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OZET

Kiibra Miige DALDAL, Sosyal Medyada Mobil Etiketleme Farkindaligi: Sosyal Medya

Tiiketicileri Uzerinde Bir Arastirma, Yiiksek Lisans Tezi, Corum 2013

Teknoloji alaninda olusan yenilik, pazarlama sektoriinde ¢ok cesitli firsat ve
rekabet ortami1 yaratmaktadir. Mobil telefon teknolojilerindeki ilerlemeler
pazarlamacilar i¢in potansiyel miisterilere ulagsmada yeni iletisim kanallar
yaratmaktadir. Gilinlimiiz pazarlama anlayisinda isletmeler, reklam kampanyalarinin
artan yatirrm maliyetini azaltmak ve marka bagliligi yaratmak i¢in yeni yontemler
aramaktadir. Mobil kanallar yoluyla pazarlama anlayis1 bu noktada Onemli bir
alternatiftir. Bu calisma, sosyal medya tiiketicilerinin mobil pazarlama

uygulamalarindan mobil etiketleme farkindaliklarini ortaya koymay1 amaglamaktadir.

Arastirma, sosyal medya tiliketicileri {izerinde yapilmaktadir. Arastirmanin
orneklem kiitlesi Facebook, Twitter ve LinkedIn sosyal paylasim sitelerinde bulunan
tiiketicilerden olusmaktadir. Internet iizerinde online olarak hazirlanan anket linki
sosyal paylasim sitelerinde paylasilmis ve sosyal medya tiiketicilerinin katilimiyla
veriler toplanmistir. Arastirmanin analizinde; frekans analizi, pearson korelasyon
analizi, bagimsiz iki yonlii t testi, iki yonlii varyans analizi (ANOVA) ve faktor analizi
yontemlerinden yararlanilarak, sosyal medya tiiketicilerinin mobil etiketleme
farkindaligi  belirlenmeye calisilmistir.  Arastirma sonucunda sosyal medya

tilkketicilerinin mobil etiketleme farkindalik diizeylerinin diisiik oldugu tespit edilmistir.

Anahtar Kelimeler: Mobil Pazarlama, Mobil Etiketleme, Karekod, Sosyal Medya,
Marka Farkindaligi



ABSTRACT

Kiibra Miige Daldal, The Awereness Of Mobile Tagging In Social Media: A Study On

Social Media Consumers, Master Degree Thesis, Corum 2013.

Innovation of the field of technology creates wide range opportunities and a
competitive environment on the marketing industry. Advances in mobile phone
technology creates new channels of communication for marketing experts to reach
potential customers. Enterprises of today's marketing concept are looking for new ways
to reduce the cost of increased investment in advertising campaigns and to create brand
loyalty. At this point, an understanding of marketing through mobile channels is an
important alternative. This study is intended to present awareness of social media users

about the mobile labeling as one of the mobile marketing application.

The research carried out on social media consumers. The sample of the study is
composed of the social networking websites users such of Facebook, Twitter and
LinkedIn. The link to the online questionnaire on the Internet is shared social
networking websites and collected with the participation of social media users. With the
analysis of the study the awareness of social media users about mobile tagging is
determined using the methods of frequency analysis, Pearson's correlation analysis,
independent t test, two-way analysis of variance (ANOVA) and factor analysis. As a
result of the research, it has been found out that awareness of social media consumers
about mobile labeling is at the low level.

Keywords: Mobile Marketing, Mobile Tagging, Data Matrix, Social Media,

Brand Awareness
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