OZET

Giliniimiizde her alanda oldugu gibi pazarlama alaninda da biiylik degisimler yasanmaktadir.
Kiiresellesme ile birlikte yasanan gelismeler ozellikle teknolojik gelismeler, hizli niifus artisi,
niifusun sosyo-ekonomik yapisindaki degismeler tiiketicilerin satin alma davraniglarini etkilemekte,
istek ve gereksinimlerinin farklilagmasina da neden olmaktadir. Satin alma davranisi sosyal,
kiiltiirel, psikolojik ve kisisel faktorlerden etkilendigi igin, kisiler homojen o6zellik
gostermemektedirler. Bundan dolay1 kisiden kisiye degisip farkli satin alma eylemleri ortaya
¢ikmaktadir.

Tiiketici tercihlerinde meydana gelen bu tiir gelismeler ve rekabet kosullari, 6zellikle egitim
sektoriinde hem kullanilan teknoloji hem de pazarlama yontemleri agisindan 6nemli degisikliklere
yol agmustir. Tiiketicilerin giiniimiizde egitime verdikleri onem her gecen giin artarken, bilgili
tiiketici sayisinin artmasi ve buna bagl olarak daha bilingli ve daha segici olmalari, yogun rekabet
ortaminda tiniversiteleri farkli ¢dztimler bulmaya yoneltmistir.

Bu arastirmada, tiiketici davraniglar, tiiketici davranislarina etki eden faktorler: psikolojik,
sosyokiiltiirel, kigsisel faktorler, vakif tiniversitelerinin reklamlarinin gorsel ve dilsel olarak
coziimlenmesi ve c¢oziimlemelerin, lise son smif dgrencilerinin liniversite tercihlerini belirleyen
psikolojik etmenleri belirleme anketi sonuglari ile karsilagtirilmasi konular1 incelenmistir. Ayrica,
Istanbul ili Gaziosmanpasa ve Besiktas ilcelerinde son sinif dgrencisi olarak dgrenim goren Genel
Lise, Meslek Lisesi ve Anadolu Lisesi 256 birey ile anket yapilmustir.

Arastirma sonucu elde edilen bulgulara gore tiiketicilerin psikolojik etmenlerden etkilendigi,
psikolojik etmenler igerisinde en yiliksek oranda Ogrenme etmeninden, en diisiik oranda ise
motivasyon/giidii etmenlerinden etkilendikleri sonucuna ulasilmistir.

Arastirma sonuglarindan elde edilen verilere gore, iiniversite tercihlerinde reklam kaynaklarinin
etkisi sonuncu siradadir. Bu nedenle 6grenci adaylariin tercihlerine yon vermek agisindan, bu
bireylerin bagvurdugu diger kaynaklar1 da etkilemek ve reklam iletilerinde psikolojik etmenleri
daha etkili kullanmak, adaylarin davraniglarini istendik yonde degistirme konusunda yardimci
olacaktir.



SUMMARY

Nowadays, great changes have been lived also in marketing field as the other fields had. The
developments which had been lived together with globalization such as technological developments
rapid increase of population, socio-economic changes in population, socio-economic choupes in
population, have been caused the diversification of needs and wants. So the behaviour of purchasing
is effected by the factors of social, cultural, pysicological that individuals hasn’t been shown
homogen spesification. As a result of that diffirent purchasing activities have been occured
changing from one to one.

That kind of developments related to consumers preferences and conditions of competition
couses serious changes especially in education sector in wiev of using techonology and marketing
methods. The importance that consumers give to education has been increasing day after day, that
increasing the volume of selective consumers are directed the univeristies to find diffirent solutions.
In this research, consumer behavior, factors that affect consumer behavior: psychological, socio-
cultural, personal factors, the analysis of foundation universities ads and analyzes visual and
linguistic, psychological factors determining the choice of high school seniors and college students
were examined to compare with the results of the survey. In addition, a survey was done with 256
individuals who are studying as final years students in High School,Anatolian High School and
Vocational High School in Besiktas and Gaziosmanpasa districts of Istanbul.

According to findings of the research, the result of the consumers effection of psychological
factors, learning at the highest rate and motivation is lowest, has been concluded.

According to the data obtained from the survey results, the effect of advertising resources last
ranks of university preferences. Therefore, in terms of giving direction to the preferences of
prospective students, and advertising messages to influence other resources referenced by these
individuals more effective use of psychological factors, the candidates will help to change their
behavior in the direction desired.



