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OZET
MARKA OZVARLIGI VE REKLAM iLiSKIisi
Mehmet Urgiip

Cok sayida tiriiniin birbirine benzemesi ve gelisen teknolojiyle kisa siirede benzer tirtinlerin rakipler
tarafindan pazara sunulabilmesi markalar arasindaki rekabeti artirmistir. Tiiketicilerin
seceneklerinin ¢ogalmasiyla birlikte marka tercihleri zorlasmaktadir. Bu cesitlilikle birlikte
markalarin sadik misterilerinin sayis1 da azalmaktadir. Marka yoneticileri bu durum karsisinda
tiiketicilerle marka arasinda duygusal bir bag kurarak farklilik olusturma diisiincesindedirler ve
markalarin tiiketicilerin zihninde olusturmaya ¢alismaktadirlar.

Tiiketicinin zihninde markaya iligskin belirli unsurlari bir araya getirmesi ve sonucunda marka
tutumu olusmasiyla birlikte marka 6zvarlig1 kavrami ortaya ¢ikmaktadir.

Reklam, marka 6zvarliginin unsurlarinin gergeklestirilmesi igin onemli araglardan birisidir. Marka,
reklam ¢ekiciliklerini kullanarak tiiketicinin duygularin etkileyebilmektedir. Reklam bu goéreviyle,
marka ve tiiketici arasindaki duygu aktariminda 6nemli bir koprii vazifesi gérmektedir.

Genis Kkitlelere ulasmada hala en etkili reklam mecrasi olarak kabul edilen televizyon reklamlarinin,
genis kitleler tizerinde olusturulmak istenen marka 6zvarliginda 6nemli bir yeri vardir.

Bu caligmada “paylasma” kavramini sahiplenerek hedef kitlesiyle arasinda duygusal bir bag
olusturmaya ¢aligan Turkcell’in, paylasma kavraminin tamtimiyla birlikte yeni logosunu da
kullandigr ilk reklam filmi olan “Hayat Paylaginca Giizel” isimli televizyon reklaminin Turkcell’in
marka 6zvarligint olusturan unsurlari tizerindeki etkisi incelenmektedir.
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ABSTRACT
THE RELATIONSHIP BETWEEN BRAND EQUITY AND ADVERTISING
Mehmet Urgiip

The similarity between many products and the opportunity of putting similar products on market in
a short time with the help of technology, increase the competition between brands. With the increase
of consumers’ choices, the brand preference has been becoming more and more difficult day by
day. With this variety, customer loyalty has been decreasing. Accordingly, the brand executives try
to make a difference by creating an emotional bond between the brand and the consumers and they
also try to create an image of their brand in consumers’ minds.

By putting some elements related to the brand all together and creating a brand manner, the concept
of brand equity occurs in consumers’ minds. Advertisement is one of the most important means of
creating brand equity elements. Brand is able to evoke emotions by using Advertising Appeals.
With this mission, advertisement has an important role in emotional transfer between the brand and
the consumer. Tv commercials, which are still accepted as the most effective advertisement method
for reaching large masses of people, have an important role in creating brand equity.

In this study, the effects of the TV commercial, ‘Hayat Paylasinca Giizel’, on the elements which
create brand equality of Turkcell are presented by analysing this commercial in which the new logo
of Turkcell is also presented; in this respect, the concept of sharing is owned and used for creating
an emotional bond between Turkcell and its consumers.
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