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OZET

Akilli telefonlarin sofistike hale gelmesiyle cevrimi¢i ve ¢evrimdisi ticaret de biitiinlesmeye
baslamistir. Miisterilerin aragtirma ve satin almalarinin ¢evrimigi, tilkketimlerinin ise fiziksel magazada
gerceklesmesi ¢evrimiginden ¢evrimdigina (O20) ticaret olarak adlandirilmaktadir. Fiziksel magazaya
sahip perakendeciler e-ticaretin yayginlagsmasiyla magaza kirasi ve magaza personeli maliyetleri ve
bunlara ek olarak smirli sayida iiriin sunma sinirlamasi nedeniyle e-ticaret sirketlerine karsi rekabetci
giiclerini yitirmeye bagladilar. Buna ek olarak, miisterilerin magazalarn {iriin deneme ve fiyat kontrolii
i¢in kullanip aradiklar triinleri e-ticaret sirketlerinden de almalari ikinci bir yiikii perakendecilere
yiiklemigstir. Hem c¢evrimi¢i hem de ¢evrimdist platformlara sahip bazi isletmeciler bu iki kanali
tamamlayic1 olarak degerlendirip O20 ticareti gelistirmislerdir. Bazi iiriinlerin uyarlanma ihtiyaci
gostermesi ve online pazarlardan kolayca satin alinamamasi ve tiiketicilerin fiziksel magazalara olan
ilgisinin devam etmesi gibi sebeplerle potansiyel miisterileri ¢evrimi¢i ortamdan fark edip ¢cevrimdisi
ortama (fiziksel magazaya) yonlendirme ciddi bir pazarlama stratejisi haline gelmistir. Farkli temas
noktalarindan miisteriyi bir kanaldan digerine tasimak ¢ok kolay olmamaktadir. Bu ¢alismada dijital
araclarin ve fiziksel magazalarin sirketler tarafindan nasil yonetilmesi gerektigi ve bu iki farkli ana
kanalin bagarili entegrasyonuna yonelik pazarlama stratejileri mevcut literatiir 15181nda sunulacaktir.
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With the sophistication of smartphones, online and offline commerce has also begun to integrate.
Online-to-offline (020) commerce is the realization of customers' research and purchases online and
their consumption in the physical store. With the spread of e-commerce, retailers with physical stores
have begun to lose their competitive power against e-commerce companies due to the cost of store rent
and store personnel, as well as the limitation of offering a limited number of products. In addition, the
fact that customers use the stores for product trial and price control and buy the products they are
looking for from e-commerce companies has placed a second burden on retailers. Some companies
with both online and offline platforms have developed 020 trading by considering these two channels
as complementary. Capturing potential customers from the online environment and directing them to
the offline environment (physical store) has become a serious marketing strategy due to the fact that
some products need to be adapted and cannot be easily purchased from online markets, and consumers
continue to be interested in physical stores. It is not easy to move the customer from one channel to
another from different touch points without losing her. In this study, the path to the successful
integration of digital tools and physical stores by companies will be presented in the light of the
existing literature.
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