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ABSTRACT

Purpose- In the study, the subject of entertainment marketing is investigated, while the entertainment industry is discussed. However, this
study aims to examine the effect of digitalization in entertainment marketing by researching new entertainment concepts throughout
digitalization. Furthermore, the digitalization of the entertainment industry and to reveal its conversion, digitalization and its marketing in
the music industry is examined.

Methodology- Due to the study being designed as exploratory research, the case study method is used. As a research method, the case
study method allows for an in-depth understanding of the cases, while focusing on a specific subject, it requires examining the conceptual
structure of the cases. Accordingly, the study employs one of the purposive sampling methods, the typical sampling method. Typical case
sampling is conducted by choosing one or more of the most typical cases among a series of cases where the researchers aim to introduce a
new application or innovation. In this context, a new digital music application is discussed as a typical case, the entertainment marketing
applications of digitalization are revealed by trying to gain a perspective via this application.

Findings- The analysis reveals that it is significant to exist in the digital world of the entertainment industry as differentiated from the
competitors. On the other hand, it is emphasized that digital entertainment products, namely content, are perishable due to rapid
consumption and rapid change in consumers' tastes and wants. Customization of the content and increased consumer engagement emerges
as important strategies in digital entertainment marketing. Digital marketing channels are also important to choose the distribution channel
of digital content, and successful promotional activities might be achieved, especially with the use of social media and influencers. Last but
not least, the importance of adapting the marketing strategies of digital entertainment platforms to the global consumer is revealed.
Conclusion- The product life cycle of digital entertainment content is short, and businesses must keep consumers dynamic to survive in the
digital world. It is concluded that the implementation of user experiences such as personalization of content and consumer participation is
important to increase consumer engagement in digital content marketing with typical case sampling applied through one-on-one interviews.
It is also concluded that the content that corresponds to the product of traditional marketing is up-to-date and the convergence, which is
one of the concepts of entertainment marketing mix and especially representing the use of technology is up-to-date, and it has a significant
effect on the marketing of the content to stay dynamic and keep the users in the application.
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DUITAL EGLENCE PAZARLAMASI UZERINE BIR ARASTIRMA: DUITAL MUZIK PLATFORMU ORNEGI

OZET

Amag- Bu calismanin amaci dijitallesmenin getirdigi yeni eglence anlayiglarinin arastiriimasi ve eglence pazarlamasinda dijitallesmenin etkisini
incelemektir. Bununla birlikte, eglence endustrisinin gegirdigi dijital donisime odaklanmak ve dijitalesmenin 6zellikle mizik endistrisindeki
etkileri pazarlama disiplini perspektifinden degerlendirilmistir.

Metodoloji- Kesifsel bir arastirma olarak tasarlanan bu galismada arastirma modeli olarak 6rnek olay (durum) galismasi kullaniimistir. Bir
arastirma yontemi olarak 6rnek olay yontemi olaylarin derinlemesine anlasilmasina olanak tanirken belirlli bir konuya odaklanarak olaylarla
ilgili kavramsal yapinin incelenmesini gerekli kilmaktadir. Buna gore, amagh oOrnekleme yontemlerinden tipik durum o6rneklemesi
kullanilmigtir. Tipik durum 6rneklemesi, arastirmaci tarafindan yeni bir uygulama veya bir yenilik tanitiimak istendiginde, bu uygulamanin
yapildigi veya yeniligin oldugu bir dizi durum arasindan, en tipik bir veya birkag tanesinin segilmesiyle yapildigindan bu baglamda, bir dijital
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mizik platformu uygulamasi tipik bir durum olarak ve yeni bir uygulama olarak incelenmis ve dijitallesmenin eglence pazarlamasi
uygulamalari ortaya konulmustur.

Bulgular- Arastirmanin ortaya koydugu bulgulara gére eglence sektoriinde de dijital diinyada var olmak biytk bir 6nem ifade ederken
rakiplerden farklilasmak da oldukga kritiktir. Ote yandan dijital eglence driinlerinin yani iceriklerin hizla tiiketilmesi ve tiiketicilerin zevk ve
isteklerinin hizla degismesi nedeniyle dayaniksiz olduklari vurgulanmistir. iceriklerin kisisellestirilmesi ve tiketicilerin katilimlarinin
artilmasinin saglanmasi dijital eglence pazarlamasinda 6nemli stratejiler olarak ortaya ¢ikmistir. Dijital pazarlama kanallari dijital igeriklerin
dagitim kanalinin segilmesinde de 6nem ifade etmekte olup 6zellikle sosyal media ve fenomenlerinin kullanimiyla basarili tutundurma
faaliyetleri gerceklesebilmektedir. Son olarak da dijital eglence platformlarinin pazarlama stratejilerini kiresel tuketiciye uygun hale
getirmelerinin 6nemi ortaya konulmustur.

Sonug- Dijital eglence igeriklerinin Girtin yagam dongulerinin kisadir ve dijital diinyada isletmeler varliklarini siirdirmek igin tiketicileri dinamik
tutmak zorundadirlar. Birebir milakat yapilarak gergeklesen tipik durum o&rneklemesiyle dijital igeriklerin pazarlanmasinda tiketici
angajmanini artirmak icin iceriklerin kisisellestirilmesi, tuketici katiimi gibi kullanici deneyimine yonelik uygulamalarin 6nemli oldugu
sonucuna varilmistir. Dinamik kalabilmek ve kullanicilar strekli uygulamada tutabilmek adina geleneksel pazarlamanin uriiniine karsilik
gelene igeriklerin giincel olmasinin; bununla birlikte eglence pazarlamasi kavramlarindan olan ve 6zellikle teknolojik kullanimi ve glincelligi
temsil eden yakinsamanin dikkate alinmasinin iceriklerin pazarlanmasinda hatiri sayilir bir etkisi oldugu goéralmustur.
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