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Oz

Sosyal medyanin giin gectikce daha yaygin bir sekilde kullanildiginmi goézlemlemek
miimkiindiir. Bu durumun farkinda olan isletme ve marka yoneticileri de markalarmnin hedef
kitlesini olusturan miisteriler ile temasa ge¢mek, daha yogun iletisim ve etkilesim igerisinde
olmak icin sosyal medyada yer almay: tercih etmektedirler. Yoneticiler agisindan 6nemli olan
bir diger konu ise sosyal medyada yer almasi i¢cin zaman ve para harcadiklar1 markalarmin
etkinliklerini tespit edebilmektir. Bu durumda markalarmin sosyal medya etkinliklerinin
Olciilmesi konusunu gilindeme gelmektedir. Markalarin sosyal medyada gosterdikleri
performans bilindigi takdirde, markaya dair pazarlama faaliyetlerini planlamak ¢ok daha kolay
hale gelebilecektir. Bu noktadan hareketle geceklestirilen calismadaki temel amag sosyal
medyada yer alan markalarin etkinliklerinin nasil Olgiilebilecegini ortaya koymaktir. Bu
nedenle, sosyal medyada yer alan markalarin etkinliklerinin Olgiilmesi ile ilgili konular, hem
akademik calismalardan hem de sosyal medya iizerine calisan ajanslarin gerceklestirdigi
caligmalardan orneklerle agiklanmistir.
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Abstract

It is possible to observe that social media is used more and more. Business and brand managers,
who are aware of this situation, prefer to be in social media in order to get in touch with the
customers who make up the target audience of their brand and to have more intensive
communication and interaction. Another important issue for managers is to be able to identify
the effectiveness of their brand for which they spend time and money to promote in social
media. In this case, measuring the social media effectiveness of their brand becomes at the top
of the agenda. If the social media performance of the brans on social media is known, it will
become much easier to plan marketing activities for the brand. Based on this, the main purpose
of the study is to show how the effectiveness of brands at social media can be measured.
Therefore, issues related to measuring the effectiveness of brands at social media are explained
with examples from both academic studies and studies conducted by agencies specialized on
social media.

Keywords: Brand, Social Media, Brand
Effectiveness Received: 27.12.2019
Accepted: 22.01.2020

Suggested Citation: Duygun, A. (2019). Measurement of Brand Effectiveness at Social Media
Journal of Management, Economic and Marketing Research, 4(1):14-21.

© 2020 Yonetim, Ekonomi ve Pazarlama Arastirmalar1 Dergisi.

15


https://www.yepad.org/
mailto:aduygun@gelisim.edu.tr

