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OZET

Tiiketim Kiiltiirii Ekseninde Dijital Reklamlarin Tiiketicinin Satin Alma

Davramslarindaki Rolii: Youtube Reklamlar1 Uzerine Bir Inceleme

Seyma MAVI

Insanin yasamini siirdiirebilmesi igin bir zaruriyet olan tiiketim, insanlhigm ilk
zamanlarinda barinma, beslenme, giyinme, hayatta kalma gibi ¢esitli temel ihtiyacglarin
karsilamas1 anlaminda kullanilan bir kavramdir. Fakat teknolojinin gelismesi, arz-
talep dengesinin degismesi, lretim ve tikketim faaliyetlerinin artmasi tiiketim
davraniglarini etkilemis ve 19. yiizy1l sonunda bireylerin istekleri, ihtiyaglarinin yerini
almistir. Bu dogrultuda tiiketim, temel ihtiyaglarin 6tesinde cesitli psikolojik ve
sembolik nedenler dogrultusunda gergeklesen bir olgudur. Toplumun genelinde
yasanan bu degisim sonucunda kiiltiir de degisim slirecine girmis ve bireylerin
“tliiketerek var oldugu” yeni bir kiiltiir meydana gelmistir. Bu kiiltiir bir¢ok sosyal

bilimci tarafindan “tiketim kiltiiri”” olarak adlandirilmaktadir.

Gilinlimiiz toplumlarinda ise “tliketim kiiltlirii” hakimiyetini daha da arttirmistir. Birey
toplumda tiikettikleriyle statii elde etme ve sosyallesme cabasi igine girmistir.
Reklamlar ise tiiketim kiiltiiriiniin devamini saglayan en onemli araclardan biridir.
Ciinkii reklamlar ihtiyaglar1 hatirlatmanin, bireyi satin alma davranigina ikna etmenin
yaninda statii elde etmek gibi ¢esitli soyut anlamlar dogrultusunda sahte ihtiyaglar
yaratmaktadir. Bu dogrultuda sosyal medya platformlar: bireylerin aktif olarak varlik

gosterdigi, satin aldiklarin1 gostererek statii elde etmeye, tiiketerek var olmaya calistigi
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en Onemli ortamlardir. Bireyin sosyal medyada aktif oldugunu ve tiikketime hazir
oldugunun farkina varan reklam verenler de sosyal medya reklamlarina yonelmistir.
Giliniimiizde ise sosyal medya platformlar1 reklam mecras1 olarak aktif

kullanilmaktadir.

Bu dogrultuda hazirlanan ¢alismada, Youtube reklamlarinin tiiketicinin satin alma
davraniglarindaki rolii incelenecektir. Aragtirma, nicel arastirma yontemi kullanilarak
gergeklestirilmistir. Arastirmada veri toplama araci olarak demografik bilgiler,
reklamin algilanan degeri ve satin alma davranislarina yonelik sorularin yer aldigi
anket formu kullanilmigtir. Arastirmanin 6rneklemi farkli cinsiyet, medeni durum, yas,
egitim seviyesi, meslek ve aylik gelir 6zelliklerine sahip 413 katilimcidir. Elde edilen

veriler SPSS 24.0 programina aktarilip, analiz edilip, yorumlanmastir.
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ABSTRACT

The Role of Digital Advertisements in Consumers’ Purchasing Behavior on the
Axis of Consumption Culture: An examination on YouTube Advertisements

Seyma MAVI

Consumption, which is necessary for a person to lead a life, is a concept used since the
early days of humankind to meet various basic needs such as shelter, nutrition,
dressing, and survival. However, the development of technology, the change in the
supply-demand balance, and the increase in production and consumption activities
have affected consumption behaviors and at the end of the 19th century, the wishes of
individuals replaced their needs. Along those lines, consumption is a phenomenon that
takes place in line with various psychological and symbolic reasons beyond basic
needs. As a result of this change throughout society, culture has also entered the
process of change and a new culture has emerged where individuals "exist by

consuming”. This culture is called "consumption culture™ by many social scientists.

As for today's societies, "consumption culture™ has increased its dominance even more.
The individual was getting in an effort to gain status and socialize with what she/he
consumes in society. Advertisements are one of the most important tools that ensure
the continuation of the consumption culture. Due to the fact that, besides reminding
the needs, and convincing the individual to the behavior of buying, advertisements
create counterfeit needs in line with various abstract meanings such as obtaining status.
In this direction, social media platforms are the most important environments in which
individuals actively indicate a presence, try to gain status by showing what they buy,
and try to exist by consuming. Realizing that the individual is active in social media

and ready for consumption, advertisers have also turned to social media



advertisements. As of today, social media platforms are actively used as advertising
mediums.

Prepared study in line with this, the role of YouTube ads on consumer purchasing
behavior will examine. The research was conducted using the method of quantitative
exploration. A survey containing questions about demographic information, the
perceived value of advertising, and purchasing behavior was used as a data collection
tool in the research. The sample of the research is 413 participants with different
gender, marital status, age, occupation and monthly income. The obtained data were
transferred to the SPSS 24.0 program, analyzed, and interpreted.
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