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OZET

Giiniimiiz modern yagaminin kisi {izerinde yarattigi duygu dalgalanmalari, artan kisilik rolleri ve
sorumluluklarina toplum tarafindan onaylanma (6tekilestirilmeme) ve giinliik stresten uzaklasarak
zihinsel bir rahatlamaya ulasma da eklenince toplumun tiiketim aligkanliklar1 degismistir. Siireg
icinde tiiketim toplumunun yarattig1 insan prototipi toplum tarafindan kabul gérme amach markalara
ve lriinlere kars1 baglilik gelistirmistir. Bu esnada kisilere itibar kazandirma rolii iistlenen markalar
ise tliketici Uzerinde kisa siireli hazlar yaratarak tiiketime bagimli bir kitle yaratmak ve bir sonraki
satin alma davranisini tetiklemek icin ¢aligmaktadir. Bu caligmalara 6rnek olarak verilebilecek
ambalaj tasarimlari i¢inde kisisellestirilmis ambalaj tasarimlarini ele almak mimkuindir. Markalar
ambalaj tasarimlartyla {irtinii korumak, saklamak, tasinabilir ve sergilenebilir kilmak gibi temel
amaglarin disinda rakip markalarin 6niine gecerek goriiniirlilk kazanmayi ve kitlenin satin alma
davranigini gergeklestirmesini planlamaktadir. Bunun i¢in hedef kitleye hedonist bir bakis acisi ile
kisisellestirilmis, 6zel bir deneyim sunmak pek ¢ok marka tarafindan denenmistir. Bu kisisellestirme
ile kitle-marka iligskisinde iiriine olan ilgi ve baghlik gii¢lenir. Bu ¢alisma kapsaminda &rneklem
olarak Coca-Cola markasi ele almmustir. Markanin 1 litrelik plastik ambalajlar1 ve kutu
ambalajlarinin tizerinde hayata gegirdigi isim kampanyasi ile hedonistik bir satin alma davranisi
planlanmistir. Bu arastirma kapsaminda Kkigisellestirilmis ambalaj tasarimlar: ile Kitlenin hazza
erismek i¢in gosterdigi caba ve kendini 6zel, biricik hissetme sonucunda artan satin alma davramslari
gozlemlenmistir.

Anahtar kelimeler: Ambalaj Tasarimi, Haz, Satin Alma Davranisi

ABSTRACT

The consumption habits of the society have changed as a result of the emotional fluctuations created
by today's modern life on the individual, the increasing personality roles and responsibilities, the
need to be approved by the society (not to be marginalized) and to reach a mental relaxation by
getting away from daily stress. In the process, the human prototype created by the consumer society
has developed an attachment to brands and products in order to be accepted by society. Meanwhile,
brands, which assume the role of giving people a reputation, work to create a mass addicted to
consumption and trigger the next purchase behavior by creating short-term pleasures on the
consumer. It is possible to take personalized packaging designs as an example of these efforts. Apart
from the basic purposes such as protecting, storing, transporting and displaying the product with
packaging designs, brands plan to gain visibility by getting ahead of rival brands and to make the
audience perform purchasing behavior. For this purpose, many brands have tried to offer a
personalized, special experience to the target audience with a hedonistic perspective. This
personalization strengthens the interest and loyalty to the product in the audience-brand relationship.
In this study, the Coca-Cola brand is taken as a sample. A hedonistic purchasing behavior was
planned with the name campaign implemented on the brand's 1-liter plastic packages and box
packages. Within the scope of this research, increased purchasing behaviors were observed as a result
of the audience's effort to reach pleasure with personalized packaging designs and feeling special
and unique.
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