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RS GEIGHIIRE  The Speed of Change...
tarafli bir iletisimden cok

yonlu bir platforma
donusmesi ile Web 2.0

Mobile | * ™

donemi basladi. “" Social

=

Digital =

Bu degisim ticareti,
tuketimi ve iletisimi
evrilmeye itti.

Connected (internet)
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B Y & Z Kusagi niifusun %57’sini olusturuyor ve yas, sinif olarak degil;
ilgi alanlan ve davranislarina gore tanimlaniyor

Dikkat sureleri kisa ancak
teknolojik anlamda 6ncu ve marka
deneyimine acik bir Kitle.

En kritik noktalar :

1. Mobil (cihazlar hayatlarinin
buyuk bir parcasi)

2. Sosyallesmek (Sosyal Medya
&Mobil)

3. Onlarin zamanlamasinda yer
almak




H Cihazlarin cogalmasiyla tiiketiciler zaman

fakiri oimaya basliyor

Musteri hizmetlerini
arayanlarin %80’si 15snden az
surede cevap verilmesini
istiyor

é“"‘
@

Ziyaretcilerin %50’si
terk etmeye basliyor
> 2sn

66% 64%
56%
I :
ihtiyaclarina gére dizenlenmis Stil ve tasarim, urln
drinler performansi kadar énemlidir

B Dinya MW Tdrkiye

| Monitor, Millward Brown



Degisen Ne?

Tuketici
e
pazarlamacinin
arasindakai iliski
degisti!



Degisen Ne?

« Bilgiye
lletisim

« Karar verme Satin Alma




“Half the money | spend on
advertising is wasted; the trouble
IS | don't know which half.”

John Wanamaker
US department store merchant (1838 - 1922)

ORENO,



Degisen Ne?

« ESKIDEN

Tuketici ile Pazarlamaci arasinda tek taraflh bir iliski vardi.
Geri bildirim ve bilgi alisverisi gucta.

Tuketiciyi ancak arastirmalardan, anketlerden taniyabiliyorduk.
Medya spesifik olarak 6élctlemiyordu

* SIMDI:

Insanlar zaten fikirlerini internette sdyliyorlar.

Satin alma davranislarini takip edebiliyoruz.
Pazarlamaciyla tiketici arasinda dogrudan bir iliski var.
Her bir dijital iletisim yatirrminin dénist hesaplanabiliyor.

HA-OPY




internette en cok alinan aksiyonlar:

Bilgi arama

Baska insanlarla ilefisim
Fikir onderlerini takip etme
Video izleme

Alisveris

Yorum

Oyun




3 Blyukler

FB ve Google dinya dijital
reklam pastasinin
%50’sini

BUyUumenin de neredeyse
Ne istedigini biliyorum GOO Ie #100’nu olusturuyor.

Kim Oldugunu Biliyorum chebook

ebay

amazon

Ne alacagini biliyorum




«Tiuiketicinin deneyim yolculugu» devi"[n icinde




H Tiiketici yolculugunun bu degisimine paralel olarak, tiiketiciyi Uriinii satin
almaya gotiiren medya yolculugu da artan temas noktalariyla birlikte
degisiyor.

Marka
sitesi

Uriin

fotografi /
videosu
-y
O
Goraguni




Geleneksel mecra onu
kullanmaya alisik olanlarda
hala guclu.

Yeni medya aliskanliklari olan kitle
ISe cok yakin zamanda satin alma
gucune sahip en buyuk grup olacak.

Turkiye'de Aktif Tiketilen Medya Kanallari (vas)

81.60%

80.33%

18 < 18-24 25-34 3545 45+

@ Sosyal Medya [Mobil] @ Website [Mobil] @ Televizyon @ App [Mobil] Website [Bilgisayar]
@® Sosyal Medya [Bilgisayar] @ Gazete @ Radyo @ Dergi

Geleneksel ve Dijital Reklamlarda Tiiketici Tercihleri  Rek]am Mecra Karnesi




Dijital Evrimin sonucunda
mecra tuketimi de yeniden
sekillendi.

Tuketicilerin hemen hepsinin
mecra aligskanliklari degisti.

75.00%

50.00%

25.00%

0.00%

Turkiye'de Aktif Tlketilen Medya Kanallari (ses)

81.87% o
Q 50% g == 6146%
59.59% 58°02% 58.79%

A B C1 Cc2 D E

® Sosyal Medya [Mobil] @ Website [Mobil] @ Televizyon @ App [Mobil] Website [Bilgisayar]
@ Sosyal Medya [Bilgisayar] @ Gazete @ Radyo @ Dergi

Reklam Mecra Karnesi Geleneksel ve Dijital Reklamlarda Tiiketici Tercihleri

)



Ancak detaylarda Erisim
Ile mecradan gecirilen
sure arasindaki farki
gorebiliyoruz.

Cunku dunya degisti...

6%

8%
SHARE OF
MEDIA TIME
61%
® Online ..................... 06:45
BroadcastTV ...............
@® BroadcastRadio ............ 00:53

GamesConsoles ............

. PrintPress .................. 00:40

15%

SHARE OF ONLINE
MEDIA TIME

15%

OnlineTV ... ... .. 01:10

Music Streaming Services .. ..

OnlinePress ................ 00:59
SocialMedia ................
Other ..., 01:00

Published on MarketingCharts.com in April 2019 | Data Source: Nielsen
Traditional TV refers to all live + DVR/time-shifted TV viewing during the quarter for the total population
Connected TV refers to DVD/Blu-Ray Devices, Game Consoles, and Internet-Connected Devices (including streaming media players and smart TVs)

HA-OPY ®@ O
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2020 GLOBAL
HEADLINES



DIGITAL AROUND THE WORLD IN 2020

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA
USE

UNIQUE
TOTAL
POPULATION MOBILE 'NLESFEEET ACTIVE SOCIAL

PHONE USERS MEDIA USERS

.75 5.19 4.54 3.80

BILLION BILLION BILLION BILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION:

55% 67% 59% 49%

SOURCES POPULATION UNITED NATIONS MOBILE GSMA INTELLIGENCE INTERNET ITU; GLOBALWEBINDEX GSMA INTELLIGENCE; EUROST/-\T LOCAL TELECOMS REGULATORY AUTHORITIES .
VERNMENT BODIES; SOCIAL MEDIA PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; APJII; KEPIOS ANALYSIS; SOCIAL MEDIA: PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; are HootSUIte®
COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CAFEBAZAAR. ALL LATEST AVAILABLE DATA IN JANUARY 2020, COMPARABILITY ADVISORY SOURCE AND BASE CHANGES.

social



Al GLOBAL DIGITAL GROWTH

2020 THE YEAR-ON-YEAR CHANGE IN ESSENTIAL INDICATORS OF DIGITAL ADOPTION

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

+1.1% +2.4% +7.0% +9.2%

JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019
+82 MILLION +124 MILLION +298 MILLION +321 MILLION

e SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA INTELLIGENCE; INTERNET: ITU; GLOBALWEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES

we .
AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; APJII; KEPIOS ANALYSIS; SOCIAL MEDIA: PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; are - Hootsu I te®

COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CAFEBAZAAR. ALL LATEST AVAILABLE DATA IN JANUARY 2020. [1 COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. SOCIGI



THE WORLD’S MOST-USED SOCIAL PLATFORMS

BASED ON MONTHLY ACTIVE USERS, ACTIVE USER ACCOUNTS, ADVERTISING AUDIENCES, OR UNIQUE MONTHLY VISITORS {IN MILLIONS)

FACEBOOK

2,449

YOUTUBE 2,000

wratsare [ 1,600
P8 MESSENGER” [ —— 1,300
wexIN / WECHAT - [ 1151
INsTAGRAM - [E—— 1,000
DOUYIN /TIKTOK - [ 800
ca I 73
azone [N 17
ssnaweso [ 497
reoom [ 430
snapcHAT [ 36
witer** [ 340
PNTEREST [ 322
kuaistou [ 316

SOURCES: KEPIOS ANALYSIS; COMPANY STATEMENTS AND EARNINGS ANNOUNCEMENTS; PLATFORMS' SELF-SERVICE ADVERTISING TOOLS (ALL LATEST AVAILABLE DATA), NOTES: PLATFORMS W€ “
IDENTIFIED BY [*) HAVE NOT PUBLISHED UPDATED USER NUMBERS IN THE PAST 12 MONTHS. PLATFORMS IDENTIFIED BY {**) DO NOT PUBLISH MAU DATA. FIGURES FOR TWITTER AND SNAPCHAT — CIIF@, HOOtS"lte”
USE EACH PLATFORM'S LATEST ADVERTISING AUDIENCE REACH FIGURE, AS REPORTED IN EACH PLATFORM'S SELF-SERVICE ADVERTISING TOOLS {JANUARY 2020). s°c|q|

DATA UPDATED TO:
25 JANUARY 2020




GLOBAL MOBILE APP RANKINGS: ACTIVE USERS

GLOBAL RANKINGS OF TOP MOBILE APPS AND GAMES BY AVERAGE MONTHLY ACTIVE USERS THROUGHOUT 2019

RANKING OF MOBILE APPS BY MONTHLY ACTIVE USERS RANKING OF MOBILE GAMES BY MONTHLY ACTIVE USERS

# APP NAME COMPANY # GAME NAME COMPANY

01  WHATSAPP MESSENGER FACEBOOK 01  PUBG MOBILE TENCENT

02 FACEBOOK FACEBOOK 02 CANDY CRUSH SAGA ACTIVISION BLIZZARD
03 FACEBOOK MESSENGER FACEBOOK 03 HONOUR OF KINGS TENCENT

04  WECHAT TENCENT 04  ANIPOP co] HAPPY ELEMENTS
05 INSTAGRAM FACEBOOK 05 GAME FOR PEACE TENCENT

06 TIKTOK BYTEDANCE 06  CLASH OF CLANS SUPERCELL

07  ALIPAY ANT FINANCIAL SERVICES GRP. 07 POKEMON GO NIANTIC

08 QQ social TENCENT 08  SUBWAY SURFERS KILOO

09 TAOBAO ALIBABA GROUP 09 CLASH ROYALE SUPERCELL

10 BAIDU BAIDU 10 FREE FIRE SEA

we .
SOURCE: APP ANNIE [JANUARY 2020). COMBINED DATA FOR ANDROID AND |OS DEVICES. are, I q HootSUIte@
sSocCia




GLOBAL ECOMMERCE ACTIVITIES

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH

SEARCHED ONLINE FOR VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
A PRODUCT OR SERVICE RETAIL STORE ON THE PRODUCT ONLINE PURCHASE VIA A LAPTOP PURCHASE VIA A
TO BUY (ANY DEVICE) WEB (ANY DEVICE) (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

80% 90% 74% 36% 32%

we o
° SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64, SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. are. I q Hootsu|te®
SocCia



x

DIGITAL 2020

TURKEY

ALLTHE DATA, TRENDS, AND INSIGHTS YOU NEED TO HELP YOU UNDERSTAND
HOW PEOPLE USE THE INTERNET, MOBILE, SOCIAL MEDIA, AND ECOMMERCE

we

are. | Hootsuite-



TURKEY C

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND THE STATE OF MOBILE, INTERNET, AND SOCIAL MEDIA USE

TURKEY

TOTAL MOBILE PHONE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

83.88 77.39 62.07 54.00

MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: PENETRATION: PENETRATION:

75% 92% 74% 64%

SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA INTELLIGENCE; INTERNET: ITU; GLOBALWEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES we ®
AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS’ SELF-SERVICE ADYERTISING TOOLS; APJII; KEPIOS ANALYSIS; SOCIAL MEDIA: PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; are, HOOtS“'te“’
COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CAFEBAZAAR, ALL LATEST AVAILABLE DATA IN JANUARY 2020. © COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. SOClal



DIGITAL GROWTH INDICATORS Cx

CHANGES IN KEY INDICATORS OF DIGITAL ADOPTION

TURKEY

TOTAL MOBILE PHONE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+1.2% +3.4% +4.0% +4.2%

JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. APR 2019
+999 THOUSAND +2.6 MILLION +2.4 MILLION +2.2 MILLION

SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA INTELLIGENCE; INTERNET: ITU; GLOBALWEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES we o
AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; APJII; KEPIOS ANALYSIS; SOCIAL MEDIA: PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; are, Hootsu|te<D
COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CAFEBAZAAR. ALL LATEST AVAILABLE DATA IN JANUARY 2020, © COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. social



OVERVIEW OF INTERNET USE C+

NUMBER OF PEOPLE USING THE INTERNET, AND HOW MUCH TIME THEY SPEND USING THE INTERNET EACH DAY

TURKEY
TOTAL NUMBER INTERNET USERS ANNUAL GROWTH AVERAGE DAILY TIME SPENT
OF INTERNET USERS AS A PERCENTAGE OF IN THE NUMBER USING THE INTERNET ON ANY
ON ANY DEVICE TOTAL POPULATION OF INTERNET USERS DEVICE BY EACH INTERNET USER

62.07 74% +4.0% 7H 29M

MILLION +2.4 MILLION

SOURCES: |TU; GLOBALWEBINDEX; GSMA INTELLIGENCE; EUROSTAT; SOCIAL MEDIA PLATFORMS’ SELF-SERVICE ADVERTISING TOOLS; LOCAL GOVERNMENT BODIES AND REGULATORY we

®
e AUTHORITIES; APJII; UNITED NATIONS [ALL LATEST AVAILABLE DATA IN JANUARY 2020}, TIME SPENT DATA FROM GLOBALWEBINDEX (@3 2019), BASED ON A BROAD SURVEY OF INTERNET USERS are, q HOOtS“'te‘m

AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. © COMPARABILITY ADVISORY: SOURCE CHANGES. soc.al



DEVICE OWNERSHIP

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN EACH KIND OF DEVICE

MOBILE PHONE SMART NON-SMARTPHONE
(ANY TYPE) PHONE MOBILE PHONE

90% 89% 6.8%

LAPTOP OR DESKTOP
COMPUTER

67%

DEVICE FOR STREAMING TV GAMES SMART HOME
CONTENT OVER THE INTERNET CONSOLE DEVICE

G

8.7% 20%

SMART WATCH
OR WRISTBAND

14% 17%

° SOURCE: GLOBALWEBINDEX [Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64.

Cx

TURKEY

TABLET
DEVICE

45%

VIRTUAL
REALITY DEVICE

4.3%

we

are. q Hootsuite"
social



DAILY TIME SPENT WITH MEDIA C+

AVERAGE DAILY TIME THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES
TURKEY

USING THE USING WATCHING LISTENING TO MUSIC USING A
INTERNET SOCIAL MEDIA TELEVISION™* STREAMING SERVICES GAMES CONSOLE

/H29M 2H5TM 3HO04M 1TH21M OH 58M

SOURCE: GLOBALWEBINDEX (@3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS.
*NOTES: TELEVISION TIME INCLUDES BROADCAST (LINEAR) TELEVISION AND CONTENT DELIVERED VIA STREAMING AND VIDEO-ON-DEMAND SERVICES. USE OF DIFFERENT DEVICES AND are HOOtS“'te‘D
CONSUMPTION OF DIFFERENT MEDIA MAY OCCUR CONCURRENTLY. soc|q|



SHARE OF WEB TRAFFIC BY DEVICE C+

EACH DEVICE’S SHARE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS IN DECEMBER 2019
TURKEY

MOBILE LAPTOPS & TABLET OTHER
PHONES DESKTOPS COMPUTERS DEVICES

74.8% 24.3% 0.9% 0.03%

DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018:

+31% -40% -35% +50%

SOURCE: STATCOUNTER [ACCESSED JANUARY 2020}, FIGURES REPRESENT EACH DEVICE'S SHARE OF WEB PAGES SERVED TO WEB BROWSERS ONLY. NOTE: FIGURES FOR DEVICE SHARE ARE FOR are HootSUIte@
DECEMBER 2019; ANNUAL CHANGE FIGURES COMPARE MONTHLY SHARE VALUES FOR DECEMBER 2019 TO DECEMBER 2018. I

socia



MOBILE INTERNET USE C+

INTERNET USERS WHO ACCESS THE INTERNET VIA MOBILE PHONES

TURKEY
TOTAL NUMBER MOBILE INTERNET USERS SHARE OF ALL INTERNET SHARE OF ALL INTERNET  AVERAGE DAILY TIME SPENT
OF MOBILE AS A PERCENTAGE OF USERS ACCESSING USERS ACCESSING USING THE INTERNET
INTERNET USERS TOTAL INTERNET USERS VIA SMARTPHONES * VIA FEATURE PHONES * ON MOBILE DEVICES

58.23 94% 93% 2.0% 4HOOM

MILLION

SOURCES: ITU; GLOBALWEBINDEX; GSMA INTELLIGENCE; EUROSTAT: SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; LOCAL GOVERNMENT BODIES AND REGULATORY
AUTHORITIES; APJII (ALL LATEST AVAILABLE DATA IN JANUARY 2020). TIME AND SHARE DATA VIA GLOBALWEBINDEX (@3 2019) *NOTE: FIGURES FOR SHARE BY MOBILE DEVICE TYPE REPRESENT are HOOtS“'te‘D
EACH DEVICE’S SHARE OF TOTAL INTERNET USERS AGED 16 TO 64, NOT JUST SHARE OF MOBILE INTERNET USERS. © COMPARABILITY ADVISORY: SOURCE CHANGES. soc|q|



MOST-VISITED WEBSITES (ALEXA) Cx

RANKING OF TOP WEBSITES BY AVERAGE MONTHLY TRAFFIC ACCORDING TO ALEXA
TURKEY

#  WEBSITE TIME / VISIT PAGES / VISIT #  WEBSITE TIME / VISIT  PAGES / VISIT
01 GOOGLE.COM 12M 093 14.6 1 EKSISOZLUK.COM 7M 04S 5.7

02 YOUTUBE.COM 1M 44S 6.7 12 HEPSIBURADA.COM 8M 23S 7.4

03 GOOGLE.COM.IR 4M 195 7.9 13  AKSAM.COM.TR 2M 33S 1145

04 FACEBOOK.COM 17M 48S 7.8 14  TRENDYOLCOM 10M 14S 9.3

05 SAHIBINDEN.COM 15M 58S 19.1 15 YENIAKIT.COM.TR 6M 43S 3.6

06 ENSONHABER.COM 7M 37§ 4.4 16  NETFLIX.COM 3M 158 2.7

07 LIVE.COM 4M 53S 510 17 TURKIYE.GOV.TR 4M 36S 4.6

08 NI11.COM 10M 34S 47 18  SOZCU.COM.TR 6M 508 54

09  HURRIYET.COM.TR 5M 17§ 7.7 19 MILLIYET.COM.TR 6M 29S 12.1

10 MEMURLAR.NET 4M 24S 3.0 20  INSTAGRAM.COM 7M 07S 6.8

e s e e R e o q Hootsuite’

IN MINUTES AND SECONDS. ADVISORY: SOME WEBSITES FEATURED IN THIS RANKING MAY CONTAIN ADULT CONTENT, PLEASE USE CAUTION WHEN VISITING UNKNOWN WEBSITES. social




TOP GOOGLE SEARCH QUERIES Cx

THE MOST COMMON QUERIES THAT PEOPLE ENTERED INTO GOOGLE SEARCH THROUGHOUT 2019
TURKEY

#  SEARCH QUERY #  SEARCH QUERY

01 HAVA DURUMU 100 11 GOOGLE 29
02 YOUTUBE 7> 12 HABERLER 27
03 FACEBOOK 56 13  MYNET 26
04  SON DAKIKA 38 14  ALTIN 23
05 CEVIRI | 35 15 sOzCU 22
06 HABER 35 16  EDEVLET | 19
07 DOILAR 34 17 TIK 16
08 SAHIBINDEN 34 18 TRANSLATE 135
09 TWITTER 31 19 MILLIYET 15
10 INSTAGRAM 30 20 EOKUL 14

SOURCE: GOOGLE TRENDS (ACCESSED JANUARY 2020); KEPIOS ANALYSIS, NOTES: GOOGLE DOES NOT PUBLISH SEARCH YOLUMES, BUT THE “INDEX" COLUMN SHOWS THE RELATIVE VOLUME are HootSUIte@
FOR EACH QUERY COMPARED TO THE SEARCH YOLUME OF THE TOP QUERY (AN INDEX OF 50 MEANS THAT THE QUERY RECEIVED 50% OF THE SEARCH VOLUME OF THE TOP QUERY). I

socia



ONLINE CONTENT ACTIVITIES Cx

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO CONSUME EACH KIND OF CONTENT VIA THE INTERNET EACH MONTH

TURKEY

WATCH WATCH LISTEN TO MUSIC LISTEN TO ONLINE LISTEN TO
ONLINE VIDEOS VLIOGS STREAMING SERVICES RADIO STATIONS PODCASTS

93% 45% 72% 42% 30%

we .
0 SOURCE: GLOBALWEBINDEX [Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS. are, I q HOOtS“'te‘m
sSocCia



ADOPTION OF DIGITAL INNOVATIONS

USE VOICE SEARCH OR WATCH TV CONTENT VIA A

OWN SOME
VOICE COMMANDS EACH STREAMING SUBSCRIPTION FORM OF SMART
MONTH (ANY DEVICE) SERVICE EACH MONTH HOME DEVICE

45%

62% 14%

e SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64, SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO USE OR OWN EACH KIND OF DEVICE OR TECHNOLOGY

Cx

TURKEY

OWN SOME
FORM OF

CRYPTOCURRENCY

9.2%

we

are. | Hootsuite"



SOCIAL MEDIA OVERVIEW C+

BASED ON THE REPORTED POTENTIAL ADVERTISING REACH OF SELECTED SOCIAL MEDIA PLATFORMS

TURKEY
TOTAL NUMBER SOCIAL MEDIA USERS CHANGE IN SOCIAL PERCENTAGE OF ACTIVE
OF ACTIVE SOCIAL COMPARED TO MEDIA USER NUMBERS SOCIAL MEDIA USERS
MEDIA USERS TOTAL POPULATION (APR 2019 TO JAN 2020) ACCESSING VIA MOBILE

54.00 64% +4.2% A

MILLION +2.2 MILLION

SOURCES: BASED ON DATA PUBLISHED IN SELECTED SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS (JANUARY 2020), COMPANY STATEMENTS, EARNINGS ANNOUNCEMENTS

e AND MEDIA REPORTS (ALL LATEST DATA AVAILABLE IN JANUARY 2020}, WITH COMPARISONS TO POPULATION DATA FROM THE UNITED NATIONS (LATEST DATA AVAILABLE IN JANUARY 2020). are I ‘ HOOtSUlteO

& COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. SOC|a



SOCIAL MEDIA ADVERTISING AUDIENCE PROFILE

C
SHARE OF THE TOTAL ADVERTISING AUDIENCE* ACROSS FACEBOOK, INSTAGRAM, AND FB MESSENGER, BY AGE AND GENDER

TURKEY

20.7%

B FEMALE
MALE

[y A

12.2%
8.5%
71.3% 71.3%
%
el 3.8%
2.3% 2.4% :
1.1% 1al LA - 10% 1.8%
[

[—
3-17 18 - 24 25 - 34

35-44 45 - 54 55- 64 65+
YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD YEARS OLD

YEARS OLD
SOURCE: EXTRAPOLATIONS OF DATA FROM FACEBOOK'S SELF-SERVICE ADYERTISING TOOLS (JANUARY 2020). BASED ON ACTIVE USERS OF FACEBOOK, INSTAGRAM, AND / OR FACEBOOK
MESSENGER. *NOTES: FACEBOOK'S TOOLS DO NOT PUBLISH AUDIENCE DATA FOR GENDERS OTHER THAN ‘MALE’ OR ‘FEMALE’ * ADVISORY: DATA ON THIS CHART REPRESENT THE SOCIAL

. S ®
| . are. | Hootsuite
MEDIA ADVERTISING AUDIENCE ONLY, AND MAY NOT CORRELATE TO RESPECTIVE SHARES OF TOTAL MONTHLY ACTIVE SOCIAL MEDIA USERS. © COMPARABILITY ADVISORY: BASE CHANGES.

social




SOCIAL MEDIA BEHAVIOURS Cx

DETAILS OF HOW INTERNET USERS AGED 16 TO 64 ENGAGE WITH SOCIAL MEDIA

TURKEY
VISITED OR USED A SOCIAL ACTIVELY ENGAGED WITH AVERAGE AMOUNT AVERAGE NUMBER OF PERCENTAGE OF INTERNET
NETWORK OR MESSAGING OR CONTRIBUTED TO SOCIAL OF TIME PER DAY SPENT SOCIAL MEDIA ACCOUNTS USERS WHO USE SOCIAL

SERVICE IN THE PAST MONTH*  MEDIA IN THE PAST MONTH USING SOCIAL MEDIA PER INTERNET USER™ MEDIA FOR WORK PURPOSES

YEOYE

96% 88% 2HS5IM 09.] 44%

SOURCE: GLOBALWEBINDEX [Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. we ®
*NOTE: FIGURE FOR SOCIAL MEDIA ACCOUNTS MAY NOT INDICATE ACTIVE USE OF ALL ACCOUNTS EVERY MONTH. *ADVISORY: FIGURE FOR PERCENTAGE OF INTERNET USERS WHO VIsiTED  CIIF@, HOOtS“'te‘lb
OR USED A SOCIAL PLATFORM IN THE PAST MONTH MAY NOT CORRELATE TO TOTAL NUMBER OF SOCIAL MEDIA USERS DUE TO DIFFERENT REPORTING BASES AND METHODOLOGIES. soc|a|



YOUTUBE
INSTAGRAM
WHATSAPP
FACEBOOK
TWITTER

FB MESSENGER
PINTERE ST
LINKEDIN
SNAPCHAT
TIKTOK
SKYPE
TWITCH
TUMBLR
REDDIT
WECHAT
LINE

MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT USING EACH PLATFORM IN THE PAST MONTH

Cx

TURKEY

T 90%
— 83%
L Se.q \Oobunre wep 00

I, ¢

SOURCE: GLOBALWEBINDEX (Q3 2019}. FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALIWEBINDEX.COM FOR MORE DETAILS. we
NOTE: FIGURES ARE BASED ON INTERNET USERS’ SELF-REPORTED BEHAVIOUR, AND MAY NOT MATCH THE MONTHLY ACTIVE USER FIGURES OR ADDRESSABLE ADVERTISING AUDIENCE are.
REACH FIGURES FOR EACH PLATFORM THAT WE PUBLISH ELSEWHERE IN THIS REPORT. soc‘al

| Hootsuite"



FACEBOOK AUDIENCE OVERVIEW C+

THE POTENTIAL NUMBER OF PEOPLE THAT MARKETERS CAN REACH USING ADVERTS ON FACEBOOK
TURKEY

NUMBER OF PEOPLE THAT FACEBOOK'S REPORTED QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
FACEBOOK REPORTS ADVERTISING REACH QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH COMPARED TO TOTAL IN FACEBOOK'S THAT FACEBOOK THAT FACEBOOK
ADVERTS ON FACEBOOK POPULATION AGED 13+ ADVERTISING REACH REPORTS IS FEMALE* REPORTS IS MALE™

37.00 56% 0% 36.1% 63.9%

SOURCES: FACEBOOK'S SELF-SERVICE ADYERTISING TOOLS (ACCESSED JANUARY 2020); POPULATION DATA FROM THE U.N. NOTE: FACEROOK DOES NOT PUBLISH ADVERTISING AUDIENCE we °
DATA FOR GENDERS OTHER THAN ‘MALE’ AND ‘FEMALE’ ADVISORY: FIGURES REPORTED ON THIS CHART ARE BASED ON FACEBOOK'S ADDRESSABLE ADVERTISING AUDIENCE, AND MAY NOT are. Hootsu‘tedb
MATCH TOTAL ACTIVE USERS. ©» COMPARABILITY ADVISORY: BASE CHANGES. DATA MAY NOT BE COMPARABLE TO FIGURES PUBLISHED IN PREVIOUS REPORTS. soc‘al



USE OF MOBILE APPS BY CATEGORY

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT USING EACH TYPE OF MOBILE APP EACH MONTH

CHAT APPS SOCIAL ENTERTAINMENT GAMES
(MESSENGERS) NETWORKING APPS OR VIDEO APPS (ANY TYPE)

92% 92% 83% 60%

MUSIC MAP BANKING DATING AND
APPS APPS APPS FRIENDSHIP APPS

@ @

64% 64% 44% 12%

Q SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64, SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.

TURKEY

SHOPPING
APPS

61%

HEALTH AND
FITNESS APPS

28%

we

are. | Hootsuite"



MOBILE APP RANKINGS: ACTIVE USERS Cx

RANKING OF TOP MOBILE APPS AND GAMES BY AVERAGE MONTHLY ACTIVE USERS THROUGHQOUT 2019
TURKEY

RANKING OF MOBILE APPS BY ACTIVE USERS RANKING OF MOBILE GAMES BY ACTIVE USERS
# APP NAME COMPANY # GAME NAME COMPANY
01 WHATSAPP MESSENGER FACEBOOK 01 PUBG MOBILE TENCENT
02  INSTAGRAM we FACEBOOK 02  CANDY CRUSH SAGA ACTIVISION BLIZZARD
(ol g~ )
03  FACEBOOK FACEBOOK 03 101 OKEY PLUS ZYNGA
04  FACEBOOK MESSENGER FACEBOOK 04  BRAWL STARS SUPERCELL
05  TWITTER TWITTER 05  CLASH OF CLANS SUPERCELL
06  SAHIBINDEN.COM SAHIBINDEN 06  MOBILE LEGENDS: BANG BANG ool MOONTON
MINISTRY OF TRANSPORT,
08  ZIRAAT MOBIL ZIRAAT BANK 08  KELIME GEZMECE BIGSTAR GAMES
09 LETGO LETGO 09  SUBWAY SURFERS KILOO
10 HEPSIBURADA HEPSIBURADA.COM 10 CLASH ROYALE SUPERCELL
we

®
@ SOURCE: APP ANNIE (JANUARY 2020). COMBINED DATA FOR ANDROID PHONE AND IPHONE DEVICES. are, I q HootSUIte@
sSocCia



MOBILE APP RANKINGS: CONSUMER SPEND C+

RANKING OF TOP MOBILE APPS AND GAMES BY TOTAL CONSUMER SPEND THROUGHOUT 2019
TURKEY

RANKING OF MOBILE APPS BY CONSUMER SPEND RANKING OF MOBILE GAMES BY CONSUMER SPEND
01  AZAR HYPERCONNECT 01  PUBG MOBILE TENCENT
02  TINDER we  INTERACTIVECORP (IAC) 02 101 OKEY PLUS ZYNGA
03 WHO- CAL&CHAT SCORP 03  GAME OF SULTANS MECHANIST
04 CONNECTED2.ME C2M 04  LORDS MOBILE IGG
05  NETFLIX NETFLIX 05  MOBILE LEGENDS: BANG BANG MOONTON
06 BIGOLIVE YY INC 06  GAME OF THRONES: CONQUEST | AT&T
07 LVU RILEY CILLIAN 07  FUN OKEY 101 QUICK GAME
08  BERMUDA BERMUDA INC. 08  BRAWLSTARS SUPERCELL
GuRNN -E bR Ll MOBILEX 09  THE GREAT OTTOMANS ONEMT
10 BLUTV DOGAN HOLDING 10 CLASH OF KINGS ELEX TECHNOLOGY

we .
@ SOURCE: APP ANNIE (JANUARY 2020). COMBINED DATA FOR GOOGLE PLAY AND IO$ STORES. NOTE: DOES NOT INCLUDE DATA FOR DOWNLOADS FROM THIRD-PARTY ANDROID STORES. are, I @ HOOtS“lte@
sSocCia



ECOMMERCE ACTIVITIES Cx

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH
TURKEY

SEARCHED ONLINE FOR VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
A PRODUCT OR SERVICE RETAIL STORE ON THE PRODUCT ONLINE PURCHASE VIA A LAPTOP PURCHASE VIA A
TO BUY (ANY DEVICE) WEB (ANY DEVICE) (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

81% 84% 63% 33% 44%

we o
e SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64, SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. are. I q Hootsu|te®
SocCia



ECOMMERCE SPEND BY CATEGORY C+

TOTAL AMOUNT SPENT IN CONSUMER ECOMMERCE CATEGORIES IN 2019, IN U.S. DOLLARS
TURKEY

FASHION ELECTRONICS & FOOD & FURNITURE &
& BEAUTY PHYSICAL MEDIA PERSONAL CARE APPLIANCES

$1.66 $2.81 $795.0 $1.43

BILLION BILLION MILLION BILLION
TOYS, DIY TRAVEL (INCLUDING DIGITAL VIDEO
& HOBBIES ACCOMMODATION}* MUSIC GAMES

@ @

$1.37 $12.93 $60.00 $363.0

BILLION BILLION MILLION MILLION

SOURCES: STATISTA MARKET QUTLOOKS FOR E-COMMERCE, TRAVEL, MOBILITY, AND DIGITAL MEDIA [ACCESSED JANUARY 2020). FIGURES BASED ON ESTIMATES OF FULL-YEAR CONSUMER we “
SPEND FOR 2019, EXCLUDING B2B SPEND, SEE STATISTA.COM/QUTLOOK /DIGITAL-MARKETS FOR MORE DETAILS. NOTES: DATA FOR DIGITAL MUSIC AND VIDEO GAMES INCLUDE STREAMING. are, HOOtS“'te“’
© COMPARABILITY ADVISORY: BASE CHANGES. DEFINITIONS FOR CATEGORIES DENOTED BY (*) HAVE ALSO CHANGED. DATA MAY NOT BE DIRECTLY COMPARABLE TO PREVIOUS REPORTS. soc|a|



SOURCES OF NEW BRAND DISCOVERY C+

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY DISCOVER NEW BRANDS AND PRODUCTS VIA EACH CHANNEL
TURKEY

SEARCH ENGINES 43%

ADS ON TELEVISION 42%

ADS IN SOCIAL MEDIA 40%

BRAND OR PRODUCT WEBSITES 34%

ADS IN MOBILE OR TABLET APPS 33%

WORD-OF-MOUTH RECOMMENDATIONS 33%

RECOMMENDATIONS OR COMMENTS ON SOCIAL MEDIA 31%

TV SHOWS OR FILMS 30%

ADS ON WEBSITES 28%

PRODUCT BROCHURES OR CATALOGUES 28%

we

®
° SOURCE: GLOBALWEBINDEX [Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. are, I HOOtS"lteQ
sSocCia



TOP GOOGLE SHOPPING QUERIES Cx

MOST COMMON GOOGLE SHOPPING SEARCH QUERIES THROUGHOUT 2019
TURKEY

#  SEARCH QUERY #  SEARCH QUERY

01  AYAKKABI 100 1M BOT 29
02 SAMSUNG 70 12 XIAOMI 28
03 NIKE 58 13 TRENDYOL 28
04 IPHONE 56 14 N1 — 28
05  ELBISE 52 15  ERKEK AYAKKABI 2
06  SAAT clal 49 16 BISIKLET 25
07 HUAWEI 45 17 ABIYE 25
08 ADIDAS 41 18  HEPSIBURADA 24
09 TELEFON 37 19 KULAKLIK 21
10 SPOR AYAKKABI 29 20  GITTIGIDIYOR 18
Q- - e =i Hootsulte:



VALUE OF THE DIGITAL ADVERTISING MARKET C+

TOTAL SPEND (IN U.S. DOLLARS) ON DIGITAL ADVERTISING IN 2019, WITH DETAIL OF SPEND IN INDIVIDUAL SUB-CATEGORIES
TURKEY

TOTAL DIGITAL AD SPEND ON DIGITAL SPEND ON SOCIAL
SPEND IN 2019 SEARCH ADS IN 2019 MEDIA ADS IN 2019

$2.28 $855.0 $424.0

BILLION MILLION MILLION
SPEND ON DIGITAL SPEND ON DIGITAL SPEND ON DIGITAL
BANNER ADS IN 2019 VIDEO ADS IN 2019 CLASSIFIED ADS IN 2019

$486.0 $280.0 $230.0

MILLION MILLION MILLION

SOURCE: STATISTA MARKET QUTLOOK FOR DIGITAL ADVERTISING [ACCESSED JANUARY 2020). FIGURES REPRESENT FULL-YEAR DIGITAL ADVERTISING SPEND FOR 2019
SEE STATISTA.COM/OUTLOOK /DIGITAL-MARKETS FOR MORE DETAILS. NOTES: SPEND VALUES ARE IN U.S. DOLLARS. INCLUDES ADVERTISING ON MOBILE AND DESKTOP DEVICES. VALUES are HOOtS“'te‘D

DO NOT INCLUDE SPEND ON E-MAIL MARKETING, AUDIO ADVERTS, INFLUENCER MARKETING, SPONSORSHIPS, PRODUCT PLACEMENT, OR COMMISSION-BASED AFFILIATE SYSTEMS. soc‘al



DIGITAL ADVERTISING MARKET: VALUE GROWTH C+

YEAR-ON-YEAR CHANGE IN THE VALUE OF THE DIGITAL ADVERTISING MARKET BETWEEN 2018 AND 2019

TURKEY
YEAR-ON-YEAR CHANGE YEAR-ON-YEAR CHANGE IN YEAR-ON-YEAR CHANGE IN
IN TOTAL DIGITAL AD SPEND DIGITAL SEARCH AD SPEND SOCIAL MEDIA AD SPEND
% 8.2% Q%
2 P AA +8.2% +19%
YEAR-ON-YEAR CHANGE IN YEAR-ON-YEAR CHANGE IN YEAR-ON-YEAR CHANGE IN
DIGITAL BANNER AD SPEND DIGITAL VIDEO AD SPEND DIGITAL CLASSIFIED AD SPEND
% 5% WA/
+13% +15% +0./7 /o
SOURCE: STATISTA MARKET QUTLOOK FOR DIGITAL ADVERTISING (ACCESSED JANUARY 2020). FIGURES COMPARE FULL-YEAR DIGITAL ADVERTISING SPEND IN 2019 TO EQUIVALENT DATA FOR we °
2018. SEE STATISTA.COM/OUTLOOK /DIGITAL-MARKETS FOR MORE DETAILS. NOTES: INCLUDES ADVERTISING ON MOBILE AND DESKTOP DEVICES. VALUES DO NOT INCLUDE SPEND ON E-MAL  CIIF@, q HOOtS“'te“”
MARKETING, AUDIO ADVERTS, INFLUENCER MARKETING, SPONSORSHIPS, PRODUCT PLACEMENT, OR COMMISSION-BASED AFFILIATE SYSTEMS. soc.al




3 » DUJITAL REKLAM




Dunyada dijital reklam yatirimlarinin 2021’de toplam reklam harcamanin yuzde
50’sine ulasacagi ongoruluyor.

Bu oran Avrupa’da ui¢ senedir televizyona diisen payi gecmis durumda.
Tiirkiye’de 11 milyar TL’lik pazarin yaklasik %30’u dijital mecralara harcaniyor.

Dijital Reklam Tiirkiye’de birkac yil icinde birinci reklam platformu olacak.

50 R 4

REKLAMCILAR DERNEGI

)

®



DiJITAL REKLAM TURLERI

1. Internet Marketing 3. Email Marketing
a. Search Engine Optimization a. Promotional Emails
b. Social Media Optimisation b. Transactional Emails
c. Search Engine Marketing c. Newsletter Emails
d. Social Media Marketing d. Informational Emails
e. Blogging
f.  Backlinkin . . .
o Affiate Mgrketing 3. Social Media Marketing
h. Influencer Marketing b. Facebook
Cc. Instagram
2. Mobile Marketing S' #i;:f;srln
a. Bulk SMS Marketing f,. Youtube
Voice SMS Marketing
Short Code Marketing g. Whatsapp
h. Google+(Now Obsolete)

Long Code Marketing
Missed Call Marketing

Toll Free IVR Number

10 digit IVR Number

Mobile Apps Push Marketing

Sm 000D

HA-OPY




DiJITAL REKLAMIN AVANTAIJLARI

. Diisuk Maliyet

. Real time monitoring
. Detayli Ol¢iim

. Kisitlamasiz.

. Brand building

. Yiiksek etkilesim

. Kitlesel iletisim

. Viral

O 00 N o U & W N =

. iki yonlii iletisim

10.Hedefli Reklam

11.Re-marketing

HA-OPY




Dijital Reklam

* Baslica hedefler;

— Marka Bilinirligi
— Etkilesim
— Saftis




Baslica Reklam Alanlari

— Display Reklamlar

— Performans Bazli Reklamlar
— Sosyal Medya Reklamlari
— Video Reklamlari

e
~Engine

| Marketin
g

Mobile
Advertising

Online
Advertising

R
-~ Social
Vb Media
Advertising Marketing



“The Internet will fransform advertising
because of its trackability, not its

beauty.”

-Eric Schmidt, Former CEO / Google




Neleri Takip Edebiliriz

 Number of impressions ( Gosterim)

 Number of unigque users reached (Erisim)

 Number of clicks (Tiklama)

« Number of Views ( Izienme)

 Number of action (Aksiyon)




Nelere Gore Hedefleme Yapabiliriz?

Segmentasyon ve Hedefleme

« Geotargeting ( cografi)

o Site specific targeting (link bazli)

« Behavioral targeting (Davranissal)

« Demographic targeting (Demografik)

« Retargeting (DOoNusUmM odakl hedefleme)
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Display Reklamliar
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Display Reklamlar /Rich Media

Anasayfa Miizik Miizik Listeleri Popiiler Videolar Gizgi Film Oyun Dizi Tiim Kategoriler Kanallar Video Yiikle

REKLAMI KAPAT I

| L ‘ '
UMALAR RU?GMP GicUiLED G?ﬁ

‘ 0 GUCE KARSI KOYDUKLARI icTN YURSELIRLER. e

" W. CHURCHILL ; P” =" ‘?‘

B s
2 o

muse uprising live at grammy Suede - Faultlines Can Bonomo - iyi Ki Dogdun PSY - Gangnam Style - Psy
awards 2011




Display Reklamlar /Rich Media

Anasayfa Videolar Muzik Kanallar

Futbolun Delisryiz Hem de Ne Defi A

T2 il

300 X 250
BANNER

36ejen [ Anadayarm wasnds bunu bejasen  byiol de e G

gberkman = < o
1o R oo £ Hasd Yool
W Zeatonce

izlesene artik cebinizde

rebajas

90 GEEDA BESEFECHD, LE DEVOLYERUS BU S0

: 1 i ‘ " w ' o n @0':“\ 1] Arkacaglarn srasrvda bunu begenen i sen o 1.010 ‘m
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Performans Reklamlar

« Google Display Netwok
« Programatik
« Arama motoru Reklamlan ( AdWords)

Today: GDN Text Ads Tomorrow: GDN Responsive Ads

Standard text

Book stylish hotels
inNYC

Plan your getaway today to
get the best rates!

Rich media text

Native

Responsive text Native
Book stylish hotels in
NYC

Plan your urban getaway today
to get the best rates! Room rates
start at $200 per night

Responsive image




Programatik Reklamiar

« Yapay zeka ile yonetilen tiklama ve aksiyon bazl reklam

modeli. P
>
i R Y g -
Google -
play Ne r ' u
. ,
PROGRAMATIK \J ‘ &
SATIN ALMA o »
O 1
o el o R = U
oo B-O'Q0wEY% Gr - 0
Reklarmv AdServer  Trading Desk IS .—l AdServer  Yayimcl Kitleler p - u t:
=== £==]

®@ O



Arama Motoru Reklamlar

Google

iphone Gs

Web Gorseller Haberler Videolar Uygulamalar Daha fazla -

¥aklasik 114.000.000 sonug bulundu (0,37 saniye)

iPhone 6s Turkcell'de - turkcell.com.tr PAID
www turkcell. com tr/iPhone_gs ~

iPhone 6s Turkcell'de Satistal 12-24 Ay Taksit, Ucretsiz Kargo.

i0S 9 Isletim Sistemi - Touch ID Ozelligi - 4K Videolar - 12MP Fotografler

iPhone 6s 64GB iPhone 6s 128GB
iPhone 6s 64GE Turkcell'de iPhone Gs 128GE Turkcell'de
3.479 TL! 24 Taksit Imkaniyla. 3.879 TL! 24 Taksit Imkaniyla.

iPhone 6s - Apple (TR) ORGANIC
www apple com/riiphone-gs/ ~
Yeni dzellikler ve bastan sona gelistirilen olajanistd ydnleryle iPhone 6s'1 gérmeniz,

hissetmeniz ve deneyimlemeniz gerek.

iPhone 6s ve iPhone 6s Plus satin alin - Apple (TR)
www.apple.com » iPhone » iPhone 6s «

Apple tasanmi bu liks kiliflar, 6zel olarak tabaklanmis ve islenmis Avrupa derilerinden
tretilir. iPhone 6s ve iPhone 6 icin biyidk bir titizlikle dretilen bu kilflar, .

iPhone 6s - Teknik Ozellikler - Apple (TR)

www apple com » iPhone » iPhone 65 -
Teknik ozelliklere goz atin, iPhone 6s ve iPhone bs Plus'taki yenilikler gorin.

Arama araclan

PAID
iPhone 6S 16GB Telefon
www_mediamarkt. com.tr/iPhone_BS8_16GB ~
iPhone 65 16GB Telefon 2388TL
intemete Ozel Fiyatlan Kagirmal
9 Mustafa Kemal Mahallesi Eskisehir ¥ ...
0850 222 1500

En Ucuz Apple iPhone 65
cimri.com/En_Ucuz_Apple iPhone 68 *
Apple iPhone 6% Cimri'de

Satis Madazalanm Kiyasla,Ucuza Al

Apple iPhone 6 16 GB Gold

www _kliksa.com/lphone-Telefon-Fiyatlan ~
En Uygun Iphone Telefon Fiyatlan.

Sabanc) Givencesiyle Hemen Alin!

Apple iPhone 6S
www.ni1.com/Apple iPhone 65 -
Dasak Fiyat ve Firsatlarla iPhone.
Telefon Modeller n11.com'dal
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Social Media — Instagram / FB

Targeting similar to facebook
- Gender

- Age

- Interest

- Contextual

- Page likes

- Etc

Promoted post Carousel
ad App download

News Feed mobile News Feed desktop Right-hand side on Facebook




Objectives

CAMPAIGN: Choose your objective _ Help: Choosing an Objective  Use Existing Campaign

What's your marketing objective?

Auction Reach and Frequency
Bid to reach your audience for the lowest possible price Pay a fixed price to predictably reach your brand's audience
Awareness Consideration Conversion
Boost your posts Send people to your website Increase conversions on your website
Promote your Page Get installs of your app Increase engagement in your app
Heach people near your business Haise attendance at your event Get people to claim your offer
Increase brand awareness Get video views Promote a product catalog

Collect leads far your business




Audience bygeo + interests

Create New Use a Saved Audience ¥ Audience Definition
/\ Your audience
Custom Audiences / selection is fairly
I broad.
Specific Broad

Exclude | Create New +
Audience Details:

Locations Everyone in this location + = Location:

o United States
= Age:

o 18- 65+
= Placements:

o Facebook Feeds, Facebook Right

Column, Instagram and Audience
@ Include « Natwark

United States

@ United States

Add Bulk Locations...
Potential Reach: 196,000,000 people

Age 18v - 65+v
Estimated Daily Reach
Gender “ Men Women
7 3,100 - 8,000 people on Facebook
Languages

0 of 150,000,000
(G) 2,200 - 5,800 people on Instagram

0 of 42,000,000

Detailed Targeting INCLUDE people who match at least ONE of the following

This is only an estimate. Numbers shown are
based on the average performance of ads
targeted to your selected audience.

Ad set duration: 31 days

Suggestions | Browse




Social media - Twitter

Targeting Options

Po— = - Interest keywords

s e BT e

- Followers

- Location

- Device

- Gender

- Interest based targeting

EBrendan Donohoe ' +
w LIUT e

This is interesting...
teo/uETCnMDdo8

Snonsoriy = iTunes and App Store Celebrity Seeding
Gunde Mixel - Collage & Photo Sh... [
sasintz duvunur 4.5/5.0 stars - 32 ratings M
FREE L o Zeynep ot
The turns your photos into beautiful, fun Bu arkadagin hayall de giginca bitly/rbfiker ama daha gazel hayalin

collages that you share with the world. It's °|dugw Ve oNuU gakip win gi."lbk."/z WK’QyQCEQnG eminim.
as simple as choosing pictures and e

tapping SHUFFLE. The app makes your =0
pics look great... Ot Bi Kon rea——— -
Get Mixel app i Portaidzil kiz ne glzei anlatmig hayalini bit.ly/kalkispistine senin neyin

ekslk7Anlat hayainl gek videoya win ga/rbkp2 da yayina

125 RETWEET 22 Fay




Native and Content

« Gonullu reklam tuketimi, marka bilinirliginin olumlu olmasina yol aciyor.
* Marka ve performans (etkilesim) kombinasyonu sayesinde daha iyi yatirnm getirisi

.
pned|o HABERLER ~GALERILER VIDEOLAR TESTLER KATEGORILER ~

Birlestiginde Tadindan Yenmeyen 10 Sasirtici
Derecede Uyumlu Sey

o Onedio Content

1. Ayni evde yasayan ve saglam kanka olan kedi ve kdpek

Baoyle ikiz goriimedi

10. Break Dance’in Anadolu ezgileriyle bulugsmasi i

Wonk ile
telefonunuzun sarjim
vzun kullanma teknikleri

Gokhan Kimsesizcan yazdi 'Hiirriyet Cocuk Kuliibii
Vialand'de bulustu’

Is, sanat ve medya dunyasinin Gnld isimleri ile gocuklar Hirriyet Cocuk Kulibinin Vialand'de
diizenledigi eglencede bulustu. Bu yil ikincisi gergeklesen etkinlige katilanlar, Vialand'in fantastik
dunyasindaki heyecanl Gnitelerde giniin tadini gikard:

Gokhan KIMSESIZCAN

Ve hatta birbirini zenginlestirmesi!
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Mobile advertising

T
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4 » Dijital Medya Planlama & KPI
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Klasik anlamda medya planlama
Pazarlama hedeflerini gerceklestirmek icin kampanyanin

ne zaman
nerede
Kime

ne seviyede
ne sekilde
ne butceyle

bulusturulacagini belirler.
©@ ©®




Bir medya planlamasi hazirlanirken cevap verilmesi gereken temel sorular vardir;

Kampanyada verilmek istenen ana mesaj nedir?
Hedef kitle (tuketici) kimdir?

Hedef kitleye hangi mecralar araciligi ile ulagiimahdir?

Tuketici ile temas kurdugumuzda saglayacagimiz marka
deneyimi nedir?

Hangi zamanda yapiimalidir?

Butce nedir?




Cevre ve Sektorel Faktorler
Hedef Kitlesel Faktorler
Stratejik Hedefler

\ Pazarlama Stratejisi ve Karmasi J
_ J
Y

Satis Noktasi / Dogrudan REKLAM Halkla iliskiler
Ambalajlama Pazarlama
Y

M
Zamanlama Yaratici Calisma e
Planlama
Etki Tepki Degerlendirmesi




Medya planlama isleyis suireci & terminoloji

Hedef kitle tiiketim
aliskanliklarina ve biitgeye gore
medya karmasi belirlenir.

Belirlenen mecralarin planlari

Brief olusturulur. Satinalma

Markadan gelen brief dogrultusunda, A ‘ = Onay alinan son planlar lizerinden
NEWS

ihtiyaglar anlasilir. Debrief’le briefin Q = m Eﬁr] satinalmalar gergeklestirilerek.

teyidi alinir... Rezervasyonlar yapllir...

O O O O O

= Hedef Kitle Yayin

)
)

Kreatif ajanstan materyaller temin
edilerek. Mecra bazinda belirlenen
tarihlerde yayina girilir.

Kampanya ihtiyag¢ ve hedeflerine
gore hedef kitle tanimlanarak
analiz edilir...

1Gi°

Onay

Tahmini fiyatlar ile hazirlanan planlar
ve biitce dagilimi icin onay alinir.
Doniislere gore revizeler yapilir...




MEDYA PLANIN REKLAM

UZERINDEKI ETKISI
«Pazarlama satar, reklam anlatir»




REKLAM SUrecinin icinde
Medya Planlama

Reklam ve medya planlama
iliskisinde one ¢ikan unsurlar

« Uygulanabilirlik
« Uygunluk
* Uyum




Reklamin yerine getirebilecegi
bazi gorevleri ve islevleri...




PAZARLAMA PLANI
PAZARLAMA HEDEFLERI

REKLAM PLANI
REKLAM HEDEFLERI

@

\ 4

YARATICI IS HEDEFLER] -

MEDYA PLAN!I

MEDYA HEDEFLERI

YARATICI STRATEJ ) MEDYA STRATEJISI
YARATICI TAKTIKLER =) MEDYA TAKTIKLERI

HA-OPY




YENI MEDYA DUZENI

Kullanicilarin Temas Noktalari Artti

P

10.886.400
T muhtemel
emas
Noktasi kombinasyon!
[E[:UD__ b 4EEEEEE——— .




BUTUNLESIK DIJITAL iLETISIM

Tasarim, Planlama, Data

Planlama & Strateji Tasarim Web Analiz & Raporlama
Dijital Medya Plani Stratejisi Web Site Tasarimi Google Analytics Danismanligi
Medya planlama & Satin Alma Landingpage Tasarimi Data Yonetim Platformlari
Performans Bazli Pazarlama Sosyal Medya YoOnetimi Consumer Insight
Sosyal Medya Reklam Yonetimi Banner / Medya RakipAnalizi
Arama Motoru Pazarlamasi (SEA & SEO) 2D Animasyon Raporlama
Programatik Satin Alma Mobil Aplikasyon Bid Optimizasyonu

Mobil Pazarlama Masaustl Video

HTML 5 Animasyon

Yazilim




BUTUNLESIK MEDYA PLANI YAKLASIMI

Degerlendirme ve Karar Yonetimi

Mecra secimi
Maliyet optim.

Kampanya, Maliyet, Karar ani
Optimizasyonu

ROI

Kampanya, Maliyet ve
SatisOptimizasyonu




Advertising impression Paying price perclick.
Site pages impression number \ (Ci _ :
Publication unit post delivered through targets such as member
Most valid and most current unit. collecting, form filling, sale .
1.000 impression (Imp) =1 CPM
Paying price per «View» .
Screened ad click rate

Digital Term Vocabulary

Ad impression according to users demographic knowledge
Ex. Showing the ad justto 20-34 age woman.

A tag integrated to the client webiste allow to collect «cookie»
. : : . for people wsmtmg_ the website. _ .
Examining users of what kind of sites and pages they are visit Thahks to the cooKie, we are able to communicate again with the

nd ad impression according to this o
%)t% owing med?caf%annegproguct to examining health content same consumer and show personnalized message.

Mass

Ad showing according to users interests after 30 days of following

Ex. Seyahat sjtelerini ?ezen_ bir kullaniciya, havayollari sirketinin
video Sitesinde hedefleme ile ulagmasi

[ ]
H n .b pYeducc:tion
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Buying Model and terminology

é Y é N
Fixed A specific banner placed for a specific GDN, Medyanet, Netbook, Quisma etc.. Category,
time for a brand Networks contextual or demographic targeting based on clicks

buying

\, ) \, J

4 Y 4 N

Rotation Rotated banners with other brands Adwords KW choices regarding brand specifications, bidding

ﬂ system

\. J

Keyword Based on category targeting, ads on keywords
FC Frequency capping based on users targeting choose
Performance Lead, mail, form, sales , buying based on Video Contextual, Demographic targeting

action One ads before the video content




KPI nedir?

KPI’lar veya Temel Performans Gostergeleri, bize is hedeflerimizin neler
oldugunu soyler.

Zorlu

Ulasilabilir
Pazarlama tarafindan kontrol edebilir veya etkiedebilir




CMO nelere dikkat eder?

ROI
Cost of Acquisition
Leads & Cost/Lead
Customer Lifetime Value




KPI'lar farkli [s tipleri icin farklilik gosterir

BILGI E- Ticaret Uyelik / Kayit Sosyal Medya
Blog, News Online Shop Saas, ISP Carrier Social Network, Forum

Source/medium Conversion Rate Cost of Acquisition
Engagement
Engagement Revenue Leads Generated ‘
: : Source of Traffic
Pages per Session Transactions Avg. Revenue per S —
ession Duration
Subscribe to Customer Lifetime Month Sl AT
Newsletter Value Churn Rate

Isletmenizi distintn ve hangi dlciimlerin oldugunu belirleyin

HA-OPY




KPl’'lar farkli asamalarda degisir

Bilinirlik
Impressions Clicks Leads Purchase
Reach Engagement Downloads P Download

Unique Visitors Sessions Emails e Subscription
Duration Calls

Pageviews




Daha kolay 6grenme igcin — KPI’'lari segmente edin

Traffic Source Cost of Acquisition
Interactions per visi

Bounce Rate

ustomer Lifetime Value
Attribution System

: Leads in Pipeline
Conversion R
KPI
Groupings
Revenue
(ecommerce)
Total Revenue Recommendation
Transactions New & Returning Visitors
Time to Purchase Sentiments
Product Performance Visitor Loyalty

HA-OPY




Marketing ROI

Ozetle pazarlama faaliyeti sonunda firmaya giren cirodur.
Ancak ROI sadece nakit midir?

Customer Marketing Marketing
Revenue Costs ROI

REACH
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Planning tool : Comscore Site-centric

MyMetrix

Key Measures 3

Total Unique Visitors

* Total Internet: All Fe

1 OM.TR
2 FACEBOOK.COM
4 (T ZLESENE.COM

5 = OUTUBE.CO!

g «  [M1(u MYNET.COM

Nielsen Media
Research

Comscore

% Composition Composition
Unique Visitors Index UV

13,058 100.0 I 42 6 100 ___ 100 IN__
A N/A N/A =2 =
12,031 92.1 42308 SONES__ 105 R __
10,606 81.2 422mm SONN___ 126 I
8,350 G 40.5HE 95 N 116 I
7.633 8.4 40.3m S4m___ 124 |
7,574 S538.0. 7.0 87 ST
787 52.0 37.1 S7H__ | TONNM|

+15 34 M

15,000
people

Manage ¥

Learn Pivot

Support

Fiter

Sav

Total Pages

1674

Viewed

(MM)

27
o

Via web

512

e Print

) cCOMSCORE

AL mgt_ccangul ~ Go To...

Download Send Edit

Total Visits Avernge
(000) Minutes per
Visit

756 397 30.2
157 0C ag
B0L,89¢
457 7272 ]j:‘ !
34 382 38
50,870 12.2
104,008 13.4
40.577 3.5

Monthly




Planning tool : Gemius User-centric

. . Benzerlik
Erisim

endeksi
(Internet'e
girenler
arasinda)

Benzerlik
endeksi
(Internet'e
girenler
arasinda, nispi)

Ziyaretci basi Kullanicilarin

dagilirmi

(Internete
girenler
arasinda)

Gayfa

Hedef kitle - 4 -
gdsterimi

Gercek kullanici

ortalama sire
[saat:dak:sn]

facebook com 6.682 528|1.703.090 440 10:53:53 90,08% 27,75% 104,38 104,38
google.com 6.915.597| 1.219.652 968 05:57:02 94,64% 27.32% 102,75 102,75
youtube.com 5.713.299| 520.918.132 03:23:55 78,19% 29.05% 109,27 109,27
hurrivet.com.tr 1.830.899| 434 667.297 03:28:51 25 06% 25 60% 96,29 96,29
sahibinden com 1485739 359511923 01:55:34 20,33% 19,63% 73,83 73,83
twitter.com 3.203.651| 173.484.374 01:43:10 43,84% 31,03% 116,72 116,72
live.com 2.767.0000 117.940.749 00:37:53 37.87% 24 T1% 92,96 92,96
(Yas=[15- markafoni_com 1321344 101.055.952 01:04:19 18,08% 52,71% 198,28 198,28
35]) ve haberturk com 928 248| 95.509.791 01:21:28 12,70% 23,78% 89,45 89,45
(Cinsiyet= trendyol.com 979.941 84.641.035 01:31:16 13.41% 39,15% 147,25 147,25
Kadin) ve huc;m.ﬂum 97 647|  T7.375.441 06:55:55 1,33% 36,51% 137,32 137,32
Hane eksisozluk.com 1.341.056 59 494 966 00:54:11 18,35% 33,10% 124 52 124 52
SES=AB ask fm 843908 58.167.031 01:02:15 11,55% 34,35% 129,21 129,21
) qittigidivor.com 12323731 56.414.299 00:34:38 16.87% 26.21% 98.58 98.58
Gemius lpsos KMG 895 sites +12 24 M Via web Monthly




Acil AdRelevance

R

nielsen

Raporlar RIS

eklam veren kurum raporu Site raporu JEEEIRNE STt 0| )

Faaliyet alani secin :

Bpahili P1letisim @oemo Pcikis

Anahtar sozcuk raporu  Sponsor linklerin raporu Rapaorlar

Ilgili kimlik kartina erismek icin faaliyet alanina tiklayin.

Tum sektorleri azaltmak icin

Araba ve motorsiklet
Aksesuar, bayi
Karavan, bot, vat ve digerleri

Arama Motoru fPortallar

Belli bir alanda arama motoru ve rehber
Multi-Servis Portal (Portal / ISP)
Sosyal AJ (Social Networking )

Basilmedya

Cd, plak

Sinema filmleri
Video,Cd-Rom,DWDler

Bilgisayar

Bilgisayar Donanim{Sunucular.i
Tizel bilgiler

Yazilim

ve dis donanim

Daditim, e-ticaret.alis veris

Otomobil
Motorsikletler

Kisisel Sayfalar ve chat odalan

Portallar

Kitaplar
Televizyon/Radyo

Hizmetler {domain ve web barnndirma)

Yan Donanim

T I B R A L A L

» rabhmn

RE0S NeTetesse Beada sablets (Susal 20001 &

e

m Runault 2 Finansman Kampanyas:
e e e R

Arabs ve matarslet
—m ‘Gon 1170372013 "e Kadar 11/03/2013
N/ / seww, renouM 2 COm/ Bage. a5
_rm Natiock Media - Mabertick.com

1 -

Reblarmn gorurtudensm ¢ R 2

> 1.5un

R L] Renault
Faadmat 4o Araba ve matorelief | S -
‘Gen Q270272012 ‘o kndar Q270372013 => 3% Gun
hittpo Howw renault 2 com/ page.asex
Neadyset - Beolayy . net, Madyarmt - Humyest, Nyt - Miyer.com. tr

Myret - Myrnet, Nethook Mada - Dk com, Nethaok Mo

24 204

Memuriar net




Campaign Management v ud Baykam »

cia TR Sign Out

v || B Search
Campaign: Beymen Club iletisimi (Advertiser: Beymen)
. ! s 2> Vo ol + Publisher

» My Bookmarks Setup Contacts Plan A Ad URLS Tags 7 Monitor
—re— Monitor Delivery | AcSnap | Media Costs Placements

Advertisers P Filters: Al Placements ) i

= Campaign Monitor .

Pacements

e, s~ Status 0 Site & Section  Name  Start Date Actupl Start  End Date Booked  Actual Debvery  Clicks  CTR w® Adse rver <tags>

Ads Oate impression Impressions  fate

Creatives

I beym 1 3 4 Urimaed 8 W 02% 2%
e I8 astyle TR 3 beym.. 142014 4152018 Unimged NiA a21 o s
Creative Specs —~  Site: Milyet TR (1 PacemsnisPackages
Giobal Campeigns 2| 087 Mikyet TF V1420 487 Unmed 2 N 1 5000% 50.00%
~  Site: Trencus TR (3 Placements/Packages)
wh Trendus TR ceym 3 ¢ : Urreed 3 A 5] * %
340785 Trandus TR 3 5720 un e NiA 1
S Trendus TR 2 3 s L) NA LY IR Y €8
- dyods TR () Pacementa/Packages)
[T Vidyoda TR R 3 4n Unameed A 130% 885 %
P Shortcuts

P lioed Help?

50 v

Pioase note that the data presented above Is 106 five campaigns only
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