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Ozet- Pazarlama stratejisi, isletmelerin pazarlama amaglarmi basarmasi i¢in hedef pazar secimi ve gerekli olan pazarlama
karmasinin olusturulmasiyla ilgilidir. Pazarlama yaraticilig1 ise isletmenin mevcut iiriin kategorisi i¢inde anlamli bir farka
sahip olan ve pazara sunulan bir iiriiniin pazarda basarili olma derecesini ifade etmenin yan sira tutundurma faaliyetlerinde,
dagitim yontemlerinde, pazarlama problemlerinin ¢6ziilmesinde yaratici uygulamalari igermektedir. Kit kaynaklar karsisinda
isletmelerin ve yoneticilerinin devamliliklarini siirdiirmesi ve basarili olmalart i¢in strateji yeniligi 6nemli bir etmendir.
Yenilik¢i ve yaratici bir strateji isletmeleri essiz ve rakipleri tarafindan taklit edilmesi zor bir sekilde konumlandirmada
yardimci olmaktadir. Ayrica isletmeler icin daha iyi performans saglama, orgiitsel kaynaklar1 ve yetenekleri daha iyi kullanma
ve rekabet avantaji kaynagi olmaktadir. Yaratici pazarlama stratejileri, yenilik¢i deger Onerileri, yeni fiyatlandirma modelleri,
miisteri odakli tedarik aglari veya miisterilere 6zel tercihlerine ve ilgi alanlarma cevap veren “temas” yollarindan ve
araglarindan faydalanabilmektedir (Varadarajan ve Clark, 1994; Andrews ve Smith, 1996; Slater, Hult ve Olson, 2010; Hassan
et al, 2013). Etkili pazarlamanin ilk kosulu kilit yoneticilerin pazarlar1 incelemenin, pazardaki firsatlart ayirt etmenin, hizmet
vermek i¢in pazarin en iyi boliimlerini se¢gmenin ve segtigi miisterilere ihtiya¢ ve istekleri agisindan {istiin bir deger sunmaya
calismanin Onceliginin farkina varmasidir. Ikinci olarak, isletme pazarlama analizi, planlama, uygulama ve kontrolii
gerceklestirebilecek sekilde ¢alisabilme yeterligine sahip olmalidir. Ugiincii olarak, etkili pazarlama, yoneticilerin kaynaklari
farkli pazarlara, tirtinlere, bolgelere ve pazarlama araglarina uygun sekilde planlamak ve tahsis etmek i¢in yeterli bilgiye sahip
olmalarmi gerektirmektedir. Pazarlama etkinligi, yonetimin karli bir strateji tasarlayip tasarlamayacagina da baglidir. Son
olarak, istenilen sonuglara ulasmak i¢in, pazarlama planlari, organizasyonun ¢esitli kademelerinde verimli bir sekilde
yiiriitiilmelidir. Dikkate alinmas: gereken nokta pazarlama etkinliginin karlilik ile ayn1 anlamda olmadigidir. On sart pazarlama
etkinligine baglh olarak satis, yatirnm vb. geri doniis oramidir (Kotler, 1977, 70, Osland ve Yaprak, 1994, 61; Webster, 1995, 8;
Cizmar ve Weber, 2000, 229).Pazarlama etkinligini kavramsallagsmasinda katkis1 olan Kotler (1977) bir isletmenin, bir
boliimiin veya bir iiriin hattinin pazarlama etkinliginin bes boyutun kombinasyonuna bagli oldugunu ifade etmistir: (1) Miisteri
felsefesi (2) Biitiinlesik pazarlama organizasyonu (3) Yeterli pazarlama bilgisi (4) Stratejik yonelim (5) Islemsel etkinlik
(Kotler, 1977,72; Webster, 1995, 10; Leisen, Lilly ve Winsor, 2002, 204). Performans ise, isletmelerin hedeflerine ulasma
derecesidir. Isletmeler, faaliyetlerinin etkinligini 6lgmek icin gesitli kriterler kullanabilir. Yapilan calismalarda en sik
kullanilan 6l¢iitler karlilik, satis hacmi, katki pay1 gibi finansal dlgiitler, miisteri memnuniyetine yonelik Sl¢iitler ve pazar ve
pazarin biyiimesi gibi olgitlerdir (Ambler ve Xiucun, 2003; Ambler, Kokkinaki ve Puntoni, 2004; Eusebio, Llonch ve
Belbeze, 2006 ). Performans, yaratici pazarlama stratejilerinin ve pazarlama etkinliginin 6l¢iimiinde 6nemli bir unsur olarak
karsimiza ¢ikmaktadir (Lusch ve Laczniak, 1987; Osland ve Yaprak, 1995; Woodside, Sullivan ve Trappey, 1999; Hassan et
al, 2013).Arastirma Kayseri’de faaliyet gosteren mobilya sektoriinde yer alam isletmelerin yoneticileri ile yiriitiilecektir. Bu
calisma ile isletmelerin pazarlama stratejisi yaraticihgr (PSY), pazarlama etkinlikleri (PE) ve isletme performansi (IP)
arasindaki iliskiler incelecektir. Bu amaca ulasabilmek igin {ic model olusturulmustur. Ilk modelde pazarlama stratejisi
yaraticiligi ile isletme performansi arasindaki iligkiler, ikinci modelde pazarlama performanst ile pazarlama etkinligi arasindaki
iligkiler, son model de ise pazarlama etkinligi ile is performansi arasindaki olast iligkiler korelasyon ve basit regresyon analizi
ile incelenecektir. Literatiirde bu li¢ kavramin birlikte inceleyen herhangi bir ¢caligmaya rastlanmamistir. Bu nedenle arastirma
sonucunda elde edilecek bulgular, gerek akademisyenlere gerekse uygulamacilara 6nemli sonuglar sunacaktir.

Modeller Olgekler ifade
Model 1 PSY- iP PSY Slater et al (2010) 10
Model 2 PSY- PE (Islemsel Etkinlik, Tiiketici Felsefesi, | PE Webster, (1995) Kotler’in (1977) o6nerdigi olgegi revize | 18
Yeterli Pazar Bilgisi, Stratejik Yonelim) ederek 4 boyutta ele almistir. Caligmada bu dort boyut
kullanilacaktir
Model 3 PE (4 Boyut)- iP ip Hamsioglu, (2011) 6
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MARKETING STRATEGY CREATIVITY, MARKETING
EFFECTIVENESS, AND BUSINESS PERFORMANCE
RELATIONSHIPS: A RESEARCH ON THE FURNITURE SECTOR

Abstract- The marketing strategy is concerned with the creation of the target market selection and necessary marketing mix in
order for the businesses to achieve their marketing objectives. Marketing creativity includes creative applications in solving
marketing problems, in delivery methods, in promotion activities as well as expressing the degree of market success of a
product that has a significant difference within the current product category of the business and is put on market. Strategic
innovation is an important factor in maintaining sustainability and achieving success by businesses and their managers against
scarce resources. An innovative and creative strategy helps businesses to position themselves in a unique and challenging
manner to be imitated by their competitors. It also provides better performance for businesses, better use of organizational
resources and skills, and a source of competitive advantage. Creative marketing strategies can benefit from innovative value
propositions, new pricing models, customer-focused supply networks, or "touching” ways and tools that respond to specific
preferences and interests of customers (Varadarajan and Clark, 1994; Andrews and Smith, 1996; Slater, Hult and Olson, 2010;
Hassan et al., 2013). The first condition of effective marketing is that key managers realize the priority of examining markets,
distinguishing market opportunities, choosing the best parts of the market to serve, and trying to deliver superior value to
selected customers in terms of their needs and desires. Secondly, the enterprise should have the ability to work in such a way
that can perform marketing analysis, planning, implementation, and control. Thirdly, effective marketing requires managers to
have sufficient knowledge to plan and allocate resources appropriately to different markets, products, regions, and marketing
tools. Marketing effectiveness also depends on whether or not management will design a profitable strategy. Finally, in order
to achieve the desired results, marketing plans should be carried out efficiently at various stages of the organization. The point
to be taken into consideration is that marketing effectiveness does not have the same meaning as profitability. Prerequisite is
the return rate sales, investment etc. depending on marketing effectiveness (Kotler, 1977, 70, Osland and Yaprak, 1994, 61;
Webster, 1995, 8; Cizmar and Weber, 2000, 229). Kotler (1977), who contributed to the conceptualization of marketing
effectiveness, stated that the marketing effectiveness of an enterprise, a department, or a product line depends on the
combination of five dimensions:(1) Customer philosophy (2) Integrated marketing organization (3) Adequate marketing
information (4) Strategic orientation (5) Operational effectiveness (Kotler, 1977,72; Webster, 1995, 10; Leisen, Lilly and
Winsor, 2002, 204). Performance is the degree to which businesses achieve their goals. Businesses can use various criteria to
measure the effectiveness of their activities. The most frequently used criteria are financial measures such as profitability, sales
volume, contribution share, criteria for customer satisfaction, and criteria such as market and market growth in current studies
(Ambler and Xiucun, 2003; Ambler, Kokkinaki and Puntoni, 2004; Eusebio, Llonch and Belbeze, 2006). Performance emerges
as an important element in the measurement of creative marketing strategies and marketing effectiveness (Lusch and Laczniak,
1987; Osland and Yaprak, 1995; Woodside, Sullivan and Trappey, 1999; Hassan et al., 2013). The study will be conducted by
the managers of the enterprises in the furniture sector operating in Kayseri. This study will examine the relations among
businesses' marketing strategy creativity (MSC), marketing effectiveness (ME), and business performance (BP). Three models
were created to achieve this purpose. The relationships between marketing strategy creativity and business performance in the
first model, the relationships between marketing performance and marketing effectiveness in the second model, and possible
relationships between marketing effectiveness and business performance in the last model will be examined by correlation and
simple regression analysis. In the literature, there has been no study investigating these three concepts together. For this reason,
the results to be obtained as a result of the study will provide important results for both the academicians and the practitioners.

Models Scales Phrase

Model 1 MSC- BP MSC Slater et al., (2010) 10

Model 2 MSC- ME (Operational effectiveness Customer | ME Webster, (1995) He revised the scale proposed by Kotler | 18
philosophy, Adequate marketing information, (1977) and reviewed it in 4 dimensions. These four
Strategic orientation ) dimensions will be used in the study.

Model 3 ME (4 Dimensions)- BP BP Hamsioglu, (2011) 6
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