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Bu arastirmada tiiketicilerin iiriin yerlestirmeye kars: tutumlarinin satin alma niyetleri {izerindeki
etkisini belirlemek amaclanmustir. Uriin yerlestirme uygulamalarinin en fazla kullanildig; kitle iletisim
araglar1 filmler ve diziler oldugu igin bu arastirma filmlerdeki ve dizilerdeki {iriin yerlestirme
uygulamalari ile smirli tutulmustur. Ana kiitlenin biiyiikliigii, anlamli sayida veri toplama zorlugu,
siire kisit1 gibi sebeplerden kaynakli olarak bu arastirma Ankara’daki {iniversitelerde 6grenim goren,
18 yasindan biiyiik olan ve film-dizi izleyen 6grenciler ile sinirli tutulmustur. Arastirmada kullanilan
veriler ‘Uriin Yerlestirmeye Karsi Tutum Olgegi’ ve ‘Uriin Yerlestirmeye Yonelik Satin Alma Niyeti
Olgegi'ne dayandirilan bir g¢evrimici anketle toplanmistir. 397 kisiden toplanan veriler IBM SPSS
Statistics 22.0 programu ile analiz edildiginde; en sik satin aldiklar1 iiriin grubu bakimindan tiiketicilerin
iiriin yerlestirmeye kars: tutumlarinin ve satin alma niyetlerinin farklihik gosterdigine, film-dizi izleme
sikliklarinin {iriin yerlestirmeye karsi tutumlari ile satin alma niyetleri iizerinde, iiriin yerlestirmeye
karsi tutumlarinin satin alma niyetleri iizerinde olumlu etkiye sahip olduguna iliskin sonuglara
ulasilmstir.

Anahtar Kelimeler: Uriin yerlestirme, {iriin yerlestirmeye kars1 tutum, tiiketici davrarislari, satin alma
niyeti.
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Abstract

In this research, it is aimed to determine the effect of consumers' attitudes towards product placement
on their purchase intentions. Since the mass media where product placement applications are mostly
used are movies and TV series, this research has been limited to product placement applications in
movies and TV series. Due to reasons such as the size of the population, difficulty in collecting a
significant number of data, and time constraints, this research was limited to students over the age of
18 who were studying at universities in Ankara and watching movies and TV series. The data used in
the research were collected through an online questionnaire based on the 'Attitude Scale towards
Product Placement' and the 'Purchase Intention Scale for Product Placement’. When the data collected
from 397 people were analyzed with the IBM SPSS Statistics 22.0 program; It has been concluded that
consumers' attitudes towards product placement and purchase intentions differ in terms of the product
group they most frequently buy, their frequency of watching movies and TV shows has a positive effect
on their attitudes towards product placement and purchase intentions, their attitudes towards product
placement have a positive effect on their purchase intentions.
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