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OZET

KURUMSAL iTiBAR YONETIMINDE EKONOMI BASINININ YERI
Yakup SAGIROGLU

Kurumsal itibar yonetimi gergevesinde kurum ve kuruluslar gesitli iletisim stratejileri
gelistirmektedir. Stratejinin en énemli ayagini tamamlayan “medya” ise, bu yonetim
siirecinin aynasi konumundadir. Basin, kurumlar igin kendilerini ifade ettikleri en
onemli mecra olarak degerlendirilmektedir. Bu baglamda, itibar yonetim siirecinde
basininin roliiniin kesfedilmeye ¢aligildig1 arastirmada “Jeerik Coziimlemesi” ve
“Sormaca” yontemleri kullanilmistir. Medya Takip Merkezi’nin 2012 yili verilerince
tiraji en yiiksek bes ulusal gazetenin ekonomi sayfalari “Konu, Kitle ve Fortune
Dergisi Itibar Olgiitleri” kapsaminda incelenmistir. Kurumlarin kar, zarar, satis,
ortaklik, yatirim ve iiretim ile ilgili konularina ekonomi sayfalarinda yogun olarak
yer verildigi ve sektorel kitlenin ilgisine sunulan igerikler oldugu goriilmiistiir.
Kurum ve kuruluslarin degerlendirildigi itibar dlgiitleri kapsaminda medyada en gok;
yonetim kalitesi, tirlin/hizmet kalitesi ve uzun vadeli yatinm degeri Slgiitlerine
yonelik igeriklerin yer aldigi saptanmuistir.  Genel okurun bir bagka deyisle
tiiketicinin hedef kitlesi oldugu ekonomi basminda yer alan kurum haberlerine
ilgisinin diisitk oranda oldugu sormaca bulgularinda goriilmektedir. Tiiketici goriisil,
ekonomi sayfalarinda yayinlanan marka haberleri markanin bulundugu sektér ve

rakipleri gergevesinde itibarina katki saglayacagi yoniindedir.
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ABSTRACT

THE ROLE OF FINANCIAL PRESS IN CORPORATE REPUTATION
MANAGEMENT

Yakup SAGIROGLU

The corporations and institutions develop various communication strategies in line
with the corporate reputation management. Complementing the most significant part
of this strategy, the "media" is the mirror of this management process. Press is
considered to be the most significant medium for these corporations in expressing
themselves. In this regard, "Content Analysis" and "Questionnaire" methods have
been used in this research in order to find out the role of press in reputation
management. The financial pages of five national newspapers ranked the highest
circulation in 2012 by Media Monitoring Centre are analysed in line with "Scope,
Audience and Fortune's Reputation Criteria". It is identified that the news about
profits, losses, sales, partnerships, investments and productions of these corporations
get high coverage in these financial pages which all of them are contents brought to
the attention of the related audience. The contents such as management quality,
product/service quality and long term investment value criteria get the highest
coverage in media in evaluating the corporate reputation. The questionnaires indicate
that the corporate news covered in financial pages attract low attention of the
standard audience, i.e. the consumers who are the target audience. The consumers
think that the news about the brand covered in financial pages would contribute the

reputation among its sector and the competitors.
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