity.com adresinden bizi takipte
kalin.
Saygilarimizla,
Uluslararast Marka ve Marka Kent Kongresi Diizenleme Kurulu
29 Ekim 2018
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Pazarlama ve Markada Temel Kavramlar: Marka Ekosistemi ve Hizmet Marka
Ucgeni

Musa Pinar?!

Oz

Giintimtizde artan rekabet ve kiiresel ekonomide pazarlama ve giiclii marka yaratma artarak énem kazandi.
Pazarlama, satistan ibaret olamyip, misteri ile baslar ve miisteri ile biter. Pazaralama, oncelikle miisteri
isteklerine, sorunlarina ¢6ztim iiretme felsefesi ve kiiltiiriidiir. Ikinci olarak, bunu basarnmak icin stratejidir
ve son olarak da strajinin taktilsel uygulanmasidir. Temelde pazarlamainn ti¢ temel fonksiyonu, kazangh
miisteri bulmak, miisteriyi tutumak ve miisteri kaybin1 6nlemek ve ayni zamanda miisteri gelistirerek, ctizdan
payi artirmaktir. Bunlari basarmanin yolu da miisteri memnuniyeti ile miuisteri sadakat: yaratmaktir. Ayrica,
tek satis yapmak yerine, firmalar miisterinin hayat boyu degerini temel hedef olmalidirlar.

Bunun yaninda, pazarlama genel olarak marka yaratma sanatidir. Eger bir sey marka degilse, siradan bir tirtin
(commadity) olup, ancak fiyat ile rekabet eder ve uzun donemde var olamaz. En temel anlamda, marka verilen
soziin tutulmasidir (promise kept). Markanin tiiketiciler ve firmalar icin 6nemli faydalar1 yaninda, ve en
onemli hedef, marka degeri yaratamaktir. Marka yaratmak, marka kimiligi ve marka vaadinin
olusturulmasiyla baglar. Fakat, ¢ziinde marka miisterilerin fevkalede olumlu deneyimlerin toplam
oldugundan, marka verilen vaadin fevkalede (WOW) miisteri deneyim ile yaratilir.. Firmalar, ‘yapilmak
istenen is teorisine (Theory of Job to be Done)’ gore marka vaadini hazirlamalidir. Bu teoriye gore, tiiketiciler
urtnleri/ markalar1 hayatlarinda gelismeye katki saglamasi igin satin alirlar. Onun i¢in marka vaadi, tiiketici
sorun ile iliskili (relavant) ve rekabetten farkli (different) olmalidir. Ayrica, markanin basarili olmasi igin,
markanin satin alinmasinin diistiniilmesini saglayan marka bezerlik noktas (point of parity) ve tercih edilmesi
i¢in de marka farklilik noktasi (point of diffirence) kavramlar1 diistintilmelidir.

Bunun yaninda, giiclit marka yaratmak icin marka ekosistemi ve hizmet marka ticgeni kavramlar:i da
onemlidir. Marka ekosistemi miisteriye daha fazla ve en iyi degeri sunmak igin markay1 olusturan tiim
funksiyonlarin ve etkinlikleirn bir biitiin olarak uyumlu olmasini igerir. Bagka bir ifade ile marka ekosistemi
marka yaratilmasinda son miisterinin titketim deneyimine kadar olan her deger aginin olusturan etkinliklerin
ve fonksiyonlarin biitiinsel olarak giiclii markayaratmasim igerir. Sisteminde her hangi bir faktoriinde
ve/veya etkinlikte olusan degisiklik, tabiatta oldugu gibi, tiim sitemi ve dolaysiyla tiiketici marka deneyimini
ve marka vaadinin yerine getirilmesini etkiler. Marka ekosistemi kavrami, gii¢lii marka yaratmaya biitiinsel
bakmayi, yaklasimi saglar. Buna dikkat etmeyen markalar ciddi zorluklarla karsilasarak, marka degerinin
olumsuz etkilenmesine sebeb olur.

Ikinci kavram olan hizmet marka tiggeni ise, hizmet sektoriinde marka vaadinin yerine getirilmesinde
personalin 6nemini vurgular. Bu kavramin temelinde hizmetin bilinen ozellikleri ve hizmetin personel
tarafindan sunulmasi1 vardir. Hizmet marka tiggeni ti¢ kavrami onerir. Bunlar, a) dissal pazarlama ve
markalasma ile marka vaadini tiiketicilere iletilmesi, b) verilen marka vaadinin interaktif pazarlama ve
markalasma ile personal tarafinda yerine getirilirmes ve c¢) marka vaadinin sunulmasi igin igsel pazarlama ve
markalagma ile personelin yetkilendirilmesi ile personelin marka vaadini yerine getirilmesini saglanmasi. Bu
model, giiclii hizmet markas: yaratmak icin digssal markalasma ile miisteriye verilen vaadin interaktif
makalagsma ile yerine getirilmesi i¢in igsel markalasmanin 6nemini vurgular. Bu ayni zamanda son
zamanlarda 6nem kazanan ‘Icsel Markalasmanin’ ¢nemini de destekler. Bu da hizmet markalar: icin
personelin ne kadar énemli oldugunu gosterir. Buna marka ekosistemi kavrami da eklersek, gticlii hizmet
markasi yaratmak igin, hizmet markasi olusturan her faktoriin ve etkenin ve onlarin iliskilerini deduistintilmesi
gerektigini de vurgular. Bu da marka yaratmanin ne kadar kompleks oldugunu da gosterir.

1 Ph.D., College of Business, Valparaiso University, USA, musa.pinar@valpo.edu
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Trends in Digital Branding

Daria Doroshkevich?

Digital branding is one of the most important topics in modern marketing. Scientific researches in the field of
digital branding can help business and thereafter national economics of any country to grow faster. Trend
topics for scientific researches are described below.

Types of Branded Content Influencing Sales Through Social Media

Content marketing is one of the most popular approaches in digital marketing. The main idea
of scientific research on this topic is what type of branded content people want to read, watch or listen to in
social media, firstly Facebook and Instagram, and what type of content has the biggest influence on sales. The
aim of scientific researches is to create a model of branded content usage.

The Analyses of The Level of Brand Advocacy for Personalized Brands in Social Media

One of things that drives business growth is brand advocacy. Existing scientific researches proofs that across
more than a dozen industries, companies with high word of mouth advocacy rates grow fast, while those that
don’t have high word of mouth advocacy rates stagnate.

From other side we clearly understand that personalization is one of the most effective approaches to digital
marketing. That's why the task for scientists is to find a correlation between brand personalization and brand
advocacy.

The Prognosis of Influencer Marketing Growth

Influencer marketing has been determined by its users to be a successful platform for getting their brand out
there. Millennials are already advancing in their careers, with Generation Z following quickly behind. These
two groups are more influenced by influencer marketing than by traditional advertising. Marketers should be
ready to future and know what type of advertising are prefered by each audience.

2 Prof. Dr., National Technical University of Ukraine
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Using Branding and Modern Marketing Tools as An Example of Innovation in
Building The Relationship with Customers

Piotr Prus?

Abstract

The aim of the project was working together for the introduction of new technologies of growing,
processing, distribution and marketing of the primeval wheat forms (the Spring Indian Dwarf Wheat -
Triticum sphaerococcum Percival and the Spring Persian Wheat - Triticum persicum Vavilov) as well as
products obtained from these grains. To achieve this goal a new kind of cooperation has been established in
the form of the consortium between: a scientific institution (the University of Science and Technology in
Bydgoszcz, Poland - the project leader), the Kujawsko-Pomorski Agricultural Advisory Centre in Minikowo,
the local self-government (Kujawsko-Pomorskie Marshall's Office), food producers (“TOSTA” - food
cooperative in Bydgoszcz, one of the leaders in bread and cake production on the local market and the leader
in breadcrumb production in Poland; and “Aleksandra Babalska” in Pokrzydlowo - specializing in the
production of ecological products such as pasta, breakfast cereal, etc.) and five bio-farms. A common
marketing strategy for the whole consortium should be drafted, which would help to create and promote the
new brand based on communication and feedback from conscious consumers. The following aspects should
be addressed: raising consumer awareness, making the PRADAWNE ZIARNO (PRIMEVAL GRAIN) brand
more popular among consumers by designing and promoting a common logo, managing the website,
introducing the QR code on packaging, providing extra information etc. All of the aforementioned marketing
initiatives aim at creating the innovative form of building relationships both between the consortium members
(new B2B actions) and the consumers (innovative B2C actions), which shape responsible production and
conscious, aware consumption based on product knowledge, prosumption, and this type of consumption
which supports local production.

Keywords: Branding, Marketing, Networking, Innovation, Spring Indian Dwarf Wheat (Triticum
sphaerococcum Percival), Spring Persian Wheat (Triticum persicum Vavilov)

3 PhD, UTP  University @ of  Science and  Technology in  Bydgoszcz,  Poland
Faculty of Agriculture and Biotechnology Department of Economics and Advising in Agribusiness
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Cultural Indoctrination and Global Marketing

Bryan Christiansen*

Abstract

Global marketing is defined as the process of conceptualizing and then conveying a final product or service
worldwide to reach the international marketing community which, in turn, enriches brand awareness and
equity over time. Proper global marketing can catapult an organization to higher levels of success if done
properly using different strategies based on the regions to which the organization is marketing. A key
component of global marketing is understanding consumers and their behavior as it relates to transcultural
issues because of today’s globalization. Transcultural is described as the ability for different cultures to
transcend their original boundaries in order to effectively communicate with each other. As organizations are
now confronted with the need to engage different stakeholders from a variety of cultural backgrounds, the
need to better understand the ways in which cultural imperatives play into individual and collective
performances becomes increasingly important. Examples of such organizations include Coca-Cola, Ikea,
McDonald’s, Nike, Red Bull, and the World Wildlife Foundation. Cultural Indoctrination (CI) theory is the
latest foundation upon which the capability to better interpret these cultural imperatives is built. Based on an
integrated literature review and naturalistic observation over an extended period covering several decades
and multiple countries, this work examines the following eight factors included in CI theory: Child
Development, Cultural Institutionalization, Cultural Intelligence, Language Structure and Acquisition, Social
Learning Theory, Religion, Social Capital, and Values Orientation Theory (VOT). It is from these factors that
a conceptual framework has been developed for future application in theory and practice in global marketing.

* Global Research Society, LLC - Michigan, USA
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Public Relations, Ethics, and Social Media: A Cross-National
Study of PR Practitioners, Case of Kyrgyzstan

Elira Turdubaeva’

Abstract

This paper presents an international comparative study on PR practitioners’ perception on ethics in social
media. It compares data from surveys that were conducted in New-Zealand, Israel, Kyrgyzstan and
Kazakhstan. Based on Toledano & Avidar’s (2016) questionnaire this study investigates the link between the
cultural environment in which PR practitioners function, their access to PR education and their perceptions
on acceptable and unacceptable professional ethical behavior. This study will try to identify practitioners’
current attitudes toward ethics in societies that are ranked differently on international lists comparing levels
of democracy in different countries, as well as in countries that offer different level of PR education.
Preliminary findings from online surveys conducted in all four countries imply that practitioners” perceptions
on ethics are linked to the culture and social environment in which they function, as well as to the level of PR
education they could access in each country. This study also identifies practical ethical challenges in public
relations practitioners’ use of social media.

Toledano & Avidar (2016) comparative study on PR practitioners’ perceptions in New Zealand and Israel
served as benchmark for measuring practitioners' ethical perceptions in Kyrgyzstan and Kazakhstan.
Toledano & Avidar (2016) study emphasized the difference in cultural environments to explain practitioners’
different attitudes to ethical dilemmas. The study presented in this paper argues that another variant should
be added to explain the gap between perceptions in different environments - the level of PR education
available in each country. This paper is focused on the link between the availability and content of PR
education in different countries and practitioners' perceptions around ethical issues, mainly in social media.
We assume that practitioners who are better trained in PR and in business ethics will be more aware of what
is acceptable or unacceptable communication on social media when speaking on behalf of organizations.
Keywords: Social media, Public relations, Ethics.

5 Dr., American University of Central Asia, Journalism and Mass Communications Department, Bishkek,
Kyrgyzstan
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The image of Astana as An International Platform for Holding Peace Talks on
The Solution of The Armed Conflict in Syria

Galiya Ibrayeva®

Abstract

Astana - the capital of Kazakhstan, has become a venue for negotiations on the peaceful resolution of the
armed conflict in Syria with the participation of a single delegation of the armed opposition of Syria and
representatives of official Damascus, with the mediation of the guarantor countries of the agreement on
armistice in the country - Russia, Turkey, Iran - since January 2017. Just from that period, the Republic of
Kazakhstan became a non-permanent member of the UN Security Council, which gave the country new
international obligations and powers. Kazakhstan is known to the international community for voluntary
renunciation of nuclear weapons, which always creates a positive image for it.

The purpose of this study is to show how the image of Astana is indirectly positioned as a consequence of
attracting international media attention to it as an international platform for peace negotiations in Syria, which
led to an increase in the mention of the key word "Astana", "Kazakhstan" in information and analytical
materials in world publications of countries Asia, Europe, the United States as the New York Times, CNN, Al
Jazira, Washington Post, Reuters, VOA, BBC, etc. The methodology of the study is a quantitative and
qualitative analysis of texts in the New York Times for January 2017- May 2018

Keywords: Astana, image, armed conflict, peace talks, The New York Times, Syria, Kazakhstan.

¢ Dr. of Political Sciences, Professor of Journalism Faculty of the Al-Farabi Kazakh National University
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The Role of Social Networks in Improving Uzbekistan Image in The World
Media Space

Nargis Kosimova’

Abstract

The article analyzes the role and importance of social networks in enhancing the image of the Republic of
Uzbekistan in the global media space, as well as the disclosure of various aspects of the image of the country's
image and its effective promotion through popular social networks in Uzbekistan.

Keywords: Republic of Uzbekistan, social networks, image, country, website, Facebook, Twitter, Muloqot.uz,
Ziyonet.uz, Mytube.uz

7 Candidate of Philology, Associate Professor of the Faculty of International, Journalism of the Uzbek State
University of World Languages
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Marka Ozgiinliigiiniin Marka Giiveni ve Marka Sadakati Aracilig: ile Satin
Alma Niyeti Uzerindeki Etkileri

Salih Yildiz8, Ahmet Kirmizibiber?

Oz

Ozgiinliik modern pazarlamanin temelini olusturan yapi taglarindan bir tanesi olup, rekabet avantaji
saglamanin, pazar pay1 ve karliligi artirmanin énemli bir kaynagidir. Giin gectikce birbirine benzeyen {irtin
ve hizmetlerin yer aldig1 piyasalarda gercek ile sahteyi ayirt edebilmek oldukga zorlasmustir. Bu noktada
ozgiin markalar tiiketiciler igin farkli bir konuma sahiptir ve tiiketiciler acisindan markalarda aranan bir
ozelliktir.

Bu ¢alismanin amaci, marka 6zgiinliigiiniin; pazarlama agisindan incelenmesi, tiiketiciler icin marka sadakati
ve marka giiveni aracilifiyla satin alma niyetleri tizerindeki etkilerinin incelenmesidir. Arastirmanin ana
kiitlesini Erzurum ili merkez Yakutiye ilcede yasayan cep telefonu kullanicis: tiiketiciler olusturmaktadir.
Ornekleme yontemi olarak tesadiifi olmayan ornekleme yontemlerinden kolayda 6rnekleme yontemi
kullanilmistir. Arastirmada veriler yiiz ytize anket yontemi kullanilarak toplanmistir. Toplam 500 anket
uygulanmis; eksik, yanlis ve hatali anketlerin elenmesi sonucu 420 anket degerlemeye alinmistir. Yapilan
anket neticesinde elde edilen arastirma verileri, yapisal esitlik modeli ile analiz edilmistir. Analiz sonuglarina
gore; marka 6zgunltigiinii olusturan; siireklilik, orjinallik, gtivenilirlik ve dogallik boyutlar1 ile marka giiveni
ve marka sadakati arasinda pozitif yonde anlaml iliskiler ¢ikmis ve bu iki degiskeninde satin alma niyetini
pozitif yonde etkiledigi belirlenmistir.

Anahtar Kelimeler: Marka 6zgiinliigii, Marka giiveni, Marka sadakati, Satin alma niyeti

The Impacts of Brand Authenticity on Purchase Intention by The Mediation of
Brand Trust and Brand Loyalty

Abstract

Authenticity is one of the building blocks that form the basis of modern marketing and is an important source
of providing competitive advantage, increasing market share and profitability. It is becoming increasingly
difficult to distinguish between real and fake on the markets where products and services similar to each other
are taking place. At this point, the original brands have a different position for the consumers and it is a feature
that is wanted in the brands for the consumers.

The purpose of this work is to ensure brand authenticity; marketing, brand loyalty for consumers, and brand
trust to examine the impacts on purchasing intentions. The main mass of the study is the consumer of mobile
phone users living in Yakutiye district of Erzurum city. Sampling method was used as sampling method easily
from non-random sample methods. Survey data were collected using face-to-face survey method. A total of
500 questionnaires were applied; missing, incorrect and inaccurate questionnaires were filtered out of the final
420 questionnaires. The research data obtained on the basis of the questionnaire were analyzed with the
structural equation model. According to the analysis results; brand identity; there is significant positive
relationship between brand equity and brand loyalty, reliability, and naturalness dimensions, and it has been
determined that these two variables affect the intention to purchase positively.

Keywords: Brand authenticity, Brand trust, Brand loyalty, Purchase intention

8 Doc. Dr., Giimiishane Universitesi, IIBF, Isletme Boliimii, salihyildiz@yahoo.com
9 Giimiishane Universitesi, Sosyal Bilimler Enstitiisti, kirmizibiber2585@gmail.com
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Semantik Web Kavraminin Marka Itibar1 Uzerindeki Etkisi

Emre S. Aslan?0, Demet Kolanci!!

Oz

Giuintimiiz diinyasinda teknolojiler hizla gelismekte ve bu gelismeler beraberinde rekabet ortamini
arttirmaktadir. Markalar bu rekabet ortaminda itibarlarini olusturmak amaciyla bu gelismeleri takip
etmektedirler. Bu gelismelerden marka itibar1 i¢in en 6nemli olant Web 3.0 diger bir ismi semantik web olan
kavramdir. Semantik web kavramu ile beraber markalar mevcut ve potansiyel tiiketicilerinin verilerine daha
kolay ulasilabilir bir hale gelmistir. Semantik webin markalar i¢in 6nemli olan diger bir 6zelligi ise bu kavram
bireyleri arttk anlamsallastirilmaya baslamakta ve markalar bu anlamsallastirmalar tizerinden bireylere
mesajlar gondermektedir. Bu mesajlar bireyler iizerinde farkl etkiler birakmakta ve bireylerin bu mesajlara
verdigi tepkiler marka itibarinin olumlu veya olumsuz sekilde etkilemektedir. Bu arastirmanin amacy;
semantik web kavraminin marka itibari tizerinde nasil bir etkiye sahip oldugunun tespit edilmesidir. Bu amag
dogrultusunda arastirma Tiirkiye genelinde 400 6rneklem tizerinden anket yontemiyle toplanacak olan veriler
ile gerceklestirilecektir. Arastirma sonucunda elde edilecek olan veriler SPSS programinda analiz edilecektir.
Anahtar Kelimeler: Web 3.0, semantik web, marka itibari.

The Effect of The Semantic Web Concept on Brand Report

Abstract

In today's world, technologies are developing rapidly and these developments are increasing competition
environment. Brands are pursuing these developments in order to build their reputation in this competitive
environment. The most important thing for brand reputation from these developments is the concept that Web
3.0 is another name semantic web. Along with the concept of semantic web, brands have become more
accessible to existing and potential consumers. Another important feature of semantic web marks is that the
concept of individuals is now becoming semantic and brands send messages to individuals through these
semanticizations. These messages leave different influences on the individual and the individual's reactions
to these messages affect the brand reputation positively or negatively. The purpose of this research; semantic
web concept has an influence on brand reputation. The aim of the research will be carried out in accordance
with the data to be collected through questionnaire method in 400 samples out across Turkey. The data that
will be obtained as a result of the research will be analyzed in the SPSS program.

Keywords: Web 3.0, Semantic Web, Brand Reputation.

10 Dr. Ogr. Uyesi, Giimiishane Universitesi iletisim Fakiiltesi, emresaslan@gmail.com
11 Giimiishane Universitesi Iletisim Fakiiltesi Yiiksek Lisans Ogrencisi, demet-kolanci@hotmail.com
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Kiltiirel Mirasin Marka Sehir Pazar Performansina Etkisi

Kutalmis Emre Ceylan'2, Abdullah Eravci??

Oz

Baz1 sehirler icin marka sehir calismalarinin en énemli faktorlerinden biri kiiltiirel mirastir. Kiiltiirel miras
sehirlerin rekabetinde avantaj olarak kabul edilmekte ve sehrin diger imkanlariyla biitiinlestirilmek suretiyle
tiiketicinin farkindaligina sunulmaktadir. Marka sehir pazarlamasi igin tiiketici tutumlari, tiiketici farkindalig
ve marka sadakatinin ekonomik deger olusturma gayretlerine eklenmesine ihtiyac vardir. Literatiire gore
tutum, farkindalik, sadakat ve ekonomik deger yaratma marka sehir pazar performansinin Snemli
kriterlerindendir.

Bazi arastirmacilar, marka sehir pazar performans: (MSPP) kriterlerinin coklugu ve bir standardinin olmamasi
nedeniyle konuyu gruplandirilarak incelenmektedirler. Bu ¢alismada, kalite, hizmet ve parasal deger gibi
degerler ekonomik deger olarak bir araya getirilmis ve literatiirdeki tiiketici marka tutumlarina, farkindaligia
ve sadakatine eklenmistir. Kalite, hizmet ve parasal deger gibi degerler {izerine oturan ekonomik deger
yaklasimi marka sehir pazar performansi i¢in 6nemli bir faktor olarak algilanmaktadir. Bu ¢alismada Sinop
ili, kilttirel miras1 ¢ok olan ve marka sehir soylemleri durumu {izerine secilmistir. Diger bir ifadeyle,
Sinop’taki kiiltiirel miras zenginligi ve markalasma sdylemleri bu calismaya sevk etmistir. Amagc, kultiirel
mirasin marka sehir pazar performansina etkisini anketlerle 6l¢mek suretiyle marka sehir calismalarma
katkida bulunmaktir.

165 kisiyle gerceklestirilen anket sonuclaria gore kiiltiirel miras, marka sehir pazar performansi agisindan
tuketici tutumlari, tiiketici farkindaligs ve tiiketici sadakatiyle yakindan iliskilidir. Kiilttirel mirasin ekonomik
deger tizerindeki rolii sorunlu ve calisilmasi gereken bir alan olarak goriilmektedir.

Anahtar Kelimeler: Kiiltiirel miras, marka sehir, sehir pazar performansi, Sinop

The Impact of Cultural Heritage on Brand City Market Performance

Abstract

For some cities one of the most important elements of brand city studies is cultural heritage. Cultural heritage
has been regarded as an advantage in the competition of cities and presented to the consumer's awareness by
integrating with other possibilities of the city. Customers’ attitudes and customers” awareness are necessary
for city market performance by adding customers’ loyalty in the efforts of creating economic value in the city.
According to the literature, attitude, awareness, loyalty and economic value are important elements of brand
city market performance.

Some researchers have researched the subject by grouping the elements of market performance because of
multiplicity of the elements and lack of a standard. In this study, values as quality, service and monetary value
have been brought together as economic value and added to brand customers’ attitudes, awareness and loyalty
in literature. Economic value approach is perceived as an important factor based on values as quality, service
and monetary value on brand city market performance in this study. For Sinop province which has been
selected a case study in this study has been considered as rich city with cultural heritage with the reason of its
discursive situation on city branding. With other statement, the richness of cultural heritage and branding
discourses in Sinop has led to this research. The aim of this research is to contribute to brand city studies by
measuring the impact of cultural heritage on brand city market performance by a survey.

According to survey results conducted by 165 people, cultural heritage have been closely related to consumer
attitudes, consumer awareness and consumer loyalty in terms of brand city market performance. The role of
cultural heritage on economic value has been found as a problematic area to be studied.

Keywords: Cultural heritage, brand city, city market performance, Sinop

12 Dr. Ogr. Uyesi, Istanbul Gelisim Universitesi, Sosyal Bilimler Enstitiisti, Isletme Anabilim dali
13 Ogr. Gor.,Sinop Universitesi, Boyabat MYO, Istanbul Gelisim Universitesi, Isletme Doktora Ogrencisi
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Kisilik Ozellikleri ile Miisterilere Etki Etme Taktikleri Arasindaki Iligki:
Giimiishane Universitesi Ogrencileri Uzerine Bir Aragtirma

Ahmet Mutlu Akytiz!4

Oz

Biyolojik ve cevresel faktorlerden evrimlesen karakteristik davranislar, bilisler ve duygusal modeller kiimesi
olarak tanimlanan kisilik, karakteristik diistinme, hissetme ve davranma modellerinde bireysel farkliliklari
ifade etmektedir. Bireyin ayirt edici karakterini olusturan o6zellik veya niteliklerin bir kombinasyonu
seklindeki tanimini en acik sekilde diger insanlarla olan etkilesimlerde bulur. Goldberg (1981) tarafindan
gelistirilen ve Kkisiligi bes temel boyutta ele alan (Disa doniiklik, Uzlasmacilik, Sorumluluk Sahibi,
Nevrotiklik, Aciklik) ve bireyleri farkli kategorilere bolmekten ziyade farkli kisilik boyutlarindaki farkl
diizeylere yerlestiren biiytik bes faktor kisilik modeli, kisilik 6zelliklerinin bir gesit smiflandirilmasidir
denebilir. Ote yandan, McFarland, Challagalla & Shervani (2006), ilgili pazarlama literatiiriinden de hareketle,
amaci pazarlama siirecinde tutundurma faaliyetlerinde gorev yapmak ve miisterileri ikna etmek olanlarin
basvurduklar1 “Miisterilere Etki Etme Taktiklerini” (Bilgi Paylasimi, Tavsiyelerde Bulunma, Tehdit Etme, S6z
Verme, Kendini Kars1 Tarafa Kabul Ettirmeye Calisma, Tesvik Edici Soylemlerde Bulunma) alt1 ana bashk
altinda toplamaktadir.

Bu calismamizda miisterilere etki etme taktiklerinin alt1 boyutunun tercih edilme diizeyinde kisilerin bes
faktor kisilik 6zelliklerini olusturan dlgegin boyutlarinin olasi etkilerinin tespit edilmesi hedeflenmektedir.
Arastirmanin drneklemi, Giimiishane Universitesi [IBF’de grenim goren ve yaslari 18 ile 25 arasinda degisen
168 tniversite dgrencisinden olusmaktadir. Arastirma igin gereken veri yiiz yiize anket yontemi ile elde
edilmis olup, verilerin analizinde SPSS Analiz programi kullanilmistir. Olgtim araglar1 olarak, McFarland,
Challagalla & Shervani (2006) tarafindan gelistirilen Etki Etme Taktikleri Olcegi ve Goldberg (1981) tarafindan
gelistirilen Bes Faktor Kisilik Ozellikleri Olgegi uyarlanarak kullanilmustir. Gegerli ve giivenilir oldugu tespit
edilen her iki ¢lgegin boyutlar: arasindaki iligkileri belirlemek amaciyla parametrik bir istatistiksel iliski
yontemi olan Kanonik Korelasyon Analizi gerceklestirilmistir. Bir setteki degiskenlerin dogrusal bilesimleri
ile diger setteki degiskenlerin dogrusal bilesimleri arasindaki korelasyonlar tizerine odaklanan
kanonik korelasyon analizi sonuglar1 incelendiginde hesaplanan mevcut 5 farkli setten sadece 1., 2. ve 3.
setlerin anlamli ¢iktig1 ve yorumlanabilecegi goriilmektedir. Anlamli ¢ikan bu her tig set igerisindeki mevcut
bagimli degiskenlere ait korelasyon katsayilari o varyasyona yaptiklari katkilari ifade etmektedir. Bu
durumda, kanonik korelasyona en biiytik katkilar incelendiginde, birinci set i¢in Disadoniikliik ve Agiklik ile
Bilgi Degisimi, Tavsiyelerde Bulunma ve S6z Verme arasinda iliski oldugu; ikinci set icin, disadontiklik ve
sorumluluk sahibi olma ile tavsiyelerde bulunma ve s6z verme degiskenleri arasinda iliski oldugu; tictincti set
i¢in ise, disadoniikliik, aciklik ve nevrotiklik ile tehdit etme ve kendini kabul ettirme degiskenleri arasinda
iliski oldugu bulunmustur.

Anahtar Kelimeler: Kisilik, Ikna, Miisterilere Etki Etme Taktikleri.

Jel Kodu: M31, M37, M39

The Relationship Between Personality Characteristics and Influence Tactics on
Consumers: An Investigation on The Students of Gumushane University

Abstract

Personality is defined as a set of characteristic behaviours, cognitions and emotional models that evolved from
biological and environmental factors. It expresses individual differences in personality, characteristic thinking,
feeling and behaviour models. It most clearly finds its definition such as “a combination of features or
attributes that make up the distinctive character of an individual”, in interactions with other people. Big five-
factor personality model, which is placing individuals at different levels in different personality dimensions
rather than dividing them into different categories, is a sort of classification of personality traits. It is developed
by Goldberg (1981) and examines the concept of personality in five basic dimensions (Extraversion,

14 Doc. Dr., Giimiishane Universitesi, ITIBF, ahmetmutluakyuz@gmail.com
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Agreeableness, Conscientiousness, Neuroticism, and Openness). On the other hand, based on the relevant
marketing literature, McFarland, Challagalla & Shervani (2006) collects the variables of the Influence Tactics
on Consumers (especially sales representatives who are aiming to engage in promotion activities and to
persuade customers in the marketing process are using) under six main headings (Information Exchange,
Recommendations, Threats, Promises, Ingratiation, Inspirational Appeals).

In this study, it is aimed to determine the possible effects of scale dimensions of the big five factor personality
traits of the individuals in their choice of six dimensions that are forming the influence tactics on customers.
The sample of the study consisted of 168 university students aged between 18 and 25, studying at Gumushane
University, Faculty of Economics and Administrative Sciences. The data required for the research were
obtained by face-to-face survey method and SPSS analysis program was used for data analysis. “Influence
Tactics Scale” developed by McFarland, Challagalla & Shervani (2006), and “Five Factor Personality Traits
Scale” developed by Goldberg (1981) were adapted and used as the measurement tools. Canonical Correlation
Analysis which is a parametric statistical relation method has been used to determine the relationships
between the dimensions of both scales which are found to be valid and reliable. When it is examined the results
of canonical correlation analysis which focuses on the correlations between the linear combinations of
variables in a set and the linear combinations of variables in the other set, it is seen that only the first, the
second and the third sets of the 5 different sets can be calculated and interpreted. The correlation coefficients
of the existing dependent variables in each of the three sets express their contribution to that variation. From
this point of view, the greatest contribution to canonical correlation is examined. For the first set, it was found
that there is a relationship between “Extraversion, Openness” and “Information Exchange, Giving Advice,
Promises”. For the second set, it was found that there is a relationship between “Extraversion, Accountability”
and “Giving Advice, Promise”; and also for the third and the last set, it was found that there is a relationship
between “Extraversion, Neuroticism, Openness” and “Threats, Ingratiation”.

Keywords: Personality, Persuasion, Influencing Tactics on Customers.
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Yesil Aklamanin Yesil Marka Degeri Uzerindeki Etkileri: Otomobil Markalar1
Uzerine Bir Uygulama

Emel Yildiz'> Ahmet Kirmizibiber?®
Oz
Piyasada bulunan her tiirlti markanin, gerceginden farkli sekilde firmalar tarafindan yesil, cevre
dostu, zararsiz gibi ibarelerle tanitilmasi veya reklaminin yapilmasi ttiketiciyi psikolojik olarak
etkilemektedir. Bu yanlis bilgilendirme tiiketicilerin gtivenine zarar vermesinin yani sira gercegi
yansitmayan ¢evresel iddialarin coklugunun bu konuda etik davranan sirketlere duyulan gtiveni de
olumsuz yonde etkilemektedir. Bu nedenle gercek cevrecilik ile sahte cevrecilik faaliyetlerinin ayirt
edilebilmesi son derece 6nemlidir.
Bu calismanin amaci, yesil aklamanin ne oldugunun anlasilmasi, ¢evre duyarliligi hakkinda
bilinglendirilmesi ve yesil aklamanin tiiketiciler igin marka degeri {izerindeki etkileri
belirlenmesidir. Arastirmanin ana kiitlesini Erzurum ili merkez Palandtken ilcesinde yasayan
Mercedes, Volkswagen, Ford, Toyota ve diger otomobil sahibi kisiler olusturmaktadir. Ornekleme
yontemi olarak tesadiifi olmayan ornekleme yontemlerinden kolayda oOrnekleme yontemi
kullanilmistir. Arastirmada veriler yiiz yilize anket yontemi kullanilarak toplanmistir. Toplam 500
anket uygulanmus; eksik, yanlis ve hatali anketlerin elenmesi sonucu 408 anket degerlemeye
almmustir. Yapilan anket neticesinde elde edilen arastirma verileri, yapisal esitlik modeli ile analiz
edilmistir. Analiz sonuglarina gore; yesil aklamanin marka degeri tizerinde negatif etkileri oldugu
belirlenmistir.
Anahtar Kelimeler: Yesil aklama, Yesil marka degeri, Yesil giiven, Yesil tatmin, Yesil algilanan
kalite, Yesil agizdan agiza iletisim

The Effects of Greenwash on The Green Brand Equity: An Application on Car
Brands

Abstract

Introducing or advertising different brands in the market in a way that is different from reality by
means of green, environmentally friendly, harmless means that it affects the consumer
psychologically. This misinformation has a negative effect on the confidence of the companies that
act ethically in this regard, as well as harming the confidence of consumers and the multitude of
environmental claims that do not reflect reality. For this reason, it is very important to distinguish
real environmentalism and fake environmental activities.

The aim of this study is to understand what greenwash is, to raise awareness on environmental
awareness and to determine the effects of greenwash on brand equity for consumers. The main mass
of the study consists of Mercedes, Volkswagen, Ford, Toyota and other automobile owners living in
the Palandoken district in the city of Erzurum. As a sampling method, easy sampling method was
used from random sampling methods. Data were collected by face to face survey method. A total of
500 questionnaires were applied; as a result of the elimination of missing, incorrect and faulty
surveys, 408 questionnaires were taken into consideration. The research data obtained as a result of
the survey were analyzed with structural equation model. According to the results of the analysis;
greenwash has a negative effect on brand value.

Keywords: Greenwash, Green brand equity, Green trust, Green satisfaction, Green perceived
quality, Green word of mouth

15 Dr. Ogr. Uyesi, IIBF, Insan Kaynaklar1 Yénetimi Boliimii, emel.yildiz@yahoo.com
16 Giimiishane Universitesi, Sosyal Bilimler Enstitiisii, kirmizibiber2585@gmail.com
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Sehir Markalagmasinda Online I¢erigin Onemi: Giimiishane Ornegi

Ali Erkam Yarar?”

Oz

Sosyal medya, igerisinde yasadigimiz dijital cagin vazgegilmez bir unsuru haline gelmistir. Oyle ki kiigiik
yastan hatta daha dogmadan ebeveynler tarafindan hesab: acilan kiictikler bile bulunmaktadir. Kullaniminin
bu denli biiytik ve yaygimn olmasi, kurumlarin hedef kitleleri vasitasiyla kuracaklari iletisimi de yeniden
bicimlendirmekte, onlar i¢in deger olusturmaktadir. Bu yenilige ayak uyduran kurumlar, rekabet kosullarinda
epeyce yol almus, tiiketicilerin zihinlerinde modern, kalic1 ve deger tasiyan bir sekilde markalasabilmislerdir.
Sehirler ve destinasyonlarda bu konuda epey yol almus, tiiketicileri olan hedef kitlelerine bu kanallarla basarilt
bir sekilde ulagsmaya galismaktadirlar. Oyle ki sosyal medya kanallar ile olusan online igerik ile onlara degerli
bilgiler sunabilmekte, avantajlar saglayabilmekte kendi markalar1 ile ilgili zihinsel kodlar
gonderebilmektedir. Bu ¢alisma, Giimiishane sehrinin ve bagl oldugu destinasyonun, var olan online ve
sosyal medya kullanimi baglaminda, sehir hakkinda olusan online icerigin, varligini, insasint ve kullanimini
icerik analizi yontemi ile kesfetmeyi amaglamaktadir. Ortaya ¢ikan ilk bulgular, bu destinasyonlarin yonetici
sayfalariin, yukarida anlatilan degerli icerige pek 6nem vermedigini gostermektedir.

Anahtar Kelimeler: Giimiishane; Sehir Markalasmasi; Sosyal Medya, Online Degerli Icerik

The Importance of Online Context in City Branding: Giimiishane Sample

Abstract

Social media has become an indispensable element of the digital age we live in. Even so, there are even young
people who have opened their accounts by their parents even before they were born. The use of social media
is reshaping the communication they will establish through the target groups of institutions. It creates value
for them. The institutions that keep up with this innovation have gone a long way in the competition
conditions and have been branded in the minds of consumers in a modern, permanent and value-oriented
manner. With online content created with social media channels, they can present valuable information to
them, deliver benefits, and send mental codes related to their brands. This study aims to explore the content
of online content about the city in the context of the present online and social media usage of Giimiishane city
and its destination through content analysis method. The first findings show that city managers do not care
much about the valuable content described above.

Keywords: Guimitishane; City Branding; Social Media; Online Valuable Content

17 Dr. Ogr. Uyesi, Necmettin Erbakan Universitesi, Sosyal ve Beseri Bilimler Fakiiltesi, aeyarar@konya.edu.tr
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Marka Degerinin Hesaplanmasinda Farkl1 Bir Yaklasim: Gelistirilmis Hirose
Yontemi

Alper Veli Cam?8, Yusuf Kalkan??, Safak Sonmez Soydas?, Seda Saglamytirek Tasdemir?!

Oz

Firmalarin satin alinmasi, birlesmesi ve halka arz edilmesi gibi finansal olaylarda, firmalarin piyasa degerinin
yaninda marka degerinin de hesaplanmasi giderek onemli hale gelmistir. Marka, misteri baghlig:
olusturmanin yaninda uzun vadede firmalara nakit akisi saglamaktadir. Bu sebeple marka degerinin gercek
degerinin hesaplanmasi 6nem arz etmektedir. Bu baglamda calismanin amact yeni bir entegre marka
degerleme modeli gelistirmektir. Calismada ozellikle finansal temelli marka degerleme {iizerinde
durulmustur. Calismanin analiz kisminda marka degerinin gelire dayal1 hesaplandig1 yontemler arasinda
hem uygulanabilirligi hem de kullandig: verilerin erisilebilirligi agisindan Hirose yontemi kullamilmistir.
Marka degerlemesi igin Brand Finans’ta ilk 100 marka arasinda yer alan Ford Otosan, Tiirk Traktor, Tofas,
Anadolu Isuzu, Karsan, Celik Motor, Otokar gibi otomotiv sirketleri secilmistir. Calismada, Hirose yénteminin
temelini olusturan sadakat, genisleme ve prestij degiskenlerine ilave olarak, beta katsayis: ve dibe uzaklik
degiskenleri kullanilmistir. Beta katsayis1 ve dibe uzaklik degiskenleri kullanilmasinin temelinde,
yatirimcilarin finansal yatirim karari alirken risk faktoriintin belirleyici olmasidir. Calisma sonucunda yeni
gelistirilen model sonuclar1 ile mevcut yontemler karsilastirilarak yorumlanmustir. Yeni gelistirilen bu model
marka degerine, gerek icsel gerekse dissal yeni bir bakis acis1 saglayacaktir.

Anahtar Kelimeler: Marka Degeri, Hirose Yontemi, Risk Yonetimi

A Different Approach to The Calculation of Brand Value: Developed Hirose
Method

Abstract

In financial events such as acquisitions, mergers and public offerings, it has become increasingly important to
calculate the brand value as well as the market value of companies. In addition to creating customer loyalty,
the brand provides long-term cash flow to the firm. For this reason, the calculation of the true value of the
brand value is important. In this context, the aim of this study is to develop a new integrated brand valuation
model. Especially financial-based brand valuation has been emphasized in the study. In the analysis part of
the study, among the methods that the brand value is calculated based on income, Hirose method was used
both in terms of applicability and accessibility of the data it uses. For brand valuation; automotive companies
such as Ford Otosan, Tiirk Traktor, Tofas, Anadolu Isuzu, Karsan, Celik Motor and Otokar were chosen among
the top 100 brands in Brand Finance. In addition to the loyalty, expansion and prestige variables which are the
basis of the Hirose method, beta coefficient and bottom distance variables are used in the study. The reason
why beta coefficient and the bottom distance variables are used is because the risk factor is determinant for
the investors in making financial investment decision. At the end of the study, the newly developed model
outcomes are compared and interpreted with the existing methods. This newly developed model will provide
a new perspective both internally and externally for brand value.

Keywords: Brand Value, Hirose Method, Risk Management

18 Doc. Dr., Giimiishane Universitesi, Isletme Boliimii, alpercam@gumushane.edu.tr

19 Ogr. Gor., Gimiishane Universitesi, Kelkit Aydin Dogan MYO, yusufkalkan@gumushane.edu.tr
20 Ogr. Gor., Giimiishane Universitesi, Kése Irfan Can MYO, safaksoydas@gumushane.edu.tr

21 Uzman, Giimiishane Universitesi, Sosyal Bilimler Enstitiisii, saglamyurekseda@gmail.com
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Reklamda Fenomen Kullanimi ve Reklam izleme Tercihi Uzerine Nitel Bir
Arasgtirma

Ayse Saritas??

Oz

[letisim kampanyalarinin amaci, markanin hedef kitleye ulasmasi ve istendik bir sekilde bu kitleyi harekete
gecirmektir. Hedef kitlenin reklami bir sekilde gérmiis ve izlemis olmasi en 6nemli faktorlerden biridir.
[letisim teknolojilerindeki gelismelerle gelinen noktada, bireyler her an mesaj bombardimania
tutulmaktadirlar. Reklamin, bu mesaj yogunlugu arasindan siyrilip, hedefe ulasmasi, goriilebilir ve izlenebilir
olmasi oldukca onemlidir. Reklam, zihinlerde imajlar olusmasii ve bdylece markanm, tiiketicinin
bilincaltinda bir yer edinmesini saglamaktadur.

Sosyal medya, kullanim oranlariin artmas: ve kullaniciya bir¢ok imkan sunmasiyla, en énemli reklam
mecralarindan biri haline gelmistir. sosyal medya fenomenleri, markalarin reklam ytizii olmaya baslamistir.
profesyonel olmayan ve bireysel ¢abalariyla sosyal medyada yaptig1 paylasimlarla, begeni ve takipgi sayisini
artiran kullanicilara, micro tinlii ya da fenomen denilebilir. Sosyal medyada reklamlarin genellikle gegilebilir
olmasi ise reklamin izlenme ihtimalini azalmaktadir. Bu baglamda bu ¢alismada, sosyal medya kullanan ve
fenomen takibi yapan tiiketicilerin, marka tarafindan yapilan reklam ile fenomenlerin yaptig1 reklama kars1
tutumlarinda (reklamu izleme tercihi noktasinda) bir farklilik olup olmadig: ortaya konulacaktir. Bu amagla,
sosyal medyay1 en ¢ok kullanan yas grubu olarak 16-24 yas arasindaki katilimcilarla, derinlemesine goriisme
yontemi ile sosyal medya reklamciliginda fenomen kullaniminin, reklamin izlenme tercihi arasindaki iligki
arastirilacaktir.

Anahtar Kelimeler: Sosyal Medya, Fenomen, Reklam.

A Qualitative Research on Use of Micro Celebrity in Advertising and Ad
Tracking Preference

Abstract

The aim of communication campaigns is to reach the target audience of the brand and to mobilize this audience
in terminal. One of the most important factors that the ad has seen and watched by the target audience. At
the point with advances in communication technologies, individuals are being bombarded with messages at
any moment. it is very important that the advertisement be removed from this message density, reach the
target, be visible and traceable. Advertising enables images to be formed in the minds, thus allowing the brand
to acquire a place in the subconscious of the consumer.

Social media has become one of the most important advertising channels, with increased usage rates and
enable to many possibilities for the user. Social media phenomena have begun to be the advertising face of
brands. Users who are unprofessional and individual efforts to share with the social media, so that increase
the number of likes and followers, micro-celebrity or phenomenon can be called. The ads are generally
switchable on social media, the chances of the ad being watched are reduced. In this context, this study will
reveal whether consumers who use social media and follow phenomena have a difference in their attitudes
towards advertising (phenomenon of advertisement watching) by the ads made by the brand and micro
celebrity. For this purpose, an in-depth interview will be held with the participants aged 16-24 who use social
media the most. The relationship between the use of phenomena in social media advertising and the
preference of advertising to be watched.

Keywords: Social Media, Micro Celebrity, Advertising.

2205“;1‘. Gor., Eskisehir Osmangazi Universitesi, Sanat ve Tasarim Fakiiltesi, Gorsel Iletisim Tasarimi Bolimdi,
saritasayse@hotmail.com
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Gorsel Tasarim Ogelerinin Marka Hatirlanirligina Etkisi

Bilge Caglar®, Akin Ay 2

Oz

Tasarim, giinimiizde hemen her alanda yer edinmis ¢nemli bir olgudur ve bircok dalda kullanilmaktadar.
Herhangi bir mesaji hedef kitleye iletmede siklikla gorsel tasarim ogelerinden yararlanilmaktadir. Slogan,
logo, fotograf, illiistrasyon, renk, baslik ve altbaslik gibi 6geler reklam iletisiminde, hedef kitlenin sunulan
hizmeti ya da iirtinii daha iyi algilayabilmesi i¢in kullamlan gorsel 6gelerdir. Ozellikle giiniimiizde artan
rekabet ortaminda sirket ve markalar kendi tirtinlerini digerlerinden bir adim one ¢ikarmak, akilda
kaliciliklarmi  artirmak ve satin alma istegini harekete gecirmek icin bu o©gelerin giiciinden
yararlanmaktadirlar. Gorsel tasarim 6geleri, bir firma veya markanin taninirligi ve algilanmasi: konusunda da
oldukca onemlidir. Markalar, tirtinlerini gesitli sembollerden ve sekillerden yararlanarak rakiplerinden
ayirmay1 hedefler. Bu baglamda yapilan arastirmada markanin rakiplerden farkli kilimabilmesinde gorsel
tasarim Ogelerinin etkisi, bu 6gelerin markaya sagladig: katki ve marka hatirlanirhigindaki rolii incelenmeye
calisilacaktir. Arastirmanin yonteminde deneklere anket sorular1 yoneltilerek belirlenen markalarin gorsel
tasarim ogelerinden biri olan amblemler gosterilecek ve bu amblemler dogrultusunda, markanin hatirlanirlik,
begenme ve cagrisim diizeyleri saptanmaya ¢alisilacaktir.

Anahtar Kelimeler: Tasarim, gorsel tasarim, marka, marka imaji, marka sadakati, markalasma.

Effects of Visual Design Items on Brand Recall

Abstract

Design is an important fact that has taken place in almost every field today and it is used in many branches.
Visual design elements are often used to convey any message to a target audience. Items such as slogans,
logos, photographs, illustrations, colors, titles, and subtitles are visual elements used in advertising
communication so that the target audience can better perceive the service or product being served. Especially
in today's increasingly competitive environment, companies and brands are taking advantage of these items
to make their products a step ahead of others, to increase their retention and to motivate their purchasing
desires. Visual design elements are also very important for the recognition and perception of a firm or brand.
Brands aim to distinguish their products from their competitors by using various symbols and shapes. In this
context, the research will try to distinguish the brand from the competitors in terms of the influence of the
visual design elements, the contribution of these items to the brand and the role of brand recall. In the method
of the survey, questionnaires are asked to the subjects and the emblems which are one of visual design
elements of the determined brands will be displayed and in the direction of these emblems, the brand will try
to determine the recall, liking and association levels.

Keywords: Design, visual design, brand, brand image, brand loyalty, branding.

2 Dr. Ogr. Uyesi, Gtimiishane Universitesi Iletisim Fakiiltesi, Gazetecilik Bolimii
24 Ogr. Gor., Amasya Universitesi Merzifon MYO, Basin Yayin programi
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Sehir Markalagsmasi: Giimiishane’nin Cocuk Dostu Sehir Insasina Yonelik Yerel
Yonetim Paydaslar1 Uzerine Bir Arastirma2

Birgtil Tasdelen26, Merve Giil Kahraman?’

Oz

Sehirler, medeniyetlerin sekillendigi yasam alanlaridir. Iginde bulundugumuz kiiresellesme ¢ag, bu alanlar
degismeye zorlamaktadir. Bu degisim stirecinde sehirlerin varliklarini siirdiirebilmeleri igin markalasarak
farkliliklarini pazarlamas: 6nemlidir. Guintimiizde sehirlerin diinya pazarinda tiiketici, yatirimci, turist gibi
bircok unsurda paylarini arttirmalari, ulusal ve uluslararas: arenada kendilerine deger katacak bir imaj
olusturma ve markalasma calismalarina basladiklar: goriilmektedir. Sehirler marka sehir olmak adina medya
ve diger iletisim kanallarini kullanilarak rekabet ortaminin getirdigi tiim yenilik ve degisimleri uygulamaya
calisan bir stireg icindedir. Ancak sehir diizenlemesi gibi bir¢ok konuda toplumun en kiictik yap: tast olan
cocuk etkeni goz 6niine alinmamaktadir. Oysaki ¢cocuk, bir sehrin niifusu iginde g6z ard: edilemeyecek kadar
fazla bir gruptur. Bu baglamda sehirlerin ¢ocuk etkenini goz oniinde bulundurmasi, sehir yonetimlerinin
¢ocuk kavramini dikkate alarak, cocuk haklarini bilen ve uygulayan, ¢ocuk dostu bir sehir insasini gelistirmesi
gerekmektedir. Cocuk dostu sehir olmak; sehrin gocuklarin katilimini saglayan bir yapi, hukuki diizen, cocuk
haklar ile ilgili biling olusturma, giivenli oyun alanlarmin olusumu, ulasimdan sokak ve caddelerde ki
cocuklarin kullanim alanlarina kadar yapilara sahip olmay1 igermektedir. Cocuklara sunulan hijyenik
ortamlar g6z ontine alinmakta, saglik kosullari, sehrin icme suyu, sehirde yasanan ¢ocuk salginlar ve hastalik
diizeyleri de cocuk dostu sehir olmak adina bakilan unsurlardir. Yine gocuklar: siddetten uzak tutmaya galisan
ve bunu saglayan sehirler cocuk dostu olarak nitelendirilebilmektedir (unicef.org.tr). Bu kriterler baglaminda
bu calisma, sehir markalasmasi kavramina deginilerek, ¢ocuk dostu sehir olmanin sehir markalasmasi
agisindan Giuimiishane’ye ne gibi katkilar saglayacagini ortaya koymay1 amaglamaktadir. Bu nedenle sehrin
cocuk dostu olarak insa edilmesinde en 6nemli etken olan sehrin yerel yonetim paydaslar ile nitel arastirma
yontemlerinden yar1 yapilandirilmis goriisme teknigi ve yerel yonetim kurumlariin konu kapsaminda ilgili
yoneticilerine nicel arastirma yontemlerinden anket yontemi uygulanarak verilerin ortaya konulmast
amaclanmaktadir. Arastirma kapsaminda orneklem olarak segilen gruplara gortisme yontemi kapsaminda
calisma ile ilgili sorular yoneltilecektir. Yerel yonetim kurumlarina yapilan gériismelerden elde edilen veriler
N ViVO programinda goziimlenecektir. Nicel analiz kisminda, anket uygulamasi arastirmasindan elde edilen
veriler SPSS (Statistical Packages for the Social Sciences) uygulamasi ile yapilarak, veri analizleri
degerlendirilecektir.

Anahtar Kelimeler: Cocuk Dostu, Sehir imajl, Sehir Markalasmasi, Paydaslar, Yerel Yonetimler

City Brand: A Study on Gumushane's Local Government Payments for Child-
Friendly City Building

Abstract

Cities are living spaces shaped by civilizations. The epoch of globalization we are in is forcing these areas to
change In this process of change, it is important for cities to market their differences in order to sustain their
assets. Nowadays, it is seen that cities are increasing their share in many factors such as consumers, investors
and tourists in the world market, and they are starting to create an image and branding that will add value to
them both nationally and internationally. Cities are in a process of applying all the innovations and changes
brought about by the competitive environment by using media and other communication channels in order
to become a brand city. However, in many respects such as city regulation, the child influence which is the
smallest building stone of the society is not taken into consideration. The child, on the other hand, is too large
to be ignored in the population of a city. In this context, cities need to consider the child factor and city

2 Bu ¢alisma Merve Giil Kahraman'in Yiiksek Lisans tezinden hazirlanmistir

26 Dr. Ogr. Uyesi, Giimiishane Universitesi, iletisim Fakiiltesi, birgultasdelen@gmail.com

27 Giimiishane Universitesi, Sosyal Bilimler Enstitiisti, Halkla Iliskiler ve Tanitim Anabilim Dal1 Yiiksek
Lisans Ogrencisi, mervegulkahraman@gmail.com

18




International Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korg-esi

administrations need to develop a child-friendly city construction that knows and applies children's rights,
taking into consideration the concept of children. Being a child friendly city; a structure that provides
children's participation in the city, a legal order, awareness of children's rights, the formation of safe
playgrounds, and the possession of children from the streets and streets. The hygienic environment presented
to children is taken into consideration, health conditions, drinking water of the city, outbreaks of children
living in the city and levels of disease are also considered as being children friendly cities. Cities that try to
keep children away from violence and that provide them can be described as child friendly (unicef.org.tr). In
the context of these criteria, this study aims to reveal what kind of contributions will be made to Giimiishane
in terms of city branding by being child friendly city, by referring to the concept of city branding. For this
reason, it is aimed to introduce semi-structured interview technique from the local government stakeholders
of the city, which is the most important factor in constructing the city as a child friendly city, and to put the
data by applying questionnaire method to quantitative research methods to relevant managers within the
scope of the subject. Within the scope of the research, questions about the study will be directed to the selected
groups as the sampling method. The data obtained from the interviews with the local government institutions
will be analyzed in the NVVO program. In the quantitative analysis part, the data obtained from the
questionnaire survey will be evaluated with SPSS (Statistical Packages for the Social Sciences) application and
the data analysis will be evaluated.

Keywords: Child Friendly, Urban Image, City Branding, Stakeholders, Local Governments
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Tiirkiye’de Markalarin Sosyal Medya Kullanimz1: Instagram Paylasimlar1 Uzerine
Bir Inceleme

Burak Tiirten28, Caner Ozarslan2?

Oz

Teknolojide yasanan gelismelerin, ekonomik ve sosyal alanlarda birgok degisimi beraberinde getirdigi
bilinmektedir. Gelisen teknoloji ile birlikte toplumun tim kesimleri tarafindan kullanilabilen internet de
giinliik yasamin bir parcasi haline gelmistir. Internetle birlikte kullanimi yayginlasan sosyal medya araclari
yeni iletisim bigimlerini ortaya ¢ikarmistir. Sosyal medya araglari, tiretici ve tiiketici arasindaki iletisimsel
mesafenin ortadan kalkmasina neden olmustur. Bu nedenle Instagram, Facebook ve Twitter gibi sosyal medya
platformlarinda, hedef kitle ile dogrudan iletisim kurulabilmesi markalarin énemsedigi bir durum haline
gelmistir. Bu onemden dolay1 markalar, sosyal medya araglarindaki faaliyetleri igin sektorel ajanslarla isbirligi
yapmakta ve Ozel iletisim stratejileri gelistirmektedir.

Bu calismada, Tiirkiye'nin en degerli markalarinin sosyal medya araglarindan biri olan Instagram
platformunda yaptig1 paylasimlar incelenmektedir. Brand Finance kurumunun yapmis oldugu arastirmada,
2018 yilinda Tuirkiye nin en degerli 10 markasi olarak belirlenen “Tiirk Hava Yollari, Ttirk Telekom, Turkcell,
Akbank, Garanti Bankasi, Ziraat Bankasi, Is Bankasi, Arcelik, Yap1 Kredi Bankas1 ve Ford Otosan” markalar:
arastirmanin 6rneklemini olusturmaktadir. Calismada Tiirkiye'nin en degerli 10 markasinin 1-31 Agustos 2018
tarihleri arasinda yapmis olduklar: toplam 121 Instagram paylasimi incelenmektedir. Arastirmada, en degerli
10 markanin yapmus oldugu paylasimlarin, bigimsel ve iceriksel ozeliklerinin ortaya konmasi
amagclanmaktadir. Markalarin yapmis olduklar1 paylasimlarda kullandiklar: mesaj stratejileri, hashtag, ikon,
karakter, tirtin ya da hizmet bilgisi kullanimi1 gibi 6zellikler icerik analizi yontemiyle incelenmektedir. Bu
noktadan hareketle arastirmada 14 tema (kategori) ve 152 kavram (kod) ile veriler kodlanmistir. Kodlanan
veriler dogrultusunda Instagram paylasimlarinin, bicimsel ve igeriksel yonleri ortaya konmaktadir. Arastirma
sonucunda cikan veriler, markalarin Instagram kullanimlar1 arasindaki farkliliklar: ¢oztimlemekle birlikte
farkli markalar i¢in de yol gosterici bilgi 6zelligi tasimaktadir.

Anahtar Kelimeler: Marka, Sosyal Medya, Instagram, Instagram Paylasimlar1

In Turkey Brands Use of Social Media: A Examination on Instagram Shares

Abstract

It is known that the developments in technology bring about many changes in economic and social fields. The
Internet, which can be used by all segments of society together with the developing technology, has become a
part of daily life. Social media tools, which have become widespread use thanks to Internet, uncovered new
forms of communication. Social media tools has eliminated the communicative distance between producer
and consumer. Therefore, on social media platforms such as Instagram, Facebook and Twitter, it has become
a matter of importance for brands to be able to communicate directly with the target group. Due to this
importance, brands cooperate with sectoral agencies for their activities in social media tools and develop
special communication strategies.

In this study, has examine his shares on Instagram platform that be one of the social media tools of the Turkey's
most valuable brands. In research make by Brand Finance institution, it is that has identified as the 10 most
valuable brands of Turkey in 2018 “Turkish Airlines, Turk Telekom, Turkcell, Akbank, Garanti Bankasi, Ziraat
Bankasi, Is Bankasi, Arcelik, Yap1 Kredi Bankasi ve Ford Otosan” brands constitute the sample of the research.
In study, Turkey's most valuable 10 brands in the dates 1-31 August 2018 that they have made total 121
Instagram sharings is examine. In research, it is aimed to reveal the formal and contextual features of the shares
made by the 10 most valuable brands. The message strategies used by brands in their sharing, features such
as hashtag, icon, character, product or service information has examine by content analysis method. With this
perspective in study, 14 themes (categories) and 152 concepts (codes) with datas were coded. According to the
coded data the formal and contextual aspects of Instagram shares are put forward. Data obtained as a result

28 Giimiishane Universitesi Iletisim Fakiiltesi Dr. Ogretim Gorevlisi, burakturten@gmail.com
2 Giimiishane Universitesi Sosyal Bilimler Enstitiisii Yiiksek Lisans Ogrencisi, ozarslancaner@gmail.com
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of research, while analyzing the diversitys between the Instagram uses of brands, it also provides guiding
information for different brands.
Keywords: Brand, Social Media, Instagram, Instagram Sharings
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BRICS Ekonomileri ve Tiirkiye Ekonomisinin Karsilastirilmasi: TOPSIS Temelli
Ekonomik Performans Degerlemesi

Canser Boz 30, Muhlis Ozdemir3!, Emrah Onder32

Oz

Ekonominin zaman iginde veya diger ekonomilere gore performansini degerlendirmek gerek o tilkede
uygulanan ekonomi politikalariin etkinligini gérme, gerek ekonomiyi etkileyen énemli dissal degiskenleri
analiz etme, gerekse uluslararasi ya da zamanlar arasi karsilastirmalar yapabilme gibi nedenlerle siklikla
calisiilmaktadir. Bu galismanin da temel amact 2006-2016 yillar1 arasinda Tiirkiye ekonomisi ile BRICS
tilkelerinin ekonomik performansini karsilastirmaktir. BRICS terimi, Brezilya, Rusya, Hindistan, Cin ve Giiney
Afrikanin ekonomilerini kastetmek icin kullanilir. Ekonomileri son yillarda yiiksek hizda biiyiiyen tilkeler
olan BRICS iilkeleri diinya GSYH nin yaklasik dortte birini tiretmektedirler. Ekonomik performans tek degil,
bircok gostergeye bakarak olgiiltir. Calismada birden fazla degiskeni tek bir 6l¢iime indirgeyerek daha genis
perspektifte ekonomik performans analizi yapilmasina imkan veren Cok Kriterli Karar Verme Tekniklerinden
TOPSIS uygulanacaktir. Bu sayede birden fazla iilke igin birden fazla degisken yardimi ile ekonomik
performans analizi gerceklestirilecektir. Calismada kullanilan makroekonomik degiskenler toplam yatirim,
gayri safi milli hasila, enflasyon orani, ortalama tiiketici fiyatlary, mal ve hizmet ithalat hacmi, mal ve hizmet
ihracat1 hacmi, issizlik orani, genel kamu gelirleri, genel kamu toplam harcamalari, genel kamu briit borglari,
cari islemler dengesi, gayri safi milli tasarruftur. Calismanin sonuglar1 Tiirkiye ekonomisinin son 11 yildaki
performansinin zaman igindeki degisimini gorme ve son yillarda ekonomileri gelisen BRICS diilkeleri ile
Tiirkiye ekonomisini kiyaslama agisindan 6nemli ¢ikarimlar saglamamiza yardimci olacaktir.

Anahtar Kelimeler: BRICS, Tiirkiye, Ekonomi, Performans, TOPSIS

BRICS Economies vs Turkish Economy: TOPSIS Based Economic Performance
Evaluation

Abstract

The economic performance is often studied for reasons such as evaluating its performance over time or
according to other economies, seeing the effectiveness of economic policies implemented in that country,
analyzing key external variables that affect the economy, and making international or timely comparisons.
The basic aim of this study is to compare the economic performance of Turkey's economy with the BRICS
countries between the years 2006-2016. The BRICS term is used to refer to the economies of Brazil, Russia,
India, China and South Africa. BRICS countries, whose economies have grown at high speed in recent years,
are producing about a quarter of world GDP. Economic performance is measured by looking at many
indicators, not just one. TOPSIS will be applied from the Multiple Criteria Decision Making Techniques, which
allows for the analysis of economic performance in a broader perspective by reducing one measure from
multiple variables in the study. In this way, economic performance analysis will be carried out with the help
of more than one variable for more than one country. Macroeconomic variables used in the study are total
investment, gross national savings, inflation, average consumer prices, volume of imports of goods and
services, volume of exports of goods and services, unemployment rate, general government revenue, general
government total expenditure, general government gross debt, current account balance, gross domestic
product. Results of the study will be useful for seeing the performance of Turkey’s economy in the last 11 years
and will help us to provide important implications for benchmarking Turkey's economy with the emerging
economies of the BRICS countries last year.

Keywords: BRICS, Turkey, Economy, Performance, TOPSIS
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Marka Spor Kuliipleri Sahada Degil Sosyal Medyada Kazanir: Dort Biiyiiklerin
Sosyal Medya iletisimleri Uzerine Bir Arastirma

Cudi Kaan Okmeydan
Oz
Turkiye'nin 6zellikle futbolda biiytiik basarilar elde eden ve biiytik taraftar kitlelerine sahip olan kuliiplerinin
literatiirdeki marka tanimlarindan yola ¢itkarak birer marka olduklar: soylenebilmektedir. Marka; bir isim,
isaret, sembol veya hepsinin bir birlesimi olarak satic1 veya hizmet sunanlarin tirtinlerini tanitmasi ve rakipler
arasinda farklilik yaratmasi olarak tanimlanmakta ve tiim bunlarin dtesinde duygusal bir kazang olarak kabul
edilmektedir. Tuirkiye'deki biiyiik kultipler ise sembolleri, logolari, sloganlari, iletisim ¢alismalar1 ve sahip
olduklar1 magaza zincirleri ile gercek birer markadir.
Bu calisma “boomsocial”in 2018 gtincel verilerine gore Facebook ve Twitter’da en gok takipgisi sayisina sahip
dort spor kuliibtintin sosyal medyay1 kullanma ve takipgileriyle iletisim kurma pratiklerini ortaya koymay
amaclamaktadir. Bu baglamda, her iki sosyal medya ortaminda da en ¢ok takipgi sayisina sahip olan
Galatasaray, Fenerbahce, Besiktas ve Trabzonspor spor kuliiplerinin sosyal medya hesaplarina niceliksel ve
niteliksel igerik analizi yapilacaktir. Boylece kuliiplerin sosyal medya kullanma amaglari, paylasim icerikleri
ve takipgileriyle kurduklar1 diyalogun diizeyi belirlenecektir. Bu noktadan hareketle arastirma kapsamindaki
dort spor kultibtintin birer marka olarak sosyal medya ortamlar: tizerinden yiirtittiikleri halkla iliskiler
uygulamalarimin Grunig ve Hunt'un tarihsel gelisim sirasina gore ortaya koyduklar: dort halkla iliskiler
modelinden hangisi ile ortiistiigli saptanacaktir.
Anahtar Kelimeler: Marka, Sosyal Medya, Halkla Iliskiler, Halkla Iliskiler Modelleri

Brand Sports Clubs Win in Social Media Not in Stadium: A Research on Social
Media Communications of Four Big Clubs

Abstract

Turkey’s sports clubs, which have achieved great success in football and have large fans, can be said to be a
brand, based on brand definitions in the literature. The trademark is defined as a name symbol or a
combination of all, identifying the products of vendors or service providers and differentiating between
competitors, and it is considered to be an emotional gain beyond all of this. The big clubs in Turkey are a real
brand with their symbols, logos, slogans, communication works and their store chains.

This study aims to demonstrate the practice of using social media and communicating with its followers of
four sports clubs with the highest number of followers on Facebook and Twitter, according to “boomsocial”s
2018 current data. In this context, quantitative and qualitative content analysis of the social media accounts of
Galatasaray, Fenerbahce, Besiktas and Trabzonspor sports clubs, which have the highest number of followers
in both social media platforms will be made. Thus, the aim of the clubs to use social media, sharing content
and the level of dialogue with their followers will be determined. From this point of view, it will be determined
that which of the Grunig and Hunt’s four Public Relations models have seen on sports clubs social media
accounts.

Keywords: Brand, Social Media, Public Relations, Public Relations Models

3 Ars. Gor., Yasar Universitesi, Iletisim Fakiiltesi, Halkla Iliskiler ve Reklamciik Boliimii,
cudi.okmeydan@yasar.edu.tr

23




International : Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korg-esi

Kayseri’de Yasayanlarin Sehir Marka Algilamalar:

Nilsun Sariyer?, Didem Altun3

Oz

Sehir markasi, kentin diger kentlerden farklilasmasini amaglar. Kentin baskin ve ayirt edici 6zellikleri ortaya
konularak sehirde yasayanlarla birlikte arti deger yaratilmaya ugrasilir. Sehre yonelik yatirimlar tesvik
edilerek ekonomik katki elde edilmeye calisilir. Boylece sehrin ortak hafizasi olusturularak sehrin
tanmirhigimin arttirilmasi hedeflenir. Goriilduigii gibi sehirlerin markalasmasinda ¢nemli unsurlardan biri,
sehirde yasayanlardir. Sehirde yasayanlar, sehri nasil algillamaktadirlar? Bu konuda yapilan galismalar
incelendiginde sehir marka kisiligi kavrami karsimiza ¢ikmaktadir. Marka kisiligi, insani ozelliklerin
markayla iligkilendirilmesi olarak tanimlanmaktadir. Bu durumda sehrin marka kisiligi, sehir ile insani
ozelliklerin eslestirilerek markayla iliskilendirilmesi olarak ifade edilebilir. Bu ¢calismada tiiketicilerin icinde
yasadiklar1 sehri, insani ¢zelliklere gore degerlendirdiklerinde nasil konumlandirdiklar1 belirlenmeye
calisilmistir. Baska bir deyisle vatandaslar kendi sehirlerini nasil algilamaktadirlar sorusuna cevap aranmistir.
Bununla birlikte farkli demografik ozelliklere sahip olan vatandaslar, sehri farkli kisilik ozellikleriyle
degerlendirip degerlendirmedikleri tespit edilmistir. Ayrica arastirmada ayni sehirde farkli siirede
yasayanlar, sehri farkli marka kisilik ¢zellikleri ile mi algilamaktadirlar sorusunun cevabi verilmistir. Bu
amagclar1 gerceklestirmek igin Kayseri merkezde yasayan 504 vatandas ile ytizytize anket yapilmistir. Anket
formu hazirlanmirken Aaker'mm marka kisilik olgegi kullanilmistir. Verilerin toplanmasinda kullanilan
ornekleme yontemi, tesadiifi ornekleme yontemlerinden katmanlarina gore orneklemedir. Verilerin
analizinde faktor analizi ve ayirma analizi kullanilmistir. Arastirma sonucunda Kayseri merkezinde yasayan
tiiketicilerin bes farkli boyutta (samimiyet, etkileyici, yetkin, sosyal ve coskulu) sehri konumlandirdiklari
saptanmistir. Medeni durum ve sehirde yasama siiresi, sehrin marka kisilik boyutlarini farklilastirmaktadir.
Arastirma zaman ve maliyet nedeniyle belli bir bolgede yapilmistir bu nedenle genellestirilemez. Ancak
arastirma sonuclarmin o6zellikle sehir markalar1 ve tiiketicilerin sehri algillanmasi icin uygulamaci ve
teorisyenlere yol gosterici oldugu diistintilmektedir.

Anahtar Kelimeler: Sehir Markasi, Marka Sehir, Sehir Pazarlamasi, Marka Kisiligi

City Brand Perceptions of the Living in Kayseri

Abstract

The city brand aims to differentiate the city from other cities. While the city is been put forth the dominant
and distinctive features, it is tried to create surplus value with those living in the city. It is deal to obtain
economic contribution by encouraging investment towards city. Thus, it is aimed to increase the recognition
of the city by creating a shared memory of the city. As you can see, one of the important factors in the branding
of cities has been the people living in the city. How do people living in the city perceive the city? When the
studies done on this subject are examined, the concept of city brand personality is comes out. Brand personality
is defined as associating human characteristics with brand. Thus situated, the brand personality of the city can
be expressed as being associated with the brand by matching the city with human characteristics. In this study,
it was tried to determine how people perceive the city they live in according to their human characteristics. In
other words, the answer has been sought for how citizens perceive own city. However, citizens with different
demographic characteristics have been also assessed whether city has different personality traits. In addition,
it is answered whether people living in different time in the same city perceive different brand personality
characteristics. In order to achieve these goals, it was conducted with 504 citizens living in the center of Kayseri
by survey. When it is preparing the questionnaire, it was used the brand personality scale of Aaker. Sampling
method used for collecting data is sampled according to stratifiedof random sampling methods. Factor
analysis and separation analysis were used in the analysis of the data. As a result of the research, it was
determined that the consumers living in the center of Kayseri are perceived five city brand dimensions
(sincerity, impressive, competent, social and enthusiastic). Also the marital status and the duration of life were

34 Dog. Dr., Mugla Sitk1 Kogman Universitesi, nilsunsariyer@yahoo.com
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have been differentiated the city brand personality. The research was made in a certain region because of time
and cost and therefore can not be generalized. However, it is thought that the results of the research are

guiding the practitioners and the theoreticians especially for the city brands and the consumers perception of
the city.

Keywords: City Brand, Brand of City, City Marketing, Brand Personality.
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City Brand Concept and Brand City Perception of Edirne Residents

Ebru Onurlubas?®*, Dursun Yener3”

Abstract

The concept of city marketing or brand city concept that has been increasing rapidly in recent years in
marketing literature, is defined as all activities carried out to transform people's lives into attractive life centers
that they want to live, work, invest, study and visit, instead of perceiving a particular city as an ordinary
settlement in the mind of the target population by using brand strategy and techniques. When marketing
literature is examined, it is seen that many academic studies have been carried out in order to market many
cities in our country, although the world has many important cities. Edirne is one of the important cities of
our country in terms of history, culture and tourism. The city, which was the capital of the Ottoman Empire,
is home to symbolic buildings that have caused many people to visit the city. The aim of this study is to explain
the concept of city marketing and its historical development, as well as to determine the opinions of the people
living in Edirne. For this purpose, data will be collected from 500 people in total with the research form
prepared based on the variables included in the city brand index of Anholt. The data will be analyzed through
the SPSS program with the necessary statistical tests and the opinions of Edirne residents on the marketing of
the city they reside in will be determined.

Keywords: City, Brand, Brand City, City Marketing, Anholt

Sehir Markas1 Kavrami ve Edirne Sakinlerinin Marka Sehir Algis1

Oz

Pazarlama literatiirtinde son yillarda énemi hizla artan bir kavram olarak sehir pazarlamasi veya marka sehir
kavrami, marka strateji ve tekniklerinden yararlanarak belirli bir sehrin hedef kitle zihninde siradan bir
yerlesim yeri olarak algilanmasi yerine, insanlarin yasamlarini devam ettirmek, calismak, yatirnm yapmak,
egitim almak ve ziyaret etmek isteyecekleri cazibe yasam merkezlerine dontstiiriilmesi igin ytrtitiilen tiim
faaliyetler olarak ifade edilmektedir. Pazarlama literatiirii incelendiginde gerek diinyanin bir¢ok énemli sehri
gerekse de tilkemizde yer alan bircok sehrin pazarlanmasina yonelik olarak bircok akademik calisma
gerceklestigi gortilmektedir. Edirne sehri de tarihi, kilttirel ve turizm yoniinden tilkemizin ©nemli
sehirlerinden biridir. Osmanli Devleti doneminde baskentlik yapmis olan sehir pek ¢ok insanun sehri ziyaret
etmesine sebep olan simgesel yapilara ev sahipligi yapmaktadir. Bu ¢alismanin amaci sehir pazarlamasi
kavramimi ve tarihsel gelisimini agiklamak, ayrica Edirne ilinde yasayan insanlarin yasadiklar1 sehirle ilgili
diistincelerini tespit edebilmektir. Bu amagla Anholt'un sehir markasi endeksinde yer alan degiskenleri temel
alarak hazirlanmis ve kapali uclu sorulardan olusan arastirma formu ile toplam 500 kisiden veri toplanacaktr.
Elde edilen veriler SPSS programi aracilig1 ile gerekli istatistiksel testler ile analiz edilecek ve Edirne halkinin
ikamet ettikleri sehrin pazarlanmasi konusundaki fikirleri belirlenmis olacaktir.

Anahtar Kelimeler: Sehir, Marka, Marka sehir, Sehir markasi, Anholt
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Sehir Markas1 Kavrami ve Tiirkiye'de Son On Yilda $Sehir Markas1 Kavram
Uzerine Bir Literatiir Taramasi

Dursun Yener38, Ebru Onurlubag?®®

Oz

Sehir pazarlamasi kavrami pazarlama literatiiriinde 6nemli ¢alisma konularindan biridir. Son yillarda tarihi,
kiiltiirel ve dogal zenginliklere sahip olan hemen her sehir, sahip oldugu bu kaynaklar1 hem sehirlerinin
tanitimi hem de ekonomik olarak kazang elde etmek icin pazarlama faaliyetlerine yonelmislerdir. Tiirkiye hem
tarih, hem kiiltiirel hem de dogal kaynaklar acisindan zengin bir¢ok sehir bulunmaktadir. Bu amagla bir¢ok
sehir, marka sehir haline gelebilmek igin cesitli faaliyetler yiiriitmektedir. Bu faaliyetlere devlette gesitli
sekillerde destek saglamaktadir. Tim bu uygulama faaliyetlerinin yani sira sehir markast kavramu ile ilgili
olarak yapilan akademik ¢alismalarin sayisinda da hizli bir artis goriilmektedir. Bu ¢alismanin amact da son
on yi1l igerisinde yayinlanan ve Tiirkiye'nin farkli sehirleri ile ilgili olarak markalasma konularini inceleyen
akademik yayinlarin taranarak gerek kullandiklar1 degiskenler, gerekse de arastirma stirecinde kullandiklar:
yontemler acisindan bir siniflandirma yapabilmektir. Ayrica yapilan akademik ¢alismalarin bolgesel olarak
dagilimi ve hangi sehirleri kapsadig1 belirlenerek Tiirkiyenin sehir markasi haritast olusturulacaktir. Bu
amagla belirlene tarih araliklar1 dikkate alinarak cesitli akademik veritabanlarindan konu ile ilgili makaleler
taranacaktir.

Anahtar Kelimeler: Sehir, Marka, Marka Sehir, Sehir Pazarlamasi, Tuirkiye

The Concept of City Brand and a Literature Survey on the Concept of City Brand
in Turkey over the Last Decade

Abstract

The concept of city marketing is one of the important study subjects in marketing literature. In recent years,
almost every city, which has historical, cultural and natural riches, has turned these resources into marketing
activities to gain both the promotion of their cities and their economic gain. Turkey has many cities which are
rich in history, cultural and natural resources. For this purpose, many cities carry out various activities in order
to become a brand city. These activities are supported by the state in various forms. In addition to all these
application activities, there is also a rapid increase in the number of academic studies on the concept of city
brand. The aim of this study is to scan the academic publications published in the last ten years and examine
branding issues related to different cities of Turkey and to make a classification in terms of the variables used
and the methods used in the research process. Furthermore, the regional distribution of the academic studies
and the cities covered will be determined and a map of Turkey's city brand will be created. For this purpose,
the articles related to the subject will be searched from various academic databases taking into consideration
the date ranges determined.

Keywords: City, Brand, Brand City, City Marketing, Turkey

3 Dog. Dr. Istanbul Medeniyet Universitesi, SBF Isletme Boliimii, Uretim Yonetimi ve Pazarlama ABD,
dursun.yener@medeniyet.edu.tr

39 Dr. Ogr. Uyesi, Trakya Universitesi, Kesan Yusuf Capraz Uygulamali Bilimler Yiiksekokulu, Uluslararasi
Ticaret Boliimii, ebruonurlubas@trakya.edu.tr

27




International : Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korg-esi

Brand Identity at The Point of Interaction Between Brand and Interior Design

Ecehan Kivilcim40

Abstract

In today’s world, the communicative dimension of brand has become more important than before and brands
are offering more than shopping. By presenting a comprehensive and unique identity, brands invite people to
the world of themselves and communicate them on a specific line. In exhibition spaces, museums, retails,
offices or in any brand-relevant space, brands have started to play huge role on architectural stage and brand
identity has become a part of interior design strategy by donoring set of guidelines and offering certain themes
and concepts.

Interior is the informative of direct representation of a brand and invite people to have initial tactile experience.
It is a living intersection between a brand and peoples so its importance and influences are unquestionable.
The strategic use of brand identity in interior design deduces a design language and principles, creates a
unique atmosphere and produce a specific experience. The concept of brand identity constitutes the main
design philosophy and determine the distinctive guidelines for interior design. It is the important conceptual
component in design process to characterise the overall space and reflect the brands” essence. It provides both
physical and emotional engagement between brands and people.

The study attempts to highlight the interior design principles based on brand identity. It is based on case
studies, field observation and other data-gathering methods as well as review literature. A wide discussion of
related books, journals, articles and reports, in addition to direct experience and purposeful observation direct
the study. Regarding this research, it can be said that brands bring additional creative and emotional values
to people with their brand-relevant spaces and at this point, the interaction between interior design and brand
identity has a capital importance in communication way of brands.

Keywords: brand, brand identity, interior design, concept

I¢ Mekan Tasarimi ve Marka Arakesitinde Marka Kimligi

Oz

Gintimiiz diinyasinda markalarin iletisimsel boyutu daha énemli bir hale gelmis ve markalar alisveristen
daha fazlasii sunmaya baglamistir. Ozgiin bir kimlik sunarak insanlar1 kendi diinyalarina davet etmeye
baslayan markalar daha 6zellesmis kanallar araciligiyla iletisim kurma alternatiflerini cogaltma arayisindadir.
Markalasma kararlarina paralel olarak markaya dair iz tastyan mekanlarda, sergi mekanlarinda, miizelerde,
magazalarda, ofislerde, mimari boyutta iletisim kurmaya baslayan markalar, kimlikleri ile 6zgiin konseptler
sunmakta, bir takim tasarim kriterleri ortaya koymakta ve bdylece i¢ mekan tasarimi stratejilerine yon
vermektedir.

I¢ mekan- marka- insan arasinda yasayan, canli bir kesisim noktasi olan i¢ mekan, markanin fiziksel olarak ilk
temsilidir ve insanlar1 markaya dair ilk deneyime sahip olmaya davet eder; bu ytizden tnemi ve etkileri
tartisilmazdir. Marka kimligi kavrami, ana tasarim felsefesini olusturur, tasarim dili ve ilkelerini ortaya ¢ikarir
ve i¢ mekan tasarimi i¢in ayirt edici kurallar1 belirler. Genel mekéan: karakterize etmek ve markanin 6ziinii
yansitmak i¢in tasarim stirecindeki 6nemli kavramsal bilesen olan marka kimliginin stratejik kullanimi ig
mekanda 6zgiin bir atmosfer ve deneyim yaratarak marka ve insan arasinda hem fiziksel hem de duygusal
bag olusturur.

Calisma, marka kimligine dayali i¢ tasarim ilkelerini belirlemeyi ve sistematize etmeyi amaclar. inceleme
literatiir taramasimin yam sira vaka calismalarina, alan gozlemine ve diger veri toplama yontemlerine
dayanmaktadar. flgili kitap, dergi, makale ve raporlarin genis bir tartismasi, dogrudan deneyim ve gozlemler
¢alismanin yontemini olusturur. Bu arastirmaya dayanarak markalar marka ile ilgili mekanlar araciligiyla
insanlara yaraticilik, ilham ve duygusal degerler kazandirdig: sdylenebilir; bu noktada i¢ tasarim ile marka
kimligi arasindaki etkilesim marka iletisimi acisindan biiyiik 6nem tasimaktadir.

Anahtar Kelimeler: marka, marka kimligi, i¢c mekan tasarimi, konsept
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Marka Tanitiminin Birey Uzerinde Alisverise Etkisi: Instagram Ornegi

Eda ileriok#

Oz

Degisen medya ile dijital cagda marka ve {irtin tamitimi, trtin yerlestirme uygulamalarida degisiklik
gostermektedir. Onceleri televizyon reklamlarinda tanitilan markalar ve iirtinler sosyal medyanin hayatimiza
girmesi ile online ortamlarda daha aktif olarak kullanilmaya baslanmaktadir. Sosyal medya ile kullanicilar ve
alicilar interaktif bir konuma gelmektedir. Giintimiizde tiiketim kiiltiirii ile artan rekabet ortaminda markalar
kar elde etmek amagli farkli yollar denemektedir. instagram tizerinden reklam yapmak bu yollardan sadece
biridir. Calismada yontem olarak anket uygulamasi kullamilarak farkli {iniversitelerden 50 o6grenci
secilmektedir. Calismada Sosyal Medya, Instagram, Sosyal Medyada Pazarlama, Tiiketici Algilarin1 Etkiyen
Faktorler, konu olarak secilmekte ve aciklanmaktadir. Calismada sosyal medya evreninden ¢rneklem olarak
Instagram secilmekte ve Instagram hesaplar1 incelenmektedir. Kisisel blog hesaplari tizerinden
gerceklestirilen marka tanitimlari farkli tiniversitelerden segilen 50 6grenci tizerinden anket uygulamasina tabi
tutulmaktadir. Secilen 6grenciler cinsiyet, yas aralig1 gibi demografik ozellikler, sosyal medyada gecirdikleri
vakitler, sosyal medyay1 ne amagla kullandilar1 gibi kriterler tizerinden degerlendirilmektedir.

Instagramda yer alan marka ve triin tanitimlarinin alim satim giictinii etkileyip etkilemedigine bakmak
calismanin amacinmi olusturmaktadir. Calismada amag dahilinde incelenecek anket verileri sonucu
olusturmaktadir.

Anahtar Kelimeler: Sosyal Medya, Instagram, Tiiketici Algis1, Satin Alma

Effect of Brand Promotion on Individuals: Instagram Example

Abstract

Brand and product promotion in the changing media and digital age change in product placement
applications. The brands and products advertised in television advertisements are beginning to be used more
actively in the online environment with the introduction of social media. With social media, users and buyers
are in an interactive position. In today's increasingly competitive environment with consumer culture, brands
try different ways to profit. Advertising through the diagram is only one of these ways. In the study, 50
students from different universities were selected using the questionnaire application. In the study, Social
Media, Instagram, Marketing in Social Media, Factors Affecting Consumer Perceptions are selected and
explained. Instagram is selected as sample from social media universe and Instagram accounts are examined.
Brand introductions conducted via personal blog accounts are subject to questionnaire surveys among 50
students selected from different universities. The selected students are evaluated according to the criteria such
as gender, demographic characteristics such as age range, time spent in social media, and the purpose of using
social media.

The purpose of the study is to look at whether the brand and product introductions in the Instagram affect the
trading power. Within the aim of the study, the survey data to be considered constitutes the end result.
Keywords: Social Media, Instagram, Consumer Perception, Purchasing

41 Kocaeli Universitesi Sosyal Bilimler Enstitiisii Gazetecilik Anabilim Dali Tezli Yiiksek Lisans Ogrencisi
eda.ileriok@gmail.com
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Giimiishane ve Cevresinde Farkli Toplumlarin Ortak Kiiltiire Katkilar:

Elif Yildirim#2

Oz

Gilimtishane tarih boyunca bir¢ok imparatorluk ve medeniyetin hiikiim stirdiigii bir sehirdir. Stratejik
konumu nedeniyle bircok kez istilaya ugramistir. Zengin giimiis madenleri dolayisiyla hem zenginligin hem
de gii¢ savaglarinin odaginda bulunmustur. Onemli bir ticaret yolu olan Ipek Yolu tizerinde bulunmast da
Giimiishane’yi ¢aglar boyunca bir marka sehir haline getirmistir.

Gumiishane’'nin demografik yapisi goz oniinde bulunduruldugunda boélgenin kozmopolit yapisinin kiilttirel
bir zenginlik meydana getirdigi goriilmektedir.

Calismanin amaci, Guimiishane'nin tarih icinde barindirdig farkli etnik kimliklerin kiiltiirel alanda yaptigi
katkilarin sehrin ortak miras: icindeki yerine bakmaktir. Calisma kapsaminda yerel dilde kullanilan
kelimelerde ve cesitli gelenek ve goreneklerde bu renkliligin izi stirtilmustiir. Tarihi kaynaklar ve taniklarla
yapilan goriismelerle farkli toplumlarin gerek kendi kiiltiirlerinin gerekse beraber yasamis olduklar:
kiilttirlerin etkilesimi ile ortaya ¢ikan birlesik ogelerin nasil yasatildigina bakilmistir. Calisma bir sehrin
markasini olusturan asil 6genin onun tarih boyunca yasatabildigi gelenek ve goreneklerinden geldigi savi
tizerine kurulup bu 6zellikleriyle zamanlar 6tesine tasiyabildiginin ispat1 tizerine kurulmustur.

Anahtar Kelimeler: Giimiishane, Kiiltiir, Etnik,

Common Cultural Contributions of Different Societies In and Around

Giimiishane
Abstract
Gumiishane is a city where many empires and civilizations prevail throughout history. Due to its strategic
position it has been invaded many times. Due to its rich silver mines, it has been found both in wealth and
power battles. The fact that it is located on the Silk Road, an important trade route, has made Giimiishane a
brand city during the ages.
In the study, the contributions made by different ethnic identities to the cultural scene in Giimiishane's history
were looked into place in the common heritage of the city. The interviews with historical sources and witnesses
looked at how the combined texts that emerged with the interaction of different cultures survived.
Keyword: Guiimiishane, Culture, Ethnic

2 Ogr. Gor., Atatiirk Universitesi Erzurum MYO Gorsel Isitsel Teknikler ve Medya Yapimciligi Bolimii
elif@atauni.edu.tr

30




International Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korg-esi

Cok Kriterli Karar Verme Yontemleri Kullanilarak Yapilan Finansal Performans
Analizi Calismalarina Genel Bir Bakis

Emrah Onder#, Canser Boz 4, Muhlis Ozdemir4

Oz

Cok Kriterli Karar Verme yontemleri (CKKV) yontemleri ¢ok gesitli yonetim problemlerine uygulanmistir.
Firmalarin finansal performanslarinin degerlendirilmesi de bir tiir cok kriterli karar verme problemidir. Bir
sirketin operasyonel ve stratejik karar vermeyi giiclendirmesi igin finansal oranlar gibi ¢ok ¢esitli performans
parametrelerini analiz etmesi ¢ok oOnemlidir. Yoneticiler, uygun performans ol¢timlerinin yardimi ile
kaynaklar1 daha iyi tahsis edebilir. Bu c¢alismanin temel amaci, gesitli finansal performans
degerlendirmelerinde CKKV yontemlerinin uygulamalarina genel bir bakis sunmak ve bu problemleri
¢ozmek icin en ¢ok hangi CKKV tekniklerinin secildigini belirlemektir. Literatiirdeki makaleler kullanilan
finansal performans gostergeleri, segilen CKKV teknikleri ve uygulanan sektorlere gore ti¢ boyutta
incelenmistir.

Anahtar Kelimeler: Finans, Performans, CKKV

An Overview of Multi-Criteria Decision-Making Methods for Financial
Performance Analysis

Abstract

Multi-criteria decision making (MCDM) methods have been applied to wide range of management problems.
Assessment of the financial performance of firms is a kind of multi-criteria decision making problem. It is very
important for a company to follow a wide range of performance parameters such as financial ratios for
supporting operational and strategic decision making. Managers can allocate resources better with the help of
appropriate performance measures. The main purpose of this study is to present an overview of applications
of the MCDM methods in several financial performance evaluation and determine which MCDM techniques
were selected most and least for solving these problems. Papers in literature were examined based on three
dimensions financial performance indicators, MCDM techniques and sectors.

Keywords: Finance, Performance, MCDM

43 Res. Assist., Istanbul University, Health Managementi, canser.boz@istanbul.edu.tr

# Assoc. Prof., Istanbul University, School of Business, emrah@istanbul.edu.tr

4 Asist. Prof., Giimiigshane University,Faculty of Economics and Administrative Sciences,
muhlisoz@gmail.com
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Kent Markalasmas1 Baglaminda Tematik Parklarin Kent Imaj1 Uzerindeki Rolii:
Konya Kelebekler Vadisi Ziyaretcileri Uzerinde Bir Arastirma

Murat Kogyigit#, Ercan Aktan*’

Oz

Kent markalasmasinda, kiiltiirel, sembolik, dogal, tarihi ve tematik alanlar, imajin olusumunda ve gelisiminde
6n plana ¢ikan etkenler olarak degerlendirilmektedir. Glintimtizde kentler farkliliklarini vurgulayarak ¢ekim
merkezi haline gelmeye ¢alismaktadirlar. Kentlerdeki turistik alanlar, eglence ve rekreasyon alanlari, ulagim,
tarih, kiiltiir ve dogal giizellikler gibi 6zellikler kent imajina katk: saglayan unsurlardir.

Amagc: Bu dogrultuda arastirmanin amaci, kent markalasmasi agisindan tematik parklarin bilissel ve duygusal
degerleri (cekicilikleri) ile kent imaj1 arasindaki iliskiyi tespit etmektir. Bununla birlikte calismanin bir diger
amaci ise bilissel ve duygusal degerlerin, kent imaji tizerinde dogrudan ve anlamli bir etkisinin olup
olmadigin analiz etmektir. Bu baglamda Konya Kelebekler Vadisi 6rnegi tizerinden tematik parklarin kent
imaij1 tizerindeki etkisi arastirilmistir.

Yontem: Bununla paralel olarak, Konya’'da yer alan ve essiz bir tematik park olan Kelebekler Vadisi
ziyaretgileri tizerinde (n=399) kolayda ornekleme yontemi ile uygulanan anketin verileri kullanilarak
degiskenler arasindaki iligkiler test edilmis ve kuramsal olarak ortaya konan hipotezler sinanmistir. Ayrica
arastirmanin analizinde, tanimlayici istatistikler, faktor analizi, degiskenler arasindaki iliskiyi ve etki diizeyini
tespit etmek amaciyla sirasiyla korelasyon analizi ve ¢coklu dogrusal regresyon analizi gerceklestirilmistir.
Bulgular: Arastirma neticesinde tematik parklarla ilgili bilissel ve duygusal degerler (cekicilikler) ile kent imaj1
arasinda pozitif ve orta kuvvette, anlaml bir iliskinin oldugu tespit edilmistir. Ayrica yapilan ¢coklu dogrusal
regresyon analizi sonucunda, bilissel ve duygusal degerlerin kent imaji tizerinde dogrudan ve anlamh
(p=,000) bir etkisinin oldugu sonucuna da ulasilmigtir. Bununla birlikte, bilissel degerlerin (f=,506), kent imajt
tizerindeki etkisinin duygusal degerlere (f=,229) oranla daha yiiksek oldugu da tespit edilmistir.

Tartisma ve Sonug: Bu dogrultuda, tematik parklarin bilissel ve duygusal degerler (cekicilikleri) ile kent
imajina pozitif yonde katk: saglamasi kent markalasmasinda da 6nemli bir rol oynamaktadir. Kent markasi
olusturulurken, tematik parklar gibi alanlarla kentin cazibesinin ve gekiciliginin artirilmasi marka degerine de
olumlu anlamlar katmaktadir. Kent markalasmasinda ¢ncelikli olan husus kent imajinin tematik parklar gibi
alanlarla olusumunu ve pozitif gelisimini saglamaktadir.

Anahtar Kelimeler: Kent Markalasmasi, Marka Kent, Kent 1maj1, Tematik Park, Kelebekler Vadisi

The Role of Thematic Parks on City Image in the Context of City Branding:

A Research on Konya Butterfly Valley Visitors

Abstract

Introduction: In the city branding, cultural, symbolic, natural, historical and thematic areas are the factors that
are important in the formation and development of the image. Nowadays, cities are trying to become centers
of attraction by emphasizing their differences. Attractions such as tourist areas, entertainment and recreation
areas, transportation, history, culture and natural beauty are elements contributing to the image of the city.
Purpose: The aim of the research in this direction is to determine the relationship between the cognitive and
emotional values (attractions) of the thematic parks and the image of the city in terms of city branding. Another
aim of research with this is to analyze whether the cognitive and emotional values have a direct and
meaningful effect on the image of the city. In this context, the effect of thematic parks on the image of the city
was investigated through the example of Konya Butterfly Valley.

Method: Accordingly, a survey was applied on the visitors of Butterfly Valley (n=399), which is a unique
thematic park in Konya, with convenience sampling method. Relations between variables were tested using
questionnaire data. And the theoretical hypotheses have been tested. In the analysis of the research, descriptive
statistics, factor analysis were used. In addition, correlation analysis and multiple linear regression analysis
were performed to determine the relationship and level of effect between variables.
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Findings: As a result of the research, it was determined that there is a positive and significant relationship
between the cognitive and affective values of the thematic parks and the city image. Furthermore, as a result
of the multiple linear regression analysis performed, it was also found that cognitive and affective values have
a direct and significant (p=,000) effect on the image of the city. In addition, it was also found that the effect of
cognitive values (f=,506) on the image of the city is higher than the affective values (=,229).

Discussion and Conclusion: In this respect, cognitive and affective values of the thematic parks and positive
contribution to the image of the city also play an important role in the city branding. While creating the city
brand, it is necessary to increase the charm and attractiveness of the city with areas such as thematic parks.
With this method, it adds positive meanings to brand value. In city branding, the formation and development
of the image of the city should be provided with areas such as thematic parks.

Keywords: City Branding, Brand City, City Image, Thematic Park, Butterfly Valley
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Tiirkiye'de Marka Caligmalari: iletisim Bilimleri Alaninda Yiiksek Lisans ve
Doktora Tezleri Uzerine Bir icerik Analizi

Erdem Tasdemir*s, Aytag Burak Dereli®

Oz

Akademik baglamda {izerinde c¢alisilan, gitiniimiizde popiilerligini koruyan ve bircok disiplin ile
iliskilendirilen “marka” kavrami yogun sekilde arastirma konusu olmaya devam etmektedir. Marka ile
iliskilendirilmis akademik ¢alismalarin iletisim bilimleri alaninda yapilanlarin tiimii incelendiginde, son on
yil icerisinde 6nemli bir artisin gerceklestigi tespit edilmistir. Bu arastirma, iletisim bilimleri alaninda
Turkiye'de yapilan marka calismalarinin (yiiksek lisans ve doktora tezleri) igerik analizini yapmak igin
tasarlanmistir. Arastirmanin amaci marka tizerine hazirlanan akademik tezlerin hangi alanlara yogunlastigini
orta koymak ve zaman igerisinde meydana gelen yaklasim degisikliklerini tespit etmektir. Bu baglamda,
yapilan ¢alismalara yonelik degerlendirmeler yaparak yeni bakis acilar: ortaya koymak hedeflenmektedir. Soz
konusu arastirma, akademik calismalarm hangi yillarda yogunluk kazandigimmi ve hangi tiir tezlerden
olustugunu, marka konusunda tiretilen akademik galismalar1 gerceklestiren iniversitelerin ve enstitiilerin
hangileri oldugunu, hangi yontemlerin daha sik kullanildigini, hangi sektorlerin ele alindigini, calismalarin
alanlarinin ve konularinin hangi yénde sekillendigini belirlemeye calismaktadir. Amach érneklem sec¢iminin
kullanildig1 bu calisma, Yiiksekogretim Kurulu Ulusal Tez Merkezi'nde yer alan 2008 ile 2017 yillar1 arasinda
yayinlanmis ve adinda “marka” kelimesi gecen ve kiinyelerine erisilen yiiksek lisans ve doktora tezlerinden
olusmaktadir. Arastirmada igerik analizi yontemi kullamilmistir. Arastirmada on bashktan olusturulan
“akademik metin tasnif formu” olusturulmustur. Her tez i¢in bu form tizerinden, tezin tiirii, gerceklestigi
universite, tarih, dil, cinsiyet, sektor, marka, ¢alisma alani, kullanilan yontem ve konusuna gore kodlanarak
uygulanmistir. Kodlanan tezlerin veri analizleri icin betimsel analizler olan frekans, ytizde ve grafikle
gosterimlerinden yararlanilmistir. Calisma kapsamina alman yiiksek lisans ve doktora tezleri tizerine yapilan
igerik analizleri ayrintili sekilde degerlendirilerek, s6z konusu akademik ¢alismalara yonelik durum tespitleri
yapilmustir.

Anahtar Kelimeler: Iletisim, Marka Calismalari, Icerik Analizi

48 Prof.Dr., Trabzon Universitesi, Iletisim Fakiiltesi
9 Ogr. Gor., Trabzon Universitesi, Besikdiizii Meslek Yiiksekokulu
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Sehirlere Yonelik Marka Tutumu Olusturulmasinda Cezbedici Deneyim
Alanlarinin Rolii: Eskisehir Cezbedici Deneyim Alanlar1 Ornegi

Ersen Cemal Songil®® Abdullah Kogak5!

Oz

Sehirlerin, son yillarda pazarlama agisindan yapilan planlamalar ve gelistirilen stratejiler ile ekonomik deger
elde edilebilen bir unsur olarak énem kazandig1 goriilmektedir. Sehirlerin tiiketilebilir bir unsur olarak ele
alinmasinda temel gereksinimlerin 6tesinde, insanlarin o sehre gelmek icin iyi bir nedenlerinin olmasini
saglayacak, o sehri gormekten ve yasamaktan keyif alip, kendi gevresine deneyimlerini heyecanla anlatip
onlara o sehre gitmelerini tavsiye edecek ve nihayetinde tekrar o sehri gérme istekliligi uyandiracak, o sehre
0zgii niteliklere sahip olmasi, giderek 6nem kazanmaktadir. Bu noktada sehirlere yonelik marka tutumu
olusturma stirecinde, sehirlerin sahip olduklar1 cezbedici alanlar ve bu alanlarda sunulan deneyimler ile
marka tutumu olusturma arasindaki iliski énem kazanmaktadir. Bu arastirmanin amaci sehirlere yonelik
marka tutumu olusturma stireci ile sehrin sahip oldugu cezbedici alanlar ve burada sunulan deneyimler
arasindaki iliskinin degerlendirilmesini amaglamaktadir. YONTEM: Aragtirmada, son yillarda sehir
pazarlamas: agisindan cezbedici alanlar planlayip, faaliyete sokmasimin yami sira diizenli turistik tur
organizasyonlarina sahip bir sehir olarak Eskisehir ili secilmistir. Arastirmada olasilikli olmayan 6rneklem
ttirlerinden olan uygun (convenience) drneklem kullanilmis ve Eskisehir iline turistik ziyaret yapmis 18 yas
ustil toplam 220 kisi ile ytiz ylize goriisme yapilarak Arastirma verileri soru kagidi araciligiyla toplanmistir.
Arastirmada Elde edilen veriler SPSS programinda analiz edilerek bulgular degerlendirilecektir.

Anahtar Kelimeler: Sehir Pazarlamasi, Cezbedici Deneyimler, Marka Sehir

The Role of Charming Experience Areas in Building Brand Attitude for Citys:
Example of Eskisehir Charming Experience Areas

Abstract

The cities seem to have gained importance as an economically valued element in recent years with the plans
and strategies developed in terms of marketing. Beyond the basic requirements for dealing with cities as a
consumable element, people will enjoy good reasons for coming to that city, enjoy the city and enjoy it from
see, will be enthusiastic about their experience and recommend them to go there, and eventually will over and
over the will to see that city, it is becoming more and more important that it has the qualities unique to the
city. At this point, the relationship between city attractiveness and the experiences of the cities and the brand
attitude is gaining importance in the process of creating brand attitude towards cities. The aim of this research
is to assess the relationship between the process of creating brand attitudes towards the intended cities and
the attractiveness of the city and the experience presented here. METHOD: Eskisehir province was selected as
a city that has organized touristic tour organizations in addition to planning and operating activities in terms
of city marketing in recent years.A convenience sample from non-probable sample types was used in the study
and a face-to-face interview was conducted with a total of 220 people over the age of 18 who visited the
province of Eskisehir and The research data were collected through questionnaires. The data obtained in the
research will be analyzed in the SPSS program and the findings will be evaluated.

Keywords: City Marketing, Attractive Experiences, Brand City

50 Ogr. Gor., Bilecik Seyh Edebali Universitesi Pazaryeri MYO, ecemal.songil@bilecik.edu.tr
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Markalarin Dijital Varliklari: Tiirkiye'nin En Degerli 10 Markasina Yonelik Bir
Inceleme

Ersin Diker32, Merve Ozyﬁrek53

Oz

Gelisen teknoloji ile birlikte dijitallesme, kendini her alanda gostermeye baslamistir. Hayatimizi kolaylastiran
teknoloji sayesinde insanlar artik anlik bilgilere hizli ve daha diisiik maliyetle ulasabilmekte ve islerini daha
pratik bir sekilde gerceklestirebilmektedirler. Boylece artan rekabet ortaminda markalar, rakiplerinden
farklilasmak icin hedef kitlesinin bulundugu; internet, sosyal medya araglar1 ve mobil uygulamalar gibi dijital
platformlarda yer alarak dijitallesmek zorundadirlar. Rakipleri karsisinda énde olmak isteyen markalar dijital
platformlar {izerinden yeni ve yaratici igerikler olusturarak hedef kitlesini etkilemek ve elinde tutmak
durumundadir. Markalarin bu dijital degisime ayak uydurabilmesi i¢in hedef kitlenin algisini olumlu yonde
degistirmesi gerekmektedir. Bu agidan kitleye 6zel icerikler tiretilmesi saglanmaktadir. Bu sayede pazarlama,
iletisim ve marka y6netimi siireclerinde dijital varliklar, sagladiklar1 veriler sayesinde markalarin gelismesine
onemli katkilar sunmaktadirlar.

Bu ¢alismanin ilk boliimiinde literatiir taramasi yapilarak marka, marka varligi, dijitallesme, dijital varlik ve
dijital varlik yénetimi kavramlari incelenmektedir. Calismanin devaminda ise bagimsiz marka degerleme ve
strateji danismanlik sirketi olan Brand Finance’in yapmis oldugu Turkey 100-2017 arastirmasinda Tiirkiye nin
En Degerli Markalar siralamasindaki ilk 10 marka ele almarak, markalarin dijital varliklar1 agisindan
incelenmesi amaglanmaktadir. Bu listeyi; Tiirk Telekom, Turkcell, Tiirk Hava Yollari, Akbank, Garanti, Ziraat
Bankasi, Arcelik, Tiirkiye Is Bankasi, Yap1 Kredi ve Halkbank markalar: olusturmaktadir. Bu ¢alismada nitel
arastirma yontemlerinden icerik analizi teknigi kullanmilmistir. Buna gore; icerik analizinde kullamilacak
kategoriler ve degiskenler hem ilgili literatiirden hem de arastirmacilar tarafindan belirlenmistir. Belirlenen
degiskenlere bagl olarak markalarin web siteleri, sosyal medya hesaplar1 ve mobil uygulamalar icerik analizi
ile incelenmis ve kodlanmustir.

Anahtar Kelimeler: Marka, Dijitallesme, Dijital Varlik, Icerik Analizi.

Digital Assets of Brands: A Study on Ten Most Valuable Brands of Turkey

Abstract

With the development of technology, digitalization has been effective in all areas. Thanks to technology, the
human being can reach information rapidly and at lower cost and they can do their affairs practically. Thus,
brands have to digitalize in digital platforms such as the internet, social media tools and mobile applications
of the target group in order to become different from rivals. Brands that want to be ahead of their competitors
have to influence and hold target group producing new and creative contents via digital platforms. It is
necessary for brands to influence the perception of target group positively to keep pace with digital change.
In this respect, they have to produce personal contents. Thus, digital assets make a significant contribution to
the development of brands in the periods of marketing, communication and brand management.

In the first part of this study, concepts such as brand, brand asset, digitalization, digital asset and digital asset
management are analysed by reviewing the literature. Afterwards, it is aimed to analyse brands in terms of
digital asset by dealing ten most valuable brands of Turkey according to survey Turkey 100-2017 made by
Brand Finance that is an independent branded business valuation and strategy consultancy. This list includes
Ttirk Telekom, Turkceell, Tiirk Hava Yollari, Akbank, Garanti, Ziraat Bankasi, Argelik, Tiirkiye Is Bankast, Yap1
Kredi ve Halkbank. In this study, content analysis technique is used from qualitative research methods.
Accordingly, categories and factors used in the content analysis method have been determined by both related
literature and users. Based on factors, websites, social media accounts and mobile applications of brands have
been analysed via content analysis and coded.

Keywords: Brand, Digitalization, Digital Asset, Content Analysis.

52 Dr.Ogr.Uyesi, Giimiishane Universitesi Iletisim Fakiiltesi, ersindiker@gumushane.edu.tr
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Fikhi Acidan Markanin Hiikiimleri

Fetullah Yilmaz54

Oz

Marka; fikih i¢in yeni bir olgudur. Bununla birlikte onu fikhi agidan ele almak ve onunla ilgili hiiktimleri tespit
etmek mumkiin hatta gereklidir. Zira fikih ilmi, ytikiimliilerin hayatlarmi yonlendiren, fiillerinin hiikmiinii
tespit eden bir ilimdir. Marka meselesini fikhi agidan iki yonii itibariyle incelemek uygun goriinmektedir.
Birincisi markanin manevi haklardan olmas, ikincisi ise marka degerinin fiyata yansitilmasidir. Bu iki yontin,
marka kavraminin kullanimina da uygunluk arz ettigi soylenebilir. Birincisi “bir kisi ya da bir grup tireticinin
ya da saticinin mal ve hizmetlerini tanitmaya, rakiplerinden ayirt etmeye ve farklilastirmaya hizmet eden isim,
logo, kavram, sozciik, simge, tasarim, resim ve biitiin bunlarin bileskesi olan somut ve soyut bir kavram”
seklinde tanimlanan hukuki yoniidiir. Digeri ise gerek kalite, gerekse diiriist bir calisma ve is hacmi sembolii
olarak marka hakkina sahip kisi veya kisileri tanitan bazi soyut anlamlar ytiklenen, misterilerine maddi
menfaatin Gtesinde bir seyler vadeden isaretler anlaminda kullanilan ve daha ¢ok “pazarlama” alaniyla ilgili
olan boyutudur.

Anahtar Kelimeler: Marka degeri, fikih, telif hakki, patent

Judgments of the Trademark from point the Islamic Jurisprudence

Abstract

Brand; is a new phenomenon for Islamic jurisprudence/figh. However, it is possible or even necessary to
consider it in terms of the judiciary and to determine its provisions. Because figh is a science that directs the
lives of the obligees and determines the verdict of their actions. It seems appropriate to examine the trademark
affairs in terms of two aspects in the figh. The first is that the brand is the spiritual right, the second is the
reflection of the brand value. It can be said that these two directions are also suitable for use of the brand
concept. The "first" is defined as "a concrete and abstract concept which is the combination of name, logo,
concept, word, symbol, design, picture and all that serves to distinguish and differentiate the goods and
services of a person or a group of producers or sellers" legal direction. The other is the dimension that is used
in the sense of signs that the customer has something beyond financial benefit, loaded with some abstract
meanings that introduce the person or persons with the trademark right as a symbol of quality, honest work
and business volume, and more related to the field of "marketing".

Keywords: Trademark, figh, copyright, patent

54 Dog. Dr., Giimiishane Universitesi Hahiyat Fakiiltesi, Islam Hukuku
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Kirsal Turizmde Geleneksel Kirsal Konutlarin Pansiyon Potansiyeli Artvin-
Ardanug

Gizem Uygun %, Nihan Engin 5

Oz

Kirsal turizm son yillarda kiy1 turizmine alternatif bir turizm gesidi olmustur. Kirsal turizm agisindan iilkemiz
dogal giizellikleriyle, koklii tarihiyle ve gesitli kiiltiirleriyle oldukca zengindir. Kiy1 turizminin disinda tarihi
yerleri gormek, koyleri gezmek, yaylalara ¢ikmak, festivallere katilmak, yore insamimin giinltik yasamini
deneyimlemek ve 6grenmek isteyen turistler icin tilkemizde en giizel yerlerden biri de Dogu Karadeniz’dir.
Elde edilen ¢esitli verilere gore Dogu Karadeniz'de kirsal turizm alaninda bircok etkinlige ev sahipligi yapan
Artvin ilinin ilcelerinden, bu anlamda en fazla etkinlige; ancak en az konaklama birimine sahip ilgesi
Ardanug’tur. Bu calismada konaklama birimi sayisinin yetersiz oldugu Ardanug ilgesinin kdylerindeki kirsal
geleneksel konutlar1 turizmcilerin hizmetine sunmak i¢in var olan potansiyelin arastirilmasi amaglanmistir.
Koylerde yapilacak olan alan ¢alismasinda konutlar incelenecek, olgiileri almip, fotograflar: cekilecektir.
Alanda yapilan gozlemlerle konutlarin kullanim bicimleri degerlendirilecektir. Bu kapsamda calisma
alanindaki koy yasaminin devam ettigi koy yerlesimlerinde geleneksel konut tipolojileri belirlenerek, bu
tipolojilerin ev pansiyonculuguna uygun olup olmadig1 ve konutlarin geleneksel dokusunu bozmadan
modern ihtiyaglara nasil ¢oziim tiretilebilecegi tartisilacaktir.

Anahtar Kelimeler: Kirsal Turizm, Kirsal Konut, Pansiyon, Artvin, Ardanug.

The Pension Potential of Traditional Rural Houses in Artvin- Ardanu¢ Rural
Tourism

Abstract

Rural tourism has been a kind of alternative tourism to coastal tourism in recent years. In terms of rural
tourism, our country is rich with its natural beauties, deep-rooted history and various cultures. The eastern
Black Sea is one of the most beautiful places in the world for tourists who want to see historical places outside
the coastal tourism, to visit the villagers, to go to the highlands, to participate in festivals, to experience and
learn the daily life of local people. Artvin province hosts many activities in the Eastern Black Sea region in the
sense of rural tourism. According to the obtained data, Ardanug is the district which has the most activity in
this sense but has the least accommodation unit. In this study, the research of the potential of the rural
traditional houses in the villages of Ardanug district is aimed to bring to the service of tourism. In the field
study will examine housing, measures taken, photographs will be taken. In this context, traditional residential
typologies will be determined in village settlements where village life continues. It will be argued whether
these typologies are appropriate for home boarding and how solutions can be produced to modern needs
without distorting the traditional pattern of the houses.

Keywords: Rural Tourism, Rural Housing, Pension, Artvin, Ardanug.

55Ars. Gor. Karadeniz Teknik Universitesi, Mimarlik Fakiiltesi, Mimarlik Bolimii, gizem-uygun@hotmail.com
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Yer Markalasmasi 3,0: Propagandadan Diyalojik Iletisime Yolculuk

Hanife Giiz%, Gozde Sahin®

Oz

Yer markalasmasi kiiresellesme ile beraber popiilerlesmis bir kavram olarak goriilmekle birlikte konu ile ilgili
calismalar ¢ok eskilere dayanmaktadir. Yer markalasma kavramu yiizyillar boyunca ¢yle ya da boyle bir
sekilde var olmus ancak amaclanan rol zamanla degismistir. Eskiden Avrupa ve Amerika’da yerlere; gocmen
davet etmek i¢in isimler verilmek seklinde 6rneklerine rastlanilan yer markalasmasi, (Carroll ve Nelson; 2017:
28).% hiiktimetler ve yerel yonetimler tarafindan kentlerine ve kendi topraklarima insanlar1 ¢cekmek igin
kullamilmistir. Gegmisten gitiniimiize kullamim alanlar1 ve enstriimanlari degisen ve evrilen yer
markalasmasinin mevcut bilinen kent yonetimi ve tanitimi konsepti ile kullanilmasi 1980’lere dayanmaktadir
(Avraham, 2004: 471)%. Koloniler zamaninda kullanilan tanitim enstriimanlar ile giintimiizde kullanilan yer
markalasma enstriimanlar1 arasinda amag, hedef ve sonu¢ agisindan farklilik vardir. Bu donem; yer
markalasmasi 1.0 olarak nitelendirilmektedir. Yer markalasmas1 1.0 déneminde propaganda igerikli tanitim
faaliyetleri ytiriitiiliirken yer markalasmasi 2.0 doneminde ise pazarlama iletisimi odakli bir iletisim ¢alismast
tercih edilmesi dikkat cekicidir. Yerler, bolgeler, sehirlerarasinda kiiresellesmeden kaynakli en biiytigiinden
en kiictigiine kadar sermaye elde etme, {irtin ve hizmette farklilasma, saygi ve medya ilgisi toplama ve aym
hedef kitleyi c¢ekmek icin biiytik rekabetin bulunmasi bu siireci sekillendiren dinamikler olarak
tanimlanmaktadir. (Briciu ve Briciu; 2013: 272).61 Ozellikle giintimiizde teknolojinin hayatin her alanina
yansimalar1 beraberinde getirmesi ve etkin olmasi nedeniyle rekabet alanlarindaki bu stire¢ yer
markalasmasinda farkl: bir iletisim yonetimi ihtiyacin ortaya ¢ikarmaktadir. Internetin yayginlasmasi, akilli
telefonlar, anlik paylasim yapabilme olanag: ve sosyal medyanin etkin kullanimi yer markalasmasi 3.0 igin
yeni bir model olusturmaktadir. Sosyal medya, icinde barindirdig: bircok kolaylik ve imkanla sehri ziyaret
edenlerin deneyimlerini gelistirmek ve paylasmak icin uygun bir platform haline gelmektedir. Gortis ve
degerlendirmelerin gelismesine imkan veren bloglar ve mikro bloglar, sosyal video ve fotograf paylasim
siteleri, sosyal bilgi ve ansiklopediler, sosyal imleme siteleri gibi forumlar, tam da bu deneyimlerin aktarildig:
sayfalar (Yarar, 2017: 60)¢2 olarak karsimiza ¢ikmaktadir. Bu calismada Yer markacilig1 1.0 ‘dan Yer Markacilig1
3.0’a nasil bir gelisim ve degisim evresi gecirdiginin ortaya konulmas: hedeflenmektedir. Yer markaciliginin
gecmisten glintimiize kadar nasil degistigi ve yer markalasmasindaki bu {ic donemin ve bu dénemlerde
kullanilan enstriimanlarin genel hatlariyla ortaya konulmasi bu ¢alismanin konusunu olusturmaktadir.
Calismada bu amaca yonelik olarak da Yer markalasmas: 3.0 /, Instagramda olusturulan yer markalasmasi
hedefli kurulan sayfalardan “Visitgreece” ve “Home Of Turkey” sayfalar1 6rneginden retoriksel ¢oztimleme
ile analiz edilecektir.

Anahtar Kelimeler: Yer Markalasmasi, Yer Markacilig1 1.0, Yer Markacilig1 3.0, Diyalojik Iletisim, Retoriksel
Coziimleme.
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0 AVRAHAM, Eli, “Media strategiesforimproving an unfavorablecityimage”, Cities, Vol.21, No.6, (2004), 471-
479.

61 Briciu, G.-A.Briciu, V.- A. (2013). Theoreticalaspectsregardingthekeyfactors in building a
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Hiiziin Turizmi Baglaminda Sehitliklerin Insanlar Uzerindeki Katharsistik
Etkisi: Erzurum Aziziye Tabyalar1 Orneginde

Semra Kotan®3, Hatice Nur Yildiz64

Oz

Urtinleri rakiplerinden ayirmak igin kullanilan marka kavrami artik sehirler agisindan da énem tagimaktadir.
Sehrin sahip oldugu kiiltiirel miraslar, dogal yapisi ve gevresi, 6zgiin {iiriinleri ve becerileri o sehrin
markalasmas1 noktasinda énemli rol oynamaktadir. Kiiltiirel miras olarak tanimlanabilecek gesitli mekanlar
tarih boyunca insanlar1 o sehre gekerek alternatif bir turizm tiirii olan hiiziin turizminde etkili olmustur. Bu
seyahatler esnasinda insanlarin acima, 6fkelenme, korku, tiztintii duygular1 yeniden canlanmakta ve insanlar
icsel olarak hiiztinlenmektedirler. Tim bu duygular sonrasinda insanlar adeta rahatlayip huzura
kavusmaktadir. Bu noktada Aristo’'nun kullandig1 rahatlama, temizlenme ve saflasma anlamlarini iceren
katharsizm kavrami zihinsel ve ruhsal arinma olarak calismaya dahil edilmistir. Bu calismada hiiziin turizmi
baglaminda, Erzurum Aziziye Tabyalar1 6érneginde {iziicii olaylarin, savaslarin, soykirimlarin yapildigi
mekanlara seyahatler olarak tamimlanan hiiziin turizmi acisindan sehitliklerin katharsizim 6gesiyle
iliskilendirilerek insanlar tizerindeki etkisi saptanmaya ¢alisilacaktir. Yontem olarak derinlemesine mitilakatla
insanlarla yapilan birebir goriismelerde bu mekanin onlar1 ne yonde etkiledikleri ile ilgili sorular sorulup
gesitli yarutlar alinacaktir. Goriismeler sonrasinda elde edilen sonuglar degerlendirilip yorumlanacaktir.
Anahtar Kelimeler: Marka Kent, Hiiziin Turizmi, Katharizm

Catharistic Effects of Martyrdom on People with Respect to Dark Tourism: on
The Example of Erzurum Aziziye Bastions

Abstract

The brand concept used to distinguish products from their competitors is now also important in terms of cities.
The city's cultural heritage, its natural structure and its surroundings, its unique products and skills play an
important role in the branding of the city. Various places that can be defined as cultural heritage have been
influential in dark tourism which is an alternative type of tourism by attracting people throughout history.
During these travels, people's feelings of pity, anger, fear, sadness are revived and people are saddened
internally. After all these emotions, people are almost relaxed and reacha peace. At this point, the concept of
katharsism, including the meaning of relaxation, cleansing and purification used by Aristotle, was included
in the study as mental and spiritual purification. In this study, martyrdoms will be associated with the
catharsis and tried to determine the effect on people in the context of dark tourism which is defined as trips to
places where sad events, wars, genocides are made in the example of Erzurum Aziziye Bastions. An in-depth
interview will be applied as a method, and questions will be asked and answers will be gotten about how the
place influenced them. The results obtained after the interviews will be evaluated and interpreted.
Keywords: Brand City, Dark Tourism, Catharsizm
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Bolgesel ve Uluslararas: Bir Marka Olarak Finans Merkezlerinin
Degerlendirilmesi

Hikmet Akyol¢5, Harun Can%, Melahat Batu Agirkaya®’, Sezai Emec®8

Oz

Kiresellesmenin gelisim gosterdigi son otuz yilda sehirlerin markalasma cabalar1 6nemli 6lctide artmuistir.
Giintimtizde bircok tilke bolgesel ve uluslararasi bir finans merkezi yaratma adina ciddi diizenlemeler ve
uygulamalar yirirliige koymustur. Cuinkii bolgesel ya da kiiresel anlamda bir marka olmus sehirlerin
bulunduklar tilkelerin makroekonomik yapilarinin yaninda bu tilkelerdeki yerli kuruluslarin gelisimlerine
de ciddi katkilar1 vardir. Basta gelismekte olan tilkeler olmak tizere birgok iilke ekonomik kalkinmalarini
saglayacak onemli altyapr projelerinin finansman ihtiyacin1 bu merkezlerden temin etmektedir. Bu
merkezlerde finansal ve sermaye islemlerinin yogun sekilde gerceklesmesi tilkelerin finansal piyasalarina
ciddi bir derinlik kazandirmaktadir. Bu arastirmada bolgesel ve uluslararast bir marka olarak finans
merkezleri incelenmistir. Bunun yaninda bu merkezlerin bulundugu tilkelerin ekonomik gelisimine katki
saglayip saglamadig Slgiilmiistiir. Bu amag dogrultusundan segcili tilkelerdeki finans merkezlerinin Z/Yen
Kiiresel Finans Merkezi Endeksi (GFCI) tarafindan hesaplanan finans merkezi endeks degerleri ile bu
tilkelerin ekonomik biiytimeleri arasindaki iliski panel veri analizi ile test edilmistir.

Anahtar Kelimeler: Finans Merkezleri, Marka Degeri.

Evaluation of Financial Centers as A Regional and International Brand

Abstract

In the last thirty years, when globalization has developed, cities' branding efforts have increased considerably.
Today, many countries have put in place serious regulations and practices to create a regional and
international financial center. Because of the regional or global branding of the cities, there are serious
contributions to the development of the local institutions in these countries as well as the macroeconomic
structures of the countries. Many developing countries, especially the developing countries, provide financing
needs for major infrastructure projects that will provide economic development from these centers. The
concentration of financial and capital transactions in these centers gives countries a significant depth of
financial markets. In this research, financial centers were examined as a regional and international brand. In
addition, it has been measured that these centers contribute to the economic development of the countries. For
this purpose, the relationship between the financial center index values calculated by the Z / Yen Global
Financial Center Index (GFCI) of selected financial centers and the economic growth of these countries has
been tested by panel data analysis.

Keywords: Financial Centers, Brand Value.

Jel Code: G15, M20, M21.
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Ekonomik Ozgiirliikler ve Kiiresellesmenin Marka Degeri Ile Olan Iliskisinin
Olciilmesi

Kerem Karabulut®®, Hikmet Akyol”, Kiibra Karakus?!

Oz

Siyasi bariyerlerin iyice zayiflamasinin ve gelismekte olan tilkelerin fon ihtiyaglarinin artmasmin énemli bir
sonucu olarak kiiresellesme olgusu biitiin diinyada ciddi boyutlara ulasmistir. Bugiin neredeyse tiim
tilkelerde yogun bir kiiresellesme stireci yasanmaktadir. Kiiresellesme ayni zamanda bu tilkelerdeki bireylerin
ekonomik ozgiirliiklerini arttirmis ve onlarin miilkiyet haklarmin korumasina yonelik bir¢ok olumlu
diizenleme yapilmasina neden olmustur. Bunun yani sira gelismekte olan tilkelerdeki kiiresellesme ve
ekonomik 6zgiirliik diizeyinin bu tilkelerin marka degerlerini nasil etkiledigi énemli bir konudur. Ciinkii bu
faktorlerin tilkelerin marka degerlerini etkileyip etkilemediginin goriilmesi arastirilmast 6nemlidir. Bu
arastirmada gelismekte olan tilkelerde ekonomik 6zgiirliikler ve kiiresellesmenin tilkelerin marka degerlerini
etkileyip etkilemedigi incelenmistir. Baska bir ifadeyle arastirma tilkelerinde ekonomik faaliyet
ozgtirliiklerinin ve kiiresellesmenin artmasinin bu tilkelerin marka degerlerini olumlu etkileyip etkilemedigi
olctilmek istenmistir.Bu ama¢ dogrultusunda secili iilkelerin 2008-2018 doénemi panel veri analizi ile
incelenmistir. Arastirmada kiiresellesme degiskenleri olarak KOF Index tarafindan hesaplanan KOF genel
endeks, KOF ekonomik endeks, KOF sosyal endeks ve KOF politik endeks verileri kullanilmistir. Ekonomik
Ozgiirliik degiskeni olarak ise Heritage Vakfi tarafindan her ay diizenli olarak hesaplanan ekonomik 6zgiirliik
endeks verisi kullanilmistir.

Anahtar Kelimeler: Ekonomik Ozgiirliik, Kiiresellesme, Marka Degeri.

Abstract

As an important consequence of the weakening of the political barriers and the increasing funding needs of
the developing countries, the phenomenon of globalization has reached serious dimensions all over the world.
Today, almost all countries are experiencing intense globalization process. At the same time, globalization has
increased the economic freedoms of the individuals in these countries and caused many positive arrangements
to protect their property rights. Besides, how the level of globalization and economic freedom in developing
countries affects the brand values of these countries is an important issue. It is important to investigate whether
these factors affect countries' brand values. In this study, it was examined whether economic freedoms and
globalization affect developing countries' brand values in developing countries. In other words, it is desirable
to measure whether the increase in freedom of economic activity and globalization in research countries
positively affects the brand values of these countries For this purpose, 2008-2018 period panel data analysis of
selected countries was examined. KOF general index, KOF economic index, KOF social index and KOF
political index data calculated by KOF Index were used as globalization variables in the survey. The Economic
Freedom Variable is the economic freedom index data that is regularly calculated every month by the Heritage
Foundation.

Keywords: Economic Freedom, Globalization, Brand Value.

Jel Code: F15, F20.
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Tiirkiye’de Cittaslow (Sakin Sehir) Hareketi ve Bir Oneri: Giimiishane Merkez
Ilcesi

Aynur Yiice”?, Hiilya Demir Yaleze”

Oz

Kiiresellesmenin etkisi ile kentlerde yasanan degisim ve dontisiim, kentleri aynilastirmakta ve yasami
hizlandirmaktadir. Bu hizli yasam tarzi yerelligi ekonomik, toplumsal, politik ve kiiltiirel agilardan
etkilemektedir. Yerel kiiltiirtin ve bu kiiltiirtin tirettigi somut tirtinlerin kiiresellesmenin etkisiyle yok olmasi,
asimile olmasi, yerli tiretimin kitlesel tiretime oranla daha maliyetli olmasi nedeniyle yerel tiriinlerin
tretiminin azalmasi, el yapimi ve yapilmasi uzun ve zahmetli olan tirtinlerin yerini makinalarla seri bir sekilde
tiretilen triinlere birakmasi, yoresel yemeklerin, el sanatlarinin, dogal giizelliklerin ve tarihi dokularin
korunmasina daha az 6nem verilmesi, yerelliginin 6n plana ¢ikarilmasi ihtiyacin1 dogurmustur.
Kiresellesmeyi onlemek imkan dahilinde olmasa da yerel ogeleri korumak, kiiresellesmenin olumsuz
etkilerinden bir nebze korunabilmek anlamina gelmektedir. Bu nedenle dogal ve yerel bir yasami tesvik
etmek, ve kiiresellesmenin hizini bir nebze yavaslatabilmek igin yerel bir direnis olan “cittaslow” hareketi
ortaya ¢ikmustir. Italya da ortaya gikan bu hareket, dort Italyan Belediyesi'nin olusturdugu bir birlik olarak
olusturulmustur. italya’da ve diger 27 tilkede bu birlige iye olan ve “cittaslow” olan toplam 182 tane sehir
bulunmaktadir. Birlige iiye olmak igin gerekli ana kriterler yedi baslik altinda toplanmaktadir. Uye olmak
isteyen sehirler bu kriterleri karsilay1p tiyelik mektubu gondererek iiyelik igin siireg baslatmaktadir. Uyelik
stireci, alt1 adimdan olusmaktadir. Bugtin, Tiirkiye’de kriterleri karsilayarak birlige tiye olan on dort adet
cittaslow bulunmaktadir.

Bu calismada Cittaslow’un kriterleri dahilinde Giimiishane Merkez Ilcesi'nin bu birlige tiye olabilmek igin
cevre politikalari, altyap: politikalari, kentsel yasam politikalari, tarimsal, turistik, esnaf ve sanatkarlara dair
politikalar, misafirperverlik, farkindalik ve egitim icin planlar, sosyal uyum ve ortakliklar kriterlerini ne kadar
karsiladig1 degerlendirilecek ve bu konuda oneriler sunulacaktir.

Anahtar Kelimeler: Cittaslow, Sakin Sehir, Yavas Yasam, Giimiishane Merkez.

Cittaslow (Slow City) Movement in Turkey and a Suggestion: Giimiishane
Central District

Abstract

With the effect of the globalization the change and transition in cities making them become same and making
life in cities faster. This fast life style effects locality by economic, social, political and cultural aspects.
Extinction and assimilation of local culture and concrete products emerging from it with the effects of
globalization, local production diminishing because of being more expensive than mass production, handcraft
products being hard and tedious to produce, decline in care for protecting the local dishes, handcrafts, natural
beauties and historic fabric, created the need of giving prominence to localness.

Avoiding globalization is not within the bounds of possibility, however protecting local elements provides
safeguard against the negative effects of globalization to some extent. Therefore, in order to slow down the
pace of globalization the resistance “Cittaslow” has emerged to promote a natural and local life. This
movement, which has emerged in Italy, is a union created by four Italian Municipalities. There are total of 182
cities from Italy and 27 other countries members of this union. There are seven main criterions considered to
join this union. Cities willing to join the union should satisfy these criterions and send a letter for membership.
The process of membership acceptance consists six steps. Today there are fourteen cities that satisfy these
criterions and are member of this union in Turkey.

In this study, how much Giimiishane Central District can satisfy the criterions of Cittaslow in terms of
environmental, infrastructural, urban life, agricultural, craft and related trades workers” policies, hospitality,
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awareness and education, social adaptation and partnership plans will be evaluated and some suggestions
will be proposed.
Keywords: Cittaslow, Slow City, Slow Life, Glimiishane Central District
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Tiiketici Temelli Marka Degerinin Taklit Markal1 Uriin Algis1 Uzerindeki Etkisi

Salih Yildiz7, ibrahim Aveci7s

Oz

Giintimiizde gelisen teknoloji isletmelere ve tiiketicilere cesitli faydalar sunmaktadir. Ozellikle gelisen
teknolojinin isletmelere markalama konusunda, tiiketicilere ise bu markalar1 tanima konusunda biiyiik
faydalar1 vardir. Ancak markanin teknolojik gelisme ve 6zellikle kiiresellesmenin etkisiyle artan dnemi kolay
yoldan para kazanma istegi olanlar1 da bu alana ¢ekmektedir. Glintimiizde orijinal markal: tirtinlerin taklitleri
tretilmeye baslanmis ve taklit markali tirtinler diinya pazarinda énemli bir paya sahip olmustur. Taklit
markali iiretim diinyadaki bircok tilkede hizla artmaktadir. Ozellikle geligsen teknoloji, {iretilen taklit markali
urtinlerin, orijinal trtinler ile benzerliklerini arttirmakta ve dolayisiyla tiiketicilerin markali trtinleri
algilamalari ve onlar1 ayirt etmelerini zorlagtirmaktadir. Oyle ki baz1 taklit markali iiriinler pazara hakim olma
konusunda orijinal markalardan bile 6nce gelmektedir. Taklit markali tirtinler tireten isletmeler, orijinal
markal: tirtinlerin sahip oldugu avantajlarinmi kullanarak tutundurma maliyetlerine katlanmadan tirtinlerini
satabilmektedirler. Tiiketiciler de bilingli veya bilingli olmadan bir¢ok farkli nedenlerden o6tiirti bu taklit
markali tirtinleri tercih edebilmektedir. Taklit markali tirtin tireten isletmelerin orijinal markali tirtinlerde
taklit edemedigi marka degeri kavrami bu noktada biiyiik énem kazanmaktadir. Ozellikle tiiketici temelli
marka degeri boyutlarinin tiiketicilerin taklit markal irtin algilar tizerindeki etkilerin belirlenmesi orijinal
markal1 tirtin tireten isletmeler agisindan oldukca 6nemlidir.

Bu calismada, tiiketici temelli marka degeri boyutlarinin (marka sadakati, marka farkindaligi, marka ¢agrisim
ve algilanan kalite) tiiketicilerin taklit markal: tirtin algilari tizerindeki etkilerini belirlemek amagclanmistir. Bu
amag dogrultusunda Giimiishane Universitesi merkez kamptisiinde 6grenim goren dgrenciler arastirmanin
ana kiitlesi olarak belirlenmistir. Secilecek 6rnegin ana kiitleyi temsil giicii yiiksek olmasi icin tesadiifi
ornekleme yontemlerinden ztimrelere gore ornekleme metodu kullanilmis ve enstitti, fakiilte ve
yiiksekokullardan toplam 501 tiniversite 6grencisine yiiz yiize anket uygulanmistir. Anket sonucunda elde
edilen veriler cesitli istatistiksel yontemlerle analiz edilmis ve tiiketici temelli marka degeri boyutlarinin
tuiketicilerin taklit markal1 tirtin algilar1 tizerinde pozitif etkilerinin oldugu tespit edilmistir.

Anahtar Kelime: Marka, Marka Degeri, Taklit, Taklit Marka, YEM

Effects of Consumer Based Brand Equity on Perception of Counterfeit Branded
Products

Abstract

Today, developing technology offers various benefits to companies and consumers. Developing technology
has great benefits to companies about the subject of branding and to consumers about recognizing these
brands in particular. However, an increasing importance of branding with an impact of the technological
development and especially globalization have attracted people who have a wish of making money from the
easy way. In the present day, counterfeits of original branded products have begun to be produced and
counterfeit branded products have gained a significant share in the world market. Counterfeit branded
production has been growing in many countries around the world rapidly. Especially the developing
technology has increased the similarities of the produced counterfeit branded products with the original
products and consequently that has complicated to perceive and distinguish branded products for consumers.
So that, some counterfeit branded products have taken precedence of the original brands in the subject of
dominance of the market. The companies that produce counterfeit products could sell their products using the
advantages of original branded products without enduring the costs of promotion. The consumers could
prefer these counterfeit branded products for many different reasons consciously or unconsciously. At this
point, the concept of brand value of the firms which produce counterfeit branded product can not imitate in
original branded products have come into prominence. The determination of the effects of consumer-based
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brand equity dimensions on consumers’ perception of counterfeit branded products is crucial in terms of firms
that produce original branded products in particular.

In this study, it was aimed to determine the effects of consumer-based brand equity dimensions (brand loyalty,
brand awareness, brand associations and perceived quality) on consumer’s perception of counterfeit branded
products. For this purpose, the students studying at the central campus of Gumushane University were
determined as the main population of the research. The random sampling method (stratified random sample)
was used to represent highly the main population of the selected sample and a face-to-face questionnaire was
applied to a total of 501 university students from institutes, faculties and higher schools. The obtained data as
a result of the questionnaire were analyzed with various statistical methods and 1t has been determined that
the consumer-based brand-equity dimensions have positive effects on consumers' perception of counterfeit
branded.

Keywords: Brand, Brand Equity, Counterfeit, Counterfeit Brand, SEM
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Sehir Imajin1 Olusturan Faktorlerin Belirlenmesi: Giimiishane Universitesi
Ogrencileri Uzerinde Bir Arastirma

Onur Kizilcik?s, ibrahim Avci”?

Oz

Bir kentin markalasmasi, o kentin basaril1 bir sekilde pazarlanmasini gerektirmektedir. Dolayisi ile bir kentin
basarili bir sekilde pazarlanmas igin 6ncelikle dogru ve uygun bir imajin belirlenmesi biiyiik énem arz
etmektedir. Ayrica, markalama ve konumlandirma stratejisi olusturma siirecinde imaj kilit unsur olarak
degerlendirilmektedir. Imaj olusturma siirecinde ise, pazarlama uzmanlari tarafindan ilgili kentin sahip
oldugu rekabetci avantajlar (tarihi, kiilttirel ve dogal cekim unsurlar1 vb.) vurgulanmaktadir. Bu arastirmada,
Giimiishane sehrinin markalasma stirecine katki saglamak amaciyla sehir imajin1 olusturan faktorlerin neler
oldugu belirlenmeye calisilmistir. Bu kapsamda sehrin turist sayisinin az olmasi nedeniyle, Giimiishane’ye
farkl illerden gelen {iniversite 6grencileri arastirma 6rneklemi olarak belirlenmistir. Arastirma kapsaminda
olusturulan anket formu, 2018 y1l1 5 Mart-19 Mart tarihleri icerisinde 508 {iniversite 6grencisi tizerinde kolayda
ornekleme esas almarak ytiz yiize goriisme teknigiyle uygulanmustir. Arastirma sonucunda, kesifsel faktor
analizi gerceklestirilerek, Giimiishane sehir imajini olusturan 5 faktor tespit edilmistir. Ayrica, t testi ve tek
yonlii varyans analizi (ANOVA) yapilarak, tiniversite 6grencilerinin algiladiklar: sehir imajinin cinsiyet, yas,
Gumiishane’de yasam stiresi ve gelinen bolgeye gore farklilik gosterip gostermedigi incelenmistir. Son olarak,
sehir planlamacilari ve pazarlamacilari ile sonraki arastirmacilar igin birtakim oneriler tartisilmistur.

Anahtar Kelimeler: Sehir imajl, Sehir Markalasmasi, Giimtishane, Marka Kent

Determining The Factors Creating City Image: A Research on Giimiishane
University Students

Abstract

The branding of a destination depends on the successful marketing of that destination. Indeed, in order to
successfully market a destination, a proper and appropriate image must first be determined. Moreover, in the
process of creating a branding and positioning strategy, image is considered a key element. In the image
creation process, competitive advantages (historical, cultural and natural attractions, etc.) are emphasized by
destination marketers. In this research, it was tried to determine what factors constitute the city image in order
to contribute to the branding process of Giimiishane city. Due to the small number of tourists in the city, as a
research sample, university students from other cities were chosen. The questionnaire form prepared within
the scope of the research was applied in face to face interview technique on the basis of convenience sampling
on 508 university students in March 2018. As a result of the research, 5 factors forming the image of
Gumdiishane city were determined by performing exploratory factor analysis. In addition, t-test and one-way
analysis of variance (ANOVA) were conducted to investigate whether the perceived image by university
students differs according to gender, age, duration of living in Gtimiishane and where the students come from.
Finally, some suggestions for urban planners and marketers and for later researchers were discussed.
Keywords: City Image, City Branding, Glimiishane, Brand City
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A Research on Gray Marketing and Parallel Imports: Mobile Phone Example

Idris Karshoglu

Abstract

The concepts of grey marketing and parallel imports are a subject that has been studied extensively by
businesses that have been producing branded products for years and by consumers who want to buy the same
product at a lower cost. These concepts show themselves on the market where price differences exist, and they
are getting deeper in many ways compared to consumer needs and expectations. Products brought from
abroad by importing in the form of gray marketing and parallel imports seem to be an obstacle to the products
sold in the domestic market, but nowadays, they are encouraged by many distributors and are increasingly
preferred by consumers. In the study, the concepts related to gray marketing, parallel import and re-import
are mentioned and studies related to this subject are examined. In the study of the case study, the price
differences of mobile phones are determined and the reasons of preference of gray product and parallel
product are explained. Individual expectations are addressed by a variety of strategies that are developed by
taking into consideration the benefits and harms on them. As a result of the study, it is revealed that gray
marketing and parallel imports affect the market share of the products offered to the domestic market,
profitable for the consumer, but profitable for the distributor.

Keywords: Grey Marketing, Parallel import, Back import

Gri Pazarlama ve Paralel ithalat Uzerine Bir Arastirma: Cep Telefonu Ornegi

Oz

Gri pazarlama ve paralel ithalat kavramlari, yillardir 6zellikle markal irtinler tireten isletmeler ve ayr tirtinti
daha ucuza almak isteyen tiiketiciler tarafindan énemle incelenen bir konudur. Bu kavramlar, fiyat farklarimin
oldugu piyasalarda kendini gostermekte, tiiketici ihtiya¢ ve beklentilerine gore pek cok iirtinde daha da
derinlik kazanmaktadir. Gri pazarlama ve paralel ithalat seklinde ithalat yoluyla yurtdisindan getirilen
urtinler, yurtici piyasada satilan tirtinlerin ontinde bir engel gibi goriinmekteyse de giintimiizde bircok
dagitict isletme tarafindan tesvik edilmekte ve gittikce tiiketiciler tarafindan daha cok tercih edilmektedir.
Calismada, gri pazarlama, paralel ithalat ve geri ithalat kavramlarina deginilerek, konuyla ilgili yapilan
calismalar incelenmektedir. Ornek olay analizinin yapildig1 calismada, cep telefonlarmin fiyat farkliliklar:
tespit edilerek gri tirlin ve paralel tirtintin tercih sebepleri aciklanmaktadir. Kisisel beklentiler tizerindeki
fayda ve zararlar1 ele alinarak gelistirilen cesitli stratejilere deginilmektedir. Calismanin sonucunda, gri
pazarlama ve paralel ithalatin yurticinde satisa sunulan tirtinlerin pazar payin etkiledigi, tiiketici icin karl
ancak dagitic1 agisindan kar1 diistirticii yapisinin oldugu ortaya ¢ikmaktadir.

Anahtar Kelimeler: Gri Pazarlama, Paralel ithalat, Geri Ithalat,
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Marka Baglaminda Bir Turizm Destinasyonu Olarak Tiirkiye

Thsan Tiirkal??, Giilsiim Calisirs0

Oz

Giintimiiz ekonomik kosullarinda kiiresel rekabetin temel dinamiklerinden birini markalar olusturmaktadar.
Tiiketicilerin satin alma tutum ve davranislarinda belirleyici bir rol oynadig goriilen markalarin bu bakimdan
uriin ve hizmetlerin toplam degerine sagladig1 olumlu katki pek ¢ok arastirma tarafindan carpici verilerle
ortaya konulmaktadir. Bu durumun dogal bir sonucu olarak tiim alanlarda pazarlama ve iletisim
faaliyetlerinin odak noktasinda markalar yer almaktadir. Son donemin en ¢ok gelisme gosteren sektorlerinden
biri olarak turizm alaninda da baz tilkelerin ya da sehirlerin zihinlerde yer eden imajlar1 ve sunduklari
cekiciliklerle birer marka olarak belirginlestigi goriilmektedir. Diinya turizmi icerisinde ¢nemli bir konuma
sahip olan Tirkiye'nin de bir turizm markasi olusturup olusturmadigi bu noktada onem tasimaktadir.
Ozellikle turizm kaynagmi olusturan Avrupa iilkeleri nezdinde Tiirkiye'nin bir turizm destinasyonu olarak
bir marka algisina sahip olup olmadiginin belirlenmesi bu calismanin amacini olusturmaktadir. Bu amag
dogrultusunda nitel arastirma yontemi kullamilacak olup, Avrupa iilkelerinden Hollanda, Belgika,
Liiksemburg, Almanya ve Ukrayna vatandaslarindan olusan orneklem grubunda yer alacak kisilerle yari
yapilandirilmis goriismeler gerceklestirilecektir. Katilimcilar ile gerceklestirilecek goriismelerden elde
edilecek veriler, Tuirkiye nin belirli vaatleri iceren ve zihinlerde yerlesik bir marka olup olmadigimi ortaya
koymay1 hedeflemektedir. Bununla birlikte ulasilan bulgular, turizm baglaminda Tiirkiye nin sahip oldugu
tarihi ve cografi 6zellikler gibi gesitli degiskenler etrafinda degerlendirilecektir.

Anahtar Kelimeler: Marka, Turizm Destinasyonu, Ttrkiye, Ttirkiye Turizmi

Turkey as A Tourism Destination in The Context of Brand

Abstract

Brands are one of the fundamental dynamics of global competition in our present economic circumstances.
Brands which plays a decisive role over buying attitudes and behaviors of consumers, thereby make a
favorable contribution to the bottom-line of products and services are suggested by many researches with
remarkable data. As a natural consequence of the mentioned state, brands are the focus of marketing and
communication activities in all fields. Some countries or cities which created strong images in people’s minds
and offered appeals seem to be emerging as brands in tourism field which has been one of the most growing
sectors for the recent period. In this respect, it is a key point whether Turkey which has a significant place in
the world tourism becomes a tourism brand or not. This work aims to determine if Turkey has a brand
perception as a tourism destination by the European people which are particularly source of Turkish tourism.
On this purpose, qualitative research method will be used and semi-structured interview will be carried out
with the individuals of the sample group, including citizens of the countries the Netherlands, Belgium,
Luxembourg, Germany, and Ukraine. The data which will be collected from the interviews with the
participants, will be analyzed in order to determine whether Turkey is a brand which offers certain
commitments and renowned by the people. Furthermore, the findings will be evaluated with some variables
such as historical and geographical features of Turkey in the context of tourism.

Keywords: Brand, Tourism Destination, Turkey, Tourism of Turkey
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Marka Kent Olusturmada Stratejilerin Belirlenmesi Icin Swot Analiz Tekniginin
Uygulanmast: Sivas ili Ornegi

Hasan Tagraf®!, Koray Karabuluts2

Oz

Guntimtizde kimi kentlerin, sahip olduklar1 cografi, kiltiirel ve tarihi ozelliklerin saglamis oldugu
popiilariteleri bulunduklar1 iilkelerinin &niine gegmistir. Ulkeler igin marka kentler olusturmak gegmis
yillarda yoneticiler tarafindan benimsenen bir yerel kalkinma modeli iken giiniimiizde ise kiiresellesme, bilgi
ve teknolojideki yasanan gelismelerin etkisiyle bir dontisiim yasanmis ve marka kent sayisi fazla olan
tilkelerin yenilik¢i ve yaratici siniflar1 ortaya cikardiklari goriilmiistiir. Kentler, bu dontisim siirecinde
varliklarini siirdirebilmek igin markalasarak farkliliklarini pazarlamak ihtiyaci duymustur. Bunun icin
olusturulan pazarlama yéntem ve teknikleri araciligiyla bir kent markas: olusturmada 6nemli bir strateji plam
hazirlanmistir. Ayrica bir kentin marka olmasinda; kiiltiirel mirasinin énemi, dogal yapisi ve gevresi, kente
ozgii ¢iktilar1 gibi etkenler kentlerin marka olma yolunda kullanacaklar: stratejilerden bazilar1 olmustur. Bu
calismada, bir kentin marka olmasinin gerek ve yontemleri stratejik faktorlerle ele alinmistir. Calismanin
amaci, Sivas ili markasimnin bulundugu bolgede giiclii bir marka olmasi igin rakiplerine gore giiglii ve zayif
yonlerinin belirlenmesi ve olusabilecek tehdit ve firsatlarinin tespit edilmesinde yonelik olarak SWOT analizi
teknigi uygulanmstir.

Anahtar Kelimeler: Kent, Marka Kent, Swot Analizi, Sivas

Application of Swot Analysis Technique to Determine Strategies in Building
Branding City: Sivas Sample

Abstract

Nowadays, some cities have come to the front of the countries where they have popularias, where they have
geographical, cultural and historical features. While the creation of brand cities for countries has been a local
development model adopted by the administrators in the past years, nowadays it has been transformed by
the effects of globalization, knowledge and developments in technology and innovative and creative classes
of countries with more brand cities are emerging. Cities need to market their differences in order to sustain
their assets in this transformation process. They prepare an important strategy plan for creating a city brand
through the marketing methods and techniques created for it. In addition, if a city is a brand; The prominence,
natural structure and environment of the cultural heritage and the city-specific outcomes will be some of the
strategies that cities will use to become brands. In this study, the necessity and methods of being a brand of a
city are discussed with strategic factors. In order to be a strong brand in the region where the Sivas ili brand
is located, a SWOT analysis technique was applied to determine the strengths and weaknesses of the
competitors and to identify the threats and opportunities that may arise.

Keywors: City, Brand City, Swot Analysis, Sivas
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Marka Sehir Olusturma: Kent imajina Yoénelik Diisiincelerin Giimiishane
Olgeginde Degerlendirilmesi

Kurtulus Merdans?

Oz

Kent, i¢inde yasayan tiim gruplarin tutum, davrams ve yaklasimlarinin pazarlanabilir bir sonucu olarak
ortaya c¢ikmaktadir. Kenti olusturan biitiin unsurlar, farklilasan beklentiler ve ihtiyaglar, tiim gruplarin
cikarlarini kentin ortak gikarlar1 dogrultusunda bir araya getirerek bir biitiin olarak degerlendirmeyi gerekli
kilmaktadir. Bu durum sistemli bir planlama siireci ve pazarlama karmasiyla kentin gticlii yonlerini, kiiltiirel,
sosyal ve ekonomik degerlerini 6n plana ¢ikaran bir strateji belirlemektedir. Bu sayede kent halkinin yasam
kalitesi ytikselmekte, kentin diger kentler nezdinde cekiciligi ve istihdam olanaklar1 artmaktadir. Benzer
sekilde kenti marka yapmak, kentin pozitif bilesenlerini ortaya ¢ikarmay: gerektirir. Kentin markalasmasi,
irtin ve hizmet pazarlamasindaki geleneksel yapinin kentlere uygulanmas: seklinde gerceklesmektedir. Yerin
markalasmasi ise, kentlerin, bolgelerin ve tilkelerin marka stratejisini, egitim, turizm, kiiltiirel, yatirim, ihracat
ve sportif aktivitelerin gelisimine harcamasi olarak tanimlanmaktadir. Bunlarin hepsinin bir arada bulunmasi
o yerin markalastigini gostermektedir. Marka kent olabilmek icin kentin marka degerini olusturan tiim
faktorler goz 6niine alinmalidir. Bu durum, kent markasinin tiiketiciler agisindan nasil algilandigini da ortaya
koymaktadir.

Son yillarda marka sehir olusturmak 6nem tasidigi i¢in biitiin sehirler markalasmak adina yeni olusumlar
icerisine girmislerdir. Arastirmada, Gumiishane’'nin marka kent olmasina katki saglayacak kent imajin
belirleme ve olusturma asamasini etkileyen unsurlar arasinda yer alan faktdrlerin nem dereceleri ve yeterlilik
durumlari belirlenmeye ¢alisilmistir. Bu amag dogrultusunda arastirma verileri Giimtishane ilinde ikamet
eden farkli demografik niteliklere sahip 390 katilimcidan elde edilmistir. Arastirmada veri toplama teknigi
olarak anket yonteminden faydalanilmistir. Arastirma neticesinde elde edilen veriler analiz edildiginde kent
imajiyla ilgili degiskenlerin bazilariin katilimcilar agisindan yeterli, bazilarmun ise yetersiz oldugu bulgusuna
ulasilmistir.  Sonug olarak; markalasma calismasmin kentte yasayanlarin, sosyo-ekonomik, fiziksel ve
psikolojik yapisina 6nemli yansimalar1 olacagi diistintilmektedir.

Anahtar Kelimeler: Marka Sehir, Kent imajl, Giimiishane, Pazarlama

Building Brand City: Evaluation of The Thoughts on The City Image in
Giimiishane Scale

Abstract

A city emerges as a marketable outcome of the attitudes, behaviors, and approaches of all groups living in it.
All the elements that make up the city, differentiated expectations and needs make it necessary to evaluate as
a whole bringing the interests of all groups together in accordance with the common interest of the city. This
creates a strategy through a systematic planning process and marketing mix which emphasizes the strong
aspects of the city, its cultural, social and economic values. In this way, the life quality of the people in the city
goes up and the attractiveness and employment opportunities of the city increase in the eye of other cities.
Similarly, making the city a brand requires revealing the positive components of the city. Branding of a city
takes place in the form of applying traditional structure in product and service marketing to cities. Place
branding is defined as spending brand strategy of cities, regions, and countries on the development of
education, tourism, cultural, investment, export and sporting activities. The combination of all of these shows
that the place has become a brand. In order to be a brand city, all the factors that make up the brand value of
the city should be taken into consideration. This situation also reveals how the city brand is perceived by
consumers.

In recent years, since it has become important to build a brand city, all cities have started new formations with
the aim of branding. In the study, it has been tried to determine the importance levels and sufficiency status
of the factors affecting the process of determining and creating the image of the city that will contribute to
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Gumiishane's becoming a brand city. For this purpose, research data were obtained from 390 participants
with different demographic qualities residing in Giimiishane province. The survey method was used as data
collection technique in the study. When the data obtained at the end of the research are analyzed, it has been
reached to the finding that some of the variables related to the urban image are sufficient for the participants,
some of them are insufficient. Consequently, it is thought that the branding work will have an important
reflection on the socio-economic, physical and psychological structure of the people living in the city.
Keywords: Brand City, Urban Image, Glimiishane, Marketing
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Tiiketici Etnosentrizmi, Algilanan Kalite ve Marka Sadakatinin Marka Kisiligi
Uzerindeki Etkisi: Krem Cikolata Tiiketicileri Uzerine Bir Uygulama

Emel Yildiz#, Mahmut Kogan85

Oz

Giintimiizde tiiketicilerin marka tercihleri iizerinde etkili olan bir¢cok faktér mevcuttur. Bu faktorlerin bir
kismu tirtin veya hizmetin fonksiyonel 6zelligi ile ilgili iken bazilari ise tilke mensei gibi fonksiyonel olmayan
tiiketicilerin algilar ile ilgili ozellikler olabilmektedir. Tiiketiciler farkli bircok nedenden otiirii yabanci
markal1 tirtinleri satin almama egiliminde olabilirler. Bu durumunun stireklilik arz ettigi Etnosentrik egilimi
olan tiiketiciler ise her zaman tilkelerinde tiretilen yerli ve milli markal: tirtinlerin satin alinmasini uygun
bulmakta, yabanct markali iirtinlerin satin alinmasimi ve tiiketilmesini ahlaki agidan olumsuz olarak
degerlendirmektedirler. Ttiketicilerin marka tercihleri acisindan oldukca ©nemli olan Etnosentrizm,
tiiketicilerin kalite algilar1 ve markalara olan sadakatleri tizerinde de etkili oldugu dustintilmektedir.

Bu calismanin amaci, tiiketici etnosentrizmin algilanan kalite ve marka sadakatinin marka kisiligi tizerindeki
etkilerinin belirlenmesidir. Calismada ayrica tiiketici etnosentrizminin algilanan kalite ve marka sadakati
tzerindeki etkileri de incelenmektedir. Arastirmanin ana evreni olarak belirlenen Dogu Karadeniz
Bolgesi'nde ikamet eden tiiketicilerden kolayda drnekleme yontemi ile elde edilen 560 kisilik 6rnege ytiz ytize
anket yontemiyle anket uygulanmistir. Arastirma kapsaminda elde edilen verilerin gegerliliklerinde cronbach
alfa yontemi, gecerliliklerinde ise faktdr analizi yontemi kullanilmistir. Arastirma kapsaminda olusturulan
hipotezlerin test edilmesinde ¢oklu dogrusal regresyon analizi kullanilmistir. Analiz sonucunda genel olarak
tiiketici etnosentrizmi, algilanan kalite ve marka sadakatinin marka kisiligi tizerinde anlaml1 bir etkisi oldugu
tespit edilmistir. Calisma sonucunda elde edilen diger bir bulgu ise tiiketici etnosentrizminin marka sadakati
ve algilanan kalite {izerinde anlaml bir etkiye sahip oldugudur.

Anahtar Kelimeler: Tiiketici etnosentrizmi, marka kisiligi, marka sadakati, krem cikolata

Consumer Ethnocentrism, Perceived Quality and Impact of Brand Loyalty on
Brand Personality: A Practice on Cream Chocolate Consumers

Abstract

There are many factors that influence consumers' brand preferences. Some of these factors are related to the
functional nature of the product or service, while others are related to the perceptions of non-functional
consumers such as country origin. Consumers can tend to not buy foreign branded products for many
different reasons. Consumers with an ethnocentric tendency in which this situation is continuing, find that it
is always appropriate to purchase domestic and national branded products produced in their countries, and
evaluate the purchase and consumption of foreign branded products as negative in terms of ethics.
Ethnocentrism, which is very important for consumers’ brand preferences, is thought to be also influential on
consumers' quality perceptions and brand loyalty.

The purpose of this study is to determine the effects of perceived quality and brand loyalty of consumer
ethnocentrism on brand personality. The study also examines the effects of consumer ethnocentrism on
perceived quality and brand loyalty. In the eastern Black Sea region, which was determined as the main
universe of the study, 560 people determined by convenience sampling took part in face-to-face survey. The
cronbach alpha method was used for the validity of the data and factor analysis method was used for their
validity. Multiple linear regression analysis was used for testing hypotheses. As a result of the analysis, it has
been determined that consumer ethnocentrism, perceived quality and brand loyalty have a significant effect
on brand personality. Another finding of the study is that the consumer ethnocentrism has significant
influence on brand loyalty and perceived quality.

Keywords: Consumer ethnocentrism, brand personality, brand loyalty, cream chocolate.
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Tiiketicilerin Marka Imaj1 ve Marka Sadakati Algilarin1 Etkileyen Faktorler: Cay
Tiiketicileri Uzerine Bir Uygulama

Salih Yildiz8, Mahmut Kogan8”

Oz

Guntimiiz rekabet ortaminda isletmelerin {istiinliik saglayabilmesi ve faaliyetlerine devam edebilmesi icin
markalasma biiyiik énem tasimaktadir. Ozellikle yoresel {irtinlerin pazarlanmasmda markalasma tiriiniin
daha genis kitlelere ulasabilmesine imkan saglamakta ve tiiketicilerin yeni ve farkl: tirtinleri denemelerine
yardim edebilmektedir. Rize ilinin yo6resel tirtinlerden biri olan cay ticaretini yapan isletmeler de rekabet
ustiinligi avantajindan faydalanmak ve sektordeki pazar paylarini arttirabilmek igin markalasmaya
yonelmektedirler. Markalasma agisindan pazarlama karmasi elemanlarimin (iiriin, fiyat, dagitim, tutundurma)
yani sira algilanan kalite, marka farkindaligi, marka cagrisimlar;, marka imaji ve marka sadakati gibi
faktorlerin 6nemli oldugu sdylenebilir. Ozellikle tiiketicilerin sadik miisteri olmasim yani farkli alternatifler
arasindan yine ayni markay: tercih etmesini ifade eden marka sadakatinin nispeten daha 6nemli oldugu
soylenebilir. Isletmelerin marka sadakatini etkileyen faktorleri bilmesi, tiiketicilerin sadakat diizeylerini
arttiracak faaliyetlerde bulunmalarina imkan saglamaktadir.

Bu arastirmanin amacy, pazarlama karmasi elemanlarinin algilanan kalite, marka farkindaligi, marka
cagrisimlari ve marka imaji tizerindeki etkilerinin ve bu faktorlerin de marka sadakati tizerindeki etkilerinin
belirlenmesidir. Arastirmanin ana evreni olarak belirlenen Rize ilinde ikamet eden tiiketiciler arasindan
kolayda ornekleme yoluyla belirlenen 495 kisiye ytiiz ytize anket yontemi uygulanmis ve degerlendirmeye
almabilecek 437 adet anket elde edilmistir. Verilerin giivenilirliginde cronbach alfa yonetimi, gegerliliginde ise
faktor analizi yontemi kullanilmis ve arastirma hipotezleri coklu dogrusal regresyon analizi yontemi ile test
edilmistir. Arastirmanin sonucunda pazarlama karmasi elemanlarindan {iriin, fiyat ve tutundurmanin
algilanan kalite tizerinde etkisinin oldugu; marka farkindaligi, marka gagrisimlar: ve marka imaji tizerinde ise
kismen etkisinin oldugu tespit edilmistir. Ayrica algilanan kalite, marka farkindaligi, marka ¢agrisimlari ve
marka imajinin da marka sadakati tizerinde etkisi oldugu belirlenmistir.

Anahtar Kelimeler: Pazarlama karmasi elemanlari, marka ¢agrisimlari, algilanan kalite, marka imaji, marka
sadakati.

Factors Affecting Consumers' Perceptions of Brand Image and Brand Loyalty: An
Practice on Tea Consumers

Abstract

In today's competitive environment, branding is of great importance in order to enable enterprises to gain
superiority and to continue their activities. Especially in the marketing of local products, branding enables the
product to reach wider masses and can help consumers to try new and different products. Enterprises that
make money with tea, one of the regional products of Rize, also aim to take advantage of competitive
advantage and to increase their market share in the sector. In terms of branding, factors such as perceived
quality, brand awareness, brand associations, brand image and brand loyalty are important as well as
marketing mix elements (product, price, distribution, promotion). In particular, consumers’ being brand
loyalty which expresses the preference of the same brand among different alternatives is relatively more
important. Knowing the factors that affect the brand loyalty enables enterprises to engage in activities that
will increase the level of loyalty.

The purpose of this research is to determine the effects of marketing mix elements on perceived quality, brand
awareness, brand associations and brand image, and also to determine the effect of these factors on brand
royalty. Among the consumers who resided in Rize, which was determined as the main universe of the
research, 495 people determined by convenience sampling took part in face-to-face survey method and 437
questionnaires which could be taken into consideration were obtained. Cronbach Alfa was used for the
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reliability, Factor Analysis was used for the validity, and research hypothesis was tested by multiple linear
regression analysis method. The result of the research has showed that product, price and promotion from
marketing mix members have an effect on the perceived quality; and also have partially effect on the perceived
quality; brand awareness, brand associations, and brand image. In addition, it has been determined that
perceived quality, brand awareness, brand associations and brand image have an effect on brand loyalty.
Keywords: Marketing mix elements, brand associations, perceived quality, brand image, brand loyalty.
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Konya’daki Ingaat Firmalarinin Sosyal Medya Kullanimlarinin Halkla Iliskiler
Perspektifinden Degerlendirilmesi

Erol Dénekss, Merve Ozkaynak®®, Mine Ulusoy®

Oz

Gelisen iletisim teknolojileri ile beraber markalarin halkla iliskiler ve reklam faaliyetleri amaciyla iletisim
kurabilecekleri araclar her gegen giin artmakta ve gesitlilik gostermektedir. 2000'1i yillarin baslarinda ortaya
cikan Web 2.0 kavrami ile beraber hayatimiza giren sosyal medya araglari, bugiin birgok iilkenin niifusundan
fazla kullanici sayisina sahiptir ve markalar adina ¢ok gii¢lti bir iletisim araci olarak dikkat cekmektedir.
Geleneksel iletisim araglarina oranla daha az maliyetli ve iki yonlii iletisime imkan veren yapisi ile 6n plana
cikan sosyal medya araglari, dogru hedef kitleye daha kisa stirede ulagsabilme noktasinda da markalarin tercih
sebebi olabilmektedirler. Sosyal medya araglarinin sundugu kullanim ve erisim kolayligi, sosyal medyanin
eglenceden bilgi edinmeye, arastirmadan sohbet etmeye kadar bir¢ok farkli amagla kullanilmasina imkan
vermektedir. Sosyal medya araglari bu 6zellikleri ile diinyanin her yerinden pek ¢ok kullanicist bulunan etkili
bir iletisim arac1 olarak degerlendirilmektedir. Bu durum markalarin tiiketiciler ile iletisim kurma noktasinda
sosyal medya araglarini tercih etme oranlarini arttirmaktadir.

Giintimtizde sektor fark etmeksizin bircok marka, sosyal medya araglarini kullanmakta ve hedef kitleleri ile
iletisim kurmaktadirlar. Sosyal medya araclari, bireylere sagladig1 imkanlarin yam sira markalara getirdigi
avantajlar ile de birer halkla iliskiler ve reklam araci olarak kullanilabilecek bir mecra haline gelmistir. Insaat
sektoriinde de bu gelismelerden etkilenen firmalar, hedef kitlelerine ulasmak icin sosyal medyay1 bir arag
olarak kullanmaya baslamistir. Calisma kapsaminda, Konya'da yer alan ingaat firmalarinin sosyal medya
hesaplari igerik analizi yontemi ile incelenerek halkla iliskiler perspektifinden degerlendirilmistir. Firmalarin
sosyal medya hesaplar1 genel goriiniim, hangi amaglar ile iletisim yapildigi, iletilerin gonderim siklig,
iletilerin bicimsel 6zellikleri, iletilerin etkilesim oranlar1 gibi basliklar altinda incelenmistir. Elde edilen
bulgular dogrultusunda Konya’'da yer alan insaat firmalarinin sosyal medya kullanimi noktasinda benzesen
ve farklilasan noktalar1 belirlenip, markalarin sosyal medya kullanim pratikleri tespit edilerek hakla iliskiler
agisindan degerlendirilmeye calisilmistir.

Anahtar Kelimeler: Halkla fliskiler, insaat Firmalari, Konya, Sosyal Medya.

Evaluation of Social Media Uses of Construction Companies in Konya from
Public Relations Perspective

Abstract

As a result of the development of communication technologies, the tools by which brands can communicate
for public relations and advertising activities are increasing and diversifying day by day. The social media
tools that enter our lives with the concept of Web 2.0 that emerged in the early 2000s are attracting attention
as a very powerful means of communication on behalf of brands and having more users than the population
of many countries today. The social media tools that come to the forefront with the possibility of being less
costly than the traditional communication tools and enabling the two-way communication are preferred by
the brands at the point of reaching the right target group in a shorter time. The ease of use and access offered
by social media tools allows social media to be used for a variety of purposes ranging from fun to learning,
from research to conversation. With these features social media tools are considered an effective means of
communication with many users from all over the world. This increases the likelihood that companies prefer
social media tools at the point of contact with consumers.

Today, many brands from every sector use social media tools and communicate with target groups. Social
media tools have become a advertising space that can be used as a public relation and advertising medium
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with the advantages that are provided to the individuals as well as the advantages brought to the brand. In
the construction sector, companies that are affected by all these developments have started to use social media
as a tool to reach their target mass. In this study, the social media accounts of the construction companies in
Konya were examined by content analysis method and evaluated from the perspective of public relations. The
social media accounts of the companies were examined under the headings such as the general view, the
purpose of communication, the frequency of sending messages, the formal characteristics of messages, and
the interaction rates of messages. As a result of the findings, the similarity and differentiating aspects of the
construction companies in Konya at the point of use of social media were determined and the practices of
using the social media of the brands were determined and tried to be evaluated in terms of public relations.
Keywords: Public Relations, Construction Companies, Konya, Social Media.

57




International : Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korg-esi

Sehir Markalasmasinda Tarihi Yapilarin Rolii: Konya-Sel¢uklu Yapilar:

Merve Ozkaynak91, Mine Ulusoy?2 Erol Donek?

Oz

Gilintimiiz diinyasinda iletisim ve ulasim teknolojilerinin biiyiik oranda gelismesi bilginin hizli bir sekilde
yayilmas: rekabet ortamini giiclendirmistir. Bu noktada marka ve markalasma kavramlarinin énemini her
gecen giin artirmaktadir. Bu kavramlar sadece iiriin veya hizmet sektorii bazinda degil, artik sehirler
tizerinden de degerlendirilmektedir. Son zamanlarda giindemde olan ve giderek popiilaritesini arttiran marka
kent kavrami, sehrin kendine 6zgti kiiltiirel, dogal, beseri 6zellikleri ve tarihi yapilar ile diger sehirlerden
veya yerlesim yerlerinden farklilasarak 6n plana ¢ikmasi olarak karsimiza ¢ikmaktadir.

Sehir markalagmasi insanlarin o sehri yasamak icin tercih etme oranlarini, yatirimlari, hem yerli hem de
yabanci turistin ziyaret etme isteklerini artirmayir amagclayan marka iletisim stratejileri biittinti olarak
degerlendirilebilmektedir. Bir sehrin markalagsma siirecinde, tarihi mirasin ve yerel kimligin korunarak
stirdiiriilebilmesi hedeflerin basinda gelmektedir. Bu siirecte sehirler yerel tiriinleri, yerel kimlikleri, tarihi
dokular1 ve kendine 6zgii degerlerini 6n plana ¢ikararak sehir markalarini olusturmaktadirlar. Bu amacla sehir
markalagmasi siirecinde sehirlerin kendilerine 6zgii niteliklerini ve tarihi yapilarini 6n plana ¢ikarmak ilk
basvurulan secenekler arasindadir.

Sehirlerin tarihini, yerel kimlik ve dokularini yansitan tarihi yapilar, kentin 6zgiin yapisini ortaya koyup,
kendini farkl bir yerde konumlandirmasin saglayabilmektedir. Hem Tiirk hem de Diinya tarihi i¢in 6nemli
bir devlet olan Selguklu Devleti'ne baskentlik yapmis ve pek ¢ok medeniyetin besigi olan Konya cok sayida
donem ozelliklerini yansitan, nitelikli ve kullanim degerini siirdiiren tarihi yapiya sahiptir. Yerli ve yabanci
turistler tarafindan ziyaret edilen bu yapilar Konyanin tarihini, kent kimligini ve degerlerini yansitan birer
simge olarak markalasma siirecinde ele alinabilecek degerlerin basinda gelmektedir. Bu ¢alismada sehir
markalasmas siirecinde tarihi yapilarin 6nemi ve roliine deginilerek, Konya’nin mimari kimligini yansitan
Selguklu Dénemine ait cami ve medrese yapilarinin sehir markalasmasindaki rolti incelenmistir. Bu calismada,
Konya'nin markalasma stirecinde Selcuklu tarihi yapilarindan nasil faydalanabilecegi irdelenerek, bu
dogrultuda turizm degerini artiracak oneriler sunulacaktir.

Anahtar Kelimeler: Sehir Markalasmasi, Tarihi Yapilar, Selguklu Yapilari, Konya.

Role of Historical Constructions in the City Branding: Konya-Seljuk Buildings

Abstract

The rapid development of communication and transportation technologies in today's world has strengthened
the competitive environment. At this point, the importance of branding and branding concepts is increasing
day by day. These concepts are not only based on product or service sector but also on cities. The concept of
the brand city, which has recently been on the agenda and has gradually increased its popularity, has come to
the fore as the city's distinctive cultural, natural, human characteristics and historical structures,
distinguishing itself from other cities or settlements.

City branding can be evaluated as a whole of brand communication strategies aiming to increase people's
preference for living in that city, their investments, and their desire to visit both domestic and foreign tourists.
While branding a city, preserving its historical heritage and local identity is one of its goals. In this process,
cities create city brands by giving priority to their local products, their local identities, historical textures and
their unique values. For this purpose, in the process of city branding, it is among the first resorted options to
prioritize the specific qualities and historical structures of the cities.

Historical buildings reflecting the history of the cities, local identities and textures can reveal the original
structure of the city and position itself in a different place. Konya, which is the capital of the Seljuk State which
is an important state for both Turkish and World history, and which is cradle of many civilizations, has a
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historical structure that reflects the characteristics of many periods and continues its quality and value. These
buildings, which are visited by local and foreign tourists, are one of the values that can be considered in the
process of branding as a symbol reflecting Konya's history, city identity and values. In this study, the
importance and role of historical buildings in the process of city branding were investigated and the role of
the mosque and madrasa constructions of Seljuk period, which reflects the architectural identity of Konya, on
the city branding has been examined. In this study, how to use Seljuk's historical structures in the process of
branding Konya will be examined and suggestions will be presented that will increase tourism value in this
direction.

Keywords: City Branding, Historical Buildings, Seljuk Buildings, Konya.
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Marka ile Cografi Isaretlerin Tiirk Sinai Miilkiyet Hukuku Cercevesinde
Karsilastirilmasi

Mohammad Maghaminia®

Oz

Marka ve cografi isaretler, smai miilkiyet kapsamiin onemli 6geleri sayilir. Bu isaretler, mal ve hizmet
drtinleri baglaminda ayrit edici tanitimina ve kalite giivencesine aracilik etmektedir. Bu isaretler kapsadigi
tirtinlere bagl olarak tescil ile isaret sahiplerine 6zel yasal koruma olanaklar: saglar. Her iki marka ve cogrfi
isaretler kasadigi triinlerin tanitittmimna ve giivenine yarayan yodnetmlerle yasanin sagladigi haklarin
kullanimini islevsel hal getirmekle gerek {iilkenin ekonomi ve ticaret ortaminin giiven ve glismesini
etkilemekle, tiriinlere bu isaret araglarla biiyiik pazar gevresi olusturmaktadir. Bu bakimdan her iki isaretin
de kapsadig1 iirtinlere iliskin genel amaci ve iliskin oldugu trtinlerin kimliklerini ayrit edici bigimde
tanimlamak bu isaretlerin ortak ve bezer islevleri olmakla birlikte her birinin bu yonde izledigi ve sagladig:
haklar bir biitiinliik iginde birbirinden farkl: islev ve yontemler izlemektedirler.

Sinai miilkiyeti simgeleyen marka ve cografi arasindaki iliskinin milli ve yerli boyutlar1 baglaminda mal ve
hizmetlerin tanitimi ve tiretim yer ve kiltiirtintin rekabetci bigimde giiven saglamasi yoniinde birbirini
tamamlayan bir kimlik biitiinti olarak ortaya ciktig1 goriilecektir. Bu agidan bu iki isaretin benzer ve farkh
yonlerinin incelenmesi, aralarindaki iliskinin anlagilmas: ve tiikteicilere sagladig: yararlar ile bu mulkiyet
isaretlerinin sahiplerine saglanan haklarin belirlenmesi i¢in yararli olacaktir. Bu calismada marka ve cografi
isaretlerin 6zellikle Tiirk Sinai Miilkiyet Kanunu cercevesinde tescili i¢in gereken kosullar ile bu isaretlerin
kapsadig tiriinler ve koruma altina alinan haklar baglaminda arasindaki benzer ve farkli yonler karsilastirmal
olarak incelenecektir.

Anahtar Kelimeler: Marka, Cografi Isaret, Tiirk Sinai miilkiyet hukuku, haklarin Korunmasi

Comparison of Brand and Geographical Indications in Turkish Industrial
Property Law

Abstract

Trademarks and geographical indications are considered important items of industrial property. These signs
mediate distinctive presentation and quality assurance in the context of goods and services. In addition, these
markings provide special legal protection possibilities for signatories, depending on the products they cover.
Both brands and geographical indications constitute a major market environment for these products by
influencing the confidence and well-being of the economy and the trade environment of the country, with the
use of the rights provided by the legislation of the legislature to promote and trust the merchandise of the
merchandise. In this respect, to define the identities of the products which are both general and related to the
products covered by both marks, the rights and obligations that each one follows and follow different
functions and methods in a unity.

As a matter of fact, it will be seen that the relationship between trademarks and geographical indications
symbolizing industrial property in the framework of the national economy and cultural composition emerged
as a complementary identity to each other in the promotion of goods and services in the context of national
and indigenous dimensions and in the competitive form of production and culture. In this respect, the
examination of similar and divergent aspects of these two marks will be useful for understanding the
relationship between them and for the benefit they provide to the consumers and for determining the rights
granted to the owners of these property signs. In this study, the similarities and differences between the
trademark and geographical indications, in particular the requirements for registration under the Turkish
Industrial Property Law, and the products covered by these marks and the rights under protection, will be
examined comparatively.

Keywords: Trademark, Geographical Indication, Turkish Industrial Property Law, Protection of Rights
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2012-2017 Yillar1 Arasinda Tiirk Bankalarinin Performans Degerlemesi

Mubhlis Ozdemir®, Emrah Onder%, Canser Boz9”

Oz

Finansal sistem icinde 6nemli rolleri olan bankalar, fon acig1 ekonomik birimler ile fon fazlasi olan ekonomik
birimler arasindaki baglantidir. Bankalar, kiiresel ekonominin belkemigidir ve yenilikler icin sermaye
saglama, altyap1 kurma, is yaratma ve genel refah1 arttirmada 6nemli rol oynarlar. Bankalar, sadece bireysel
tiiketicilerin harcamalarimi degil, ayn1 zamanda tiim endistrilerin biiytimesini de etkileyen finansal
kuruluslardir. Bankalarin ve bankacilik sisteminin etkinligi finansal piyasadaki en énemli konulardan biridir.
Bir bankanin genis bir performans yelpazesini takip etmesi ¢ok énemlidir. Bu ¢alismanin amaci, 2012-2017
donemlerinde Tiirk Bankalarmmin finansal performans modelini degerlendirmektir. Performans
degerlendirmesinde Cok Kriterli Karar Verme Tekniklerinden olan TOPSIS (Technique for Order Preference
by Similarity to Ideal Solution) yontemi kullanilacaktir. Bu sayede birden fazla banka i¢in birden fazla finansal
gosterge yardimi ile genis bir performans analizi yapilmis olacaktir. Calisma sonuglart hem bankalarin
performansint kendi aralarinda hem de zaman boyutunda karsilastirma acisindan onemli bilgiler
saglayacaktir.

Anahtar Kelimeler: Finansal Performans Degerleme, TOPSIS Yontemi, Tiirk Bankacilik Sektorii

Performance Evaluation of Turkish Banks Between the Years 2012-2017

Abstract

Banks, which play an important role in the financial system, are the link between funded economic units and
the economic units with the surplus funds. Banks are the backbone of the global economy and play an
important role in providing capital for innovation, building infrastructures, creating jobs and improving
general welfare. Banks are financial institutions that affect not only the expenditure of individual consumers
but also the growth of all industries. The effectiveness of banks and the banking system is one of the most
important issues in the financial market. It is very important for a bank to follow a wide range of performance.
So, the aim of this study is to evaluate the financial performance model of Turkish Banks during the period of
2012-2017. Technique for Order Preference (TOPSIS) will be used in the performance analysis. In this way, a
broad performance analysis with the help of more than one financial indicator for more than one bank will be
made. The study results will provide important information both in terms of comparing the performance of
the banks between themselves and the time dimension.

Keywords: Financial Performance Evaluation, TOPSIS Method, Turkish Banking Sector
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Kent Imajinin Sosyo-Demografik Degiskenlere Gore Incelenmesi: Konya
Mevlana Miizesi Ziyaretcileri Uzerinde Bir Aragtirma

Murat Kogyigit%, Ersin Diker®

Oz

Giris: Kent imaji, bireylerin bir kentle ilgili algi, diistince, fikir, kanaat ve izlenimleri araciligiyla olusan
degerler biitiintidiir. Kent imajini etkileyen unsurlar arasinda ise tarihi, kiiltiirel ve turistik alanlarin yaninda
alt yapy, ulasim, sosyal alan, dogal giizellikler ve mimari yapilar 6nemli bir yer tutmaktadir. Kentin sahip
oldugu bu tiir 6zellikler kentin imajin1 olumlu ya da olumsuz etkileyebilmektedir.

Amag: Bu dogrultuda arastirmanin amaci, Konya'y1 ziyaret eden yerli turistlerin kent imaji ile ilgili
algilamalarimi tespit ederek, sosyo-demografik degiskenlere gore Konya kent imajimnin anlamli farklilik
gosterip gostermedigini tespit etmektedir.

Yontem: Bu baglamda, Konya'y1 ve Mevlana Miizesini ziyaret eden yerli turistler tizerinde kolayda ¢rnekleme
yontemi ile uygulanan anketin verileri kullanilarak degiskenler arasindaki farkliliklar test edilmistir. Yerli
turistlerin, kent imaj1 gozlenen degiskenlerine ait puan ortalamalarinin sosyo-demografik degiskenlere gore
farklilasip farklilasmadiginin belirlenmesinde, verilerin normal dagilim gostermesinden dolay1, parametrik
fark testleri olan t-testi ve tek yonlii varyans analizi (ANOVA) kullanilmigtir.

Bulgular: Arastirma neticesinde Konya'y1 ziyaret eden yerli turistlerin kent imaji ile ilgili algilamalarinin
pozitif yonde oldugu ve cinsiyet, yas, egitim durumu ve yasanilan sehir gibi sosyo-demografik degiskenlerine
gore bazi kent imaji gozlenen degiskenlerinin anlaml farklilik (p<0,05) gosterdigi belirlenmistir. Dahasi
katilimcilarin, tekrar ziyaret etme ve yakinlarina tavsiye etme ortalamalarinin oldukga yiiksek olmasi, kent
imajinin ziyaret sonrasi pozitif yonde etkilendigini gostermektedir.

Tartisma ve Sonug: Bu dogrultuda, kentler tarihi, kiiltiirel, dogal ve turistik imkanlari ile ziyaretgilerine iyi
bir deneyim sunmalidir. Kentin ziyaret edilmesi ile baslayan somut etkilesim, kent imajinin sekillenmesini ve
tam anlamiyla kentin deneyimlenmesini saglamaktadir.

Anahtar Kelimeler: imaj, Kent imaji, Kent Algisi, Konya

Analysis of City Image According to Socio-Demographic Variables: A Research
on the Visitors of Konya Mevlana Museum

Abstract

Introduction: The image of the city is the whole of the values formed by the perceptions, thoughts, ideas,
opinions and impressions of individuals about a city. Historical, cultural and touristic areas take an important
place among the factors affecting the image of the city. In addition, in the image of the city, infrastructure,
transportation, social space, natural beauty and architectural structures are also important. Such characteristics
of the city can affect its image positively or negatively.

Purpose: The aim of the research in this direction is to determine the perceptions of the local tourists visiting
Konya regarding the image of the city. In addition, according to the socio-demographic variables, it is
determined whether the image of Konya city has a significant difference.

Method: In this context, the differences between the variables were tested using the data obtained by
convenience sampling method on the domestic tourists visiting Konya and Mevlana Museum. The t-test and
one-way analysis of variance (ANOVA) were used to determine whether the average scores of the domestic
tourists differ significantly from the socio-demographic variables.

Findings: As a result of the research, it has been determined that the perceptions of the domestic tourists
visiting Konya are positively related to the image of the city. In addition, it was determined that there were
significant differences (p <0,05) in the variables of some city images according to socio-demographic variables
such as gender, age, educational status and living city. Moreover, the average attendance rate for visiting and
visiting relatives is high, indicating that the image of the city is influenced positively after the visit.
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Discussion and Conclusion: In this direction, cities should offer good experience with historical, cultural,
natural and touristic opportunities. The concrete interaction that starts with the visit of the city provides the
shaping of the image of the city and the full experience of the city.

Keywords: Image, City Image, City Perception, Konya
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Yer Markacilig1 Baglaminda Engelsiz Sehir ve Giimiishane Ornegi

Hanife Giiz1%, Miirtivvet Cikin!01

Oz

Kiiresellesmeyle birlikte markalar arasinda yasanan rekabet artik kentler tizerinde de kendini gostermeye
baslamistir. Kentler sahip olduklari nitelikleri uluslararasi alanda sergilemek adina tamitim faaliyetlerini
hizlandirmus ve bdylelikle “yer markaciligl” kavrami énemli bir alan olarak konumlandirilmistir. Marka olma
niteliklerini barindiran kentlerin gesitli projeler ve faaliyetlerle 6zgiinliik ve farkliliklarini ortaya koyarak
gelecekte de varliklarini garanti altina alabilmeleri igin yeni ayri istiinlitk alanlarmi dikkate almalar
gerekmektedir.

Engelliler toplumda yasayan en dezavantajli grup olarak nitelendirilmekte ve sosyal hayat icerisinde stirekli
bir sekilde zorluklarla miicadele etmek zorunda kalmaktadirlar. Bu amagla gerek diinya tilkelerinde gerekse
tilkemizde sehirleri engelsiz bir hale getirebilmek adina calismalar yiiriitiilmektedir. Avrupa Birligi
biinyesinde 2010 yilinda baslatilmis olan ‘Engelsiz Sehir” odiilleri, engelli bireylere hayata daha fazla
erisebilme imkani saglayan 6nemli bir projelerden biridir. Ulkemizde ise ‘Engelsiz Sehir’, ‘Engelli Dostu Sehir’
unvani almak icin gesitli projeler yapilmaktadir. Bu baglamda bu ¢alismanin konusunu sehirlerin rekabet alan
yaratmada “Engelsiz Sehir” olma adina yaptiklar1 ve yapmas: gerekenler olusturmaktadir. Bu baglamda bu
calismada; Avrupa Birligi tarafindan 6diile layik goriilen sehirlerin hangi 6zelliklerinin bu rekabet alanim
yonetmede 6nemli dinamikler oldugu ortaya konulacak ve bu dinamikler ‘Giimiishane Ornegi’ {izerinden
case study yontemi kullanilarak analiz edilecektir.

Anahtar Kelimeler: Yer markaciligi, Engelsiz Yer Markasi, Engelsiz Sehir, Engelli Dostu Sehir, Case Study.
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Marka Ozgiinliigii'niin Kulaktan Kulaga Pazarlama Uzerindeki Etkisi: Kozmetik
Uriin Tiiketicileri Uzerine Bir Uygulama

Salih Y1ld1z192, Reyhan Giinaydin!0

Oz

Insan, dogast geregi farkli ve 6zel olmak ister. Eski donemlerden giintimiize kadar insanlar diger insanlardan
farkl1 olabilmek igin cesitli kozmetik tiriinleri ve degisik tiirde aksesuarlari kullanmiglardir. Ozellikle marka
kavramiin hayatimizdaki etkisini hissettirdigi son dénemlerde insanlar kozmetik iirtinlerinin yan sira bu
urtinlerin markalarma da dikkat etmeye baslamislardir. Teknolojinin gelismesi ile birlikte kozmetik
sektoriinde de bircok yenilik hayatimiza girmistir. Ttiketici ihtiyaclarini 6ngorebilen ve inovatif yaklasimla
farkli kozmetik tiriinlerini tiiketicilere sunabilen 6zgiin markalar daha bagarili olabilmektedirler. Tiiketiciler
tarafindan bagarili goriilen ve yiiksek degerli algilanan markalar daha fazla tercih edilmekte ve daha fazla
tavsiye edilmektedir. Kulaktan kulaga pazarlama agisindan da markamin 6zgiinligii de buyiik onem
tasimaktadir.

Bu calismanin amaci, marka 6zgilinliigtiniin marka tercihi, marka sadakati ve miisteri tatmini tizerindeki
etkilerini belirlemektir. Calismada ayrica marka tercihi, marka sadakati ve miisteri tatmininin kulaktan kulaga
pazarlama tizerindeki etkileri de arastirilmaktadir. Arastirmanin ana evreni Giimiishane il merkezinde
kozmetik tirtin kullanicilari olarak belirlenmistir. Il merkezinde faaliyet gosteren bir kozmetik tirtin magazast
miisterilerinden sistematik Ornekleme yontemi ile secilen 400 tiiketiciye yiizylize anket yontemi
uygulanmistir. Katilimcilardan elde edilen verilerin giivenirliliklerinde cronbach alfa yo6ntemi,
gegerliliklerinde ise faktor analizi yontemi kullanilmigtir. Arastirma hipotezleri yapisal esitlik modeli ile test
edilmis ve marka 6zgiinliigiiniin marka tercihi, marka sadakati ve miisteri tatmini tizerinde etkili oldugu
tespit edilmistir. Arastirmada elde edilen bir diger sonug ise marka tercihi, marka sadakati ve miisteri
tatminifaktorlerinin kulaktan kulaga pazarlama tizerinde etkili oldugudur.

Anahtar Kelimeler: Marka ozgiinltigli, marka tercihi, marka sadakati, miisteri tatmini, kulaktan kulaga
pazarlama

The Influence of Brand Authenticity on Word-of-Mouth Marketing: An
Application on Cosmetic Product Consumers

Abstract

Human wants to be different and special by nature. From old times today-to-day, people used various
cosmetic products and different kinds of accessories to be different from other people. Especially in there cent
times when the concept of brand take effect in our lives, people have be gun to pay attention to the brands of
these products as well as cosmetic products. Along with the development of technology, many innovations
come into our lives in the cosmetics sector. Original brands that can predict consumer needs and present
different cosmetic products to consumers with an innovative approach are more successful. Brands that are
highly appreciated and seem to be successful by consumers are more preferred and more highly
recommended. Brand authenticity is also of great importance in terms of word-of-mouth marketing,.

The purpose of this study is to determine the effects of brand authenticity on brand preference, brand loyalty
and customer satisfaction.The study also explores the effects of brand preference, brand loyalty and customer
satisfaction on word-of-mouth marketing. The main universe of the study was identified as cosmetic product
users in Giimiishane province center. Face-to-face questionnaire method was applied to 400 consumers
selected by systematic sampling method from a cosmetics store customers operating in the city center. The
cronbach alpha method was used for there liability and the factor analysis method was used for validity of the
data obtained from the participants. Research hypotheses were tested with structural equation modeling and
it has been determined that brand authenticity has positive effect on brand preference, brand loyalty and
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customer satisfaction. Another result obtained in the research is that brand preference, brand loyalty and
customer satisfaction factors are effective on word-of-mouth marketing.

Keywords: Brand authenticity, Brand preference, Brand loyalty, Customer satisfaction, Word-of-Mouth
marketing

66




International Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korgresi

Kurumsal Sosyal Sorumlulugun Tarihsel Gelisimi ve Marka Imajina Etkisi

Neva Dogan 104

Oz

Sanayi devrimiyle birlikte {iretimin artmasi ve gesitlenmesi toplumu marka kavramiyla tamistirmistir.
Toplumdaki bireyler artik tireten olmaktan ¢ikmis ve hepsi birer tiiketici halini almistir. Bireyin amact artik
kendi varligim ispat ederek imajimi gelistirmek ve itibar sahibi olmaktir. Bu bakimdan marka olgusu,
tuketiciye kendini gerceklestirmesi ve amaglarim1 gerceklestirmesi baglaminda muazzam bir imkan
tanimaktadir. Gelisen toplum yapisiyla birlikte, marka, bireyin kisisel haklar1 baglaminda ona bir¢ok garanti
verirken toplumla iliskisini de goz ardi etmeyerek marka-toplum iliskisini de gelistirmek durumunda
kalmistir. Marka artik yalnizca hedef kitlesine kars: degil, icinde bulundugu topluma karsi da sorumluluk
tasir hale gelmistir. Rekabetin olduk¢a yogun oldugu bir mecrada markanin topluma kars: tasidigi sorumluluk
onu digerlerinden ayiran, itibarin1 ve imajini etkileyen en 6nemli faktorlerden biri haline gelmistir. Bu
calismada oncelikle kurumsal sosyal sorumlulugun tarihsel gelisimi kronolojik bir bicimde ele alinacak,
ardindan marka olgusunun kurumsal sosyal sorumluluk kavramiyla birlikte geldigi nokta tartisilacaktir.
Kurumsal sosyal sorumluluk kampanyalariyla itibarini kazanan ve imajini olusturan markalardan 6rneklerle
calisma sonlandirilacaktir.

Anahtar Kelimeler:

The Historical Development of Corporate Social Responsibility and The Effect
on Brand Image

Abstract

Increasing and diversifying production with industrial revolution introduces brand concept to the society. The
individuals in the society are not in the role of producer anymore, thus, they become consumers. The aim of
the individual is to improve his/her image by proving his/her existance and enjoy estem. In that respect, the
concept of brand substantially enable to consumers in the context of self fulfilment and realizing aims. With
developing societal structure, brand not only gives a lot of guaranties in terms of individual rights but also
improves the relationships of brand-society by considering the relationships with the soceity. In doing so,
brand becomes responsible not only target market but also the soceity they live in. In the dyke that is fierce
competition environment, the responsibility that brand is burdened for the society, becomes the most
significant factor that makes it dictinctive, affects its image and dignity. In this study, first the historical
development of corporate social responsibility is dealt with in a choronological way, then, the position of the
concept of brand with corporate social responsibility is discussed. In the conclusion, the samples of brands
that create its image and gain reputation are given.

Keywords:
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Isletmeler Misyon Ifadelerini Belirlerken Hangi Bilesenleri G6z Oniinde
Bulundurmaktadir?

Orkun Demirbag!0s, Kiibra Simsek Demirbag!%, Niiket Top107

Oz

Concept of the Corporation (1946) isimli eserinde bazi sirketleri inceleyen Peter Drucker stratejik diistincenin
ana arglimanlarindan biri olan “isletmenin amaci nedir” sorusuyla alanda énemli bir diistinsel dontistimiin
fitilini ateslemistir. Daha sonra, 1980’li yillara gelindiginde bu soruyu kavramsal hale getirerek “misyonumuz
nedir” ifadesiyle, stratejik yonetim literatiirtinde o6nemli bir baslangicin gerceklesmesine katkida
bulunmustur. Stratejik yonetim agisindan onemli bir yere sahip olan misyon ifadesinin belirlenmesi,
isletmelerin birer marka olarak kendilerini paydaslarina anlatabilmeleri agisindan yararlandiklar1 énemli
iletisim araclarindan biridir (Dortyol, 2015; sf. 189). Davies ve Glaister (1997), isletmelerin hedeflerine ulasmasi
ve strateji formiilasyon stirecinde misyon ifadelerinin isletmeler tarafindan agikca belirtilmesi gerekliliginden
bahsetmekte ve bu ifadelerin tiim gevrelerce kabul edilen 6nemli bir isletme araci olarak goriildugiint ifade
etmektedirler. Pearce ve David tarafindan 1987 yilinda Academy of Management Executive dergisinde
yayimlanan “Corporate Mission Statements: The Bottom Line” isimli makalede etkin misyon ifadesinin 8
bilesenden olusmasi gerektigi ileri siiriilmektedir. Bu bilesenler; (1) Miisteri-Pazar, (2) Uriin-hizmetler, (3)
Cografi bolge, (4) Teknoloji, (5) Hayatta kalma kaygisi, (6) Felsefe, (7) Kimlik ve (8) Kamusal imaj kaygisi
olarak listelenmistir. “Misyon Ifadeleri Uzerinden Pazarlama Felsefelerinin Kesfedilmesi: Capital 500 Uzerine
Bir Arastirma” bashikli makalede, Dortyol (2015), misyon ifadelerini bu sekiz bilesen tizerinden incelemistir.
Pearce ve Robinson (2011) ise, misyon ifadelerinde bulunmas: gereken sekiz bilesene ii¢ yeni trend olan
“misteri isteklerine duyarlilik”, “kaliteye tnem verme” ve “sirket vizyonuna” iliskin yeni bilesenleri de
ekleyerek bilesen sayisin1 on bire ¢ikarmislardir. Mevcut calismada, bu 11 bilesen goz 6niinde bulundurularak
BIST100 firmalarmin misyon ifadeleri irdelenecek ve markalarin paydaslarina verdigi mesajlara yonelik
ayrintili bir inceleme gerceklestirilecektir.

Anahtar Kelimeler: Misyon, igerik Analizi, BIST100.

Which Components Are Considered When Companies Determine Their Mission
Statements?

Abstract

Peter Drucker (1946), who reviewed some companies in the “Concept of the Corporation”, made inroads into
a major intellectual transformation in the field by putting forward the question “what is the purpose of the
corporation”, which is one of the main arguments of strategic thinking. Afterwards, in the 1980s, he
contributed to the realization of an important beginning in the strategic management literature by making his
question more conceptual: “what is our mission”. Determining the mission statement, which has an important
role in terms of strategic management, is one of the important ways of communication that businesses can use
to express themselves as a brand to their stakeholders (Dortyol, 2015; p. 189). Davies ve Glaister (1997) argue
about mission statements that must be explicitly stated by businesses in the process of strategy formulation in
order to reach the goals and express that mission statements are considered as an important business tool that
is accepted by business world. In the article "Corporate Mission Statements: The Bottom Line" published by
Pearce and David in the Academy of Management Executive in 1987, it is suggested that the effective mission
statement should consist of 8 components. These components include: (1) the specification of target customers
and markets, (2) the identification of principal products and services, (3) the specification of geographic
domain, (4) the identification of core technologies, (5) the expression of commitment to survival growth, and
profitability, (6) the specification of key elements in the company philosophy, (7) the identification of company
self-concept, and (8) the identification of the firm’s desired public image. In the article entitled “Discovery of
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106 kubrasimsek@gumushane.edu.tr
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Marketing Philosophies on Mission Statements: A Research on Capital 500”, Dortyol (2015) reviewed mission
statements through these eight components. On the other hand, Pearce and Robinson (2011) have added three
new trends to eight components that should be included in the mission statement. These new three trends are
“sensitivity to customer requests”, “giving importance to quality” and “company vision”. In the current study,
considering these 11 components, the mission statements of BIST100 firms will be reviewed and the messages
given to the brands’ stakeholders will be examined in detail.

Keywords: Mission, Content Analysis, BIST100.
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Sehirlerin Rekabetci Ustiinliik Saglayan Ihracat Uriinleri Stratejik Planlarinda
Yer Almakta Midir?

Orkun Demirbag!%s, Kiibra Simsek Demirbag!

Oz

Son yillarda teknolojide yasanan gelismeler ve kiiresellesme olgusuyla birlikte diinyanin en uzak noktalarinin
birbirine baglanmasi hem iktisadi hem de sosyal iliskileri gelistirmesine ragmen, kaynaklarin mekanlar
arasinda geciskenligi (kaynaklarin hizli gelisen bolgelere iletilememesi) sorununu giin yiiziine ¢ikarmaktadir.
Bu sorunlarin ortadan kaldirilmasina katki saglamak amaciyla ¢alismalar ytiriiten Michael Porter ile baslayan
stirecte rekabetcilik ya da rekabet iistiinliigii kavrami one ¢ikmaya baslamistir (Porter, 1990). Dolayisiyla,
gliinimiiziin disa acik kiiresel ekonomisinde firma ve endiistriler, i¢ ve dis piyasalarin rekabet ortaminda
ayakta kalabilmek, sahip olduklar1 pazar paymi koruyabilmek veya artirabilmek i¢in ne tiir avantajlara sahip
olmalar1 gerektigine ve bu avantajlar1 olusturmak icin neler yapabileceklerine odaklanmaktadirlar
(Gokmenoglu, Akal ve Altunisik, 2012; sf. 4). Mikro bazda rekabet iistiinltigii kavramiyla firma ve endiistri
arasindaki rekabet ifade edilirken (Porter, 1980; 1985); makro bazda da tilkeler arasi rekabet ve bolgesel
rekabet tsttinltigti kavramlar literatiirde yayginlasmaya baslamistir (Grant, 1991; Turok, 2004; Budd ve
Hirmis, 2004; Bochma, 2004; Martin, 2005; Snowdan ve Stonehouse, 2006; Chikan, 2008; Porter, 2011; Zenka,
Novotny ve Csank, 2014). Bolgesel rekabet tistiinltigii kavrami, yerel uzmanlasma ve dissal olgek
ekonomilerinin bolgesel diizeyde bulunmasi olarak ifade edilmektedir (Brooksbank ve Pickernell, 1999).
Rekabetci tisttinliik analizinde; Yerel ekonomi ne kadar rekabetcidir? Yerel ekonominin rekabet icinde oldugu
sehir veya bolgelerin ekonomileri karsisinda performans: (istihdam, ihracat, GSYH, yenilik, verimlilik gibi)
nedir? Yerel ekonomide faaliyet gosteren firmalarin rekabet icinde olunan sehirdeki firmalar karsisindaki
performans: (istihdam, ihracat, yenilik, verimlilik gibi) nedir? Rekabet olunan sehir ile karsilastirildiginda is
cevresi kosullar1 (finansal altyapi, lokasyon, yerel piyasanin yapisy, fiziksel altyapi, biiytiikliik) nasildir? gibi
sorular bolgesel rekabetciligin ortaya koyulmas: anlaminda ©nemli cevaplar alabilmemize yardimci
olmaktadir (Yilmaz, 2016; sf. 133). Buradan hareketle, mevcut arastirmada, Tiikiye'deki rekabetci tisttinliik
saglayan sehirlerin tistiin olduklari ihracat tirtinlerine iliskin igeriklerin, bu sehirlerin stratejik planlarinda yer
tutup tutmadigy ortaya koyulacaktir.

Anahtar Kelimeler: rekabet isttinltigi, stratejik planlama, icerik analizi.

Are Competitive Export Products of the Cities Take Place in Their Strategic
Plans?

Abstract

In recent years, despite of the fact that interconnections of the farthest points of the world have made it possible
to develop both economic and social relations thanks to technological developments and globalization,
transivity problem of the resources ((he resources cannot be transmitted to the rapidly developing zones)
between places has emerged. In the process that began with studies of Michael Porter (1990), who contributed
to the elimination of these problems, the concept of competitiveness or competitive advantage has come
forward. Therefore, in today's open global economic environment, firms and industries are focused on what
advantages they can have in order to survive in the competitive environment of domestic and foreign markets
and to maintain or increase their market share, and what they can do to create these advantages (Gokmenoglu
et al.,, 2012; p. 4). While the competition between the firm and the industry is expressed by the concept of
competitive advantage in micro basis (Porter, 1980; 1985), the concepts of inter-country competition and
regional competitive advantage on the macro-level are becoming widespread in the related literature (Grant,
1991; Turok, 2004; Budd and Hirmis, 2004; Bochma, 2004; Martin, 2005; Snowdan and Stonehouse, 2006;
Chikan, 2008; Porter, 2011; Zenka et al, 2014). In the concept of regional competitiveness, local specialization
and external scale economies are at regional level (Brooksbank and Pickernell, 1999). In the analysis of

108 orkundemirbag@gumushane.edu.tr
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competitive advantage, some questions help us to get important answers to show regional competitiveness:
How competitive is the local economy? What is the performance level (employment, exports, GDP, innovation,
productivity, etc.) of cities or regions within the local economy? What is the performance of companies (such
as employment, exports, innovation, and productivity) operating in the local economy against other
companies in the city? How is the business environment compared to the competing city (financial
infrastructure, location, local market structure, physical infrastructure, size, etc.)?(Yilmaz, 2016; p. 133). From
this point of view, the current research reveals that whether the competitive export products of the cities in
Turkey take place in their strategic plans or not.

Keywords: Competitive Advantage, Strategic Planning, Content Analysis.
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Marka Aski, Marka Sadakati ve Kulaktan Kulaga Pazarlama Arasindaki
Iliskinin Incelenmesi

Emel Yildi1z'19, Reyhan Giinaydin!!!

Oz

Pazarlamanin tarihsel stirecinde tiiketici istek ve ihtiyaclar1 her zaman 6nemli bir rol oynamustir. Tiiketiciler
istek ve ihtiyaglarim1 karsilamak icin alisveris yapar, isletmeler de tiiketicilerin bu istek ve ihtiyaclarimi
karsilamak icin tirtinler tiretirler. Giintimtizde istek ve ihtiyaglarin yani sira farkli faktorlerde tiiketicilerin
satin alimlarmi 6nemli dlgiide etkilemektedir. Daha once tiiketiciler istek ve ihtiyaclarmi simirli segenekler
arasmndan karsilarken giintimiizde teknolojinin gelismesinin getirdigi erisim kolaylig: ile seceneklerin sayis1
artmustir. Her gecen giin farkli alternatifler tiiketicilerin hizmetine sunulmaya devam etmektedir. Dolayisiyla
isletmelerin sadece marka sahibi olmasi yeterli olmamaktadir. Tiiketicilerin kullandiklar1 markaya sadik
olmalarmin daha otesinde markaya karsi duygusal ve tutkulu bag: ifade eden marka aski kavrami
guntimiizde oldukca 6nemlidir. Marka agki, tiiketicinin kullandigi markaya karsi bir baghhk ve sevgi
duymasiyla olusur ve bunun igin tiiketicinin markay1 rakip markalardan farkli olarak algilamasi oldukga
onemlidir. Bunun saglanmasi da marka sahibi isletmenin temel gorevi olmaktadir. Ayrica isletmelerin
tiiketicilerde marka aski olusumunu etkileyen faktorleri bilmesi de onlara ¢nemli bir rekabet avantaji
saglayacaktir.

Bu arastirmanin amaci; marka ¢agrisimlari, marka giiveni, marka farkindaligi, marka imaji ve algilanan
kalitenin marka ask: tizerindeki etkilerini belirlemektir. Marka askinin marka sadakati ve kulaktan kulaga
pazarlama davranisi tizerindeki etkilerinin belirlenmesi de calismanin diger bir amacidir. Arastirma
kapsaminda Dogu Karadeniz Bolgesinde yasayan ve Tiirkiye’de faaliyet gosteren tinlii bir elektronik markasi
miisterisi olan tiiketiciler ana evren olarak belirlenmistir. Kolayda 6rnekleme yontemi ile elde edilen 400
tuketiciye ytiizytize anket yontemi uygulanmistir. Verilerin giivenilirliklerini test etmek igincronbach alfa
yontemi, gecerliliklerini test etmek icin de faktor analizi yontemi uygulanmis ve arastirma hipotezleri yapisal
esitlik modellemesi ile test edilmistir. Arastirma sonucunda marka cagrisimlari, marka giiveni, marka
farkindaligi, marka imaji ve algilanan kalitenin marka askini, marka askinin da marka sadakati ve kulaktan
kulaga pazarlama davramsimn pozitif yonlii etkiledigi tespit edilmistir.

Anahtar Kelimeler: Marka aski, Marka imaji, Marka sadakati, Kulaktan kulaga pazarlama

Investigation of The Relationship between Brand Love, Brand Loyalty and
Word-Of-Mouth Marketing

Abstract

Consumer request and needs have always played an important role in the historical process of marketing.
Consumers shop to meet their request and needs, and businesses produce products to meet these request and
needs of the consumers. Today, besides request and needs, different factors also affect significantly the
consumer purchasing behaviour. Previously, consumers have met their request and needs through limited
choices, but nowadays the number of options has increased with the ease of access provided by the
development of technology. Different alternatives are being offered to consumer severy day. Therefore, it is
not enough that businesses have only a brand owner. The concept of brand love, which expresses emotional
and passionate attachment to the brand, beyond being loyal to the brand, is now very important. Brand love
is formed by a sense of commitment and love towards the brand that the consumer uses and it is very
important for the consumert operceive brand as different from competit or brands. This is the main duty of
the brand owner. In addition, knowing the factors that affect the formation of brand love in consumers will
give them a competitive advantage.

The purpose of this research is to determine the effects of brand associations, brand trust, brand awareness,
brand image and perceived quality on brand love. Another purpose of the study is to determine the effects of

10Dy, Ogr. Uyesi, Giimiishane Universitesi, [IBF, emel.yildiz@yahoo.com
MGiimiishane Universitesi, Sosyal Bilimler Enstitiisii, reyhangunaydin@outlook.com
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brand love on brand loyalty and word-of-mouth marketing. Within this study, consumers who live in the
Eastern Black Sea region and are customers of famous electronic brand soperating in Turkey has been
identified as the main universe. Face-to-face survey method was applied to 400 consumers which were
obtanined by convenience sampling method. The cronbach alpha method was used to test there liability of the
data, and the factor an alysis method was used to test the validity of the data. The research hypotheses were
tested by structural equation modeling. As a result of the research, it was determined that brand associations,
brand trust, brand awareness, brand imageand perceived quality affect brand love and brand love affect brand
loyalty and word-of-mouth positively.

Keywords: Brand love, Brand image, Brand loyalty Word-of-mouth
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Tiiketicilerin Ozel Markal1 Uriin Tercihleri Uzerinde Etkili Olan Faktorler:
Giimiighane Ilinde Bir Uygulama

Salih Yildiz!12, Ozlem Yilmaz!13

Oz

Ozel markal: iiriinler olarak da ifade edilen perakendeci markalar: ilk olarak 1800'lii yillarin ortalarinda
Amerika’da ortaya ¢ikmuis ve o giinden itibaren tireticilere, tiiketicilere ve perakendecilere sagladig1 avantajlar
nedeni ile gelisimini siirdiirmiistiir. Ozel markal tirtinler(privatelabel) giiniimiizde 6zellikle perakendeciler
icin oldukca 6nemli bir stratejik ara¢ konumundadir. Perakendeciler yogun rekabet ortaminda basarili
olabilmek ve faaliyetlerini stirdiirebilmek igin 6zel markali tiriinlerden yararlanmaktadirlar. Degisen tiiketici
ihtiyaclarinin giderilebilmesi ve karliligin artirilabilmesi icin perakendeciler 6zel markal: tirtinler gibi farkli
ve yeni pazarlama teknikleri gelistirmeli ve kullanimini arttirmalidirlar. Perakendecilik alaninda son yillarda
Oonemini artiran yeni pazarlama stratejilerinden biri olan 6zel markali tiriinlerin kullanimi her gecen giin
artmaktadir. Globallesen diinyada artan rekabete ayak uydurabilmek igin perakendeciler iki ana hedefe
odaklanir. Bu hedeflerden biri magazanin devamliligini saglamak, digeri ise 6zel markali tirtinlerin satisini
arttirmaktir. Bu hedefleri saglayabilen perakendecilerin daha basarili oldugu ve artan rekabet ortaminda
ayakta kalabildigi sdylenebilir. Ozellikle tiiketicilerin kendi 6zel markali tirtinlerini satin almalarini saglayan
perakendecilerin bu rekabet ortaminda daha avantajli oldugu soylenebilir. Ttiiketicilerin 6zel markali tirtin
tercihlerini etkileyen bircok faktor vardir. Ozellikle perakende magazasinin ozellikleri tiiketicilerin zel
markal {irtin tercihleri tizerinde etkili olabilmektedir.

Bu calismada perakende magazasinin tzelliklerinin, tiiketicilerin 6zel markali {iriin tercihleri tizerinde etkili
olup olmadig: arastirilmistir. Tiiketicilerin magaza seciminde etkili olan 6zelliklerin (Fiyat, Uriin, Atmosfer,
Personel) tiiketicilerin 6zel markali tirtin tercihleri tizerindeki etkilerinin incelendigi arastirma kapsaminda
hipotezlerin test edilebilmesi icin bir anket olusturulmustur. Olusturulan anket, Giimiishane il merkezinde
faaliyet gosteren iki hipermarket miisterilerinden sistematik drnekleme yontemi kullanilarak elde edilen 402
kisilik 6rnege ytizyiize anket yontemi ile uygulanmistir. Elde edilen verilerin gecerlilikleri faktor analizi ile
giivenilirlikleri ise cronbach alfa yontemi ile test edilmistir. Arastirma kapsaminda olusturulan hipotezlerin
test edilmesinde ise yapisal esitlik modeli kullanilmis ve magaza 6zelliklerinin tamaminin ttiketicilerin 6zel
markal1 tirtin tercihleri tizerinde pozitif yonde bir etkiye sahip oldugu tespit edilmistir.

Anahtar Kelimeler: Tiiketici, Perakendecilik, Ozel markali iiriin, Magaza ozellikleri, YEM

FactorsAffectingConsumers' Preferences on PrivateLabeledProducts: An
Application in Giimiishane

Abstract

Retailer brands, also referred to as private-label products, first appeared in the mid-1800s in the United States
and continued to evolve with the pros and cons of providing benefits to producers, consumers and retailers
from that day on. Private label products are now a very important strategic tool, especially for retailers.
Retailers benefit from private label products in order to be successful in their competitive environment and to
continue their operations. In order to meet changing consumer needs and increase profitability, retailers
should develop and used if ferent and new marketing techniques such as private label products. The use of
private label products, one of the new marketing strategies that have increased in importance in the field of
retailing in recent years, is increasing day by day. In the globalizing world, retailers focus on two main goals
in order to keep pace with in creasing competition. One of these goals is to ensure the continuity of the store
and the other is to increase sales of private label products. It can be said that retailers capable of achieving
these goals are more successful and survive in an increasingly competitive environment. In particular, it can
be said that retailers, which allow consumers to buy their own private branded products, are more
advantageous in thisc ompetitive environment. There are many factors that affect consumers' choice of private

112 Dog. Dr., Giimiishane Universitesi, IIBF, Isletme Boliimii, salihyildiz@yahoo.com
113 Giimtiishane Universitesi, Sosyal Bilimler Enstitiisii, ozlemyilmaz29@hotmail.com
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label products. Especially the characteristics of the retail store can be influential on consumers' preferences of
private label products. In this study, it was researched whether the characteristics of the retail store were
influencing consumers' preferences for private label products. A survey was conducted to test the hypotheses
in the context of the research that examined the effects of store features (Price, Product, Atmosphere,
Personnel) on the preferences of consumers for private label products. The questionnaire was applied to the
sample of 402 persons obtained by using systematic sampling method from two hypermarket customers
operating in Gimiishane province center through a one-way survey method. The validity of the obtained data
was tested by Factor analysis and their reliability by Cronbach Alpha method. The Structural Equation model
was used in testing hypotheses formed with in the researc hand it was determined that the entire store features
have positive effect on consumers' preference for private label products.

Keywords: Consumer, Retail, Privatelabelproduct, Storefeatures, SEM
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Giimiishane'ye Ozgii Bitkilerin Bolgesel Markalasmaya Olas1 Katkis1 Uzerine
Bir Degerlendirme: Yabani Bir Bitki Olarak Susuz Elma Ornegi

M. Selahattin Okuroglu!4, Fatma Nil Topaloglu!5

Oz

Tarihi antik caglara uzanan Giimiishane uzun yillar meyvecilikle anilmis; ancak, kirsal niifusun stiratle
azalmasi meyveciligi ve 6zgiin meyve irklarini yok olmanin esigine getirmistir. Kentin sembolii olan elmanin
dahi ekonomik gercevede anlamli kabul edilecek tiretimi kalmamustir. Yine de bugiin bazilarinin sadece ismi
kalan Giimiishane'ye 6zgii elma irklarinin sayica ¢oklugu, 6zel bir iklimin ve bitki yetistirme potansiyelinin
isaretidir. Barindirdig1 bitki ortiistiyle Guimiishane, agaclandirmada ya da arazi islahinda kullanilacak
bitkilerin tiretim merkezi olma; ayrica, giderek biiyiiyen organik {iirtinler pazarinda yer alma potansiyeline
sahiptir. ilk asamada ulasilabilecek bu tiir hedeflerin 6tesinde, bolgedeki botanik gesitlilik ilin tanitilmasi ve
alternatif turizmi etkinliklerinin ¢ekim merkezi haline getirilmesi i¢in firsat sunmaktadir.

Giimiishane'nin iklimi ve arazi yapisi, endemik tiirlerin ve wrklarin varligini mimkiin kilmaktadir. Bu tiir
bitkiler, tarimsal alandaki ¢okiisten etkilenmeksizin varligin stirdiirmekte ve kusburnu 6rneginde gortildugi
gibi ili tamitma potansiyeli tasimaktadir. Daglik bolgelerdeki ulasim zorlugu ve niifusun seyrekligi goz
ontinde tutuldugunda, Gilimtishane'de bazi bitkilerin halen tanimlanmadan kalmasi ya da ayirt edici
niteliklerinin farkedilmemis olmasi miumkiindiir. Bu eksende, bolgedeki bitki ortiisiiniin ©ncelikle
Giimiishane halki tarafindan taninip taninmadig1 sorusu ele alinmis; bdylece, ilin degerlerinin gelismesi icin
yerel kamuoyundan destek bulma olanag1 sorgulanmistir.

Arastirma icin, yerel olarak susuz elma ya da yaban elmas: gibi isimlerle anilan Giimiishane'ye 6zgii elma 1rki
secilmis; bu amagla il merkezi ve yakin koylerde ulasilan halka anket uygulanmistir. Bulgular gergevesinde,
ilging 6zelliklere sahip ve kurak yamaclarda yabani olarak yetisen elma 1rkini orta yasin tisttindekilerin bildigi;
hatta bu meyvanin sonbahar aylarinda daglardan toplayan yaslilara ek gelir kapisi olusturdugu gortlmdistiir.
Ote yandan, susuz elmanin kesfedilmeyisi, meyveciligin gerileyisi ve Giimiishane'nin fazla taninmayan bir
bolge olarak kalistyla benzer nedenlere baghdir.

Anahtar Kelimeler: Markalasma, bolgesel tanitim, organik meyvecilik, agaclandirma, endemik bitkiler

An Evaluation on The Possible Contribution of The Plants Specific to
Giimiishane for Regional Branding: The Example of Waterless Apple as A Wild
Plant

Abstract

With a history dating back to antiquity, Glimiishane had been known with orcharding for years; however, the
rapid decline of the rural population has brought orcharding and genuine fruit races to the brink of extinction.
Any significant production has not been remained even in the case of apple, which is the symbol of the city.
Nevertheless, some only with the names survived, the number of apple races unique to Giimtiishane is the sign
of the plant growing potential and the distinct climate of the region. As the home of such a flora, Giimiishane
has the potential to be the national production center of the plants that would be used in afforestation and
land reclamation; also carries potential to take part in the growing market of organic products. Beyond such
goals that can be reached at primary stages, the botanical diversity in the region offers the opportunity to
promote the province and to make there an attraction point for alternative tourism activities.

Climate in Gimtishane and its land structure make it possible for endemic species and races to grow. Without
any need for human intervention, such plants maintain their existence without being affected by agrarian
decline, they offers means to promote the province, as seen in the case of rosehip. Considering the difficulty
of transportation in mountainous areas and the low density of population, it is possible that some plants still
remain unidentified or without their distinctive features noticed. First of all, the question of whether the
regional flora recognized by the local public was dealt with, therefore the eventuality of finding local support
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was questioned. For the research, an apple race specific to Giimiigshane, which is called as "waterless apple" or
"wild apple" by local people however not mentioned in the literature, has been chosen as subject of study.
With this purpose, a survey was applied to the people reached living in the city centre and nearby villages of
the province. In the frame of the findings, it has been observed that the people especially above the middle
ages knew an apple breed with interesting characteristics which grows wild on arid hillsides and even the
fruits have supplied additional income to the elder people who know the ways to gather them in autumns.
On the other hand, being remained as undiscovered of the plant depends on similar reasons with the decline
of fruit agriculture and with the stance of Giimiishane stayed as a relatively unknown region.

Keywords:
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Marka Kent Olmaya Giden Yol: Izmir’de Kent Markas1 Calisan Iletigim
Akademisyenlerine Yonelik Bir Arastirma

Selin Bitirim Okmeydan?1¢

Oz

[letisime konu olan herhangi bir 6zneyi digerlerinden farklilastirmak {izerine kurulu bilingli ve sistematik
faaliyetleri iceren markalasma kavraminin, giiniimiizde kentler agisindan son derece stratejik dnem tasidig:
soylenebilmektedir. Ozellikle kiiresellesmenin etkisiyle her alanda kiyasiya bir rekabetin yasandigi modern
diinya, kentlerin markalasmasini da adeta zorunlu kilmaktadir. Bir kentin markalasmasi, o kentin insanlar
tarafindan salt toplumsal bir mekan olarak goriilmesini degil; insanlarin o kentin icinde olmaktan keyif ve
mutluluk duyduklar1 duygusal bag: ifade etmektedir. Bu nedenle, kentleri digerlerinden farklilastiran ve
kiiresel yarista 6ne ¢ikaran markalasma stireci, marka kent olmanin temel dinamiklerine odaklanmaktadir.
Bu ¢alismanin amaci, kent markasi bilesenlerini tespit etmek ve marka kent olmak icin dikkat edilmesi gereken
noktalar: iletisimsel perspektiften sunmaktir. Bu amag¢ dogrultusunda, iki basamakli bir arastirma
tasarlanmistir. Arastirmanin ilk basamaginda, [zmir ilinde kent markasi tizerine calisan iletisim
akademisyenleri ile yiiz ylize yari-yapilandirilmis goriismeler gerceklestirilerek veri toplanacak ve boylece,
soz konusu akademisyenlerin deneyimlerinden yararlanilarak kent markasina iliskin algilar1 ve goriisleri
ortaya cikarilacaktir. Bu nedenle, calismada nitel arastirma yontemlerinden olgu bilim (fenomenoloji) deseni
kullanilacak ve bu desene uygun olarak veriler betimsel analiz ile sunulacaktir. Arastirmanin ikinci
basamaginda ise, goriisme verileri niceliksel ve niteliksel icerik analizine tabi tutulacak ve ortaya g¢ikan
bulgular, temalar gercevesinde yorumlanip degerlendirilecektir.

Anahtar Kelimeler: Marka, Marka Bilesenleri, Kent Markasi

The Way to Become A Brand City: A Research on Communication Academicians
Working on City Brand in Izmir

Abstract

It may be stated that the notion of branding, which includes conscious and systematic activities based on
differentiating any subject from others, has a very strategic importance in terms of cities today. The modern
world in which there is intense competition in all areas, makes the branding of cities almost imperative,
especially with the effect of globalization. The branding of a city does not mean that the city is seen only as a
societal place by people; it expresses an emotional connection which people are pleased and happy to be in
that city. Therefore, the branding process which differentiates cities from the others and put them forward in
the global competition, focuses on the basic dynamics of being a brand city.

The aim of this study is to identify the components of being a city brand and to present important processes
that must be taken into consideration in order to become a brand city from the communicative perspective.
For this purpose, a two-step research has been designed. At the first step of the research, semi-structured face
to face interviews will be held with the communication academicians who are working on the city brand in
Izmir for data collection. Thus, utilizing the experience of these academicians the perceptions and opinions
about the city brand of them will be uncovered. Therefore, in this study a qualitative methodology and
phenomenological design will be wielded, and data will be presented in a descriptive analysis in accordance
with this design. In the second step of the research, the interview data will be analysed by quantitative and
qualitative content analysis and the findings will be interpreted and evaluated within the framework of
themes.

Keywords: Brand, Brand Components, City Brand
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Sehir Cografyas1 Acisindan Kent Kimligi ve Giimiishane Ornegi

Sevil Sargmn!17, Sule Demir!18

Oz

Kentlerin 6zniteliklerinin farkliligini vurgulayan kent kimligi kavramu igin, cografi ortamin 6zellikleri baskin
ve belirleyici unsurdur. Kentlerin fiziki cografya 6zelliklerinden jeolojik ve jeomorfolojik yapisi, iklimi, bitki
ortiisti, hidrografyasinin elverisliligi kadar; niifus, tarim, sanayi, turizm, madencilik, egitim, saglik, ulasim,
ticaret, pazarlama, arazi kullanimi1 ve yonetimi, sosyal, kiiltiirel ve idari yapi, giivenlik gibi fonksiyonel
ozellikleri kimlikle dogrudan veya dolayl iliskilidir. Kentlerin kurulduklar: lokasyonda fonksiyonel islev
kazanmasi, kentleri hizli bir gelisim stirecine girdirdigi gibi bu islevlerin énemini kaybetmesi gelisimini
durdurmakta hatta geriletebilmektedir. Bu durum mekana bagh gerceklestigi gibi beseri faktorlerin seciciligi
cercevesinde de degisebilir. Kentlesme olgusunun basladig: ilk ¢aglardan giintimiize kentlerdeki sosyal ve
kiiltiirel isleyis kentlerin cografi karakterini simgeler. Insanoglu yerlesim igin sectigi fiziki ortama mekan
karakterini yiiklerken, onu anlayis, algilayis ve uzmanligiyla insa eder. Kentler var oldugu dénemin ve
yasayan toplum ve uygarligin en gorkemli eseri olabildigi gibi, gegmisinden ve sahip oldugu degerlerden
uzaklasmis yasayanlariyla kiilttirel, sosyal ve psikolojik agidan uyumsuz olabilmektedir. Kimlik, bu agidan
onemli olup canli bir organizma olan yasayan kent olgusu, mekdn ve sosyal ortamla uyumlu insanin
bittinlugtuni agiklar. Giimiishane konumu geregi fiziki cografya sartlar: ile sinirlandirilmis bir cografyada
kurulmustur; ancak 6nemli dogal, kiiltiirel miras degerleri ve turizm potansiyeline sahiptir. Dogal ve beseri
yapisiyla uyumlu, gecmisiyle baglarim1 koparmayan, gelisim ve kalkinmasi igin, var olan potansiyelinin
farkinda kimlikli bir kent olabilmesi igin, yatirimlarin ve tegviklerin bu potansiyeller dogrultusunda
gerceklesmesi gerekir. Gegmiste giimiis ve altin madeni ile Ipekyolu ticaret yolunun gectigi kent, giintimiizde
Pestil-Kome tiretimi, tarihi kale, kule, harabe, kopriileri, konaklari, tiniversitesi, ulasim agisindan halen 6nemli
bir konumda olusu ve buna bagl olarak “tiineller sehri” unvanini hak etmesi, dogal ve kiiltiirel miras
degerlerinden goller, selale ve magaralari, yaylalar: ve értimcek ormanlari, cigek odalar: gibi bir¢ok turizm
potansiyeli kimlik wunsurunun belirginlesmesinde etkili olacaktir. Bu wunsurlarin zenginliginin
Gumdiishanelilerce algilandig1 ve deger buldugu kadar Giimiishaneli olmayanlarinda algiladigi, fark ettigi ve
deger verdigi bir yapiya dontismesi, Giimiishane kent kimliginin ve cekiciliginin gelismesi agisindan
onemlidir.

Anahtar Kelimeler: Giimiishane, Cografya, Kent Kimligi, Kent Kimligi Unsurlar.

Urban Identity and Giimiishane Case in Terms of Urban Geography

Abstract

The characteristics of the geographical environment are dominant and decisive factor for the concept of urban
identity, which emphasizes the diversity of the attributes of cities. Physical geography characteristics of cities,
geological and geomorphological structure, climate, vegetation, feasibility of hydrography; population,
agriculture, industry, tourism, mining, education, health, transportation, trade, marketing, land use and
management, social, cultural and administrative structure, security, identity directly or indirectly related to
functional properties. Functional function in the location where the cities are founded, cities as a rapid
development process, such as losing the importance of these functions can stop or even reduce the
development. This situation may change depending on the venue as well as within the framework of the
selection of human factors. From the early ages of urbanization to the present day, the social and cultural
functioning of cities symbolizes the geographical character of cities. When human beings load the space
character into the physical environment they choose for settlement, they build it with their understanding,
perception and expertise. Cities can be the most magnificent work of the period and the living society and
civilization, as well as the cultural, social and psychological problems of the people who have gone away from

117 Prof. Dr., Marmara Universitesi Cografya Boliimii Ogretim Uyesi, sevil sargin@marmara.edu.tr
180gr. Gor., Gimiishane Universitesi MYO Mimarlik ve Sehir Planlama Boliimii CBS Programi, Marmara
Universitesi Cografya Boliimii Doktora Programi Ogrencisi, sule.demir@gumushane.edu.tr
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their past and their values. Identity is important in this respect, living city phenomenon, living organism, space
and social environment compatible with the integrity of the human explains. Giimiishane was founded in a
geography bounded by physical geography, but has important natural, cultural heritage and tourism
potential. In order to be a city with a natural and human structure, harmonious with its natural and human
structure, with its past, and aware of its potential for development and development, investments and
incentives must be realized in line with these potentials. The city, where silver and Gold mines and Silk Road
trade were passed in the past, today the production of Pestyl-kéme, historical kale Tower, ruins, bridges,
mansions, University, transportation is still an important position and accordingly the “tunnels city” title
deserved, natural and cultural values of lakes, waterfalls and caves, plateaus and spider forests, flower rooms,
such as the identity element of many tourism The richness of these elements is perceived by the people from
Giimiishane and it is important for the development of the city identity and attractiveness of giimiishane to
be perceived, realized and valued by the other people.

Keywords: Guimiishane, Geography, Urban Identity, Urban Identity Elements.
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Sanat-Mekan Iliskisi: Miizelerin Sinemada Marka Olarak Kullanimi

Sinem Tunal?®

Oz

“Marka” kavrami, giiniimiiziin iletisim sistemleri i¢inde stiphesiz ki son derece belirleyici ve ayirt edici bir
giice sahip. Reklamlardan sosyal medyaya, televizyondan sinemaya uzanan genis mecrada, markalarin ve
marka algismin ulasamadigl yiginlar neredeyse yok gibidir. Ozellikle hizmet sunumu ve pazarlamasinda
markalasmanin 6nemi ve giicii tekrar tekrar vurgulanmaktadir. Calismanin simirlar: igerisinde, sanatin
kamuoyuyla bulustugu mekanlar olarak miizeler ele alinacaktir. {letisim teknolojilerindeki degisim ve yaygin
kullanim, hem yerelde hem de kiireselde miizelerin bilinirligini arttirmakla kalmamis, marka degeri de
yaratmistir. Marka degeriyle birlikte bazi sanat eserlerinin bilinirliginin, mtizelerin 6niinde olmasi, mekanla
eserlerin birlikte anilmasima neden olmustur. Bir anlamda miizenin marka bilinirligi eser ya da eserlerle
birlikte artmistir. Mtizelerin, markalasma gereklilikleri ve stirecleri temelinden hareket edilerek, mekan ve
sanat baglaminda bir degerlendirme yapilacaktir. fletisim boyutuyla birlikte sanatsal yapisi agir basan sinema
da, tipk: diger iletisim araclar: gibi yiginlara ulasmada onemli bir giice sahip. Diger araclardan farkl: olarak
sinemada sanat ve teknolojinin birlesmis olmasi ilgiyi ve her donemde popiilerligi arttirmistir. Sinemanin ¢ok
sesliligi ve kiiltiirleraras: etkilesimi yansitmasi, insan hikayeleriyle birlikte, her bir kiiltiir 6gesinin de
sinemaya konu olmasini saglar. Kiiltiirel aktarimin ayni zamanda hafiza mekanlari olan miizeler ve sergilenen
eserler de sinemada boy gosterebilmektedir. Sinemada mekanin, hikayenin anlatimi agisindan 6nemi
dustuntildiigiinde miizeler, bu katharsisi fazlasiyla saglamaktadir. Calismanin ikinci asamasi, miize-marka
iliskisinin degerlendirilmesinden sonra miizelerin mekansal markalar olarak sinemayla iliskisidir. Sinemaya
konu olmus miizelerin anlatimindan yola ¢ikilarak, sanat-mekan-miize cercevesinde segilen filmler tizerinden
bir inceleme yapilacaktir.

Anahtar Kelimeler: Marka, miize, sanat eseri, sinema

Art-Space Relation: Use of Museums as A Brand in Cinema

Abstract

The concept of "brand" has undoubtedly a very decisive and distinctive power in today's communication
systems. From the advertisements to the social media, from the television to the cinema, the mass media, the
masses and the brand sense can not reach the masses almost disappear. In particular, the importance and the
importance of branding is emphasized repeatedly in service delivery and marketing. Within the borders of
the research, the arts will be treated as places where the arts meet publicly. The change and widespread use
of communication technologies has not only increased the awareness of the museum both locally and globally,
but also created brand value. The recognition of some works of art along with the brand value, get ahead of
museums, caused the place to be mentioned together with the works. In a sense, brand awareness of the
museum has increased with works or works. An evaluation will be made in the context of space and art, based
on the brands' requirements and processes of branding. The artistic structure of the cinema, with its
communication dimension, is very important to reach the masses just like other means of communication.
Unlike other mediums, the integration of art and technology in the cinema is interesting and has increased its
popularity at all times. As cinema reflects the multitude of voices and intercultural interactions, it also allows
each cultural subject to be subject to cinema, along with human narratives. At the same time as the cultural
transfer, memories and exhibited works, which are memory spaces, can also appear in the cinema. When the
scene in the cinema is thought to be important in terms of narration of the story the museums the provide this
katharsis more than enough. The second stage of the research is the relationship of cinemas as spatial brands
after the evaluation of the museum-brand relationship. The film will be reviewed through selected films in the
frame of art-space-museum, starting from the narration of the museums subject to cinema.

Keywords: Brand, museum, artwork, cinema

119 Dr.Ogr.Uyesi, Istanbul Gelisim Universitesi, Iktisadi Idari ve Sosyal Bilimler Fakiiltesi, Radyo Televizyon
ve Sinema Boliimi, stuna@gelisim.edu.tr
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Marka Olusturmada Televizyon Dizilerinin Rolii

Sadiye Kotanli Kiziloglu!2, Giilstim Caligir!2!

Oz

Popiiler kiiltiir tirtinti haline gelen televizyon dizileri, bir yandan modern hayatin yasam bigimlerini temsil
ederken, diger yandan olusturdugu karakterler ve isledigi konularla olmas1 gerekeni gostermekte, topluma
yasam bicimi 6nermektedir. Dizilerde islenen konular ve 6n plana ¢ikan karakterler, zamanla toplumda
konusulan en 6nemli giindem maddesi haline gelmekte, medyanin belirlemis oldugu deger yargilari ve insan
algis1 da televizyon dizileri vasitasiyla topluma sunulmaktadir. Kimi zaman tarihsel konular isleyen, kimi
zaman giinliik yasamdan beslenen, kimi zaman da ask hikayeleriyle bicimlenen televizyon dizileri; toplumun
temel egilimlerini, deger yargilarin1 ve bakis agilarmmi hem yansitmakta hem de olusturmaktadir. Dizi
karakterleri araciligryla ne giyilmesi, nasil yasanilmasi, ne tiiketilmesi veya nasil davramlmasi gerektigi
topluma sunulmakta, bir yasam bicimi 6gretilmektedir. Tiiketim ideolojisinin en 6nemli tasiyicis: haline gelen
televizyon dizileri bu baglamda sirketlere, firmalara veya ¢zel tesebbiislere yol gostermekte, karakterlerin,
mekanlarin veya isimlerin kullanildig: tirtinler gelistirilerek marka olusturulmakta, bu sayede yeni tirtinler
piyasaya stirtilmektedir.

Bu ¢alismanin konusu, televizyon dizilerinin marka olusturmaya etkisini incelemektir. Calismanin amaci ise
sadece Tiirkiye kapsaminda degil, diinya ¢apinda yayinlanan televizyon dizilerinin hangi markalarin ortaya
¢ikmasina vesile oldugunu ornekler 1siginda ortaya koymaktir. Bu kapsamda Tirkiye’de yayinlandig:
donemde en yiiksek reyting alan ve doénemin popiiler dizileri incelenmis, ismini markaya vermis olan
karakterler, mekanlar veya diziler ¢alisma kapsamina almnmustir. nternet tizerinden arama motorlar
araciligiyla “Marka ve Televizyon Dizisi” anahtar kelimeleri ile sorgulama yapilmis, rastgele érneklem
yontemi ile dizilere ulasilmistir. Tiirkiye’de yayinlanan ve popiiler hale gelen Muhtesem Yiizyil, Asmali
Konak, Kurtlar Vadisi, Ask-1 Memnu, Tathh Hayat, Kiralik Ask dizileri ile The Tudors, Game Of Thrones, The
Simpsons, Star Trek adli yabanci dizilerin hangi tirtin veya hizmet alaninda marka haline geldigi incelenmis,
girisimcilerin dizilerden esinlenip parfiim, gomlek, mobilya, sigara, sarap, bira, ¢ikolata, ayakkabi, tekstil
urtinleri gibi bircok alanda patent alarak markalastig1 tespit edilmistir. Bu baglamda hem ¢izgi dizilerin hem
de televizyon dizilerinin marka olusturmada bir arag haline geldigi sonucuna ulasilmustir.

Anahtar Kelimeler: Popiiler Kilttir, Televizyon Dizisi, Ttiketim Kiilttirti, Marka, Markalasmak

The Role of Television Serals in Brand Creating

Abstract

Television series which became a popular culture product, while representing the lifestyles of modern life on
the one hand, on the other hand shows what must be with the the characters creating and the subjects working,
suggests lifestyle to society. The subjects of the tv series and the characters in the foreground, it becomes the
most important agenda item spoken in society over time, values judgments and human perception determined
by the media is presented to community via tv serials. Television series that shaped sometimes by love stories,
processed sometimes historical issues, nourished sometimes from everyday life; both reflects and creates
perspectives and value judgments, the basic tendencies of society. Through of television series characters, it
is presented necessity what must are dressed, how must are lived, what must are consumed or how must are
behaved to society, itis taughted a lifestyle. The television series, which has become the most important carrier
of the consumption ideology, in this context, leads to way companies, firms or private enterprises, brand is
being created by be developed products which are used of characters, places or names and thus, new products
are being marketed.

The theme of this study is to examine the effects of television series on brand building. The purpose of this
study, is to reveal in the light of samples that television series published Turkey and worldwide is

120 Ars. Gor., Giimiishane Universitesi Iletisim Fakiiltesi, Radyo ,Televizyon ve Sinema Bolimii
skotanli@hotmail.com

121 Dog. Dr., Giimiishane Universitesi Iletisim Fakiiltesi, Halkla Iliskiler ve Tanitim Boliimii,
gulsumcalisir@gumushane.edu.tr, gulsumcalisir@yahoo.com
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instrumental in the emergence of whichever brands. In this context, it examined the highest-rated and popular
series of the period published in Turkey, included in the scope of the study the characters, spaces, or serials
have given to the brand its name. Through the search engines on the internet has been questioned with "Brand
and Television Series" keywords, television serials have been reached by random sampling method. It has
been examined that become a brand in whichever product or service field, of foreign tv serials called "The
Tudors" , "Game Of Thrones", "The Simpsons", "Star Trek", with "Magnificent Century", "Valley of the
Wolves", "Forbidden Love", "Sweet Life", "Asmali Konak", "Rent Love" that have became popular in the
society and have been published in Turkey. It has been found that entrepreneurs inspired by TV series become
a brand patents in many field such as perfumes, shirts, furniture, cigarettes, wine, beer, chocolates, shoes,
textile products. In this context, reached to result that both cartoons and television series has become a tool in
brand building.

Keywords: Popular Culture, Television Series, Consumer Culture, Brand, Branding
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Marka Degeri ve Firma Degeri iliskisi: Finansal Tabanli Bir Model

Alper Veli Cam!22, Yusuf Kalkan'?, Safak Sonmez Soydas!?, Seda Saglamytirek Tagdemir25

Oz

Marka soyut bir kavramdir ve marka degerini tam olarak tespit etmek zordur. Firma degeri ise marka degerine
gore daha olciilebilir bir kavramdir. Firma degerinin hesaplamalarinda bircok yontem ve bu yontemleri
olusturan degiskenler kullanilmaktadir. Benzer sekilde firma degeri tizerinde etkili bir¢ok faktor ve degisken
bulunmaktadir. Bu baglamda calismanin amacy, marka degerinin firma degeri tizerinde etkisinin olup
olmadigini belirlemek ve modellemektir. Bu amag dogrultusunda Borsa Istanbul’da hisseleri islem géren
otomotiv firmalar1 (Ford Otosan, Tiirk Traktor, Tofas, Anadolu Isuzu, Karsan, Otokar) arastirma kapsamina
alinmustir. Ilgili firmalarin 2017 y1li mali tablolarindan elde edilen veriler ile finansal tabanli marka degerleme
yontemi olan Hirose yonteminde kullanilan sadakat, genisleme ve prestij degiskenleri regresyon analizinde
kullanilmistir. Calisma sonucunda net karin, net satiglarin, aktif biiytikliigiin, toplam borg tutariin ve marka
degeri degiskenlerinden prestij degiskeninin firmanin piyasa degeri tizerinde etkili oldugu tespit edilmistir.
Diger degiskenler ile firmalarin piyasa degeri arasinda ise anlaml bir iliski tespit edilememistir.

Anahtar Kelimeler: Marka Degeri, Firma Degeri, Hirose Yontemi, Regresyon Analizi

Brand Value and Company Value Relationship: A Financial Based Model

Abstract

Brand is an intangible concept and it is difficult to determine brand value precisely. Firm value is a more
measurable concept than brand value. Many methods are used in the calculation of firm value and many
variables that make up these methods are used. Similarly, there are many factors and variables that influence
firm value. In this context The purpose of this study is to determine and model whether brand value has an
impact on firm value. Fort his purpose, the automotive firms (Ford Otosan, Tiirk Tractor, Tofas, Anadolu
Isuzu, Karsan, Otokar) whose shares are traded in Istanbul Stock Exchange are included in the research. In the
study, The data obtained from the financial statements of the related companies in the year 2017 were used in
the study. Besides, loyalty, expansion and prestige variables used in the Hirose method which is a financial
based brand valuation method, are used in regression analysis. As a result of the study, it has been determined
that net profit, net sales, asset size, total debt amount and prestige variable of brand value are influential on
the firm's market value. There is no significant relationship between the other variables and the market value
of the firms.

Keywords: Brand Value, Firm Value, Hirose Method, Regression Analysis

122 Doc. Dr., Giimiishane Universitesi, Isleme Boliimii, alpercam@gumushane.edu.tr

123 Ogr. Gor., Glimiishane Universitesi, Kelkit Aydin Dogan MYO, yusufkalkan@gumushane.edu.tr
124 Ogr. Gor., Giimiishane Universitesi, Kose Irfan Can MYO, safaksoydas@ gumushane.edu.tr

125 Uzman, Giimiishane Universitesi, Sosyal Bilimler Enstitiisii, saglamyurekseda@gmail.com

84




International Uluslararasi

Brand-Brand \[/ Marka-Marka

City Congress Kent Korgresi

Dijital Oyunlarda Sanal Marka Topluluklari: League of Legends Forum Ornegi

Veysel Cakmak!26, Ercan Aktan!?7

Oz

Sanal topluluklar internet ortaminda belli bir amag ve kurallar ¢ercevesinde olusan gevrimigi topluluklardir.
Bu topluluklarin kendine ait ahlaki standartlari, paylasimlar: ve ortak ilgi alanlar1 vardir. Dijital oyun oynayan
oyuncular da oyunlarin forum sitelerinde bir araya gelerek sanal topluluk olusturmaktadirlar. Oyuncular
oyun igerisinde yazilim gelistiricinin izin verdigi sinirlar gergevesinde oyun oynamaktadirlar. Her oyunun
kendine ait kahramani, hikayesi, savas araglari ve savas alan1 mevcuttur. Sanal ortam tiiketicileri
platformlarda tanidigr ve tanimadigi diger oyuncularla oyunlarini oynamakta ve yeni oyuncular1 bu
platforma dahil edebilmektedir. Dijital oyunlarda oyuncularin oyunlara olan marka bagimliligini artirmak
amaciyla, sanal ortamda kendine 6zgii bir cok 6zellikler bulunmaktadar.

Bu calismada League of Legends (lol) oyununun Tiirkiye’deki sanal marka toplulugu ele alinacaktir. Bu
sebeple League of Legends oyununun Tiirkiye Forum oOrnegi sanal marka bagimliligi cercevesinde
incelenecektir.

Anahtar kelimeler: Dijital oyunlar, sanal marka topluluklari, sanal marka bagimliligi, League of Legends,

Virtual Brand Communities in Digital Games: Example of Leage of Legends
Tiirkiye Forum

Abstract

Virtual communities are online communities that are formed within the framework of a specific purpose and
rules on the internet. These communities have their own ethical standards, sharing and common interests.
Digital gaming players also come together on the forum sites of the games to create a virtual community. The
players play within the limits of the limits allowed by the software developer in the game. Each game has its
own hero, story, battlefields and battlefield. Consumer of virtual platform can play his games with other
players he knows and does not know in game, and new players can incorporate his platform. There are many
unique features in the virtual envirenment in order to increase brandy loyalty in digital games.

In this study, virtualy brand community of Leagua of Legends (lol) in Turkey will be discussed. Therefore,
The Forum of League of Legends in Turkey will be analyzed in the framework of virtual brand loyalty.
Keywords: Digital games, virtual brand communities, virtual brand loyalty, League of Legends.
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Tiiketim Toplumu Oncesi Omiirliik Esyalar, Eski Markalar: Ge¢mis Yasantilarin,
Doniismiis Ortak Gostergeleri

Giilcan Seckin?28

Oz

Bu calismada, Tiirkiye’de, bugtinkii anlamiyla bir tiiketim toplumu olma durumuna giden yolun heniiz
baslar1 sayilabilecek yillarda, evin, ailenen, komsularin baghlikla sarmaladigi, az bulunan dayanikli esyalarin,
nesnelerin ve onlarin markalarimin o giinde ve bugiin ne anlama geldigi ¢oziimlenmistir. 70’ler, Tiirkiye'de
glindelik yasamin hentiz tam anlamiyla “tiiketimin evi/ocag1” olmadig1 bir dénemdir. Baudrillar, 1970"de,
Bati’da gelismis tiiketim toplumunun ¢dziimlemesini yaparken, “nesneler cagini yasiyoruz”, der. Nesnelerin
ard arda gtindelik yasami doldurmasi ve onlarin ritmine gore yasandigindan soz ederken (2004:16),
Tirkiye'nin, giindelik yasamin piyasanin konusu oldugu 80li yillara, biraz daha yolu vardir. 80’lerde ise
medya ve reklamcilik en temel islevini ortaya koymus, renkli imge ve nesnelerle tiiketim toplumu s6ylencesini
islemeye baslamistir. 70'ler bir bakima markalarin, onlarin temsil ettigi esyalarin, arag ve gereglerin hentiz
ontine gecmedigi yillardir. Bugiin, eski tiiplii televizyonlar1 evinde yillar boyunca kullananlar, gocuklugunun
uzun yillarmi ayni tv, buzdolabi, camasir makinasi, elektrikli stiptirge ile gecirenler, “ Telefunlen candir,
Northmende, Grundig, Schaub Lorenz, candir”, “ Oren Bayan candir”, soczesi ile sadece bir duygulanimin
Otesine uzanirlar. Evin bir kosesinde kalmis, ya da tv tamircilerinin dagmik miize, hurdalik arasi
diikkanlarinda dizilmis yer kaplayan tvler, ya da diger tiim o omdirliik esyalar (markalarin1 6nceleyecek
bicimde), tiikketim toplumu 6ncesi uzun yasamlari i¢inde saklayan, ¢agiran birer gostergeye, giindelik yasamin
arsiv belgesine, nesnesine dontismiistiir. Proust, “eskiden bakmis oldugumuz bir seyi tekrar goriirsek, eski
bakisimizla birlikte o zamanlar bu bakisi dolduran biitiin imgeler bize geri gelir”, der (2002:192). Ve bu
calismada yukarda bazilar1 belirtilen eski markalarin, ait olduklari donemlerdeki giindelik yasam ve o
gilindelik yasamun icindeki yeri, bugtinden ve o eski giindelik olandan bakilarak analiz edilmistir.

Anahtar Kelimeler:
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Erzincan Kent Imaj1 Uzerine Bir Aragtirma

Zeynep Ekmekgi'?, Giirkan Alagoz!®0, Erkan Giineg!3!

Oz

Bu aragtirmanin amaci, Erzincan Binali Yildirim Universitesi 6grencilerinin Erzincan kentine yonelik imaj
algilarinin 6l¢tilmesidir. Bu kapsamda 10 May1s-25 Mayis 2016 tarihleri arasinda 462 6grenciyle Martinez vd.
(2007) tarafindan gelistirilen kent imaji 6lceginden yararlanilarak bir anket uygulamas: gerceklestirilmistir.
Erzincan kent imaji; mimari ve sehir cazibesi, ulasim ve trafik, tarihi miras, gevre, kiiltiir, ekonomi ve ticaret,
hizmet cesitliligi, egitim ve yerel halk boyutlan ile Sl¢tilmeye cahsiimistir. Elde edilen bulgulara gore
ogrenciler Erzincan'1 kiiltiirel gesitlilik, rekreasyon alanlari, restoran ve kafe sayis1 agisindan yeterli bulurken
mal ve hizmet fiyatlarmni yiiksek olarak degerlendirmislerdir. Ayrica 6grenciler Erzincan'in genel imaji
hakkinda olumluya yakin bir algiya ve Erzincan’'da yasamaktan orta diizeyde bir memnuniyete sahip
olduklarini ifade etmislerdir.

Anahtar Kelimeler: Kent imaji, tiniversite 6grencileri, Erzincan.

Research on City Image of Erzincan

Abstract

The aim of this research is to measure Erzincan city image perceptions of Erzincan Binali Yildirim University
students. In this context, Martinez et al. (2007), a questionnaire was carried out using the city image scale with
462 students and in research, the data were collected via questionnaire between May 5 and May 25 in 2016.
Erzincan city image have been measured with architectural and urbanistic attractivenes, transport and traffic,
historical heritage, environment, culture, economy and commerce, range of service, education and citizen self-
perception dimensions. As a result of the findings, the students who participated in the research showed
Erzincan was sufficient in terms of cultural diversity, recreation areas, number of restaurants and cafes, they
evaluated the prices of goods and services as high. In addition, students expressed a positive perception about
the general image of Erzincan and they had a moderate level of satisfaction in life in Erzincan.

Keywords: City image, university students, Erzincan.
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Erzincan Turizm Degerlerinin Yerel Halk Tarafindan Bilinirligi Uzerine Bir
Arasgtirma

Erkan Giines'3?, Giirkan Alagoz!®, Zeynep Ekmekgi3+

Oz

Yerel halkin yasadig yere ait turizm degerleri hakkinda ne diizeyde bilgi sahibi oldugunun bilinmesi turizm
gelisiminde onemlidir. Bu arastirmanin amaci Erzincan'in turizm degerlerinin yerel halk tarafindan ne
diizeyde bilindigi, hangi turistik tirtinlerin turizm agisindan 6nemli gorildiigi ve ilin turizm imkéanlarmin
nasil degerlendirildiginin tespit edilmesidir. Arastirma evrenini Erzincan merkezinde yasayan yerel halk
olusturmaktadir. Bu kapsamda Erzincan’da yasayan 400 kisiye arastirma amaclar1 dogrultusunda hazirlanmis
bir soru formu uygulanmistir. Elde edilen bulgulara gore; arastirmaya katilanlarin ¢ogunlugu Erzincan'm
dogal ve kiiltiirel kaynaklar1 hakkinda bilgi sahibi oldugunu belirtmistir. Erzincan’da Tulum Peyniri ve
Girlevik Selalesi en 6nemli turistik degerler, kis turizmini ise gelistirilebilecek en énemli turizm tiirti olarak
ifade etmislerdir. Ayrica katilimcilar turizm gelisiminde en 6nemli roliin kamu kurumlarina ait oldugunu ve
Erzincan’daki mevcut tesislerin kalitesinin arttirilmas1 gerektigini belirtmislerdir. Erzincan'in sakin, gtivenli
bir sehir ve alternatif turizme uygun dogal zenginliklere sahip olmasinin ise turizm yoniinden en 6nemli
ozellikleri olarak gormiislerdir.

Anahtar Kelimeler: Turistik tiriin, yerel halk, Erzincan.

A Research on The Awareness of Erzincan Tourism Values by Local People

Abstract

It is important in tourism development to know the level of knowledge about the tourism values of local
people. The aim of this research is to know the level of tourism values of Erzincan by local people and which
tourism products are important for tourism and how tourism possibilities are evaluated. Research population
consisted of people living in Erzincan city center. In this context, in the direction of research purposes a
questionnaire was applied to 400 people living in Erzincan. According to findings; the majority of those
surveyed said that they had information about the natural and cultural resources of Erzincan. Tulum Cheese
and Girlevik Waterfall in Erzincan are the most important tourist attractions and winter tourism is the most
important type of tourism that can be developed. In addition, participants stated that the most important role
in tourism development belongs to public institutions and that the quality of existing facilities in Erzincan
should be increased. The participants thought Erzincan is a quiet, safe city and has natural richness in terms
of the alternative tourism as the most important features.

Keywords: Touristic product, local people, Erzincan.
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