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Sevgili okurumuz, her ay sizinle paylaĸtēĵēmēz A-B¿ltenôimizin 65. sayēsēnē keyifle okumanēz 
dileĵiyle. 
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WEB SĸTEMĸZ YENĸLENDĸ 
 

Temmuz ayĕndan bu yana ­alĕĺmalarĕna 

devam ettiķimiz yeni web sitemiz 

tamamlandĕ.  

 

Sektºr¿m¿ze ve Dernek ¿yelerimize 

daha iyi hizmet i­in yenilediķimiz web 

sitemizde ; 

 

- Sektºrden g¿ncel haberlere òHaberleró 

baĺlĕķĕnda, 

- Ger­ekleĺtirdiķimiz projeler le ilgili detay 

bilgilere  òProjeleró baĺlĕķĕnda, 

- Bireysel ve t ¿zel ¿yelerimizin bilgilerine  

ò¦yelikó baĺlĕķĕnda, 

-A-B¿ltenõde yayĕnladĕķĕmĕz araĺtĕrmalara 

òAraĺtĕrma Arĺivió baĺlĕķĕnda 

 yer ver iyoruz. 

 

Etkinlikler, Arĺiv, Foto Galeri  ve eklenen 

diķer bºl¿mleri keĺfetmek i­in l¿tfen 

www.arastirmacilar.org.tr  adresini  

 ziyaret ediniz.  

 
 

T¦AD WEB SĸTESĸ YENĸLENDĸ 
 

http://www.arastirmacilar.org.tr/
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GAB02õYĸ ALAN ĸKĸNCĸ FĸRMA AKADEMETRE OLDU 
 

Akademetre Araĺtĕrma ve Stratejik Planlama,  26-27 Ekim 

tarihlerinde baķĕmsĕz denetim firmasĕ Bureau Veritas tarafĕndan 

ger­ekleĺtirilen GAB 02 ana denetimi baĺarĕyla tamamlamĕĺtĕr.   

 

 

 
 

GAB 01 ARA DENETĸMLERĸ DEVAM EDĸYORé 
 

Temmuz ayĕ itibariyle ara denetimini tamamlayan firmalar:  

 

Recon  Araĺtĕrma Danĕĺmanlĕk A.Ĺ.  ð 9 Temmuz ô09 

Synovate Araĺtĕrma ve Danĕĺmanlĕk A.Ĺ. ð 10 Temmuz ô09 

Nielsen Araĺtĕrma Hizmetleri Ltd. Ĺti. ð 21 Aķustos ô09 

GfK Araĺtĕrma Hizmetleri A.Ĺ. ð 2 Ekim ô09 

Bulgu Araĺtĕrma  ve Halkla ĸliĺkiler Ltd. Ĺti.  ð 8 Ekim ô09 

Etik Araĺtĕrma Ltd. Ĺti. ð 13 Ekim ô09 

Ipsos KMG  Araĺtĕrma ve Danĕĺmanlĕk Hiz. A.Ĺ. ð 30 Ekim ô09 

 
 

 

GAB sertifikasĕ alĕm s¿re­leri, detaylĕ bilgi ve GAB alan firmalar i­in l¿tfen www.arastirmacilar.org.tr   adresini ziyaret ediniz.  

 

 

 

G¦VENĸLĸR ARAĹTIRMA BELGESĸ 

http://www.arastirmacilar.org.tr/
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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       



 

 

5 | P a g e  

 
T¿rkiye Araĸtērmacēlar Derneĵi (T¦AD) 

Sayĕ 65,   Kasĕm 2009 
 

 

 

 

TĸAK TELEVĸZYON ¥L¢¦MLERĸ ĸHALESĸ TAMAMLANDI 
 

Uluslararasĕ Reklamcĕlĕk Derneķiõnin TĸAK ihalesinin tamamlanmasĕyla ilgili 15 Ekim Perĺembe g¿n¿ yaptĕklarĕ medya a­ĕklamasĕnĕ 

sizlerle paylaĺĕyoruz. 
 

 

Televizyon ĸzleme Araĺtĕrma Komitesi 2011 yĕlĕ itibariyle TV ĸzleme ¥l­¿mlerini TNS Piyasa Araĺtĕrma Ĺirketi ile s¿rd¿rme kararĕ aldĕ . 

 

 

Reklam sektºr¿ndeki bilimsel data ihtiyacĕnĕ karĺĕlamak ve Televizyon kanallarĕndaki reklam yatĕrĕmlarĕnĕn verimliliķini ºl­mek amacĕ 

ile 1992 yĕlĕndan bu yana ­alĕĺmalarĕnĕ s¿rd¿ren TĸAK, 2010 yĕlĕ sonunda sºzleĺme s¿resi sona erecek Televizyon ĸzleme Araĺtĕrmalarĕ 

konusunda ihaleye ­ĕkĕlmasĕna karar vermiĺti. 2011 yĕlĕ baĺĕndan itibaren sºz konusu araĺtĕrmayĕ yapacak yeni ĺirketi tespit etmek 

¿zere a­ĕlan ihaleye AGB Nielsen Media Research, Estima/Mediametrie, GfK T¿rkiye ve TNS Piyasa Araĺtĕrma Ĺirketi katĕldĕ. 

 

 

D¿nyanĕn ­eĺitli ¿lkelerinde en az 5 yĕldĕr TV ĸzleme ¥l­¿mlerini y¿r¿ten bu firmalar t¿m birikimlerini ve teknolojik altyapĕlarĕnĕ ortaya 

koyarak T¿rk ĸletiĺim Sektºr¿ne en geliĺmiĺ ve en saķlĕklĕ ºl­¿m hizmeti verebilmek i­in birbirleri ile yarĕĺtĕlar. 

 

 

Reklam Ajanslarĕ, Reklamveren ve TV Kanallarĕ temsilcilerinden oluĺan TĸAK 2 t¿m g¿n katĕlĕmcĕ firmalarĕ dinleyip sorularĕnĕ yºneltti ve 

2.g¿n¿n sonunda TNS Piyasa Araĺtĕrma Ĺirketi ile ­alĕĺmaya karar verdi.  

 

 

2011 yĕlĕnda baĺlayacak yeni dºnemde kentsel T¿rkiyeõyi temsil edecek hane sayĕsĕ 2.500õden 3.500õe ­ĕkĕyor ve t¿m ºl­¿m sistemi 

digital oluyor.  

 

 

TIAK Baĺkanĕ ¥mer Kayalĕoķlu yaptĕķĕ a­ĕklamada òBug¿ne kadar TV ºl­¿mleri konusunda d¿nyanĕn ºnde gelen firmalarĕndan 

biriyle ­alĕĺtĕklarĕnĕ, 2011 itibariyle de ­alĕĺmalara d¿nyanĕn ºnde gelen baĺka bir firmasĕ ile devam edeceklerinió belirterek sektºr i­in 

hayĕrlĕ olmasĕnĕ diledi. 
 

SEKT¥RDEN HABERLER 
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KASIM & ARALIK EĶĸTĸM SEMĸNERLERĸ 
 

 
             
13 Kasĕm Cuma  (13.00 ð 17.30) 

Eķitmen: Erkan T¿fek­ioķlu (Appl e) 

 

 

  
 

18 Kasĕm ¢arĺamba (13.00 ð 17.30) 

Eķitmen: Vildan Karadeniz      

 

 

 

 

 
 

 

 

 

 

 

 

 

2009 EĶĸTĸM SEMĸNER PROGRAMI 

 

Eķitimler, LaresPark Hotelõde (Taksim) ger­ekleĺiyor. 

 

Yarĕm g¿n eķitim ¿creti:  

Standart katĕlĕm 340 TL,  

¦ye katĕlĕm 310 TL + KDVõdir. 

 

Eķitimlerin detaylĕ i­erikleri i­in l¿tfen  

Dernek merkezimizle baķlantĕya ge­iniz 

 
 
2 Aralĕk ¢arĺamba (13.00 ð 17.30) 

Eķitmen: Og¿n Doķan Akyol (TNS) 

 

 

 
 

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 (FritoLay)  
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DILBERT STRIP 

 
 

 
 
 

 

 

Source: www.dilbert.com  

http://www.dilbert.com/strips/comic/2009 -11-01/  

 

  

  

MĸZAH K¥ĹESĸ 

http://www.dilbert.com/
http://www.dilbert.com/strips/comic/2009-11-01/
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DOES THE EXPERIENCE RING TRUE? 
 

Editorõs note: Jeff Hall is president of Second To None Inc., an Ann Arbor, Mich., mystery shopping firm. David Robbins is the firmõs 

vice president of client services. Kerry Colligan is the firmõs integrated marketing manager. 

 

You know whatõs great about customer satisfaction management (CSM)? It gives brand managers something in their know -thy -

customer toolbox. Using CSM to build a clearer understanding of the customer -brand interaction makes sense. Strong CSM 

programs do this fairly well. Weak initiatives usually consistently do not.  

The marketing research industry has spent years in healthy debate over the myriad valid reasons why CSM is often an insuffici ent 

and at times misguided customer experience management tool (see related articles 20091003 and 20091007). To be clear, the 

purpose of this article is not to present yet another in -depth critique of CSM. Rather, it is simply built on the recognition that CSM 

often falls short by ignoring the dynamic process that creates the entirety of customer experience.  

Customer perceptions are not created in a vacuum. Theyõre co-created by media, word of mouth, marketing, vast operational 

elements and other sources originating both inside and outside the organization (Brown, 2003). Since the organization partici pates 

in this process, its act ions are critical. The intended and unintended activities a brand undertakes to shape and influence the 

experience necessarily impacts perception. It is this critical element that customer satisfaction measurement is unable to ca pture. 

Managers are often l eft wondering how their actions have impacted the customer experience and guessing what specific steps 

should be taken next.  

Further, customer perception is often treated as reality. This isnõt the fault of CSM - managers must recognize this limitation - though 

often they do not. The focus on perceived experiences alone (without a holistic understanding of the customer experience) 

encourages decision -making that can often miss the mark.  

 

We need not look any further than our own personal experiences to know  that this is true. Think of a situation when your perception 

of an experience was inconsistent with another personõs. The fact that people can have vastly different individual interpretations of 

the same experience highlights the frequent disconnect that can occur between perception and actual experiences. Thereõs 

more going on than your personal perception. Each personõs interpretation of the experience reflects a perceived experience, 

while  the actual experience usually lies somewhere in between.  

 

 

 

 

PAYLAĹIM 
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Actual elements  

Rather than manage to customer perception or continue to struggle with only half the tools needed, the authors recommend 

measuring and managing the actual elements of the customer experience with the same care as customer perception. 

Devel oping a clear understanding of the actual experience mitigates the risk that customer perceptions are inaccurate. Or 

biased. The actual experience allows organizations to understand how well their specific operational standards, and execution  

thereof, rela te to customer perception. Without it, customers are much more likely to defect, as misguided strategies and tactics 

are implemented in naµve attempts to win them over. 

 

One way to develop that understanding is through a mystery shopping program, which ca n bring the customer -level perspective 

to the process. This is helpful because organizations generally see the customer experience in complex procedural ways, while  

customers tend to view their experiences in much less detailed terms. Time restrictions asi de, customers are generally unable or 

unwilling to provide accurate and reliable operational feedback. But assuming the program assesses the right measures, myster y 

shopping can provide detail that effectively coincides with and measures the 

implementation  of organizational procedures.  

In addition, as noted above, customer perceptions are often incorrect or 

biased. Recognizing that some bias exists in all measures, mystery shopping 

can reduce that bias by removing the emotional incentive to òenjoyó the 

expe rience. Further, proper statistical analysis of mystery shopping data leads 

to raw and adjusted findings that provide insight into any bias that does exist.  

 

Largely consistent  

Authentic experiences are created when an organization consistently and 

intenti onally meets or exceeds its brand promise and does so in a manner 

largely consistent with customer perceptions. A commonly accepted 

definition of CSM is represented by the y -axis (vertical) in Figure 1 - the degree 

to which a brand performs in a manner tha t is consistent with its customersõ 

expectations (i.e., brand promise/brand perception).  

Just as important is the degree to which an organizationõs actual 

performance or implementation is consistent with its brand promise - 

represented by the x -axis (horizontal) in Figure 1 (i.e., brand promise/brand 

implementation). Alignment across both the horizontal and vertical axes is 

what leads to authenticity.  

PAYLAĹIM 
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The varied histories of brands demonstrate time and again that authentic brands are much more likely to  show strong and 

sustainable financial performance. And this is not by chance. It is because at their very foundation lie clear strategic and 

operational initiatives designed to deliver authentic brand experiences. A few examples of brands that have been e xceptional at 

this include Whole Foods, Best Buy, Southwest Airlines, Walmart, and Lexus. (Case studies on Best Buy and Walmart follow.)  

 

Before getting into these case studies, letõs discuss the dynamics and implications of creating inauthentic brand experiences.  

Deficient brand experiences are often characterized by fundamental operational challenges (lower -left quadrant of Figure 1). In 

advance of attempting to create an authentic brand experience, these fundamental shortcomings must be addressed. For 

example, a brand that canõt deliver product to stores or adequately staff its retail outlets should focus on survival not authenticity.  

Misaligned brand experiences are characterized by organizations whose actions fail to take into account the things that cu stomers 

care about most, but who òdo what they doó exceptionally well (lower-right quadrant of Figure 1). Thus, perception often falls short 

relative to the brandõs co-created promise. Over time, misaligned brand experiences will lead to declining market s hare and 

performance. The focus needs to quickly shift toward a better understanding customer needs, followed by a hard discussion abo ut 

how best to meet those needs. A key pressure point here is customersõ ongoing exposure to competitive alternatives. How long will 

they stay with you if youõre not meeting their needs? 

 

Glorified brand experiences are characterized by organizations whose actions fail to measure up to customersõ perceptions (upper 

left quadrant of Figure 1). Customers will often overlook the se shortcomings because they think highly of the brand. Think of 

glorified brands as borrowing against their equity line of credit. Implementation must improve to better align the actual exp erience 

with the brandõs promise. Here too, brands are extremely v ulnerable. Their competitive advantage is based on perception rather 

than reality. Unless barriers to entry are extremely high, expect established or emerging competitors to emphasize and levera ge 

equity shortfalls.  

 

Measuring both  

To better understand ho w authenticity is created 

and to demonstrate the importance of measuring 

both brand perception and implementation, 

consider a prototypical example from a national 

entertainment retailer.  

This retailer operates more than 1,000 locations and 

is well known fo r its strong brand equity; customers 

are generally very satisfied with the overall experience and financial performance correlates on the whole.  

PAYLAĹIM 
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The example shown in Table 1 highlights a large disconnect between customer perception (79 percent) and wh atõs actually 

occurring at the point -of -sale (49 percent). The òco-created experienceó data point in Figure 2 shows an authenticity-based view 

of the customer experience that is òglorified.ó Obviously, any management decisions or actions taken on the basis of either of 

these isolated data points (79 percent  versus 49 percent) would have been risky because of the substantial margin of error 

associated with only having one piece of the puzzle.  

 
 
By placing insufficient emphasis on customer perception - in lieu of the 

information from the audit - the data point moves toward a serious deficiency. 

Worse yet, placing too much emphasis on customer perception pushes the 

data point toward the incorrect conclusion that actual performance is aligned 

with the target. I ncorrectly concluding performance is aligned with the target 

would have resulted in a large number of lost sale opportunities (of net 30 

percent) if performance remained constant.  

 

Undeniable success  

Both Best Buy and Circuit City operated on the same bran d proposition: provide 

a variety of high -engagement consumer electronics products and associated 

services to individual and small business consumers. The economic prosperity of 

the late 1990s afforded both companies undeniable success. Beginning around 

2000, a pattern of intentional and consistent customer experiences emerges for 

Best Buy that is not evident at Circuit City. (An intentional experience is one that 

is designed by the organization to align with the brand promise, such as price -

based value for Walmart or over -the -top customer service for Zappos. They are authentic when the designed experience exceeds 

expectations on dimensions that matter to customers.) The success of Best Buy and eventual bankruptcy of Circuit City resulte d 

from different appro aches to managing the actual and perceived experiences.  

 

In 1989, Best Buy stopped paying sales commission to in -store employees. While controversial, it proved to be a major growth driver, 

as customers showed a preference for the low -pressure store experi ence (Boyle, 2006). Circuit City did not make a similar sales 

commission decision until a 2003 staff reduction prompted the move.  

 

PAYLAĹIM 
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In 2003, Best Buy trailed Circuit City (Figure 3) on customer satisfaction measures (ACSI òCircuit City,ó 2009). CEO Brad Anderson put 

Best Buy on a new growth path with two decisions: 1) a customer centricity initiative that placed the customer at the center of 

merchandising and other operational decisions; and 2) the purchase of Geek Squad, a consumer electronics support s ervice.  

 
After extensive testing, chain -wide results of the customer centricity initiative showed 5.4 percent same -store sales growth versus 3.3 

percent for stores not implementing the initiative (Boyle, 2006), resulting in a net earnings per share (EPS) o f $1.96 in 2005. At the 

same time, Circuit Cityõs net EPS was $0.33. 

The Geek Squad marked Best Buyõs entry into in-home, online and in -store services. By building a service that requires listening to 

customers and collecting information about product pref erences, Best Buy created another avenue to customer centricity.  

 

By contrast, Circuit Cityõs version - the Firedog service - launched in August 2006. Designed to support computers, home theatre 

and car audio, Firedog came on the heels of record digital an d flat -panel TV sales (Gogoi, 2006). Lower sales volume occurred in 

2007. To compensate, Circuit City laid off thousands of its higher -paid, experienced staff - ostensibly those best able to provide the 

customer service Firedog was designed to deliver (OõDonnell, 2008).  

 

There are many reasons for Circuit Cityõs 2008 bankruptcy, including electronics sales moving online, the credit crunch and 

increased competitive pressure from Best Buy and Walmart at each end of the electronics market (Kavilanz, 2009). The se macro 

factors mask the long -standing disconnect between the experiences Circuit City provided relative to its promise.  

 

The Best Buy-Circuit City relationship illustrates the importance of a holistic approach because their brand propositions are similar . 

Best Buyõs success rests in part on alignment between the brand promise and its 

delivery of it. Similarly, Circuit City failed in part because it was unable to deliver 

the experience it promised customers.  

 
Strong brand authenticity  

Walmartõs early growth as a discount retailer and its more recent market -busting 

domination comes from price -driven value not exceptional customer 

satisfaction; Walmart creates strong brand authenticity in spite of low customer 

satisfaction.  

 

 

 

PAYLAĹIM 














