EYMDA423 - Media Planning / Media Planning

GENEL TANIM / GENERAL DESCRIPTION

Ders Adi / Course Name

Media Planning / Media Planning

Ders Kodu / Course Code

EYMD423

Ders Tirii / Course Type

Ders Seviyesi / Course Level

Bachelor / Bachelor

Ders Akts Kredi / ECTS 5.00
Haftalik Ders Saati (Kuramsal) / 2.00
Course Hours For Week

(Theoretical)

Haftalik Uygulama Saati / Course 2.00
Hours For Week (Objected)

Haftalik Laboratuar Saati / Course 0.00
Hours For Week (Laboratory)

Dersin Verildigi Yl / Year 4

Ogretim Sistemi / Teaching System

Daytime Class / Daytime Class

Egitim Dili / Education Language

On Kosulu Olan Ders(ler) /
Precondition Courses

Dersin 6n kosulu yoktur.

The course has no prerequisites.

Amaci / Purpose

Bu ders geleneksel ve dijital medyadaki reklam, pazarlama, dijital pazarlama ve
uygulamalari ile medya planlamasi ile ilgili temel bilgilerin verilmesi, medya planlama

uygulamalarini incelemeyi, anlamayi ve 6grenmeyi amaglamaktadir. Bu ders baglaminda

6grenciler, medya planlama alaninda temel kavramlara ve dijital mecra tanimlarina ve
yaklasimlarina hakim olurlar ve medya planlama stratejilerini uygulayabilirler.

This course aims to give basic information about advertising, marketing, digital
marketing and its applications in traditional and digital media and media planning, to
examine, understand and learn media planning applications. In the context of this
course, students have a good grasp of the basic concepts and definitions and
approaches of digital media in the field of media planning and can apply media
planning strategies.

igerigi / Content

Medya alaninda medya planlama yapilmasi, dijital medya planlama stratejilerinin
ogrenilmesi

Media planning in the field of media, learning digital media planning strategies

Onerilen Diger Hususlar /
Recommended Other
Considerations

Staj Durumu / Internship Status

Yok

Kitabi / Malzemesi / Onerilen
Kaynaklar / Books / Materials /
Recommended Reading

1.Cem, i. H. (2019). Medya Planlamasinda Kullanilan Arastirmalar ve Veriler, istanbul:

MediaCat Kitaplari.

2.Erol, G. (2007). Reklam ve Medya Planlamasi, istanbul: Beta Basim Yayim.
3.Sissors, J. Z. ve Baron, R. B. (2010). Advertising Media Planning, The McGraw-Hill
Companies, Printed in the United States of America.

1.Cem, I. H. (2019). Medya Planlamasinda Kullanilan Arastirmalar ve Veriler, istanbul:
MediaCat Kitaplari.

2.Erol, G. (2007). Reklam ve Medya Planlamasi, istanbul: Beta Basim Yayim.
3.Sissors, J. Z. ve Baron, R. B. (2010). Advertising Media Planning, The McGraw-Hill
Companies, Printed in the United States of America.

Ogretim Uyesi (Uyeleri) / Faculty
Member (Members)

Dr. Ogr. Uyesi Hakan TAN

Assist. Prof. Hakan TAN




OGRENME GIKTILARI / LEARNING OUTCOMES

Medya planlama alaninda temel kavramlarini tanimlar, inceler, arastirir ve sorgular. Defines, examines, researches and questions the basic concepts in the field of media planning.
Dijital mecranin kavram, kuram, uygulama ve yaklasimlarini tanimlar, inceler, arastirir ve sorgular. (IjDiZ?tgleﬁ"\;c)j(igr.mnes‘ Iesednehesiandiquesiionsimiciconce pistheoncsspiacticcoandiapproachesiof
Medya planlama stratejilerini uygular, arastirir, inceler ve 6rnekler. Implement, research, analyze and illustrate media planning strategies.

Medya planlama asamalarini ile medya planlamada kullanilan kavramlari siniflar, uygular ve érnekler. Classifies, applies and illustrates the media planning stages and concepts used in media planning.
Medya planlamada reklam ve pazarlama stirecleri ile kavramlarini tanimlar ve siniflandirir. Defines and classifies advertising and marketing processes and concepts in media planning.

HAFTALIK DERS iCERIGi / DETAILED COURSE OUTLINE
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Hafta / Week

Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods

On Hazirlik / Preliminary

Techniques

1 anisma, Dersin Tasarimi ve Ders igeriginin Paylasiimasi

Meeting, Course Design and Sharing the Course Content

Teorik Dersler / Theoretical Uygulama Lab ?g{ﬁ;ﬂ;}ﬁgg&i\éz Methods On Hazirlik / Preliminary

Techniques

Geleneksel Medya ve Yeni Medya Kurami: Insan lletisimin Cok Kisa
Bir Kronolojisi, lletisim, iletisim islevleri, iletisim Bilimi, Kitle Iletisimi,
Kitle iletisim Araglari ile iletisim Arasindaki Farklar, Yeni Medya
Kavrami ve Kuraminin Gelisimi, Yeni iletisim Teknolojileri ile lletigimin
Ozelliklerinin Biitiinlesmesi

Traditional Media and New Media Theory: A Very Short Chronology
of Human Communication, Communication, Communication
Functions, Communication Science, Mass Communication,
Differences Between Mass Media and Communication, Development
of New Media Concept and Theory, Integration of Communication
Features with New Communication Technologies

gretim YO "
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁgll(rlneri/(')rgtaecr:?]i\r?; Methods On Hazirlik / Preliminary

Technigues

Yeni Medya Kuraminin llkeleri ve Unsurlari ile Yeni Medyanin
Yarattigi Medya Kavramlari: Hiz, Internet, Yondesme, Kiiresellesme,
Sibernetik, Sanallik, Olciimleme, Etkilesimlilik, Paylasimcilik,
Katiimcilik, Odenen Medya (Paid Media), Sahip Olunan Medya
(Owned Media), Kazanilan Medya (Earned Media), Etkilesimli Medya
(Interactive Media)

Principles and Elements of New Media Theory and Media Concepts
Created by New Media: Speed, Internet, Convergence, Globalization,
Cybernetics, Virtuality, Measurement, Interactivity, Sharing,
Participation, Paid Media, Owned Media, Earned Media, Interactive
Media

Teorik Dersler / Theoretical Uygulama Lab ?g;ﬁ;;g;:ﬁgtsgig Methods On Hazirlik / Preliminary

Techniques

Reklam Kavramina Bitlnsel Bir Bakis: Reklam Tanimi ve Onemi,
Reklamin Amaglarn ve islevleri, Maslow’un ihtiyaglar Hiyerarsisi, Etki
Modelleri, Reklam Stratejisinin Unsurlarn (5m), Baslica Reklam
Kararlari, Tiketicilerin Etkili Reklama Verdikleri Butlinsel Yanitlarin

4 Unsurlari, Reklam ve Retorik, Tlketici Davraniglari ve Reklam,
Tiketicilerin Dilimlenmesinde Kullanilan Temel Degiskenler Yaklagimi

A Holistic Look at the Concept of Advertising: Advertising Definition
and Importance, Advertising Purposes and Functions, Maslow's
Hierarchy of Needs, Impact Models, Elements of Advertising Strategy
(5m), Major Advertising Decisions, Elements of Consumers' Holistic
Responses to Effective Advertising, Advertising and Rhetoric,
Consumer Behavior and Advertising, Used in Slicing Consumers Key
Variables Approach
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Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Pazarlama Nedir?, Pazarlama Karmasi ve Dért (P), Pazarlama
Karmasina Eklenmek Istenen Yeni (P)'Ler, Pazarlama iletisimi
Kavrami, Biitiinlesik Pazarlama iletisimi, Pazarlama 3.0, 4.0 ve 5.0
Kavramlari, Pazarlama YoOnetimindeki Dontisiim ve Modern
Pazarlama, Biitiinlesik Pazarlama iletisimi Karmasi, Biitiinlesik
Pazarlama iletisimi ile Sosyal Medya iliskisi, Dijital Déniisiime itici
Gugler Ve Engeller, Geleneksel ve Dijital Medyada Pazarlama ve
Reklam Farkliliklari, Dijital Pazarlama Cevresi, Dijital Pazarlama
Somut ve Soyut Faydalan

What is Marketing?, Marketing Mix and Four (Ps), New (Ps) to Add to
Marketing Mix, Concept of Marketing Communication, Integrated
Marketing Communication, Concepts of Marketing 3.0, 4.0 and 5.0,
Transformation in Marketing Management and Modern Marketing,
Integrated Marketing Communications Mix , Relationship between
Integrated Marketing Communication and Social Media, Driving
Forces and Barriers to Digital Transformation, Differences in
Marketing and Advertising in Traditional and Digital Media, Digital
Marketing Environment, Tangible and Intangible Benefits of Digital
Marketing

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Icerik Pazarlama, Adwords ve Reklam Bantlar Reklamciligi, Mobil
Reklamcilik/Pazarlama, Arama Motoru Pazarlamasi (SEM- Search
Engine Marketing), Advergaming, E-Mail/E-Posta Pazarlamasi, Video
Reklamciligi, Sosyal Medya Reklamciligi/Pazarlamasi

Content Marketing, Adwords and Banner Advertising, Mobile
Advertising/Marketing, Search Engine Marketing (SEM- Search
Engine Marketing), Advergaming, E-Mail/E-Mail Marketing, Video
Advertising, Social Media Advertising/Marketing

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yéntem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

Medya Planlamasi Nedir?, Medya Planlamasinda Kontrol Edilemeyen
Faktorler, Medya Hedeflerini Olusturmak, Medya Planini Olusturmak

What is Media Planning?, Uncontrollable Factors in Media Planning,
Creating Media Goals, Creating a Media Plan

Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Technigues

On Hazirlik / Preliminary

Ara Sinav

Midterm exam
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Ogretim Yontem ve

Teorik Dersler / Theoretical Uygulama Lab Teknikleri/Teaching Methods On Hazirlik / Preliminary
Techniques
9 Medya Planlamasi Yapilmadan Onceki Asamalar, Hedef Kitlemiz
Kimdir?, Reklam Nerede, Hangi Cografyada Yapilacak?
Stages Before Media Planning, Who Is Our Target Audience? Where
Is The Advertisement, In Which Geography?
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab '?glzﬁgll(rlnerils)l'gt:é?li\r’:; Methods On Hazirlik / Preliminary
Technigues
Reklamin Ne Zaman Yapilacak?, Reklamin En lyi Kampanya Siiresi
10 Ne Olmalidir?, En Uygun Medya Bileseni Ne Olmalidir?, Medya Plani
Sunumda Olmasi Gereken Unsurlar
When to Advertise, What should be the Best Campaign Period of the
Advertisement, What should be the Most Appropriate Media
Component, Media Plan Elements to be in Presentation
. . Ogretim Yont - .
Teorik Dersler / Theoretical Uygulama Lab Tgl:ﬁill(l?;ri/s)rgsgiﬁz Methods On Hazirlik / Preliminary
Techniques
11 Durum Analizi, Arastirma, SWOT ve PEST, Dilimleme
(Segmentasyon), Amacinin ve Stratejisinin Belirlenmesi, ve Blitgce
Situation Analysis, Research, SWOT and PEST, Slicing
(Segmentation), Determination of Purpose and Strategy, Budget,
gretim YO .
Teorik Dersler / Theoretical Uygulama Lab 'Cl')glzﬁmqeri/(')l'gt:cr:?\i\r,lz Methods On Hazirlik / Preliminary
Technigues
Evren - Rating - Share - GRP - Reach; CPT/CPM; CPP; CPS - SOV -
12 SOS - EFR; Internet Reklam Maliyet Hesaplama Cesitleri; Internette
Reklam Odeme Cesitleri
Universe - Rating - Share - GRP - Reach; CPT/CPM; CPP; CPS -
SOV - SOS - EFR; Internet Advertising Cost Calculation Types;
Advertising Payment Types on the Internet
Teorik Dersler / Theoretical Uygulama Lab ?g&ﬁﬂg;gﬁgt:&iﬁz Methods On Hazirlik / Preliminary
Techniques
13 Grup Galismasi: Medya Planlama Uygulamalari
Group Work: Media Planning Practices
Teorik Dersler / Theoretical Uygulama Lab '?eglzﬁgll(T;rT/?rr:aeg;i\;\Z Methods On Hazirlik / Preliminary
Techniques
14 Grup Galismasi: Medya Planlama Uygulamalar

Group Work: Media Planning Practices
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Teorik Dersler / Theoretical

Uygulama

Lab

Ogretim Yontem ve
Teknikleri/Teaching Methods
Techniques

On Hazirlik / Preliminary

15 Final Sinavi

Final Exam

DEGERLENDIRME / EVALUATION

Katki Yiizdesi /

Yariyil (Y1l igi Etkinlikleri / Term (or Year) Learning Activities S Percentage of
Number o 2
Contribution (%)
Ara Sinav / Midterm Examination 1 100
Toplam / Total: 1 100
Basar Notuna Katki Yiizdesi / Contribution to Success Grade(%): 40
Savi/ Katki Yuzdesi /
Yanyil (Yil) Sonu Etkinlikleri / End Of Term (or Year) Learning Activities Nun¥ber Percentage of
Contribution (%)
Final Sinavi / Final Examination 1 100
Toplam / Total: 1 100
Basari Notuna Katki Yiizdesi / Contribution to Success Grade(%): 60
Etkinliklerinin Basari Notuna Katki Yiizdesi(%) Toplami / Total Percentage of Contribution (%) to Success Grade: 100

Degerlendirme Tipi / Evaluation Type:
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IS YUKU / WORKLOADS

Siiresi | Toplam Is Yiikii
- Sayi/ (Saat) / (Saat) / Total

S e et eEes Number | Duration Work Load

(Hours) (Hour)
Ara Sinav / Midterm Examination 1 1.00 1.00
Ara Sinav igin Bireysel Calisma / Individual Study for Mid term Examination 8 3.00 24.00
Bireysel Calisma / Self Study 9 5.00 45.00
Final Sinavi / Final Examination 1 1.00 1.00
Final Sinavi igiin Bireysel Calisma / Individual Study for Final Examination 10 6.00 60.00

29 16.00 131.00

Toplam / Total:

Dersin AKTS Kredisi = Toplam Is Yiikii (Saat) / 25.00 (Saat/AKTS) = 131.00/25.00 = 5.24 ~ / Course ECTS Credit = Total Workload (Hour) / 25.00 (Hour / ECTS) = 131.00 / 25.00 = 5.24 ~

718




PROGRAM VE OGRENME CIKTISI / PROGRAM LEARNING OUTCOMES

Ogrenme Ciktilari /
Learning Outcomes

Program Ciktilari / Program Outcomes

1.1.2

1.1.3

1.1.4

1.1.5

1.1.6

1.1.7

1.1.8

1.1.9

1.1.10(1.1.11

1.1.12

1.1.13

1.1.14

1.1.15

1.1.16

1.1.17

1.Medya planlama alaninda
temel kavramlarini tanimlar,
inceler, arastinr ve sorgular. /
Defines, examines, researches
and questions the basic
concepts in the field of media
planning.

2.Dijital mecranin kavram,
kuram, uygulama ve
yaklagimlarini tanimlar, inceler,
arastinir ve sorgular. / Defines,
examines, researches and
questions the concepts,
theories, practices and
approaches of digital media.

3.Medya planlama stratejilerini
uygular, arastirir, inceler ve
ornekler. / Implement,
research, analyze and illustrate
media planning strategies.

4.Medya planlama asamalarini
ile medya planlamada
kullanilan kavramlan siniflar,
uygular ve érnekler. /
Classifies, applies and
illustrates the media planning
stages and concepts used in
media planning.

5.Medya planlamada reklam ve
pazarlama surecleri ile
kavramlarini tanimlar ve
siniflandinir. / Defines and
classifies advertising and
marketing processes and
concepts in media planning.

Katki Dlzeyi / Contribution Level : 1-Cok Diistk / Very low, 2-Diistk / Low, 3-Orta / Moderate, 4-YUuksek / High, 5-Cok Yiiksek / Very high
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