


















































































































































































































































































































































therefore employs the critical path method. 

In fact, Montgomery and Urban, (1969) attempt to use 

marketing and distribution research data to build management 

science models. Many further studies attemp to demonstrate the 

application of marketing research to the decisions involved in 

analysing markets and developing the marketing program, moving 

from the development of descriptive and predictive models 

towards the optimising and stochastic models associated with 

management science. The objective here is not to catalogue all 

such applications and models but to illustrate one posible way 
FJ 

to make the use of marketing and distribution information in this 

area. 
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VI. CONCLUSIONS 

Here, in this paper, a projection program for the first 

six months of 1984 has been designed by using the regression 

model. (Appendix -P-8) Here, the input data is read, then the 1984 

distribution figures are feeded for k:13, •••••••••• , 18, and 
A 

then D is calculated by assuming that regional and seasonality 
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factors, (t,s) have not changed for the first six months of 1984. 

Then, as sales of last month's sales figure �(�R�~�Q�k�_�l�)� for January is 

'" 'read, and respectively so on for all the months to follow, the R 

figures are obtained when R is treated with (i) and (;) factors. 

Other independent variables of 1984 are then also calculated 

using the same formula applied for 1933 regression equations. 

The input data is integrated and equation parameters are 
. . �~� 

used same as the formulated model for 1983. 

Then sales figures ar-e calcuJated: (Q) for k=13, �£�s�~�n�g� the regression 

formula. 

These are modified sales, �~� =l{ k-l land this gqes on for all 
• 

k=13, • • • • • • • • • • • • , 18, 

A 
Then the same procedure is repeated for all Qijk 

1: 2, · . . . . . . . . . . . . . , 10 

j: 1, • • • • • • • • • • • • • , 8 

k: 13, · . . . . . . . . . . . . . , 18 

, for 

" 



Then, in 1984 some of the periodicals are discontinued 

( ei; i = 1) and/or are to be sold in hard-cover bindings as 

sets in door-to-door-selling (ei, i = 11, ••••••••••• , 14). 

The input data for the projection program is then supplied (P-9) 

and Sales projection for the first half on 1984 is obtained (P-IO) 

when the outcome of (P-10) is observed', it is seen that the 1984 
./ I 

figures are slower in up and downwards turning,,/po:1nts, and that 

there are smoother fluctuations due to �C�h�a�n�g�e�~�n� �~� : and due to 
A 

. R figures. 

Thus, this may be explained by the fact that incremental changes 

in the factoring formulation of the regression equation may have 

a smoothing effect on the projected figures. 

Let us suffice it to say that in actual �l�i�f�e�~�t�h�e� 1984 

,figures run a bit higher than as revealed by the projection program I 

of 1984. The linear model assumed, might in fact be a non-linear . I 

model, but our assumption is linear due to the shortness of time 
" 

period in consideration: and also public opinion on the inside 

quality of periodicals, advertisement and pr?motional activities 
,c- �-�~�_�,� 

of 1984 and cumulative effects of 1983 promotions might have this 

upward push effect in real life. 

The general economic conditions of the country could also change" . 

thus effecting sales; and lack of insight to such variables 

lessens the pre'dictive value of this projection program. It is 

also interesting to observe that as �~� is dropped (like the case 

was for i -= 4 and i -:: 9) then approximation, and projection 

• 
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estimation power of the model fails more; and :i,.t becomes a 
I I 

'wilder guess' than in case of periodicals �w�h�t�~�e� �~�w�o�u�l�d� 
remain 'as explaining variables, and hence theJparameters may 

"" 
" be estimated using the least-squares regression technique. Given 

a series of sales levels for previous years, we may fit both 

the linear expression and the power function to these data and 

choose for prediction purposes the form that exhibits the higher 

coefficient of determination. 

I We should expect the values of the coefficients to decline as we 
I , 

Ii take successively more distant sales observations to explain the ' I 

current level of sales. One such system is to use exponentially 

declining weights, which in effect implies that by far the largest 

influence on the present level of sales is exerted by the immedia,te 

past levels, with successively smaller influences being exerted by 

�m�o�x�e�~�d�±�s�t�a�n�t�w�p�a�s�t� sales observations. As did the above trend 

extrapolation and constant growth rate models, the difference 
" 

�~� �~� -

equation approach also neglects any current influence on sales, 

instead giving full weight to the historical pattern that has.emerged 
_" �-�~�f� 

over previous years. To predict sales in the next period (period' k 

plus 1), we ,would insert the weights indicated by the past relation­

ship and express Qk+l as a function of Qk ' Qk+l ' and so forth. 

The trend line projection method consists of taking this year's 
, 

sales level and multiplying it by the trend factor that has become 

apparent over the past few years, to find the projected level of 

sales for the next year or the following years. 

• 



We should be very fortunate, however, if the actual 

sales levels of subsequent years fell right on the trend line, 

since a multitude of influences may cause actual sales to fall I 

below or above the trend. For longer-term projections, when we 

can take the good with the bad over a number of periods, trend 

extrapolation may be a relatively useful method, but it is 

likely to be a relatively unreliable indicator of the actual 

year-to-year value of sales. 

Constant Growth Rate Projection. The trend extrapolation 

model discussed above imputes a constant absolute increase to I 

sales in successive periods. A common feature of the real world, 

however, is that series tend to grow at a constant rate of �q�:�n�a�~�e� 

rather than a constant absolute change. 

Investors' intentions are similarly highly dependent 

upon their expectations as to the future levels of aggregate' 

activity. Investors will feel more confident about investing 

if they expect aggregate activity to remain,high or increase from 

its present level, since �t�~�i�s� has �i�m�p�l�i�c�a�t�~�o�n�s� for the degree of 

idle capacity in future periods. It.· th.e! investors' �e�x�p�e�c�t�a�t�i�o�~�s� 

are relatively pessimistic, ,we might expect investment projects 

to be postponed or canceled, with subsequent impacts upon the 

level of aggregate economic activity. The ironic featUre about 

, I 

both consumers' and investors' expectations is that these 

expectations tend to become self-fulfilling prophecies. To counter I . 

this phenomenon, we often note governments, banks, and business 

leaders expressing 

aggregate economic 

great confidence in the !future levels of 
,i' r: , 

activi ty at times when {all other indications 
�'�~� 

'" 



imply the opposite. 

The problems with intention surveys as a �~�o�r�e�c�a�s�t�i�n�g� 

device are similar to those that occur when surveys are used to 

estimate pres.ent levels of the demand parameters, except that 

some of these problems are increased by our asking the. consumers 

or investors to predict their actions far into the future rather, ' 

than"." their current actions. A continUing survey �o�~� 

intentions does serve, however, as an ongoing "finger on the pulse" 

�o�~� the people who make the demand decisions. Any change in the 

expectations of these �d�e�c�i�~�i�o�n�-�m�a�k�e�r�s�,� and by association a change 

in �e�x�p�e�c�~�e�d� future demand levels, should become immediately 

apparent. Thus decision-makers have an advance warning of likely 

changes. and can plan their production, inventories, and other 

matters more �e�f�~�e�o�t�i�v�e�l�y�.� 

To beter judge the direotion �o�~�·� change in the index, 

the advance warning we may need to use may be a moving average 

" of the past few weeks or months, or �y�e�a�r�s�~� . 

Major limitation of �b�a�~�o�m�e�t�r�i�c� indicators generally is 

that they predict turning points only, ahd'11bt the magnitudes of 

the change, such that we must use some other method to find the 
( 
, i 

likely magnitude of the change in the variable,/'to <be' predicted. 

Thus barometric indicators, like surveys, are �~�Q�p�e� suited to 
'" 

, short-run forecasting, since they require little lead time and 

. indicate turning points rather than the general longer-term 

direction of sales. Projection techniques, on the other hand, 

require substantial preparation time in some cases and in all 
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cases generate the general trend of the data. and may incorrectly 

predict the immediate direction and magnitude of the change in 

the variable. 

1. Use of Simulation as an interactive Manage:r;ial 

Tool in Order to Increase Distribution Effectiveness 

and Reach the satisfying Objectives 

As previously explained, in verious parts of this paper" 

the prescriptive approach taken dictates the use of an interactive 

tool for the manager in orde'r to decide on the distribution figures' 

for each periodical, for each period of distribution, for each 

territory. The selling price and cost of this periodical is also 

entered into the simulation program. The paramaters of regression 

model is adopted from the regression equations of this paper, but 
. / 

they could. be supplied by any statistically proven,; u.sable, and 
.... \ "-

e'ffective regression analysis. ( 
�~� " "", The aim of the simulation program used here is to play 

around with the different desicions to see what results they would . , -- �.�~�.� 

imply if they had been applied,' thus the desicion-maker has the 

periodic possibility of aiming at maximizing exposure of each 

periodical to each territory of distribution, and minimizing the 

returns, thus setting the target size of the market, comparing 
, 

actual sales, seing what potential is untouched or seing how the 

�~�a�l�e�s� and distribution change or reflect target changes, thus 

it is also possible to aim at satisficing levels if not satisfying 
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levels. The speed �o�~� employing �s�i�m�u�~�a�t�i�o�n� is non-comparable to 

other methods and thus ranks superior.' 

Flowchart of the simulation model used in simplified 

form is as such; ( 47) 

The prices and costs of each periodical since they are 

constant throughout each territory for the whole year, �~�r�e� given 

as such: 

LIST OF 1983 

Name of Periodical �S�e�l�l�i�~� Prices(TL) -Cost (TL2 
/ , 

�K�a�d�~�n�c�a� 
9 250 TL. I �(�G�~�s�t� 235 TL) • · 

Erkekge 300 TL. �~�.�(�C�o�s�t� • 285 TL) 'v · 
Onyedi 200 TL. (Cost • 175 TL) • 

�E�l�e�~�t�i�r�i� 150 TL. (Cost • 135 TL) · 
'Nokta 100 TL- (Cost • 85 TL) • 

Orgii 250 TL. (Cost · 235 TL) · 
Toplum ve Insanlar 250 TL. (Cost · 235 TL) · " 
:ailim Dergisi 150 TL. (Cost • l35-TL) • 

, 
Ansiklopediler 150 TL. (Cost • 139 TL) • - I 

�-�~�.�#� 

�S�a�r�~� Dizi 200 TL. (Cost · 169 TL) · 
Beyaz Dizi 150 TL. (Cost • 115 TL) • 

205 I 

Then the transi tionary program of passage from the regression 

equation employed here in this paper, to the regression model is 

enclosed as Appendix (P-ll) and the simulation program, the flow 

chart of which has been readily supplied is enclosed as Appendix 

(P-13) 

(41) As per Figure 2 ,on page 212 



No 

01AKT 

Spec'ify 

Periodical ... 

Specify Month 

to be planned 

Enter in territories: 

1. Distribution' 

quantity, 

selling price 

: 2. Total cost per 

periodical 

Calculate sales 

profit 

Figure 2 

(Simulation Flowchart) 
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The outcome of 
: I "" ,"'-

each periodical is �e�n�c�l�o�~�e�d� as a seperate 
set of computer outputs donolted by Appendix �(�P�-�1�3�»�~� 
Hence simulation medel proves to be satisfactory, a very quick and ' 

easily understandable model and is simply employable. Indeed a 

useful interactive tool for the manager which is readily available 

for any change which could be reflected into the model. 

The problem of assessing distribution effectiveness could 

be' also be formulated as a non-linear, mixed-integer programming 

but it is quite complex and would not be ready-use to the desicion 

�m�~�e�r�.� Thus, a simulation model which the manager could use safely 

with his own prefence limits ban be preferable. 

2. Simultaneous Relationship Between the Regression, 

Projection and Simulation Programs. 

As could be readily observed the three sub-topics 

of this chapter of the paper: regression, projection, simulation, 

though seemingly different topics, are closely interrelated. �H�e�~�e�,� 

merely by virtue of the fact that the market model, as tried to 

be solved by employing the regression �a�n�a�l�y�~�i�s�"�"�i�s� specified 
.::-- �-�~�.� . 

clearly. The projection program is also based on the information 

�s�u�p�p�~�i�e�d� by this analysis: and the simulation model that is in 

effect is also making use of this regression analysis: thus as 

the pyramid gets narrow, the final outcome is based on the Simple 

underlying �a�s�s�~�i�o�n�s� and main analysis. Thus at any desicion 

point, be it for future forecasting or analysis of profit: the 
(48) 

market model could/should always be revized for accuracy and/or 

(48) Actual data should be individually employed, not derived 

data. 

. I 

, " 

.. 



!or better results, for better predictive power, by means of 

correct choice of variables, value of parameters and more logical 

�~�i�s�t�r�i�b�u�t�i�o�n� figures. Hence it is not a decisive approach that is 

aimed to be employed here, but just an attempt to analize a way of 

thinking, that should be constantly challenged for patching up of 

its pitfalls and drawbacks. 

" 
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'I '" 
As a side-analysis, a proxy, dummy and error term could 

be included in the regression analysis, hence improve the predictive 

powers of both the projection program and the simulation model this 

prOxy and/or 'dummy' CQuld attempt to explain for the general economic 

conditions of the country, the advertisement effect, the power of 

word-of-mouth. As, sales and distribution history of Geli§im improves 

to a span of say ten years, then a better picture of the function. 

could be obtained, and �m�a�y�b�e�~� non-linear-relationships could be 

utilized for better results. A wider use of the simulation model I 

could be to play with distribution quantities at the same month for 

each territory respectively: and/or at the same territory for each 

month respectively. 

If individual figures (non-dependent on each other like 
. 

percentage distributions of the same basic 100 �p�~�r�c�e�n�t� figures here) 
, I 

could be employed for the variables, then better �p�~�r�a�t�n�e�t�e�r�s� could ( , 

be employed thus leading to better results. �M�a�y�b�~�,� the most important , . 

drawback of this paper is the fact that it implicitly assumes that .. 
the lower, the returns, the better, hence more positiv'e contribution 

�~� , 

,to profit. Any level of returns, is assumed to be related wi th costs, 
• I 

#t- �-�~�.� 
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hence a cost figure. However, in real life, any return below 10 �p�e�r�c�e�n�~� 
I 

. form' any territory, indicates a stockout position, as dictated by the 

mere size of end-point retailers, since communication is not at its 

best in this field, in Turkey yet. Hence, this fact could be incorpo­

rated wisely into the picture. Fluctuating costs, fluctuating prices 

i's no problem, since at each level, the present program is interactive, 

and seperate figures could be' supplied for each periodical and for 

each territory. 

I , 
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Moreover, advertising revenue could also be implanted, 

as well as subscription sales, for a wider coverage of profits. 

Where a single equation is inadequate to represent the 

factors that determine sales, we may need to develop a multiple 

equation model that incorporates a system of equations" to explain 

the interactions that underlie the demand level at any particular 

pOint of time. By pluggung in the forecast values for the 

independent variables, and assuming that the coefficients discovered 
/" . 

in earlier testing will be reliable �i�n�d�i�c�a�t�o�r�~�/�'�o�f�~� the future 

�r�e�l�a�t�i�o�~�s�h�i�p�,� we are able to solve the system(o{ �s�~�m�u�l� taneous 
'''-.'' 

equations for the forecast level of demand in future time periods. 

Suppose that we have found the level of sales to be estimated 

fairly accurately by the system of equations, eaoh reflecting a 

sepeate 'segment' of analysis: and these are to be called 

" econometric models" .. 

211 

, 
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I ' , , 

Market Characteristics: Needs and wants. 

A first market characteristic involves analysing consumer 
• 

needs and wants-that is, what motivates .-thE.tlllr. In fact, several" models 

of motivation may be adopted in. order to structure research designs. 

For example, Maslow, (1954) has put forward a hierarchy of needs, 

which shows how individuals can be motivated by· non-necessi ties" 

such as social, psychological and even spiritual/aesthetic needs, 

and continuously aspire for more. Another approach has been �s�u�m�m�a�r�i�s�~�d�'� 

by Kotler, (1971) in a Freudian psycho-analytic model, which introdu­

ced the Goncept of 'good' and 'real' reasons for behavior. The 

.. 
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research implications of this are that indirect questioning 

methods may be needed and that the sUbconscious may be analysed 

through subtle and specialised techniques. ( , 
/ \ 

. : . \ 

Segmentation Analysis. Kotler, (1976) suggests (that:' 
�~� 

'the term market is often used in conjuction with some qualifying 

212 

term that describes a human need or product t,ype or demographic 

group or geographic location. If marketing offerings cannot 

generally hope to be all things to all people, differences between 

groups and similarities within groups may be analysed for marketing' 
, D 

planning purposes, and thus segmentation surveys will fall under, the 

scope of further research. 

.. I : 
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PROFESSION GROUPS WEIGHTED AS PER READER PROFILE 

TABLE I 

NAME OF TRADESMEN HOUSENIVES 
PERIODICAL STUDENT- WORKER TECHNICIONS CRAFTSMEN EMPLOYEES AND NON WORKERS 

TOPLUM VE 
!NSANLAR 0.015 0.54 0.04 0.17 0.025 0.21 
ERKEKQE 0.14 0.14 0.09 0.40 0.21 0.02 

17 0.968 0.021 0.011 
'---

KADINCA 0.12 0.13 0.01 0.14 ... 0.29 0.31 
(JRGU 0.05 0.08 0.03 0.11 0.25 0.48 .. 
BtL!M 0.34 0.:31 0.24 0.08 0.03 0.00 

ELE9TtRt 0.08 0.01 0.02 0.45 0.41 0.03 ,-

. NOKTA 0.179 0.102 0.093 0.187 0.434 0.005 

SARI DtZt 0.53 0.09 0.06 0.03 0.16 0.13 

BEYAZ DtZ! 0.24 0.04 , .0.009 0.011 0.27 0.43 

ATLAS 0.042 0.168 '. 0.202 0.055 0.464 0.069 

COGRAFYA 0.152 0.174 ·0.062 0.092 0.407 0.113 

EV!M!Z 0.082 0.187 0.103 0.102 0.325 0.201 

HAYVANLAR 0.012 0.134 0.202 
.' 0.113 0.478 0.061 ) 

.. 

.. 
�.�;�~�:� .. 

" 
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,,-",' 
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- SEX WEIGHTED AS PER READER PROFILE 

TABLE II 

NAME OF (%) C%) AVERAGE READER PER 
PERIODICAL MALE READER FEMALE-READER ISSUE OF PORIODICAL 

TOPLUl"l VE tNSANLAR 0.25 0.75 2.48 
ERKEKQE 0.78 0.22 2.10 
17 0.29 0.71 2.50 
KADINCA 0.07 0.93 2.13 -----
ORGU 

... 
0.02 0.98 3.03 

BtLtM 0.87 0.13 3.19 
ELE9TtRt 0.79 0.21 2.71 .. -
NOKTA 0.823 0.177 3.24 
SARI Dtzt 

. 
0.23 2.09 0.77 

BEYAZ DtZ! 0.04- t 0.96 2.20 
ATLAS 0.812 , 0.188 3.14 
COGRAFYA 0.783 " 007 3.08 
EVtl'1!z 0.193 �1�·�8�0�?�-�~� 2.90 
HAYVANLAR 0.659 '''-O.34r----- 2.47 

/ 
) 

• 

, -, -

• 
, 



EDUCATION WEIGHTED AS PER READER PROFILE 

TABLE III 

NAME OF 
PERIODICAL PRIMARY ORTA LYCEE UN IVERSTY 

TOPLUM ve !NSANLAR Oc13 0.14 0.56 0.17 
ERKEKQE 0.13 0.17 0.50 0.20 

----
17 0.663 0.169 .. 0.117 0.051 
KADINCA 0.12 0.13 0.61 0.14 
ORGU 0.61 0.17 0.127 0.093 
B!L!M 0.047 0.118 0.341 0.494 \-

- ELE9T!R! 0.03 0.t3 0.22 0.62 
NOKTA 0.71 ,0.112 0.294 0.523 
SARI D!Z! 0.41 f 0.29 0.24 0.06 
BEYAZ D!Z! 0.58 �'�~� 0.24 0.11 0.07 

!---.-

/ ATLAS 0.34 0.132 0.435 0.299 
.( COGRAFYA 0.83 0.257 0.389 0.171 ,'--'---. 

EV1I'1!Z 0.151 0.234 0.374 0.239 r 
/ 

HAYVANLAR 0.227 0.382 0.314 0.077 

.. 

• 
-' :",t/:', 



..... "'" 

AGE GROUP WEIGHTED AS PER READER PROFILE 

TABLE IV 

PERIODICAL 15 - 20 21 - 30 31 - 40 41 - 50 50 + •• 

TOPLUM VE 
tNSANLAR 0.16 0.32 0.35 0.12 0.05 
ERKEKQE 0.17 0.41 0.33 0.08 0.01 
17 0.38 0.61 0.01 .. 
KADINCA 0.15 0.23 0.37 0.16 0.09 
ORGU 0.07 �~� 0.21 0.31 0.22 0.19 
BtL1I1 0.23 0.39 0.26 0.11 0.01 ,. 
ELE9T1Rl 0.07 0.16 0.19 0.23 . 0.35 . 

. NOKTA 0.009 0.093 0.234 0.389 0.275 
SARI D1Zl 0.51 0.28 0.11 0.03 0.07 
BEYAZ DtZ! 0.48 , 0.28 0.14 0.06 0.04 

" 

ATLASLAR r----- 0.191 0.267 0.432 0.130 0.080 
/ 

.••••.•....... 

COGRAFYA �0�~�'�l�3� 0.252 0.348 0.223 0.064 
./ 

EV1I11Z /0.228 0.107 0.315 0.274 0.074 
HAYVANLAR '0.143 0.213 0.338 "'- 0.181 . 0.065 

" 

• . .. 



A.GE �G�R�O�U�P�S�,�~�;�!�£� l 

15 - 20 

21 - 30 

, 31 - 40 

41 - 50 

51 + •• 

:/ 

AGE COl'1POSITIONS AS" PER 
POPULATION SENSUS OF (SSI) 

TABLE V 

1975 
POPULATION 

4264499 

6364826 

4434330 

3829884 

{)5045949 

- �~�!� 

1980 ')1 POPULATION 

6147663 

6244214 "-

4998928 

4204115 

5804851 

," I 

!','i 

" , " 

I 
, I 
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READER (R) AND BUYER (B) POPULATION AS PER AGE 
GROUP OF PERIODICALS 

TABLE VI-

NAME OF 
PERIODICAL 15 - 20 21 - 30 31 - 40 41 - 50 51 + •• TOTAL BUYER 

TOPLUM VE R 983.626 1.991.748 1.749.625 504.494 290.243 2.225.699 1NSAN B 396.623 803.124 705.494 203.425 117.033 
ERKEKQE R 1.045.103 2.551.928 1.649.646 336.329 58.049 2.686.217 B 497.668 1.215.204 785.546 160.157 27.642 
17 R 4.274.351 62.442 1.734.717 B 1.709.740 24.977 

R 922.149 1.431.569 1.849.603 672.658 60.539 
.. 

KADINCA 2.317.614-
B 432.934 672.098 868.358 315.802 28.422 

ORGU R 142.025 431.381 511.442 305.249 .. 57.997 1.755.484 B 430.336 1.307.085 1.549.668 924.905 175.732 
B1L1I1 R 1.413.962 2.427.443 1.299.721 462.453 58.049 1.774.805 B 443.248 760.954- 407.436 144.970 18.197 

. ELEGT1R1 R 430.336 995.874 949.-796 966.946 2.031.698 1.983.168 B 158.796 367.381 350.478 356.807 749.704 
NOKTA R 55.329 580.712 1.169.749 . 1.635.401 1.596.334 1.554.792 B .17.077 179.232 . 361.034 504.753 492.696 
SARI D1z1 R 3.135.308 1.810.822' 549.882 126.123 406.340 2.884.437 B 1.500.147 866.422 263.101 60.346 194.421 
BEYAZ D!Z! R 2.950.878 1:;. �'�7�~� .. 3eOO. 699.85r ............ '. 252.247 232.194 2.674.341 B 1.341.308 794.718 �3�1�8�.�~�1�4� "'.. 114.658 105.543 
ATLAS R 1.174.204 1.667.205 1.648.638 / �/�~�.�- 546.535 13.924 1.619.907 B? 373.950 530.957 536.509 174.056 4.435 
COGRAFYA R 694.685 1.573.541 1.739.626 937.517 371.510 1.726.260 

B 225.547 510.890 564.813 304.388 120.620 
Ev!I1!Z R 1.401.667 668.130 1.574.662 1.151.927 429.559 1.802.050 

B 483.333 230.390. 542.987 397.216 148.123 
HAYVANLAR R 879.115 1.330.017, 1.689.637 760.944 377.315 2.039.283 

B 355.917 �5�3�~�.�4�6�8� " 684.063 308.074 152.759 

; 
: .. --.. . 



NAME OF 
PERIODICAL TRAKYA 

TOPLUl'1 VE 
!NSAN 138.639 
ERKEKQE 233.164 
17 150.573 
KADINCA 201.169 
ORGU 125.695 
B!L!M . 154,.053 
ELE9T!R! 172.139 
NOKTA 134.456 
SARI D!Z! 250.369 
BEYAZ D!Z! 232.133 
ATLAS 140.608 
COGRAFYA 149.839 
EV!M!Z 156.418 
HA.YVANLAR 177.010 

REGIONAL DISTRIBUTION OF READER POPULATION 
OF PERIODICALS (1980) 

. 
TABLE VII 

KADIKOY ADANA ANKARA !QEL BURSA 

74.189 73.893 142.445 42.066 57.200 
108.523 84.616 214.091 52.113 74.677 

�7�0�~�O�8�3� 54.644 138.257 33.654 48.225 
93.632 73.005 184.714 44.962 64.430 
58.503 "45.615 115.413 28.093 40.257 
71.702 55.906 141.452 34.431 49.340 
80.120 62.470 158.058 38.473 55.132 
62.814 l 48.976 123.917 30.163 43.223 

116.531' 90.860 229.890 55.958 80.187 
f 84.242 213.145 51.882 74.347 108.043 �'�~� 

65.444 -51-927 129.107 31.426 45.033 
69.741 54.377 137.583 33.489 47.990 
72.803 56.765 143.623 34.960 50.097 
82.387 64.237 162.531 39.562 56.692 

.' 

!ZM!R TA9RA 

106.388 1.598.943 
139.146 1.929.777 
89.858 1.246.423 -

120.052 1.664.974 
75.011 1.664.973 
91.935 1.261.139 ' 

102.728 1.424.!707 
80.538 �1�.�1�1�6�~�9�6�2� 

149.414 2.072.179 
138.531 1.921.246 
83. 91Y/'----1.l,63. 741 
89.420 �~�?�4�0�.�1�4�5� 

93.346 �~�.�2�9�4�.�5�9�2� 

105.635 1.465.020 

�~�-�-�.� 



- REGIONAL DISTRIBUTION OF READER POPULATION 
DENSITY OF PERIODICALS (1980) 

TABLE VIII-

NAME OF 
PERIODICAL TBAKYA KADIKOY ADANA ANKARA !QEL BURSA !ZM!R TA9RA 

TOPLUM VE 
!NSAN 58 22 4.42 4.49 2.91 6.14 9.64 2.23 
ERKEKQE 70 27 5.34 5.42 3.51 7.41 11.65 2.69 
17 45 17 3.45 3.5 2.27 4.79 7.52 1.74 
KADINCA 60 23 4.60 4.67 �3�.�0�~� 6.40 10.05 2.32 
ORGU 38 15 2.88 2.92 1.89 4.001 6.28 2.32 . 
B!L!M 46 18 .. 3.53 3.58 2.32 4.90 7.70 1.77 
ELE9TtR! 51 20 3.94 4.001 2.59 5.47 8.60 1.98 ,. 

NOKTA 40 16 3.09 ·3..14 2.03 4.29 6.65 1.56 
. SARI DtZ! 75 29 5.73 5.82 3.77 7.96 12.51 2.88 

BEYAZ D!Z! 69 27 5.31 5.39 3.49 7.38 11.60 2.67 
�~� 

... 
2.12 4.47 7.03 1.62 ATLAS 42 16 " 3.22 3.27 

COGRAFYA 45 17 3.43 3.48 2.25 4.76 7.49 1.73 
EVIM!Z . 47 18 3.58 3.63 2.35 4.97 7.82 1.80 

. HAYVANLAR 53 20 4.05 4.11 2.66 5.63 8.84 2.04 " 
/ 

... 

r • 



TOTAL READER AND BUYER POPULATION AS PER 
AGE �G�R�O�U�P�S�~�O�F� PERIODICALS (1975) 

TABLE IX 

READER POPULATION AS PER AGE GROUPS TOTAL . AVERAGE 
NAME OF READER READER TOTAL BUYER 
PERIODICAL 15 - 20 21 - 30 31 - 40 41 - 50 51 + •• POPULATION PER ISSUE POPULATION -
TOPLUM VE 
INSAN 682.319 2.036.744- 1.552.016 .459.586 �2�5�2�~�2�9�7� 4.982.962 2.48 2.009.259 
ERKEKQE 724.965 2.609.579 1.463.329 306.391 50.459 5.154.723 2.10 2.454.630 
17 4.221.854 63.643 4.285.497 2.50 1.714.199 
KADINCA 639.675 1.463.910 1.640.702 612.781 �4�5�~�.�1�3�5� 4.811.203 2.13 2.2,8.782 
ORGtt 298.515 1.336.613 1.374.642 842.574 958.730 4.811.074 3.03 1.578.813 
BIL:tl'1 988.835 2.482.282 1.152.926 421.287 50.459 5.095.789 3.19 1.597.426 
ELE$TIRl 298.515 1.018.372 �~� 842.523 880.873 1.766.082 4.806.365 2.71 �1�.�~�7�3�.�5�6�6� 

NOKTA 38.380 591.929 1.037.633 1.4B9.825 1.387.636 4.545.403 3.24 1.402.902 
. SARI DtZ! 2.174.894 1.782.151 487.776 114.897 353.216 4.912.934 2.09 2.350.686 

BEYAZ D!Z! 2.046.960 
, 

1.782.151' 620.806 229.793 201.838 4.881.548 2.20 2.218.885 
ATLAS 814.519 R' 

1.699.409. 1.494.369 497.885 403.676 4.909.858 3.14 1.563.649 
COGRAFYA 481. �8�6�s�J�~�6�0�3�.� 936 1.543.147 854.064 322.941 4.805.976 3.08 1.560.382 
EvlMlz 972.3 6 681.036 1.396.814 1.049.388 37.3.400 4.472.944- 2.90 1.542.394 
HAYVANLAR 609.823 / 1.355.708 1.498.804 693.209 322.941 4.480.487 2.47 1.813.962 

.. 

.. 
'. r • 



REGIONAL DISTRIBUTION OF BUYER 
POPULATION OF PERIODICALS 

(1975) 

TABLE X 

WEIGHT OFERCTOG 
POPULATION (0.065) (0.032) (0.031) (0.064-) (0.018) (0.024-) (0.04-2) (0.725) 
PERIODICALS TRAKYA KADIKOY . ADANA ANKARA !QEL BURSA !Zl'1!R �T�A�~�R�A� 

TOPLUM 144670 71222 68997 14-2445 4-0063 534-17 93479 1456712 
ERKEKQE 159551 7854-8 76094- 157096 44183 58911 103094- 1779607 �~�.� .. 
17 111423 54854 53140 109709 30856 4-114-1 71996 124-2794 
KADINCA 146821 72281 .. 70022 144562 40658 54211 94869 1637617 
ORGU 103208 50810 49222 101620 28581 38108 66688 1151164-,. 
B!L!M 103833 51118 49520 102235 28754 38338 67092 1158134 .. 
ELE9T!R! 115282 56754 54981 113508 31924 42566 74490 1285835 
NOKTA 91189 44893 ,43409 . 89786 25252 33670 58922 1017104 
SARI D!Z! 152795 752222 . 72871 154444- 42312 56416 98729 1709247 

" 

BEYAZ D!Z! 144228 71004 /---...68785 142009 39970 53253 93193 1608692 
ATLAS 101637 5003,?/ '48473 100074- 28146 37528 65674 113364-6 
COGRAFYA 

/,-. 

99862 28087 37449 65536 1131277 101425 49932 / 48372 
EV!M!Z 100256 49357 /47814 98713 27763 37017 64-781 1118236 
HAYVANLAR 117908 58047 56233 116094- 32651 43535 76186 1315122 

" 

.. 



NAME OF 
PERIODICAL TRAKYA 

TOPLUl"I ve ., ,'. • 
!NSAN 54.00 
ERKEKQE 66.00 
ONYED! 46.00 
KADINCA 61.00 
ORGU 43.00 
B!L!M 43.00 
ELE9T!R! 48.00 

. NOKTA 38.00 
SARI D!Zt 64.00 
BEYAZ D!Z! 60.00 
ATLASLAR 42.00 
COGRAFYA 42.00 

. EV!M!Z 42.00 
HAYVANLAR 49.00 

• 

REGIONAL DISTRIBUTION OF READER POPULATION, 
DENSITY OF PERIODICALS (1975) 

TABLE �X�I�~� , 

KADIKOy ADANA ANKARA !QEL BURSA 

19.00 3.73 4.29 2.5 5.18 
24.00 4.55 5.24 3.05 6.33 
17.00 3.18 3.66 2.13 4.42 .. 
22.00 4.21 4.82 2.81 5.82 
15.00 .. 2.92 3.39 1.98 4.09 
15.00 3.01 3.41 1.99 4.12 
17.00 3.33 �3�~�7�9� 2.21 4.57 
14.00 2.60 3.00 1.75 3.62 
23.00 4.36 5.02 2.92 6.06 
21.00 f 4.12 4.74 2.76 5.72 

" 

15.00 2.90 �3�.�3�?�~� ............ �~� .. 1.93 4.03 
15.00 2'.89 3!}1.94 4.02 
15.00 ' 2.86 3.29 1.92 3.98 
17.00 3.36 3.87 2.26 4.68 

�~� 

!ZM!R TA9RA 

7.66 2.03 
9.35 2.48 
6.53 1.73 
8.61 2.28 
6.05 1.60 
6.09 1.61 ,. 
6.76 1.79 
5.35 1.42 
8.96 2.37 
8.46 2.24 
5.96 1.58 
5.95 1.57 
5.88 1.56 
6.91 1.83 

:..... �~� 



TOTAL 
REGIONS 1 975 

TRAKYA 2616074 

KADIK(}Y 1288514 

ADANA 1240475 

ANKARA 2585293 

tQEL 714817 
. BURSA 961639 

tZMtR 1673966 

TA$RA 29266941 

TOT A L 40347719 

.. 

REGIONAL DISTRIBUTIONS TOTAL 
POPULATION AND RESPECTIVE POPULATION­

DENSITY WEIGHTS 

TABLE XII 

POPULATION REGIONAL POPULATION ALLOCATION WEIGHTS 
1 980 AREA (Km2) 1 975 1 980 

3100044 - 2405 0.065 0.06229 

1491262 3317 0.032 0.03333 

1485743 16712 "" 0.031 0.0332 

2704101 29968 0.064 0.06044 

843931 14471 0.018 0.0189 
\-

1148492 931.1 0.024 0.0257 

18261)83 11022 0.042 0.0478 

321372?01 718483 0.725 0.7184 
-, 

44736957 805689 

• 



I 

TABLE XIII 

II! 

Factor - Testing Tables 

Table (A) 

Table (2) 

Table (3) 

-. �~�!� 

·225 

'ff 
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PERIODICAL i (SALES) 

TABLE (A) 

months/territory 

K / J 1 2 3 4 5 6 ·7 8 SU11 1 

1 100 50 200 500 300 600 800 450 3.000 

2 150 75 250 400 350 500 600 400 3.725 

3 180 120 120 300 500 400 300 250 2.170 

4 120 140 .130 280 200 350 350 350 1.920 
"" 

5 100 110 80 250 600 350 400 350 2.290 

6 50 80 ·100 260 300 400 400 400 1.990 
,. 

7 60 90 90 300 200 300 250 600 1.890 . 
8 90 60 60 320 150 200 300 550 .1.730 

�~� 

9 100 70 �1�0�0�~� _380 250 200 350 450 1.900 

1'---..10 120 100 150 400 300 350 400 450 2.270 

�.�/�/�;�~�.�\� 180 100 200 500 450 750 550 450 3.180 
�/�~� 

12 200 120 180 550 600 800 600 500 3.550 ) 

SUM 2 1.450 1.115 1.660 4.440 4.200 5.200 5.300 5.200 28.565 

.. 

. " 



PERIODICAL i (TERRIORY FACTORS) 

TABLE Ax8 
TABLE 2= 

SUM 1 

Month""Terr. 1 2 3 4 -5 6 7 8 SUM 5 

1 0.2667 0.1334 0.5333 1.3333 0.8 1.6 2.1333 1.2 8 

2 0.4403 0.2201 0.7340 1.1743 1.0275 1.4679 1.7614 1.1743 8 

3 0.6635 0.4423 0.4423 1.1060 1.8433 1.4747 1.1060 0.9216 8 

4 0.5000 0.5833 0.5416 1.1667 0.8333 1.4583 1.4583 1.4583 8 

5 0.3494 0.3842 0.2794 0.8733 2.0960 1.2228 1.3973 1.2228 8 
"h 

6 0.2010 0.3216 0.4020 1.0452 1.2060 1.6080 1.6080 1.6080 8 

7 0.2540 0.3809 . �0�.�3�8�0�9�~� 1.2699 0.8465 1.2699 1.0582 �~�.�5�3�9�7� 8 

1.3872 " 8 0.4161 0.2774 0.2774 1.4798 0.6937 0.9249 2.5433, 8 . 
9. 0.4210 0.2948 0.4210 1.600 1.0527 0.8421 1.4737 1.8948 8 

�~� 

10 0.4230 0.3524 0.5287 ;L.4097 
9 

1.0572 1.2334 1.4097 1.5860 8 

11 0.2515 
" 

1.2579 1.1320 1.8868 1.3837 1.1320 8 �0�.�4�~�8� 0.5031 
/ .... 

12 . �O�~�4�5�0�7�·�'� 0 .. 2704 0.4057 1.2395 1.3521 1.8029 1.3521 1.1268 8 
/"""' --

SUM 6 4.8385 3 .. 9123 5.4494 14.9556 13.9403 16.7917 17.5289 18.4076 

Average 
Territory 
Factor 

SUM 6 / 12 0.4032 0.3260 0.4541 1.2463 1.1616 1.3993 1.4607 1.5340 = 8· 
• 



:RIODICAL j. (SEASONALITY FACTORS) 

TABLExAx12 
TABLE 3= Average SUM 2 Seasonality 

�o�n�t�~�e�r�r�.� 
, Factor 

1 2 3 4 5 6 7 8 SUM 3 SUM 3 / 8 

1 0.8276 0.5240 1.4457 1.3513 0.8571 1.3846 1.8113 1.0384 9.2400 1.1550 

2 1.2414 0.7860 1.8072 1.0810 1 1.1538 1.3584 0.9230 9.3508 1.1688 

3 1.4896 1.2576 0.8674- 0.8108 1.4285 0.9230 0.6792 0.5769 8.0330 1.0041 

4 0.9931 1.4672 0.9397 0.7567 0.5714 0.8076 0.7924 0.8076 7.1357 0.8919 

5 0.8276 1.1528 ,0.5783 0.6756 1.7142 0.8076 0.9056 0.8076 7.4693 0.9336.. ., 

6 0.4138 0.8384 0.7228 0.7027 0.8571 0.9230 0.9056 0.9230 6.2864 0.7858 

7 0.4966 0.9432 0.6506 0.8108 0.5714 0.6923 0.5560 1.3846 6.115 0.7644 

8 0.7448 0.6288 0.4337 0.8648 0.4285 0.4615 0.6792 1.2692 5.5105 0.6888 . 
9 0.8276 0.7336 0.7228 1.0270 0.7142 0.4615 0.7924 1.0384 6.3175 0.7896 

; 

10 0.9931 1.0480 1.0843 1.0810 ' 0.8571 ? ,- 0.8076 0.9056 1.0384 7.8151 0.9768 
" 

1.2857 1.7307 1.2452 1.0384 10.6347 1.3293 11 1.4897 1.0480 �1�.�4�4�~� .. 1.3513 
�~� --, 

12 1.6552 1.2576 
;.: , 

1 •. .3012 1:4864 1.7142 1.8461 1.3584 1.1538 11.7729 1.4716 

UM - 4 12 12 13 12 12 12 12 12 f' -;: 12 

.. 

" .. 
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