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KISA OZET

KULLANICI TUREVLI iICERIGIN DiJITAL PAZARLAMA
STRATEJILERINDE KULLANIMI: NETNOGRAFIK BIR ARASTIRMA
ORNEGI

Glinlimiiz toplumunda, yeni iletisim teknolojilerinin gelisimine paralel olarak
markalar ve isletmeler nezdinde, kullanicilarin durumu boyut degistirmistir. ilk dénem
iletisim c¢aligmalarina bakildiginda, kullanicilarin gonderilen her mesaji ayni sekilde
algilayan, aninda etki altina alinabilen pasif bir 6zne olarak konumlandirildig: gériilmiis;
devam eden iletisim arastirmalarinda ise Ozellikle yeni medyanin gelisimiyle birlikte

kullanicilar gii¢ dengelerini kendi lehlerine ¢evirebilmistir.

Yeni iletisim teknolojileri, sosyal medyay1 ortaya cikarmigs ve kullanicilar
kendilerini bu mecrada daha ¢ok ortaya koyabilmistir. Kullanicilarin, yalnizca tiiketen,
kolayca etki altina alinabilen ve birbirine benzeyen salt izleyici roliinden siyrilarak;
tikettigi kadar tiretebilen, iletilen mesajlar1 gesitli filtrelerden gegirerek karar verebilen,
dogal ile yapay1 ayirt edebilen, dolayisiyla kolay etkilenmeyen ve temelde benzer
motivasyonlara sahip olsa da aslinda benzersiz olan kullanicilara doniistiigii fark edilmistir.
Degisen kullanicilar, kendileri gibi kullanicilarin irettikleri igeriklere daha ¢ok 6nem

vermekte ve bir zincirin halkalar1 gibi birbirlerine baglanabilmektedir. Bu noktada sanal
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topluluklar olusabilmekte ve bu topluluklar birbirinden farkli 6zellikte kullanicilari

barindirabilmesine karsin benzer davranis sekilleri gelistirebilmektedir.

Yeni medyanin sundugu olanaklarla degisen kullanici yapisi, hem pazarlama
stratejilerinin  dijitallesmesine hem de kullanicilarin bu stratejilerde basat konuma
gelmesine neden olmaktadir. Bu noktada sosyal medyada kullanicilart igerik iiretmeye
harekete gegiren dijital pazarlama stratejileri, markalar ve kullanicilar boyutunda 6nem

kazanmaya baslamaktadir.

Bu calismada dijjital mecralarin gelisiminin kullanicilar1 nasil etkiledigi,
kullanicilarin igerik iireten konuma gelmesiyle marka ve igletmeler tarafindan tercih edilen
dijital pazarlama stratejilerinin nasil ¢esitlendigi ve kullanicilar1 harekete gegirmek igin
hangi yonde kullanildigi; ‘Denebunu.com’ o6rnegi tizerinden, Netnografik arastirma
yontemiyle, kullanicilarin olusturdugu sanal topluluk incelenerek cevaplandirilmaya

caligilacaktir.

Anahtar Kelimeler: Kullanic1 Tiirevli Icerik, Dijital Pazarlama, Sosyal Medya, Sanal

TopluluKlar.
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ABSTRACT

THE USAGE OF USER-GENERATED CONTENT IN DIGITAL MARKETING
STRATEGIES: ANETNOGRAPHIC RESEARCH EXAMPLE

In today's society, the state of the users has changed parallel to the new communication
technology developments under brands and firms. When the first stage technology studies
are analyzed, users have been seen as passive subjects who receive the messages as they
are portrayed and can get under the influence of these messages immediately. The
communication researches following the initial studies, on the contrary, have concluded
that with the new media developing, users were able to grasp the power in the user-

producer relationship.

New communication technologies have revealed the social media and the users
have been able to reveal themselves in this medium. It is not just the users who are
consuming, are easily affected, and are similar to each other; It is seen that the users who
can produce as much as they consume, pass the transmitted messages through various
filters, are able to distinguish between the natural and the artificial and thus are not easily
affected and have basically similar motivations, but are actually unique. Changing users,

users of like themselves, give more importance to the content they produce and can connect



to each other like a chain. At this point, virtual communities can occur and although these
communities can accommodate different types of users, they can develop similar

behavioral patterns.

The opportunities that new media offers lead to changes in user behavior and thus
lead to changes in marketing strategies to become digitalised and made the consumer
choice as a dominant topic in these marketing strategies. The digital marketing strategies
which prompt users to produce content became important for brands as well as users as

marketing strategies.

This study will attempt to analyze how the digital media’s development impacted
users, how digital marketing strategies became more varied and how it was used to prompt
users as users became content producers through analyzing the “Denebunu.com” Website
as an example for user-generated virtual community by utilising the netnography research

method.

In this study, how digital media development affects users, how users are
diversified by digital marketing strategies preferred by brands and businesses, and in which
direction they are used to mobilize users; Through the example of “Denebunu.com”, the
netnographic research method will be tried to be answered by examining the virtual
community created by the users.

Key Words: User Generated Content, Digital Marketing, Social Media, Virtual
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