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OMNI KANALLI PERAKENDECILIGIN PERAKENDECI
MARKA DEGERINE ETKIiSi: MIGROS ORNEGI

Aml OZER

Tiiketici davraniglarin1 gozeterek satis stratejilerine ait arglimanlar1 degerlendiren ve
uygulayan perakendeci isletmelerin, rekabetci piyasa kosullarinda daha basaril
olduklar1 bilinmektedir. Giiniimiizde, ozellikle Covid-19 pandemisi ile birlikte,
aligveris aligkanliklarinda degisimler goriilen tiiketicilerin  fiziksel aligveris
aliskanliklar1 yaninda online aligverigin avantajlarin1 da degerlendirmek istedikleri
goriilmektedir. Bu baglamda, ¢ok kanalli satis stratejilerini benimsemis olan
perakendecilerin omni kanal stratejisini uygulamalarinin farkliliklar yaratacagi

anlagilmaktadir.

Bu tez c¢alismasi kapsaminda, omni kanal stratejisi kullanan perakendecilerden
Migros ele alinmistir. Bu perakendeciden alisveris yapmakta olan tiiketicilerin, omni
kanal algilarin1 6lgmek ve perakendeci arasinda nasil bir etkilesim ortaya koydugunu
belirlemek amaciyla farkli cinsiyet, yas ve egitim diizeylerine sahip 317 tiiketiciden
anket yoluyla veriler toplanmistir. Elde edilen bulgu ve sonuglarin, omni kanal
perakendecilik konusunda calisacak olan arastirmacilar ve perakendecilere 151k

tutacag diisiiniilmektedir.

Anahtar Sozciikler: Omni kanal stratejisi, misteri degeri, tatmin, giiven,

perakendeci marka degeri.
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ABSTRACT
THE EFFECT OF MULTI-CHANNEL RETAILING ON
RETAILER BRAND VALUE: MIGROS EXAMPLE
Aml OZER

It is known that retail businesses that evaluate and apply the arguments of sales
strategies by considering consumer behavior are more successful in competitive
market conditions. Today, especially with the Covid-19 pandemic, it is seen that
consumers who have seen changes in their shopping habits want to evaluate the
advantages of online shopping as well as their physical shopping habits. In this
context, it is understood that the implementation of the omni-channel strategy by
retailers that have adopted multi-channel sales strategies will make a difference.

Within the scope of this thesis, Migros, one of the retailers using the omni channel
strategy, is discussed. In order to measure the omni-channel perceptions of
consumers shopping from this retailer and to determine how they interact with the
retailer, data were collected from 317 consumers with different gender, age and
education levels. It is thought that the findings and results obtained will shed light on

researchers and retailers who will work on omni-channel retailing.

Key Words: Omni channel strategy, customer value, satisfaction, trust, retailer brand

value.
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