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OZET

Dijital cagin hizla gelismesiyle birlikte, oyunlar da bu dijital yagsamin bir
pargas1 haline gelerek 6nemli bir pazarlama araci olarak karsimiza ¢ikmaktadir. Bu
baglamda, oyun i¢i reklamlar ve 6zellikle oyun i¢i {iriin yerlestirmeleri, tiiketicilerin
markalarla etkilesim kurmasini agisinda biiyiik bir potansiyel sunmaktadir. Bu
calismanin amaci ise; oyun i¢i Uriin yerlestirmelerin deneyimsel pazarlama boyutlar
tizerinden incelenerek tiiketici tizerindeki etkilerini ortaya ¢ikartmaktir. Oyun oynayan
oyuncularin, liriinlerle sanal bir deneyim yasayarak bu tirlinlere kars1 tutumlarinin nasil

sekillendirildigi arastirilmistir.

Deneyimsel pazarlama, tiiketicilerin markalarla duygusal, diisiinsel ve
davranigsal diizeyde etkilesim kurmasini saglayan bir yaklasimdir. Bu ¢ercevede, oyun
i¢i lrlin yerlestirmelerinin, tiiketicilerin marka hatirlanabilirli§i, marka tercih
edilebilirligi, satin alma niyeti ve markaya kars1 pozitif tutum gelistirmesi iizerindeki
etkileri odak grup ve derinlemesine goriisme yoOntemleriyle detayli olarak

incelenmistir.

Arastirma bulgular, oyun i¢i {iriin yerlestirmelerin tiiketicilerin marka
hatirlanabilirligini artirdigin1 ve markaya kars1 daha pozitif bir tutum gelistirmelerine
katki saglayarak satin alma davranisin1 olumlu yonde etkiledigini gostermektedir.
Katilimeilar, oyun i¢i deneyimlerin, iiriinleri gergek hayatta deneme hissiyati
yarattigini ve bu durumun hayat tarzlarini etkileyerek sati alma niyetlerini olumlu
yonde etkiledigini belirtmislerdir. Bir diger ¢erceveden bakildiginda; reklam

sektoriinde calisan kisiler, markalarin tiiketicileri sanal diinyalarinda yakalayarak
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oyunculara deneyim sunma isteklerinde oldugunu, oyun i¢inde deneyimleme sansi
yakalayan kisilerin daha pozitif bir tutum sergilemelerine neden oldugu verilerini

paylasmaktadir.

Oyun i¢i {irlin yerlestirmeler, dijital pazarlamanin etkili ve gelismekte
olan araci olarak 6ne ¢ikmaktadir. Deneyimsel pazarlama boyutlar1 tizerinden yapilan
inceleme, oyunlarin sadece eglence araci olmadigini, aym1 zamanda tiiketici
davraniglarin1 sekillendiren giiglii birer pazarlama platformu oldugunu tiiketici ve
reklamcilar olmak tizere iki farkli bakis agisiyla ortaya koymaktadir. Bu inceleme,
dijital oyunlar1 kullanarak etkili pazarlama stratejileri gelistirilebilecegine dair 6nemli

bulgular sunmaktadir.
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ABSTRACT
With the rapid development of the digital age, games have become an integral

part of digital life, emerging as a significant marketing tool. In this context, in-game
advertisements and particularly product placements offer substantial potential for
consumer-brand interaction. The aim of this study is to examine the impact of in-game
product placements on consumers through the dimensions of experiential marketing.
The study investigates how gamers' attitudes towards products are shaped by

experiencing these products virtually within the game.

Experiential marketing is an approach that enables consumers to interact with
brands on emotional, cognitive, and behavioral levels. Within this framework, the
effects of in-game product placements on brand recall, brand preference, purchase
intention, and positive brand attitude were examined in detail using focus groups and

in-depth interviews.

The research findings indicate that in-game product placements enhance brand
recall and contribute to the development of a more positive attitude towards the brand,
thereby positively influencing purchasing behavior. Participants noted that in-game
experiences create a sense of trying the products in real life, which positively affects
their purchase intentions by influencing their lifestyles. From another perspective,
professionals in the advertising industry shared that brands aim to engage consumers
in their virtual worlds, offering experiences that lead to more positive attitudes among

players who get a chance to experience the product in-game.
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In-game product placements stand out as an effective and evolving tool of
digital marketing. The examination through the dimensions of experiential marketing
reveals that games are not only a means of entertainment but also a powerful marketing
platform shaping consumer behavior from both consumer and advertiser perspectives.
This study presents significant findings on developing effective marketing strategies
using digital games.

Keywords: In-Game Advertising, Product Placement, Experiential Marketing, Digital

Games, Experience, Consumer Behavior.
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