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Ozet

Bu aragtirmada, tilkemizde perakende 100 listesinde yer alan 99 perakendecinin
web sitesi, pazarlama iletisimi acisindan incelenmistir. Arastirmada igerik analizi
yontemi kullanilmigtir. Web sitelerinde bulunmasi muhtemel pazarlama iletisim
unsurlart 8 kategoride ve 84 pargada degerlendirilmistir. Arastirmada ayrica pazarlama
iletisimi unsurlarmin web sitesinde bulunmasinin perakendeci tiiriine gore farklilasip
farklilasmadigr da arastinlmistir. Sonug¢ olarak, perakendecilerin web sitelerinde
pazarlama iletisim araglarina yeterli diizeyde yer verdigi tespit edilmistir.
Perakendecilerin 6zellikle dogrudan pazarlama, ¢ift yonlii iletisim/miisteri hizmetleri,
reklam amagch tirlin bilgileri ve satis tutundurma kategorilerinde yer alan pazarlama
iletisimi araglarina web sitelerinde yer verdikleri ve bazi kategorilerde pazarlama
iletisimi unsurlarinin web sitesinde bulunmasinin perakendeci tiirline gore farklilastig
tespit edilmistir. Arastirma sonuglarina gore, web sitelerinin pazarlama iletisim
acisindan uygun bir ortam oldugu, perakendecilerin de bu ortamdan daha fazla
yararlanmalar1 gerektigi sOylenebilir. Ayrica perakendecilerin online satiglari artirmak
icin, web sitelerinde dogrudan pazarlama uygulamalarina daha fazla yer vermeleri,
sosyal medyada pazarlama iletisimini ¢ok iyi yonetmeleri ve bu konuyla dogrudan
ilgilenecek uzmanlar ¢alistirmalart ve ¢ift yonlii iletisim araglarinin kullanimini cazip
hale getirecek ¢aligmalar yapmalari onerilir.
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Abstract

In this study, the website of 99 retailers in the retail 100 list in our country was
examined in terms of marketing communication.. Content analysis is used as a research
method. Possible marketing communications elements on web sites are evaluated in 8
categories and 84 components. In addition, it is also examined if the marketing
communication elements on the websites differentiate according to the kind of the
retailer. As a result, it is determined that retailers give an enough place to marketing
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communication tools. It is also found in the study that retailers give a place to two-way
communication / customer service, product information for promotion and
communication tools in the sales promotion categories and marketing communication
elements on the websites differentiate according to the kind of the retailer. According to
the results of the research, it can be argued that web sites are a suitable environment
for marketing communications, and that retailers should also benefit more from this
environment. It is also suggested that retailers should place more direct marketing
practices on their web sites, manage marketing communications well in social media
and employ specialists who deal directly with this topic and make the use of two-way
communication tools attractive to increase online sales.
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