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ABSTRACT 

 

The Effects of Mobile Marketing on Consumers  Brand Perceptions: A Case 

Study 

 

 

 

Graduate School of Social Sciences 

Depertmant of Business Administration 

Marketing Program 

 

Increasing of rivalry, composing possible brand perception on consumers 

become more important by marketers at the present day. It has accrued how 

consumers perceive brand. Researching brand and its products play an 

important role on market area about setting strategies. On the other hand, 

perceptions. The puspose of this study is to explore the effect of mobile 

 

This study contains five main chapters. At first chapter the definitions, 

types and historical background of marketing is presented. At second chapter 

mobile marketing is studied in depth within the light of technological 

developments. In second chapter mobile technology is explained. At third 

effect on these perceptions are examined. At fourth cahapter the datas that 

are 

analyzed and the interpretentations are given at final chapter named as results 

with suggestions for literature. 
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vd., 2001: 17). 

 

 

 

1929-
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1.3.3. Moder  

 

itibaren 

 



9 
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2005: 10). 

 

 

1.4. PAZARLAMA KARMASI 

 

 

-

, bunlar 

-24). 
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(Yurdakul, 2015).   
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2006: 234). 
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2005: 27). 

 

1.5.6. Mikro Pazarlama 
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 yer alabilecek kadar 
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. Mobil 

teknolojilerin zamandan, yerden ve  

 



16 

 

takip etmektedir. 

 

 

  

Mobil kav irlikte, 

 

 

 2011).  

 

 

 

2.1.1.2  

  

 



17 

 

 

-Pyo, 2005: 2).  

 

 

 

 

ye

 

 

hizmetl

 

teknolojilerinde kul



18 

 

 

 

2.1.2.1. Cep Telefonu  

 

 

me de 

 

entegre edilmesiyle birlikte cihazlard

hael ve Salter, 2006: 2).  

 

2004: 13).   
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,  e-

 

 

(Aksakal, 2010: 23).  

 

 

ile 

2009: 25).  

  sahip 

avan

2004: 15-18).  

kul
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(www.microsoft.com, 2011).  

-

bulundurur

-

 

lleri kontrol edebilme, 
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(www.mobiltim.com.tr, 2011).  

androidturkey.net, 

2012).  

 

 

 

 

n), 

li 

 

 

 

yapabilmektedir. 
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ir (Alkaya, 

2007: 8).  

 

2.1.2.5. Tablet Bilgisayar  

 

 

-

yapabilmektedir (iys.inonu.edu.tr, 2011).  

 

girmektedir. 

 

 

 

 kullana

2006).  
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noktaya ne kadar 
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2.1.3.1. Mobil Pazar Verileri   
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a 3G 

 

  

2.1.3.1.2. Mobil Abone Profili   
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2.1.3.1.4. Mobil Gelir  

 

 

 

 

 

 

 

kabul edilmektedir (www.turktelekom.com.tr, 2011).  
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belirtilmektedir (www.tk.gov.tr, 2015). 

 

2.1.4. Mobil Hayatta Yer Alan Oyuncular  

 

 

 

2.1.4.1. Cep Telefonu Aboneleri 
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lan mobil hizmetlerden yararlanan veya yararlanma potansiyeli bulunan 

uygulamalardan faydalanabilecek 

 

 

 

 

 

 

 

(www.borusantelekom.com, 2011).  

Mobil sanal network ope

10).  
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-

 

(www.borusantelekom.com, 2011). 

 

 

 

izin vermektedirler.  

ksu, 2007: 32). 

 

 

 

etmektedirler  

 

 

 

, zil sesleri, oyunlar, 
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nasihatler 

 

  

2012).  
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-

2008:

:274). 

teknolojisinden faydalanan yen :113). 

:
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 vermektedir. 

 

 a 

mesaj il

(Tek, 2006:

istenen marka bi

  

gelmektedir. Bu 
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 bilgilendirme mobil 

-  

 

 internet, mobil TV, 

Wireless, B

pazar

:

 

gruplara t

:

 

Mobil paz

-fi, Bluetooth ve e-posta 

karakteri sunabilmektedir. Mobil telefo

:



34 

 

 

 

 

 

ihtiy

:106). 

vermek, kam

 

 

uygulamalarda ya da MMS denilen renkli ve hareketli uygulamalarda marka ismini 

 

erebilmek 

 

sunab  
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 veren sloganlar, 

r. 

 

 

 

 

  

 

 

:

 

-ticaret, 

 



36 

 

(PC) 

2010:

 

 

 

2001:

 

ardan pazara girebilme 

  

spor 

 -ticaret 

zaman ve  

a 
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15).Mobil ticaret, say

- ticare

el pazarlama 

(Barwise ve 

ca daha 

 

 

 

 

 

marka 

 

den 

ortadan  

 :  bu uyg

 

 

ulama ise 

Messaging ma klasik 

i video 

 

fayd

(Yamamoto, 2009). 
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nme, odaklanma ve bunlara 

tepki 

olabilecek en  

yuya hitap 

 

isini 

2006:80). 

 

aklara sahip ol

k

rekabet konusun

mobil 

 

 

alma 

internet 

 :40). Mobil pazarlama 

 i
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lgileri ve resimlerinin dijital 

uruma getirmek i

pabilmek 

den kameralara 

ilme 

e

ol

nedenlerinden biridir. Cep abilme 

veya iptal edebilme gibi 

me, 

a bil reklamlar, 

 

 

 

 

bilmesidir. 

mobil 

sebeple 

, 

k 

 

etkileyebilmektedir (Bauer vd, 2005, 98). 



40 

 

(Cleff, 2007:  

reklamc llanan bir ya da 

te, 2008, 

Akt: Yamamoto, 2010).  yer, zaman 

e edici reklam 

:26-

medya yo  

 

:37 akt., Leppaniemi, 

2008), yede milyonlara 

ile en etkili, u

 

alanlarda 

gibi 
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de gazete, dergi, internet

 

 yaratabilmektedir. 

Mobil kitle 

n 

tlar 

2009:55). 

 

 sonucu 

herhangi bir hizmet ya 

geleneksel 

h :56). 

 

az bir kurulum m

 

perak seyretmektedir (Deloitte, 2013). 
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da bu zamanda 

(Bozkurt, 2005:54). 

arka 

un ile 

pazarlama, Wi-fi ile pazarlama ve mobil internet 

rinden pazarlama gibi olanaklar 008:9). 

 

 

 

tabletler 

hedef alan oyun :

mobil oyunlar her tedir 

l telefonlar sayesinde 

:92). Mobil oyunlar; 

:110). Ay

 

 

 olurken Bluet
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ve benzeri kurgular  

 

 

 

 

hizmetlerden birisi 3G (3. Nesil) teknolojisidir. Bu teknoloji ile

ilerisinde -

ye 

raber 

 

sebebiyle 

f eklenmesi ile 

 alt 

bant teknolojisini devreye , 

borsa, hava tahminleri ve yol  
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-fi ile ya

tler, 
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bilgiler

kitlesine bilgi mesajl 2008:

alternatif olacak 

Wi- -pad 

gibi portatif olan cihazlarda  AVM gibi 
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eritmek  

 

 

 

onumunu belirleyip 
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(Kannan vd, 2001, 

akt:Barnes ve Scornavacca, 2006:

hizmetleri  alma durumunda 

bildirmesi de 

 vd., 2005:

e  kampanyalar 

lesel bir pazarlama gayretinden 

 

 

 

 

emlerinden birincisi 

geleneksel  

elektrik sinyaline a 

gelmektedir (Arslan vd., 2010:393). Teknolojinin ilerlemesiyle beraber kod 

uygulamala  

Denso-

Code) iki 
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(2004), Bamba ve Barnes (2007),  Alkaya (2007)
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 -ekonomik 

 

 

 

 

 

nin 

ilgilenilen 
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Tablo 1. ilirlik Analizi Tablosu 

 

Alfa  
K   

,890 7 

 
 

 
  

 

 
Korelasyon  

Mobil pazarlama 
 

25,6804 17,818 ,575 ,893 

 
25,2141 18,457 ,724 ,871 

 
25,2933 18,161 ,711 ,871 

 
25,1466 18,684 ,691 ,874 

 
25,2786 18,002 ,734 ,869 

 
25,1965 18,382 ,740 ,869 

 
25,4457 17,883 ,679 ,875 

 

Tablo 1

eri 0,890 olarak bu
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Tablo 2.  Tablosu 

 

Aritmetik 
Ortalama Varyans   

4,220 ,034 ,534 7 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 
3,8622 1,09346 341 

 
4,3284 ,83175 341 

 
4,2493 ,88752 341 

 
4,3959 ,82881 341 

 
4,2639 ,88823 341 

 
4,3460 ,82812 341 

 
4,0968 ,96071 341 

 

aritmetik ortalama 

 

 

 

Analizi 

 

inden  
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Tablo 3.  

 

Alfa  
  

,859 6 

 
 

 
 

    
 

 

 
Korelasyon  

bulurum. 
20,8211 12,577 ,528 ,860 

okurum. 20,6891 11,774 ,738 ,819 

 
20,6100 12,127 ,754 ,817 

 
20,5836 12,544 ,693 ,829 

 20,4780 13,033 ,624 ,841 

eder. 
20,8504 12,128 ,601 ,846 

 

Tablo 

 

  

 

Tablo 4.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

4,134 ,021 ,372 6 

 

Aritmetik 

Ortalama 

Standart 

Sapma N 

 3,9853 ,99842 341 

 4,1173 ,92563 341 

duymam. 4,1965 ,85032 341 

olurum. 4,2229 ,83148 341 

Mobil pazarlama  4,3284 ,80662 341 

 3,9560 1,00050 341 
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olup; ilgili alt boyuta ait 

 

 

Tablo 5.   

 

Alfa  
  

,854 4 

 

 
 

 
 

    
 

 

 
Korelasyon  

 
10,8123 9,523 ,613 ,848 

 10,9824 9,429 ,653 ,832 

 
11,1290 8,307 ,766 ,784 

 
11,3109 8,303 ,756 ,788 

 

 

 

minim
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Tablo 6.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,686 ,045 ,499 4 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 3,9326 1,12909 341 
 3,7625 1,10315 341 

 
3,6158 1,20376 341 

 
3,4340 1,21482 341 

 

 

 

 

 

Analizi 

 

 

 

Tablo 7.   

 

Alfa  
  

,807 4 

 

 
 

 
  

 

 
Korelasyon  

referans kabul ederim. 
10,6334 6,645 ,669 ,735 

 
11,0352 6,252 ,608 ,772 

Mobil pazarlama 
buluyorum. 

10,2434 7,708 ,548 ,792 

 
10,5894 6,737 ,685 ,729 

 



80 

 

yarar 

  

 

Tablo 8.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,542 ,105 ,792 4 

 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 3,5337 1,05839 341 

 
3,1320 1,21396 341 

 3,9238 ,93308 341 

 
3,5777 1,02210 341 

 

 

 

3.5.1.5  

Analizi 
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Tablo 9.   

 

Alfa  
  

,853 4 

 
 

 
  

 

 
Korelasyon 

Alfa 
 

 
11,5425 5,708 ,702 ,810 

buluyorum. 
11,8680 5,744 ,596 ,859 

 
11,4340 5,640 ,746 ,792 

 
11,5191 5,650 ,748 ,792 

 

 alt boyutunu 

  

 

 

Tablo 10.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,864 ,036 ,434 4 

 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 
3,9120 ,91934 341 

 3,5865 1,00689 341 

 
4,0205 ,89911 341 

 3,9355 ,89538 341 

 

 

864; varyans 0,036

434  
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Bu 

 

 

 

 

 

 

Tablo 11.  

 

Alfa  
  

,810 5 

 

 
 

 
 

    
 

 

 
Korelasyon  

 16,0147 9,750 ,667 ,750 

biliyorum. 
16,5103 9,368 ,538 ,806 

duydum. 
15,7889 11,008 ,612 ,772 

 
15,9853 10,297 ,686 ,748 

 
15,7830 11,288 ,544 ,789 

 

 marka ismi 

 

810 

marka ismi 
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Tablo 12.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

4,004 ,088 ,727 5 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 4,0059 1,08192 341 
  3,5103 1,31419 341 

 4,2317 ,89228 341 
 4,0352 ,95729 341 

 4,2375 ,90710 341 

 

 

 

3.5.2.2. A

Analizi 

 

 

 

Tablo 13.   

 

Alfa  
  

,854 5 

 

 
 

 
  

 

 
Korelasyon  

 15,5660 9,758 ,612 ,838 
 15,7361 8,977 ,658 ,827 

 
nitelendirebilirim. 

15,5806 9,044 ,724 ,810 

 15,8152 8,539 ,734 ,806 
 15,8475 9,047 ,619 ,838 
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Tablo 14.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,927 ,017 ,282 5 

 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 
4,0704 ,84071 341 

 
3,9003 ,95887 341 

 
4,0557 ,88441 341 

 
3,8211 ,97632 341 

 
3,7889 ,98339 341 

 

 

 

Analizi 
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Tablo 15. Marka  

 

Alfa  
  

,868 6 

 
 

 
  

 

 
Korelasyon  

 19,3548 13,553 ,739 ,833 
 19,2786 13,225 ,790 ,823 

buluyorum. 
19,2815 14,097 ,656 ,847 

 19,1378 14,843 ,590 ,858 
 19,5836 13,532 ,670 ,844 

kullanmaya devam ederim. 
19,5513 13,419 ,579 ,865 

 

  

 

Tablo 16.   Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,873 ,030 ,446 6 

 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 
3,8827 ,90960 341 

 
3,9589 ,91623 341 

 
3,9560 ,89827 341 

 
4,0997 ,83421 341 

 
3,6540 ,98095 341 

 
3,6862 1,10537 341 
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Analizi 

 

Marka sadakati alt 

 

 

 

Tablo 17. Marka Sadakati  

 

Alfa  
  

,897 6 

 

 
 

 
  

 

 
Korelasyon  

 18,2796 14,845 ,715 ,881 

 
18,3676 14,015 ,780 ,871 

 
18,4820 13,926 ,758 ,876 

 18,3537 16,425 ,658 ,889 

 
17,9905 16,706 ,719 ,883 

bile kullanmaya devam ederim. 
18,0040 16,125 ,783 ,874 
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Tablo 18. Marka Sadakati  Tablosu 

 

Aritmetik 
Ortalama Varyans   

3,649 ,041 ,491 6 

 

Aritmetik 
Ortalama 

Standart 
Sapma N 

 3,6158 1,03849 341 

 
3,5279 1,09945 341 

 3,4135 1,13591 341 
 3,5418 ,84469 341 

devam ederim. 
3,9050 ,74574 341 

devam ederim. 
3,8915 ,78095 341 

 

 

 

3.6. KATILIMCILARIN SOSYO-  

 

-

 

 

Tablo 19.  

 

 Frekans    

  87 25,5 25,5 25,5 

Erkek 254 74,5 74,5 100,0 

Toplam 341 100,0 100,0  
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Tablo 20.  

 

 Frekans    

 O  50 14,7 14,7 14,7 

Lise 75 22,0 22,0 36,7 

nlisans 80 23,5 23,5 60,1 

Lisans 123 36,1 36,1 96,2 

L  13 3,8 3,8 100,0 

Toplam 341 100,0 100,0  

 

  

 

Tablo 21.  

 

 Frekans    

 0-1250 49 14,4 14,4 14,4 

1250-2500 204 59,8 59,8 74,2 

2500-3750 78 22,9 22,9 97,1 

3750-5000 7 2,1 2,1 99,1 

 3 ,9 ,9 100,0 

Toplam 341 100,0 100,0  

 

-

-

2500- -
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Tablo 22  

 

 Frekans    

 18-25 29 8,5 8,5 8,5 

26-37 138 40,5 40,5 49,0 

38-49 130 38,1 38,1 87,1 

 44 12,9 12,9 100,0 

Toplam 341 100,0 100,0  

 

-

-

-  

 

 

 

 

 hipotezin 
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Tablo 23. 

 

 

Model R 

R
2
 

Belirleyicilik 
 

2 
Tahminin Standart 

 

1 ,672
a
 ,452 ,444 ,80708 

Model 
 
Df (serbestlik 

derecesi) Ortalama Kareler F 

Derecesi 

(Sig.) 

1 
Regresyon 

179,779 5 35,956 55,200 ,000
b
 

 
218,210 335 ,651  

Toplam 
397,988 340    

Model 

  

t 

Derecesi 

(Sig.) B Std. Hata Beta 

1 (Sabit) ,505 ,252  2,005 0 

 ,285 ,038 ,347 7,421 ,041 

 ,165 ,064 ,136 2,565 ,011 

 ,269 ,062 ,238 4,323 ,026 

 ,190 ,064 ,159 2,966 ,033 

 -,022 ,057 -,019 -,379 ,039 

 

egresyon analizleri

 

2 

,000

b 
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ge

Bilgi sa

 

H1: Bilgi 

 

 ozitif ve %1.1

 alt boyutu 0.16

 

H2: 

 

 

H3: 

 



92 

 

 

H4:  

 

-

 

H5: 

ed  

Bu sebeple: 

H6: Mobil pazarlama
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Tablo 24. Mobil Pazarlama -Testi 

Tablosu 

 

 

Levene Testi 
-testi 

F p t df 
Sig. (2-
tailed)  

Standart 
 

Mobil Pazarlama Varyanslar 
homojendir 

 
,217 ,641 -2,164 339 ,031 -,22585 ,10437 

Varyanslar 
homojen 

 

  -2,252 160,475 ,026 -,22585 ,10027 

 Varyanslar 
homojendir 

 
4,496 ,035 -,590 339 ,555 -,06783 ,11486 

Varyanslar 
homojen 

 

  -,544 130,482 ,588 -,06783 ,12475 

 

-

-

homojen 

 

H7: 

 

homojendir 

 

H8: 
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Tablo 25. Mobil Pazarlama 

ANOVA Tablosu 

 

 

Kareler 

 df Ortalama F p 

Mobil 
Pazarlama 
 

 6,966 4 1,742 3,213 ,013 

 182,115 336 ,542   

Toplam 189,082 340    

 
 8,084 4 2,021 3,408 ,009 

 199,276 336 ,593   

Toplam 207,360 340    

 

 

 

H9: 

fark  

 

H10: 
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Tablo 26. Mobil Pazarlama 

ANOVA Tablosu 

 

 

Kareler 

 df Ortalama F p 

Mobil 
Pazarlama 
 

 7,808 4 1,952 2,412 ,049 

 271,952 336 ,809   

Toplam 279,760 340    

 
 5,291 4 1,323 2,465 ,045 

 180,297 336 ,537   

Toplam 185,588 340    

 

 

 

H11: 

 

 

H12:  bir fark 

 

 

Tablo 27. Mobil Pazarlama 

Tablosu 

 

 

Kareler 

 df Ortalama F p 

Mobil 

Pazarlama 
 

 9,407 4 2,352 3,478 ,008 

 227,203 336 ,676   

Toplam 236,610 340    

 
 13,588 4 3,397 3,640 ,006 

 313,579 336 ,933  

Toplam 327,167 340    
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H13: 

 

 

H14:  
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lidir.  

-

 

kullanabilecekleri potansiyel bir pl  
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kileyebilmelerini 

 

Paza

 

. 

riler belirli markalar 

 

bulundurularak

olarak artan mobil pazarlama faaliyetlerini

 -
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bilgisine 

  

Regresyon analizleri sonucunda mobil pazarl

 

-Test ve ANOVA

sosyo-

 

sosyo-

etkilemektedir. 

 

 Mobil pazarlama 
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