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Oz

Pazarlama iletisimi planlari, sirketlerin miisterilerle giivene dayal iliskiler gelistirmesi agisindan
onemli iletisim bagidir. Bu ¢alismanin amaci, uluslararasi bir marka olan “X” Seramik’in Turquality
Programi kapsamindan aldig1 destek ile Cezayir, Cin ve Italya pazarlarina yonelik pazarlama
iletisimi biitgesinden tutundurma karmasi elemanlarma iliskin kaynak aktarimindaki onceligi
belirlemektir. Calismanin bu amaci dogrultusunda sirketin pazarlama miidiirii ile goriisiilerek elde
edilen veriler, TOPSIS Metodu ile analiz edilmistir. Calismaya konu olan iilkelere ait 4 alternatif, 8
adet kriter yer almaktadir. Alternatifler; reklam, halkla iliskiler, kisisel satis ve promosyon olarak
belirlenmistir. Kriterler ise maliyet, hedef pazarin demografik 6zellikleri, {iriin 6zellikleri, {iriin
hayat egrisindeki asama, kurumsal itibar saglama, rakip stratejiler, teknolojik yenilikler ve
kiiltiirdiir. Calismada, pazarlama iletisimi biitgesinden tutundurma karmasi elemanlaria kaynak
aktariminin pazarlara gore degisiklik gosterebilecegi saptanmusgtir.
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Abstract

Marketing communication plans are important communication link in terms of developing trust
based relationship between companies and the customers. The aim of this study is to determine the
priority of the transfer of resources for promotion mix elemants from marketing communication
budget towards Algeria, China, taly market with the support of “X” Ceramic, which is
international brand within the scope of Turquality program. In accordance with this goal of study
datas which obtained from sales manager of the company by interview are analyzed with method
of TOPSIS. There are 4 alternatives and 8 criteria for the countries markets. Alternatives;
advertising, public relations, personal selling and promotion. Criteria are including cost, features of
target market, product features, providing corporate reputation, rival strategies, technological
innovations and cultures. In this study, it is determined that the transfer of resources from
marketing communication budget to promotional mix elements may vary according to the markets.
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