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PAZARLAMA YOnetimi
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Marka Yoneticisinin
El Kitab:

Gliven Borca

i]LilEl\?iii Sl Giiven Borga
KUTUSU

GUVEN BORGA

© balli_findik

Turkiye'nin
ilk marka danigmanindan
Turkiye'yi kalkindiracak
bir yazi dosyasi

Humanist
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Tirkiye'nin
ilk marka danigmanindan
Tiirkiye'yi kalkindiracak
bir yazi dosyasi

T

Humanist

MUSIAD

2012 TURKIYE EXONOMISI RAPORU SUNUMY
“ORTA GELIR TUZAGI”
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llk 500°de Yokuz
Total Brand Value Total Brand Value cBhr::geValue Brand Value Number of Brands Number of Brands
2014 (USD bn) 2013 (USD bn) bn) Change (%) in Top 500 2014 in Top 500 2013
United States 1,908.6 161456 2940 18% 185 185
Japan 376.7 338.7 38.0 11% 42 49
Germany 3240 247.0 77.0 31% 32 33
France 266.0 2125 53.4 25% 37 31
UK 2621 2184 437 20% 35 32
China 229.0 185.3 437 24% 27 25
South Korea 152.0 132.8 19.2 14% 12 14
Switzerland 120.8 973 235 24% 19 19
Netherlands 112.0 93.8 18.2 1% 12 11
Spain 76.2 706 56 8% 10 10
Canada 75.4 74.0 1.3 2% 13 14
Hong Kong 69.9 415 284 68% 7 <
Italy 57.2 51.3 59 1% 8 8
Sweden 5438 50.5 43 8% 7 8
Australia 50.3 439 5.4 15% 8 8
Russia 422 45.4 -42 -9% 8 8
Brazil 378 59.9 -22.1 -37% 5 9
India 387 408 -4.9 -12% 5 6
Norway 15.8 165 -0.7 -5% 3 3 E_ra n d -
Denmark 10.2 7.0 33 47% 3 2
Austria 9.6 37 59 160% 2 1 I n a nce
Malaysia 92 9.9 07 8% 1 2 Global
Uae 89 7.3 17 23% 2 2 ./
Saudi Arabia 8.0 33 47 141% 2 1 500’ -
Mexico 7.8 17.8 -99 -56% 2 4
Chile 74 30 44 1456% 2 1
Singapore 73 93 -2.1 -22% 2 3
South Africa 54 52 0.2 4% 1 1
Luxembourg 43 3.8 1.0 26% 1 1
Taiwan 3.8 30 07 25% 1 1
Thailand 37 26 1.1 44% 1 1
Portugal 3.1 2.8 0.3 11% 1 1
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Uriin Merkezli Bakis

Uriin Fikri (Genelde Kopya)

Uretim Yatirim

isim

Ambalaj

Dagitim

Reklam

Relansman, Cesitleme

Yeni Reklam

Kavram Bazli Diisiince (Konsept)

Tuiketiciyi / Kiiltird Cok lyi Anla
Karsilanmamis ihtiyaclari Bul
Yeni ihracatlar Yarat
Rakiplerden Farklilas
Konsepte Uygun Uriin(ler) Gelistir
Pazarlama Plani
Lansman

(Tutarsa) Uretim Yatirimi

MARKAM

Concepting

Betigan-Ocisih Coden Sagank Martaslann Yivatmak

Jan Rijkenberg
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Reklamcihigin Gelisimi
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[avc| MADMEN

Special 2 Hour Premiere
Sunday March 25 9/8c
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Ne is yapiyoruz?

Harvard Business Review &

www hbr.org

BEST OF HBR 1960

Sustained growth depends on
how broadly you define your
business—and how carefully
YOou gauge your customers
needs.

Marketing Myopia

by Theodore Levitt

Concepting

lletisim-Odakli Gagin Basarili Markalarini Yaratmak

Jan Rijkenberg

MediaCat



12 Happy Academy / Ekim 2021

MARKAM

Kotler Tarafindan Formiile Edilen 4P

Marketing

Promotion

Product Variety ~ / Channels
. g
Quality Coverage
Design List price Assortments
Features Sales Promotion .
Discounts Locations
Brand Name Advertising
: Allowances Inventory
Packaging Sales Force . .
: Payment Feriod ranspor
dres g Public Relations
Warranties Credit lerms

Direct Marketing
Returns
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Konumlandirma Kavraminin Dogusu- Jack Trout

‘Positioning’ is a game people play [ There's an old siory sbout =

traveler who was asking a farmer

» y 7 for direcuons to a nearby own.
in today’s me-too market place Tandnmnan- el el
down the road for a mile, turn left
By Jack Trout at the fork. No . . . that won’t work.”
“You turn around and drive for
half-a-mile till you hit a stoplight
then turn right. No . . . that won’t
work either.”

After a long pause, the farmer
Trout & Partners Tiirkiye’ye looked at the confused traveler and
Tesekkiirler said. ‘“¥You know what, son, you

can't get there from here!”

That happens to be the moral of
this article.

For today you spend millions of
dollars on great advertising and still
fail miserably if you don’t play by
the rules of a game called “position-
ing.” In other words, “You can’t get
there from here.”

Today's market place is no longer
responsive to strategies that worked
in the past. There are just too many
products, too many companies and

too much marketing ‘“noise.” We
have become an over-communicated
society.

If vou have any doubts, just count
the number of media that carry your
communications. There is televi-
sion (commercial, cable, and pay).
There's radio (am and fm). There
is outdoor (posters, billboards and
spectaculars.) There are newspa-
pers. Direct mail. There are mass

Jack Trout is a vp and account supervisor with Ries Cappiello Colwell, New York. magazines. Class magazines. Enthu-
He formerly was divisional ad manager for Uniroyal, Inc., and advertising supervisor for General Electric Co. siast magazines. Business magazines.
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BHK Siireci

hedef tike
tarafindan
algilanacagina
karar verme.

umlenen kuguk
pargalari
degerlendirerek
en cazip olanlari
segme.

Pazari farkl
Ozelliklerine gore
yonetilebilir,
homojen
parcalara bélme.
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Marka insaatinin Dokuz Basamagi

Pazar ve Rekabet Analizi

é Uriin Gelistirme

Konumlandirma

Tanitim

Dagitim

Promosyon

Miisteri iliskileri

Basari Olgiitleri

é Genisleme Politikalari
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Degisen Marka Tanimi

Tescil Edilen Marka insa Edilen Marka

Brand Equity = Brand — Commodity
Marka Degeri/Denkligi = Marka - Mal

Bir saticinin, Griiniin ya da sundugu V

hizmetin, baskalarindan ayirt

edilmesini saglayan bir desen, soz Marka Bilinirligi

veya sozclkler ya da her ikisinin bir +
bilesigidir. Algilanan Kalite

+
Marka Baglihg

+

Marka Baglantilari(kisilik, semboller..)
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Noktadan Buluta... Bulut
Kimlik-> Concepting SEO
Content marketing
o Kisilik Complex
Deger Onef'l.'il Digitalsosyal medya
Konumlandirma  Lisanslama 3D Baski

Needstate

Brand Manage1P R

Slogan Shopper Marketing Neuro Marketing
4P Mirka mimarisi Bie Data
Segmentation 5
Duyusal pazarlama
-~ Outdoor CRM S
. orytellin
BRANDR gl Soap Opera Private Label Lovemark / &
(=Daglama)
Tarim Ticaret Sanayi Devrimi  Mass Media Dagitim Kanallari  Kiiresellesme Dijitallesme

s .
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Temel Marka Literatiiri

OLD

Positioning:
The Battle for

NEW

Your Mind

First Edition

Al Ries
Jack Trout

Revised

The

1981 classic

now updated
‘with the latest
successes and

failures in
the marketing
world.

BEST OF HBR 1960

Sustained growth depends on
how broadly you define your
business—and how carefully
You gauge your customers’
needs

HON TO CREATE,

Marketing Myopia

by Theodore Levitt

WiN

AND DOMINATE MARKETS

PHILIP

AGING BRAND EQUITY

MARTIN LINDSTROM
New York Times and Wall Street Journal
bestselling author of

SENSORY SECRETS BEHIND
THE STUFF WE BUY

A,

malhe ot

et bt

gt

PBSOC

FOREWORD BY PHILIP KOTLER

NATIONAL BESTSELLER

vt e
B | H E
Rt

Brands and
Branding

Concepting

.Jan Rijkenberg ===mimamer

MARKALAR NASIL BUYUR?

i
-
A

Byron Sharp [

EFSANELER ve
GERCEKLER

Pazarlama Nasil Yapilir?

Temel Aksoy

/
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Markadaslar




20 Happy Academy / Ekim 2021 MARKAM

www.guvenborca.com

OCTOBER 2019

bo

Journal of World Marketing Summit

SON YAZILAR

Korona Sonrasi Hayat, Ekonomi, Siyaset
Giiven Borca Manifestosu

From Brandr to Brand Touch, Never Stop - Journal of World
Marketing Summit 2019

SAT 2017 Azerbaycan — Baku

FROM BRANDR TO BRAND TOUCH, NEVER STOP — JOURNAL OF WORLD
MARKETING SUMMIT 2019

Oyun Kurmak


http://www.guvenborca.com/
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Leading Concept

Explanation

In short

hen what happened?

Marketing 1.0

PRODUCT

Marketing 2.0

CONSUMER

Marketing 3.0
HUMANKIND

Signature (Brand)

Registration

Differentiation

USP

Advertisement

Brand Management

ap

Positioning

Brand sense

Brand Identity

Brand experience

Brand activism

Brand touch

Developing, naming and owning a special product

Legally protecting your brand through the state

Creating new logos and symbols to differentiate the brand-
especially on the shelves

Developing functional benefits to be different from
competition

Adding emotional benefits and creative ideas to the
proposition

Managing brands by special-expert teams

Taking a holistic approach to marketing; product, price,
promotion and penetration

Segmenting, targeting and owning a special position in the
consumer's mind

Targeting the other senses like smell, touch, sound etc.

Defining core and extended values, adapting to global
markets by keeping core values

Working on touch points, improving the satisfaction and
sharing experience in social media

Caring for environment, planet, justice and human rights

Maintaining balance between purpose and profit, working
for a better world and touching everything

| make it

| have it

It looks different

Thisis unique

You'll love it

We organize it

Look at whole picture

Thisisit

Touch your every sense

Conceptualizing

| know it

| care about it

Profit and purpose
balance

Copiers emerged

Similar products under
different names

Industrialization

Mass media

Corporatizations

Competition

More competition

Became a standard
practice in time

Globalization

New channels,
digitalization
Concerns on
environment

Concerns on capitalism

Blue oceans ??

MARKAM
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Brand Activism
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DON’T BUY
THIS JACKET

THIS SEASON, SHARE SOME VALUES

Learn more about our Common Threads Initiative,
and take the pledge o reduce consumption
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Cevreye Verdigimiz Yuk

\ .

5 Y

JcDecaux

Economic growth is far more important than
saving the planet, So we'll keep on bribing
politicians and emitting greenhouse gases.

Just keep it to yourself,

AIRFRANCE

PART OF THE PROBLEM
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Verimlilik ve istihdam
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Diinya Ekonomisi
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m Teknoloji
M Hizmetler
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Uzayan Omiir

M Egitim M Calisma Emeklilik
2025

2000
1925

1050 [

1900 [N

0 20 40 60 80 100 120
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Bazi Seyler Degisecek...

Geri Donlisim Kutusu ILER]

-

Kapitalizmin donemsel krizleri birkag yilda geger D 0 N u $ U M
Kriz asirt hirs ve sisen balonlar nedeniyle olusmustur K U T U S U

GUVEN BORGA

Kurtulus sanayilesmede ve verimlilik artisindadir

Ekonomide bir kazanirsa 6bura kaybeder

Uretim Kutsaldir / Tliketim Kotudir

Kiresel serbest rekabet en ideal modeldir

Haftada 40+ saat ¢alisip 20-30 yilda emeklilik isterim

Dinyanin mutlak hakimi Bati bize nefes aldirmaz

Sesimizi kim duyacak?

Bizim millet adam olmaz, gencler tembel

Makro istikrar programi aynen surdarilmelidir

60 Ulkeye ucuz ihracat yapan sirketimiz




Bizim Buralar
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LAaIMasir aerd ine care...

istanbul'a hosgeldin
McDonald’s!

onusla
tarrl50 l/(l/m 4Iu luul/ll ’/’”‘” 6 - 5 20 - 000

Mavi Jeans Sold Worldwide in 2001

é N
‘mytlv\™>

Binden fazla (irinle, dakikalar iginde, Istanbul'da

oldugun yere mutluluk getiriyoruz. Hem de gece
giindiiz demeden, 7/24!

JEANS .

www.mavl.com
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Tirkiye’de ilk Marka Yonetimi Uygulamalari

75 L 3

> MEHMETIN SIHHAT
BENI UZOYOR. DAIMA
DURGUN BU COCUK

Unilever (60’larin sonu)

=  Eczacibasi (70’ler)

= P&G (80’lerin sonu) @ o

OKI cec B
A KALACAKSIN. A%

ANNECIGIM BU SANA'L
DILIMLER O KADAR NEFIS Ki....

= Digerleri (90’lar) . p e

=  Bazlari (2023) | ,ﬁf,';,,’,’,-’,’,’,,”,‘;'ﬁyazm

EVET,
TAVSIYEN OZERINE
HER SABAH SANA'LI
EKMEK YEDIRIYORUM.
TV SANA" HAKIKI BIR ENERI
KAYNAGIDIR.

viicul
kmkha
ve
adale
agnlanna
kars:

agiaa tat.
viicuda

. J Sons = =S |
£ ; hhat!
kendi h“ﬂmm Hnnay
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Satis ve Pazarlama Farki ?

Odak noktasi trunddir. Odak noktasi musteri ihtiyacidir.

Once miisteri ihtiyaclari belirlenir sonra da bu

Once iriin Uretilir, sonra da nasil satilacagi e s )
ihtiyaclari karsilayacak Girtin ve hizmetler

distnalar.
2 belirlenir.
Satig ciroya bakar. Pazarlama net kazanca bakar.
Kisa zamanli planlamalar yapilir. Uzun vadeli planlamalar yapilir.

ihtiyaci karsilar. ihtiyag yaratir.
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Sabir Lazim

LC Waikiki Yonetim Kurulu Baskani Vahap Kuglik: Sevdigin
ve en iyi bildigin isi yap!

Yenibiris.com

Sevgili genc arkadagim,

Su an iginde bulundugun ruh halini cok iyi anliyorum. Ciinki ben de daha dnce
benzer evrelerden gectim, benzer duygulari yagadim.

Biliyorum, yeni bir hayata baslayacak olmanin heyecaniyla icin icine sigmiyor. Biraz Urkeklik, tedirginlik de var Gzerinde.
Ama endiselenme, kisa stirede kurtulacaksin bu duygulardan.

Nereden mi biliyorum bunu? Bambu agacinin hikayesini anlatacagim sana... Bambu Uzakdogu'da yetisir. Tohum ekilir
ilk yil giibresi, suyu verilir, capasi yapilir. Fakat bitki filiz vermez. Ciftci ayni islemi ikinci yil yine yapar. Uciincii ve
sonraki yil da boyle devam eder. Besinci yilda bambu agaci filiz verir. Filiz verdikten sonraki 40 giin icerisinde ise tam

26 metre olur...

Simdi bu bambu agaci 40 giinde mi 26 metre blyldi? Hayir, o 5 yillik stire zarfinda toprak altinda kok sald, beslendi,
gelisti, bliytidi ve topraktan ¢ikip 26 metre oldu.
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