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SESYOINGEGIBYREVIZAVONU

2006 yé&llegrkday,e Ar al t &rémaicrgl laird edrelrinkeikide, araltérma I[irketleri ve
iletilimin sorunlu SESkohwas @mamna rereitvmie ke latm®°r e bir s¢aedar ar glet & ron
[irketleri ve araltérma kull|l am&célndrni &l i anvaf &redastandart Hiti Steh S | 24 bdi[dredc e
gel idivtei ryagéal a

200986a geldikimizderemleerk gekélasne vaSES? I eekmandbeargekdrn r et kisinir
kull anéménén zorluku konusunda al dékéméez geri bil dirimler czeri
tarihinde SE® i n kul |l anémé i | el dd&dgevykei fbiirrmaamekze tc eyvaapp | ad é . 200@ FES:Kk asloansué | a
sadece sos yaI stat¢ye tanémlamakta ve ekonomi k dekilkenl eri i - e
°] -ekl erde dest eEkimay & mbh@a ka raadiétrér ma | i rikkeitminzd etnk well ldeen &eltma kt a ol ar

2006SESskaI’asenén Tl AK, Bl AK, Rl AK, HTP gi-bocsehdnédahkmeiman@&k&nél ma
gestermil tir

Téem bu veril egeliréniesldk 8 ka Ittiédm ofaa,kt ©r |, @ahaibasit bk EESbskanhnasiédén ol ul tur ul
amacéyJdEad 2006 s krevizeaedifecektir. Pr oj e s¢recini VSES komitesi lo | ¢ £ & u €antlad u .
Schabiodnun bhEkadulat ur komitede Mey k- k¢ iddelkt en, DBmek gehel S ekreteri Sel - uk K&l & -
Met hod Research CoApialnly@d d &mar dé mc é ,SyH o v @y iehiasaeKrEolug - Reklam Verenler
Derneki Batdadér Nleenisreddédén Bpmds®Etl Kvan- BiGfgle maar kli mieodéar avd u man
Bar em Re sen&Nuortdiuder almaktalar.
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G! VENKLKR ARALTIF Sa66 Ar a RO

GABO02 ve 1SO 20252:2006GE¢ kL S! RECk

GAB Y°netim Sistemi stafGhAB Ol) 20@8 kgéladmah ahe
firmalarémézén wuygul amadakISO 20250:2006tgerdkldikleri esesl
al énar &k erde \ iGABIO2 wlear ak yayénlanméltér.

Eker fir@aABOlbehgesinin ara kontrol d ° n e nGAB ¢ . — | mada
02standardéna ge-mek istiyorsa Bureau Ver i t| Guvenilir Arastirma Belgesi |, 5 ;

s°zl el menin @GABORkeméeéimepamél masé ger ek nBAR § |UrkiveArastrmacilar Dernegi tarafindan
belirlenen standartlara uyan Bureau

0O2Y°netim Sistemi standardé ve keélGABOQ2zle rlike Veritas tarafindan denetienen arastirma Fior
ISO 20252:2006 en_tegre Qenetlm i stekine ba3AB 82 ile birikteal80O 20252 SitkataniG NSrleh Tasmi DElGedin

denetimi de sunulabilecektir.

Bunun iirmanén |1 SO 20252 belgesi al maya denetimden ©°nce karar ve
yapélan s°zl el menlS® 20R5a0pnsianméchel ayaz el € ol masé ger ek meGAB & &ilSO. Bu t
20252:2006 ger ekl i | i k leategrenotarakg °(ri ek i ayr é denetim yerigneer kleenltteigrriel ede ke
raporl anacakteer . Ayréca bu belgenin kendi edilecakyir .s ¢Buwercadai -° mendyir é
°nceden ne kapsamd}a ve hangi bel gel endiommes udhalrme tBiumleerui nvierr i ttalse p |
arasénda bir s°zl el me yapél maséedér. Bu teknik bir gerekliliktir
Tem bu s¢gre-ler ile 11 gili daha det a@GAB02 bli &4 ga k a gnpkisteydnléenatag v c ut s ¢
Bureau Veritas GAB Sorumlusu Seda Bolat ile irtibata ge-ebilirl el

Kl etili m:

Telefon: 0216 518 40 50/ 426
E-mail: seda.bolat@tr.bureauveritas.com
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GABALAN FkKkRMALAR:

Araltérma Firmal arSéertifika Al

é€m T SahadVeri Toplama FBemni hr Ba Al €

M Nielsen 19 Temmuz 607 T Bul gu Aral té&r ma 15 Eyl ¢l 607
1 Method Research Company 28 Akustos 0607 f Etik Araltérma 22Eki m 607
1 GfFK T¢érkiye 31 Akustos 607 f Y¢ezde Yeéez Aralt 823maAr al 8k 60¢€
1 Akademetre 18 Ekim 607 ¢ Birim Aralitérma 25 Aral ék 060
 Ipsos KMG 19 Ekim 607 1 Ekol Araltér ma 28 Aral &k 80
f Synovate 8 Temmuz 608 f Elit Araltér ma 22 Nisan 609
1 Recon 9 Temmuz 608
1 Millward Brown 5 Aral éeék 0608
T TNS 19 Ar6aI8¢é k
| SO 20252FBEMGSGEAR (SEARC,

T 1S0O ¢
Aralité&rma Firmalar L[Z20252‘§§
1 Method Research Company fl_ =
I Akademetre Az,, & %‘Q

i Barem Research
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SEKT ¥ RHABERLER Sa@ Ar a9k

B k AKUSAL BASIN OKURLUKHALESk TAMAMLANDI

Ulusl ararasé Rek| aBrikAthdlesiki Det a mi mb ailyitlna6skeays| ddazartesi g ¢ n¢ yapt ékl aré medya a-
sizlerle paylal @&yoruz.

BKkAK Ul usal Basén Okuéluk i halesi tamamland
Basén kzleme Araltérmalaré Komitesi Mart 2010 yé&l & itibariyllier kgltisall e
s¢rdéegrme kararé al dé

Basén sekt®r¢gnen tem tarafl ar éné ortak bilg'dolsz(eunih'eddé hUtUbtqrmaku,l
rekl amverenlerin reklam harcamal aréné etkin bir lekilde ger+ell &latsiemeb
kzl eme Araltérmal aré Komitesi 2010 yeél é& Ul uerail s iBmatse ns °Okluea |l mek sSAgrad stié r sna
a-€el maséna karar vermilti

A-€él an bu ihaleye, Akademetr e, Bar em, Esti ma, | psos, Mi Il ward aBr own,
Lirketleri katé&ldélar.

Uzun yeéllardé?rAndétBirmmesekeren bu kurulullar Basé&n sekt°r¢ne gelil mi
i-in birbirleri ile yaréltéelar.

Rekl am Ajansl ar é, Rekl amveren ve Bas{an temsilcilerinden oycluﬁ’alnttBiKAKe
2.9g¢nen sonunda ESTKMA Araltérma Danélimanl &k Lirketi ile -alélmaya kar
Mar t 010 itibariyle ballayacak yeni d°nemde Ul usal Basén Okurmad uk Ara

201
sakl ékl & hem deoplahmakbhém! mk bn |l gliadak.

TerkAyakmaceéel ar (Dé AD ] i 5|Page



SEKT ¥ RHABERLER Sap6 Ar a0k

DORA ARALTI RMA ORTAKLI KI KLE ARTI K CFIOI N H

Ann Arbor,Michigan 6Kasém 02, 20009.

Stratejik m¢glteri memnuniyet. °l -¢m¢gnde d¢egnyada | ider firma orhan CFI
Aralté&rma ve Danéimanl &k hizmetleri ile temsilcilik anlal maséeksmzal ad
hizmetini wulusal standartlara g°re °l-me ve karil &laité&rma ©%zeolllnmukii ne
oldu.

CFI Group, mel teri memnuni yet.i °l -¢m¢gnde altén standart ol arak g°r¢l e
alan il eri d¢zey istatistiki metodol ijiyi kull anmakt adeé&ad ( Dorrtaé ki -Ti¢nr kh
mel ter i bir ortaktér) performansl|l aréné ulusal memnuni yet endeksine g°r
Dora Araltérma ve Danéimanl &k kurucu ortaké Mustafa Kelek-i,civ®FIl Grou
kendil er i i-in -0k ©°nemli. bir geliime oldukunu s°yledi ve 0Bametleri er i d ¢
°l - ¢ml emel er i kapsaménda |l ke genelinde ve kendi sekt®°rl erinde mevcu

¢
ol amadékl aré bir ayreécaléka sahip olacakl ardér 6dedi

CFI Group CEOOGsu Sheri Teodor u, ODora Aralité&rma bizim i-inolarake al bir
g°rmel er i bizim yakl al @émémézeé birelicmkgm@seétomglt avdeé r hi zknmeatnléeyror Dar akdin €
memnuni yetini arttérarak kOr hedefl erine wul al mal aré ve bg¢gyeéemel eri y ol
sadece Doradnén sunabileceki bir hizmettir. 6

Payl al &m i -Kell eMu-sittaffea ( DORA Research) telekke¢r ederi z.
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13. ARASTIRMA ZIRVESI

sunucul ukaamat ol Kar 6Babkgh 'niversitesi

12. ARALTI RMAKMRRVEBKOLACAK?

9-10 Mar t 2010 Conr ad Hot el 6de ger-ekl el ecek
hazérl|l 8kl arémézKagevamr édiayonmaya Hhwd0 @@ ke méni
k at & hhédefliyoruz. Zi r vednrki mg-¢énl 81 konul maséné&aydorkce
S¢reyya i Rihcva-ég¢®Iimaks@mwel Bah-el ehiden Sanyiévner si -

u [ |
SIMDI NE Y& maz ofesrmeek| el tHerece«derol duku gibi ©°n¢mgzde

yapacak.

Zirve Programénda yer alan oturumlar:

OLACAK"
o

1. G9%.Ntart 2010) 2. G¢n (10 Mart 2010)
U A-818&1 Konuimase -A-81 81 Konulmasé: Yé&lr
C-ONRADHOTEL - 1. Oturum: Dijital Pazarlama -¥zel KodBikllarre Hi kayel
- 2. Oturum: Finansal Servisler -1. Oturum: TUAD Y°neti
-¥zel Bo IAssmaf Stave-2. Oturum: Sakl ek )
- 3. Oturum: FMCG -3. Ot ur um: Gen- «kl etil
Zirve katél &mé i-in kayéavantéané&n bdard | id2.d &Erykamarklagrsédn é

Zive Katél ém | cretleri

19 Lubat 6F@r keard akay 8t 4A0vGa nTilaj#® KDV (! ye)
450 TL + KDV (Standart)
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2009 EEKEMK NRGGRAMI Say® Ar a ROk

ARALIKEKK TK M SEMKNERL ERK

SPOT EGITIMLER
Medikal Sektorde G

Pazar Arastirmasi

11 Ar al é(#3.0Ca1%n.80)
Ekitllmeheynep Gg¢ v e riMerck Sard& Dohme )
Serra Bozkurt (GfK T¢rkiye

Ekiti mleRgr L aHHet el dde (Taksim

Yarém g¢n ekitim ¢gecreti:
St andar t 34EHEHAK®V, € m
l'ye ka3oeTL+ nKDVAdi r .

Ekitimlerin detay
Dernek merkezi mi z

UZMANLASMA - BRANSLASMAO

l & i-erikler
|l e bakl ant &
Panel Arastirmalari ve ' y

Kullanim Alanlar

16 Ar alt & k | aan(18.00 617.30)

EkitlmeBer k ¥z(@GeHkiTJdr ki ye
Neval Kurtail (Nielsen)
Ceyhan Demiray (Ipsos KMG)
Emre Oker ( PepsiCo International )
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DILBERT STRI

E
MY CUBICLE 1S 8] DID YOU CREATE A 5 WOULDNT Im™

SURROUNDED BY LOUD | PRESENTATION ON 2| ITHAVE HOPING
IDIOTS WHO MAKE IT § WHY YOU COULDN'T 2| BEEN JUST TO USE
TMPOSSIBLE FOR ME TO DO THE PRESENTATION |2]|AS EASY TO THIS ONE
CONCENTRATE ON MY 3 YOURE SUPPOSED TO  |£|CREATE THE MORE

. BE DOING? ] ACTUAL THAN

g 3| PRESENTA—  ONCE.

2 YES |F| TION? (

L s

1 5|

5 i

S g

(| o]

Source: www.dilbert.com
http ://www.dilbert.com/2009  -12-03/
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HOW QUALITATIVE CAN HELP DEFINE THE NEW VALUE PROPOSITION?

Article Abstract

As the information age evolves into the innovation age, qualitative researchers must adapt their methods to emphasize consume r
anthropology; cr eativity and co -creation; and action and/or strategic planning to look beyond product attributes by asking - and
answering -t he questions of 6So what?d and &dNow what ?d

What's in it for me?

Edi t or 6Jshn Halconebe is president of Miami research fir m Insights Marketing Group.

What a difference a couple of decades makes. Even as recently as the 1990s, many marketers were stuck in industrial -age,

product -centric paradigms of selling attributes and benefits (think of Don Draper on Mad Men asking his st aff, OWhat 6s t
benefit?6). Under this paradi gm, researchers were tasked to pthiwiwi de ma
what they are doing, this is what they say they want (a majority clearly prefers benefit/feature C over B or A). Marketing research

was all about the dutiful reporting of consumer feedback to customize the parts or attributes of a product or service that wa S

already created in order to help sales and marketing sell it better.
But in this hyper -competitive, i ncreasingly globalized marketplace, the research deliverables have gone from giving the what to
providing the so what and even the now what.

Radically changed

The ubiquity of great products at great prices (witness the recent trend in plasma and LCD TVs) has radically changed the

predominant consumer value orientation. They no longer look for more of what a product is (more benefits, more features) for less.

Rat her, they want to know what Gvalueismdded? Thé questionseofPwhadti o vhavengiverhwayto tgehwhys

and hows of product development and consumer -brand relationships. The emotional, experiential, aspirational, personal and/or

communal value of a product or brand is more important than its basic benefits or features shared by all similar products or brands.

As Susan Baker put it in her book New Consumer Mar keti ng: Managing
millennium, a paradigm shift in commerce is clear: we have moved from a production -driven economy to a consum  ption -led
economy. The 6them and usd adversari al approach to trade is giving wa
service devel opment and delivery. 6She further suggests that tititee new r
advantage through superior processes of value definition, value creation and value delivery. At the heart of each of these
processes is a core capability -i nsi ght, innovation and agility. o

TerkAyakmaceéel ar (Dé AD ] i 10|Page



Require different data

The shift has forced a reorientati on of marketing activity away from product -centric ideas toward consumer -centric ideas.
Marketers that are consumer  -centric require different data from their qualitative researchers because they are now responsible for

creating value - trying to see into t he future and build stronger emotional connections to their consumers by understanding their
different contexts and cultures. They need the so what and the now what. It is within this consumer -centric orientation that the
intersection of marketing research and deliberate creativity lies. Because as we move away from a dutiful reporting of the what

toward the so what and now what, we are forced to apply creativity processes to marketing research processes: We are forced t 0
make connections ObetgWgemntchenneeemidd (William Pl omer).

When one considers this reorientation of marketing it becomes understandable why the recent spate of focus group -bashing took
place. Focus groups conducted under a product -centric paradigm are generally designed only to get at the what. A standard,
semi-structured guide featuring 90 minutes of straight Q&A does te
that deliver a bias 0in favor of the conser v alheiwards,fRapailefaral Gladwello f t
New tools and techniques (often shared by practitioners in the field of deliberate creativity) are required to get at the dat a that
the marketers desperately need to uncover. In the now -infamous O0Shoot t h diclefinoBusinessVigeekp thep ahief a r

mar keting officer at Yahoo! said OMy research department doeswmerit know
on to say, has been getting little useful information from such groups. She likely felt that the information she was getting was the

what; as in, OWe already know what they do online now; we need to know

nd to
he kno

New tools and techniques (often shared by practitioners in the field of deliberate creativity) are required to get at the data that
the marketers desperately need to uncover. In the now -infamous O0Shoot the focus groupd6 article
mar keting officer at Yahoo! said OMy research department d,skesverdit know
on to say, has been getting little useful information from such groups. She likely felt that the information she was getting was the
what ; as i n, OWe already know what they do online now,; we need to know
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Uniquely qualified

But even though focus group  -bashing was an expression of frustration with our inability to quickly and effectively adapt to the new
consumer value orientation, qualitative research remains uniquely qualified to measure the new consumer orie ntation and fulfill
research needs in the innovation age.

Qualitative methods include: 1) participation in the setting, 2) direct observation, 3) in -depth interviews to gather data, and 4)
analysis of documents and materials (content and cultural analysi s). These methods not only fit the need for creativity and
innovation, they are, in fact, the very tools that the most innovative companies use in their consumer -centric research programs.
Only qualitative research can identify the human dimensions of cons umer value - be they emotional, experiential or cultural - that
can be translated into breakthrough or adaptive innovations in products or services. Only qualitative research can evaluate v alue
definition, value creation and value delivery for the consumer ; they are dynamic and decidedly subjective.

Yet to meet this new consumer value orientation, qualitative researchers will need to bone up on their skills in consumer
anthropology; creativity and co -creation; and action and/or strategic planning.

Consume r anthropology is about sharing the experience with consumers as a passive or active observer. This raw, unfiltered

experience or immersion will largely replace consumer feedback, which is highly rationalized. The nuggets that come out of th ese
types of qu alitative studies - the insights that identify or measure the emotional, aspirational or cultural value of products, services

and experiences - will form the basis for business innovation (new products, line extensions, new services, etc.) and marketing (n ew
ways to connect and communicate). Gathering qualitative data through interviews is subsumed under the broader
anthropological approach. Focus groups will remain popular due to their efficiency, but qualitative researchers will opt to g et
closer and clos er to their customers, through forms of commercial ethnography and more use of in -depth, one -on-one

interviewing. Cross -functional client teams of participant observers will increasingly interact passively or actively with their
customers: Finding the nugg ets can be easier with many pairs of eyes.

TerkAyakmaceéel ar (Dé AD ] i 12|Page



Creativity and consumer co  -creation will start earlier in the qualitative research process and involve the participation of consumers

at the fuzzy front end of new product or service development initia tives, new marketing and advertising campaigns, and

improvements in overall consumer experience. It is no longer enough to have consumers react to products and services that are

already designed. More and more consumers want to express themselves with me -branded products. Like facilitated creative

problem -solving sessions, moderators will need to facilitate groups of consumers to find creative insights and solutions to the key

challenge being investigated. Skills in ideation and brainstorming and creative i nterviewing tools and techniques (well ~ -known ones

such as free association, storytelling, projective and metaphorical tools and not -so-well-known ones like meditation and

visualization, creative dramatics, proto  -cepting and brainwriting) will be used more extensively, replacing standard Q&A formats.

Action and/or strategic planning will be the new deliverable instead of e -mailing a PowerPoint deck with conclusions and

recommendations and being done with it. The 2006 Research Industry Trends study reported that oclients must | ook f
not only see the challenges but also see the promise and how tb get f
implications for reporting. Qualitative research consultants will work with the client - either as a facilitator or as a participant in

facilitated sessions - to develop new product and service ideas, or new marketing strategies and communication platforms, to get

them from here to there. This new deliverable, the outcome of facilitated clie nt workshops driven by qualitative consumer insights,

wi || help get your clientds marketing and brand teams from the so wha:
learnings, turn them into consumer insights and then use those insights as a starting point for new product ideas or communications

platforms.

Better equipped

By becoming more skilled in consumer anthropology, creativity and co -creation techniques, and facilitation and action/strategic
planning, qualitative researchers will be bet ter equipped to meet the demands of the innovation age: to deliver more insight,
innovation and agility to help their clients see the promise and how to get from here to there and to move from the what to t he so
what and now what.

Article ID : 20091207; Published: December 2009, page 46; Author :John Holcombe
Kaynak: http://www.quirks.com/articles/2009/20091207 .aspx?searchID=51425788&sort=4
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KADINLARNE KSTER?

1?,’.%{;’6%%%‘?&}?&1;{{&{[03( 030 yéldér insan ruhunu araltéréyorum,lyine de kadénl ar
T"“BRF”SEPQn"‘“'\K”P Dora Araltérma, kamuoyunu ilgilendiren DoraNabé&z aralité@
RN AINGCEY ~ ksterode bu d°nem erkeklerin ol dekmekacdarzoksdddEassdhuda
! ii‘l’\\,ii!“-f'aéﬁaradé. Téerkiyeddeki kent | i kadénl arén hayatlaréyla ilg
NI mut suzl ar? oKelkeodleri, bekl entil eri nel er? Kimler gibi
¢al 8l mam&@nalkamasé 812 K&aégdmm 2009 tarihleri arasénda 300C

telefonla anket (CATI d Computer Ai ded Tel ephone I ntervi ew)

ger-ekleltirilmiiltir.

AG
TH HUMOR TH ASSION
THE LOVE THE FRIENDSHIP

THE WOMEN

T RK KADI NI k¢kN AKLE, EKkTkM VE KARKYER N
Gor ¢l ¢l en kanéllepegéka -okunlukajl ekecanaménee/ veya - L réneén

mutl ul ukunun -0k °neml i ol dukunu (%9 3) , aileleri uku i -in
yapabil ecekl erini (%81) belirtmektedir. Bunun yan adéneén |
gerek t i ki inancé ( %89) da katél é&mcél arén ©°neml:i bi akér| &k

oOkel kedlerinin ekitimlerine devam etmek ol dukunu % steklen
fazla 40-45 vy al araseéndaki kadénl ar , iISE& drubuna dalil mlantare evlu n | % : :

olanl ar ve -ocuk sahibi olanlar taraféndan vurgu‘lw _ "’ ‘ "Kadé&nl al
czerinde daha fazla dursaydémo i fadel eri il e bu g°r‘f’ ic-lendirm

1FREUD Si gmund 0l jfe and Worko by Frnpnest Jones 1953
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¥t e yandan kadénl arén vyande kédmdamayfaddlaa®£éd d ek ama-1ar a ul al may g eng
belirtmiilerdir. ¢al é&lan katélé&mcélar, ev hanémlaréna oranl abilé statis
-al &l abileceklerini vurgygtemakekhd&irm saevigesi hdekie kadénlar da daha d.
ol mui kadénlarla kariélaitéréldékénda -al é&ian kadénlar gibi ddil ¢nmekt
ol mayanl ar ve -ocuk sahiibii nolkmmay grelrar ,b éaialkenaenréin kendi l eri i-in sorun o

T! RK KADI NI k¢kN SOSYAL HAYAT VE DIL G¥R!N!L

Kadénl arén -ok azé sék sék seyahat ettikini (%28) belirt

sék gititritke@ mlierbied orané ise %11ddir. Bu noktada katél é&mc

fizikim daha g¢zel ol saydé dedi kini de vurgul amak ger ek me

2029 yal arasé kadénlar, daha b¢yek yaltakil eriekloeraindia, dsa

; sék kuaf?ore, sinemaya ve tiyatroya, mas aj salonu velve
zamanda sék sék arkadallaréyla bululituklaréné belirtmiitirrineofna dur umd
daha pdlmnda ol dukunu s°yl emek m¢gmke¢egn ol maktadér . Cocuk sahibi ol manén
Bunun yané séra kadénlarén b¢yé¢k -okunlukunun sakl ékéna ©°zen g°sterd
sorul duk uknaddag nilsaer €n b¢y¢k -okunlukunun istekinin eski elbisel2Fiyain i -
araséndaki katél é&mceélar i-in kari & cins dahil herkesin dikkatini -ekec
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T! RK KADk¢kN ALK, ¢OCUKLARININ MUTLULUKUNUN VE ¥ZG] RL!K! N GERKSKNDE KA

Gor¢le¢len katél dmcél arén ©°neml i bir b°l ¢m¢g en begyéegk mutlulukun -ocukl a
durum °zed45ikale, 3@dvii ve -ocuk sahibi okzanrkadambi amek-itmakge-erlidir. B
etmektedir. Bu duru9m viaie &rzaes & ickahea 2g0en- katé&l émcél arén, -al é&lanlarén ¢

kaynakl aréndan bir t anesdkaeil demenbintaresininde i n en ©°neml i
evliiliklerinde/ililkttegegindiedhilméleronhdekdathiakkat -ekmektedir.

Bu grupta alé&k ol mak olgusunu -ocuklarén mutlulukunu ve ©°zge¢rl ¢ke taki

MADDkKk SORUNLAR ¥N PLANDA

Maddi ve ile dayalé& problemler T¢rk kadénénén eieleindepvek mut s uz
-evrelerinden kaynakl anan problemler takip etmektedir. Kateél g
diyerek yaladéklaré& problemleri yeniden vurgul améi ol maktadé&r
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