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ABSTRACT

The new transformation process called Industry 4.0 has begun to reshape the economy. With this
transformation process, some different technologies have begun to enter business life. One of
them is the technology called virtual reality. Virtual reality is the name given to computer-aided 3D
environments that give individuals the feeling of being there. As in many other fields, business
world has also begun to benefit from virtual reality and its innovations. Among various promotional
methods, businesses prefer to benefit from virtual reality technology for advertising. The influence
of this new method on consumers’ purchasing decisions and its contribution to advertising ethics
are being studied in various academic platforms. The present study focuses on how virtual reality
ads affect the consumer. Virtual advertisements and written and visual advertisements were
compared in order to understand which one has more place in the consumer’s memory, and a
questionnaire study was conducted on consumers with the help of recall tests. The results show
that virtual reality ads are remembered by consumers more than other types of advertising. Also,
consumers stated that they were influenced by virtual reality ads the most. The findings of the
study suggest that businesses should invest more in virtual advertisements for their marketing
strategies, and that this will improve their consumer communication.

Keywords: Virtual reality, advertisement, advertising media, virtual reality in advertisement, recall
tests.
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INTRODUCTION
The Concept of Virtual Reality and its Scope

Virtual Reality is a contemporary concept that is addressed by many researchers. It is the name given to channels
created by a computerised combination of graphics or texts with real elements. It emerges via technological
innovations that are based on simulation technologies, haptic gloves and stock footage (Kayabasi, 2010).
According to another definition, virtual reality is what users produce in their minds outside of reality by
interacting with real-time simulations with the help of multiple sensory channels such as seeing, touching,
hearing, smelling and tasting and the special devices worn (Orhan & Karaman, 2011). According to La Valley
(2019), virtual reality is a technology that promises to change our lives. It tricks our body by artificially stimulating
our emotions. It shows another version of reality. It is a dream we have while awake. The driving force behind
this differentiation is technological progress. The change induced in human life by technology has led to the
emergence of a different communication. Rapidly developing computer technologies have enabled the
emergence of environments that increase the interaction between humans and computers. The three-
dimensional graphic world is the main source of information for virtual reality. In this way, designers share the
thoughts occurring in their minds with others without spatial boundaries. Through virtual reality, users get

mentally free from their physical environment and enter the three-dimensional graphic world.

Being in virtual reality means abstraction from external factors in order to selectively focus on the information
being worked on. The interaction in virtual reality is through the transfer of the movements in the real
environment to virtual reality, arousing perceptual reactions in the observer. This process can take different
forms. With the observer’s movements in the real environment (head or body movements), the perspective in
the virtual environment can change, the environment can respond to the information input by the observer, the
observer can change the location and properties of the objects in the environment or multiple observers can
communicate in the same virtual reality environment. The way of interaction varies according to the purpose of
the environment. Emotional return, which is considered as a reflection of the interaction and engagement
features of the virtual reality environment, refers to observers’ feeling their own presence in the environment
and their being sensually affected by the action they perform in this space. The concept of virtual reality first
appeared in the 1950s and its history goes back to Ray Bradbury. The person who is considered to be its true
creator is William Gibson, a science fiction writer. The use of the concept of virtual reality for the first time by
writers shows that human imagination is one step ahead of technology. Digitalisation, which has been strongly
influencing our life, especially from the late 1980s to the present day, has both produced new forms of perception
and also changed these evolving forms of perception. Digital environments, where data are stored in an abstract
environment, enable people to analyse, interpret, transform and even reconstruct the nature of physical reality.
Sci-fi writers and futurists have put the new worlds to be created by machines into the mind of mankind. The
virtual reality in the mind eventually emerges as a physical reality. Imaginary, even absurd, views of the past have

turned into today’s important facts (Yiicel, 2016). The performances and technical abilities of athletes, for
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instance, are transferred to the virtual environment with the help of a robotic eye and simulation applications in
order to seek answers to the question of what kind of improvement environment should actually be created with
the help of these indicators (Ekin, 2013). Additionally, virtual applications are helpful for the treatment of
diseases such as paralysis, congenital brain injuries and Parkinson's disease, for resolving balance problems, for
orthopaedic rehabilitation and for patients who have difficulties in performing activities in daily life to perform
these activities in a healthy way as before (Demirci, 2018). It is becoming widespread in medical education and
360-degree videos and virtual anatomy are used to train candidate physicians (Gilircan, 2018). Used in many areas
virtual reality means reproducing physical environment and eliminating the boundaries between reality and
simulation by affecting the emotions of those who experience it. Digital data that are realised by the construction
of technological developments have created their own reality and set new and uncertain boundaries. Virtual
reality environment is a digital data space that harmonises users’ senses with the environment in order to
reproduce physical reality artificially or create an alternative perception of reality. It enables to define new

realities that have unique characters and limits (Ekin, 2013).

Due to its popularity, studies on virtual reality are increasing day by day. The literature includes many studies on
virtual reality in different disciplines. Some studies conducted on virtual reality are listed in Table 1. Although
virtual reality technology has only recently come to our life, the business world has already begun to use it.
According to studies, virtual reality has started to spread in various sectors. Businesses harness this technology
to impress their customers. Virtual reality offers different and new options to businesses, especially in the

promotion area.

Table 1. Summaries of Some Studies on the Subject Matter

Authors/Year Study Title Findings

Virtual Reality and Tourism  According to the results obtained from the

Arat & Baltacioglu / study, the participants found it important to

2016 visit virtual reality websites before going
somewhere.
Virtual Reality
Ekin/2013 Environments and It is explained that virtual reality will be used in

Applications: Sports and
Virtual Media Indicators

the sports industry in a not too distant future
and the “robotic-eye” application is shown as
an example.

Huang, Backman
& Chang/2016

Exploring the Implications
of Virtual Reality
Technology in Tourism
Marketing: An Integrated
Research Framework

The study shows the psychological satisfaction
of some tourists upon having virtual
experiences.

Zhuang & Bao/2016

Virtual Reality in Marketing
— An Explorative Study

It was determined that virtual reality affects
consumers in marketing and has a greater
influence on customers than online catalogues.
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Kerrebroeck
Brengman &
Willems/2017

When brands come to life:
Experimental

research on the vividness
effect of Virtual Reality in
transformational marketing
communications

Virtual videos are realistic and more
impressive. VR ads have a greater impact on
purchasing, brand preference and attitudes.

Onyesolu & Eze/2011

Understanding Virtual
Reality Technology:
Advances and Applications

It is emphasised that virtual reality will be used
in many fields such as education, simulation,
design evaluation, architectural transition,
ergonomic studies, simulation of assembly
sequences and maintenance tasks, assistance
for disabled people, research and treatment of
phobias, entertainment and rapid prototyping
in the future.

Guttentag/2010

Virtual Reality: Applications
And Implications For
Tourism

Virtual reality has made a significant influence
on tourism research, target audience selection,
simulation and promotion, decoration,
effectiveness of physical evidence, motivation
of tourists and it will be used in many more
sectors in the future.

Ilvan et al. / 2015

mSinaptiks: An eHealth
platform for Virtual and
Augmented Reality mobile
applications

In the field of health, especially in the
mSynaptic platform, topics such as the
prevention of illnesses, variety of immersive VR
applications for treatment, and the monitoring

of disabilities and psychological disorders are
discussed.

Application Fields of Virtual Reality for Businesses

Virtual reality is more than just a technology. In addition to providing people with different experiences, it offers
a two-way interaction with the help of images in cyberspace. Studies show that virtual reality technology is used
in many different areas from the entertainment industry to health, scientific experiments and education. It makes
significant visual and auditory contributions to education (Bayraktar & Kaleli, 2007). Virtual reality applications
are used in e-commerce. In the sales and marketing efforts made over the Internet, virtual reality serves 24 hours
a day. It has also become widespread in web portals. For example, Superonline has set up a portal that works

with this system (Infotron, 2018). Migros has created a page that shows the contents of its stores in 3D.

Efforts are being made on how to use virtual reality in education in Turkey. For this purpose, the applications in
different countries of the world have been examined, and those suitable have been identified and some of them
have been put into practice. Bilgi University has implemented a virtual reality education in a Master’s degree
program for the first time in Turkey. Thanks to the courses conducted over the Internet, the limits of knowledge
have been moved out of the physical environment (Karasar, 2004). Today, there are many virtual education
systems developed for those working in factories. Thus, people have been enabled to see and learn a real event
through a simulation and it has been made easier to understand the work to be done without being dependent

on other people in information technology, assembly, maintenance, repair and logistics services. Another
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advantage of this system is that it provides businesses with a cost advantage and measures learning errors more
easily and clearly. For example, before a construction is made and a physical structure is formed, training can be
given to the workers by simulation, internal structures of factories can be created virtually, and space-

independent training and consultancy services can be provided.

It is planned to further develop virtual reality technology in the forthcoming years. With the help of this
technology, users will reach the level whereby they can control all parts in the workshop, and it will be possible

to solve problems without disruption in manufacturing.
The innovations that virtual reality technology will bring in the future are as follows (Alkan, 2018):

e Virtual reality will be widely used in fairs in all sectors.

e Businesses will utilise this technology to create new applications in the industry.

e Virtual reality will be used to share information in the production systems of factories.

e It will be possible to conduct production activities in smaller parts and flexibly. Robots will develop a
system among themselves, communicating, and providing coordination.

e  Just-in-time production will come to the fore in logistics, and manufacturing and transportation will be

carried out at the right place and time.

According to studies, 47% of people’s comments about virtual reality on the Internet consist of personal opinions,
35% informing purposes, 11% curiosity and 7% transmitting experience. In consideration of these figures, it is
understood that people express opinions without sufficiently knowing or experiencing virtual reality. Only 7% of
people report their personal experiences. Most of the comments made are neutral. The biggest case for this is
that people comment on a technology they do not use. Most of the people who express positive opinions about
virtual reality technology are those who play computer games or who have a positive approach to the subject

because this technology will be used in areas such as health and education (Digitalage, 2018).
Virtual Reality in Advertising

Today, the development of technology and the prevalence of postmodern understanding have led to the erosion
of reality and the spread of virtual worlds. The daily life of the past has given way to an unreal dream world.
Virtual marketing, VR technologies, simulation techniques and 3D printers have caused virtualisation of the real
world and the disappearance of reality (Aristik, 2015). Mass channels acclimate people to the phenomenon of
consumption, creating an artificial sense of freedom. As a result, a society based on consumption is born (Sunal,
2016). The introduction of virtual reality applications in promotional activities shows the progress in
advertisements and other sales development efforts. Thus, ads are perceived as more fun by people. Especially
as the advertisements in various channels begin to be considered banal by people, new ads that provide a 360-

degree view bring a new breath to the sector.
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For the generations that grow with technological advances, the developing and differentiating advertising
channels facilitate consumer adaptation. Since virtual reality gives the feeling of living the scene being watched,
it eliminates the indecision experienced during the purchase phase. It also contributes to companies in

memorability, which is one of the most important goals of advertising, by having a greater impact on consumers.

The improvement of the video player interface has turned virtual reality into a wonderful experience, leading to

a stronger link between customers and companies (Mercanoglu, 2018).

The proliferation of virtual reality headsets and the emergence of smart mobile devices extend the use of this
technology in ads. Now, a significant part of consumers can encounter virtual ads 24 hours a day, 7 days a week
at home or at work. 360-degree ads position consumer’s right in the middle of the advertising medium. While
people are watching scenes interactively, they also feel the emotional intensity more. Many global companies
such as Coca-Cola, BMW and Red Bull have started to utilise virtual reality ads due to these advantages (icil,

2016).

Virtual reality is also used for advertisement purposes in billboards or magazines. Consumers may encounter
virtual reality videos when they bring their smartphones or tablets closer to some posters, advertisements or
boards. (Kudaka, 2011) This indicates that 360-degree visual experience is not only limited to videos watched

from the Internet.

The spread of virtual reality suggests that different developments may occur in public relations, personal sales
and promotion in the coming years. Thus, promotional tools will enable the establishment of a closer bond with

consumers than ever before.
Other Advertising Media

There are many different channels to deliver advertising messages to consumers. These include television, radio,
magazine, newspaper, Internet, direct mail, outdoor advertisements, cinema and sales point applications (Elden,
& Yeygel, 2006). In order for businesses to be effective, they should not depend on a single channel. According
to studies, today, people are exposed to approximately 1500 advertising messages, and approximately 20% of
television broadcasts consist of advertising. Considering that the average television viewing time is 5 hours daily,
it can be understood that each consumer watches approximately 1 hour of TV advertising. This intense message
bombardment pushes people away from commercials, resulting in their disregard of these ads. Therefore,

companies need to find more innovative ways of communicating with them (Arioglu, 2010).

Television is one of the most important advertising media. In Turkey, most people watch television regularly for
4.5 hours a day. According to a research carried out by the Ministry of Family and Social Policies, the first of the
activities that families do together is to watch television. Students spend an average of 1000 hours yearly at
school, while they spend 1500 hours watching TV (Bayder, 2018). For these reasons, television advertising is one

of the most effective promotional tools. TV ads are among the first choices of companies, because audio, video
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and text can be used simultaneously and their viewing rates are high. However, they involve some disadvantages

due to their cost and consumers getting bored by long commercials.

Radio is one of the important advertising tools due to its being widespread, the possibility of listening to it in
various places and its being easy to use (Cakir, 2005). Radio advertisements are widely used for small businesses
that cannot access television ads due to their costs (Dural, 1999). The effect is relatively low due to the fact that

it is only based on sound and not as popular as television.

Print ads are the oldest promotional tool. In countries with a low reading rate, their effect is gradually decreasing.
Magazine advertisements are the 5™ most invested advertising channel after television, newspaper, Internet and
outdoor advertising (Akyol, 2011). In Turkey, 25% of people regularly read newspapers 4-5 days a week. This rate
is only 4% for monthly magazines (Akbulut & Balkas, 2006). The most important advantage of magazine
advertising is that it is aimed at a target audience. The fact that magazines are published in the context of a
certain specialty and field of interest provides important advantages to companies. In addition, there are studies
suggesting that magazine advertisements increase the focus of consumers and have a high credibility and impact

(Magazine, 2018).
The Importance and Purpose of the Present Study

Used in numerous fields, virtual reality has begun to spread rapidly to advertising media. Advertisements created

with virtual reality are utilised in particular to put ad messages more effectively into consumers’ minds.

In the present study, virtual reality advertisements were compared with advertisements in other channels and it
was analysed which ones were recalled more by consumers. Virtual reality makes people feel like they are
experiencing an event. Therefore, the study was carried out based on the assumption that “a virtually created
commercial film affects consumers more than other ads”. In this study, it is aimed for companies to learn about
virtual reality advertisements that have been being implemented recently and to learn their effects on
consumers. With this study, companies will be able to learn about a new advertising environment that they did
not know very well before. Virtual reality promotions are a candidate to bring a new perspective to marketing

communication.
Hypotheses of the Study

The study investigates how virtual reality ads influence consumers compared to other ads. For the influence of
ads to be high, they must be catchy. In order to clarify this, both print and visual ads were compared with those

involving virtual reality. The study is based on two basic hypotheses, including:

H1: Commercials prepared with virtual reality are recalled more than print ads.

H2: Commercials prepared with virtual reality are recalled more than commercials published on the Internet.
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Study Method and Sample

In terms of the method adopted, this study, which tries to compare virtual reality advertisements with the
advertisements in other media, is a positivist research for reasons such as applying the deductive method, using
guantitative data, testing hypotheses and making objective evaluations. Since the research subject is to explain

the influence of virtual reality ads on consumers, it is also an explanatory research (Altunisik et al., 2010).

In the study, the recall and recognition techniques were used together to measure the memories of consumers.
In recall tests, questions are asked to the sample group to measure their recall levels. Recall tests are divided
into different categories (Aydin, 2010). The Day-After Recall (DAR) test, the aided recall test, the unaided recall
test and recognition tests were used in this study. The day-after recall test is a test method conducted one day
after the participants watch an advertisement to better measure whether they recall the advertisement (Aydin,
2010). Thus, the effect on the audience can be seen better. As the unaided recall test of the study, the
participants were asked questions such as “Which brand do the ads you watched or read yesterday belong to?”
and “What are the messages given in the ads?” In the aided recall test, some tips were given about the ads
watched the day before, and the recall levels of the participants were tried to be measured. Recognition tests
are used to measure both the attention and interest levels of participants. According to this method, consumers
are asked whether they know a specific target stimulant (advertisement etc.) (Aydin, 2010). For the recognition
test, the participants were shown the logos of the brands in the ads they watched the day before and asked

which ones they recalled.

In the study, the “Convenience Sampling Method” was applied as a sampling method and the data were collected
with the help of a questionnaire. The questionnaire was divided into two parts. In the first part, the recall and
recognition tests, which are post-tests, were applied together in the measurement of advertising effectiveness.
The first part includes 10 questions in total. In the second part, there are questions enrolling the personal

information of the participants.

The study was carried out on 19 faculty members at Afyon Kocatepe University between January 8, 2019 and
January 28, 2019. Having the participants wear VR headsets, they were shown 3 virtual reality advertisements
(Coca Cola, Lipton, YouTube), 3 television advertisements (Puma, H&M, Subaru) and 3 magazine advertisements
(LG, World Card). The following day, they were asked questions about the advertisements they watched and
read. The questions were applied by face-to-face questionnaire method. The demographic characteristics of the
participants included in the survey are shown in Table 2. Participants 78% are men and 21% are women. Some

42% of them are Research Assistants, while 47% work at the FEAS and 47% are between the ages of 31 and 40.
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Table 2. Demographic Factors

VARIABLES N Percentage VARIABLES N Percentage
Gender Faculty
Male 15 78.9 FEAS 9 47.4
Female 4 211 Vet. Fac. 2 10.5
Total 19 100 Tourism 6 31.6
Academic Title Voc. School 2 10.5
Assoc. Prof. 3 15.8 Total 19 100
Assist. Prof. 5 26.3 Age Groups
Lect. 3 15.8 20-30 5 26.3
R.A. 8 42.1 31-40 9 47.4
Total 19 100 41-50 5 26.3
Total 19 100

STUDY FINDINGS

Day-After Unaided Recall Tests

Question 1. Write the brands of the 3 commercial films you watched / read, and their messages.

In the first question, the participants were asked the brands of the 3 advertisement movies prepared with virtual
reality (VR), and the messages they gave. Table 3 shows the recall rates for the advertisements prepared with
virtual reality. Accordingly, the most recalled ads are the Coca Cola and Lipton ads. Approximately 78% of the
participants recalled these 2 virtual reality ads. According to the result, it is understood that the memorability

and effect of the advertisements watched is as important as the virtual reality channel.

Table 3. Consumer Recall Rates for VR (Virtual Reality) Ads

Frequency Percentage
Coca Cola 15 78.9
Lipton 15 78.9
YouTube 10 52.7

Table 4 shows the perception rate of consumers regarding the messages given by the ads prepared with virtual
reality. According to the table, the rate of recalling the message given by the Coca Cola advertisement is 63%. A
general examination of the tables shows that the recall rate of the virtual reality ads and the recall rate of the
messages given are quite high. However, it is understood that the message given in the advertisement is less

remembered than the advertisement itself.

Table 4. Recall Rates for the Messages Given by Virtual Reality (VR) Ads

Right Percentage Wrong/ Percentage
No Recall
Coca Cola 12 63.2 7 36.8
Lipton 7 36.8 12 63.2
YouTube 3 15.8 16 84.2
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The recall rates for Internet advertisements are shown in Table 5. Accordingly, the most recalled ads are H&M
and Subaru ads. Approximately 52% of the participants recall the H&M advertisement. The recall rate for the

Subaru ad is 42%. These rates are lower than the advertisements shown in virtual reality.

Table 5. Consumer Recall Rates for Internet Ads

Frequency Percentage
10 52.6
H&M
8 42.2
Subaru
7 36.9
Puma

Table 6 shows the rates of consumers’ perception of the messages given by commercial films. According to the
table, the recall rate for the message given by the Subaru advertisement is 42%. Compared to Table 5, the
message of the Subaru ad is remembered more than the ad itself. Therefore, it is understood that the correct

use of the commercial message may be more important than the commercial itself.

Table 6. Rates of Consumers’ Recall of the Messages Given by Internet Ads

Right Percentage Wrong/ Percentage
No Recall
H&M 3 15.8 16 84.2
Subaru 8 42.1 11 57.9
Puma 5 26.3 14 73.7

Table 7 shows the recall rates for print ads. Accordingly, the most recalled print ads are the LG and MNG ads.
Approximately 36% of the participants recalled the LG ad. The recall rate for the MNG ad is 31%. Print ads are

less recalled than other types of ads.

Table 7. Consumer Recall Rates for Magazine Ads

Frequency Percentage
LG 7 36.9
World Card 4 21.1
MNG 6 31.6

Table 8 shows the rates for consumers’ perception of the messages given by advertisement texts. According to
the table, the recall rate for the message given by the World Card ad is 15%. Nobody recalls the message given
by the MNG ad. The rate of recalling the brands and messages shown in print ads is very low. The printed media

performed very poorly in terms of the memorability of the advertisement and the impact of the message.
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Table 8. Consumer Recall Rates for the Messages Given by Magazine Ads

Right Percentage Wrong/ Percentage
No Recall
LG 2 10.5 17 89.5
World Card 3 15.7 16 84.3
MNG 0 0 19 100

Day-After Aided Recall Tests
Question 2. Which brands do the below listed slogans belong to?

According to Table 9, H&M is the brand whose slogan was recalled the most. This commercial film that was
watched visually was recalled more than the virtual reality commercial. When these two commercial channels

are compared, visual commercial is seen more than virtual reality commercial.

Table 9. Recall Percentage for Brand Slogans

Right Percentage Wrong/No Recall Percentage
Magnificent 4 21.2 15 78.9
Matcha (VR/Lipton)
Affordably 7 36.8 12 63.2
Fashionable
(Visual/H&M)
Basariya Ortak 1 5.3 18 94.7

Olun (Participate in
the Success)
(Print/MNG)

Question 3. Which of the following are among the brands you watched or read?

The recall rates for the brands are shown in Table 10. According to the table, Lipton was the most recalled brand.

In this question, virtual reality ads are seen to be ahead of other types of ads.

Table 10. Brand Recall Rates

Right Percentage Wrong/No Recall Percentage
Lipton (VR) 15 79 4 21
World Card (Print) 5 26.3 14 73.3
Puma (Visual) 14 73.6 5 26.4
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Question 4. Which of the following brands show a flying a man in its ad?

The commercial film featuring a flying man belongs to Coca Cola. The recall rates for this commercial made with
virtual reality are shown in Table 10. Some 84% of the participants recalled the ad when they were given a hint

about it. Thus, the aided recall rate for the virtual reality ad is also high.

Table 11. Aided Recall Rate for the Coca Cola (VR) Commercial Film

Right Percentage Wrong/No Recall Percentage

Coca Cola 16 84.2 3 15.8

Question 5. In which of the following brands is a man looking at the sky?

The man looking at the sky appears in the advertisement of the MNG cargo company, which is a print ad. Table
12 shows the recall rates of the participants for the MNG ad. Even after giving the hint, only 21% of the
participants recall the MNG cargo ad. Printed advertising media have failed even in assisted reminders. This

situation reveals that printed sources do not have sufficient influence on consumers.

Table 12. Recall Rate for the MNG Print Ad

Right Percentage Wrong/No Recall Percentage

MNG 4 211 15 78.9

Question 6. In which of the following brands is a dog seen in a car?

The dog in a car was prepared as a TV ad and used by the Subaru company. Table 13 shows the aided recall rates
for the Subaru ad. According to the table, the recall rate for the Subaru ad is around 73%. This is a fairly high rate.

Consumers recall the ad when given a hint from the ad.

Table 13. Recall Rates for the Subaru Ad

Right Percentage Wrong/No Recall Percentage

Subaru 14 73.7 5 26.3
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Day-After Recognition Tests

Question 7. Which of the following logos are among the brands you watched or read?

Table 14 shows the recall rates for the logos. According to the table, H&M was the most recalled brand. It is

followed by YouTube. In Question 7, the influence of visual ads is clearly seen.

Table 14. Recall Rates for the Logos

Right Percentage Wrong/No Recall Percentage
MNG (Print) 11 57.9 8 42.1
H&M (Visual) 17 89.5 2 10.5
YouTube (VR) 14 73.7 5 26.3

Participants’ Perceptions of Ad Types

Question 8. Which type of advertisement do you think is the most effective and memorable type of

advertisement you have seen or read?

In question 8, the consumers were asked about the most effective advertising channel. Most of the participants
think that virtual reality ads are more effective than others. When this result is taken together with other findings,
significant portion of the participants remember the virtual reality advertisements and do not forget the

messages given by them.

Table 15. The Most Effective Advertising Medium

First Second Third
Virtual Reality (VR) 18 1 0
Visual (Internet) 0 17 2
Print (Magazine) 1 1 17

Question 9. Which do you think is the best among the advertisements you watched or read?

Table 16 shows the commercial film most liked by the participants. Some 36% of the participants liked the Lipton
ad and 36% liked the Subaru ad. These two ads are the most liked ones. When this result is considered together
with Tables 3 and 6, it is understood that there is a significant relationship between ad acclaim and recall rate.

Table 16. Best Ad

Frequency Percentage
Coca Cola (VR) 3 15.8
Lipton (VR) 7 36.8
Subaru (Visual) 7 36.8
Puma (Visual) 1 5.3
LG (Print) 1 5.3
Total 19 100.0
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Question 10. Have you ever watched a scene using a virtual reality headset?

In Question 10, the participants were asked if they had ever used a virtual reality (VR) headset before. Some 68%
of the participants had never watched ads with a VR headset before. Although a significant portion of the
participants had not used virtual reality glasses before, they showed a very positive attitude towards virtual

reality advertisements. Additionally, they easily remembered the advertisements in this medium.

Table 17. Virtual Reality Headset Experience

Frequency Percentage Valid Percent Cumulative
Percent
Yes 6 31.6 31.6 31.6
No 13 68.4 68.4 100.0
Total 19 100.0 100.0

Testing of Hypotheses

According to the findings of the present study, which investigated the recall rates of consumers for different

advertising applications:

H1: Commercial films prepared with virtual reality are Accepted
recalled more than print ads.

H2: Commercial films prepared with virtual reality are Accepted
recalled more than advertisement films published on
the Internet.

When Tables 3, 4, 5, 6, 7 and 8 were taken together, it was seen that, compared to other types of ads, the
participants recalled virtual reality ads and their messages more when they were subjected to an unaided recall
test. Therefore, both hypotheses of the study were accepted. In the aided recall test as well, virtual reality ads
are seen to be generally recalled more. When asked about the most effective type of advertising, the participants

state that virtual reality ads are more effective.

CONCLUSION

Virtual reality is an important concept that has entered our lives in recent years. VR headsets used in many areas
have started to be used in the advertising industry too. Virtual reality impresses people due to its 360-degree
view and its feeling real, attracting viewers more into ads. It also enables consumers to interact with the brand
and its message. According to Gartner (2016), virtual reality has become an important part of brand ads as it
reaches consumers at affordable prices. Adams (2016) stated that it will be used in many areas from tourism

marketing, experiential marketing and vehicle test drives to real estate marketing.
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Virtual reality is a new field and few studies have been conducted on the subject. According to the data obtained
from a small number of studies, businesses are able to have a greater impact on purchases by using virtual reality
than other advertising media. An important advantage of virtual reality is that it connects with the real world.
According to Sung (2012), virtual reality ads are a more effective method as they provide users with an
experience. There are also easily remembered because they are more fun than a 2D experience. According to

Dey & Kim (2009), high interaction increases advertisement effectiveness.

Aided/unaided recall tests and recognition tests were used together with the day-after test in the study. Thus,
recall rates for print, visual and virtual advertisements and their effects on consumers were measured on an

aided and unaided basis. In this sense, the study is the first to compare virtual reality with other channels.

According to the findings obtained from the study, virtual reality ads are recalled more than print and visual ads.
Especially in the measurements made without providing the participants with any hints, it was observed that
virtual reality ads stick in the minds of people more. Moreover, the messages given by virtual advertisements

were better understood by the participants.

It is observed that TV ads are better recalled than print as. While the recall rate for the three virtual
advertisements shown in the study is approximately 70%, TV ads are recalled at 43.9% and print ads around
29.8%. Besides, the message that virtual reality advertisements try to convey is recalled at 38.6%, followed by

28% in the case of Internet ads and only 13.1% for print ads.

When asked which type of advertisement is more effective, the vast majority of participants say that virtual
advertising is more effective. This result supports other data. It should be noted, however, that a good television
commercial may be more effective than an ineffective virtual reality ad. Looking at Table 9, it is seen that one of
the television advertisements is recalled more than the virtual reality ad. Therefore, it should not be considered

that virtual reality ads can always have a big impact on consumers.

Approximately 69% of the subjects participating in the study had never used virtual reality (VR) headsets before.
Therefore, virtual films are a new experience for a significant part of the participants. It may be thought that this
difference may have encouraged the participants to watch the ads more carefully. However, it was also observed

that the participants watched the virtual reality advertisements with pleasure and appreciation during the study.

In the research activities conducted during the study, very few virtual advertisements were found on the internet.
Many companies are far from this new type of advertising. Except for a few, in fact, no company in Turkey utilise
virtual advertisements. This means that businesses are missing a huge opportunity. Most consumers who use
virtual reality headsets watch and recall these advertisements. Businesses that benefit from virtual reality
promotions will be the pioneers in this new area and have a significant impact on consumers. Considering that
virtual reality headsets are spreading every day, it should not be forgotten that the target market is also

expanding. Especially interesting and creative virtual videos attract consumers not for advertising but for fun and
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entertainment. Considering the effect on emotions, it can be better understood that virtual reality ads are an

important opportunity for companies.

This study is the first study in Turkey to compare the influence of virtual reality advertisements with other
channels. Therefore, it has some limitations. Some of these limitations include the fact that the sample size is
small and that the study was conducted with a single professional group only. Tests with different ads should
also be carried out, especially because recalling ads is not just about channels and that the appeal of ads is also
important. In future studies, analyses can be performed with a larger sample. Making comparisons with different

ads, it can be understood whether channels or ads themselves have a greater effect on recall.

The subject of virtual reality affects many departments of businesses such as production, marketing, R&D and
communication. Companies should invest in this area in order to understand the changes to occur in the future
and not to fall behind. Additionally, since the influence of virtual reality on the advertising channel is great, this
issue should not be ignored but be made an important part of a company’s marketing strategy. Those businesses
which place innovation at the centre of customer relations will be successful and they will be followed more

carefully by consumers. Virtual reality is an important instrument that can serve this purpose.
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SANAL GERGEKLIK REKLAMLARININ DiGER MECRALARDAKi REKLAMLARLA HATIRLAMA
TESTLERi YARDIMIYLA KARSILASTIRILMASI: BiR ORNEK UYGULAMA

0z

Endustri 4.0 adi verilen yeni donlisim siireci ekonomiyi yeniden sekillendirmeye baslamistir. Bu
doniisiim siireciyle birlikte farkh bazi teknolojiler is yasamina girmeye baslamistir. Bunlardan biri
sanal gercgeklik adini verdigimiz teknolojidir. Sanal gergeklik bireylere orada olma hissi uyandiran
bilgisayar destekli 3 boyutlu ortamlara verilen isimdir. Birgok alanda oldugu gibi isletme alaninda
da sanal gerceklikten ve onun getirdigi yeniliklerden yararlanilmaya baglanmistir. isletmeler reklam
gibi tutundurma elemanlan icerisinde sanal gergeklik teknolojisinden faydalanma yoluna
gitmektedir. Bu yeni yontemin tiliketicilerin satin alma kararlari Gzerindeki etkisi ve reklam
etikligine katkisi cesitli akademik platformlarda arastiriimaktadir. Calismada sanal gergeklik
reklamlarinin tlketiciyi nasil etkiledigi konusu tzerinde durulmaktadir. Sanal reklamlarla yazil ve
gorsel reklamlar karsilastirilmis hangisinin tiiketici hafizasinda daha fazla yer ettigi anlasilmaya
cahsiimis, hatirlatma testleri yardimiyla tiiketiciler Gzerine bir anket ¢alismasi uygulanmistir. Elde
edilen sonuglara gore sanal gergeklik reklamlarinin diger reklam tiirlerinden daha fazla tiiketiciler
tarafindan hatirlandigl goriilmektedir. Ayrica tiiketiciler en fazla sanal gergeklik reklamlarindan
etkilendiklerini belirtmislerdir. Arastirma sonucu elde edilen bulgulara goére isletmelerin sanal
reklamlara daha fazla yatirim yapmalari kendi pazarlama stratejileri agisindan daha faydali olacagi
ve tiiketici iletisimini gelistirecegi anlasiimistir.

Anahtar Kelimeler: Sanal gergeklik, reklam, reklam mecralari, reklamda sanal gergeklik, hatirlama
testleri.
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GiRiS
Sanal Gergeklik Kavrami ve Kapsami

Sanal gergeklik (Virtual Reality) bircok arastirmaci tarafindan ele alinan gilincel bir kavram olarak karsimiza
cikmaktadir. Sanal gerceklik; bilgisayar araciyla grafiklerin veya metinlerin gercek 6gelerle birlestirilmesiyle
olusan mecralara verilen isimdir. Simulasyon teknolojileri, hassas eldivenler ve hazir gorintilerle birlikte
kullanilan teknolojik yeniliklerle ortaya ¢ikmaktadir (Kayabasi, 2010). Baska bir tanima goére ise sanal gergeklik
gorme, dokunma, isitme, koku ve tatma gibi c¢oklu duyusal kanallar ve giyilen 6zel aygitlar yardimiyla
kullanicilarinin gercek zaman similasyonlariyla etkilesime girerek gercegin disinda zihinlerinde Urettikleridir
(Orhan ve Karaman, 2011). La Valle’ye (2019) gore sanal gergeklik hayatimiz degistirmeyi vaat eden bir
teknolojidir. Yapay olarak duygularimizi uyararak bedenimizi kandirir. Gergekligin baska bir versiyonunu gosterir.
Uyanikken gordigimuz rayadir. Bu farkhlasmayi meydana getiren giic teknolojik ilerlemedir. Teknolojinin insan
hayatini degistirmesi farkli bir iletisimin ortaya ¢ikmasina neden olmustur. Hizla gelismekte olan bilgisayar
teknolojileri, insan ve bilgisayar arasindaki etkilesimi artiran ortamlarin meydana gelmesine imkan vermistir. Ug
boyutlu olan grafik diinyasi, sanal ortamin temel bilgi kaynagini olusturmaktadir. Bu sayede tasarimcilar
zihinlerinde olusan disiinceleri baskalari ile mekansal sinir olmadan paylasmaktadir. Sanal gergeklik araciligiyla

kullanicilar fiziksel ortamdan zihinsel olarak kurtularak, ti¢ boyutlu grafik diinyanin igine girmektedir.

Bir goriintlinin icinde olma disaridan gelen etkenlerden soyutlanarak; sadece zerinde ¢alisilan bilgiye segici
olarak odaklanma anlamina gelmektedir. Sanal gercgeklik ortaminda etkilesim ise gercek ortamda yapilan
hareketlerin, bu ortama yansimasi ve bunun sonucu olarak gézlemcide algisal tepkilerin olusmasidir. Bu sireg
farkli bicimlerde olabilir. G6zlemcinin gercek ortamdaki hareketi ile (kafa veya viicut hareketi) sanal ortamdaki
bakis acisi degisebilir, ortam gézlemcinin yazdigi bilgiye cevap verebilir, gbzlemci ortamdaki nesnelerin yerlerini,
ozelliklerini degistirebilir veya ayni sanal gergeklik ortaminda birden fazla gozlemci iletisim iginde olabilir.
Etkilesim sekli ortamin olusturulma amacina gore degismektedir. Sanal gergeklik ortaminin etkilesim ve igine
girme Ozelliklerinin bir yansimasi olarak da kabul edilen duygusal geri dénis ise; gozlemcinin ortamda kendi

varligini hissedip, duyusal olarak bu mekanda gerceklestirdigi eylemden etkilenmesidir.

Sanal gergeklik kavrami ilk kez 1950'lere ortaya ¢ikmistir ve gecmisi Ray Bradbury'e kadar uzanmaktadir. Gergek
yaraticisi olarak kabul edilen kisi ise bilim kurgu yazari olan William Gibson'dir. Sanal gerceklik kavraminin ilk defa
edebiyatclilar tarafindan kullaniimasi géstermektedir ki insanoglunun hayal giicti teknolojinin bir adim 6nilinde

yer almaktadir.

Ozellikle 1980’lerin sonlarindan giiniimiize kadar yasantimizda yogun etkileri olan dijitallesme; bir yandan yeni
algilama bicimleri Gretirken, ayni zamanda evirilmekte olan séz konusu algilama bicimlerini de degistirmistir.
Verilerin soyut bir ortamda bulundugu dijital ortamlar insanlara; fiziksel gergekligin dogasini analiz etme,
yorumlama, doniistiirme ve hatta yeni bastan kurabilme olanagi sunmaktadir. Bilim-kurgu yazarlari ve fitiristler,

makineler araciligi ile olusturulacak yenidinyalari insanhgin zihnine yerlestirmistir. Zihindeki sanal gercek daha
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sonra fiziksel bir gerceklik olarak ortaya ¢ikmaktadir. Bir zamanlarin hayal Giriini, hatta sagma gorisleri, buglinin
biiyiik gerceklerine déniismiistiir (Yiicel, 2016). Ornegin; robot gdz ve simiilasyon uygulamalariyla sporcularin
performanslari ve teknik yetenekleri sanal ortama aktarilmakta ve bu gostergeler yardimiyla gergekte nasil bir
iyilestirme ortami olusmasi gerektigi sorusuna yanit aranmaktadir (Ekin, 2013). Ayrica sanal uygulamalar felc,
dogustan gelen beyin hasarlari ve Parkinson hastaligi gibi rahatsizliklarin tedavi edilmesinde, denge
problemlerinin ¢dziimiinde, ortopedik rehabilitasyonda ve ginliik hayattaki aktiviteleri yerine getirmede
zorlanan hastalarin alistirmalar yaparak bu aktiviteleri eskisi gibi saglikli sekilde yerine getirmesine yardimci
olmaktadir (Demirci, 2018). Tip egitiminde yayginlasmakta, doktor adaylarini egitmek icin 360 derece videolar ve

sanal anatomi kullanilmaktadir (Glircan, 2018).

Pek ¢ok alanda kullanilan sanal gergeklik, fiziksel ortamin yeniden Uretilmesi ve bunu deneyimleyen kisilerin
duygularini etkileyerek gerceklikle sanalin cizgilerinin ortadan kaldiriimasi anlamina gelmektedir. Teknolojik
gelismelerin insasiyla gerceklesen dijital veriler kendi gergekligini olusturarak yeni ve belirsiz sinirlar ortaya
koymustur. Sanal gergeklik ortami; fiziksel gercekligi yapay olarak yeniden liretmek ya da alternatif bir gergeklik
algisi yaratmak tizere, kullanicilarin duyularini ortamla bagdastiran bir dijital veri uzamidir. Kendine 6zgi karakter

ve sinirlari olan yeni gergeklikler tanimlamayi olanakl kilmaktadir (Ekin, 2013).

Popiiler olmasindan dolayr sanal gerceklikle ilgili ¢alismalar her gegcen giin artmaktadir. Literatirde farkh
disiplinlerde sanal gergeklikle ilgili bircok ¢calisma bulunmaktadir. Tablo 1'de sanal gerceklikle ilgili yapilmis bazi
calismalar gosterilmektedir. Sanal gerceklik teknolojisi hayatimiza yeni girmis olmasina karsin isletmeler
tarafindan kullanilmaya baglanmistir. Yapilan galismalara gore sanal gergeklik farkli sektorlerde yayginlasmaya
baslamistir. isletmeler misterilerini etkilemek icin bu teknolojiden yararlanmaktadir. Ozellikle tutundurma

alaninda sanal gergeklik isletmelere farkl ve yeni secenekler sunmaktadir.

Tablo 1. Konuya iliskin Yapilmis Bazi Calismalarin Ozeti

Yazarlar/ Arastirma Adi Bulgular
Yil
Sanal Gergeklik ve Turizm Calismadan elde edilen sonuglara gore
Arat katilimcilar bir yere gitmeden 6nce sanal gergeklik
& Baltacioglu / sitelerini ziyaret etmeyi 6nemli bulmaktadir.
2016
Sanal Gergeklik Ortamlari ve
Ekin/2013 Uygulamalar: Spor ve Sanal Cok uzak olmayan bir gelecekte spor sektériinde de
Ortam Gostergeleri sanal  gerceklik  kullanilacagi  anlatilmakta,
“roboticeye” uygulamasi 6rnek gosterilmektedir.
Huang, Backman Exploring the Implications of Arastirmada turistlerin sanal deneyimler yasayarak
& Chang/2016 Virtual Reality Technology in psikolojik  olarak  memnuniyetlerini  ortaya

Tourism koymaktadir.
Marketing: An  Integrated
Research Framework
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Zhuang ve Bao/2016  Virtual Reality In Marketing
— An Explorative Study Pazarlamada sanal gercekligin tiketicileri etkiledigi
cevirimici kataloglara oranla musteriler lzerinde
daha buyuk bir etkiye sahip oldugu saptanmistir.

Kerrebroeck When brands come to Sanal videolar gercekci ve daha etkileyicidir. VR
Brengman ve life:experimental reklamlar satin alma, marka tercihi ve tutumlar
Willems/2017 research on the vividness (izerinde daha biyik bir etkiye sahiptir.

effect of Virtual Reality in
transformational marketing
communications

Onyesolu ve Understanding Virtual Reality Sanal gercekligin gelecekte; Egitim, similasyon,
Eze/2011 Technology: Advances and tasarim degerlendirme, mimari gegis, ergonomik
Applications calismalar, montaj dizileri ve bakim gorevlerinin

similasyonu, engelliler igin yardim, fobilerin
arastirilmasi ve tedavisi, eglence, hizl prototipleme
gibi bir cok alanda kullanilacagi vurgulanmistir.
Guttentag/2010 Virtual Reality: Applications Sanal gergeklik; turizm arastirmalarinda, hedef kitle
And implications For Tourism  seciminde, similasyon ile tanitimda,
dekorasyonda, fiziki kanitlarin  etkinliginde,
turistlerin  motivasyonunda  6nemli  etkileri
olmustur ve gelecekte ¢ok daha fazla sektor icinde
kullanilmaya baslayacaktir.

Ivan vd. / 2015 mSinaptiks: An eHealth Saglk alaninda 6zellikle mSinaptik platformunda
platform for Virtual and sanal gergekligin hastaliklari Oonleme
Augmented degerlendirme, tedavi igin slrukleyici VR
Reality mobile applications uygulamalarinin cesitliligi ve engelli hastaliklari ve

psikolojik bozukluklarin izlenmesi gibi durumlarin
nasil yapilacagi gibi konulara deginilmistir.

Sanal Gergekligin isletmelerdeki Uygulama Alanlar

Sanal gergeklik tek basina bir teknolojiden daha fazlasidir. insanlara farkli deneyim ve tecriibeler vermesinin
yaninda siber-uzayda goruntiler yardimiyla iki yonli bir etkilesim sunmaktadir. Yapilan calismalar
gostermektedir ki sanal gerceklik teknolojisi eglence sektoriinden sagliga, bilimsel deneylerden, egitime bircok
farkli alanda kullaniimaktadir. Ozellikle egitime gdrsel ve isitsel olarak dnemli katkilar sunmaktadir (Bayraktar ve

Kaleli, 2007).

E-ticarette sanal gerceklik uygulamalar kullanilmaktadir. internet {zerinden yapilan satis ve pazarlama
¢abalarinda sanal gergeklik gliniin 24 saati hizmet vermektedir. Web portallarinda da sanal gergeklik
yayginlasmistir. Ornegin Superonline bu sistemle calisan bir portal kurmustur (Infotron, 2018). Migros

marketlerinin iceresini 3 boyutlu olarak gosteren bir sayfa olusturmustur.

Turkiye’de egitim alaninda sanal gergekligin nasil kullanilacagina dair ¢alismalar yapilmaktadir. Bu amagla
dinyanin farkli Glkelerindeki uygulamalar incelenmis, tGlkemize uygun olanlar saptanarak bazilari uygulamaya
gecirilmistir. Bilgi Gniversitesi Turkiye’de ilk kez bir ylksek lisans programina sanal gerceklik egitimi koymustur.

internet izerinden yapilan dersler sayesinde bilginin sinirlari fiziksel ortamin disina tasinmistir (Karasar, 2004).
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Gunumuzde fabrikalarda calisan is gorenler icin gelistirilmis bircok sanal egitim sistemi mevcuttur. Boylece
insanlarin gercek bir olay similasyon icerisinde gérmeleri, 6grenmeleri saglanmis bilgi teknolojileri, montaj,
bakim, onarim ve lojistik hizmetlerinde bagka insanlara bagimli olmadan yapilacak islerin anlasiimasi
kolaylasmistir. Bu sistemin diger avantaji ise isletmeye maliyet avantaji saglamasi, 6grenme hatalarini daha kolay
ve net bir bicimde él¢mesidir. Ornegin bir insaat yapilmadan ve fiziki yapi olusmadan dnce simiilasyonla iscilere
egitim verilebilmekte, fabrikalarin igyapilari olusturulabilmekte, kiiresel dlgekte mekandan bagimsiz egitim ve

danismanlik hizmetleri saglanabilmektedir.

Oniimiizdeki yillarda sanal gerceklik teknolojisinin daha fazla gelistirilmesi planlanmaktadir. Kullanicilar bu
teknoloji yardimiyla imalathanedeki tiim pargalari kontrol edebilecek diizeye erisecek, lretim aksamadan

sorunlarin ¢ézlilmesine olanak saglanacaktir.

Gelecekte sanal gerceklik teknolojisinin getirecegi yenilikler sdyledir (Alkan, 2018);

Tim sektorlerdeki fuarlarda sanal gergeklik yaygin bir bicimde kullanilacaktir.

e isletmeler endistride yeni uygulamalar olusturmak icin bu teknolojiden faydalanacaktir.

e  Fabrikalarin tretim sistemlerinde bilgi paylasmak amaciyla sanal gergeklikten yararlanilacaktir.

e Uretimler daha kiiciik parcalar halinde ve esnek bir sekilde yapilabilir bir hale gelecektir. Robotlar kendi
aralarinda bir sistem gelistirecek koordinasyon saglayarak iletisime gegeceklerdir.

e Tam zamaninda Uretim lojistikte glindeme gelecek dogru yer ve zamanda imalat ve ulasim saglanacaktir.

Yapilan ¢alismalara gére insanlarin internette sanal gergeklikle ilgili yaptiklari yorumlardan %47’si kisisel gorus,
%35’ bilgilendirme, %11'i merak, %7’si ise deneyim aktarmadan olusmaktadir. Bu rakamlara bakildiginda
insanlarin sanal gercekligi cok fazla bilmeden ya da deneyimlemeden goériis belirttikleri anlasiimaktadir. insanlarin
yalnizca % 7’si kendi kisisel deneyimlerini aktarmaktadir. Yapilan yorumlarin ¢ogu nétr‘diir. Bunun en biyuk
sebebi insanlarin kullanmadiklari bir teknoloji hakkinda yorum yapmalaridir. Sanal gergeklik teknolojisiyle ilgili
olumlu goris bildiren kisilerin ¢ogu bilgisayar oyunu oynayan ya da bu teknolojinin saglik, egitim gibi alanlarda

kullanilacak olmasindan dolayi konuya pozitif yaklasan kisilerdir (Digitalage, 2018).

Reklamlarda Sanal Gergeklik

Ginimuzde teknolojinin gelismesi ve postmodern anlayisin hakim olmasi gergekligin asinmasina, sanal
dinyalarin ise yayginlasmasina yol agmistir. Eskinin glindelik hayati yerini gercek olmayan hayali bir diinyaya
birakmistir. Sanal pazarlama, VR teknolojiler, similasyon teknikleri, 3d yazicilar gercek diinyanin sanallasmasina
ve gercekligin yok olmasina neden olmustur (Arisal, 2015). Kitlesel iletisim araglari insanlari tiiketim olgusuna
alistirarak, yapay bir 6zgirliik hissi uyandirmaktadir. Bunun sonucunda tliketim Uzerine kurulu bir toplum

dogmaktadir (Sunal, 2016).

Sanal gergeklik uygulamalarinin tutundurma faaliyetlerinde kullanilmaya baslanmasi reklamlarda ve diger satis

gelistirme cabalarinda yasanan ilerlemeyi gostermektedir. Boylece reklamlar insanlar tarafindan daha eglenceli
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olarak algilanmaktadir. Ozellikle farkli mecralardaki reklamlarin insanlar tarafindan siradan karsilanmaya

baslamasi nedeniyle 360 derece gorsel imkan saglayan reklamlar sektére yeni bir soluk getirmektedir.

Teknolojik ilerlemelerle birlikte blyliyen kusaklar agisindan gelisen ve farklilasan reklam mecralari tiketici
adaptasyonunu kolaylastirmaktadir. Sanal gerceklik izlenilen gorintliyl yasiyor hissi verdiginden satin alma
asamasinda yasanilan kararsizlig gidermektedir. Ayrica tlketiciler Uzerinde daha buyuk bir etki birakarak

reklamin en 6nemli amaglarindan olan hatirlanma konusunda firmalara katki saglamaktadir.

Video oynatici ara yliziin gelismesi sanal gercekligin harika bir deneyime dénlismesine neden olmus, misteriler

ile firma arasinda daha kuvvetli bir bagin dogmasina yol agmistir (Mercanoglu, 2016).

Sanal gergeklik gozliklerinin yayginlagsmasi ve akilli mobil cihazlarin ortaya ¢ikmasi reklamlarda bu teknolojinin
kullanimini genisletmektedir. Artik tiketicilerin blytk bir kismi 7 giin 24 saat evde ya da isyerlerinde sanal
reklamlarla karsilasabilmektedir. 360 derece reklamlar tiketicileri reklam mecrasinin tam orta noktasina
konumlandirmaktadir. insanlar interaktif bir bicimde gériintiileri izlerken, duygu yogunlugunu da daha fazla
hissetmektedir. Coca-Cola, BMW, Red Bull gibi kiiresel bircok firma bu avantajlarindan dolayi sanal gergeklik

reklamlarini kullanmaya baslamistir (icil, 2016).

Sanal gergeklik billboardlarda ya da dergilerde de reklam amagh kullanilmaktadir. Tlketiciler bazi afis, ilan ya da
panolara akilli telefonu ya da tableti yaklastirdiklarinda sanal gergeklik videolariyla karsilasabilmektedir (Kudaka,

2011). Bu durum 360 gorsel deneyimin yalnizca internetten izlenilen videolarla sinirli olmadigini gostermektedir.

Sanal gergekligin yayginlasmasi halkla iliskilerde, kisisel satista ve promosyonda oniimuzdeki yillarda farkh
gelismelerin yasanabilecegini gostermektedir. Boylece tutundurma araglar tiiketicilerle daha 6nce olmadig

kadar yakin bir bagin kurulmasina imkan saglayacaktir.
Diger Reklam Mecralari

Reklam mesajlarini tiiketicilere ulastirmak igin birbirinden farkl birgok mecra bulunmaktadir. Bunlar; televizyon,
radyo, dergi, gazete, internet, dogrudan posta, agik hava reklamlari, sinema, satis yeri uygulamalari ve dogrudan

postadir (Elden ve Yeygel, 2006).

isletmelerin etkili olabilmesi icin yalnizca bir mecraya bagiml kalmamalari gerekmektedir. Yapilan calismalara
gore insanlar gliniimiizde yaklasik 1500 reklam mesajina maruz kalmakta, televizyon yayinlarinin yaklasik % 20’si
reklamlardan olusmaktadir. Bir glinde ortalama televizyon izleme siiresinin 5 saat oldugu distnildiGgiinde her
tiketicinin yaklasik 1 saat televizyon reklami izledigi anlasilabilir. Bu yogun mesaj bombardimani insanlari
reklamlardan uzaklastirmakta, tiketicilerin kendilerine ulasan reklamlari dikkate almamalari sonucunu
dogurmaktadir. Bu nedenle firmalarin onlarla iletisime gecebilmek icin daha yenilik¢i yontemler bulmalan

gerekmektedir (Arioglu, 2010).

916


https://www.kudaka.org.tr/ekler/fa254-artirilmis

LJOESS (issw: 2146-1961) SEPTEMBER 2020

Televizyon en 6nemli reklam ortamlarindan birisidir. Ulkemizde insanlarin ¢cogu giinde 4,5 saat diizenli olarak
televizyon izlemektedir. Aile ve Sosyal Politikalar Bakanliginin yaptig1 arastirmaya gore ailelerin birlikte yaptiklari
faaliyetlilerinden ilki televizyon izlemektir. Ogrenciler ortalama okulda yilda 1000 saat gegcirirken televizyon
basinda 1500 saat harcamaktadir (Bayder, 2018). Bu sebeplerden dolayi televizyon reklami en etkili tutundurma
araglarindandir. Ses, gériinti ve yazinin ayni anda kullanilabilmesi ve izlenme oranlarinin yiiksek olmasi nedeniyle
televizyon reklamlari firmalarin ilk tercihlerindendir. Ancak maliyetli olmasi ve uzun sireli reklam kusaklarinin

tuketicileri sikmasi nedeniyle bazi olumsuzluklari barindirmaktadir.

Radyo yaygin olmasi, farkh yerlerde dinlenebilmesi, kullaniminin kolay olmasi nedeniyle 6nemli reklam
araglarindan birisidir (Cakir, 2005). Televizyon reklamlarina maliyeti nedeniyle ulasamayan kugik isletmeler
acisindan radyo reklamlari yaygin olarak kullanilmaktadir (Dural, 1999). Yalnizca sese dayali olmasi, televizyon

kadar fazla takip edilmemesi nedeniyle etkisi goreceli olarak daha dusuktdr.

Yazili reklamlar en eski tanitim araglaridir. Okuma oraninin disuk oldugu ulkelerde etkisi giderek azalmaktadir.
Dergi reklamlari televizyon, gazete, internet ve agikhava reklamciligindan sonra en fazla yatirim yapilan 5. reklam
mecrasidir (Akyol, 2011). Ulkemizde insanlarin %25'’i haftada diizenli olarak 4-5 giin gazete okumaktadir. Bu oran
aylik dergiler agisindan yalnizca % 4’diir (Akbulut ve Balkas, 2006). Dergi reklamciliginin en 6nemli avantaji hedef
kitleye yonelik olmasidir. Dergilerin belirli bir uzmanlhk ve ilgi alanina gore yayin yapmasi firmalara énemli
avantajlar saglamaktadir. Ayrica dergi reklamlarinin tiketicilerin odaklanmasini arttirdigi, inanilirhginin ve

etkisinin ylksek olduguna dair ¢calismalar da bulunmaktadir (Magazine, 2018).
Arastirmanin Onemi ve Amaci

Birgok alanda kullanilan sanal gerceklik hizla reklam mecralarina da yayilmaya baslamistir. Ozellikle reklamda
anlatilan mesajin daha etkili bir sekilde tiiketici zihninde yer etmesi icin sanal gerceklikle olusturulmus reklamlar

kullanilmaktadir.

Calismada sanal gergeklik reklamlari diger mecralardaki reklamlarla karsilastirilarak hangisinin tiketiciler
tarafindan daha fazla hatirlandigi Gzerinde durulmustur. Sanal gerceklik insanlari bir olayl yasiyormus gibi
hissetmelerini saglamaktadir. Bu nedenle “sanal olarak olusturulmus bir reklam filmi diger reklamlara gore
tiketicileri daha fazla etkilemektedir” varsayimindan hareketle calisma gergeklestirilmistir. Calismada
isletmelerin yeni uygulanmaya baslayan sanal gercgeklik reklamlari konusunda bilgi edinmeleri ve tiketici
Gzerindeki etkilerini 6grenmeleri amaclanmaktadir. Bu ¢alisma ile firmalar daha 6nce ¢ok iyi bilmedikleri yeni bir
reklam ortami hakkinda bilgi edinebileceklerdir. Sanal gergeklik tanitimlari pazarlama iletisimine yeni bir bakis

acisi getirmeye adaydir.
Calismanin Hipotezleri

Calismada sanal gergeklik reklamlarinin diger reklamlara oranla tiiketicileri nasil etkiledigi arastirilmaktadir.

Reklamlarin etkisinin yiksek olmasi icin akilda kalici olmasi gerekmektedir. Calismada bunu anlamak icin hem
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yazili hem de gorsel reklamlar sanal gerceklikle olusturulmus reklamlarla karsilastirilmistir. Calisma iki temel

hipotez lizerine kurulmustur. Bunlar;

H1: Sanal gergeklikle hazirlanmis reklam filmleri basili reklamlardan daha fazla hatirlanir.

H2: Sanal gergeklikle hazirlanmis reklam filmleri internette yayinlanan reklam filmlerinden daha fazla hatirlanir.
Arastirmanin Yontemi ve Orneklem

Sanal gergeklik reklamlarini diger mecralardaki reklamlarla karilastirmaya c¢alisan bu arastirma benimsenen
yontem agisindan; tiimden gelim yonteminin uygulanmasi, nicel verilerin kullanilmasi, hipotez sinanmasi ve
objektif degerlendirmelerde bulunulmasi gibi nedenlerle pozitivist bir arastirmadir. Bununla birlikte; arastirma
konusu, sanal gerceklik reklamlarinin tiketiciler UGzerindeki etkisini agiklamak oldugundan agiklayici bir

arastirmadir (Altunisik vd., 2010).

Arastirmada tiketicilerin hafizalarini 6lgmek icin hatirlatma ve tanima teknikleri birlikte kullaniimistir. Hatirlama
testlerinde 6rnek gruba sorular sorarak hatirlama diizeyleri 6lgiilmeye galisilir. Hatirlama testleri kendi icinde
farkli kategorilere ayrilmaktadir (Aydin, 2010). Calismada hatirlama testlerinden; ertesi giin hatirlama testi (Day
After Recall/DAR), yardimli hatirlatma testi, yardimsiz hatirlama testi ve tanima testleri kullanilmistir. Ertesi giin
hatirlama testi katiimcilarin reklami animsayip animsamadigini daha iyi 6lgmek icin reklami izlediklerinden bir
glin sonra yapilan test yontemidir (Aydin, 2010). Boylece izleyiciler Gzerindeki etki daha iyi gorilebilmektedir.
Calismada yardimsiz hatirlama testi olarak katilimcilara din izlediginiz ya da okudugunuz reklamlar hangi
markaya aittir ve reklamda verilen mesajlar nelerdir? diye sorular sorulmustur. Yardimli hatirlama testinde ise
bir giin 6nce izlenilen reklamlarla ilgili bazi ipuglari verilmis katilimcilarin reklamlari hatirlama diizeyleri 6lgiilmeye
cahisilmistir. Tanima testleri deneklerin hem dikkat hem ilgi diizeylerini 6lgmek i¢in kullaniimaktadir. Bu yénteme
gore tiketicilere belirli bir hedef uyariclyi (Reklam vb.) taniyip tanimadiklari sorulmaktadir (Aydin, 2010).
Katilmcilara tanima testi olarak bir giin once izledikleri reklamlardaki markalarin logolari gosterilmis ve

hangilerini hatirladiklari sorulmustur.

Arastirmada 6rnekleme yéntemi olarak “Kolayda Ornekleme Yéntemi” uygulanmis, veriler anket yardimiyla
toplanmistir. Anket kendi icinde iki bélime ayrilmistir. ilk bélimde reklam etkililigi 6lclimiinde sonra testlerden
(postesting) olan hatirlama ve tanima testleri birlikte uygulanmistir. ilk béliimde toplamda 10 soru yer almaktadir.
ikinci béliimde ise katimcilarin kisisel bilgilerinin yer aldigi sorular bulunmaktadir. Calisma 8 Ocak 2019 ile 28
Ocak 2019 tarihleri arasinda Afyon Kocatepe Universitesindeki 19 dgretim elemani {izerine gerceklestirilmistir.
Katilimcilara VR gozliik giydirilerek 3 tane sanal gergeklik reklami (Coca Cola, Lipton, Youtube) 3 tane televizyon
reklami (Puma, H&M, Subaru), 3 tanede dergi reklami (LG, World Card) gosterilmistir. Bir giin sonra izledikleri ve
okuduklari reklamlarla ilgili sorular sorulmustur. Sorular yiiz yiize anket yontemiyle uygulanmistir. Ankete dahil

olan katilimcilarin demografik 6zellikleri Tablo 2’de gosterilmektedir. Tablo 2'ye gore katihmcilarin %78’i erkek,
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%21’i kadindir. %42’si Arastirma Gérevlisidir. Katilimcilarin %47’si [IBF de gdrev yapmaktadir. Katiimcilarin %47’si

31-40 yas araligindadir.

Tablo 2. Demografik Faktorler

DEGISKENLER N Yiizde DEGIiSKENLER N Yiizde
Cinsiyet Fakiilte
Erkek 15 78.9 iiBF 9 47.4
Kadin 4 211 Veterinerlik 2 10.5
Fak.
Toplam 19 100 Turizm 6 31.6
Akademik MYO 2 10.5
Unvan
Dog. 3 15.8 Toplam 19 100
Dr.Ogr.Uyesi. 5 26.3 Yas Gruplari
Ogr. Gor. 3 15.8 20-30 5 26.3
Aras. Gor. 8 42.1 31-40 9 47.4
Toplam 19 100 41-50 5 26.3
Toplam 19 100

ARASTIRMANIN BULGULARI
Ertesi Giin Uygulanan Yardimsiz Hatirlama Testleri
Soru 1. izlediginiz/okudugunuz 3 reklam filminin hangi markaya ait oldugunu ve verdigi mesaji yaziniz.

Birinci soruda katiimcilara izledikleri 3 sanal gercgeklikle hazirlanmis (VR) reklam filminin hangi markaya ait oldugu
ve verdigi mesaj sorulmustur. Tablo 3’de sanal gergeklikle hazirlanmis reklamlarin hatirlanma oranlar
gosterilmektedir. Buna gore en ¢ok hatirlanan reklam Coca Cola ve Lipton reklamidir. Katilimcilarin yaklasik %78’
2 sanal gergeklik reklamini hatirlamistir. Cikan sonuca gore sanal gergeklik mecrasi kadar izlenilen reklamlarin

akilda kahciligi ve etkisinin de 6nemli oldugu anlasilmaktadir.

Tablo 3. VR (Sanal Gergeklik) Reklamlarinin Tiketiciler Tarafindan Hatirlanma Oranlari

Frekans Yizde
Coca Cola 15 78.9
Lipton 15 78.9
YouTube 10 52.7

Tablo 4’de sanal gerceklikle hazirlanan reklam filmlerinin verdigi mesaji tiketicilerin algilama oranlari
gorilmektedir Tabloya gére Coca Cola reklaminin verdigi mesaji hatirlama orani %63’dir. Tablolar genel olarak
incelendiginde sanal gergeklik reklamlarinin hatirlanma oraninin ve verdigi mesajin hatirlanma oraninin oldukga
yuksek oldugu gorilmektedir. Ancak reklamda verilen mesajin reklamin kendisinden daha az hatirlandig

anlasiimaktadir.
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Tablo 4. Sanal Gergeklik (VR) Reklamlarinin Verdigi Mesaji Hatirlama Oranlari

Dogru Yiizde Yanhs/ Yiizde

Hatirlamiyor
Coca Cola 12 63.2 7 36.8
Lipton 7 36.8 12 63.2
YouTube 3 15.8 16 84.2

Tablo 5’de internet reklamlarin hatirlanma oranlari gésterilmektedir. Buna gére en ¢ok hatirlanan reklam H&M
ve Subaru reklamlaridir. Katiimcilarin yaklasik %52’si H&M reklamini hatirlamaktadir. Subaru reklaminin

hatirlanma orani ise % 42’dir. Bu oranlar sanal gergeklikle gosterilen reklamlardan daha disiik seviyededir.

Tablo 5. internet Reklamlarinin Tiiketiciler Tarafindan Hatirlanma Oranlari

Frekans Yiizde
&M 10 52.6
Subaru 42.2
Puma 36.9

Tablo 6'da reklam filmlerinin verdigi mesaji tliketicilerin algilama oranlari gésterilmektedir. Tabloya gére Subaru
reklaminin verdigi mesajin hatirlanma orani %42’dir. Tablo 5 ile karsilastirildiginda Subaru reklaminin mesaji

reklamin kendisinden daha fazla hatirlanmaktadir. Bu nedenle reklam mesajinin dogru kullaniminin reklamin

kendinden daha 6nemli olabilecegi anlagiimaktadir.

Tablo 6. internet Reklamlarinin Verdigi Mesaji Tiiketiciler Tarafindan Hatirlanma Oranlari

Dogru Yiizde Yanhs/ Yizde
Hatirlamiyor
H&M 3 15.8 16 84.2
Subaru 8 42.1 11 57.9
Puma 5 26.3 14 73.7

Tablo 7'de yazili reklamlarin hatirlanma oranlari gosterilmektedir. Buna gore en ¢ok hatirlanan reklam LG ve MNG
reklamidir. Katihmcilarin yaklasik %36’si LG reklamini hatirlamaktadir. MNG reklaminin hatirlanma orani ise

%31’dir. Diger reklam tiirlerine gore yazili reklamlar daha az hatirlanmaktadir.

Tablo 7. Dergi Reklaminin Tiketiciler Tarafindan Hatirlanma Oranlari

Frekans Yiizde
LG 7 36.9
World Card 4 21.1
MNG 6 31.6

920



IJOESS (ISSN: 2146-1961) SEPTEMBER 2020

Tablo 8’de reklam metinlerinin verdigi mesaji tiiketicilerin algilama oranlari gosterilmektedir. Tabloya gére World
Card reklaminin verdigi mesajin hatirlanma orani %15’dir. MNG reklaminin verdigi mesaji ise hi¢ kimse
hatirlamamaktadir. Yazili reklamdaki markalari ve verdikleri mesajlari hatirlama orani oldukga diistktir. Yazil

mecralar reklamin akilda kaliciligi ve verilen mesajin etkisi konusunda oldukga diistik bir performans sergilemistir.

Tablo 8. Dergi Reklaminin Verdigi Mesajin Tiiketiciler Tarafindan Hatirlanma Oranlari

Dogru Yiizde Yanhs / Yiizde
Hatirlamiyor
LG 2 10.5 17 89.5
World Card 3 15.7 16 84.3
MNG 0 0 19 100

Ertesi Giin Uygulanan Yardimli Hatirlama Testleri
Soru 2. Asagidaki sloganlardan hangisi hangi markaya aittir?

Tablo 9’a gore slogani en fazla hatirlanan marka H&M’dir. Gorsel olarak izlenen bu reklam filmi sanal gergeklik
reklamina gore daha fazla hatirlanmaktadir. Bu iki reklam mecrasi karsilastirildiginda goérsel reklam, sanal

gercgeklik reklamina gore daha 6nde gorilmektedir.

Tablo 9. Markalarin Sloganlarini Hatirlama Oranlari

Dogru Yizde Yanlig/Hatirlamiyor Yuzde
Muhtesem Matcha 4 21.2 15 78.9
(VR/Lipton)
Uygun Fiyata Siklik 7 36.8 12 63.2
(Gorsel/H&M)
Basariya Ortak 1 53 18 94.7

Olun (Basili/MNG)

Soru 3. Asagidaki hangisi izlediginiz ya da okudugunuz markalar arasinda vardir?

Tablo 10’da markalarin hatirlanma oranlari gésterilmektedir. Tabloya gore en fazla hatirlanan marka Lipton

olmustur. Bu soruda da sanal gergeklik reklamlari diger reklamlara gére daha 6nde goriilmektedir.

Tablo 10. Marka Hatirlanma Oranlari

Dogru Yiizde Yanlig/Hatirlamiyor Yiizde
Lipton (VR) 15 79 4 21
World Card (Basili) 5 26.3 14 73.3
Puma (Gorsel) 14 73.6 5 26.4
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Soru 4. Asagidaki markalardan hangisinin reklaminda ugan bir adam goériilmektedir?

Ucan bir adamin yer aldigi reklam filmi Coca Cola’ya aittir. Sanal gerceklikle hazirlanan bu reklam filmini hatirlama
oranlari Tablo 10’da gorilmektedir. Katilimcilarin %84’( reklamla ilgili bir ipucu verildiginde reklami hatirlamistir.

Dolayisiyla sanal gercgeklik reklaminin yardimli hatirlanma orani da yuksektir.

Tablo 11. Coca Cola (VR) Reklam Filmi Yardimh Hatirlanma Orani

Dogru Yizde Yanhs/Hatirlamiyor Yizde

Coca Cola 16 84.2 3 15.8

Soru 5. Asagidaki markalardan hangisinde gékyiiziine bakan bir adam gorilmektedir?

Gokyliziine bakan adam yazili olarak yayinlanmis MNG kargo firmasinin reklaminda goriilmektedir. Tablo 12’'de
katiimcilarin MNG reklamini hatirlama oranlari gdsteriimektedir. ipucu verildikten sonra bile katiimcilarin
yalnizca %21’'i MNG kargonun reklamini hatirlamaktadir. Yazili reklam ortamlari yardimh hatirlatmada bile
basarisiz bir sonug vermistir. Bu durum basili kaynaklarin tiiketiciler Gzerinde yeterli etkiye sahip olmadigini

ortaya gtkarmaktadir.

Tablo 12. MNG Yazili Reklaminin Hatirlanma Orani

Dogru Yiizde Yanhs/Hatirlamiyor Yiizde
MNG 4 21.1 15 78.9

Soru 6. Asagidaki markalardan hangisinde araba iginde bir kdpek goriilmektedir?

Araba icinde yer alan kdpek televizyon reklami olarak hazirlanmis ve Subaru firmasinca kullaniimistir. Tablo 13’de
Subaru reklaminin yardimli hatirlanma oranlari gérilmektedir. Tabloya gére Subaru reklaminin hatirlanma orani
%73 civarindadir. Bu olduke¢a yiiksek bir orandir. Tiketiciler reklam iginde bir ipucu verildiginde reklami

hatirlamaktadir.

Tablo 13. Subaru Reklami Hatirlama Oranlari

Dogru Yiizde Yanhs/Yanit Yok Yiizde

Subaru 14 73.7 5 26.3
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Ertesi Giin Uygulanan Tanima Testleri

Soru 7. Asagidaki logolardan hangisi izlediginiz ya da okudugunuz markalar arasinda vardir?

Tablo 14’de logolarin hatirlanma oranlari gésterilmektedir. Tabloya gore logosu en fazla hatirlanan marka H&M

olmustur. Youtube onu izlemektedir. Soru 7’de gorsel reklamlarin etkisi net bir sekilde goériilmektedir.

Tablo 14. Logolarin Hatirlanma Oranlari

Dogru Yiizde Yanhs/Yanit Yok Yizde
MNG (Basih) 11 57.9 8 42.1
H&M (Gorsel) 17 89.5 2 10.5
YouTube (VR) 14 73.7 5 26.3

Katiimcilarin Reklam Tiirlerine Karsi Algilan

Soru 8. Gordiigiiniiz ya da okudugunuz reklam tiplerinden en etkili ve akilda kalici olan reklam cgesidi sizce
hangisidir?

8. soruda tuketicilere en etkili reklam mecrasi sorulmustur. Katilimcilarin biyik bir kismi sanal gergeklik
reklamlarinin diger reklamlardan daha etkili oldugunu distiinmektedir. Bu sonug diger bulgularla birlikte ele
alindiginda katilimcilarin 6nemli bir bélimi sanal gerceklik reklamlarini hatirlamakta, onun verdigi mesajlari
unutmamaktadir.

Tablo 15. En Etkili Reklam Mecrasi

Birinci ikinci Ugiincii
Sanal Gergeklik (VR) 18 1 0
Gorsel (Internet) 0 17 2
Basili (Dergi) 1 1 17

Soru 9. izlediginiz ya da okudugunuz reklamlardan en iyisi sizce hangisidir?

Tablo 16’da katilimcilar tarafindan en fazla begenilen reklam filmi gosterilmektedir. Katihmcilarin % 36’si Lipton
reklamini diger %36’si ise Subaru reklamini begenmistir. Bu iki reklam filmi en begenilen reklamlardir. Bu sonug
Tablo 3 ve 6 ile birlikte ele alindiginda reklam begenisi ile hatirlanma orani arasinda da 6nemli bir iliski oldugu

anlasiimaktadir.

Tablo 16. En iyi Reklam

Frekans Yizde
Coca Cola (VR) 3 15.8
Lipton (VR) 7 36.8
Subaru (Visual) 7 36.8
Puma (Visual) 1 53
LG (Print) 1 53
Toplam 19 100.0
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Soru 10. Daha 6nce hig sanal gergeklik (VR) gozliikle goriintii izlediniz mi?

10. Soruda katilimcilara daha 6nce hig sanal gergeklik (VR) gozliigu kullandiniz mi diye sorulmustur. Katimcilarin
% 68'i daha 6nce hig sanal gergeklik (VR) gozlugiyle reklam izlememistir. Katihmcilarin 6nemli bir bolima daha
once sanal gerceklik gozligt kullanmamis olmasina karsin sanal gerceklik reklamlarina karsi olduk¢a olumlu bir

tutum sergilemistir. Ayrica bu mecradaki reklamlari kolaylikla hatirlamiglardir.

Tablo 17. VR Sanal Gergeklik G6zIUgli Deneyimi

Frekans Yiizde
Evet 6 31.6
Hayir 13 68.4
Toplam 19 100.0

Hipotezlerin Test Edilmesi

Farkh reklam uygulamalarinin tiiketiciler tarafindan hatirlanma oranlarini arastiran bu ¢alismadan elde edilen

sonuglara gore;

H1: Sanal gerceklikle hazirlanmis reklam filmleri Kabul Edilmistir
basili/yazili reklamlardan daha fazla hatirlanir.

H2: Sanal gergeklikle hazirlanmis reklam filmleri Kabul Edilmistir
internette yayinlanan reklam filmlerinden daha fazla
hatirlanir.

Tablo 3,4,5,6,7,8 birlikte ele alindiginda katilimcilarin herhangi bir yardim almadan hatirlama testine tabi
tutulduklarinda sanal gerceklik reklamlarini ve verdigi mesaji diger reklam tiirlerine gére daha fazla hatirladiklari
gorllmustir. Bu nedenle ¢alismanin iki hipotezi de kabul edilmistir. Ayrica yardimli hatirlatma testinde de sanal
gerceklik reklamlarinin genel olarak daha fazla hatirlandigi goriilmektedir. Katilimcilara en etkili reklam tiiriniin
hangisi oldugu soruldugunda da katilimcilar ¢ok biyik bir cogunlukla sanal gerceklik reklamlarinin daha etkili

oldugunu disltinmektedir.

SONUC

Sanal gerceklik son yillarda hayatimiza giren énemli bir kavramdir. Birgok alanda kullanilan (VR) sanal gergeklik
gozlikleri reklam sektorinde de kullaniimaya baslamistir. Sanal gerceklik 360 derece goriintl saglamasi ve gercek
hissi uyandirmasi nedeniyle insanlari etkilemekte, izleyicileri reklamin igine daha fazla ¢cekmektedir. Ayrica
tuketicileri markayla ve onun verdigi mesajla etkilesime girmesini saglamaktadir. Pazarlama diinyasinda en umut
verici gelismelerden biri olarak kabul edilmektedir. Gartner, e (2016) gére sanal gerceklik uygun fiyata tiiketicilere

ulastigi igin marka reklamlarinin énemli bir pargasi haline gelmistir. Adams (2016) turizm pazarlamasindan,
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deneyimsel pazarlamaya, arag test sirislerinden, emlak pazarlamasina kadar bir¢cok alanda kullanilacagini

soylemistir.

Sanal gergeklik yeni bir alandir ve konuyla ilgili cok az ¢alisma yapilmistir. Yapilan az sayidaki ¢alismadan elde
edilen verilere gore isletmeler sanal gergeklik kullanarak tiketicilerin satin alma silrecine diger reklam
mecralarina gore daha buiyiik bir etkide bulunabilmektedir. Gergek diinya ile baglanti kurmasi sanal gergekligin
6nemli bir avantajidir. Sung’a (2012) gére sanal gergeklik reklamlari kullanicilara bir deneyim yasattigindan daha
etkili bir yéntemdir. Ayrica 2 boyutlu deneyime oranla daha eglenceli oldugundan kolayca hatirlanmaktadir. Dey

& Kim’e (2009) gore ise etkilesimin fazla olmasi reklam etkinligini bliylik oranda arttirmaktadir.

Calismada yardiml, yardimsiz hatirlatma testleri, tanima testleri, ertesi glin testiyle birlikte kullaniimistir. Boylece
hem yardimli hem yardimsiz olarak yazili, gérsel ve sanal reklamlarin tiketiciler Gzerindeki etkisi ve hatirlanma

oranlari 6l¢tilmistiir. Bu yonuyle calisma sanal gergekligi diger mecralarla karsilastiran ilk calismadir.

Calismadan elde edilen bulgulara gore sanal gergeklik reklamlari diger reklam tirleri olan yazili ve gorsel
reklamlardan daha fazla hatirlanmaktadir. Ozellikle katimcilara higbir hatirlatici kaynak verilmeden tiimiiyle
yardimsiz bir sekilde yapilan olgiimlerde sanal gerceklik reklamlarinin insanlarin zihninde daha fazla kaldigi

gozlemlenmistir. Ayrica sanal reklamlarin verdigi mesajlar da katimcilar tarafindan daha iyi anlagiimistir.

Televizyon reklamlarinin da yazil reklamlardan daha iyi hatirlandig1 gérilmektedir. Calismada gosterilen (g sanal
reklamin hatirlanma orani yaklasik ortalama % 70 iken televizyon reklamlari % 43,9 yazili reklamlar ise ortalama
%29,8 civarinda hatirlanmaktadir. Ayrica sanal gergeklik reklamlarinin vermek istedigi mesaj %38,6 oraninda,
internet reklamlarinin verdigi mesaj %28 oraninda, yazili reklamlarin verdigi mesaj ise yalnizca % 13,1 oraninda

hatirlanmaktadir.

Katimcilara hangi reklam cesidinin daha etkili oldugu soruldugunda da yine katilimcilarin biytk bir cogunlugu
sanal reklamin daha etkili oldugunu sdylemektedir. Bu sonug diger verileri desteklemektedir. Ancak iyi bir
televizyon reklam filminin etkisiz bir sanal gergeklik reklamindan daha etkili olabilecegi de unutulmamalidir.
Calismada 9. Tabloya bakildiginda televizyon reklamlarindan bir tanesinin sanal gerceklik reklamindan daha fazla
hatirlandigi gorilmektedir. Bu nedenle sanal gerceklik reklaminin her zaman tiiketiciler Gizerinde biyik bir etkiye

sahip olabilecegi diisiinilmemelidir.

Calismaya katilan deneklerin yaklasik %69’u daha o6nce hi¢ sanal gerceklik (VR) gozliigu kullanmamistir. Bu
nedenle katilimcilarin 6nemli bir bolima icin sanal film yeni bir deneyimdir. Boyle bir farklilik katilimcilarin
reklamlari daha dikkatli izlemeye tesvik etmis olabilecegi disinilebilir. Ancak galisma sirasinda genel olarak

katilimcilarin sanal gercgeklik reklamlarini severek ve begeniyle izledikleri de gbzlemlenmistir.

Calisma sirasinda yapilan arastirmalarda internet izerinde oldukga az sayida sanal reklama rastlanmistir. Bircok
firma bu yeni reklam tiiriinden uzaktir. Ozellikle Gilkemizde ki firmalarin birkagi hari¢ higbiri sanal reklam

kullanmamaktadir. Bu durum isletmeler igin oldukga bilyik bir firsatin kagirilmasi anlamina gelmektedir. Sanal
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gerceklik gozlGglinl kullanan tilketicilerin ¢ogu bu reklamlar severek izlemekte ve hatirlamaktadir. Sanal
gerceklik tanitimlarina yer veren isletmeler bu yeni alanda 6ncii olacak ve tiiketiciler lGzerinde énemli bir etki
birakabileceklerdir. Her gegen gilin sanal gergeklik gozliklerinin yayginlastigi disliniildigiinde hedef pazarin
genisledigi de unutulmamalidir. Ozellikle ilging, yaratici sanal videolar tiiketicileri reklam icin degil keyif almak ve
eglenmek icin kendisine c¢ekmektedir. Duygular uzerindeki etkisi de duslnuldiginde sanal gergeklik

reklamlarinin firmalar agisindan énemli bir firsat oldugu daha iyi anlasilabilir.

Bu ¢alisma sanal gergeklik reklamlarinin etkisini diger mecralarla karsilastiran tilkemizde yapilan ilk galismadir. Bu
nedenle bazi kisitlari vardir. Orneklem sayisinin kiiciik olmasi, yalnizca bir meslek grubuna yénelik yapilmasi bu
sinirhliklardan bazilarini olusturmaktadir. Ozellikle reklamin hatirlanmasi yalnizca mecraya bagl bir durum
olmadigindan ve reklamin kendi cekiciligi de 6nemli oldugundan farkh reklamlarla da ¢alisma test edilmelidir.
Daha sonra yapilacak ¢alismalarda daha biyilk bir 6rneklemle analizler gergeklestirilebilir. Farkh reklamlarla
karsilastirma yapilarak mecranin mi yoksa reklamin mi hatirlama tzerinde daha buyuk bir etkiye sahip oldugu

anlasilabilir.

Sanal gerceklik konusu isletmelerin Uretim, pazarlama, ar-ge ve iletisim gibi bircok departmanina etki etmektedir.
Gelecekte yasanan degisimleri anlamak ve g¢agin gerisinde kalmamak igin firmalar bu alana yatirrm yapmalidir.
Ayrica reklam mecrasina sanal gergekligin etkisi blyiik oldugundan bu konunun gérmezden gelinmemesi ve
sirketin pazarlama stratejinin 6nemli bir pargasi haline getirilmesi gerekmektedir. Yenilikgiligi musteri iliskilerinin
merkezine oturtan isletmeler basaril olacak, tiiketiciler tarafindan daha dikkatle izlenecektir. Sanal gerceklik de

bu amaca hizmet edebilecek 6nemli bir enstriimandir.
ETiK METNI

Bu makalede derginin yazim kurallari ve yayin politikalarina uyulmustur. Yazar, derginin arastirma ve yayin
politikalari agisindan etik kurallardan sorumludur. Gonderilen makale, herhangi bir sekilde baska bir tarafin telif

hakkini ihlal ettigi seklinde yorumlanabilecek herhangi bir husus icermemektedir.
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