tuad

Turkiye Arastirmacilar Dernegi

r

AB ] INT

Téerkiye Araltérmacé

Sevgiliokurumuz, heraysi zi nl e paBlid ineznpENEEZE AEéENE Kkeyi
dilejiyle.

- Uygul amal &8 Pazarl ama Aral €é&rmasé Sert |
- GABserti fi kasé yenilendi

- T, AD Ekitim Seminerl eri Eyl ¢I ayénda
- 13. Araltérma Zirvesi 6.nin ana temasé |
- Barem Research, Research I nté&rnational
Pay | aGEIMOUR RESTAURANT'S DATA-GD / Mystery Shopping é_
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UYGUL AMAL I

PAZARLAMA ARALTI

Says Ey 2009

RMAS I

Bah-elehir | nOp(@opperativecEslicatiad o
Ortak-Eki tim) Programé benyesind REAFATIETEIE il d bl ERaN @il e bl
ortaklala giramimUyguleamal & aP %
Ar al t &r masP& oJeratnéffildkeQ @9 ne mi nc Sertifika Programl
tekrar ball &yor.
= O,
Programén ama-I|laré& arasénda, t“ad w
Araltérma kavraméneén ¢niversi . BAHGCESEHIR
net tané&nmaséné& ve anlal&l mas T ————— UNIVERSITESI
Kaynakl aré a-ésénkanbahtaygeée- .., ..
seviyesindeki ilge¢ceg 1 -in kaynak saklamak ve adayl arén temel kavi
edi |l mel er i i mkanéné olulturmak sayélabilir
Derslerin verimliliki a-&sé&ndan her prof§kaménikonvenpadndgiaoeéBah-
ol mak ¢zere 40 kil.i il e sénérl andérél melteéer.
Programa katélmak isteyenler (Bah-elehir !'!niversitesi °krencil er |
yaparak kayét illemlerini VwalkatalbémindBura&aKhkanui Fermueti |l i me ¢
(burucu.khan@arastirmacilar.org.tr )
Yer:
Bah-elehir !nmiversitesi Beliktal Kampe¢se
Adres: ¢&rakan Cad. Osmanp&b6Bal iMetkatiebik SSoANB WNo : 4
Web: www.bahcesehir.edu.tr
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G! VENKLKR ARALTIF Sa s Ey 2909

GAB SERTKFKKASI YENKLENDK

2] . ,

r Dernek logomuzun yenilenmesine paralel
olarak GAB serti fi kasénén [BUREAU |
dekiltirildi. GAB 01 SN

ri al
Hal;zf;;ﬁt;s(ig;g:;l;:gg:sut1 ana denet | m | n d en g e-ece k 0 Guvenllll’ Ara§t|rma“ BelgeS|
Turkiye Arastirmacilar Dernegi tarafindan

Tiirkiye Arag tlar Dernegi findan belirlenen H o H H

it a Sta eni sertifika takdim edilecek. :

Givenilir Arastirma Standartlan y belirlenen standartlara uyan Bureau
deZerlendirilerek onaylanmust. Veritas tarafindan denetlenen arastirma

gereklerine uygunlugu Bureau Veritas tarafindan
Ko sirketlerine verilen resmi belgedir.

»AB 02

Givenilir
Arastirma ey @tiad FH)

GAB sertifikaseé além s¢gre-1eri
www.arastirmacilar.org.tr  adresini ziyaret ediniz.

, detayl é bil

Belgesi

GAB ALAN FK RMAL AR:

GAB sertifi ka e sepedirerdéfa yaérl ad ddéern evtei mden ge- mekt edi r .

Araité&rma Firmal aS3edr:ti fi ka Al & mSahadVeriToplama Fi r mal ar &: Sertifika Al
e Nielsen 19 Temmuz 607 e Bulgu Aralté&rma ve H®Bl kElyd ¢d | idi0K7i
e Method Research Company 28 Akustos 607 e Etik Araltérma ve Sa&Ra EHKii amedtOl7er
e Gf K rkiJe, 31 Akustos 607 e Dikey Piyasa Aralt &r3ma Evke nDadn0&7i n
¢ Akademetre 18 Ekim 607 e Yozde Yeéez Aralt &r ma 23a bhAa aT arké to&n
e Ipsos KMG 19 Ekim 607 e Birim Aralitérma ve [R2&n8Armdelké kb0
e Synovate 8 Temmuz 608 e Ekol Araitérma Hi zmet8l Arial 8k 60
e Recon 9 Temmuz 608 e Elit Araitérma Ajans Tané&tém Hiz
e Millward Brown 5 Aral ék 608

e TNS Piar 19 Aral é&k 608
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SEKT ¥ RHABERLER Sa s Ey 2900

T, AD EKkTkM SEMKNERLERK EYL; L AYIl "~ """ "T"“VAM

9 Eyl ¢l ¢arlamba g¢neg ger-ekleitirilecek oMedya ¥ dileml dya Pl a
Eyl ¢l ayeé itibariyle ikinci bl ¢6m ekitim seminerl erim r Ar al
ekitim programémézda yer alacak konul ar ;
Etkili iletiflimve klilki Y°netimi, Liderl ikt e,EmMegrafikor tivasyo
Araltérmalar ve Semioloji, Kriz Y°neti mi ve Problem ¢ kl eri,
Sek§°r<',nde Pazar Araltér[nalaré, Zaman Y°neti mi, Gi zIl i M¢el teri Aral t érm
Araltérmal aré, | ARaelveAKal tt amman Al anl ar é.
Rezervasyon ve ekitimlerle ilgili detayl é bilgi i-in | ¢tfen Dernek mer
www.arastirmacilar.org.tr
13. ARALTI REAKHMRRVEBKOLACAK?
9-10 Mart ConrageérHekeé bdersddi Ne adlaa ctaekmal &
13. Araltérma Zirvesi i-in -al &l malaréméz son F
Zirve i-eriki, konulimacélar ve tema -al &l mal ar &
okurl arémézla en &Eaaak@amanda payl

ene sekt°r¢n nabzéasdenudtnagnz dierkail tsdernmea dZe r v e
mak ¢zere.

I
D
—_ =
— w0
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SEKT ¥ RHABERLER Sa % Ey 2909
BA R E M R E S E A R C BAREM RESEARCH, RESEARCH
| NTERNATI ONAL kKkLE YOLLA

4 Eyl ¢l ¢ar i Rerbwai g Okoguylailgilun | et ti ki yazéyéuzsizlerle paylalé&yor

Dekerli dostlar, sevgili arkadall arém
3 Mart 20009 tfirihli mekt ubumda, Barem ol arak yeni uf ukl ara dokr
birlikte -aleéltékéméz Research I nternational dbkeuyyoubandméz&nEgy

itibariyle yolumuza Barem Research olarak devam ediyoruz.

Pazarl ama araltérmal aré alanéndaki 27 yé&ll &k bilgi birikimi ve di
saklam verilere dayananKkial mgYmaglaé&r aglmnhmalalmanda bir yéldér ¢zerin
ve y°ntemlerimi zi de sizlerle payl alacakéeéz.
Yeni ufkumuzda.

Dényanén her yerinde geliltydmtd eninli e il min wl inkk wéypa zbimmakdt 8y anme
var.
Bu yeni d°nemde birlikte -aléimak delpaiai&€eé illere birlikte im
Saygélar ve sevgiler
Pervin Olgun
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2009 ERETWMKNRGGRAMI Say6® Ey 12909

2009 EKKTkM SEMKNERLPROGRAMI

UZMANLASMA - BRANSLASMA e BIREYSEL GELISIM @

Medya Olciimleri ve

derlikte P _
Medya Planlama Liderlikte Performans ve Motivasyon

9 Eylagli anfiB880817.30) 30 Eyl ¢l ¢ar idamspa (13.00

E k i t lmreVolkan Bilgin (AGB Nielsen Media Research ) Ekitmen: Vildan Karadeniz (FED Train
G¢el en At akbdWNSBa) gaz
Yaprak Aykan (Ipsos KMG)
Melis Tufur (MindShare)

BIREYSEL GELIiSIiM @ Ekitimler, LaresPark Hotel dde (Tak

Yar ém gtéiinmekdreti standart kateél ém
340TL, ¢ye RlaTLE| EDVOdi r .

Etkili iletisim ve iliski Yénetimi

19 Eyl ¢l €8.0013am80)a ) Ekitimlerin detayl & i-erikleri i-i
Ekitnefns:un ¥ nlkdauesl Dan)él bakl anté&ya ge-iniz

TerkAyakt érmacéel( at ADprnef i 6|Page



Mk ZAH K¥LESKk Sa& Evy 2000

DILBERT STRI

OUR MEL) THE ONLY LJRIMELE WELL. WE CAN
DATA CENTER IS 15 THAT THE POLJER WHAT ARE QUR RUN T'l';E SERVERS

COMPLE COMPANY WIONT GIVE CPTIONS? LWIITHOUT AIR

—_— Us THE KILOWATTS CONDTTIONING.

\

THEM LJE CAN TURN

UNTIL THEY MELT LET'S GO WITH THE

OR WE COULD ALL
INTO A TOXIC BLOB. btk QUIT OUR. JOBS AND T R, DUT Wk
Ce— — CELEBRATES POOR EAT BUGS TO SURVIVE. SOMETHING ELSE
PLANNING.

Source: www.dilbert.com
http://lwww.dilbert.com/strips/comic/2009 -08-09/
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GET YOUR RESTAURANT'S DATA-GBGD

Editords not e: Deaof Thd SeAty Marketing Group, @& Rrisco, Texas, consulting firm.

A well -developed mystery shopping program remains one of the most effective and affordable methods of gathering operational data abo uta
business. I't doesndt ma tanteare afradnchigon/area dewatopeo, el cham erinaianal powerhouse, the data gathered

from this market research method can provide support across multiple areas of your enterprise including operations, marketing , customer
satisfaction and policy comp  liance. For franchisors and area developers, including a provision for mystery shopping in the franchise agreement

can institutionalize the program and provide a consistent data -gathering tool that can be used by the franchisor and franchisee alike.

With rising energy costs, all businesses are seeking ways to maximize cost and productivity while protecting and expanding market s hare.
Mystery shopping programs can be a low -cost, high -value investment that enables you to collect critical frontline data.

Unspoken promise

Perhaps nothing is more important to a business than its reputation. At every customer touchpoint you have the opportunity to build brand

equity and develop customer loyalty. From the neighborhood diner to national chain, every restaurant make s an unspoken promise through its

menu, d®cor and service quality. Consi st e nnegotabeecomponenbafsuadss apdidtimatetlyy and ser vi ce i
customers wil/l come to gauge each rest aur an tniose thénromenodation itis driicad ® mailame as. For busi i

consistency among multiple stores.

Utilizing a consistent series of anonymous on  -site evaluations, data can be collected to detail the actual guest experience versus the expected
guest experience based on  your guidelines, policies and philosophies. Field evaluators gather objective information areas such as:

telephone skills/hostess service;

guest experience;

food quality and temperature;

facility condition;

cleanliness of restroom faci lities;

parking -lot condition;

dress code compliance;

visibility and interaction of management staff; and
compliance with franchise agreement.

o J> To T I> To o Ix To
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Coaching tool

As a brand protection device, your mystery shopping program can function both as a coaching tool and a quality assurance monitor. When
the project is specifically designed for your business, you can gain information about how closely policies, guidelines and s tandards are
executed. With a mystery shopping program you can quickl y learn:

1. If focus items, such as seasonal or daily specials are being presented to each guest.
2. How skilled frontline employees are at handling guests.
3. Whether the overall operating philosophy is being practiced.

As the data from completed evaluat ions accumulates, you can use the analysis tools included with most mystery shopping programs to track
key performance areas, identify trends and uncover areas of strengths and weaknesses.

For the multiunit operator, in both the franchise and non -franchis e environments, mystery shopping provides a consistent method of collecting

data that can be used to create comparison and performance reports. These reports can range from comparison of overall evalua tion scores
to trend analysis and tracking of key perfo rmance criteria. Reports commonly track data on a rolling 12 -month, month -to-day and/or year -to-
date basis. In a franchise environment, the presence of an established mystery shopping program provides value for the franch isee as well as
the franchisor/area  developer. When these programs are implemented early in the life cycle of the business, they tend to become an

accepted part of the brand culture and a tool that has value for all stakeholders. An established program can be used as a wa y of

differentiatin g a franchisor from their competitors. From a franchisee perspective, it:

A offers access to an established program;

A provides a tool for employee motivation, coaching and recognition;

A begins data collection from the time a unit is open for busin ess;

A gives access to best practices from other business units; and

A sets a baseline to compare unit performance to established indexes.

By including provisions for on -site evaluations in the franchise agreement, you establish the presence of a myst ery shopping program from the
onset as your way of doing business. The program becomes simply one of the many components that you have in place to help the m succeed.
Franchisees gain value because they do not have to spend any of their resources developing a similar program. In addition, performance data
accumulates from the first day a unit is open for business. For all operators, the result over time is a robust base of perfo rmance data that can be
used to sharpen staff performance, track progress of trai ning, marketing and similar initiatives as well as quickly identify potential areas for
improvement.

TerkAyakt ermacéel( dat ADprnef i 9|Page



Across multiple areas

Your mystery shopping program should be both affordable and provide a high return on investment. A well -executed mystery shoppi ng
program will supply you with data that can be used across multiple areas of your business. For example, your program should s upport your
operations department by supplementing the on -site visits of your field staff with the structured operational review provided by the mystery
shopping evaluation form. In this role, the program becomes an extra set of eyes and ears for your organization. For the fran chise operation the
program can provide valuable insight and data to all the members of your team who inte rface with individual franchisees. The mystery

shopping reports can provide early detection of possible process or policy issues as well as identify best practices that can be shared with your
management team across all locations.

For those in marketing, your mystery shopping program can provide specific feedback about the presence of marketing materials, if the staff is
consistently highlighting the sale of focus items and the condition of menus, menu boards and other signage. The mystery shop ping program
can also be used to identify  and reward star performers. You may find that some of your current food and beverage purveyors may help defray

the cost of your program if you highlight their product as part of the monthly shopping scenario.

Mystery shopping programs that are tied to employee incentives can provide a powerful motivator for workers to maintain consistent service

levels. Bonuses and rewards can be linked to program results, encouraging employees to embrace operational policies and proce dures. The
data from the reports can also be a key tool in training and coaching. You can quickly take action on areas requiring improve ment and
monitor the progress over time with objective data.

Reviewing the purchase receipts submitted as a requirement of your program may assist in accounting compliance as well as discouraging the
giving away of items without properly accounting for them.

New life

The Internet has breathed new life into the mystery shopping industry. Field evaluators can complete and upload rep orts in 24 hours. The almost
instantaneous feedback from an on -site operational assessment can alert you to potential problems which can be acted upon immediately.

And, over the long -term, the consistent collection of data provides a series of impressions. You can identify trends that can be addressed with
training, one -on-one coaching or counseling.

Industry giants like McDonalds, Starbucks and Chipotle have long -standing programs. Both Brinker I nternation
Carlson Restaurants Wor | dwi de (T. G. | . Fridayf6s) have programs in place, as do regional
Program frequency can be adjusted to meet your individual needs but even one visit per month will return future dividends. Th e information that

you gather using this technique cannot be captured using comment cards or similar devices. In fact, the companies referred to in the

preceding paragraph use the data from both mystery shopping and customer feedback to drive their decision -making process. The blend of

objective reporting (mystery shopping) and subjective feedback (from guests) can be an effective way to keep in touch with bo th guest

expectations and the quality of the guest experience.

Article 1D:20090109; Published: January 2009 , page 66 Author: David Agius
Kaynak: http://iwww.quirks.com/articles
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Krizin etki

ARAL

l er i

ni

DEKERLENDKRMESK

DARALI YOR

Says Ey 2009

Geor
%3 0 ;

kriz

snt
d e
ade
dO

buersezon ¢
ger-ekl el ti

en derinden hisseden sekt°rlerden biri o | amera +Ddijifali retsien |
-er-eveleri);Ma3@89 dOoaki ndeemenitnm ki mkz5sayéna kéyasla adet sel ol ar ak
kaydederek 276 bin adet ve 100,6 milyon TL ol arak ger-eklelti.-%Bakemda ak i
kameralarda ( -%4 2, 6) gerkeakl| gleini ve -ekici bir pazar olan resim -er-eveleri,
2008 yélé Temmuz ayénda dijital fotokraf makinelerinde uygul anmawpadi balalza&y am
stokl anmé&l sebm®s yl e ge-tikimiz seneyi -ok fazla etkil emedi Ancak
marka i-in dekil mekle beraber %10 ve %20 arasénda fiyat arteéellaré

Ocak- Ocak- Ocak- Ocak-  Ocak- Dcak-

ADET (BiN) Mansl7 Mans08 MaysD9 | |DEGER{TL) Mayis07 Mawns08 Mays09

Dijtal Fotogral Makineeri ZZ1 3Z2 226| |Dijtal Fotograf Makineler #Z10 101918 74.080

Yideo Kemaralar g2 53 36 Yideo K emaral ar 50,534 43,117 24,451

Dijital Resim Cerceveleri 1 B 14| [Dijital Resim Cerceveleri 212 1.410 2.112

D. FOTOGRAF MAK,
KAMERA,
-

=

D. RESIM CERCEVELERI

T e

BUYOME DCAH-MAYISOT = DOAK -MAYISHR BUYOME OCAK-MAYISOR-= BCAK-MAYISDY

SATIS ADETI  SATIS DEGERI(TL) SATISADETI  SATIS DEGERI(TL)

26

F11,9 566,7 497

GfK
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G! NCEL ARAL Say® Ey 2000

Kamera Pazaré ise ogadealkimendasakmaséak.i firma sayésé& artél glsterdi. Ge-ti k
payl al 8l &rken, bu sene piyasada 8 farkl & firmanén ¢r¢enleri bulunuyor.

Dijital resim -er-eveleriyse tam aksine sekn¢rerkatélan. ye@odD7oyenhéuanldarIPai pap
olulturduku bu Dijital Aksesuar Pazarédénda, 2008 yélénda -okuh@0Xiynd&ldemé g eil lek
ayénda ise rekabet eden mam&ak spiyeséda80lba paikse)] di AviAhupa ¢l kel erine kéyasla -
Noel zamané ger-eklelien Al manya Pazaré, Te¢rkiyednin yakl al &k lelklei ikat 8l brayneykald
i kiye rkatl é&yo

MODERN KANAL B! Y! MEYk S! RD! R! YOR

Dijital Gor¢nt ¢l eme Pazaré i-indeki her sekt°rde; Modern Kanail mpdwermn&k ardtl @amma
devam ediyor. Dijital resim -er-evel eegtilnemi nee edieysier t manhanZalt®rk ngz2 @1 ii ndneam ks at
makinelerinde ise Modern Kanal 6én payé %8806e kadar y¢ksel di

D. FOTOGRAK MAKINELERT KAMERALAR DIJITAL RESIM CERCEYELERT

Dicak-Mays08 Ocake-Mayesr9 Dicak-MaysD8 Ocak-Mays9

Ocak-Mays08 Ocak-Mas09

W Tiketici Elektronigi Magazalan
B Zincir Madazalar

W TeknolojiMareter

O Bikjisayar Dikdkanlan

GfK
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G! NCRIRALTI R Sa6® Ey |2009

¥TV ve KUR ETKkSkKk HKSSEDKLKYOR

Dijital fotokraf makinesi pazar é&né&, hem gedetikkriinzi ze tykdils iuyylgeu | daenkmeary ak abzaal nl aany aFhu r¥a
etkiledi. T¢ ket i mi telvik amacé ile Mart ayénda beyaz ve kahverengi el yal afda uyglt
nasibini Ydlkemld&n fiyatlar tgslkegmeaniyived@®lrael dikil kampanyalé& modellere y°nlen
toplam pazarda ortalama fiyatlar sadece %4 y¢kseldi . Dolayéséyla %3061 uk adet ¢
Satis Adet % i i o i i
D. FOTOGRAK MAKINELERT DINTAL RESTM CERCEYELERI

Dicak-MaysB Dcak-Maysis

W =0Tl

B 100=M0TL
B 200=300TL
[ 300=400TL
B 4002500 TL
W S00=750TL
[ 7501000 TL
W 1000=1250 TL
[ +12507L

GfK

Kameral ar i -in herhamai dbeikri |l¥Tavhcsaakz kluonuweki il iminden bir-ok marka etkil endi

segment markal arén pazarda saté&ilarénén ger-eklelmesi sétie il arlak grralamaitiy
de g°r ¢b30RF 50 TL arasé& kameral ar &n pdaOy0é TILi daerral siéknidnai bkiorr uarrktedni, ¢3e0r0- ek | el i yor .
sene10062 00 TL arasénda piyasada model bulunmaz iken bu sene bu segmentin payé %4
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G! NCEL ARAL Sa % Ey 2000

Y Z TANINKASKFFGONU REVACTA

Fotokraf maki nesi se-iminde m¢iteri g®z¢nde il k akla gelen kritredd esdeéal &
ger-eklelen modell erin yaréséndan fazlasé 7 ve 8 mezgca,pﬁc"xseéné\rra&é've°9¢mggap,kxe
ol dukunu g°r¢yoruz. Ayréca 10 MP ¢zeri fotokraf makinelpri nimé bneéml iIKodlakdEe
ve 10 MP ¢zeri fotokraf makineleri, pazarén %28ddini olulturdu.
Fotmo&f makinelerinde y¢kselil gPsteren en °nemli °zellik ise OFacelORecogni't
model den 196u Face Recognition ©°zellikini bulundurlgrken, bu seéle dlaba mpoidked edke
segment modellerde g°rd¢kegmegz bu °zellik arték giril seviyesi model |l ere de ekl
Son olarak Dijital resim -er-evelerinde 7 inch -er-eveler en afdevosreil ¢pragymrn all nad)
Sabtis Adet % A . . . ; ;
0. FOTOGRAK MAINELERT KAMERAL AR DINTAL RESIM CERCEYELERI
Dcak-Mats0B Dcak-Mayes0D Dcak-Mayas0B Dcak-Mays0D DOcak-Mays3 Ocak-Mapsrd

B =2

o 5E MR B =7 indes
M 57 MR M 7 inches
a1 B &inches
CERL [ 9inches
M 9-10MP W 10 inches
O =inp W = 10nches
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G! NCEL ARAL Sa& Ey 2900

G°r¢nt ¢l eme Panel i i -in Bilgi Al 8nan Satéli Kanall ar &:

Teknolojik Zincir Marketler : Teknosa; Darty; MediaMarkt gibi zincir marketler.
T¢eketici ElektronArk-ielSiak,8 [V eNsotketlalgairbdi: M¢gnhasé&r ve Markadan Baké&msé&z Karma Bayi

Zincir Marketler:

-Hi permarketl er &:Carpreeafnoaurk e,t |Mirgr os ana ¢re¢n -elitleri hézlé te¢e¢ketim ¢renleri
-¢ ok Katl & ve B°I'¢',Yi"rl<ll\/t,, MBaokyanzear| atre k st i | creéenlerio, giysi, el ektrikli sréenloer z
bel ¢mlere ayrél mél makazal ar .

-Yapé marHreaklteirker, Ko-tal gi bi ev dekorasyonu, banyo, mutfak ¢réenlern ve akse!
-Cash & Carry : Met ro gi bi eve teslimat hi zmeti bopmagae, gbdychelgdaial idéi gengirignyeri
kull anécél aréna sunan sat él kanal édér .

Bilgisayar ApklkeanCasper gi bi M¢i¢nhasér ve Yazécéoklu, Mecidiyek°ydeki gibi mark

Terminoloji:

Sat &l Bidmdn:é n, bir modelin ya da bir ¢re¢n segmentinin satél hacmini go°sterir
Saté&i Biromarkanén, bir modelin satéi dekerini g°sterir.

Sat €l AdedBi w;maekanén, bir modelin se-ilen srén segmeretrPe). veya ¢reé¢n °zell i kil
Satéil Dekeri /| CiroY¢zdesi: Bir markanén, bir modelin se-iéeshni¢¢g¢ateegmetdo)i
Ortalama Fiyat: Bi r model i-in ilgili °]l - ¢m periyodunda PERaAKEEINDEp iPyAaZsAaRd aN DAE rS-oek | Teslkeen

ortalama fiyat.

Paylalém i-in Hande Akdakda (GfK T¢grkiye) telekker ederiz.

TerkAyakt érmacéel( at ADprnef i 15|Page



I YEMKZkK TANI Y/ Sa )& Ey 12900

Sevdi ALADAK
Y! ZDEY! Z ARALTI RMA

1969 yé&lé&nén hemen balénda, kendi sini rahmetl el dnk@&mémEv&kaker
Keymandén deyi mi ile OMeri-8in °te yakasé&ndadé dokmul um. Daha
d°nemin ve g¢zel yurdumuzun i-inde bulunduku zorlukl ara daha
balladém. ¢ocukluk kWéhl|lpa@ahbial ¢ eki-ocsiu satmak, ayakkabé& boyac
bir-ok iilte -alé&itém. Benimle yaltal olan akranlarémén hemen |
ama o zamanlar -ocuklukumuzu meker ne ampdam®l-35 oy &l doéut iylad eamé$
aré m¢thil i mkanl ara rakmen tatminsiz, genl erinio il lagni skaeynadri
rd¢k-e daha ivyi anl 8yor um.apkalmamgama m&n sreev dk &d ar haad & eb iork ulyeayc ac

gazete par-alaréné okumanén bana ne b¢gyeéek bir hazramaer di ki ni
az zamaném. . .

Kl kokul ve Ortaokiul wal ldar & ihm#idl ébagqe- °yl e geliyor. Ardéndan Mesl ek 1lisesind:é
meslekte 2 yé&l -alé&itéktan sonra asl &nda yapmak istedikimlidigimn ©Ouzamaadak @maa hl
her ey daktilolarda yazeélérken ve Ilehir déiénda kazandékém @i veesi(tndge@egi
duydukumda bilimsel bir ley araltérdéklaréné ve J)ablor aaybkék gbshliagiBsmd grpamk ol
gitmiltim. Sonrasénda ©°nce veri giril operat°rl ¢ke¢, bol¢m Hafbakiadék&mnsBa] §
sene sonra bu kez TNS Piardda, askerai kolveaidasisohlagtb@&mnmel i &inn -ok zor bir |
28 ge¢nl ¢k uzun (1) askerl ik g°revi mi yerine getirdikten sonrmes!| eskkhdyate&ima
devam ettim. Bu arada mezun ol mayé hep ertelbadiakidmmiky¥ F ekykitfilsiatg eb%elng nveen ¢u zbuint isr¢
maceramén d°ng¢l ¢nde, [ i mdiki adé& Synovate ol afmnallrifzr avtee sG@GatBurkklel ¢&mlNR O nii inr kyetr
Buradaki 4 yél én ardéndan,& 2deypédr tdmaa nGfyk® nTegrikciiyl e &kd ee rd ynn yapt ém. Lu anda, hal e
Tan. Dan. firketinde, sekt©°re aké&rl &kl é& olarak saha hizmet.i v ere emeldilolduma | 81 ma v
ama ben bu sekntdoerksi vceani-ayé seviyorum. O y¢i¢zden daha wuzun yéllar i-inde ol mayé
Yazl ar &, Avi addaki me¢tevazi yazl ékémézda, tam anl améyl a -tkkalimekndah| e¢md yimesoku
etrafénda, dost muhab®eyvhkéndgykipmakBumeMete ile birlikte bisiklet S¢rmeyi -0
sayamayacakém o kadar -ok dekerl:i insanla -alé&itém ki, i yi k«okwer2l wkd i°lnec eh alb
g°r ¢clymedevam ettikim, bana -ok [leyler katan y°neticileri me, dostl aréma bu ve
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