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OZET

Markalarim dijital iletisim ¢aligmalart iletisim stratejileri, pazarlama planlar1 ve marka
konumlandirma calismalarinda her zaman oncelikli olarak yer almaktadir. Dijital medya
platformlar1 ile diger dijital kanallar aracilifiyla markalar miisterileriyle kolaylikla ve
dogrudan iletisime gecebilir bicimde wuzun siireli bir marka miisteri iliskisi
gelistirebilmektedirler.! Guiniimiizde yapay zekanin da dijital iletisim ¢aligmalarina dahil
olmasi ile birlikte sanal karakterler etkili bir iletisim ¢aligmasi olarak 6ne ¢ikmaktadir. Son
donemde Ozellikle liiks markalar tarafindan sosyal medya platformlarinda kullanilan sanal

etklileyici stratejisi markanin tiiketiciyle olan iligkisini gelistirmektedir.

Bu tez kapsaminda gerceklestirilen odak grup goriismesinden elde edilen arastirma
bulgular1 sonucunda sanal etkileyicilerin bilgilendirici, akilda kalici, dikkat cekici ve ilgi
uyandirict gibi olumlu ydnlerinden bahsedilirken, ayni1 zamanda hayal iirlint, gercek dist
oldugu sonuglarina da varilmigtir. Markalarin kullandig1 sanal etkileyicilerin iiriin ya da
hizmeti vurgulamasi, insan temelli hata riski barindirmamasi markalarin dijital pazarlama

stratejilerinde dnemli bir rol iistlenmesine neden olmaktadir.
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ABSTRACT

Digital communication studies for brands always take priority in communication
strategies, marketing plans, and brand positioning studies. Brands can easily and directly
communicate with their customers through digital media platforms and other digital channels
and establish a long-term brand-customer relationship. Today, with the inclusion of artificial
intelligence in digital communication studies, virtual characters stand out as an effective
communication study. Recently, the virtual influencer strategy used especially by luxury

brands on social media networks improves the brand's relationship with the consumer.

Based on the research findings from the focus group discussions conducted as part of
this thesis, it was observed that virtual influencers are noted for their positive attributes such
as being informative, memorable, attention-grabbing, and engaging. However, it was also
concluded that they are perceived as fictional and unreal. The use of virtual influencers by
brands highlights products or services and eliminates the risk of human mistakes, which

contributes to their significant role in digital marketing strategies.
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