DIS TICARET ENSTITUSU

Kiiresel Pazarlama ve Marka Yonetimi (Tezli/Tezsiz) Yiiksek Lisans Program

DERS ICERIKLERI

Branding Management

The purpose of this course is to provide a thorough understanding of branding processes in the 21st
century. The role of brands and branding will be examined both from a managerial and a consumer
perspective. More specifically the course will outline the history of branding and review current
frameworks that guide managers how to build strong brands in the marketplace. Examples of
managerial issues that will be covered include concepts such as brand equity, brand identity,
corporate branding, brand extensions, and co-branding.

Marka Yonetimi

Bu dersin amaci 6grencileri 21. ylizyildaki marka olusturma siiregleri hakkinda derin bir anlayisa
kavugturmaktir. Marka ve marka olusturmanin rolii, yonetici ve tiiketici perspektiflerinden ayr1 ayri
ele almacaktir. Derste ayrica daha 0zel olarak markalama siirecinin tarihi incelenecek ve
yOneticilerin piyasada gii¢lii markalar olusturabilmeleri i¢in bir ¢ergeve ¢izilecektir. Marka degeri,
marka kimligi, kurumsal kimlik, marka biiyiitme ve birlikte marka olusturma gibi yonetim

kavramlar1 ornekleri verilecektir.

Global Marketing Management

The basic concepts of global marketing and multilateral trade systems, the factors that influence the
macroand micro environment will be covered. The course will also deal with the btopics such as:
comparative advantage theory, product life cycle, branding, labeling, packaging and pricing,
transfer costs, payment channels; how to get into new markets, distribution channels and the

management issues of global marketing.
Kiiresel Pazarlama Yonetimi

Kiiresel pazarlama ve ¢ok tarafli ticaret kavramlari, kiiresel pazarlamay etkileyen makro ve mikro
cevre degiskenleri, mutlak ve mukayeseli iistiinliikler teorisi, mamul hayat egrisi modeli, kiiresel
pazarlamada takip edilebilecek alternatif mal politikalar1 (standardizasyon-uyarlama), kiiresel
pazarlamada ambalaj-etiket-marka ve garantiler, kiiresel pazarlamada fiyatlandirma, transfer

fiyatlandirma ve 6deme yontemleri, kiiresel pararlara giris yontemleri, kiiresel pazarlamada fiziksel




dagitim, kiiresel pazarlama iletisimi, kiiresel pazarlama yonetiminin Orgilitlenmesi ve kontroli

konularin1 kapsamaktadir.

E-Commerce Applications

This course explores how the Internet has revolutionized the buying and selling of goods and
services in the marketplace. Topics include: Internet business models, electronic commerce
infrastructure, designing on-line storefronts, payment acceptance and security issues, and the legal

and ethical challenges of electronic commerce.
E-Ticaret ve Uygulamalari

Bu ders internetin piyasadaki tiriin ve servislerin alim satimini nasil degistirdigini agiklamaktadir.
Dersin konular1 arasinda; internet is modelleri, elektronik ticaret altyapisi, ¢evrimi¢i magazalarin

tasarimi, 6deme ve giivenlik islemleri, e-ticaretin hukuki ve etik yonii yer almaktadir.

Cross-Cultural Studies in Consumer Behaviour

This course aims to provide concepts related to consumer behaviour, and to have knowledge about
consumer’s buying process, to be informed about the consumer behaviour theories’ current
applications, the effect of culture on individual buying behaviour; international consumer behaviour
from the perspective of etnosentrik and geocentric. Moreover this course aims to explain the
importance of diverse cultural views, symbols, dimensions and communication styles on consumer
behaviour.The course also intends to develop the students’ understanding, analyzing and comparing

skills about consumer behaviour in a detailed way by considering cultural differences.
Tiiketici Davramislar: ve Kiiltiirel Farklihk Yonetimi

Bu ders, tiiketici davraniglartyla ilgili kavramlara hakim olmay1 ve tiiketicilerin satin alma siireci,
tiiketici davraniglar teorilerinin gilincel uygulamalari, kiiltiiriin kisisel satin alma davranigina etkisi,

uluslararasi tiiketici davranislarini etnosentrik ve geosentrik agilardan incelemeyi amaglamaktadir.

International Market Research

This course exposes the student to research methodology, and qualitative and quantitative data
analytic methods that can be applied to marketing topics. It addresses general and contemporary

issues in product development, pricing, promotion, and channels in the international marketing




context. Attention is also given to the matters like international consumer behavior and macro

marketing.
Dis Pazar Arastirmasi

Ihracata ydénelmeye karar veren bir firmanin atacag ilk adim, iirettigi veya iiretecegi iiriin i¢in dis
pazarlarda veya hangi pazarlarda talep oldugunu arastirmaktir. Dis pazar aragtirmasinin amaci,
ihracatg¢1 firmalarin karsilastig: iirlin, piyasa, rekabet ve tiiketici istekleri ile ilgili sorunlarin tesbiti

ve ¢oziim Onerileri gelistirilmesidir.

Bu derste, cazip ve uygun pazar boliimlerinin belirlenmesi i¢in uygulanacak arastirma metodolojisi
(masa bas1 arastirmasi ve alan / piyasa arastirmasi, pazar boliimlendirme, hedef pazar sec¢imi, gibi
stratejik konular ele alinacak ve orneklerle incelenecektir. Segilen hedef pazar veya pazarlara giris
kosullari, pazarin nitelikleri, Uriin uygunlugu, adaptasyon veya standardizasyon ihtiyaci,
fiyatlandirma, dagitim ve tutundurma stratejilerinin nasil tasarlanacagi konularina da yer

verilecektir.

Ele alinacak konularin somut olarak ifade edilebilmesi amaciyla ¢esitli pazarlar i¢in yapilmis olan
dis pazar arastirmasi Ornekleri , iiriin/lilke bazinda ayrintili olarak incelenecektir. Bdylece
ogrencilerimizin ihracata ilk adim atarken karsilasabilecekleri bu énemli sorunu ¢dzme yOniinde

gerekli bilgilerle donanmalar1 saglanmis olacaktir.

International Entrepreneurship

This course is prepared to conduct international business by comparing and contrasting the business
practices of entrepreneurs. The emphasis of the course is on analyzing how markets and
competition (economic dimension), power (political dimension), and culture (the social dimension)
influence start-up decisions. This course focuses on the skills and knowledge necessary for
developing a new global business. The objective of this course is to provide students with an
understanding of the complexities faced by entrepreneurs doing business in a global environment

and with knowledge which will help them to cope successfully with that environment.
Uluslararasi Girisimcilik

Ders girisimcilerin isletme uygulamalarinin mukayesesi yoluyla uluslararasi igletmelerin yonetimini
kapsar. Derste; alinan kararlarin hayata gecirilmesinde piyasalarin ve rekabetin (iktisadi boyut),
iktidarin (siyasal boyut) ve kiiltiiriin (sosyal boyut) etkisinin analizi {izerinde durulur. Bu ders, yeni

bir kiiresel isletmenin gelistirilmesinde gerekli bilgi ve beceriler iizerine odaklanir. Ders,




ogrencilerin kiiresel ¢evrede is yapan girisimcilerin karsilastigi zorluklar1 ve bu zorluklarla basarili

sekilde basa ¢ikmayi saglayacak bilgiyi anlamalarini amaglar.

Game Theory

Game Theory is a science that analyses cases in which decision makers acting strategically. The
common feature of the Games is the necessity for taking into account each other's decisions. In
another words, the decision of one side is dependent on the decision of the counter party or parties.
For Managers the objective of the Game Theory Course is to provide them with the necessary
infrastructure of the Game Theory in the decision making processes. For this reason, students taking
the course will be sufficient to have just a basic knowledge of mathematics. Course is done by a
participatory approach and with intense cases content. In this course, the scope of the Game Theory,
basic definitions and famous problems are studied. In addition, for the business executives, cases of
establishing partnership, bargaining and price setting are examined to help them to make best
decisions. Introduction to Game Theory, Simultaneous Decisions, Sequential Decisions,
Classification of Games, Concepts and Techniques in Game Theory, Uncertainty and Information in
Games, Game Analysis Tools, Monopolies and Cartels, Auction, Bargaining, Use of the Games in
the Business World.

Oyun Teorisi

Oyun Teorisi, stratejik davranan birden fazla karar vericinin oldugu durumlar1 analiz eden bir bilim
dalidir. Oyunlarin ortak 6zelligi taraflarin birbirlerinin kararlarmi dikkate alma zorunluluklaridir.

Yani bir tarafin verecegi karar diger taraf ya da taraflarin verecegi kararlara bagimlidir.

Yoneticiler icin Oyun Teorisi dersinde amag, bir yoneticinin gilinliik karar verme siireglerinde
kullanacag1 oranda gerekli Oyun Teorisi altyapisini saglamaktir. Bu sebeple dersi alan 6grencilerin
sadece temel matematik bilgisine sahip olmalari yeterli olacaktir. Ders vaka agirlikli bir igerikle,
katilimcr bir yaklagimla islenir. Derste, Oyun Teorisinin kapsami, temel tanimlar1 ve {in kazanmis
problemleri incelenir. Ayrica is diinyasindaki yoneticilerin ortaklik kurma, pazarlik yapma, fiyat
belirleme gibi karalar1 en iyi sekilde vermelerini saglayacak vaka analizleri yapilir. Oyun Teorisine
Giris, Es Zamanh Kararlar, Ardisik Kararlar, Oyunlarin Siniflandirilmasi, Oyun Teorisinde
Kavramlar ve Teknikler, Oyunda Belirsizlik ve Bilgi, Oyun Analizinde Kullanilan Araglar, Tekel
ve Kartel, Agik Arttirma, Pazarlik, Oyunlarin Is Diinyasinda Kullanimi




Global Advertising Management

World advertising and marketing is nothing however advertising performed on national and
international level and which involves understanding the similarities, dissimilarities and profiting
from the alternatives to realize the goal. Concentrating on world advertising is as important as
concentrating on domestic advertising if an organization is aiming to increase sales. The domestic
market has turn into saturated in most classes of services, in all industrialized nations and hence,
they began to deal with different international locations to increase their sales. Usually in such case,
goods which might be too costly for the home customers to purchase are exported to other
effectively-off countries. When a company does marketing throughout the boundaries of a
particular county, it has to compete with other domestic firms in addition to worldwide firms who
are part of the market. The advertising steps taken by the professionals are based on the style of a
selected audience. The product might not go well with the style of customers at the next level. The
other home companies that plan to go world hinder the expansion of such companies. They turn into
invisible at the worldwide stage as they're unable to cope with the growing competition and won't
pay attention to potential competitors. The product improvement is dependant on the necessity of
the local residents. Such varieties of businesses are ethnocentric and are only bothered about their
performance within the home marketplace. This course is designed to give students an idea of basic
advertising within the communication process and marketing mix. It also aims to introduce types of
advertising, advertising media, sales promotion, sponsorship and exhibitions, planning, executing
and evaluation of an advertising process. The course includes preparation and presentation of an

advertising campaign.
Kiiresel Reklam Yonetimi

Bu derste; kiiresel pazarlarda reklam kavrami, reklamin tarihsel gelisimi, reklamin sosyal ekonomik
ve yasal yoni, reklamcilik kurumlari, rekldm ajansi, reklam arastirmalari, rekldm kampanya
planlamasi, rekldm uygulamalari, reklam etkinliginin Olgiilmesi, diinyadaki farkli reklam
uygulamalar1 konulara deginilecektir. Ayrica; reklam ve marka yonetimi iliskisi incelenerek,
reklamin diger pazarlama iletisimi bilesenleri ile biitiinlesik anlayisa uygun yonetimi konularindan

bahsedilmektedir.

Innovation and Product Development

The course covers the these six topics; new products as innovations connecting technology and
marketing; the innovation process and its sources; the business network surrounding product

development; the resources involved in product development; strategic management of innovation
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and New Product Development (NPD); steering and controlling the NPD process. Expected
learning outcomes; Knowledge: the ability to confront different models on innovation, namely the
firm-internal and the external-network ones; - knowledge of current theories on project
management. Skills: applying different innovation models to concrete settings; identifying and
evaluate innovation sources, new entrepreneurial opportunities but also the related barriers; how to
influence key actors and resources and to steer them by means of selected managerial tools,
including project management. Competences: understanding users and their needs and how
products can create value to users; understanding the key actors and resources involved in product

innovation.
Inovasyon ve Uriin Gelistirme

Uriin ve hizmet ¢esitliligi oldukca fazla olan giiniimiizde iilkeler ve sirketler fark yaratmak amaciyla
yenilikler ortaya koymaya g¢alismaktadirlar. Tiiketici tercihlerinin degismesi, rekabet kosullari,
teknolojik gelismeler isletmelerin triinlerini gelistirmelerine ya da yepyeni bir {iriin {iretmelerine
neden olabilir. Bu nedenle dersin amaci, yeni iiriin ve hizmet gelistirme faaliyeti yiirliten ve
yiriitmek isteyen firmalarin iirlin inovasyonu siirecinin tiim bilesenlerini biitiinsel olarak
ogretmelerini saglamak, 6grenilenler 1s1ginda firmanin {irin inovasyon siireglerini incelemek ve

degerlendirmektir.

Fashion & Luxury Brand Management

This course will help you to understand the concepts and theories of brand management and how
they influence the functioning of a luxury business. It also focuses on, segmentation, targeting and
positioning of luxury brands. It will also familiarize you with issues such as “how individuals and
companies raise and spend money, as well as how they should raise and spend money”; so as to
produce the highest expected value from investments in assets and build or retain brand equity.
Further, it will impart knowledge of basic management of accounting & financial tools & their

applications for taking decisions in different functional domains of the luxury business.
Moda Pazarlamasi ve Liiks Markalasma

Moda kavramsal ¢ergevesi, moda iiriinii satinalma ve tedarik zinciri yonetimi, moda iirlin yonetimi,
moda promosyonu ve iletisimi, moda perakendeciligi, lilkks marka kavrami ve gelisimi; liiks
markalagsma ve pazarlama stratejilerinin iligkisi konular1 bu dersin igerigini olusturmaktadir. Bu
derste, liiks marka yonetimi marka degerlerinin tasarimi, uygulanist ve kontrolii siireglerini ele

alinarak, ornek vakalar esliginde konunun pekistirilmesini amaglamaktadir.




Electronic Marketing

Introduction to electronic marketing, e-commerce, e-business and e-marketing. It also includes how
e-marketing in the World and in Turkey has been progressing. The other topics that will be coveren
are: How the target market can be detected, how a product/servive can be priced, how the

distribution channels of the products/services can be chosen
Elektronik Pazarlama

Elektronik pazarlamaya giris, e-is, e- ticaret ve e-pazarlama kavramlari, internet {izerinde
pazarlamanin Diinya’da ve Tiirkiye’deki gelisimi ve internette pazarlamaya gecis, elektronik
pazarlamada pazarlama siireci, elektronik pazarlamada hedef pazar tayini ve konumlandirma
stratejileri, e-pazarlamada {irlin/hizmet kararlari ve fiyatlandirma ve Odeme sistemleri, e-
pazarlamada tutundurma kararlar1 ve dagitim stratejileri,e-pazarlarda tiiketicinin korunmasi

konularini icermektedir.

Services Management

A service is a provider/client interaction that creates and captures value. Because a successful
services provider/client relationship has a critical dependency upon a well- defined and functional
relationship, this course will provide an overview of service management from an integrated
viewpoint with a focus on customer satisfaction. The material will integrate operations, marketing,

strategy, information technology and organizational issues.
Hizmet Pazarlamasi

Bu derste; hizmet kavrami ve diinyada ve Tirkiye’de hizmet sektoriiniin gelisimi, hizmetlerin
siniflandirilmasi, kiiresel hizmet isletmeleri ve geleneksel pazarlama karmasi elemanlari, personel,

fiziksel kanitlar ve stireg ile ilgili politikalar anlatilmaktadir.

Sales & Business Negotiation Skills

During the this course, participants will learn how students can negotiate constructively with
colleagues, suppliers and customers and be able to carry out a successful negotiation, to create a
‘win-win’ outcome for all parties. The negotiation training covers all the basics of negotiating in a
practical and interactive way. This course can tailor the training to help develop the negotiating and

influencing skills of your team, in a sales negotiation or internal business negotiation context. By




the end of this course, students will have applied the principles of effective negotiation and the five
stages within their practise negotiation conversations; clearly identified their objectives, entry and
exit points and tradeables within a negotiation discussion that they may have with a colleague,
supplier or customer; enhanced their communication skills to achieve a win-win outcome through
negotiation; practised some tested negotiation strategies and tactics to achieve an agreement in their

negotiation discussion.
Miizakere Teknikleri ve Satis Yonetimi

Miizakere, miisterilerin ikna edilmesi siirecinde ¢esitli pazarlik yontemlerini de i¢ine alan, ancak
bunlarin da Gtesinde ¢ok daha genis kapsamli bir faaliyeti ifade eden 6nemli bir yetkinliktir. Bu
cergevede dersin temel amaci, satis faaliyeti i¢inde yer alan her diizeydeki ¢alisanin ikna, pazarlik
ve etkin bir iletisim yOnetimi olan miizakere becerilerinin gelistirilmesini amaglamaktadir. Ders
kapsaminda miizakere kavrami ve 6nemi, miizakereye neden ihtiya¢ duyuldugu, miizakere ¢esitleri
ve baslica miizakere stratejileri, miizakereye hazirlanmak, miizakere asamalar1 (bilgi toplama,
uyum, direnme, stratejilerin formiile edilmesi, problem ¢6zme, pazarlik, karar verme, anlasma,
takip), miizakerelerde pazar ve rekabet analizlerinin 6nemi, elde edilmek istenen sonuglar1 ve
hedefleri belirlemek, miisterinin beklentilerini belirlemek, miisterilerin itirazlarim1 karsilamak i¢in

stratejiler gelistirmek, miizakereleri sonuclandirma ve satis teknikleri gibi konular ele alinacaktir.

Strategic Brand Practices

One of the most invaluable intangible assets that a firm has is its brand(s). Brand also plays a
critical role in successful marketing strategies. This course introduces you to the concepts of brand,
brand equity and strategic brand management. You learn to identify and establish brand positioning
and values, design branding strategies, and grow and sustain brand equity. The course uses a
combination of case studies of leading brands, lecture, discussion, role playing, student

presentations and guest speakers.
Stratejik Marka Uygulamalar:

Bu derste marka, sektor, rakipler, pazar yapisi ve miisteri analizleriyle pazar boliimlendirilmesi
yapilarak markanin konumlandirilmast ele alinir. Biiyiikk markalar olusturmanin ve de
kalic1 olabilmenin yolu marka konumlandirmasindan ge¢mektedir. Bu itibarla konumlandirma
cergevesinde lirliniin 6nemli 6zellikleri itibariyle tiiketiciler tarafindan taninmasini ve {iriiniin rakip
iirlinlerle beraber tiiketici zihninde isgal ettigi yerin tanimlanmas1 ve uygulama siireglerini giincel

uygulama ornekleriyle incelemeyi amaglamaktadir.




Marka Destekleri TURQUALITY

Tekstil ve hazir giyim, otomotiv, elektronik, gida gibi rekabetci sektdrler acisindan ihracatta
markalagsmanin ve marka desteklerinin 6nemi giin gegtikge artmaktadir. Bu ¢er¢cevede derste marka
destekleri i¢cinde diinyanin devlet destekli ilk ve tek markalasma programi olan TURQUALITY®
ele almacaktir. Derste Ozellikle Turquality kapsaminda; rekabet avantajina sahip olunan ve
markalagma potansiyeli bulunan iriin gruplarina sahip firmalarin yonetsel bilgi birikimi,
kurumsallagsma ve gelisimlerini saglamak suretiyle uluslararasi pazarlarda kendi markalariyla global
bir oyuncu olabilmelerinin yollar1 anlatilmakta; iiretimden pazarlamaya, satistan satis sonrasi
hizmetlere kadar biitiin siiregleri kapsayacak sekilde firmalara verilemekte olan marka destekleri

incelenmektedir.




