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2006 yĕlĕnda, T¿rkiye Araĺtĕrmacĕlar Derneķiõnin liderliķinde, araĺtĕrma ĺirketleri ve ¿retilen verinin kullanĕcĕlarĕ arasĕndaki 

iletiĺimin sorunlu alanlarĕndan biri olan SES konusuna ­ºz¿m ¿retmek ve sektºre bir standart getirmek ¿zere araĺtĕrma 

ĺirketleri ve araĺtĕrma kullanĕcĕlarĕ tarafĕndan kullanĕlabilecek derinlikli ve deķerli bir ­alĕĺma olan standart  bir SES ºl­eķi 

geliĺtirildi ve yayĕnlandĕ.  
 

 

 

2009õa geldiķimizde, gerek reklam verenler, gerekse araĺtĕrmacĕlardan, SES ºl­eķinde gelir etkisinin olmamasĕ ve 

kullanĕmĕnĕn zorluķu konusunda aldĕķĕmĕz geri bildirimler ¿zerine, ¿yemiz araĺtĕrma firmalarĕ arasĕnda 3 Temmuz 2009 

tarihinde SESõin kullanĕmĕ ile ilgili bir anket yapĕldĕ ve 14 ¿ye firmamĕz cevapladĕ. ¢ĕkan sonu­lara gºre, 2006 SES skalasĕ 

sadece sosyal stat¿y¿ tanĕmlamakta ve ekonomik deķiĺkenleri i­ermediķi i­in gelirin etkisini ºl­mek amacĕyla baĺka 

ºl­eklerden destek alĕnmaktadĕr. Ekim ayĕnda 18 araĺtĕrma ĺirketinden elde ettiķimiz òkullanĕlmakta olan SES tanĕmlarĕó, 

2006 SES skalasĕnĕn TIAK, BIAK, RIAK, HTP gibi sendikal panel ­alĕĺmalarĕ dĕĺĕnda ad-hoc alanda kullanĕmĕnĕn bulunma dĕķĕnĕ 

gºstermiĺtir.  
 

 

 

T¿m bu veriler ĕĺĕķĕ altĕnda, gelir -meslek -eķitim faktºrlerini ºl­ebilen, daha basit  bir SES skalasĕnĕn yeniden oluĺturulmasĕ 

amacĕyla, SES ð 2006 skalasĕ revize edilecektir. Proje s¿recini yºnetmek ¿zere SES komitesi oluĺturuldu. Candan 

Schabio õnun baĺkanlĕķĕnda oluĺturulan komitede Mey ĸ­kiõden ¢i­ekten Becel, Dernek genel S ekreteri Sel­uk Kĕlĕ­, 

Method Research Companyõden  Atilla Yardĕmcĕ, H¿seyin Kĕlĕ­, Synovateõden Hasan Tolun, Reklam Verenler 

Derneķiõnden Bahadĕr Demir, Nielsenõden ¢aķla Bakĕĺ, Ipsosõtan Kĕvan­ Bilgeman, Gfk T¿rkiyeõden ¦mit Karaduman ve 

Barem Researchõten  Nur Uslu yer almaktalar.  

  

SOSYO EKONOMĸK STAT¦ ¥L¢EĶĸ REVĸZE EDĸLĸYOR 
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GAB02 ve ISO 20252:2006 GE¢ĸĹ S¦RECĸ 

 
GAB Yºnetim Sistemi standart ve kĕlavuzlarĕ (GAB 01)  2008 yĕlĕnda hem belgeli ¿ye 

firmalarĕmĕzĕn uygulamadaki geri bildirimleri hem de ISO 20252:2006 gereklilikleri esas 

alĕnarak revize edilmiĺ ve GAB 02 olarak yayĕnlanmĕĺtĕr.  

 

Eķer firma ĺu an GAB 01 belgesinin ara kontrol dºneminde olup s¿resi dolmadan GAB 

02 standardĕna ge­mek istiyorsa Bureau Veritas ile arasĕnda hali hazĕrda ge­erli olan 

sºzleĺmenin yenilenerek GAB 02 sºzleĺmesinin yapĕlmasĕ gerekmektedir. Burada GAB 

02 Yºnetim Sistemi standardĕ ve kĕlavuzlarĕ esas alĕnacaktĕr. Firmanĕn GAB 02 ile birlikte 

ISO 20252:2006 entegre denetim  isteķine baķlĕ olarak GAB 02 ile birlikte ISO 20252 

denetimi de sunulabilecektir.  

 

Bunun i­in firmanĕn ISO 20252 belgesi almaya denetimden ºnce karar vermiĺ olmasĕ ve Bureau Veritas ile arasĕnda 

yapĕlan sºzleĺmenin kapsamĕnda ISO 20252õnin de yazĕlĕ olmasĕ gerekmektedir. Bu takdirde denetim GAB 2 & ISO 

20252:2006 gerekliliklerine gºre entegre olarak  (iki ayrĕ denetim yerine entegre denetim) ger­ekleĺtirilecek ve 

raporlanacaktĕr. Ayrĕca bu belgenin kendi onay s¿reci i­in ayrĕ bir ¿cretlenme ilave edilecektir . Burada ºnemli olan 

ºnceden ne kapsamda ve hangi belgelendirme denetimlerinin talep edildiķi konusunda Bureau Veritas ile ilgili ¿yemiz 

arasĕnda bir sºzleĺme yapĕlmasĕdĕr. Bu teknik bir gerekliliktir ve bu sayede s¿re­ ge­erlilik kazanmĕĺ olacaktĕr. 

 

T¿m bu s¿re­ler ile ilgili daha detaylĕ bilgi almak ve mevcut sºzleĺmelerini GAB 02 olarak g¿ncellemek isteyen firmalar, 

Bureau Veritas GAB Sorumlusu Seda Bolat ile irtibata ge­ebilirler. 
 

 

ĸletiĺim:  

 

Telefon:  0216 518 40 50 / 426  

E-mail:  seda.bolat@tr.bureauveritas.com  

G¦VENĸLĸR ARAĹTIRMA BELGESĸ 
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GAB ALAN FĸRMALAR:  
          

 

 

 
 
 
 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

            

Araĺtĕrma Firmalarĕ:                   Sertifika Alĕm Tarihi 

¶ Nielsen         19 Temmuz ô07 

¶ Method Research Company         28 Aķustos ô07 

¶ GfK T¿rkiye             31 Aķustos ô07 

¶ Akademetre                          18 Ekim ô07 

¶ Ipsos KMG              19 Ekim ô07 

¶ Synovate           8 Temmuz ô08 

¶ Recon           9 Temmuz ô08 

¶ Millward Brown          5 Aralĕk ô08 

¶ TNS           19 Aralĕk ô08 

Saha ð Veri Toplama Firmalarĕ:           Sertifika Alĕm Tarihi 

¶ Bulgu Araĺtĕrma         15 Eyl¿l ô07 

¶ Etik Araĺtĕrma          22 Ekim ô07 

¶ Y¿zde Y¿z Araĺtĕrma        23 Aralĕk ô08 

¶ Birim Araĺtĕrma         25 Aralĕk ô08 

¶ Ekol Araĺtĕrma         28 Aralĕk ô08 

¶ Elit Araĺtĕrma          22 Nisan ô09 
 

G¦VENĸLĸR ARAĹTIRMA BELGESĸ ALAN FĸRMALAR 

 

ISO 20252 BELGELĸ FĸRMALAR:  

Araĺtĕrma Firmalarĕ:                

¶ Method Research Company     

¶ Akademetre   

¶ Barem Research       
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BĸAK ULUSAL BASIN OKURLUK ĸHALESĸ TAMAMLANDI 
 

Uluslararasĕ Reklamcĕlĕk Derneķiõnin BĸAK ihalesinin tamamlanmasĕyla ilgili 16 Kasĕm Pazartesi  g¿n¿ yaptĕklarĕ medya a­ĕklamasĕnĕ 

sizlerle paylaĺĕyoruz. 
 

 

BĸAK Ulusal Basĕn Okurluk ihalesi tamamlandĕ. 

 

 

Basĕn ĸzleme Araĺtĕrmalarĕ Komitesi Mart 2010 yĕlĕ itibariyle Ulusal Basĕn Okurluk Araĺtĕrmasĕnĕ ESTĸMA Araĺtĕrma Danĕĺmanlĕk Ĺirketi ile 

s¿rd¿rme kararĕ aldĕ . 

 

 

Basĕn sektºr¿n¿n t¿m taraflarĕnĕ ortak bilgi zemininde buluĺturmak, reklam ajanslarĕnĕn doķru hedef kitlelere ulaĺmalarĕ ve 

reklamverenlerin reklam harcamalarĕnĕ etkin bir ĺekilde ger­ekleĺtirebilmeleri i­in  1997 yĕlĕndan bu yana ­alĕĺmalarĕnĕ s¿rd¿ren Basĕn 

ĸzleme Araĺtĕrmalarĕ Komitesi 2010 yĕlĕ i­erisinde sºzleĺme s¿resi sona erecek olan Ulusal Basĕn Okurluk Araĺtĕrmasĕ konusunda ihale 

a­ĕlmasĕna karar vermiĺti. 

A­ĕlan bu ihaleye, Akademetre, Barem, Estima, Ipsos, Millward Brown, TNS ve Veri/Nielsen gibi T¿rkiyeõnin ºnde gelen Araĺtĕrma 

Ĺirketleri katĕldĕlar. 

 

Uzun yĕllardĕr Araĺtĕrma sektºr¿nde hizmet veren bu kuruluĺlar Basĕn sektºr¿ne geliĺmiĺ teknolojiye dayanan bir araĺtĕrma sunabilmek 

i­in birbirleri ile yarĕĺtĕlar. 

 

Reklam Ajanslarĕ, Reklamveren ve Basĕn temsilcilerinden oluĺan BĸAK, 2 t¿m g¿n katĕlĕmcĕ firmalarĕ dinleyip sorularĕnĕ yºneltti ve 

2.g¿n¿n sonunda ESTĸMA Araĺtĕrma Danĕĺmanlĕk Ĺirketi ile ­alĕĺmaya karar verdi.  

 

Mart 2010 itibariyle baĺlayacak yeni dºnemde Ulusal Basĕn Okurluk Araĺtĕrmasĕ, ºzel lap topõlar ile yapĕlacak, bºylece hem daha 

saķlĕklĕ hem de daha hĕzlĕ bilgi toplamak m¿mk¿n olacak. 

 
 

 

SEKT¥RDEN HABERLER 
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DORA ARAĹTIRMA ORTAKLIĶI ĸLE ARTIK CFIõIN HĸZMETLERĸ T¦RKĸYEõDE 
 

Ann Arbor,Michigan ð Kasĕm 02,2009.  

 

 

Stratejik m¿ĺteri memnuniyeti ºl­¿m¿nde d¿nyada lider firma olan CFI Group, T¿rkiyede yerleĺik pazar arastĕrma firmasĕ Dora 

Araĺtĕrma ve Danĕĺmanlĕk hizmetleri ile temsilcilik anlaĺmasĕ imzaladĕ. Bu anlaĺma ile Dora Araĺtĕrma, m¿ĺteri memnuniyet endeks 

hizmetini ulusal standartlara gºre ºl­me ve karĺĕlaĺtĕrma ºzelliķine sahip T¿rkiyedeki temsilci firma olma ayrĕcalĕķĕna sahip olmuĺ 

oldu.  

 

 

CFI Group, m¿ĺteri memnuniyeti ºl­¿m¿nde altĕn standart olarak gºr¿len Amerikan m¿ĺteri memnuniyet endeksini (ACSI) temel  

alan ileri d¿zey istatistiki metodolijiyi kullanmaktadĕr. Artĕk T¿rkiyeõde de bu metodoloji sayesinde Dora òortaklarĕó(Dora i­in her 

m¿ĺteri bir ortaktĕr) performanslarĕnĕ ulusal memnuniyet endeksine gºre de deķerlendirme olanaķĕna sahip olacaklardĕr.  

Dora Araĺtĕrma ve Danĕĺmanlĕk kurucu ortaķĕ Mustafa Kelek­i, CFI Group ile ­alĕĺĕyor olmanĕn ger­ekten ­ok heyecan verici ve 

kendileri i­in ­ok ºnemli bir geliĺme olduķunu sºyledi ve òBu ileri d¿zey ºl­¿mleme metodu sayesinde  ortaklarĕmĕz m¿ĺteri hizmetleri 

ºl­¿mlemeleri kapsamĕnda ¿lke genelinde ve kendi sektºrlerinde mevcut konumlarĕnĕ anlama konusunda daha ºnce sahip 

olamadĕklarĕ bir ayrĕcalĕķa sahip olacaklardĕródedi. 

 

 

CFI Group CEOõsu  Sheri Teodoru, òDora Araĺtĕrma bizim i­in ideal bir partnerdir. ¥zellikle m¿ĺterilerini daha ­ok bir ortak olarak 

gºrmeleri bizim yaklaĺĕmĕmĕzĕ birebir yansĕtmaktadĕr. ĸnanĕyoruz ki sunacaķĕmĕz ¿r¿n ve hizmetler Doraõnĕn ortaklarĕnĕn m¿ĺteri 

memnuniyetini arttĕrarak k©r hedeflerine ulaĺmalarĕ ve b¿y¿meleri yolunda ºnemli bir avantaj saķlayacaktĕr. Bu da T¿rkiyeõde 

sadece Doraõnĕn sunabileceķi bir hizmettir. ó 
 

 

 

 

 

 

Paylaĺĕm i­in Mustafa Kelek­iõye (DORA Research) teĺekk¿r ederiz. 

 

SEKT¥RDEN HABERLER 
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12. ARAĹTIRMA ZĸRVESĸ ð ĹĸMDĸ NE OLACAK? 
 

 9-10 Mart 2010 Conrad Hotelõde ger­ekleĺecek 13. Araĺtĕrma Zirvesi i­in 

hazĕrlĕklarĕmĕz devam ediyor. Kayĕtlarĕ almaya baĺladĕķĕmĕz Zirveõye 1000 kiĺinin 

katĕlĕmĕnĕ hedefliyoruz.  Zirveõnin ilk g¿n a­ĕlĕĺ konuĺmasĕnĕ  Turkcell CEOõsu Sayĕn 

S¿reyya Ciliv; ikinci g¿n a­ĕlĕĺ konuĺmasĕnĕ Bah­eĺehir ¦niversitesiõnden Sayĕn 

Yĕlmaz Esmer ger­ekleĺtirecekler. Her sene olduķu gibi ºn¿m¿zdeki sene de Zirve 

sunuculuķunu Sayĕn Fatoĺ Karahasan (Bilgi ¦niversitesi, Milliyet Gazetesi)  

yapacak.  

 

Zirve Programĕnda yer alan oturumlar:  

 

1. G¿n (9 Mart 2010)  

 

- A­ĕlĕĺ Konuĺmasĕ: S¿reyya Ciliv 

- 1. Oturum: Dijital Pazarlama  

- 2. Oturum: Finansal Servisler  

- ¥zel Bºl¿m: Asaf Savaĺ Akat  

- 3. Oturum: FMCG  
 

 

Zirve katĕlĕmĕ i­in kayĕtlarĕmĕz baĺladĕ. Erken kayĕt avantajĕndan siz de yararlanĕné 
 

 

 

 

 

 

 

 

SEKT¥RDEN HABERLER 

2. G¿n (10 Mart 2010) 

 

- A­ĕlĕĺ Konuĺmasĕ: Yĕlmaz Esmer 

- ¥zel Konuklar ð Baĺarĕ Hikayeleri 

- 1. Oturum: TUAD Yºnetim Kurulu ¦yeleri 

- 2. Oturum: Saķlĕk 

- 3. Oturum: Gen­ ĸletiĺim ve Pazarlama 
 

 

Zirve Katĕlĕm ¦cretleri:  

 

19 Ĺubatõa kadar Erken Kayĕt Avantajĕ: 400 TL + KDV (¦ye)   

                           450 TL + KDV (Standart)  
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ARALIK EĶĸTĸM SEMĸNERLERĸ 
 
 
             
) 

 

 
  

 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

2009 EĶĸTĸM SEMĸNER PROGRAMI 

 

Eķitimler, LaresPark Hotelõde (Taksim) ger­ekleĺiyor. 

 

Yarĕm g¿n eķitim ¿creti:  

Standart katĕlĕm 340 TL+ KDV,  

¦ye katĕlĕm 310 TL + KDVõdir. 

 

Eķitimlerin detaylĕ i­erikleri i­in l¿tfen  

Dernek merkezimizle baķlantĕya ge­iniz 

 
 

11 Aralĕk Cuma (13.00 ð 17.30) 

Eķitmenler: Zeynep G¿vener Bubik (Merck Sharp & Dohme ) 

                     Serra Bozkurt (GfK T¿rkiye) 

 

 

 

 

 

 

 

 
 

16 Aralĕk ¢arĺamba  (13.00 ð 17.30) 

Eķitmenler: Berk ¥zdemir (GfK T¿rkiye) 

                     Neval Kurtaiĺ (Nielsen) 

                     Ceyhan Demiray (Ipsos KMG)  

                     Emre Oker ( PepsiCo International ) 
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DILBERT STRIP 

 

 

 
 

 
 
 

 

 

 

 

 

 

 

Source: www.dilbert.com  

http ://www.dilbert.com/2009 -12-03/  

  

  

MĸZAH K¥ĹESĸ 

http://www.dilbert.com/
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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 - the questions of ôSo what?õ and ôNow what?õ  

 

What's in it for me?  
 

Editorõs note: John Holcombe 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, òWhatõs the 

benefit?ó). Under this paradigm, researchers were tasked to provide marketers the òwhat.ó As in, this is what consumers think, this is 

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. 

Rather, they want to know whatõs in it for me? How much high-value is added? The questions of what have given way to the whys 

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 Marketing: Managing a Living Demand System, òAt the start of the third 

millennium, a paradigm shift in commerce is clear: we have moved from a production -driven economy to a consum ption -led 

economy. The ôthem and usõ adversarial approach to trade is giving way to consumer involvement in all aspects of product and 

service development and delivery.óShe further suggests that the new role of marketing is to òestablish sustainable competitive 

advantage through superior processes of value definition, value creation and value delivery. At the heart of each of these 

processes is a core capability - insight, innovation and agility.ó 

PAYLAĹIM 
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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 o 

make connections òbetween the seemingly unconnectedó (William Plomer). 

 

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 tend to yield answers that òare the product of deliberation,ó and 

that deliver a bias òin favor of the conservative, in favor of the known over the unknown,ó in the words of Rapaille and Gladwell.  

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 òShoot the focus groupó article in BusinessWeek, the chief 

marketing officer at Yahoo! said òMy research department doesnõt know it, but Iõm killing all our focus groups.ó Yahoo!, she went 

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, òWe already know what they do online now; we need to know what they might do next!ó 

 

 

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 òShoot the focus groupó article in BusinessWeek, the chief 

marketing officer at Yahoo! said òMy research department doesnõt know it, but Iõm killing all our focus groups.ó Yahoo!, she went 

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, òWe already know what they do online now; we need to know what they might do next!ó 

 

 

 

 

 

 

 

PAYLAĹIM 
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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.  
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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 òclients must look for partners that 

not only see the challenges but also see the promise and how to get from here to there.ó Thatõs a paradigm shift with powerful 

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, 

will help get your clientõs marketing and brand teams from the so what to the now what. Client brand teams can take consumer 

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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KADINLAR NE ĸSTER? 

 
ò30 yĕldĕr insan ruhunu araĺtĕrĕyorum, yine de kadĕnlarĕn ne istediķini anlamadĕm"1 

Dora Araĺtĕrma, kamuoyunu ilgilendiren DoraNabĕz araĺtĕrmalarĕnĕn ¿­¿nc¿ ayaķĕ olan òKadĕnlar Ne 

ĸsteróde bu dºnem erkeklerin olduķu kadar kadĕnlarĕn da cevap vermekte zorlandĕķĕ bu soruya yanĕt 

aradĕ. T¿rkiyeõdeki kentli kadĕnlarĕn hayatlarĕyla ilgili d¿ĺ¿nceleri neler? Nelerden mutlu, nelerden 

mutsuzlar? òKeĺkeóleri, beklentileri neler? Kimler gibi olmak istiyorlar/kimleri ºrnek alĕyorlar, neden? 

¢alĕĺmanĕn saha aĺamasĕ 7 Kasĕm ð 12 Kasĕm 2009 tarihleri arasĕnda 300 kentli kadĕn katĕlĕmcĕ ile 

telefonla anket (CATI ð Computer Aided Telephone Interview) yºntemi kullanĕlarak 

ger­ekleĺtirilmiĺtir.  

 

 

 

 

T¦RK KADINI ĸ¢ĸN AĸLE, EĶĸTĸM VE KARĸYER 

Gºr¿ĺ¿len katĕlĕmcĕlarĕn b¿y¿k ­oķunluķu, kocalarĕnĕn, ailelerinin ve/veya ­ocuklarĕnĕn 

mutluluķunun ­ok ºnemli olduķunu (%93), ailelerinin mutluluķu i­in her t¿rl¿ fedakarlĕķĕ 

yapabileceklerini (%81) belirtmektedir. Bunun yanĕ sĕra bir kadĕnĕn kendi baĺĕna para kazanmasĕ 

gere ktiķi inancĕ (%89) da katĕlĕmcĕlarĕn ºnemli bir kĕsmĕ i­in aķĕrlĕklĕ ºnemlidir ki bunu en b¿y¿k 

òkeĺkeólerinin eķitimlerine devam etmek olduķunu sºyleyerek desteklemektedirler. Bu ifade en 

fazla 40 -45 yaĺ arasĕndaki kadĕnlar, ilkºķretim mezunlarĕ, C1 ve C2 SES grubuna dahil olanlar, evli 

olanlar ve ­ocuk sahibi olanlar tarafĕndan vurgulanmaktadĕr. Kadĕnlar, òkeĺke kendi ayaklarĕm 

¿zerinde daha fazla dursaydĕmó ifadeleri ile bu gºr¿ĺlerini g¿­lendirmektedirler.  

 

                                            

1 FREUD, Sigmund. òLife and Workó by Ernest Jones, 1953 
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¥te yandan kadĕnlarĕn yarĕsĕndan fazlasĕ evliliķin hayatlarĕndaki ama­lara ulaĺmayĕ engelleyecek bir kurum olmadĕķĕnĕ 

belirtmiĺlerdir. ¢alĕĺan katĕlĕmcĕlar, ev hanĕmlarĕna oranla istatistiki anlamlĕ olarak daha y¿ksek oranda kocalarĕ istemese bile 

­alĕĺabileceklerini vurgulamaktadĕr. ¦niversite ve ¿zeri eķitim seviyesindeki kadĕnlar da daha d¿ĺ¿k bir eķitim seviyesinden mezun 

olmuĺ kadĕnlarla karĺĕlaĺtĕrĕldĕķĕnda ­alĕĺan kadĕnlar gibi d¿ĺ¿nmektedir. Bununla beraber A/B SES grubuna dahil kadĕnlar, evli 

olmayanlar ve ­ocuk sahibi olmayanlar, aileleri  i­in kariyeri bĕrakmanĕn kendileri i­in sorun olabileceķini vurgulamaktadĕrlar.  

 

 

T¦RK KADINI ĸ¢ĸN SOSYAL HAYAT VE DIĹ G¥R¦N¦Ĺ 

Kadĕnlarĕn ­ok azĕ sĕk sĕk seyahat ettiķini (%28) belirtmiĺtir. Masaj salonu ve/veya bakĕm merkezlerine sĕk 

sĕk gittiķini belirtenlerin oranĕ ise %11õdir. Bu noktada katĕlĕmcĕlarĕn sadece ­ok az bir bºl¿m¿n¿n keĺke 

fiziķim daha g¿zel olsaydĕ dediķini de vurgulamak gerekmektedir (%10). 

20-29 yaĺ arasĕ kadĕnlar, daha b¿y¿k yaĺtakilere oranla daha fazla oranda kilolarĕna dikkat ettiklerini, sĕk 

sĕk kuafºre, sinemaya ve tiyatroya, masaj salonu ve/veya bakĕm merkezlerine gittiklerini ve aynĕ 

zamanda sĕk sĕk arkadaĺlarĕyla buluĺtuklarĕnĕ belirtmiĺtir. Bu durumda onlar i­in kiĺisel zevklerinin ve bakĕmlarĕnĕn diķerlerine oranla 

daha ºn planda olduķunu sºylemek m¿mk¿n olmaktadĕr. ¢ocuk sahibi olmanĕn da sosyal hayatĕ bir ºl­¿de etkilediķi sºylenebilir. 

Bunun yanĕ sĕra kadĕnlarĕn b¿y¿k ­oķunluķunun saķlĕķĕna ºzen gºsterdiķini de belirtmek gerekmektedir. Kilo verme ama­larĕ 

sorulduķunda ise kadĕnlarĕn b¿y¿k ­oķunluķunun isteķinin eski elbiselerinin i­ine girmek olduķu dikkat ­ekmektedir. Fakat 20-29 yaĺ 

arasĕndaki katĕlĕmcĕlar i­in karĺĕ cins dahil herkesin dikkatini ­ekecek bir fiziķe sahip olma arzusu da aķĕr basmaktadĕr. 
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T¦RK KADINI ĸ¢ĸN AĹK, ¢OCUKLARININ MUTLULUĶUNUN VE ¥ZG¦RL¦Ķ¦N GERĸSĸNDE KALIYOR 

 

Gºr¿ĺ¿len katĕlĕmcĕlarĕn ºnemli bir bºl¿m¿ en b¿y¿k mutluluķun ­ocuklar olduķunu d¿ĺ¿nmektedir. Bu 

durum ºzellikle 30-45 yaĺ, evli ve ­ocuk sahibi olan kadĕnlar i­in ge­erlidir. Bunu ºzg¿r olabilmek takip 

etmektedir. Bu durum ise ºzellikle 20-29 yaĺ arasĕ daha gen­ katĕlĕmcĕlarĕn, ­alĕĺanlarĕn en b¿y¿k mutluluk 

kaynaklarĕndan bir tanesidir. Onlar i­in en ºnemli òkeĺkeólerden bir tanesinin de 

evliliklerinde/iliĺkilerinde/ailelerinde daha ºzg¿r olabilmek olduķu dikkat ­ekmektedir.   

Bu grupta aĺĕk olmak olgusunu ­ocuklarĕn mutluluķunu ve ºzg¿rl¿ķ¿ takip etmektedir. 

 

 

MADDĸ SORUNLAR ¥N PLANDA 

 

Maddi ve iĺe dayalĕ problemler T¿rk kadĕnĕnĕn en b¿y¿k mutsuzluk kaynaklarĕnĕ oluĺtururken bunu ailelerinden ve 

­evrelerinden kaynaklanan problemler takip etmektedir. Katĕlĕmcĕlarĕn %54õ¿ keĺke daha ­ok param olsaydĕ 

diyerek yaĺadĕklarĕ problemleri yeniden vurgulamĕĺ olmaktadĕr.  
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