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Projeler

UYGULAMALI PAZARLAMA ARASTIRMASI SERTIFIKA PROGRAMI

Arastirmacilar  Dernedi  tarafindan  sektorimiizde [EEAOSALGIUEIRGVZETERNGEEIEL]
“"Uygulamali Pazarlama Arastirmasi Sertifika Sertifika Programi

Programi” ile bir ilke imza atiliyor!
= O,

ARASTIRMACILAR BAHGESEHIR
DERNEGI UNIVERSITESI

v::\i,;r

Profesyonel kariyerine Pazarlama Arastirmalari
sektdérinde devam etmek isteyen genglerin sektdre hizl
uyumu konusunda destek vermek veya halihazirda
sektérimuizde Arastirma uygulayicisi veya kullanicisi olarak cgalisanlarin, mevcut bilgilerini genisletmek
amaci ile Pazarlama Arastirmalarina 6zgi bir egitim programi, Arastirmacilar Dernedi'nin girisimi ve
Bahcesehir Universitesi'nin destedi ile baslatiimistir.

Arastirmacilar Dernedi ve Bahcesehir Universitesi'nin ortaklasa diizenledikleri “"Uygulamali Pazarlama
Arastirmasi Sertifika Programi”, sektdrde bir ilk olarak tarihe geciyor. 14 hafta slirecek olan
programda, Arastirma kavramlari, Arastirmanin kullanim alanlari, uygulama teknikleri, verilerin analizi,
verilerden bilgi tUretme ve yorumlanmasi gibi Pazarlama Arastirmalarinin tim sdreglerini ve alanlarini
kapsayan konularda hem teorik, hem de uygulamali egitim verilecektir.

Sektérin tecribeli ve uzman isimlerinin egitmen olarak goérev alacaklari sertifika programi, Bahgesehir
Universitesi Besiktas Kampiisii’'nde gerceklestirilecek ve ilk editim dénemi 18 Subat 2009’da baslayip
29 Mayis 2009°da bitecektir. Sekiz ana baslik etrafinda sekillenen program, haftada 2 gtin Sali ve
Persembe ginleri, 16:00-18:00 saatleri arasinda, toplam 56 saati kapsayacaktir.

Programa son basvuru tarihi 13 Swubat 2009. Katillm kosullari ve ayrnintih bilgi icin
www.arastirmacilar.org internet adresinden bilgi alabilirsiniz.

Projeler

GUVENILIR ARASTIRMA BELGESI

Guvenilir Arastirma Belgesi alimi ve detay bilgi icin Dernek merkezimizle baglantiya
gecmenizi rica ederiz. Ayrintih bilgi icin www.arastirmacilar.org adresini ziyaret
edebilirsiniz.

GUVENILIR ARASTIRMA BELGESI alimi igin;

1- Dernek tizel kisilik Gyeligi,

2- Bureau Veritas denetimi,

3- Bureau Veritas denetimi sonrasi alinacak uygunluk raporu,
4- GAB marka kullanim sertifikasi
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PrOjEIQr (Devami)

Aralik 2008 itibariyle GAB belgesi alan firmalar:

Millward Brown : 4-5 Aral ék 2008
TNSPiar: 19 Aralek 2008

Yézde Yz Arakararaeka 2008
Birim Araxst aranak 2008

Ekol Ar arstAg aimek 2008
Siz dejerli okurlaremézla, yukaréda duyurusunu yapteje
go°r ¢kl erini her ay payl akacajéz. Bu ay, Millward Brown

Bureau Veritas Firmasi tarafindan 4-5 Aralik 2008 tarihinde ‘Tam Hizmet Arastirma’ kapsaminda
denetime giren sirketimiz, uygunluk raporunun Arastirmacilar Dernedi’'ne iletiimesi ardindan GAB
(Guavenilir Arastirma Belgesi) almaya hak kazandi.

Araya yeni yil tatilinin girmesi sebebiyle ertelenen GAB
sertifika takdimi 6 Ocak 2009 Sali ginu gergeklesen
Arastirmacilar Dernedi Yonetim Kurulu toplantisinda
sirketimiz yetkililerine yapildi.

Sertifikamiz, Dernek Baskani Temel Aksoy tarafindan,
Saha Departmani Veri Toplama Mudur Yardimcimiz Hilya
Pilav ve GAB Sorumlusu Jale Elhadef’e verildi.

iki yildir sirketimiz biinyesinde hazirlanan ve uygulanan
GAB sisteminin hazirligini ve pilot uygulamasini yapan
Umit Elaydin basta olmak tizere tim Millward Brown
calisanlarina gosterdikleri duyarlilik konusunda tesekktr
ediyoruz.

Soldan saga: Ali Levent Orhun (Dernek Muhasip Uye),
Jale Elhadef (Millward Brown), Hulya Pilav (Millward Brown),
Temel Aksoy (Dernek Baskani)

***GAB sistemi 2009 yili itibar ile citasini ISO 20252 seviyesine cikariyor. Ara denetim stlirecinde artik
tim sirketler bu kapsam cercevesinde denetimden gececek. Esomar Kodlarinin strekli takibi,
arastirmanin her agsamasinda izlenmesi gerekli adimlari iceren standartlar sektérimiuizde 6zellikle veri
toplama konusundaki hassasiyete dikkat cekilmesi amaciyla bliyik édnem tasiyor.

Millward Brown’un kendi i¢ denetimi ve uyguladigi prosediirler genelinde standartlarimiz cok daha derin
sinirlar giziyor. Amacimiz; sektér standartlarinin olusmasi ve sahiplenmesi adina destek vermek. GAB
standartlarina uygunluk temel bir yaklasim, Gg¢incl bir yapi tarafindan denetime aciimak kendi ic
stireglerimizi de farkli bir gozle dederlendirmemize firsat tanidi. Sistemimizin glct ve uygulama sekli bir
kere daha izledigimiz yolun dogrulugunu gosterdi.

Turkiye'de Arastirma sektoériinde yer alan tek sivil toplum kurulusu Arastirmacilar Dernedi. Dernegin
0ngordigi sistemde soyut zeminden somut bir platforma tasinmak gurur verici. Sirketimiz her ne kadar
GAB standartlarinin ¢ok Gzerinde bir cizgi izlese de amag sektdrin citasini yikseltmek adina atilan ortak
adimda yer almak.

Sektordeki tim sirketlere GAB alimini tavsiye ediyoruz, arastirma kullanicilarinin da standartlarin
korunmasi adina destedini bekliyoruz.

Paylasim igin Jale Elhadef’e (Millward Brown) tesekk(r ederiz.
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Egitim

2009 EGITIM SEMINER PROGRAMINDA SUBAT AYI

BIREYSEL GELISIM @

Stres Yonetimi ve Motivasyon

STRES YONETIMI VE MOTIVASYON
11 Subat Carsamba (13.00 - 17.30)
Egitmen, Efsun Ylksel (Indus Danismanlik)

TEMEL KAZANIMLAR e

Temel istatistik ve
Ornekleme Teorisi

TEMEL ISTATISTiIK VE ORNEKLEME TEORIiSI
18 Subat Carsamba (13.00 - 17.30)
Egitmen, Dog. Dr. Haluk Zilfikar

Katilimci kazanimlari icin liitfen Dernek merkezimizle baglantiya geciniz.
Yer: LaresPark Hotel (Taksim)

Yarim gin egitim creti standart katilim 340 TL, Uye katilim 310 TL'dir
Tam gun egitim Ucreti standart katihm 540 TL, Uye katihm 485 TL'dir

Fiyatlara %18 KDV dahil edilecektir.

Odemelerin Garanti Bankasi, Galatasaray Subesi 6299006 no’lu Dernek hesabina yapilmasi rica olunur.
Kayit icin Dernek merkezimizle ( arastirmacilar@arastirmacilar.org , 0212 249 23 19) lutfen
baglantiya geginiz.
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Yeni Uye

Dernegdimize yapilan tyelik basvurusu; Uyelik Kurulu dnerisi ve Yénetim Kurulu onayi ile kabul edilen yeni
Uyelerimize ‘Aramiza Hosgeldiniz’ diyoruz. tarafindan dederlendiriliyor.

Tiizel iiyeler:

Anar Araktérma EjJitim Dan. Hi z . Ltd. kti. (M¢gzeyyen Buzlu
DAP Pazarlama Ar akt ér mal arée A. k. (Benay Bay¢l ken)

Diyal og Kstanbul Araktérma Ltd. kti. (Serap Battal),
Liljeberg Research International Lt d. g RobertLiligbedg) | ger Lil jehb
Mayak Reklam ArawgtmérMinzaTet Ltd. kti. (Taner G°n-)

Nehir Piyasa Ar akt ér ma&ekDaan.éve Tia httl. &kkt i Tur(zKke ma | Doj an

Odak Arakteérma Ve Danékmanléek Ltd. kti. (Murad Kafadar, E

Roche M¢stahzarl arée San. A.Kk. (Burak Bakkal)
Sever | mpeks VA alxamé&kmaan!| ék Ltd. kti. (G¢glin Sever)

Y¢zde Y¢gz Saha Tanéetém Dan. Ve Ti c. Lt d. kti. (Er kul Kéva

Bireysel Uyeler:

Aykege¢l Tegrsen (Unil ever)
Duygu Tg¢fek-iojlu (Ar-eli k)
Kpek Arga- (Unilever)

Lutfen senelik aidatlarinizi, Garanti Bankasi Galatasaray Subesi, Hesap No: 6200109, Arastirmacilar Dernegi
hesabina yatiriniz. Hesap mutabakati icin Dernek merkezimizle baglantiya gecebilirsiniz. 2009 Dernek
senelik 6dentisi 200 TL'dir.

Dernek calismalarinin dizenli yuritilmesinde blylk destek ve kaynak olan dyelik aidatlarini dizenli 6deyen
sayin Uyelerimize tesekkdurler.
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Sektorden Haberler

ERA RESEARCH & CONSULTANCY VE ANAHTAR ARASTIRMA BIRLESTI

Arastirma sektoriinde kendi alanlarinda uzman olan ERA ve Anahtar, tecribelerini birlestirme karari aldi.
Ocak 2009’dan itibaren iki sirketin uzun siredir devam eden isbirligi ERA Research & Consultancy’nin mevcut
ofisinde ayni cati altinda devam ettirecekler.

Adres: Halaskargazi Cad. No: 64, GUnaydin Apt. Daire: 9 Harbiye
Telefon: (212) 296 85 90

www.eraresearch.com

ALP YENER SEKTORDEN AYRILDI

Dernek Uyelerimizden Alp Yener, Synovate'te gegirdigi 18 yillik is kariyerini, kendi firmasi olan C 2 NJ A
CdzNAT YZI DPRS qAQHNBG ! @ ® RS RS@FY SiYS1 NISNB a2

SYNOVATE APPOINTS NEW MANAGING DIRECTOR FOR TURKEY

istanbul - Leading global market research company Synovate has appointed Ali Muharremoglu as Managing
Director for Turkey. He replaces Temel Aksoy, who has taken a new role as Chairman of Synovate Turkey’s
Executive Committee. In that capacity, Aksoy will focus on deepening Synovate’s relationships and building
strategic partnerships with key clients.

Muharremoglu has been with Synovate as a Research Director since 2002, working with leading global and
Turkish companies in various of sectors; FMCG, durables, finance, IT.

He began his research career as a research analyst in Ekinciler Holding, then he worked as an intern in Miller
Brewing Company, USA during his masters. After completing his masters, he worked as an International
Research Manager at a local research company, Bilesim. He continued his career at Coca-Cola as a Sales &
Marketing Manager, at Efes Yatirim as a Marketing Manager and at Coca-Cola Baku as a General Manager.

Ali Muharremoglu started his university education with Marmara University by beginning a Business
Administration degree. Three years later, he participated in an Exchange Student Programme and continued
his education at Beloit University in the area of Economics. He completed his masters at University of
Wisconsin-Madison, in “Marketing Research”.

Synovate CEO for Central/Eastern Europe and the Middle East, Kurt Thompson, welcomed Muharremoglu’s
appointment. “We look forward to new successes in Turkey under Ali's leadership, building on the
relationships that Temel has so successfully created over the years and taking our talented team there to
the next level.”

© PAZARLAMA VE KAMUOYU ARASTIRMACILARI DERNEGI SAYFA-7
AYLIK BULTEN SUBAT 2009 - SAYI : 57


http://www.eraresearch.com/

Paylasim

PRINCIPLES FOR INTERPRETING EYE-TRACKING DATA

Beyond the heat map
Editor’s note: Mike Bartels is senior project manager at EyeTracking Inc., San Diego.

There is no doubt that the eye-tracking revolution has begun. What was once an undersized niche market,
comprised of a few early adopters and university labs, is now used in many diverse industries. Recent
advances in hardware have improved the flexibility of eye-tracking systems and new software has eased the
process of data collection. These enhancements, coupled with a growing interest in exploring more objective
methods, have inspired a new generation of researchers to investigate this technology.

Of all of the industries that have begun to use eye-tracking, none have been more enthusiastic than the
fields of usability and marketing research. Advertisers, Web developers, package designers and media
directors have all started looking to the eye of the consumer for insights into product perception and
motivation to purchase. The potential applications of eye-tracking - from the television screen to the
computer monitor to the grocery-store shelf to the billboard - are myriad.

However, for many in these fields, initial attempts to put eye-tracking into practice have been less than
satisfactory. Data have caused confusion. Findings have seemed inconclusive. Problems have been left
unsolved. Lost in all of the excitement of running that first eye-tracking study has been a very basic
question: What does it all mean? Standard eye-tracking analysis software, which generates little more than a
heat map of visual attention and some simple viewing percentages, demonstrates a problem of style over
substance. Sure, the heat map possesses a great deal of “Wow!” value, but what can it really tell us about
specific research questions? How does this tool get us any closer to understanding our potential customers?

These are reasonable concerns. But before researchers transform their eye-trackers into high-tech
paperweights, it is worth taking a step back and considering the methods. A meaningful interpretation of
eye-tracking data requires a specialized course of analysis, one that involves thorough understanding of
visual behavior and how it relates to other information. As a starting point, we suggest three basic principles
that one must consider when attempting to use eye-tracking for their next study.
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Paylasim (pevami)

Principle 1: There is no simple answer

Take a look at Figure 1, which shows the visual attention to a Web page. What does this tell you? Is the Web
site successful? Do people understand the content? Can a new user find what they are looking for quickly?
What features cause confusion? What features are most useful?

(Figure 1: Analyzing the heat map won't give you the full picture of a viewer's experience with and reaction
to a Web page.)

If your answer to the preceding questions is “I don’t know,” then you understand the first principle of
interpreting eye-tracking data: There is no simple answer. Anyone who attempts to evaluate a medium by
simply generating a heat map of eye-tracking data has failed to appreciate the complexity of consumer
behavior. Did a particular advertisement receive so much attention because it was visually appealing or was
it because it caused confusion? Was the package on the shelf completely overlooked, or was it noticed briefly
and then actively ignored? These kinds of complex questions are beyond the scope of simple graphic
representations of eye data. A heat map is one of many useful ways to illustrate trends, but it should only be
used to complement more descriptive assessments. The movements of the eyes are part of an intricate
system that cannot be fully explained through simple analyses. Further layers of exploration are required to
understand the root of visual behavior.

The first principle offered here dismisses the idea that eye-tracking is the simple answer to all of your
questions. Sorry, you'll find no marketing research panacea here. This does not mean that the conclusions
will be complicated; in fact, a properly conducted eye-tracking study will generally produce results that are
quite intuitive and easy to understand. This principle simply means that, in order to draw insightful
conclusions, our methods of analysis must delve deeper into the user experience. As we’ll discuss in
Principles 2 and 3, quantitative and qualitative resources must be used together to establish a closer
connection to the consciousness of the consumer.
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Paylasim (pevami)

Principle 2: Quantify the consumer

A quantitative interpretation of eye-tracking data requires a working knowledge of statistical analysis and a
full understanding of the many ways that eye data can be scrutinized. It starts with the initial setup of the
study. If you are interested in learning how much visual attention is allocated to a logo in a commercial or a
product shot on a package, you must recruit a large enough sample to ensure that you can draw statistically-
significant conclusions. The specific sample size will depend on multiple factors, including how many different
groups you are testing and how many designs you are showing. It is usually best to consult a statistician
with experience in eye-tracking research to develop the optimal study design.

Other factors that should be considered to ensure the viability of quantitative results include the order of
presentation and the experience of respondents. It does little good to report that a golf-course advertisement
received 11 percent of visual attention on a magazine page if the advertisement was always shown on the
last page and only to people who dislike golf. Taking these steps early in the process of study development is
well worth the effort when you can later boast scientifically-valid results. After designing a sound research
study and running participants, the real fun starts. There are many ways to analyze eye-tracking data from a
quantitative standpoint. Most basic analysis software provides the option of examining the percentage of
visual attention allocated to specific areas of interest. When used correctly, this is a powerful tool in
demonstrating which features are seen and which ones are not. If you only want to know how much time
people spend looking at your package on a shelf, then a percentage can tell you that. However, in our
experience, marketing research questions are rarely this simple. The percentage of attention to a product,
logo or advertisement does not generally reveal all of the necessary information. In order to see the big
picture, it is often necessary to think small.

Figure 2 is a GazeTrace of one participant viewing a package for a period of two seconds. You cannot
underestimate the value of thin slices in building accurate interpretations of eye data. By dissecting the
testing sessions into second-by-second behaviors, a variety of new questions can be answered: What is the
first thing that draws attention? How carefully is text considered? Which features are seen last? Which
features are revisited?

(Figure 2: Analysis must be broken down into thin slices to obtain an accurate reading of what the eye
movements indicate.)
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Any broad analysis of a visual stimulus runs the risk of missing these precious morsels of information. As
shown in this graphic, eye-tracking allows us to isolate and describe these small slices of behavior in a
meaningful way. Web users do not experience a site or advertisement in one giant gulp; we consume it in
small experiential pieces. Thus, analysis of our behavior should take a similarly-focused approach. A
quantitative analysis of eye-tracking should aggregate these microfindings to clarify the more global
conclusions demonstrated by overall percentages of attention.

To put it another way, you cannot describe the forest without looking at the trees. Luckily, for the trained
eye-tracking researcher there are a variety of analysis options available to connect the minor details with the
major themes. In addition to broad analyses of overall attention, there are focused methods for examining
discrete trends. You can explore the order that particular features were viewed (e.g., was the product flavor
viewed before the brand name?). You can determine how likely people are to look at specific content (e.g.,
how many people glanced at the contact information?). You can gather information on which items are
viewed multiple times (e.g., once people viewed the advertisement, were they likely to return to it later?).
You can establish the degree to which people are engaged by examining pupil dilation (e.g., did people zone
out during the commercial or did they pay attention?).

Eye-tracking provides exact measurements for behaviors that were once only conjecture. Although the
process of analysis is more complex, it pays off many times over in the quality and depth of learnings
provided. Through quantitative analysis of eye data, researchers can add an objective component to a
traditionally subjective field of study.

Principle 3: Qualify the eye

The human eye is an amazing organ. There is a great deal that it can show us in the way that it moves, the
frequency of its blinking, the places it lingers and the dilation of the pupil. One important thing that it cannot
do, however, is speak. Eye-tracking is by no means a substitute for a good qualitative interview. There are
certain questions that can only be answered by directly asking participants what they think, just as there are
certain topics that can only be addressed through analysis of eye movements. In our experience, when eye-
tracking and interviews are incorporated into a hybrid research design, the quality of both components is
improved.

One approach we employ uses information from eye-tracking to generate better interviewer questions and
more accurate interviewee observations. This technique aims to combine the realism of an uninterrupted
testing session with the depth of information available in think-aloud and focus group research. In other
words, you can still gather the same detailed impressions and perceptions of the consumer without
disrupting their experience by continually asking, What are you thinking now? ... How about now? ... And
now?

The procedure is simple. Participants are allowed to interact with the testing material - be it a Web site,
television show, package or magazine - without interruption. Once the interaction is complete, a video of
their eye movements during testing is shown. As the participant watches their own visual behavior from the
testing session, they can recall first impressions, points of confusion, positive features and other details that
may otherwise have been absorbed into more generalized recollections. This technique has proven effective
in combating some of the moderator's most enduring vexations: respondents forget quickly, they make up
stories, they add misleading details, etc. Providing the respondent with a video showing exactly what they
looked at enhances the richness of their feedback.
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We recently used this method to evaluate the advertising presence of an online university. After participants
interacted with a Web page, they were asked why they had not clicked on any of the embedded
advertisements. While considering this question, they were provided with images of the targeted ads, but
eye-tracking videos were not initially shown. Most participants remarked that they did not click on the ads
either because they never saw them or because the copy was unappealing. If we had stopped there, we
might have recommended to our client that the advertisement be made flashier and the copy be reworked.

However, after following up with an interview, this original assessment proved to be misleading. While
watching the video of their eye movements, many who at first claimed to have never seen the
advertisements realized that they had actually looked directly at them. They were forced to resolve these
differences between their subjective recollections and the objective measurement of their eye movements by
thinking more critically about their experience. It became evident to most participants that they had, in fact,
viewed the ads, specifically the animated graphic within each one. After noticing this, the moderator was
able to focus a line of questioning on the impact of this graphic on their decision not to click. As it turned out,
“unappealing copy” had been a useful scapegoat for respondents because it was easier to explain than the
aesthetic problems that they had with the graphics. In this example, the use of traditional interview
techniques alongside eye-tracking provided us with a means to move beyond respondents’ snap judgments
toward a more accurate appraisal of their experience.

There are a few things to keep in mind when conducting this type of interview. The first is that the software
used to replay the testing session must not be cumbersome. The moderator should be able to jump quickly
between time segments in the video without disrupting the flow of the interview. When conducted properly,
the recorded eye movements will make life easier for both moderator and respondent. Another point to
remember is that you must remain cognizant of the larger picture. There is a wealth of interesting new
qualitative information to be obtained from discussing participants’ eye movements but it is important to
focus on major themes as well. The interview should strike a balance between overall impressions and the
details from eye-tracking that drive perceptions. The final point is that this technique requires practice. To
understand the nuances of eye movements, a moderator should prepare by watching videos of eye data and
consider what different patterns of visual behavior might tell us about the thoughts and perceptions.

Quantify the behavior

In our experience, the three principles described here are essential for any researcher seeking to unlock the
full potential of eye-tracking: you must be wary of oversimplification, you must quantify the behavior of your
participants and you must incorporate qualitative feedback into your analysis.

This is by no means a complete list of everything you need to know to run a successful eye-tracking study,
not by a long shot. There are other data to incorporate, such as Web usability measures and questionnaire
responses. There are different types of hardware to choose from, including remote and headset models.
There are multitudes of stimulus presentation methods, performance metrics, graphic rendering tools and
analysis plans that all must be carefully scrutinized to determine the correct path for your study.

Obviously, getting started is no easy task, but the quality of results and clarity of conclusions make this
effort worthwhile. A well-designed study featuring an elegant course of analysis has the potential to provide
a valuable vantage point into the mind of the consumer. It is this potential that has stimulated excitement in
the usability and marketing research communities.

The key to practically applying it lies in the training and tools of the researcher. Our experience has taught
us that the three principles described in this article are a good place to start on your way to becoming a
seasoned eye-tracking user. From there it is simply a matter of education, practice and perseverance.
Whether you keep an expert on staff and conduct your research in-house or obtain eye-tracking from a
professional firm, it is important to understand the basics of the technology.

Source: http://www.quirks.com/articles

© PAZARLAMA VE KAMUOYU ARASTIRMACILARI DERNEGI SAYFA-12
AYLIK BULTEN SUBAT 2009 - SAYI : 57



Arastirma

TUKETICI GUVENINDE YUKSELME

Avrupa Komisyonu tarafindan AB’ye Uye ve aday Ulkelerin ekonomik konjonktirlerini takip etmek amaciyla
yuritilen “Isyerleri ve Tiketici Arastirmalari Ortak Uyumlu AB Programi”’nin “Tiiketici Arastirmasi”’ni Mayis
2007’den bu yana Avrupa Komisyonu adina GfK Turkiye yuritmektedir. Arastirma Avrupa Komisyonu ve GfK
Tlrkiye tarafindan ortak olarak finanse edilmektedir.Tim AB Uye ve aday! Ulkelerde ayni denge yodntemi
kullanilarak hesaplanan ve karsilastirilabilir olan indikatérler her ayin son gunl ilgili web sitesinde*
yayinlanmaktadir. *http://ec.europa.eu/economy_finance/db_indicators/db_indicators8650_en.htm

GfK Tiirkiye Tiiketici Giiven Endeksi
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Aralik 2008°'de 1 puanlik bir dustsle 63,5 dlzeyine inen Tiketici Gliven Endeksi Ocak ayinda 5,6 puan
ylkselerek %69 dizeyine gikmistir.
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Tiketiciler Ocak ayinda, ekonomiyi, Ergenekon Davasi'ni ve Israil-Filistin Savasi’'ni son bir ay igerisinde
Turkiye'nin gindemindeki en énemli olay veya konu olarak belirtmislerdir.

Tiiketici Giiven Endeksi’ni olusturan alt kalemler ve degisimler

Bir °nceki

Endeks o )
dej i Kim

Kas.08 Ara.08 Ocak Ara.08 Ocak

Hanenin maddi durumu (gelecek 12 ay) 83,3 80,8 87.3 -3,0 8,0
Genel ekonomik durum (gelecek 12 ay) 85,7 85,6 92,6 0,1 8,2
Kksizlik oraneé (gel 479 49,5 54,5 3,3 10,1
Tasarruf ej i i mi (¢ 41,0 37,9 41,6 -7.6 9,8

Endeksin alt kalemlerine ve dedisim oranlarina bakildiginda Ocak ayinda gelecek 12 ay igin hanenin maddi
durumuna yonelik beklenti bir dnceki aya gére 6,5 puan (%8) artarak 80,8'den 87,3’e cikmistir. Genel
ekonomik duruma ydnelik beklenti 7 puan (8,2) artarak 92,6’ya yukselmis; issizlik oranina yonelik beklenti
ise 5 puan (%10,1) artarak 54,5’e cikmistir. Tasarruf edilimi ise 3,7 puan (%9,8) artarak 41,6'ya
yukselmistir.
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Arastirma cpevam)

Avrupa Ulkelerindeki Tiiketici Giiven Endeksi
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Tum AB Uye ve aday Ulkelerde ayni sorular ve ydntem ile hesaplanan Tuketici GUven Endeksi Ulkeler arasi
karsilastirma yapma imkani tanimaktadir.

Aralik ayi ile karsilastirildiinda Ocak ayinda Avrupa Birligi ortalamasinda 3 puanhk bir disis olmustur.
Kiresel ekonomik krizin etkisiyle Ingiltere’de 6, Almanya’da 5, ve Fransa’da 1 puan disis gdzlenmistir.
Bulgaristan’da bir dedisim izlenmemis; italya’da 4, ispanya’da ise 2 puanlik bir yiikselme olmustur.

Hesaplama Yontemi:

Tlketici Glven Endeksi denge yontemine gbre hesaplanmaktadir. Buna gére “hanenin maddi durumu”,
“lilkenin genel ekonomik durumu”, “issizlik orani1” ve “hane tasarruflari”na yonelik beklentilere
iliskin sorulara toplam cevap verenler arasinda pozitif ve negatif cevap verenlerin ylzdelerinin farki
hesaplanmakta ve bu farka 100 eklenerek cikan dederlerin aritmetik ortalamasi alinmaktadir. Endeks 0’dan
200’e kadar deder araligina sahiptir. Endeksin 100’den bliylk olmasi tliketici glveni acisindan iyimser
gorlste olanlarin oraninin kétimser goriste olanlardan fazla olmasini, endeksin 100'den klglk olmasi
tiketici glveni acisindan kétimser goriste olanlarin oraninin iyimser goruste olanlardan fazla olmasini ifade
etmektedir.

Arastirmanin Kiinyesi :

Avrupa Komisyonu adina yurdtulen arastirmanin saha calismasi her ayin ilk iki haftasinda 12 NUTS1 bdlgesini
temsil eden 26 ilin kentsel ve kirsal alanlarinda 15 vyas (zeri toplam 1,100 kisi ile gorisulerek
gerceklestirimektedir. Gorismeler telefonla anket yontemi ile yulratilmektedir. Her hanede tek kisi ile
goruslilmekte ve gorisilen kisilerin yas, cinsiyet ve egitim acisindan dagilimi Tirkiye genelini temsil
etmektedir.

* http://ec.europa.eu/economy_finance/db_indicators/db_indicators8650 _en.htm

Paylasim igin Hande Akdag’a (GfK Tirkiye) tesekkir ederiz.
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Tani

ALI MUHARREMOGLU
SYNOVATE- Genel Midiir

Ali Muharremodlu, 1969 yilinda medeniyetlerin besigi Mardin’de dogdu. Hayatinin ilk
yillarindan itibaren farkli yerlerde yasamaya baslayan Ali, Ilkokulu Ankara’da Ahmet
Vefik Pasa Ilkokulu’nda, orta okulu ise istanbul’da Bakirkéy Sekerevler Ortaokulunda
tamamladi. 1987 yilinda Marmara Universitesinde isletme Bélimi ile lisans egitimine
basladi. Lisans egitiminin 3. senesinde 6grenci degisim programi ile Amerika'ya gitti
ve lisan egitimini Beloit College’ta tamamladi.

Lisans egitimi sonrasinda Tirkiye'ye dond ve arastirma kariyerinde ilk adimlarini, Ekinciler Holding’de daha
sonralari cok zamanini gecirecedi Kazakistan, Ozbekistan, TUrkmenistan, Rusya ile ilgili arastirmalar yaparak
atti.

Ali Ekinciler Holding’de gecirdigi iki yildan sonra University of Wisconsin-Madison’da Pazar arastirmalari
Uzerine yilksek lisans yapmak icin ABD’ye yeniden gitti. Ylksek lisansi sirasinda ise ayni zamanda Miller
Brewing Company’de staj yapti.

1996-1998 yillari arasinda Bilesim Arastirma’da Uluslararasi Arastirma Midurligi gorevini Ustlendi.

Ali Muharremoglu’nun kuzey blok Ulkeleri ile ilk macerasi Coca-Cola Rusya’da Satis ve Pazarlama Mudurlagu
goérevi Ustlenmesi ile basladi. Daha sonraki senelerde bu bdlgelerde birgok pozisyonda goérev alacakti.

Efes Yatinm’da Pazarlama MUdulrl, olarak gorev alan Ali, Coca-Cola Bakl’de genel mudir olarak goérevini
yaratta.

Ali, Amerika ve kuzey bloju arasinda gegirdigi bu dénemi anlatirken, “aslinda butliin amacim su Unlu
salatanin gercekte Rus salatasi mi, yoksa Amerikan salatasi mi oldugunu 6grenmekti” diyor.

2000 senesinde evlendi. 2002 senesinde kizi Eda diinyaya geldi. Kiz babasi olmanin mutlugunu yasadi.

Kizi Eda’nin dogumu ile beraber Muharremodglu ailesi Tlrkiye'ye kesin donlis yapma karari aldi. Ali ve
Synovate’in yollari 2002 yilinda kesisti. Ali, Synovate’de arastirma direktorl ve yonetim kurulu Gyesi olarak
gorev yapti.

2007 yili sonlarina dogdru ikinci kizi Asli, diinyaya geldi...
Son olarak, 2009 Ocak ayindan beri Synovate de Genel Midurlik gorevini Gstlendi.

Ali Muharremodglu, bugiine kadar sayisiz arastirma yapmistir ve yapmaya devam etmektedir.
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