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Oz

Bu arastirmada, Tiirkiye’de yasayan tiiketicilerin YouTube reklamlarina yonelik tutumlarin: etkileyen
faktorleri (kurumsal itibar ve materyalizm) ve bu tutumlarin e-WOM davranislarini sergileme niyetleri
ve satin alma niyetleri {izerindeki etkisinin incelenmesi amaglanmaktadir. Veriler, Ankara’da yasayan,
20 yasindan biiyiik ve Youtube reklamlarini deneyimlemis 204 bireyden yiiz yiize anket ile toplanmis
ve kolayda Orneklem yontemi tercih edilmistir. Toplanan veriler, IBM SPSS 26 ve AMOS 24 paket
programlari ile analiz edilerek, 6l¢iim model ve yapisal model incelenmistir. Analizler sonucunda
tiiketicilerin YouTube reklamlarina yonelik tutumlar: tizerinde kurumsal imajin ve materyalizmin
anlamli bir etkiye sahip oldugu tespit edilmistir. Bunun yan sira tiiketicilerin YouTube reklamlarina
yonelik tutumlarmin, bu bireylerin e-WOM davramnis: sergileme niyeti ve satin alma niyeti iizerinde
anlamli bir etkisinin oldugu belirlenmistir.
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Abstract

This study aims to examine the factors (corporate reputation and materialism) affecting Turkish
consumers' attitudes towards YouTube advertiements and the impact of these attitudes on their
intentions to engage in e-WOM behaviors and purchase intentions. The data have been collected from
204 individuals living in Ankara, older than 20 years of age and who have experienced Youtube
advertisements through face-to-face surveys and the convenience sampling method has been preferred.
The collected data have been analyzed with IBM SPSS 26 and AMOS 24 package programs and the
measurement model and structural model have been examined. As a result of the analysis, it has been
determined that corporate image and materialism have a significant effect on consumers' attitudes
towards YouTube advertisements. In addition, it has been determined that consumers' attitudes
towards YouTube advertisements have a significant effect on their intention to engage in e-WOM
behavior and purchase intention.
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