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OZET

Konumlandirma terimi ile kez 1969 yilinda Al Ries ve Jack Trout tarafindan kullanildiktan
sonra bir ¢cok marka ve isletmenin pazarlama ve reklam stratejilerini olusturmada etkili bir is
stratejisi haline gelmistir. 1970'ler ve 1980'li yillarda ulusal ve uluslararasi ¢apta, bir iiriin,
marka veya kurum kimligi algis1 yaratmak i¢im kullanilan konumlandirma yaklagimi 2000'li
yillara gelindiginde Ozellikle internetin ve bagli teknolojilerin hizla yayilmas: ile kitle
iletisimim ve pazarlama anlayisinda meydana gelen hizli degisimler sonucunda c¢ok fazla
sorgulanmaya ve bir ¢cok marka tarafindan terk edilmeye baslanmistir. Ayni iiriin ve hizmetleri
tiretenlerin sayisinin hizla artmasi ve bir ¢ok iiriiniin niteliklerinin bir birine yaklagsmasi da
sirketlerin tiiketicileri ile farkli iletisim yontemleri aramaya itmektedir. Tiiketiciyi anlamak i¢in
stirdiiriilen nicel aragtirma yontemlerinin sorgulanmaya basladigi ayn1 donemde bir ¢ok yeni
nitel ve nicel arastirma yontemi kabul gormeye ve markalarin pazarlama ve iletisim
stratejilerinin belirlemek i¢in referans alinmaya baslanmistir. Sirketler daha gili¢lii markalar
gelistirmeye, slirdiirmeye ve pazarda rekabet avantaji saglamak i¢in marka degeri olusturmaya
calistikca, miisterilerin algilarmi anlamak giderek daha &nemli hale gelmektedir. iste bu
baglamda bu calisma tiiketiciler ile daha derin iligkiler kurmak ve onlarin beklentilerini
anlamak icin yeni déonemde bir ¢ok markanin kullandig1 Zaltman Metafor Cikarma Teknigi!ni
(ZMET) konu almaktadir. ZMET , misterilerin diisiince ve davraniglarin1 yonlendiren
metaforlari, yapilar1 ve zihinsel modelleri ortaya ¢ikarmak icin nitel yontemlerin yani sira
pazarlama karmasi kararlar1 ve iletisim stratejileri ig¢in veri saglamak i¢in nicel analizler
kullanan bir arastirmadir. ZMET marka ve friinler ile iligskili duyusal metaforlar1 ortaya
citkarmada ve anlamada faydali olmaktadir. Gerard Zaltman kiiresel anlamda etkili
olabilecegini ileri siirdiigli 7 temel derin metafor kesfetmistir Bu metaforlar, reklam stratejileri
gelistirme, ambalajin seklini ve tiirlinii belirleme ve dagitim kanallarini segme dahil olmak
lizere gesitli pazarlama karmasi kararlarinda potansiyel olarak faydali olabilmektedir. Bu
calismada konu olan marka reklamlarinda gostergebilimsel analiz ile konumlandirma
yaklagimini terk etmis markanin reklamlarinda derin metaforlarin kullanimi incelenmektedir.

Anahtar Kelimeler: ZMET (Zaltman Metafor Cikarma Teknigi), Konumlandirma, Derin
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ABSTRACT

After the term positioning was first used by Al Ries and Jack Trout in 1969, it has become an
effective business strategy in creating the marketing and advertising strategies of many brands
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and businesses. In the 1970s and 1980s, it was used nationally and internationally to create a
perception of a Product, brand or corporate identity. By the 2000s, the positioning approach has
begun to be questioned and abandoned by many brands as a result of rapid changes in mass
communication and marketing understanding, especially with the rapid spread of the internet
and connected technologies. The rapid increase in the number of those producing the same
products and services and the convergence of the qualities of many products push companies
to seek different communication methods with their consumers. In the same period when the
quantitative research methods used to understand the consumer began to be questioned, many
new qualitative and quantitative research methods began to be accepted and taken as a reference
to determine the marketing and communication strategies of brands. Understanding customers'
perceptions becomes increasingly important as companies seek to develop and maintain
stronger brands and build brand equity to gain a competitive advantage in the marketplace. In
this context, this study is about The Zaltman Metaphor Elicitation Technique (ZMET), which
is used by many brands in the new era, in order to establish deeper relationships with consumers
and understand their expectations. ZMET is a research that uses qualitative analysis to uncover
the metaphors, structures and mental models that drive customers' thinking and behavior and to
provide data for marketing mix decisions and communication strategies. It is useful in revealing
and understanding the sensory metaphors associated with ZMET brands and products. Gerard
Zaltman has discovered 7 key deep metaphors that he claims can have global impact. These
metaphors can potentially be useful in a variety of marketing mix decisions, including
developing advertising strategies, determining the shape and type of packaging, and choosing
distribution channels. In this study, the use of deep metaphors in the advertisements of the brand
that has abandoned the semiotic analysis and positioning approach in brand advertisements is
examined.
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