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Extensive Summary 

Introduction 
The consumers come across to different products every moment. Similarly they 

also encounter a lot of enterprises as competitors. For this, as the consumers confront 
various products, it has became harder to effect the consumer’s preferences and attract 
them and especially create loyal consumers. Consumers head towards the products that 
their fulfill needs, and prefer products that creates difference and appreciates value. In 
this case; the enterprises have to know the market to gain a stable position in the market, 
expose the important market sections and identify the target consumers.        

The differences between the individuals whom generate the market make the 
enterprises gain detailed data about the consumers and by analyzing the gained data 
forces the heterogeneous market to become small market sections. The enterprises can 
only reach to the target market by this means and after identifying the target market the 
enterprises should take their position in the target market. Therefore, identification of 
the target market, brings together the concept of product positioning. Positioning; the 
reorganization done for a product to show a significant difference, severalizing and 
obtaining the intended place against the competitive product imprinted on the minds of 
the target consumers.    

As a result of the competition increasing in the service sector the enterprises 
differentiating their product against their competitors has gained importance. For the 
service enterprises to gain market success they have to position their products more 
different than their competitors. The enterprise should identify the product qualities 
which are important for the target consumers, identify themselves and try to hold on. As 
the products of the cell phone operators in the service sector are generally abstract 
features the consumers’ decision to buy it is becoming difficult. By the means of 
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product positioning; the consumers’ decision to buy will ease for the cell phone 
operators.  

Besides, the enterprises should have a strategy for their success. As a result 
positioning; gaining a severalizing place in the market for an enterprise or its product 
and aiming to continue. After deciding for positioning the enterprises have to identify 
how their product is perceived by the target consumers for their planned position. In this 
process perception maps are important tools that they can use. Perception maps are the 
maps which consequence after the target consumers positions the products and brands 
by comparing them with each other.    

When the literature of marketing is analyzed it can be seen that studies on 
perception maps are limited. The gap seen in the marketing literature is also shows up in 
the GSM operator marketing. The aim of this study in this sense from the data gained 
from the consumers putting forth the general competitive positioning, presenting the 
different and similar features of the GSM operators and identifying their place in the 
market by perception maps. 

Method 
The sample to participate in the study was selected by random sampling and a 

face to face questionnaire was applied. The research is limited to the college students in 
Ankara. Accordingly, the population of the study consists of the college students in 
Ankara using one or more of the big GSM operators (Turkcell, Vodafone or Avea). For 
representing the population the questionnaire was applied to 521 students. As the 
participants evaluates all of the GSM operators 1563 data were gained and analyzed.    

The questionnaire used in the study constitutes of two sections. In the first section 
demographic information of the participants is included. In the second section, the 
variables which will make us get use to the differentiation of the GSM operators. The 
variables used in the questionnaire consists of 18 questions.  In the questionnaire a likert 
scale from “absolutely disagree” to “absolutely agree” was used and the participants 
answered the questions from this scale. 

Findings 
In this study, the positions of the three big gsm operators operating in Turkey 

were presented by a discriminant analysis according to their different features perceived 
by the consumers. In this scope, the three gsm operators were evaluated for 18 variables 
and by 521 consumers. 

As a result of the discriminant analysis two dimensions differentiating the three 
gsm operators ensued according to the consumers’ perceptions. According to the 
eigenvalue statistics gained for the three gsm operators by the evaluation of the 
consumers on 18 variables, it has been seen that the differentiation features between the 
gsm operators were clarified by the first discriminant function as %89.1, the second 
discriminant function as %10.9. to find if the eigenvalue statistics had significant 
differences the Wilks’ Lambda test was done. As a result of the test significant 
difference was seen between the first discriminant functions and the second 
discriminant functions.       

In the study, to identify the the first and second discriminant functions the 
coorelation of them with the 18 variables was examined. The first discriminant function, 
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respectively the coverage area (0.844), international circulation (0.388), and service cost 
(-0.376) items showed the highest relation. It can be said that these features are more 
understandable than the others and the difference can arise from this. In the research it 
has become a necessity to include these three variables to the named dimension. 
Accordingly, it was decided to name the first discriminant function as “coverage area 
and cost”.           

When the second discriminant function results were evaluated, points of sales are 
sufficient (0.692), offers various tariffs (0.685), offers different campaigns (0.683) and 
their advertising activities are sufficient (0.632) showed the highest relation. Also, 
payment points are sufficient enough (0.597), subscription prosedures are easy (0.581), 
informing services are sufficient (0.566), internet services (Gprs, wap, web etc.) are 
sufficient (0.561), additional services are sufficient (0.515), service points are sufficient 
(0.488), service quality is sufficient (0.448), billing services are sufficient (0.436), 
customer services are sufficient (0.419), technical supports are sufficient (0.377), 
privacy and security is sufficient (0.230) items contribute to the study as they are valued 
as middle in the second discriminant function. As a result, there are 15 variables 
identifying this function. The dimension identifying the second discriminant function 
was named “Service Features”.     

Perception maps were developed according to the coordinate and the mead values 
they gained from the first and second discriminant functions fort he three big gsm 
operators operating in Turkey. According to the perception map Turkcell was in 
different position according to the other operators in two dimensions (coverage area and 
cost-service delivery). Turkcell was found positive by the consumers in the two 
dimensions. Avea, accepted perceived as positive in service delivery, but was in the 
negative area in coverage area and cost. Vodafone was placed in the negative zone in 
the perception maps in both dimensions.   

In the last section of the research to identify if the grouping between the three gsm 
operators were done properly or not a classification concordance analysis was done. 
According to the classification concordance table, %78.1 of the Turkcell users, %68.9 
of the Avea users, %54.3 of the Vodafone users was classified according to their own 
features. According to the classification concordance analysis the three operators were 
grouped %67.2 properly      

Conclusion 
According to the research results, the three gsm operators operating in Turkey 

should know their customers better and help them more in the purchasing decision 
process. The marketing managers should analyze the consumers’ ideas on which 
dimensions do they find their operators successful or unsuccessful with the help of 
perception maps and give more importance to the factors within the unsuccessful 
dimensions. As revealed in the research results Avea is perceived differently from the 
aimed plans in one dimension (coverage area-cost), Vodafone in two dimensions 
(service delivery and coverage area-cost).  As a result the three gsm operators in the 
research scope can identify their strategic marketing plans, compare the position they 
want to reach to the perceived position from the consumers and if there is a difference 
they can put forth their new marketing strategies to overcome these differences and they 
can make a new positioning according to this situation. 


