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27 Eyliil Persembe
1. Salon 2. Salon 3. Salon
09.00-10.00 Kongre Kayit
Acilis
Protokol Konusmalari
10.00-12.30 Aqilis Oturumu
Konugmaailar:
Prof. Dr. Musa PINAR - Valparaiso Universitesi / USA
Ender MERTER - Ilancilik Reklam Ajansi Bagkani/ Reklamarkas1 Programi Sunucusu
A.Selim TUNCER - Genna Reklam Ajans1 Bagskan1
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 itibar1 Uzerindeki Etkisi /
ve Hizmet Marka Uggeni / Musa Telefonu Ornegi / Idris Emre S. ASLAN- Demet KOLANCI
PINAR KARSLIOGLU
BBC15- Benlik-fmaj 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 Sonmez SOYDAS-
BBC48- Markalarm Dijital Varliklar: | Seda SAGLAMYUREK TASDEMIR BBC68- Marka Ozgiinliigiiniin
14.30-15.45 Tiirkiye'nin En Degerli 10 Marka Giiveni ve Marka Sadakati 1. Oturum
Markasina Yonelik Bir Inceleme / BBC73- Bolgesel ve Uluslararasi Bir Araciligr ile Satin Alma Niyeti
Ersin DIKER- Merve OZYUREK Marka Olarak Finans Merkezlerinin Uzerindeki Etkileri / Salih
Degerlendirilmesi / Hikmet AKYOL- | YILDIZ-Ahmet KIRMIZIBIBER
BBC58- Sehir imajlnl Olusturan Harun CAN-Melahat BATU
Faktorlerin Belirlenmesi: AGIRKAYA-Sezai EMEC BBCS82- 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 Markal: 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 Markalasmast: BBC29- Marka Sehir Olusturma:
BBC71- Tiiketicilerin Marka imaji ve | Giimutishane'nin Cocuk Dostu Sehir Kent Imajina Yénelik Diisiincelerin
Marka Sadakati Algilarini Etkileyen | Insasina Yonelik Yerel Yonetim Gimtighane Olgeginde
Faktorler: Cay Tiiketicileri Uzerine Paydaglar1 Uzerine Bir Arastirma / 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 Paylagimlarinin 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 Yillar1 Arasinda Ttirk
Reklamlarinda Kullandiklar: Miisterilere Etki Etme Taktikleri Banka.lar}nm Performans Degerlemesi /
Metaforlar Baglaminda Arasindaki Iliski: Giimiishane Igzunhsle’j g gg L
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 | Degerleme / Canser BOZ- Muhlis
DOGAN / Thsan TURKAL- Giilsiim CALISIR | OZDEMIR- Emrah ONDER
09.00-10.15 BBC38- Mark.a Sadakati Olusturma BBCO1- Kiiltiirel Mirasin Marka Sehir Ez:é?éieiuéigrcij;n]ﬁ(ziﬁlg/llaa;kah Urtin | 3. Oturum
'Yolunda Yesil Pazarlamanin Halkla Pazar Performansia 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 :A§k1, Marka Sadakati ve
Pazarlamasi Agisindan Incelenmesi: | Demografik Degiskenlere Gore ﬁ?lékfafl Kulaga Pazarlama Arasindaki
Kahramanmaras Ornegi / Omer Incelenmesi: Konya Mevlana Miizesi igkinin Incelenmesi / 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 / ggdiye 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 Konutlarin Pansiyon Potansiyeli Artvin- Analizi / Erdem TA$DEMIR-
Tiirk Smai Miilkiyet hukuku Ardanuc / Gizem UYGUN- Nihan ENGIN | Aytag Burak DERELI
cergevesinde karsilastirilmasi /
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
Yéntemleri Kullaniarak Yapilan Tabyalar1 / Semra KOTAN-Hatice Nur
p YILDIZ
Finansal Performans Analizi BBC05- Markalagsma ve
Cahsma}arma Genel Bir Bakis / BBC36- Giimiishane'ye Ozgii Bitkilerin Sﬁrdﬁri}lebilirlik / Burhan
Emrah ONDER-Canser BOZ- Bolgesel Markalagsmaya Olas Katkas ERDOGAN
Muhlis OZDEMIR Uzerine Bir Degerlendirme: Yabani Bir
Bitki Olarak Susuz Elma Ormegi / BBC02- Marka Olma Yolunda Bir
BBC04- 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 i¢in Onemi; Amerika ve Tiirkiye Ornegi”
BBC77- [sletmeler Misyon BBC07- Marka Spor Kuliipleri Sahada | BBC59- Marka Degeri ve Firma
[fadelerini Belirlerken Hangi Degil Sosyal Medyada Kazanir: Dort Degeri {liskisi: Finansal Tabanl1 Bir
Bilesenleri Goz Oniinde Biiyiiklerin Sosyal Medya iletisimleri | Model / Alper Veli CAM-Yusuf
Bulundurmaktadir? / Orkun Uzerine Bir Arastirma / 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 Ki‘lres.ellesmenin”Marka 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




International

Uluslararasi

Brand--Brand ||/ Marka-Marka

City Congress

Kent Korg-esi

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 Parklarin
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 Kullanimlarimin Halkla fligkiler Islevi / Hakan AYTEKIN
Perspektifinden Degerlendirilmesi/
BBC24- Tiirkiye’de Cittaslow (Sakin | Erol DONEK- Merve OZKAYNAK- BBC39- Sanat-Mekan iliskisi:
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 Taramasi1 / Dursun SAHIN ve Edirne Sakinlerinin Marka Sehir
YENER-Ebru ONURLUBAS Algis1) / 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 Yasayanlarin
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 Markalasmast (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
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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 December 2018

Onsoz
Uluslararas1 Marka ve Marka Kent Kongresini Gumitishane, Tiirkiye'de gerceklestirmis olmaktan
mutluluk duyuyoruz. Ulkemizin ekonomik anlamda zor bir dénemden gectigi bu giinlerde marka
ve marka kent ile ilgili konular tizerine akademik tartismalarin yapilacagi bir zemini hazirlamis ve
sunmus olmay1 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 uluslararas: 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 bir¢ok alanda
farkl fikir, proje ve calismalar: 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 yazarlar1 ve televizyoncular: da
agirlayarak dinleyicilerin yiiksek bir "Marka Etkilesimi" yasamalarin katkida bulunmus olduk.
Bu vesile ile Uluslararast Marka ve Marka Kent Kongresi'ni gerceklestirmemizde buiytik katkilar
olan onur kurulu tiyelerimize, diizenleme kurulu tiyelerimize ve bilim kurulumuza ¢ok tesekkiir
ederiz.
Yaklasan etkinlikler i¢in liitfen web sitemiz www.brandandbrandcity.com adresinden bizi takipte
kalin.
Saygilarimizla,
Uluslararast Marka ve Marka Kent Kongresi Diizenleme Kurulu
29 Aralik 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 giiglii marka yaratma artarak 6nem kazandi.
Pazarlama, satistan ibaret olamyip, miisteri ile baslar ve miisteri ile biter. Pazaralama, oncelikle miisteri
isteklerine, sorunlarina ¢6ztim tiretme felsefesi ve kiiltiiriidiir. Ikinci olarak, bunu basarnmak igin stratejidir
ve son olarak da strajinin taktilsel uygulanmasidir. Temelde pazarlamainn ti¢ temel fonksiyonu, kazangh
miisteri bulmak, miisteriyi tutumak ve miisteri kaybini énlemek ve ayni1 zamanda miisteri gelistirerek, ctizdan
payiu artirmaktir. Bunlari basarmanin yolu da miisteri memnuniyeti ile miisteri sadakat1 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 i¢in énemli 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)’ gére marka vaadini hazirlamalidir. Bu teoriye gore, tiiketiciler
urtnleri/ markalar1 hayatlarinda gelismeye katki saglamast 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
icin de marka farklilik noktasi (point of diffirence) kavramlar: diistiniilmelidir.

Bunun yaninda, giiglii marka yaratmak icin marka ekosistemi ve hizmet marka tiggeni kavramlar1 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 tiiketim deneyimine kadar olan her deger aginin olusturan etkinliklerin
ve fonksiyonlarin biitiinsel olarak giiclii markayaratmasini igerir. Sisteminde her hangi bir faktoriinde
ve/veya etkinlikte olusan degisiklik, tabiatta oldugu gibi, ttim sitemi ve dolaysiyla tiiketici marka deneyimini
ve marka vaadinin yerine getirilmesini etkiler. Marka ekosistemi kavrami, giiclii marka yaratmaya biitiinsel
bakmayi, yaklasimi saglar. Buna dikkat etmeyen markalar ciddi zorluklarla karsilasarak, marka degerinin
olumsuz etkilenmesine sebeb olur.

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

1 Prof. Dr., 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)

3PhD, 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.

4 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 medjia.
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

Ibrayeva Galiya®

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-May 2017.
Keywords: Astana, image, armed conflict, peace talks, The New York Times, Syria, Kazakhstan.

Introduction

The Syrian conflict occupies the headlines of major world media publications over the past few
years. It is natural that to Astana, as a platform for peace talks attracted the attention of the world's
largest media. Obviously, attention in information and analytical materials is given first of all to the
process of peace talks. At the same time, journalists pay attention to the originality of the local
national color, to the city, which became the new capital of a young sovereign state. This increases
the interest of world politics towards the country and the new capital. As is known, from the theory
of image-making, that frequent mention of keywords raises the status of the object of mention. This
is especially important for Kazakhstan, whose image in the West continues to be labeled with a
negative film career as Borat.

The theoretical and methodological base of the research is based on the study of a number of
works on the theory of image-making on the example of cities in the world, as well as studies on
the image of the Kazakh capital. Astana has more than three hundred scientific articles devoted to
the image of Astana, which can be classified by topics: politics, economy, "the heart of Eurasia",
science, sports, etc. The bulk of the research reveals Astana as an important political center of the
Eurasian continent. Let's consider only the most actual scientific sources, which correspond to the
subject of this study.

For example, the American researcher Natalie Koch, sees Astana as an architectural and political
image project of a state building (Natalie Koch, 2010) [1]. She believes that Astana is a modernist
project in which elite geopolitical imaginations are repeatedly inscribed in the urban landscape,
based on the material manifestations of Astana's metropolitan landscape. The researcher examines
the monumental and miniature architecture of Astana, singles out their similar roles in transforming
the symbols of Kazakhstan's independence and identity. In another article, Natalia Koch (2013) [2]
views Astana as a new iteration of the experience of Ankara and Brazil, as an example of the
domination of the geopolitical system of territorial states, as an instrument for the representation of
state and national construction. The author notes the importance of the strategy of "state effect" and

6 Doctor of Political Science, Professor, Al-Farabi Kazakh National University, The Republic of Kazakhstan, Almaty,
galiya.ibrayeva@gmail.com, Galiya.Ibrayeva@kaznu.kz
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"territory effect" in the new independent Kazakhstan, based on data from interviews, observations
of participants, text analysis, focus group, etc.

Another study was conducted by Narek Mkrtchyan (2016) [3], based on Samuel Huntington's
theoretical concept of a "torn country" and redefining civilizational identity. Huntington believed
that the reasons for moving capitals throughout history were the need to initiate a long-term
transformation of identity. Mkrtchan reveals on historical examples the movement of capitals like
Moscow and St. Petersburg, Istanbul and Ankara, the process of urbanization of cities such as
Yerevan and Astana.

The study by Kishimjan Osmonova (2016) [4] is based on ethnographic field work and
interviews with new residents of the capital of Astana from different parts of Kazakhstan. She
analyzes the experience of their life in the new urban environment of Astana.

Adrien Fauve (2015) [5]in his article shows how the world leader of the bicycle team "Astana",
which positions the new capital of Kazakhstan, portrays itself as an open, dynamic and successful
country, an image that is promoted in sports and education.

Bernhard Koppen (2013) [6] believes that an important component of the new capital is the idea
of creating a "metabolic" and sustainable "Eurasian" city.

1. Method of Research

The study is conducted by the method of content analysis, which allows to determine the
quantitative and qualitative picture of the image of the capital, by highlighting the materials of
foreign journalists published in the world media.

The methodological base was research on city image-making, as well as scientific articles, in
which Astana was the subject of research as the capital of Kazakhstan. It turned out that the scientific
stock of such studies is quite informative, and allows using the data that are given in these materials.
In addition, the author uses the method of content analysis on the example of one of the
characteristic materials published in the newspaper The New York Times.

The topic of the Syrian conflict is topical among the American media. Another active foreign
media was CNN, the largest information company in the US, which, considering the progress of the
negotiation process on the military conflict in Syria, has time to show the general views of Astana
as a brilliant organizer of the city, providing all conditions for effective international work. CNN or
Cable News Network, a television channel created by the famous Ted Turner. Now CNN has
become part of the Turner Broadcasting System, owned by Time Warner. This edition has several
online versions, including the world, for Europe, Asia, Africa, Latin America, the United States. On
the World News World website you can get information about international events, with comments
from reporters, experts, with photo-video information. Since January 2017, a lot of materials have
appeared about Kazakhstan and Astana. In the rubric "Syria Crisis" there are a lot of analytical
materials, interviews, reports. For the period from January to March 2017. CNN (www.cnn.com) [7]
posted more than 600 videos about the military conflict in Syria, including about 15 materials on the
negotiations on the regulation of the Syrian conflict in Astana, Kazakhstan.

Let's consider what kind of materials and in what media are published about the negotiation
process in the capital of Kazakhstan Astana. For the study used foreign materials published on the
site www.inosmi.ru [8], dedicated to this topic for the period from January to May 2017. The key
words for the search were "Syria" + "Astana" http://inosmi.ru/search/?query=Syria%2C+Astana
[9]. The analysis is based on the principle of creating the image of Astana. The political aspects of
the topic relating to the negotiation process for peaceful settlement are not considered in this article.

Only materials published during the period of January 2017, when the peace negotiations began,
were selected. It should be noted that in the articles under analysis there is mention of the name of
the capital - "Astana", but the authors limit themselves to scanty replies to the city providing



http://www.cnn.com/
http://www.inosmi.ru/
http://inosmi.ru/search/?query=Syria%2C+Astana

International Uluslararasi

Brand--Brand ||/ Marka-Marka

City Congress Kent Kargresi

conditions for negotiations, paying attention to the results of the initial stage of the political process,
which must decide the fate of the country, torn by war.

Table 1: Image Foreign Publications of The Site www.inosmi.ru about Astana, As A Platform

for Peace Talks on Syria (January, 2017)
n/n Article title Title of the publication Positive Neitral Negative
1 International meeting on the Syrian settlement in Terkiye, Turkey +
Astana On the way from Astana 26.01.2017
Astana: Russia's success and US failure International Die Welt, Germany +
2 meeting on the Syrian settlement in Astana 24.01.2017
3 Astana is the key to Syrian negotiations International Le Monde, France +
meeting on the Syrian settlement in Astana 23.01.2017
Who will pay for the restoration of Syria The Financial Times, +
4 United Kingdom
24.02.2017
5 Good news for Russia and bad for America InoSMI, Russia +
27.01.2017
6 From a soldier to a peacekeeper: Russia is changing Chatham House, United +
tactics in Syria Kingdom 26.01.2017
7 Russian Roulette in Astana International Meeting on the | Svenska Dagbladet, +
Syrian Settlement in Astana Sweden 24.01.2017
A new annoying mistake of the West Liter6rnu noviny, +
8 Czech Republic
24.01.2017
9 Russia - the ruler of the fate of Syria? International The Guardian, United +
meeting on the Syrian settlement in Astana Kingdom 23.01.2017
10 Putin and Lavrov are bending their line 11 Foglio, Italy +
19.01.2017
Total 10 2 8 0

As the analysis of foreign articles shown on the website www.inosmi.ru for January 2017 shows,
that the Russian site is not located to publish negative materials about its country, and does not give
a fairly truthful picture of the reaction of the world community to the events that took place in
Astana from January 2017. For example, there are no materials of American reporters, there are no
publications from Arab countries.

While, for example, in The Washington Post, (https://www.washingtonpost.com) [10] US
publications about the possible start of negotiations on Syria, begin ten days before the start of
official negotiations. The increase in the mention of the key words "Astana" and "Kazakhstan" in a
solid American publication is connected with the invitation for participation in the negotiations of
the new US President - Donald Trump, as well as impressions of journalists from the capital of
Kazakhstan, which struck with its warm welcome and cold weather. The Washington Post called
the capital of Kazakhstan Astana "an effective platform for negotiations." Compared with the
negotiations in Geneva, Astana showed a more favorable outlook for further negotiations between
the government and the opposition. If the journalists of the Washington Post systematically
published information about the situation with the talks in Astana, the journalists of The New York
Times (https:/ /www.nytimes.com ) delivered deep analytical articles that paid a lot of attention to
the capital Astana and Kazakhstan, to the iconic attributes of the architecture of the new capital,
which they called the "Northern Dubai", in which they saw the signals of identity search and their
place of the Kazakh nation in a complex world.

In the New York Times, on the key words "Astana" + "Syria" there were 40 materials for the
period from January 1 to June 30, 2017. If we assume that over the years of the emergence of Astana
as the capital, 527 materials were published in The New York Times. It can be counted that an
average of 25-26 articles per year was published every year since 1997, when Astana received the
official status of the capital. With the receipt of the status of a non-permanent member of the UN
Security Council and the opportunity to solve important international issues on the site of the new
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capital, materials appeared almost twice as much in six months of 2017 alone. Of the 40 materials,
24 articles were selected, where Astana was mentioned as the capital of Kazakhstan and any
assessment was made that influenced its image. Of the materials selected, 15 materials were noted
with positive evaluation, 7 articles - neutral, 2 - negative material. b

Table 2: Image Materials About Astana in The New York Times [11] From January to May 2017

Title of the article date author Positive | Neutral | Negative
1 January 3, 2017 - "Istanbul, Donald Trump, Charles McDermid +
Syria: Your Morning Briefing"
5 January 4, 2017 - "Another catastrophe of the BEN HUBBARD +
Syrian war: drinking water in Damascus"
3 January 17, 2017 - - World - "The truck bomb in ASSOCIATED PRESS +
the insurgent Syrian city kills dozens"
4 January 19, 2017. "Assistance does not reach NICK CUMMING- +
plastered areas, despite the truce of Syria" BRUCE
January 20, 2017 - - World - Print headline: ROD NORDLAND +
5 "Russia signs agreement on expanding Syrian
bases"
6 January 22, 2017 - m -: "Donald Trump, Yahya Charles McDermid +
Jammeh, Astana: your morning briefing"
7 January 23, 2017 - "Donald Trump, Benoit PATRICK BOULLER +
Hamon, The Gambia: Your Briefing on Monday"
January 23, 2017 - "The first day of peace talks in | ANNE BARNARD +
8 | Syria is rapidly falling into disputes and and HWAIDA SAAD
accusations" 9
9 January 23, 2017 - "Donald Trump, Syria, Charles McDermid + o
Emperor Akihito: Your Morning Briefing"
January 24, 2017 - "Iran, Russia and Turkey - ANNE BARNARD +
10 | agree to force Syria to cease fire, having several and HWAIDA SAAD
details"
1 January 24, 2017. - "Donald Trump, Brexit," CHARLES +
Syria: Your Morning Briefing " McDERMIDE
January 25, 2017 - "Syria, Oscar, Australian PATRICK BOELER +
12 Open: your environment Briefing" Syria is
rebuilding the source of water in Damascus
from Rebelesaes,
13 | January 31, 2017. "Syria is restoring a source of RICK GLADSTONE +
water near the capital,
14 | February 01, 2017 "Autocrats of the world give ROD NORDLAND +
thumbs up on the peak"
15 | February 8, 2017 "The battle for the return of the | ANNE BARNARD +
city is turning into a geopolitical test of the
Syrian war"
16 | March 4, 2017 "Progress is reported in the RICK GLADSTONE +
negotiations on Syria"
17 | March 7, 2017 "The Kazakh capital, post-Soviet ANNE BARNARD +
creativity, gives birth to real roots"
18 March 21, 2017 - "The rebels remind Damascus ANNE BARNARD +
that the war is far from over"
19 | Apr 03, 2017 "Chemical attack on the Syrians ANNE BARNARD +
ignites world outrage" AND MICHAEL R.
GORDON
20 | April May 27,2017 - By PATRICK +
- World - Print Headline KINGSLEY
21 May 02, 2017 - - Peace - Print "Trump and Putin PETER BAKER and +
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agree to pursue Syria in a ceasefire" NEIL McFARKAR
22 | May 04, 2017 "The deal is reached for the ANNE BARNARD +
harbors in Syria with doubt" and RICK
GLADSTONE -
23 | May 22,2017 - "UN envoy: all sides of Syria ASSOCIATION OF +
agree to negotiations on the Constitution" THE PRESS
24 | May 31, 2017 "The UN's chief aide accuses Syria | ASSOCIATION OF +
of using suffering as a military tactic" THE PRESS
Total 24 15 7 2

We will analyze an article by Anne Barnard "Kazakh Capital, a Post-Soviet Creation, Is Growing
Real Roots" [12] of March 7, 2017, a journalist of The New York Times World. The content of the
articles by Anne Barnard resembles research on the image of Astana, which was reflected in the
scientific articles of American authors, for example, Natalie Koch (Natalie Koch, 2010, 2013).

Considering the architectural landscape of the city, the author tries to show in his style the
influence of the northern neighbor, whom he calls the "old hegemon". He notes the similarity of the
architectural style of the neoclassical Bolshoi Theater in Moscow with the new Opera Theater in
Astana, she ironically notes "right down to the sculpture of galloping horses on the roof".

She clearly sees the statement of Kazakhstan's political underlining in the inclined, incorrect
cone of Khan Shatyr, a shopping center "designed as the world’s largest tent. Its roof is supported
by a single slanting pole to evoke the nomadic history of the Kazakhs, a Turkic ethnic group slowly
reasserting its identity after centuries of Russian rule”.

The mastery of a journalist in describing the architectural features of the capital Astana is not
limited to a formal recognition of their merits or demerits. Each article becomes a kind of political
pattern under the configurations of which one can see the critical view of the intimate analyst.
Barnard notes as a positive fact that "Astana also represents the success of Kazakhstan’s leader,
Nursultan Nazarbayev”. The high role of the president of Kazakhstan, who "only president since
independence — elected five times with 97.5 percent of the vote”.

She notes as a factor that exalts the country that " Kazakhstan has avoided the territorial disputes
with Russia and the ethnic and religious conflicts that have plagued other post-Soviet states”.
Barnard clearly emphasizes that the creation of a new capital was an important step in the policy of
a sovereign state. " The move demonstrated power and ambition, but also placed a marker on the
map, shoring up Kazakhstan’s possession of the area”. She believes”™ that "Mr. Nazarbayev has
sought to forge a national identity separate from Russia but not too exclusive of Russians." (Barnard).
Emphasizing the proximity of the language and spirit of Turkey to the policy of Kazakhstan, the
journalist describes the Hazrat Sultan mosque in Astana - the largest in Central Asia and compares
that its " soaring dome and intricate decoration are reminiscent of Istanbul’s Blue Mosque, but with
lighter blues — recalling the turquoise of the Kazakh flag". Together with the positive assessment of
the city of Astana, the author emphasizes that there is a problem with corruption in the country.
(Anne Barnard, 2017) [12].

Thus, having analyzed a number of mass media of the world countries, presented on online
sites, as well as in print media, the author set out to show how the image of Astana is positioned
during the period when media attention was attracted to the city of Astana as an international
platform for peace negotiations in Syria.

The analysis showed that the holding of a major political event in the capital of Kazakhstan,
increased interest in Astana, increased the number of references to the city in the world media,
helped to strengthen the favorable image of Astana. At the same time, it should be noted that
scientific sources devoted to the analysis of Astana's image can be supplemented by serious studies
that help to elevate its image and give a more perspective picture of the development of the capital
of Kazakhstan as a "Smart City" in accordance with new technologies and scientific progress.

-10-
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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
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Marka Ozgiinliigii'niin Marka Giiveni ve Marka Sadakati Aracilig1 ile Satin
Alma Niyeti Uzerindeki Etkileri

Salih Yildiz8, Ahmet Kirmizibiber?

Oz

Ozgiinliik modern pazarlamanin temelini olusturan yap: taslarmdan bir tanesi olup, rekabet avantaji saglamanin,
pazar payi ve karlihigi artirmamn onemli bir kaynagidir. Giin gectikgce birbirine benzeyen tiriin ve hizmetlerin yer aldigi
piyasalarda gercek ile sahteyi ayirt edebilmek oldukca zorlagmstir. Bu noktada 6zgiin markalar tiiketiciler icin farkl bir
konuma sahiptir ve tiiketiciler acisindan markalarda aranan bir dzelliktir.

Bu ¢alismamn amaci, marka 6zgiinliigiiniin; pazarlama agisindan incelenmesi, tiiketiciler icin marka sadakati ve
marka giiveni araciligiyla satin alma niyetleri iizerindeki etkilerinin incelenmesidir. Aragtirmanin ana kiitlesini Erzurum
ili merkez Yakutiye ilcede yasayan cep telefonu kullamcist tiiketiciler olusturmaktadir. Ornekleme yontemi olarak tesadiifi
olmayan drnekleme yontemlerinden kolayda drnekleme yontemi kullamlmistir. Arastirmada veriler yiiz yiize anket
yontemi kullamlarak toplannugtir. Toplam 500 anket uygulanms; 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 sonuclaria gore; marka 6zguinliigiinii olusturan; siireklilik, orjinallik, giivenilirlik ve dogallik
boyutlari ile marka giiveni ve marka sadakati arasinda pozitif yonde anlaml iliskiler ¢iknus ve bu iki degiskeninde satin
alma niyetini pozitif yonde etkiledigi belirlenmistir.

Anahtar Kelimeler: Marka 6zgiinliigii, Marka gtiveni, 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

Giris

Marka Ozgiinliigii

Ttiketici isteklerinin gtin gectikge farklilastig1 gtintimiiz pazarinda birbirine benzer {iriin satan
¢ok sayida isletme i¢in rekabet cok kuvvetli sekilde yasanmaktadir. Bu ortamda isletmelere rekabet
avantaji saglayan bir etmende 6zgiin markalar olusturabilmektir. Marka ozgiinltigi glintimiiz
rekabet ortaminda belirleyici bir gii¢ unsuru olusturmaktadir. Ozgiinliigiinii koruyabilen markalar,
duyulan giiveni artirarak miisteri memnuniyeti ve sadik miisteriler olusturabilmektedirler.

Giinlimiiz piyasasinda tiiketicilerce markalarda bulunmasi istenilen en 6nemli niteliklerden biri
olan 6zgiinliik, markalarin kendilerinin ve piyasanin farklilasmasi olarak tanimlanabilir (Fine, 2003:

8 Dog. Dr., Gtimiishane Universitesi, [IBF, Isletme Bslimii, salihyildiz@yahoo.com
9 Doktora Ogrencisi, Gtimiishane Universitesi, SBE, Isletme ABD., kirmizibiber2585@gmail.com
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156; Beverland, 2005: 1003). Ge¢mis yillarda yapilan calismalar marka ozgtinlugiint stireklilik,
orjinallik, gtivenilirlik ve dogallik olmak tizere dort boyutta incelemistir.

Sureklilik; istikrar, dayaniklilik ve tutarliik maddelerini kapsayan boyutlardan olusmaktadir
(Bruhn, vd., 2012: 570). Bir markanin zamansizligini, tarihselligini ve akimlar1 asma yetenegini
yansitmaktadir (Morhart, vd., 2015: 6). Tiiketiciler markanin uzun stire boyunca var oldugunu
algilarlar. Sosyal psikoloji arastirmalars, stirekliligin bireyin tutkusunun bir sonucu oldugunu ortaya
koymaktadir. Bu nedenle, insanlarin bagkalarmin tutkusunu degerlendirirken kaliciliklarini goz
ontinde bulundurmalar1 mantiklidir (Vallerend, vd., 2003: 760).

Orjinallik, tiiketicilerin bir markanin rekabete kiyasla alisilmadik veya tek bir tipte olmadigimi
ne olctide algiladiklaridir (Moulard, vd., 2016: 424). Orjinallik; secicilik, bireysellik ve yenilikgilik
maddelerini kapsayan boyutlardan olusmaktadir (Bruhn, vd., 2012: 570).

Ttiketiciler, 6zgiin markalari, markalarin sozlerini yerine getirmedeki istek ve kabiliyetlerini
yiiksek bir giivenilirlikle birlestirmektedir. (Morhart, vd., 2015: 209) Guvenilirlik; dogruluk,
emniyetlilik ve soziinde durmak maddelerini kapsayan boyutlardan olusmaktadir. (Bruhn, vd.,
2012: 570)

Ozgiinliik algilari, markanin niyetlerine ve iletisim kurdugu degerlere yansiyan erdem
temelinde bir biittinliik duygusunu igerir (Morhart, vd., 2015: 209). Markalar ekonomik kaygilar
haricinde tiiketiciler goziinde derin degerlere sahip olmalidir (Holt D. B., 2002: 72). Dogallik;
ozglinliik, gercekcilik ve sahte olmayan maddelerini kapsayan boyutlardan olusmaktadir (Bruhn,
vd., 2012: 570).

Marka Giiveni

Markay1 satin alma eyleminden 6nce ona inanmaya gtiven denir. Bu konuda tiiketicinin de iyi
niyetli davranmasi olduk¢a miithimdir. Markayi kisilestirilmis bir varlik olarak diistinen tiiketici, bu
varligm giivenilir olmasmi ve ayni zamanda da uzun vadeli iligskiler olusturmasmi bekler.
Ttiketicinin bu beklentisin karsilanmasi durumunda tiiketicinin mutlu olacag1 varsayilmaktadir.
Ote taraftan giiven, tiiketiciler ile iireticiler arasinda pozitif yonde bir iliski olusturmak icin
gecirilmesi gereken bir stirectir. (Swaen ve Chumpitaz, 2008: 13; Eren ve Erge, 2012: 4458). Markanin
vaatte bulundugu sozleri yerine getirmesi ve tiiketicinin menfaatleri i¢in ugrasta bulunmasi marka
gtivenini ifade etmektedir (Doney ve Cannon, 1997: 35; Aydin, 2017: 282). Markalarina giiven
duyulmasini isteyen treticiler, tiiketicilerin gereksinimlerinin ve taleplerinin oldugunu bilmeli ve
bu talep ve gereksinimler dogrultusunda tatmin olmak istediklerini akillarindan ¢ikarmamalidirlar.
Ancak, bu memnuniyet durumunun bir defaya mahsus olmast ile giiven duygusunun elde edilmesi
miimkiin olmayacaktir. Uretici ile tiiketici arasindaki karsilikla olumlu iligkiler ile iiretici firmanin
sorumluluklarini yerine getirerek tiiketicilerin taleplerine cevap vermesi durumunda zamanla
tuiketicilerdeki tatmin olma duygusu o firmaya duyulan giiven haline doéntismektedir (Ballester ve
Aleman, 2001: 1243; Saglam ve Saglam, 2016: 35).

Marka Sadakati

Marka sadakati, tirtin veya hizmetlerin git gide birbirine benzedigi pazarlarda hiikiim stiren
yiiksek rekabet ortaminda firmalarin satis ytizdelerini diistirmemeleri veya en azindan
koruyabilmeleri ve yeni tiiketiciler kazanarak devamli kar elde etme yolu ile rekabette avantaj
saglayabilmeleri acisindan olduk¢a miuhimdir (Yaprak ve Dursun, 2018: 618). Marka sadakati
Amerika Pazarlama Birligi tarafindan tiiketicilerin belirli bir tirtin grubunda ayni markay stirekli
olarak satin alma derecesi olarak tanimlanmaktadir (Yaprakl: ve Keser, 2017: 166). Firmalarin kendi
miusterileri disinda vyeni tiiketicileri kazanabilmesi igin marka sadakati olusturmalar:
gerekmektedir. Bu sayede tiiketiciler ile kuvvetli duygusal iletisim kurabilir ve {irtin veya
hizmetlerini satin alan miisterilerine deneyimleri sonucu olusan pozitif diistincelerinin gevreleri ile
paylastirabilirler. Firmalarin uzun donemde satis ve kar oranlarinin artmasinda marka sadakatinin
onemli bir etkisi bulunmaktadir. Bu durumun nedeni olarak tirtin veya hizmetin fiyatinda
olusabilecek herhangi bir dalgalanmaya ragmen marka sadakati olusan miusteri ile isletme
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arasindaki baglilik devam ettigi icin fiyattaki degisim dikkate alinmayacag1 gosterilebilir (Garcia
vd., 2006: 389).

1. Arastirmanin Amaci, Kapsami ve Sinirlar

Arastirmanin amaci;, markalar agisindan fark olusturan o6zgtinliigiin incelenmesi ve bu
ozgunlugiin tiketicilerin markaya duyduklar1 sadakat ile markaya olan gitiveni tizerindeki etkileri
belirlenmesi aracilidy ile tiiketicilerin satin alma niyetlerine olan etkilerinin incelenmesidir.

Arastirmanin  kapsamuni Erzurum ili merkez Yakutiye ilgesinde yasayan cep telefonu
kullanicilar1 olusturmustur. Arastirmacilardan anket sorularini kullandiklari cep telefonu markasini
esas alarak cevaplandirmalar istenmistir.

2. Arastirmanin Metodolojisi

Arastirmada Orneklemin segiminde tesadiifi olmayan ornekleme yontemlerinden kolayda
ornekleme yontemi kullanilmistir. Anket ¢alismas: 16 Nisan - 15 Mayis 2018 tarihleri arasinda
uygulanmistir. Toplam 500 anket yapilmis, noksan birakilan ve yanlis doldurulan anketlerin
elenmesi sonucunda 420 anket analize alinmastir.

Verilerin toplanmasmna baslamadan once ankette kullanilacak olceklerin anlasilir olup
olmadigini anlamak ve olusabilecek hata veya eksiklikleri gidermek icin 20 kisiye 6n anket calismasi
yapimis olup, anket ile ilgili problemler ve onerileri alinmistir. Bu oneriler ve goriisler
dogrultusunda anket formuna son hali verilmistir.

Arastirmada veriler yiliz ytize anket yontemi kullamilarak toplanmistir. Veriler SPSS 20.0
istatistik programi ve AMOS 20 programi yardimiyla analiz edilmistir. Verilerin analizinde faktor
analizi ve yapisal esitlik modeli kullanilmistir.

3. Arastirmanin Modeli

/ Marka \

Ozgiinliigii

Marka
Sadakati

|
%
W

NN

Marka
Dogallik ] Giiveni

L—— Hap

\ /

Sekil 1: Arastirma Modeli
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4. Verilerin Analizi

Ankete katilan katilimcilarin; %50,5’i erkek ve %49,5i kadindir. Katilimcilarin gogunlugunu 18
- 28 yas grubunda (%38,1), lisans mezunu (%30,5), bekar (%51,2), 1600 TL ve alt1 gelire sahip (%36,2)
ve 6grencilerden (%35,5) olusturmaktadir.

Arastirmada kullanilan marka ozglinlugti o©lceginin secilen ©rnekle uyum gosterip
gostermedigini test etmek amaciyla faktor analizi kullanilmistir. Analiz sonucu kullanilan 6lgegin
alpha katsayis1 0,924 olarak tespit edilmistir. Degiskenlerin 0,40 ve {izeri faktor ytikleri olanlar
dikkate alinmustir. Bu faktorler toplam varyansin %73,802’sini agiklamaktadir. Ayrica KMO (Kaiser-
Meyer-Olkin) orneklem yeterlilik 6lgtitti 0,915, Barlett Kiiresellik testi: 3805,586 ve p<0,000 olarak
¢ikmistir. Faktor analizi sonucu orijinal 6lgek ile paralel olarak stireklilik birinci faktorde, orjinallik
ikinci faktorde, gtivenilirlik tictincti faktorde ve dogallik dérdiincti faktorde yer almistir.

Arastirmada kullanilan marka giiveni 6lgeginin secilen 6rnekle uyum gosterip gostermedigini
test etmek amaciyla faktor analizi kullanilmistir. KMO (Kaiser-Meyer-Olkin) ¢rneklem yeterlilik
olgtiti 0,687, Barlett Kiiresellik testi: 454,724 ve p<0,000 olarak ¢ikmustir.

Arastirmada kullanilan marka sadakati 6lceginin secilen 6rnekle uyum gosterip gostermedigini
test etmek amaciyla faktor analizi kullanilmistir. KMO (Kaiser-Meyer-Olkin) 6rneklem yeterlilik
olgtitt 0,684, Barlett Kiiresellik testi: 432,736 ve p<0,000 olarak ¢ikmustir.

Arastirmada kullanilan satin alma niyeti olceginin secilen oOrnekle uyum gosterip
gostermedigini test etmek amaciyla faktor analizi kullanilmistir. KMO (Kaiser-Meyer-Olkin)
orneklem yeterlilik olctitii 0,735, Barlett Kiiresellik testi: 691,734 ve p<0,000 olarak ¢ikmustir.

Yapisal esitlik modeli sonuglarina gore modelin iyi seviyede ve kabul edilebilir seviyede uyum
indekslerine sahip oldugunu gostermektedir. NFI: 0,927, RFI: 0,908, IFI: 0,956 ve TLI: 0,944 olarak
bulunmus ve modeli kapsamindaki iliskiler anlamli ¢ikarak biittin hipotezler kabul edilmistir.

Sonug ve Degerlendirme

Hizli bir sekilde ilerleme gosteren teknoloji ve diger gelismelerin etkili oldugu giintimiizde,
tirtin ve hizmetlerde markalarin 6zgtin kalabilmeleri markalarin basarisi ve rekabet i¢in 6nemli bir
avantaj olusturmaktadir. Arastirmada dort boyutta incelenen marka 6zgiinliigti boyutlarindan
markalarin stireklilik, orjinallik, gtivenilirlik ve dogallik boyutlarmin marka sadakati ve marka
gliveni aracilif1 ile satin alma niyeti tizerinde etkili old