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Turkiye Odalar ve Borsalar Birligi

« Pazarlamanin evrimi
. [statistikler ve veriler
* Dijital pazarlama
« Arama motorlari
« Arama motoru optimizasyonu
« Arama motoru reklamlari

 Dijital Atolye

* Araclar & Kaynaklar
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DIGITAL 2020

TURKEY

ALL THE DATA, TRENDS, AND INSIGHTS YOU NEED TO HELP YOU UNDERSTAND
HOW PEOPLE USE THE INTERNET, MOBILE, SOCIAL MEDIA, AND ECOMMERCE

are. Hootsuite:

social




DIGITAL AROUND THE WORLD IN 2020

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL
POPULATION

1.73

BILLION

URBANISATION:

35%

SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSM

UNIQUE MOBILE
PHONE USERS

5.19

BILLION

PENETRATION:

67%

fIPT LIGENCE; INTERNET: ITU; GLOBALWEBINDEX; GS

MA INTELLIGENCE

INTERNET
USERS

4.54

BILLION

PENETRATION:

9%

EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES

ACTIVE SOCIAL
MEDIA USERS

3.80

BILLION

PENETRATION:

49%

are
social

'."| _E ADVERT I,:.-II" LZ*"Z'“""“ S5; APJII; KEPIOS ANALY: I;- SDCIALMEDIA PLATFORMS' SELF-SERVICE ADVERTIS NG TOOLS;
ALL LATEST AVAILABLE DATA IN JANUARY 2020. ¢ COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES.

AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS® SELF-5
COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CA I'[E \ZAAR.

® Hootsuite*




GLOBAL DIGITAL GROWTH

THE YEAR-ON-YEAR CHANGE IN ESSENTIAL INDICATORS OF DIGITAL ADOPTION

TOTAL UNIQUE MOBILE INTERNET ACTIVE SOCIAL
POPULATION PHONE USERS USERS MEDIA USERS

+1.1% +2.4% A +9.2%

JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019
+82 MILLION +124 MILLION +298 MILLION +321 MILLION

° SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA IPT LIGENCE; INTERNET: ITU; GL ')E \WEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES

AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; APII; KEPIOS ANA Ly S15; SOCIAL MEDIA: PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; Clre @ HOOtSUlteE

COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CA F[E \JAAR. ALL LATEST AVAILABL Dﬁf_ﬂ. IN JANUARY 2020. @ COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. S°c CII




il GLOBAL ECOMMERCE ACTIVITIES

2020 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH

SEARCHED ONLINE FOR VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
A PRODUCT OR SERVICE RETAIL STORE ON THE PRODUCT ONLINE PURCHASE VIA A LAPTOP PURCHASE VIA A
TO BUY (ANY DEVICE) WEB (ANY DEVICE) (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

80% 90% Ly 36% 52%

° SOURCE: GLOBALWEBINDEX (@3 2019). FIGURES REPRESENT THE FINDIN( BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETA ﬂl"e | @ HOOtSU'te@
socia




I\l TURKEY Cx

2020 THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND THE STATE OF MOBILE, INTERNET, AND SOCIAL MEDIA USE

TURKEY

TOTAL MOBILE PHONE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

83.88 77.39 62.07 54.00

MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: PENETRATION: PENETRATION:

75% 92% 74% 64%

SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA IFT LLIGENCE; INTE ‘ENET ITU; GL _‘JE \WEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES

AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; APII; KEPIOS AN/ ALYSIS; SOCIAL MEDIA: PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; are @ HOOtSUlte

COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; I'[E \JAAR. ALL LATEST AV ILAB_Z [:-ﬁ__ﬂ. IN JANUARY 2020. @ COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. SOCI ul




Ml DIGITAL GROWTH INDICATORS C+

2020 CHANGES IN KEY INDICATORS OF DIGITAL ADOPTION

TURKEY

TOTAL MOBILE PHONE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

+1.2% +3.4% +4.0% +4.2%

JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. JAN 2019 JAN 2020 vs. APR 2019
+999 THOUSAND +2.6 MILLION +2.4 MILLION +2.2 MILLION

o SOURCES: POPULATION: UNITED NATIONS; MOBILE: GSMA IPT LLIGENCE; INTERNET: ITU; GL JE \LWEBINDEX; GSMA INTELLIGENCE; EUROSTAT; LOCAL TELECOMS REGULATORY AUTHORITIES

AND GOVERNMENT BODIES; SOCIAL MEDIA PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; ARJI; KEPIOS AN LYSIS; SOCIAL MEDIA: PLATFORMS' SELF-SERVICE ADVERTISING TOOLS; are I ‘ HOOtSUlte

COMPANY ANNOUNCEMENTS AND EARNINGS REPORTS; CA FI:E \ZAAR. ALL LATEST AVAILABLE De‘*f.ﬁ. INJANUARY 2020. ¢ COMPARABILITY ADVISORY: SOURCE AND BASE CHANGES. sac d




PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO OWN EACH KIND OF DEVICE

MOBILE PHONE NON-SMARTPHONE
(ANY TYPE) MOBILE PHONE

=

90% 89% 6.8%

DEVICE FOR STREAMING TV GAMES SMART HOME
CONTENT OVER THE INTERNET CONSOLE DEVICE

8.7% 20% 14%
e O O (o
o SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64.

LAPTOP OR DESKTOP
COMPUTER

67 %

SMART WATCH
OR WRISTBAND

Cx

TURKEY

TABLET
DEVICE

45%

VIRTUAL
REALITY DEVICE

4.3%

253 ol ® Hootsuite*




DAILY TIME SPENT WITH MEDIA C+

AVERAGE DAILY TIME THAT INTERNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES
TURKEY

USING THE USING WATCHING LISTENING TO MUSIC USING A
INTERNET SOCIAL MEDIA TELEVISION* STREAMING SERVICES GAMES CONSOLE

@@

/H29M 2HS51TM 3HO04AM TH21M OHS8M

SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS. we P
* NOTES: TELEVISION TIME INCLUDES BROADCAST [LINEAR) TELEVISION AND CONTENT DELIVERED VIA STREAMING AND VIDEO-ON-DEMAND SERVICES. USE OF DIFFERENT DEVICES AND are, HOOtSL"te@

CONSUMPTION OF DIFFERENT MEDIA MAY OCCUR CONCURRENTLY. SQCICII




ol SHARE OF WEB TRAFFIC BY DEVICE

2020 EACH DEVICE’S SHARE OF TOTAL WEB PAGES SERVED TO WEB BROWSERS IN DECEMBER 2019

MOBILE LAPTOPS & TABLET
PHONES DESKTOPS COMPUTERS

74.8% 24.3% 0.9%

DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018: DEC 2019 vs. DEC 2018:

+31% -40% -335%

SOURCE: STATCOUNTER (ACCESSED JANUA ARY 2 ). FIGURES REPRESENT EACH DEVICE'S SHARE OF WEB PAGES EF /ED TO WEB BROWSERS ONLY. NOTE: FIGUR
DECEMBER 20 1c ANNUAL CHANGE FIGURES COMPARE MONTHLY SHARE VALUES FOR DECEMBER 2019 TO DECEMBER 2018,

C=x

TURKEY

OTHER
DEVICES

0.03%

DEC 2019 vs. DEC 2018:

+50%

*® Hootsuite:




il MOST-USED SOCIAL MEDIA PLATFORMS Cx

2020 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT USING EACH PLATFORM IN THE PAST MONTH

TURKEY

YOUTUBE
INSTAGRAM
WHATSAPP
FACEBOOK
TWITTER

FB MESSENGER
PINTERE ST
LINKEDIN
SNAPCHAT
TIKTOK
SKYPE
TWITCH
TUMBLR
REDDIT
WECHAT
LINE

SOURCE: GLOBALWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBALWEBINDEX.COM FOR MORE DETAILS.
NOTE: FIGURES ARE BASED ON INTERNET USERS’ SELF-REPORTED BEHAVIOUR, AND MAY NOT MATCH THE MONTHLY ACTIVE USER FIGURES OR ADDRESSABLE ADVERTISING AUDIENCE ure HOOtSUlte
REACH FIGURES FOR EACH PLATFORM THAT WE PUBLISH ELSEWHERE IN THIS REPORT. social




ol ECOMMERCE ACTIVITIES C

2020 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO REPORT PERFORMING EACH ACTIVITY IN THE PAST MONTH

TURKEY

SEARCHED ONLINE FOR VISITED AN ONLINE PURCHASED A MADE AN ONLINE MADE AN ONLINE
A PRODUCT OR SERVICE RETAIL STORE ON THE PRODUCT ONLINE PURCHASE VIA A LAPTOP PURCHASE VIA A
TO BUY (ANY DEVICE) WEB (ANY DEVICE) (ANY DEVICE) OR DESKTOP COMPUTER MOBILE DEVICE

81% 84% 63% 33 % 44%

o SOURCE: GLOBAIWEBINDEX (Q3 2019). FIGURES REPRESENT THE FINDIN( BROAD SURVEY OF INTERNET USERS AGED 16 TO 4. SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS. are | ‘ HOOtSU'te
socia




il SOURCES OF NEW BRAND DISCOVERY Cx

2020 PERCENTAGE OF INTERNET USERS AGED 16 TO 64 WHO SAY THEY DISCOVER NEW BRANDS AND PRODUCTS VIA EACH CHANNEL

TURKEY

ADS ON TELEVISION

ADS IN SOCIAL MEDIA

BRAND OR PRODUCT WEBSITES 34%
ADS IN MOBILE OR TABLET APPS 33%
WORD-OF-MOUTH RECOMMENDATIONS 33%
RECOMMENDATIONS OR COMMENTS ON SOCIAL MEDIA 31%

TV SHOWS OR FILMS 30%

ADS ON WEBSITES 28%

PRODUCT BROCHURES OR CATALOGUES 28%

e SOURCE: GLOBAIWEBINDEX (@3 2019). FIGURES REPRESENT THE FINDINGS OF A BROAD SURVEY OF INTERNET USERS AGED 16 TO 64. SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS. are I ‘ HOOtSUlte
socia



Dijital Pazarlama

Performans Odakl

 Arama Motoru Optimizasyonu
 Arama Motoru Reklamciligi
. Slciimleme  Google Display /Youtube

» Hedefleme Optimizasyonu  FB / Instagram

« Donlisiim Optimizasyonu e Youtube / FB / |nstagram

Bhe » Display reklamlar

°* VS..




Arama Motoru Pazar Paylari
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Google Organik
(SEO - Ucretsiz)

sgle

bmw 5.20 .o =

7, Timi E) Gorseller <P Alisveris [*] videolar [ Haberler ! Dahafazla  Ayarar

Yaklasik 1.640.000 sonug bulundu (1,25 saniye)

Reklam - www.bmw.com.tr/ = 0850 252 1010

Yeni BMW 5 Serisi - Degisimin Lideri

Yeni nesil liderler, degisimin ve gelisimin glcnd bilider. Yeni BMW 5 Serisi. Siz dedisime hazir
misimz? Fiyat Listesi. Kusursuz Surids. Onling Rezervasyon. Son Teknolaji. Ylksek Performans.

Ustiin Tasarim. Ust Diizey Konfor. Arag Listesi. Kampanyalar.
9 Atagehir - Yakinlardaki 5 konum

www.sahibinden.com » ... » Otomobil » BMW » 5 Serisi =

BMW 5 Serisi 520i Fiyatlar & Modelleri sahibinden.com'da

Satilik BMW 5 Serisi 520i fiyatlar ve araba modellerinin en glincel ilanlari ... BESIRLI
OTOMOTIV 2016 MODEL BMW 5.20 | EXECUTIVE M SPORT #842851174 ...

BMW 5 Serisi 520i Fiyatlari ... M Sport
Satihk BMW & Serisi 520i fiyatlan Satihk BMW 5 Serisi 520i M Sport
ve araba modellerinin en ... fiyatlar ve araba modellerinin ...

sahibinden.com alanindan daha fazla sonug »

www.sahibinden.com » ... » BMW » 5 Serisi » 520d

BMW 5 Serisi 520d Fiyatlar & Modelleri sahibinden.com'da - 2

YETKILI BAYIDEN*163.000*PESINATLA 2014 BMW PREMIUM 5.20 D #875333828 ... 2012
MODEL BMW 5.20D SPECIAL EDITION HATASIZ VE BOYASIZ # ...

www.sahibinden.com » ... » Otomobil » BMW » 5 Serisi =

BMW 5 Serisi 520d Fiyatlari & Modelleri sahibinden.com'da

Satihk BEMW & Serisi 520d fiyatlan ve araba modellerinin en gincel ilanlar ... ARN AUTO'DAN
2015 MODEL BMW 5.20D0 COMFORT HATASIZ+BOYASIZ+ ...
BMW 5 Serisi 520d Fiyatlar ... - Mersin BMW 5 Serisi 520d ... - M Sport - Premium

www.sahibinden.com : Vasita » Otomobil » BMW -

BMW 5 Serisi Fiyatlari & Modelleri sahibinden.com'da

Satilik BMW 5 Serisi fiyatlan ve araba modellerinin en gineel ilanlan ... BESIRLI OTOMOTIV
2016 MODEL BMW 5.20 | EXECUTIVE M SPORT #842851174 ...

www.bmw.com.tr » all-models » 5-series » bmw-5-seris... =

Yeni BMW 5 Serisi Sedan: Bir Bakista | BMW Turkiye

Yeni BMW 5 Serisi'nin dne ¢ikan ozellikleri: Tasarnim, yenilikgi teknolojiler ve benzersiz surls
dimnamikleri. Kesfedin ve bilgi alin.

Kullanicilar bunlari da sordu
BMW 5.20 ne kadar?

BMW 520i kag TL?

BMW 10 hangi model?

BMW 10 hangi kasa?

$

Q

Araclar

b

Geri bildirim



Google Nasil Calisiyor?

B G -

USER QUERIES FETCH DATA -

BT e T
h h

RESULTS SEND DATA

CRAWLING
WEBSITES




LSMS CONTENT MARKETING

SEQO CHECKLIST

DRIV

2%

IMAGE OPT

ALL FILE NAMES &
CONTAIN THE |

CANNONICAL TAG:
TAG TO TELL SEARC

il - e
URLS ==inmotion.
THE URL SHOULD /M)Sf//?g
THE
. Avoid indluding stop words
The Only SEO ChecklistYc
hyphens (-) instead of under.
| be fess than 1
SEO Basics Keyword Research Technical SEO
|:| ﬁgﬁrﬁiﬁgﬂglsi"g D [dentify your competitors H?.tf‘;gwe you are using
: - . Check for duplicat
|:| Set up Google Analytics |:| Eg;ﬂ;?g;mam money !.rer?s‘i:ong :Jf;gufae»i?e | W w w
[] Install and con 5 S
SEO plugin (W B
l:l Qenerate&su
sitemap THE COPY MUST |
|:| Create a Robof THE KEYWOI
FIRST 20
Check Search
D forerﬁan::Irgct
[] Make sureths ® Gel your company's list of products and serv
website is inde p<
® Optimze your google keyword strotegy
® Pay attention to your togs CONTE
® Your description tog s whot hooks new custt
" ‘ K S oo CAN YOU ADI
9 Feep YO NEWOIGs Co IMAGES, SCRE|
® Toke care with your heoding togs SLIC
® Numbers count when it comes Lo vour words
® Quolty your inks and uris EXTERNA
® I you don't have a sitemop, then create one COPY SHOULD LI
® Keep the robots at boy EXTERNAL AUTHC
® Anolysis is key
@ Check your server =
® Stotic can be 0 good thing
® Priontize text
® Umque content ottracts unique visitors—and :
PR ; META DES
® Moke your website accessible Lo everyone
® To supercharge your website's reach, start o INCLUDE KE
® Come up with creative content CLEAR CALLTO AC
yF N







Google Organik
Mobil SEO icin 3 Taktik
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Nasil?

Think with Google

Test My Site
Isletmenizi blyUtmek icin
mobil sitenizi iyilestirin. 2

Alan adinizi girin

GOOg|€ Google Hakkinda Urinler Reklamcilik Isletme  Gizlilik ve Sartlar  Think With Google Hakkinda

*Testmysite



Nasil?

. PageSpeed Insights HOME DOCS

Web sayfalarinizin tim cihazlarda daha hizli olmasini saglayin

Bir web sayfasi URLsi girin ANALIZ ET

Yenilikler Web Performansi

Performans ve hizla ilgili son Google Web Google'da web performans araclanyla ilgili
Yoneticisi Merkezi yayinlarini okuyun. daha fazla bilgi edinin.

Geri Bildirim Gonderin PageSpeed Insights hakkinda

PageSpeed Insights ile ilgili belirli bir PageSpeed Insights bir web sayfasinin
konuda, yanit verilebilir sorularimiz mi var? icerigini analiz eder ve sayfayl daha hizli hale
Sorulaninizi Stack Overflow'da sorun. Genel getirmek icin dneriler olusturur. Daha fazla
konuda geri bildirim ve tartismalar i¢in posta bilgi edinin.

listemizde bir ileti dizisi basglatin.

*Pagespeed Insights



Nasil?

2.. web.dev Learn Measure Blog About Q, Search SIGN IN

Measure

See how well your website performs. Then, get tips to improve your user
experience. Sign in to track your progress over time.

s SIGN IN WITH GOOGLE

Enter a web page URL SWITCH URL RUN AUDIT

Performance Accessibility Best Practices SEO
Score scale: e 0-49 50-82 = 90-100
1 2 3
Run tests on your site Look at what matters Get tips for improving
Enter your site's URL to see how See your site's performance across Each test comes with helpful steps
well it performs across all audits. the areas you care about. to improve your site's results.

How your site is measured

*Google Lighthouse
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Forget about it

Natural

Left hand

Forget about it

Natural

Right hand

Balance
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Google Reklamlari
Hedefleme Cesitleri




Google Reklamlar

GOOGLE SEARCH TARGETING

A KEYWORDS 2/ DYNAMIC SEARCH ADS (DSA)
Target Search berms in Googie by selecting keywords Target Search terms in Goegle with your website contert

nstead of LEing keveords

B Words or Phrases B Keyword Match Type B AR ki

+ Google Keyword Tool « Hroad Match Idefault) B Specific P;gcz of iorwbihe

o Seovch Terms Report ¢ Modified Broad Match s NI PP
o New Concepts o Phrase Match B Recommende D= OF yyour w

« Exact Match
B Negative Keywords
o yrefevant Wards
o Low CRT searches
= Low Converting Search Terms

[".] AUDIENCE TARGETING & DEMOGRAPHIC TARGETING
Layer base search targeting with audiences and make bd adpstments Layer base search targeting with demographics. and make bid adustments
B RLSA (Remarketing Lists for Search Ads m Age & Gender = HouseHold Income
Target Past Webste User as they search in Google -
e ) 3 o 18-24 o Male - TQC 10.%
. Simillar Audiences . 050 ¢ Female e Top10,20%
g Top 20.30%
Similar to your website users vl = e PR :
e Top 3080%
B  In-Market Audiences ¢ Top4050%
Interests with buyer ingent across nternet » Lower 50%
¢ Lyemaown
B Customer List
Target Emai Customes List as they search)
J LOCATION & LANGUAGES ¥ AD SCHEDULE
¥ Location or Radius ¥ Location Options B Setect Hours to Show Ads B Adjust bids by Hour
» Regian o Pecple in, or mterested in locabon o Aun ads on ceran days « Bid higher at certain tmes
» Courtry « People nor regulaly n locations « Aun ads durmg business hours anly  « Bid lower st certan times
¢ Cty e People smarching for your target ¢ Show dfferent ads/campans
o Zip/Postal Code lozation
» Locaticn or Radus '

¥ Langusge Options

« One language

o Multiple Languages
o Alllanguages

! GOOGLE SHOPPING

Target Search terms m Google with your websee product calaleg
atinbutes retead of keywasds

» Product Title + Price

« Product Descrptan » Image Lnk
» Coogle Catagory « GTIN.MPN
¢ Product Type + Gerder

« Coloe . AQe

a DETAILED DEMOGRAPHICS

Laper bose soarch targeting with demoegraphics, and make bid adjusiments

B Parental Status W Marital Status B Eduction

e (01 yours) « Singe o Current Universty
e 13-2 yearsl . nrc{gtjond-jp Sthuderss

¢ (3-4 yews) o Mamed » Bachdor's Degree
» (5-11 years| o Urkroan v Advanced Degree

o 112-17 yeoars)

Detaled Damogeaphecs - Part of Audence Targeting Can exclude aith
negatre 90%- bid

::J DEVICE TARGETING

Layer base seorch targeting with avdiences. and mahe bed adustments
B Desktop
Computers and Lapicps

B Tablet
Tablels vanyng in sae

§ MobRe
Target coly Mobile. or adiust bid higher or lowes

m v

Ads are not roling cut m yawr homes




Google Reklamlari

(G)« PAST INTERACTIONS

Re-target pecple that you already know, or pecple bka them

B Remarketing N samilar Audiences

= Webste ¢ Lockalke of 31 website users
= Mchile App » Lockalle of leads
+ Customer Lsts + Lockaldee of sales/customerns

CONTENT TARGETING

Layer baze search targeting with sudences and make bid adpsiments

B Topics

Select relevant websEle topecs to shaw your ads on
B Placements

Select specific wenstes to show your ads on

B Keywords
Match wetste cantent with keywords

B content Exclusions
Sengtive content. dgital contere isbels content type and
Types of placemenrts

[~ GMAIL ADS

Grnal advertising has amiler targating to the rest of the Display Netaork

8 Past interactions # Reszearching or Buying

s IrrtMarket Audences
o Custom insent Audences

o Custamer List
o Webste Cookes
Siméiar Audences

¥ Content Targeting B Life Events
» Topics * Graduatng from college.
¢ Placemenls * Moving homes

* Keywards Cdﬂ.’lg marmed

[>] YouTuBE ADS

YouTube Advertising has smilar targeting 10 the rest of the Cisplay Netaork

® Past Interactions ¥ Researching or Buying

e Customer List

e Webste Cockies

¢ Simdar Audiences

* YouTube Channel & wdeos

» N-Morket Audences
v Cuztom ntent Audences

® Content Targeting @ Life Events

o Graduatng from college
o Mavng homes
o Getbing Marmied

¢ Topcs
s Flacements
o Keywords

&% RESEARCHING OR PLANNING

Target people across milions of webistes based on thesr recent
behavars

B In-Market Audiencesz | Custom Intent Audlences

o Webste
o Mobie App
s New Cancepls

e Fteres: targeting
o ternet bebanar

‘, DEMOGRAPHIC TARGETING

Layer base search tarpeting with demographics. and make bid adfustments

N Age W Gender ¥ HouseHold Income
. 18-24 . Mae e TOP10X
. 05 ¢ Female * Top1020%
o Unkawn o Unknown » Top20,30%
o TOp 3040%
o TOp 40.50%

o Lower 80%
* LUnknown

O LOCATION & LANGUAGES

¥ Location or Radius ¥ Location Options

« Region e Peoplein, or interested in location
o Courery o Peoplein or regularly in locatons
» Tty e People searching far your target

Zip/Postal Code
Location or Radus

location

® Language Options

» One langusge
o Multiple Languages
o Alltanguages

% AD SCHEDULE

B Select Hours to Show Ads 8 Adjust bids by Hour

« Run ads on cenran doys » Bid highe at certain imes
« Aun ads durng business hoursorly  « Bid lower at certain times
s Show dfferent ads/campaigns

GOOGLE DISPLAY TARGETING

1, INTERESTS AND HABITS

Target paople aorass miliors of webstes bazed on ther mterests and

behaviors
B Armnity Audiences B Custom Infinity
o Webste e Webgte
* Mcbie App « Mobie App

* New Concepis ¢ New Concepts

v, DETAILED DEMOGRAPHICS

Layer bame search (argeting with demegraphics. and make bid adpstments

B Parental Status ¥ Marital Status B Eduction
o 01 yeww) . ':'ivu_jc e Current L,\'lu!:fsity
s [1-2'years) . h{chn'cn',h'p Ssutdents
¢ 13-4 year) o Mamried s Bachelocr's Degree
¢ (5-11 years| o Urknoan ¢ Advarced Degree

v 12-17 yeaz)

Cetaied Demographics - Part of Audence Torgeting Can exclude with
negatre 90%- o

;j DEVICE TARGETING

Layer baze search barpeting with audiences. and make brd adustments

B Desktop

Computers and Lagtops
B Tabiet
Tablets varying in see

§ Mobde
Target only Mobile, or adjust bid higher o sower

N T

Ads ave nat relling out in your hamet

£5) LIFE EVENTS

Target méesione evenisin peogles ves

B Graduating from college,
B Moving homes

Getting married
9




Olgiimleme

@l A /'
- A® i

- - 1
AA®
1 Tiiketicilerin online ve 2 is hedefi olarak ¢ok 3 Deneme ve 6grenme yoluyla
offline tim temas noktalarini kanalli ve uzun sureli diizenli olarak pazarlama
dogru bir sekilde dlgumleyin degerler tamimlayin stratejisini gelistirin

‘Diital pazarlamada donustmun bes fakicel OlgUmieme & Iskilendirme” Eyldl 20715, ThinkwithGoogle.com.tr



Olgiimleme

Olciim alaninda en olgun 100
pazarlamacinin, ayni alanda en az
olgunluga sahip 100 pazarlamaciya

kiyasla, isletme hedeflerini asma
olasiligi 4 kat daha yuiksek

n oncelikli strateyiniz haline gelmediyse, neden gelmesi gerektigini ogrenin,” Nisan 2019. ThinkwithGoogle.com.tr



Google Dijital Atolye

Online Kurslar

Sertifikasyon

Uzaktan Caliyma

DahafFazla »

ijital Atolye

Dijital dunyada iginize
yarayacak beceriler edinin

Ozguveninizi artirmak ve basaril olmaniza yardimci olmak i¢in
tasarlanan esnek ve kisiye 6zel kurslaria kariyerinizi veya isinizi

istediginiz hizda geligtirin

» Isinizde basarli olmaniza yardimc: olacak araclarn kesfedin
Mdilakat becerilerinizi gelistirin
Hedeflediginiz kariyer icin haziriik yapin

Kariyerinizl gelistirmenize veya isletmenizi blyitmenize yardime olacak teknolofi, egitim ve araclar. Daha fazla bilgi

Geligiminiz igin basit adimlar

Derslerinizi segin MERA  stediginiz hizda 6grenin
Ister ¢grenci, ister isletme . Bilgisayariniz veya tabletiniz
sahibi olun; dijital Uzerinden kendinize ait bir
yoleulugunuza uygun olan ogrenme plani olugturun,

derslere buradan
erisebilirsiniz.

Online platform Uzerinden ders alin

Sertifikanizi alin

Derslerinizi tamamiayin,
LinkedIn profiliniz ve CV'nizi
guglendirmeye yardimel
olacak sertifikaniz: alin

Oturum a¢

Ogrenmeye baslayin




Keyword Tracking Tools
Getstat
Seomonitor
Keyword Research Tools
Kwfinder
Google Ads Keyword Planner
Backlink Tools
Ahrefs
Majestic
Crawlers
Oncrawl
Deepcrawl
. Google Search Console
Ara (}I a r . Mobil Uyumluluk Testi Araci
o Zengin Sonugclar Testi
Competitor Research Tools
Semrush
Searchmetrics
Log analysers
Screaming Frog
Oncrawl - Deepcrawl - Botify
Graylog
Pagespeed
Testmysite
PageSpeed Insights
Lighthouse


https://search.google.com/test/mobile-friendly?hl=tr
https://search.google.com/test/rich-results?hl=tr

https://backlinko.com/

https://www.searchenginejournal.com/

https://searchengineland.com/

https://www.searchenginewatch.com/

https://twitter.com/googlewmc

Kayn akl ar https://webmasters.qgoogleblog.com/

https://twitter.com/dannysullivan

https://twitter.com/methode

https://moz.com/beginners-guide-to-seo

https://support.qoogle.com/webmasters/?hl=tr

https://developers.google.com/search?hl=tr

https://support.qooqgle.com/webmasters/answer/74511847?hl=tr



https://backlinko.com/
https://www.searchenginejournal.com/
https://searchengineland.com/
https://www.searchenginewatch.com/
https://twitter.com/googlewmc
https://webmasters.googleblog.com/
https://twitter.com/dannysullivan
https://twitter.com/methode
https://moz.com/beginners-guide-to-seo
https://support.google.com/webmasters/?hl=tr#topic=9128571
https://developers.google.com/search?hl=tr
https://support.google.com/webmasters/answer/7451184?hl=tr

Dinlediginiz i¢in
tesekkurler
©




Sorulariniz



T

c : Tiirkiye Odalar ve Borsalar Birligi
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Dijital pazarlama
Platform Performansi & Arama Reklamcilig

2020
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mPlatform Performansi & Yapisi ve Buyumeye EtKisi

> Hosting & Olceklenebilirlik
= CDN Kullanimi
=>Bakim ve Yenilikler

> Platform Performansi ve Olcimi

* Mobil Web
 Web

* Mobil



mArama Motoru Reklamciliginin Onemi ve Etki Eden Faktorler

- Platform Performansi

=>SEO

>|cerik Stratejisi

= Odak ve Analitik Dusunme

= Kampanya Yaklasimi ve Genel Yapisi

= Retargeting



mSaglikli Eticaret Unsurlarina lliskin Basliklar

= [asarim Yapisi ve Yaklasimi

=> Ticari odakll yaklasim & Marka Konumlandirmasi Butunlugu
= Uriin Fotograflari

=>Banner vb. Gorseller

= Domain

= URL Yapilari

= Surdurulebilir Platform Yaklasimi ve Buyumeye Acik Yapilar Kurulmasi



mVerimlilik ve Blylime Icin Odaklaniimasi Gereken Unsurlar

= Donusum Orani

=> Trafik artigi saglanabiliyormu

> Hangi adimlarda kullanici kaybi yasaniyor

= Kullanicilarim platformda git gide daha fazla zaman geciriyormu
=> Trafik kaynagl bazinda buyume varmi ve hedefler

= Kullanici kazaniminin platformlar arasi dagilimi ve sure&sekil tutarhlhgi



