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Temel amact; sosyal ekonomik aglar iizerinden gergeklestirilen duygusal ve kiilturel
cekicilik iceren reklamlarin tiiketici kalite algisi ile tiiketici karar verme tarzi
tizerindeki etkisini ¢esitli degiskenlere gore tespit etmek olan bu arastirma nicel
aragtirma yontemiyle yapilmstir.

Arastirma kapsaminda kolaydan 6rneklem yontemiyle secilen toplam 1228 katilimci
ile 5’11 Likert 6lgeginden olusan bir anket uygulamasi ¢evrim i¢i olarak yapilmistir.
Arastirma Olgekleri literatiirde Onerilen giivenilirlik ve gegerlilik testleriyle
sinandiktan sonra arastirma hipotezlerini test etmek amaciyla korelasyon analizinin
yani sira, ikili ve c¢oklu regresyon analizleri yapilmistir. Ayrica bireylerin sosyal
medya benimseme diizeyinin aracilik  roliinii  tespit etmeye  yonelik
moderatdr/hiyerarsik regresyon analizi yapilmistir.

Arastirma sonucunda duygusal ve kilturel igerikli reklam cekicliklerinin gerek
tilkketicilerin karar verme tarzlar {lizerinde (satin alma davranisana yonelik) gerekse
kalite algisinin olusumunda pozitif yonde giiglii bir etkiye sahip oldugu; duygusal
reklam ¢ekicliginin kiiltiirel reklam cekiciligine gore daha gii¢lii etkiye sahip oldugu
her iki reklam gekicliginin karar verme tarzi tizerinde kalite algisina gore daha gicli
etkiye sahip oldugu anlagilmistir.

Aragtirmanin diger bir 6nemli bulgusu ise duygusal reklam g¢ekiciliginin tiikketici karar
verme tarzi ile kalite algisi tizerindeki etkisinde “sosyal medya benimseme diizeyinin”

araci rol iistlendigine iliskindir. Ancak bireylerin sosyal medya benimseme diizeyinin



kiiltiirel reklam gekiciliginin tiiketici kalite algist ve satin alma davranigina yonelik
karar verme tarzi1 {lzerindeki etkisinde herhangi bir aracilik fonksiyonu
bulunmamaktadir.

Aragtirma sonunda ulasilan bulgulara gore gerek film ve sinema sektorii temsilcilerine
yonelik gerekse gelecekte ayni konuda yapilacak arastirmalar igin bazi Oneriler

gelistirilmistir.
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ABSTRACT

The main purpose of this research aims to determine the effect of emotional and
cultural appeals of the advertisements on social and economic networks and the
decision-making of the consumers and their perception of quality. The research was

conducted with quantitative research method.

Within the scope of the research, a questionnaire consisting of a 5-point Likert scale
was applied online with a total of 1228 participants selected by easy sampling method.
After the research scales were tested with the reliability and validity tests
recommended in the literature, in addition to correlation analysis, binary and multiple
regression analyzes were performed to test the research hypotheses. In addition,
moderator/hierarchical regression analysis was conducted to determine the mediating

role of individuals' social media adoption level.

As a result of the research, it was found that the attractiveness of advertisements
with emotional and cultural content has a strong positive effect on both consumers'
decision-making styles (purchasing behavior) and the formation of quality perception;
It has been understood that emotional advertising attractiveness has a stronger effect
than cultural advertising attractiveness, and both advertising attractiveness has a
stronger effect on decision-making style than quality perception. Another important
finding of the study is that “social media adoption level” plays a mediating role in the
effect of emotional advertising attractiveness on consumer decision-making style and
quality perception. However, there is no mediation function in the effect of social
media adoption level of individuals on the effect of cultural advertising attractiveness

on consumer quality perception and purchasing behavior.

According to the findings reached at the end of the research, some suggestions have
been developed for movie sector representatives and for future research on the same

subject.
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