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OZET

Pazarlama 5.0, teknolojinin hizla geligirken is yapis siireglerini de doniistiirdiigii bir diizlem yarattig
giiniimiizlin pazar ortaminda, “nesnelerin interneti” olgusunun giindeme gelmesiyle, isletmeler icin
yonetim stratejileri igerisinde onemle ele alinmasi gereken bir kavram olmustur. Calismanin konusu,
pazarlama yonetimine yeni agilimlar getiren, insani ve dijital teknolojileri dogru bilesenlerle
sekillendirme olanagi saglayan Pazarlama 5.0 kavraminin, isletmeler icin yonetim stratejilerini
yeniden konumlandirma yoniinde bir degisim ve doniisiimil gerekli hale getirmesiyle olusan siirecleri
anlamlandirmaya ¢alismaktir. Elbette bu siire¢, pazarlamanin bugiine degin kat ettigi evrelerin
kazanimlarindan kopuk bir baglamda diisiiniilemez. Burada esas olan, yakinsak bir bakis agisiyla
pazarlamaya iliskin tiim temel kavramlar1 biitiinlestiren baglantisal bir pazarlama anlayisim1 hayata
gecirebilmektir. Bu ¢alismanin amaci, igletmenin hem insan, hem maddi, hem de dijital kaynaklarin
bir arada kavrayan bir sistem aginin olusturularak, teknoloji yoluyla toplanan biiyiik hacimli verilerin,
yonetim stratejisi kurgulanirken domino etkisi yaratacak bir kurumsal is zekasina doniistiiriilebilmesini
saglamak yoluyla, rekabet avantaji olusturabilecegi konusunu incelemektir. Dogru zamanda dogru
hedefe yonelmeyi saglayan Pazarlama 5.0 siiregleri, iiriinlerin, hiz-Kalite-maliyet bilesenlerinin
optimizasyonu ile miisterilerle bulusmasini saglamaya yonelik icerikler sunmaktadir. Kisisellestirilmis
pazarlamay1 hizli uygulayarak verileri dogru isleyebilmeye, miisteri geri-bildirimlerini pazarlama
yonetimi siiregleri igerisinde kullanabilmeye, miisteri beklentilerini daha hizl1 6ngérebilmeye dnemli
destekler sunabilen nesnelerin interneti teknolojisi yolu ile pazarlamanin dinamikleri doniismekte ve
yerel ve kiiresel pazarlarda yeni is modelleri olusturulabilmektedir. Calismada nitel arastirma yontemi
kullanilmigtir. Caligma ile ilgili bilgilerin kodlanmasi, analizi ve yorumlanmasi ise sistematik bir
yaklasimla ele alinmaya ¢alisilmistir. Calismanin bulgulart “Toplum 5.0” olgusunun, isletmelerin de
yOnetim stratejilerini bu yeni doneme uygun sekilde konumlandirmalarmi gerektirmesi, pazarlama
alaninda da “Pazarlama 5.0” olarak yansimasimi bulan bu yeni paradigmanin, isletmelerin dijital
doniisiim icerisine girmelerini, siirdiiriilebilir rekabet agisindan gerekli kilmakta oldugu yoniindedir.
Calismada, pazarlamay1 kisisellestirerek, omni-channel stratejisiyle miisteri deneyimi ve sadékati
saglayabilmek i¢in mobil uygulamalar, kisisellestirilmis deneyimler, miisteri iligkileri yonetimi, etkin
iletisim, miisteri temas noktalarinin dogru yonetilmesi ve kullanilan tiim satis kanallarinin birbiriyle
biitiinlesik caligmas1 gerektigi sonucuna varilmistir.
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ABSTRACT

Marketing 5.0 has become a concept that needs to be taken into consideration in management
strategies for businesses, with the emergence of the "internet of things" phenomenon in today's market
environment, where technology is developing rapidly and transforming business processes. The
subject of the study is to try to make sense of the processes that occur when the concept of Marketing
5.0, which brings new expansions to marketing management and provides the opportunity to shape
people and digital technologies with the right components, necessitates a change and transformation in
the direction of repositioning management strategies for businesses. Of course, this process cannot be
considered in a context that is disconnected from the achievements of the stages marketing has taken
so far. The main thing here is to realize a connected marketing approach that integrates all the basic
concepts of marketing with a convergent perspective. The aim of this study is to examine the issue of
creating a system network that comprehends both human, material and digital resources of the
enterprise, and by ensuring that large volumes of data collected through technology can be
transformed into a corporate business intelligence that will create a domino effect while the
management strategy is being set up. Marketing 5.0 processes, which ensure heading towards the right
target at the right time, offer content to ensure that products meet customers with the optimization of
speed-quality-cost components. The dynamics of marketing are transformed and new business models
can be created in local and global markets through the internet of things technology, which can
provide important support to be able to process data correctly by applying personalized marketing
quickly, to use customer feedback in marketing management processes, to predict customer
expectations faster. Qualitative research method was used in the study. Coding, analysis and
interpretation of the information related to the study were tried to be handled with a systematic
approach. The findings of the study are that the phenomenon of "Society 5.0" requires businesses to
position their management strategies in accordance with this new era, and this new paradigm, which is
reflected in the field of marketing as "Marketing 5.0", makes it necessary for businesses to enter into
digital transformation in terms of sustainable competition. In the study, it was concluded that mobile
applications, personalized experiences, customer relationship management, effective communication,
correct management of customer touch points and all sales channels used should work integrated with
each other in order to provide customer experience and loyalty with an omni-channel strategy by
personalizing marketing.
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