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Sosyal Bilimler Meslek Yuksekokulu O9
Tutuml ar 1 ni Belirl emeye YOnel ik
Nural I mik TRANAYyILDIFdbn2em YOLCU
Ozet
Rekl amlarén ikletmelerin ¢rettikleri, -a-k@kllamankalv ewea
kitleyi bil gilendirmek gibi bir-ok amacé vardeér. Ti
i Kl etmelerin hedef kitlelerinin dikkatini -ekmek i-i
marka bilinit i T i ni artérarak hedef kitl eyl mar kaya dojru -
ol ukturabil mektedir. Bu nedenle reklama karké hedef
a-éséendan ol duk-a ©°neml:i bar kepaudaranDahak® acmabeéal &
rekl ama karké tutumlaréné bir-ok -aléekmada °I| - meye
ger¢é¢rken rekl am der si al mék ya da -exkitli lisdnsr sl er i n
°Jrencilerinin rekl ama kar ke genel tutumlaré °1-¢1m
kull anél mekteér Genel tutum °1I| -eji i fadelerine il k ©
yapeéel ar ak bu i fyaudteal eay mnée lkdae-k| alt € bespit edi |l mi ktir.
analizlerinde SPSS 21.0 programé kull anél méxkter.
Anahtar Kelimeler: Re k| a m, tut um, teketici, mesl ek y¢ksek okulu

A Study On Determining The Attitudes Of Social Sciences Vocational
School Students To Advertising

Abstract

Advertimes have a humber of purposes such as introducing, explaining and informing the target audience of the
various goods and services they produce.Since the start of commercial relations for the first tinisingdeer

one of the most effective elements that businesses use to attract the attention of their target audience. An
effective advertising increases brand awareness and draws the target audience towards the brand. The customer
can create an attitude agsi the brand. Therefore, determining the general attitude of the target group against
advertising is a very important issue for the effectiveness of advertising. Recognizing this importance before,
researchers have tried to measure the attitudes of sa@oget groups towards advertising in many studies. In

this study, the general attitudes of the social science associate degree students towards advertising were
measured. The general attitude scale for advertising was used in the study. Generalse#itudgpressions

were first analyzed by reliability analysis and then factor analysis was performed to determine how many sub
dimensions these statements were divided into. SPSS 21.0 program was used in the evaluation and analysis of
the data.

Key Words: Advertising, attitude, consumer, vocational school.

iversitesi, Kl et i ki m -poatk pirmik@diratiedutrHal kIl a Kl i kkil er wve
isi, Bi nge° |l iniversitesi, Sosy-ddsta:Bdydicu@bingotedure s| ek Y ¢
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Giris

Rekl am, téeketicilerde ¢retilen mal ve ya hi
beraber mal, hizmet, mar ka ya da kuruluka Kk
mesajlarén -exitl:] medya or ganl(argémnd al 9:9c4r: e tli
Di kson (1998: 413) Il se rekl amé mal ve hizme:
y°ntem ol arak ifade etmicktir. Reklam i-eris
etkileyici pazarl ama faal icyieltdrer vedearddaaél a
kull anmak suretiyle ¢rettikleri ma | ve hizn
-eriji, faydaseée) anl atarak ¢ré¢ng tanéyan
ol uktururl ar. B° ylresniek | vee yrae khl iaznmest aey eksai rnkdée by
créneg veya hizmeti satén alma y°n¢gnde bir e
il eti kim kKekl: olarak rekl am, t¢cketicilerde

olukturark&rwalalrumlu bir tutum yaratmaktéer
Lréne hi zmete veya mar kaya kar kK é ol uml u
dejerl endirmeden ©°nce t¢gketicinin reklama Kk
¢C¢enke rekrlkaéml tawtaunk anegat i f y°nde ise zaten
olumlu bir tutumun ol ukmaséné sajlayamayacak

tutumunu tespit etmek -ok ©°nemlidir.

Kotl erde (2000: 175) g°reetybdm, ehkynekankbkeeg
arz eden olumlu yahut ol umsuz dejerlendir mel
(G¢ven- 1972) ise tutumu bir bireye isnat

davranékl arénéei hde oslurekbi damkelji-lerinsol ar ak

tanémdaysa tutum, bir kimsenin bakka bir ki
ol uku, muayyen bir kekildeki ta88dd)ol &P alkl df
gi bi fkagrnk¢lrél ed ¢ t utum kavrameéenée genellikle b
tanémlardan yola -ékarak tutumu, ger-ekte b
ol mamakl a birlikte g%zl emlenebilen daar anécxl
hazérl ayéecé bir ejilim olarak ifade et mek m
karkeé s¢reklili k arz eden bir kekilde ol umlu
ejilimdir keklinde tanéemla®papbilir (McKenzie

Liter at ¢ r araktérmasé yapeéeldejénda rekl ama y°r

bir-ok -al ékmaya ul akeél méekteéer. Bu arakter me
mecr al aréna y°neli k veya r ekl amdua u-nd kairtélnié nf a
edi |l meye -aleéexkeéeldeéejé gor¢l megkt ¢r (Bauer vV e

e e
Dur sun, 1997, Ust a, 20009; Aky ¢z, 2010; ¢ ak
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2012 ; Al tu] ve Y¢r ¢k, 2 0 1 3ve Kuywnkcuthia, R017%).88u Er g e z
arakteéermal arda -exkitl: rekl am mecral aréna (
yapélan reklamlara karké ¢niversite °jJrencil
-ekKi tli faktorl ergandgli ntamtymea i etskiyeit , (¢ miev & ¢
arakterel méxkter. Genel ol ar ak be¢téen rekl am
kavraména karké °jJrencilerin genel tutumlaréé
Yapél an buge-nal étkgniagytliaci | erden ol an ¢niver si
genel tutumlare °1-¢1l meye -al ékél mexkteéer.
Arastirmani n Amac.]| ve YOntem

Arakt érmanén amacé sosyal bilimler mesl ek vy,
°Jrencilerin grealll anmautwr alrielné ortaya koymak
rekl ama y°nelik genel tutum °1 -ejJi kull aneéel
kat el an °Jrencil ere go°re daj el eml ar é i ncel
Araktér mddaa kwlkllama y°neli k genel tutum ©|
(2007)06én -alexkmalarénda Ducoffe (1995)dden
°] -ejin dékénda katélemceéelara demogradi k bi
bl ¢m bilgilerini soran ifadeler yer al mékté
Arastirmanin Evreni ve Ornekl emi

Arakt érmanén ana Kkg¢gtl esini Bi ng©°l 'niversit

20172018 g¢z d°neminde °Jrenim g°rmekte ol an

Kli ti m, ¢tajre Mer kezi Hi zmetl eri, Mal i ye, f
Bankacél ek ve Muhasebe Db°l ¢ml eri °n | isans
°zelli kle Sosyal Bilimler Meslek Y¢gksekokul u
m¢fredatl aréenda dojrudan reklamla il gild@i de
hal kl a i1 likkiler dersleri I -erisinde rekl am

uygul andéj e tari hte ade ge-en b°d gy = d&80

civaréndadér. Bu ana k¢tleden kolayda ©°rnel
dojrultusunda se-ilmik 200 kikilik ©°rnekl em
Kas-Amal ék 2017 tarihl eri araséenda bu kikiler
Arastirma Sorul ar.

Araktérma kapsaménda kKku sorulara yanét aranm

- Kat él émceéel arén reklama y°neli k genel tutu
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- Kat él émceéel ar én rekl ama yenel ik genel t o

daj él emlar é naseéel der ?
Bulgular
Ar akt ér ma verilerinin dejerl endiril mesinde
kull anél mékteéer . Rekl ama y°neli k genel tutum
yapeél méex, daha sonra fakt°r anali zié yeepélidar
edi |l mi ktir

¥rnek Kitlenin ¥zellikleri
Tabl o 1. Katitlirmcilarin Cinsiyete Go6re Dagti |l 1 ml a

Frekans Y U0z d

Kad 105 52,5

Erkek 95 47,5

Toplam 200 100
Arakt érmaya kateélan °jJrencilerin %52, 508i k ad
ol ukmaktadér .
Tabl o 2. Katitlirmcilarin B6l tme Go6re Dagi | 1 mlar

Frekans Y Uz d

Bankaceéel ek 6 3,0

Béero YOnet i 19 9,5

¢cajré Hizme 71 35,5

HalklaK|l i k ki | e 12 6,0

Kk Sajl eéeje 40 20,0

Maliye 22 11,0

Medya ve KI 28 14,0

Muhasebe 2 1,0

Toplam 200 100
Arakt érmaya katélan °jJrencilerde b°l ¢m bazeér
Y°net i mi beh¢sgmgndej gema %1, 0 il e Muhasebe b°
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Tabl o 3. Katitlirmcitlaritn Dogum Yillaritna Go6ére Dag

Frekans Yuzd

1989 1 5

1990 1 5

1991 2 1,0

1992 4 2,0

1993 6 3,0

1994 7 3,5

1995 22 11,0

1996 38 19,0

1997 59 29,5

1998 44 22,0

1999 16 8,0

Toplam 200 100

Arakt érmaya katélan ©°jJrencilerin yaka g°°re
%29,5 ile 1997 dojumlu olanlarda (20 yak), €

ol anlarda (27 ve 28 yak) ol duju g°r ¢l mektedi

G¢evenirli k Anali zi Bul gul ar é
Arak t ér mada kull anélan reklama y°neli k genel
amacéyla Cronbachés Al pha katsayésé kull anél

Tablo 4. Reklama Yoénelik Genel Tutum Olgedinin C

Cronbach's Alpha N of Items

, 790 13
Cronbachbdés Al pha dejerinin °]-ek -aleéekmal ar ¢
ol arak kabul edi |l mektedir (Se-er, 2015: 219)
y°nel ik genel tutum °1 -ejinin 0°9I179ekg¢olecujr
syl enebilir.
Tablo 5. Reklama Yonelik Genel Tutum Olc¢cegi i fad

| fade N Ortalama S. Sapma
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Genel ol arak -ok fazla rel 200 3,97 1,111
Rekl aml ar , creéenle i1 gili I 200 3,85 0,849
Rekl amlar dejerlidir. 200 3,82 0,941
Rekl amlar °nemlidir 200 3,71 0,989
Knsanl ar , créenl er hakkénde 200 3,70 0,961
reklamlar bilgileri sunarlar

Rekl amlar yararl eder. 200 3,69 0,859
Reklamlar zevklidir. 200 3,57 1,063
Rekl amlar ejlendiricidir. 200 3,52 1,056
Rekl aml ar , créeén hakkéndaki 200 3,52 1,022
*Rekl amlar rahatséz edicid 200 3,40 0,997
*Rekl amlar al datéceder. 200 3,00 1,143
*Rekl amlar yalan s°yl er. 200 2,93 1,063
*1reéenloer hakkéndaki ger - ek 200 2,90 1,165

QiKesinlikle Khe®il meiylolre*mKBiwel Egdelued). ters kodl a

Rekl ama y°nelik genel tutum °1 -ejJi I fadel er i

tutum i fadesinin AGenel olarak -ok fazla re

i fadesinin ise Alr¢gnler hakkénda g@érmr-.d knekn erc
Fakt°r Anali zi Bul gul ar é

Rekl ama y°nelik genel tutum °1 -efji i fadel er i

et mek amacéyla SPSS ¢zerinden fakt®©or anal iz

°rnekl emin b g w¢ kdred nityd leé deaj. ¥rneklem bg¢ye¢kl
boyutl ar verebil mesi a-éséndan bu noktada °
Testi yapmaktadeéer . Bu test sonu-1|laréna g°r e
arasénda - € khheaysegk | % ek lne m vy i d¢zeyde ol duj u
durumda ©°rneklem b¢gyeéekl ¢] éneén -0k iy ve 0,

d¢zeyde bir °rneklem begyekl ¢ éneg i kKaret et ti

Tabl o 6. KMO Bar lietAtn aKirze s &Slolniulg | Be gt

KaiserMeyer-Olkin Measure of Sampling Adequac ~ »841

Approx. ChiSquare 744,617
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Bartlett's Test of Sphericit 78

Df

Sig. ,000
Yukaredaki sonu- i ncelOB4ei jtienkdeeb ¢ KMOCetdej e€r ic
Dol ayéséeyla bu sonu- °rneklem b¢gyekl ¢] ¢neén

bir d¢zeyde ol dujunu g°stermektedir (Se-er,

Tablo 7. Faktor Anali zi Sonucgl ar

. Boyutlar
I fadel er
1 2 3 4

Rekl amlar yararl edér 757

Rekl amlar dejerlidir ,692

Rekl amlar ¢re¢egnl e i1 ¢ 623

Rekl amlar ©°nemlidir. ,606

Rekl amlar yalan s°yl , 751
Rekl amlar al datéeceéed:¢ ,748
préenler hakkéendaki o € 631
reklamlarda yealmaz. '

Rekl amlar rahatséz ¢ ,539
Genel ol arak -ok f az: ,511
Reklamlar zevklidir. , 785
Rekl amlar ejlendiric , 752
Knsanl ar ¢ rbeinllgeiry eh ail 736

duydukl arée zaman r el
Aci kl anan Varyans Or 17,879 17,022 13,709 13,048

Aci kl anan Toplam Varyans: 61,659 = %61

Rekl ama y°nelik genel tutum ©°1I| -ejin y°nel il

e
d°rt alt boyut ¢zerinden a-éklandéjeée g°r ¢l myg
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da toplamda 61,659 yabb61l ol duj u tespit edil mi ktir. nFakt
a-éeékl anan varyans dejeri topl aménén en az %
164) . Bu kapsamda bu -al ékmada el de edil en %
ol dujogunsut er mektedir . Tabl o 706de veril en f a
t¢keticilerin rekl ©ma karké tutumlaréné a- é
-ékmexkteéer . El de edilen bu boyutlar i1incelendi
rekl amén dej eri ile 11 gild ol dujudur . Dol a
meé¢ mkender . Kki nci boyutun i s e rekl ameén al d
go°r ¢l mektedir. Bu boyuta MnRek|l amén Al dat écé
ifadd er i n rekl amén ejlendiricilijiyle i1gildi
Ejlendiricilijio olarak ifade etmek m¢gnkegndyg
ile 11 gilidir. Bu boyuta da AReklamén Bil gil
Dalm °nce de dejinildifji gi bi bu d°rt boyutun
°Jrencilerin rekl ©ml ar a kar ke genel tutun
a-éklanabil mekt e, ger i kal an kéesmé iaoyet bakka
l'iteratg¢grdeki -al ékmal ardan vyararl anél arak i
ol an bu d°rt boyutun analiz oranlaré dojrult
-Rekl amén dejer.i boyut u: Araktérmadai fakt %rn
°Jrencilerin yaklakek % 17,96l uk oranla en f
boyuttur. Bir reklaméen dejeri, teketiciye foeé
yar amamas é gi bi kritarcleesriinnd e d eojl eurklaenn dbirn | mé
rekl amén t¢sgketici nezdindeki dejeri, teketi
karkée tutumlarénén °neml. bir g°stergesi ol a

rekl amén yanar ghaelvVekdgppmiek ol duju s¢bj ekt
1995: 1).

-Rekl amén al deAraxéleegjma meyutcesi nde °jJrencil e
al dat eceé ol duj una i nanmaktadér . Bu dur um

g ° sgteesri di r . Rekl aml aréen saték oranl aréné by¢y
takem ikl etmel er rakiplerini geride beérakahb
bakvurabil mektedir. Rekl aml arda baneéa dbar te
bil giler verilirken bazen de ¢ré¢negn dékar éed
gi bi -eki t|l fiziksel czell i kl eri hakkénda h

veya aldatéecé reklam makKtiakéerd?°nElkaenesndeveamelda
Bu durum ise t¢keticide gegvensizIli k hissi C

al databil mek adéena yaptéklarenée d¢gkegnmel erion
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géevensi ozl i rkeérl abmllamekn é i -hiind el i bil gilerde
sajl ayacajé faydalar ¢zerinde yojunl akarak Db
ve ¢Cakeéer, 2007: 42).

-Rekl amén ejl enAriaktcadrimgya bgrugd uanked, Udlgiuk ar
kesmée reklamlaré ejlenceld]i bul maktadeér. K- e
i nsanl ar én dojrudan duygul aréna hitap eder
rekl ama mar uz kal an t ¢cketicil eaelbu brudkdlukmla
duygusal ol arak y°nel mektedir (Bauer ve Gre
Il etiler kull anél ar ak bireylerde te¢gketim ke
t¢eketicinin di kkatini cezb nedlebl I e &| naadséén a
yakl akeéem dej il dir ancak géhnheéegmegzde b u t ¢r
(K¢-¢kerdojan, 2011: 135) .

-Re k| ameén bil gi | eArdaikrtié& ijmrai@jaic i |beoryiunt ur ekl ©ml a
tutumlaréené a-éekluaxarsuddretk| bomgat tban gsobendri
katéelan °jJrencilerin %136¢ rekI| anfl¢akredt ikciil gi-|

reklam bir crén yada hi zmet hakkénda ol duk -

Teketicimeyabda przmeti satéen al ma karar é ¢
girmektedir. Tg¢gketicinin karar alma s¢recind
ol arak sénéflandérmak m¢gmkender . K- kaynak.|l
duyduju zaman bakvurduju bilgi ve deneyi mler
potansiyel.] her sorunun cevabéené karkel amaya

kaynakl ardan bul maya y°nel mekt e dketicinin ké®ac h mi dt

almak i -in y°neleceji bu dék kaynakl ardan (
kaynakl ardan ol an rekl amdeér ( Doyl e, 2004 :

°ncesinde il gil endif]i Sré¢nndayal adnrea d B 2 mebtilleg
kaynakl arda arayacak ve b°ylelikle g¢ndelik

-ok daha al akal é ol acakteéer .

Rekl amén bilgilendirici ve ejlendirici ol ar
ol arak @l geltagddéejde azal maktader. Rekl ama Ve
tutumda ol umlu ol maktadér (Ducoff e, 1995: 7
ejlendirici ve bilgilendirici bulan ©°jJrenci

buanl arén orané %17, 02206dir.
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Sonu¢ ve Tarti s ma

Bi ng©°l i niversitesi Sosyal Bilimler Mesl ek Y
al mek olan °n |isans °jJrencil eri czerinde gi

etmek ve dej erlyé mdiurymgaud aamma bu ar akt er mada

kapsaméndaki i fadelerin ortal amal aré dejer|
y°neli k genel tutumlarénén olumlu y°nde ol du
Dursun (1997) t aarraaf kétnédramma bgeenrz-eerk | ikt i ri | er ek
rekl ama karkeé tutumlare belirl enmeye -al ek
y°neli k tut@inretémapepgtriaml aré ve cinsiyet |

-al ekxkmandlaarréeenk lyaapél maséné destekleyen ©°Jrenc
daha olumlu ol duju ve reklamlarén yapeél maseér

ol umsuz tutumun daha d¢kegk oranda ol duju toe

y°n i k genel tutum araseéndaki i kKKki yi dej et
Y°nel ik Tut um: Belirleyici Fakt©Oor Ol ar ak
chiversitesinden 400 ©°Jrenci czerinde yapt
y°nkelgenel tutumunda inan- fakt°rlerinin (bi
ve materyalizm) olumlu y°nde etkili ol dujunu
Al niversitede Ejitim G°rmekte Ol an ¥Jrencil e
lzerine Ka&rAmpirritlan®idr Araktérmao i si mli ma k
Kérgézistanoddaki gen- t¢keticilerin bir tem:
tutum ve davranékl aréné tespit etmeyei-al éxn
chiversite °Jrencilerinden toplam 500 7 r e
Arakt ér maneén sonucuna g°re ©°jJrencilerin rel
ol dukl aré tespit edilmicktir.

Doj aner vV e Kuyumcul ar 6én ( 4 Réklan Fagligeylegimnl a mé K

Teketici Al gésé | zerine Etkileri: i niversit
makal el erinde snhiversite °Jrencilerinin, m ¢
°]l - ¢l meye -alékéelméxktér. tgkeei edli éreinn bmodlgiull
y°neli k tutumlaréné belirleyen bakl éca fakt
geveni lirl ik, genel tut um, izinli pazarl a
bel irl emMmiekntciirl.er i n mlodr Ké ptaztaurha mggael anl a
¥Jrencil er, bu rekl amlaré ejlendirici ve (g,
bilgilendirilmeye y°nelik yapéldejénda daha

rahatséz edici bulunmaktadér.
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Bu arx&t ér mada i se °Jrencilerin rrekd laanmaé ny ° cheejl 6
rekl amén al datéceéelejé, reklamén ejlendiricil
a-eéklandéjéneée s°ylemek m¢gmkegndger . eicdrire Kk man é

e
rekl ama bakeéecx a-él aréeneéen ne y°nde ol dujunu
k

t¢keticilere karké yeni stratejiler belirlen
Oneril er

Arakt érmanén °rneklem gr bbhbdnul eekimem!| @ &r gi¢ k
l i sans °jJrencileri olukturduju i-1in, bu dur
sénérl andéermaktadeér. Bundan sonra yapél acak
geni kK bir °rneklem %$rzeri ndekt ecnddireket edi |l mes
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Extended Abstract

According to Dikson, manufacturers and intermediaries create various information about the
goods and services they produgeusing the advertisement, and consumers who know the
product and have information about the product. Thus, the consumer, who has been made
aware of the product or the service by means of advertising, may enter into a tendency to buy
the product or servicelherefore, advertising as an impressive form of communication is to
create a positive attitude towards them by raising awareness of the goods or services produced
by consumers. In this case, it is necessary to determine what is the general attitiede of th
consumer to the advertisement before evaluating the advertisement as an effort to develop a
positive attitude towards the service or the brand. Because if the attitude towards advertising
is negative, it will not be able to provide a positive attitudearals the advertising product or
brand. Therefore, it is very important to determine the general attitude of the consumer
towards advertising.

The aim of this study is to determine the general attitudes of the students who are studying in
social sciencesocational high schools. For this purpose, using the general attitude scale for
advertising, the distributions of the expressions on this scale according to the students were
investigated and factor analysis was performed. Expressions of the generdé sitdle for
advertising used in the research belong-fmit Likerttype scales adapted from Ducoffe. In
addition to this scale, the participants were asked about demographic information, gender,
age, department, family monthly income statinsthis sudy, the general attitudes of the
social science associate degree students towards advertising were measured. The general
attitude scale for advertising was used in the study. General attitude scale expressions were
first analyzed by reliability analysisd then factor analysis was performed to determine how
many subdimensions these statements were divided into. SPSS 21.0 program was used in the
evaluation and analysis of the data.

In this study, it is possible to say that the positive attitudes of dldersts towards advertising
are explained on four stdimensions such as the value of the ad, the ad's deceitfulness, the

ad's amusement and the informativeness.
The evaluation of these four dimensions as a result of the research is given below:

- The valueof advertising size: According to the results of the factor analysis in the study, the
size of the ad is about the value of the ad in the four dimensions. The value of an ad is a
phenomenon that occurs as a result of evaluating criteria such as whethesetul to the

consumer or whether the consumer works.



369
International Journal of Humanities artfbucdion

The size of the advertising deception: As a result of the research, 17% of the students believe
that the ads are deceptive. This is an indication that the ad can sometimes be deceptive.

-Emergency bentertainers: According to the survey, 13.7% of the students who applied the

survey find the advertisements fun. Ads that contain entertaining elements affect people
directly by addressing their emotions. Consumers who may be exposed to tens of
advertisenents in a day tend to emotionally find that they are more entertaining than these

advertisements.

- Informative size of advertising: The last one of the four dimensions explaining the general
attitudes of the students towards advertisements is the irtformal dimension of the
advertisement. 13% of students surveyed consider advertisements as informative. Advertising

for the consumer can be a very important information provider about a product or service.

As advertising is perceived as informative andedatning, its value increases and decreases

to the extent it is perceived as deceptive. As the value given to advertising increases, it is
positive about the attitude towards advertisement (Ducoffe, 1995: 7). As a result of this
research, the percentagestudents who found the advertisements as valuable, entertaining

and informative was 44,636% and the rate of those who found them deceptive was 17,022%.

As the sample group of the study consists ofgreeluate students of the social sciences
vocational shool that took the course of advertising, this situation limits the generalization in
the findings. However, it is thought that this study may contribute to the identification of new
strategies against young consumers in order to see how the view olitige gonsumers with

advertising awareness developed.



