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Amag - Ulkemizdeki ekonomik biiyiime ve kizgin rekabetle birlikte, KOBI’lerin sadece mal ve
hizmet {iretip pazara sunmasi, varliklarim1 devam ettirebilmeleri i¢in yeterli olmamaktadir.
Kiiresellesme ve miisteri beklentilerindeki degismelere bagh olarak pazar kosullar1 da siirekli
degismektedir. Tiiketici beklentilerindeki degisme ve giiclii rekabet nedeniyle KOBI'lerin
mevcudiyetine devam etmeleri iirlinlerine marka degeri ve giiglii bir marka imaji yaratmalarin
gerektirmektedir. Marka, kisaca bir malin ve hizmetin kaynagini, kalitesini, diger tiriinlerden
farkini ve faydasim tiiketicilere logo, isim ve sembol vasitasiyla aktaran aragtir. Isletmelerin
calismalart ve verdikleri mesajlarin miisteri tarafindan algillanmasi ise marka imajim
olusturmaktadir. Calisma hizmet sektoriinde faaliyet yiiriiten KOBIi'lerin markalasma
calismalarindaki bagarisin1 gorebilmek amaciyla yapilmistir ve drnek isletme olarak “Kahve
Diyar1” markasi secilmistir.

Yontem — Arastirma ydntemi olarak derinlemesine miilakat ve kolayda drneklem yontemi ile
anket ¢alismasi yapilmis ve 305 katilimeinin goriisii stnamaya alinmistr.

Bulgular - Kahve Diyar1 markas: kisa siirede biiylimenin etkisiyle kahve endiistrisinde énemli
bir aktor olmustur. Diger taraftan da, c¢ikan sonuglar esliginde Kahve Diyar1 markasmin
markalagsma ¢alismalar1 sonucunda yarattigi marka imajinin giiglii ve zayif yonleri oldugu da
saptanmugtir.

Tartisma - Katilimcilarin marka konusundaki diistinceleri az bir farkla da olsa marka lehindir.

Bulgular kismindaki bu saptamalardan dolay1 da markanin kismen basarili oldugu sonucuna
varilmistir ve bu konuda markaya oneriler sunulmustur.
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Purpose — With economic growth and angry competition in our country, SMEs to produce only
goods and services and present them to the market is not enough for they can continue their
existence. Market conditions are also constantly changing due to globalization and changes in
customer expectations. Due to the change in consumer expectations and strong competition,
SMEs need to maintain their presence, create brand value and strong brand image of their
products. Brand is shortly an instrument which conveys the source, quality, benefits difference
from its equivalent of the goods and services through the logo, the name and the symbol.
Companies' the works and the messages is perceived by the customers creates the brand image.
The study was conducted in order to see the success of SMEs operating in service sector in
branding studies and The Brand “Kahve Diyar1” is selected as a reference enterprise in this
study.

Design/methodology/approach — We implemented in-depth interview and survey through the
convenience sampling method as the research methods and 305 participants' views were tested.

Findings — The Kahve Diyar1 brand became an important actor in the coffee industry with the
effect of growth in a short time. On the other hand, in the light of the results, it has been
determined that the brand image created by Kahve Diyar1 branding studies has strengths and
weaknesses.

Discussion — The participants ' thinking about the brand is in favor of the brand, albeit with a

small difference. Due to the determinations in the findings, it was concluded that the brand was
partially successful and also proposals were presented it in this regard.

*Bu makale 2. Uluslararas1 Tiirk Cografyas1 Sosyal Bilimler Arastirmalar1 Kongresi'nde sunulmus olan “Tiirkiye'de Kobilerin

Ry

Markalasma Calismalar1 ve Bir Isletme (")rnegl adli sézlii sunumun genisletilmis halidir.
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