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 Today, while companies struggle to survive, one of the most popular marketing 
methods of advertising has become more important in the world and in Turkey. TV 

commercials are one of the most popular advertisement methods as they can use many 

audiovisual tactics to get more customers into it. However, the consumers became 
conscious about these tactics in time and they have started to be suspicious about 

advertisements. Because of this doubt, the consumers have started to have an attitude 

towards the TV commercials. In this study, the attitudes of customers towards the 
telecommunication companies that are engaged in a competition with each other and 

how these attitudes affect their purchase intentions are examined. In this research, 

consumer behavior, methods used in television commercials, persuasion, skepticism 
and attitudes are presented. As a result, how the consumer attitudes affect the purchase 

intentions is analyzed. The purpose of the study is to direct the attention to the relation 

between the attitudes towards the TV commercials and purchase intentions of the 
consumers. Thus, the purpose is to be helpful to the advertisers and advertising 

companies; it is also among the aims to constitute an example for the people who are 
dealing with this issue within academic perspective. In this study, the consumers' 

thoughts about Turkcell which is one of the largest telecommunication companies and 

whose colorful commercials we have seen on televisions are collected with a survey 
and then these data were analyzed in SPSS program. The purpose is to direct the 

attention of the advertisers, companies which allocate a huge budget for advertisement 

and researchers to the customers' point of view regarding this subject. The results of this 
research have indicated that attitude is among the variables affecting purchase 

intentions. The most effective factor in the consumer attitudes is consumer trust. 
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INTRODUCTION 

 

It becomes increasingly difficult to satisfy the customer needs in a global market in which borders have 

disappeared and the options have been increasing. Companies should analyze the customer needs and wishes 

carefully in order to survive against rivals and to be ahead. Customers are now affected from various variables 

while giving a buying decision. Companies resort to various promotion activities in order to express themselves, 

and to be remembered by the customer among all those rival companies.  

In terms of reaching to large masses and its effect, the most effective one among those can be the 

commercials which we see all day long.  

Television has gained continuously increasing audience as of the first day when it entered into people’s life. 

Especially thanks to the developing technologies, audiovisual effects used have resulted in the increase in the 

power and effect of television. This ability to affect and power also attracted the attention of advertising sector 

and television has become one of the most common tools used for advertisements. With the recent awareness of 

consumers, they have started to develop an attitude against television ads which use different tricks to affect 

them. This situation may sometimes yield an opposite result for the advertisements directed to increase buying 

intention of consumers.  

The main purpose of companies is to be one step forward from rivals by making a difference. Apart from 

providing high quality service and product, there is also a series of variables affecting the buying decision in 

order to make a difference. Decision making process of customers regarding buying, television commercials, 

tricks used in commercials, basis of persuasion, suspicion and attitudes are examined in this study.  
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The studies conducted about the subject have indicated that television commercials raise awareness in 

consumers and encourage them to do an act. Those studies have also put forth that a great mass of people are 

certain about how effective the TV commercials are.  

As a communication medium, the TV advertisements are very important models, like the decision process 

of consumer regarding purchase, advertisement and communication, attitudes towards advertisement and 

television and advertisement. The attitudes of consumer towards the television advertisements, where 

competition is observed easily in practice and the effects of them over purchase intend of consumers were 

analyzed in the study.  Survey method was used as data collection tool and literature review was performed in 

addition to this and the study became stronger. The surveys, that their reliability was tested were analyzed 

through SPSS program. However, factor analysis was performed and the basic components, which form the 

attitude, were specified. Following the reliability of these factors was also tested, how the factors forming the 

attitude affect the purchase intend was analyzed through regression analysis. After that, their relations with 

demographic variables were researched with T test and Anova.   Conclusion and proposals were presented and 

the study was concluded.   

 

Television Commercials as A Tool of Communication: 

Advertisements that can be regarded as the mostly preferred communication method in terms of informing 

consumers are the activities performed for a fee for promotion and adoption of goods and services to large 

masses. Television commercials are considered as a tool for informing and persuading in terms of 

communication, and used in the meaning of announcing a product or service to large masses. Within the scope 

of this definition, advertisement means announcing a product to certain masses for a fee with the use of media 

and ensuring formation of attitudes and behaviors in the required manner. Advertisements-as a communication 

method-have the duty of information transfer [7]. 

Television is always watched in some homes all day long. Many families arrange their daily programs, 

meals and chats according to TV. Children also learn to use television as a way to kill time. They learn it so 

quickly that the second thing children are interested in America is television. Children spend 1250 hours per 

year in front of the television. This covers a period more than the one spent at school and so children remember 

brands much better than the number of presidents. The effect of TV on forming attitudes and behaviors is more 

than of schools, religion, parents and books [5].  

We are being exposed to numerous advertisements every day whether consciously or not, even without 

noticing generally. The advertisements that each of them is a product of creative human mind,   try to affect the 

consumers as much as possible, who are confused between many products and trademarks. The television is one 

of the mass media, which is used by advertising very frequently.  

 

Consumer’s Decision Making Process for Buying: 

All buying decisions of consumer are for meeting either a need (food, water, cloth, housing, security etc.) or 

a wish. Experts in the field of consumer behaviors define the needs and wishes as “active or hidden”. If the 

consumer tries to know and satisfy the needs and wishes, it is called active behavior just like needing a coat in 

winter. On the other hand, a hidden wish is not primarily important in consumer’s life. Actually the consumer 

doesn’t notice this wish as long as s/he is attracted by advertisements. For instance, a wish won’t appear if we 

aren’t exposed to advertisements about luxurious trips [6].   

Decision making process is defined as emotional and logical in order to understand how the consumer gives 

buying decision for a product or brand. Taking into account different options and determining the most 

appropriate price value relation result in logical decisions for consumer.For example, regarding products, such 

as refrigerator, TV, and selecting the services, such as private schools, rational decisions play important role. On 

the other hand, the consumer may take emotional decisions for the purpose of enriching his/her image. Cosmetic 

products, greeting cards, fashion clothes and automobiles are among the products that consumers buy through 

taking emotional decisions. 

 

Buying Motives of the Consumer:  

Changing needs in such an environment naturally affect the buying motives in that way. In terms of 

consumer behavior, products/brands can be presented in a way to be functional and problem-solving and to 

remove physiological, psychological, social and hedonist tensions. These two features direct the buying motive 

most of the time. This difference can also be named as rational and emotional buying motives. Such motives as 

high quality, long life, performance can be named as rational and the desire to be different, prestige and 

affecting other people can be named as emotional buying motives [1].  

Two wide types of motives directing the attitude for buying behavior can be discussed. These motives are 

named as informational and transformational. Informational motive accepts that individuals are in the need of 

knowledge in order to remove their negative concerns in buying decisions. Informational motives cause negative 

emotions because of worries.  
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Transformational motive aims to develop the user of a brand and to enrich ego. Relevant brand promises are 

related to the competence to convert the emotional position of users and they are characterized as positive [10]. 

Eight basic motives of buying and using are grouped as negative-origin informational and positive-origin 

transformational. In informational motives, consumer seeks information in order to reduce stress and to solve 

the problem. These motives can be also named as relaxation. As the buyer is trying to be relaxed from a 

negative situation. A positive stimulator or reward is sought in positive-origin transformational motives. These 

two definitions of motive are useful and social-symbolic, in parallel with the division of need.  

 
Table 1: Eight Basic Motives of Purchase and Usage [10] 

Informative motives with negative base  Transformational motives with positive base  

1 – Resolving problem  5- Normal decreasing 

2- Avoidance from problems  6- Emotional satisfaction  

3- Incomplete satisfaction 7-Intellectual stimulation or expertise  

4- Complex avoidance approaches  8- Social admission/approval  

 

The eight basic motives of purchase and usage is separated into two parts as informative motives with 

negative base and transformational motives with positive base  (Table. 1). The consumer tries to find 

information at informative motives for the purpose of decreasing tension and resolving the problem. These 

motives may be called also as relaxing. Because, the purchaser tries to pass from negative situation to relaxed 

one. When the transformational motives with positive base are considered, a positive motive or an award is tried 

to be found. These two motive definitions, is parallel with beneficial and social-symbolic, requirement 

separation in basis. 

It is clear that buying motives gain weight in a transformational dimension within the framework of 

consumption culture. This is also valid in developed countries and developing countries like Turkey. In this 

regard, buying behavior and brand preferences of today’s consumer are directed by transformational motives 

together with symbolic and social needs. The effect of consumption culture on lifestyles has of paramount 

importance for such a motivation and need to gain prevalence [4]. 

 

Attitude for Advertisement:  

The image reflected to the consumer is different from the actual identity of the company and this difference 

is the parts that mislead the consumer. Whether a consumer realizes this difference or not, the consumer gets an 

idea about the company when s/he watches its commercials [3]. 

An individual affecting the target has to resort to one of two persuading general acts using the dissonance 

theory. Persuader should firstly create dissonance in the target, then show how it will remove this dissonance, 

the second alternative is easier. If the target is unable to persuade at first, it means that they already have other 

ideas about this subject. If open behaviors about thoughts are sent to the target for a couple of times, dissonance 

will increase more. The central idea of functional theories is that attitudes depend on basic needs and 

motivations. Accordingly, if the persuader uses the functional theory in persuading, s/he should define the 

motivation sources of the target, and persuader will be able to effectively change the attitudes via defining these 

basic needs. The most difficult part of the theory is to define those needs; the persuader doesn’t have the enough 

information in defining these basic motivations. This will particularly exist in persuasion structure of mass 

audience. Even though some information is obtained about mass audience, it can be difficult to develop and use 

an effective message [7]. The attitudes of consumers against advertisements have been assumed as negative for 

a long period of time. Attitude is an important concept at researches related with marketing and information 

systems. The attitude is an important structure for also information systems. For example, a model accepted in 

technology proposes five basic structure for information systems.  These are, persuasion regarding the product is 

beneficial, persuasion regarding the product’s usage is easy, attitude, intend and usage [8].  

The attitude is the situation that the thought is positive, negative or neutral.  The attitude regarding products 

is formed by means of purchase environment (when and where we can buy, how much we pay), social 

environment (what others buy) and the thoughts regarding their own opinion.  This basic frame gives many 

opinions. In such a way that, orienting individuals to buy something and to change their belief structure, it is 

necessary to realize the reasons causing them to make purchase [7]. The 'entertaining' characteristic is an 

important factor affecting the attitudes of answerers. “Reliability” and “being annoying” follows this factor. The 

attitude has a positive relation with the will to receive message and this will is affected by the motivations in the 

advertisement [9]. 

 

Attitude Towards Advertisement:  

The image reflected to consumer is much more different than the real corporate identity of company and 

this difference is the part confusing the consumer. Whether the consumer realizes this difference or not, he/she 

will have an opinion regarding the company that he/she watches the advertisement of it [3]. The individual, 

affecting the target audience, should apply one of two general persuasive actions using the dissonance theory.  
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The persuasive individual should create dissonance at the target at first and then show them the ways how they 

can resolve and remove this dissonance. The second alternative is easier. If the target is dissonant towards 

persuasion at the beginning, this means that they have an opinion this issue already. If the clear behaviors 

related with their opinions are sent to target several times, the persuasion will increase more and more. The 

central thought of functional theories is that the attitudes are depending on fundamental needs and motivations. 

According to this, if the persuasive individual uses the functional theory for the purpose of persuasion, he/she 

should define the motivation sources of target. So, the persuasive individual may change the attitudes through 

defining these fundamental needs. The most difficult aspect of the theory is defining these requirements. The 

persuasive individual cannot have enough information for the purpose of defining these motivations. This will 

occur especially at the persuasive structure of target audience. Even some information is obtained regarding the 

target audience, it may be difficult to develop an effective message and use it [2]. The attitudes of consumers 

against advertisements have been assumed as negative for a long period of time. Attitude is an important 

concept at researches related with marketing and information systems. The attitude is an important structure for 

also information systems. For example, a model accepted in technology proposes five basic structure for 

information systems. These are, persuasion regarding the product is beneficial, persuasion regarding the 

product’s usage is easy, attitude, intend and usage. 

The attitude is the situation that the thought is positive, negative or neutral. The attitude regarding products 

is formed by means of purchase environment (when and where we can buy, how much we pay), social 

environment (what others buy) and the thoughts regarding their own opinion.  This basic frame gives many 

opinions. In such a way that, orienting individuals to buy something and to change their belief structure, it is 

necessary to realize the reasons causing them to make purchase [2]. The 'entertaining' characteristic is an 

important factor affecting the attitudes of answerers. “Reliability” and “being annoying” follows this factor. The 

attitude has a positive relation with the will to receive message and this will is affected by the motivations in the 

advertisement [9]. 

 

Comparison of the Attitude towards TV Commercials with the One towards Other Advertisements: 

Television and journal among six media tools (television, radio, journal, newspaper, yellow pages and 

direct mail)  create communication problems about the advertisement at the highest level. Disorganization felt, 

prevention of research, pushing towards disorganization are the most unpleasant things in the attitude and the 

problems causing avoidance of advertisements. TV commercials create more annoyance than radio ads. The 

reason why radio ads create less annoyance is that radio channels give advertisements with the music in the 

background [9]. 

The richness of the opportunities offered by television as advertisement media makes great contributions to 

advertisement efficiency. It is pointed out that humanity has started to accept the superiority of “non-verbal 

symbols” again just like in the period before literacy due to the effect of TV. The superiority and efficiency of 

TV over other communication channels are accepted. Television gets most of this efficiency from its visual 

nature to a large extent. As in all cinema and television productions, the content and form of the message given 

in commercial films are presented to audience together with image, voice and action elements [10]. 

 

Use of Television as a Tool of Advertisement:  

Such advertising media as radio, television, newspaper, journal, open air and internet are used in 

introducing commercial to the audience. The one among those advertising media that can reach to the highest 

number of target audience is considered to be television.  

The most effective channel to reach to illiterate people is television. It can be watched everywhere. 

Messages can be effectively given to the audience as they appeal to both eye and ear. Due to all these features, 

television-as the first media tool-is interested in its audience and seeks answers for many problems about the 

audience [2]. 

Television commercials have a highly effective power in promotion and positioning of products. 

Recognition of a newly produced product is a company’s first aim. New product faces a lot of rivals in its 

market. The most significant rivals are powerful and institutionalized brands that have already been on the 

market before the new product, proved themselves and most importantly hold the majority of target audience. 

Surviving among these brands and getting market share require an effective strategy and a campaign. 

Television used in the sustainable phase of the effective strategy and programmed campaign is preferred in 

that advertisements reach to more people and the message is coded in a comprehensible way.  

 

The Relation between TV Advertising and Consumer:  

Advertisement seeks appropriate fields to which it will convey its message. So, it chooses the medium 

appealing to the widest audience in line with the target audience of the publicized product or service. In the 

meantime, it prepares commercials that make the content appealing, don’t bother the target audience and get the 

attention. It also waits the target audience to get ready. A TV commercial is required to get the attention of 
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audience to be successful. Advertisement comes into play at times when the target audience is happy and the 

message can be conveyed easily [5]. 

 

Research on The Relation of Consumer Attitudes Towards Television Ads with Buying Intention: 

Purpose of the Research:  

In today’s global world with increasing competition, the most important method for advertising companies 

is advertisements in order to be ranked among the leading companies in buying process of customers and to be 

one step forward from other companies. Increase in place and importance of television in our life has made TV 

one of the important advertising means. Television is an effective tool to easily reach to the audience from every 

age and segment.  

Companies pay huge amounts for the duration of commercial, its design, vocalization and actor on TV. 

Regarding the number of individuals reached, the costs of TV commercials are less than some other marketing 

methods. However, companies allocating high budgets to commercials expect increase in their sales in return for 

this cost. Advertising companies aim to make advertisements more interesting by using innovations in the fields 

of technology and marketing. Many tricks are used in TV commercials to make products and services seem 

better than the reality. When the effects of advertisements on consumers are analyzed, it is observed that 

consumers also develop a defense mechanism against these tricks prepared to affect them.  

The purpose of this study is to analyze how, in which way and how much consumer attitudes towards 

television commercials affect buying intention.  

 

Importance of the Research:  

Number, duration and importance of TV commercials have increased together with the increasing 

competition. More creative and more different and colorful TV commercials are seen on screens. Some of these 

commercials are so attractive that consumers enjoy those commercials like watching a movie. Not every 

commercial creates a positive effect in the same way and some commercials even irritate or annoy consumers. 

When the main purpose of the commercial is thought to affect consumers, we can utter that the impression in the 

minds of target audience, emotional intensity and the consequent attitude reveal the actual success of 

commercial.  

In changing terms of trade, consumers have become more effective variable in marketing methods. 

Companies conduct many researches in order to recognize, understand this significant variable and to develop 

more effective way. Consumers consciously or unconsciously develop attitudes towards these researches 

developed to affect them and they try to protect themselves from tricks and errors. The result of this study aims 

to present how much these attitudes affect consumers in buying process and to guide companies in their works. 

This study will also help individuals who study the subject in an academic way and it will serve as a model.  

 

Method of Research:  

Research method of this study is descriptive research model.  

 

• Research Model  

 
 

Hypotheses of Research:  

• Main Hypothesis: 

Hı: There is a significant difference between the consumer attitudes towards TV commercials and buying 

intention.  

 

• Hypotheses Belonging to Variables:  

H2: There is a significant difference between the consumer attitudes towards TV commercials and age. 

H3: There is a significant difference between the consumer attitude towards TV commercials and 
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education. 

H4: There is a significant difference between whether the publicized product is considered reliable by 

consumer and income level of these consumers.  

H5: There is a significant difference between whether the publicized product is considered reliable by 

consumer and how often these consumers watch TV.  

H6: There is a significant difference between age and buying intention.  

H7: There is a significant difference between education and buying intention. 

H8: There is a significant difference between income level and buying intention. 

H9: There is a significant difference between the frequency of watching TV and buying intention. 

H10: There is a significant difference between trust in the publicized product and gender. 

H11: There is a significant difference between consumer attitudes towards TV commercials and marital 

status. 

H12: There is a significant difference between marital status and buying intention. 

H13: There is a significant difference between gender and buying intention. 

 

Limitedness of Research and Hypotheses:  

The questionnaire was applied only to the individuals in Istanbul because of limitedness of time and 

financial resources.  

It is assumed in the research that sample group has given true answers to the questions and the questions 

have been prepared in a way to be able to test hypotheses.  

 

Population and Sample of Research:  

The population of research is composed of everyone subject to TV commercials and using a GSM line. 

Sample of research is composed of those living in Istanbul over the age of 18, using a GSM line at least and 

being subject to TV commercials.  

 

Method of Data and Information Gathering:  

The questionnaire was used as a data gathering tool. The questionnaire was compiled from the previously 

conducted research studies concerning the subject. The questionnaire is composed of 30 questions. 5-point 

Likert Scale was used in the first 19 questions of the questionnaire. These questions aim to measure the 

consumer attitudes. Semantic differential scale was used in questions between 20-29. Line chart was applied to 

these questions and it was analyzed in which way the feelings of consumers towards the TV commercials of 

Turkcell change by demographic variables. 30th question of the questionnaire measures the buying intention of 

consumers. The questions in the second part of the questionnaire were directed with the purpose of determining 

demographic variables.  

The questionnaire reached to 200 people living in Istanbul, and it could only be applied to 153 people with 

a return rate 76%.  

 

Data Analysis Techniques:  

Data collected were interpreted by using analysis techniques appropriate for SPSS 15.0 statistical program. 

Factor analysis, regression, ANOVA and T-test were utilized in revealing the relation between variables. 

Frequency distributions were used in distributions belonging to demographic variables.  

 

Findings and Interpretations of Research:   

In this part, hypotheses directed to frequency distributions of demographic variables of the participants, the 

effect of consumer attitude towards TV commercials on buying intention and analysis on relations of attitude 

and buying intention with demographic variables were evaluated.  

 

Reliability of Research: 

 
Table 2: Reliability analysis of the questions about attitude 

Cronbach's Alpha N of Items 

.856 19 

 

Reliability of the questionnaire was tested before starting other analyses. 19 questions measuring the 

attitude were put into analysis. It was found 85.6% following the Cronbach’s Alpha Reliability analysis. This 

indicates that the questionnaire is adequately reliable.   

 

Frequency Tables of Demographic Variables:  

A total of 153 people participated in the questionnaire. Below is indicated how the participants distribute by 
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the demographic variables.  

 
Table 3: Distribution of the participants by the gender variable 

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid   Female 72 47.1 47.1 47.1 

   Male 81 52.9 52.9 100.0 

   Total 153          100.0 

 

100.0  

 

72 of the 153 participants are female and 81 are male. This is nearly a half rate with 47.1% and 52.9%.  

 
Table 4: Distribution of the participations by the marital status  

   Cumulative 1 

   Frequency Percent Valid Percent Percent 

Valid   Married 51 33.3 33.3 33.3 

   Single 102 66.7 66.7 100.0 

   Total 153 100.0 100.0  

 

66.7% of 153 participants are single.  

 

Table 5: Distribution of the participations by the education 

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid  High School 15 9.8 9.8 9.8 

   Associate 12 7.8 7.8 17.6 

   Undergraduate 81 52.9 52.9 70.6 

   Graduate 45 29.4 29.4 100.0 

   Total 153 100.0 100.0  

 

Nearly 80% of the participants are graduates of 4-year university and master’s program.  

 
Table 6: Distribution of the participants by the occupations 

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid   Student 23 15.0 15.0 15.0 

   Employed 83 54.2 54.2 69.3 

   Housewife 26 17.0 17.0 86.3 

   Retired 2 1.3 1.3 87.6 

   Other 19 12.4 12.4 100.0 

   Total 153 100.0 100.0  

 

The distribution of the participants by their occupation is indicated above.  

 
Table 7: Distribution of the participants by their level of income  

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid     0-600 11 7.2 7.2 7.2 

   601-1000 6 3.9 3.9 11.1 

  1001-2000 68 44.4 44.4 55.6 

  2001-3000 37 24.2 24.2 79.7 

  3000<... 31 20.3 20.3 100.0 

  Total 153 100.0 100.0  

 

Nearly 70% of the participants have an income between 1000-3000 TL, 20% earns more and 10% earns 

more or doesn’t have an income.  

 
Table 8: Distribution of the participants by the frequency of watching TV 

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid  Less than 1 hour 16 10.5 10.5 10.5 

    Between1-3 hours  93 60.8 60.8 71.2 

    Between3-5 hours 43 28.1 28.1 99.3 

    Between5-7 hours  1 .7 .7 100.0 

   Total 153 100.0 100.0  
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90% of the participants watch TV for more than 1 hour on a daily basis. They develop attitudes towards TV 

commercials after being subject to them during this period.  

 
Table 9: Distribution of the participants by the appealing advertisements   

    Cumulative 

 Frequency Percent Valid Percent Percent 

Valid   TV 142 92.8 92.8 92.8 

  Newspaper 10 6.5 6.5 99.3 

   Radio 1 .7 .7 100.0 

   Total 153 100.0 100.0  

 

Among the people who answered the questionnaire, the most interesting advertisement type has been stated 

as TV commercials with a rate of 93 percent. It is possible to relate this with the fact stated in the literature part 

of the thesis that TV refers to many audiovisual tricks and so people become inclined to spend a lot of time in 

front of TV.  

 
Table 10: Distribution of the participants by their buying intentions  

   Valid Cumulative 

 Frequency Percent Percent Percent 

Valid  I will absolutely not buy  12 7.8 7.8 7.8 

I will probably not buy  12 7.8 7.8 15.7 

I will probably buy 55 35.9 35.9 51.6 

I will definitely buy  74 48.4 48.4 100.0 

Total 153 100.0 100.0  

 

Finding the Factors Affecting the Attitude:  

 
Table 11: Equation of the factors affecting the attitude  

  Sum of     

Model  Squares df Mean Square F Sig. 

1  

Regression 

 

178.818 

 

3 

 

59.606 

177.9  

 

77 

.000(a) 

 Residual Total 49.901 228.719 149 

152 

.335   

 

Regarding the value in significance column of the Anova table, it is observed that the relation between the 

relevant variables are statistically significant at p<0.01 level.  

 

Findings and Comments on Hypotheses of the Research: 

In this part, the accuracy of hypotheses following the analyses conducted by using regression, anova and T-

test was discussed.  

 

• Main Hypothesis: 

Hı: There is a significant relation between the consumer attitudes towards TV commercials and buying 

intention. 

Below table has been created by including buying intention in the analysis together with the factors forming 

the attitude.  

 
Table 12: Relation between attitude and buying intention  

Model Sum of Squares df Mean Square F Sig. 

1  Regression 

 Residual 

       Total 

178.818 49.901 

228.719 

3 

149 152 

59.606 .335 177.977 .000(a) 

 

It is seen that the relation between attitude and buying intention in table 12 is significant at P<0.01 level. 

Accordingly, Hı hypothesis has been accepted.  

 
Table 13: Analysis of the relation between age and buying intention   

 Sum of     

 Squares df Mean Square F Sig. 

Between Groups 4.338 3 1.446 .960 .413 

Within Groups 224.381 149 1.506   

Total 228.719 152    
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It is seen that the value in the significance column of Anova Table is 0.413. As this value is above 0.05, we 

can say that the relation between age and buying intention isn’t statistically significant. Accordingly, H6 

hypothesis has been rejected.  

H7: There is a significant relation between education and buying intention.  

 
Table 14: Analysis of the relation between education and buying intention 

 Sum of Squares df Mean Square F Sig. 

Between Groups 

 
Within Groups 

 
Total 

9.244 

 
219.475  

 
228,719 

3 

 
149 

 
152 

3.081 

 
1.473 

2.092 .104 

 

It is seen that the value in the significance column of Anova Table is 0.104. As this value is above 0.05, we 

can say that the relation between education and buying intention isn’t statistically significant. Accordingly, H7 

hypothesis has been rejected. 

H8: There is a significant relation between level of income and buying intention. 

 
Table 15: Analysis of the relation between level of income and buying intention 

 Sum of Squares df Mean Square F Sig. 

Between  Groups 

 
Within Groups 

 

Total 

 21.533  

 
207.186  

 

228,719 

4 

 
148 

 

152 

5.383 

 
1.400 

3.845 .005 

 

It is seen that the value in the significance column of Anova Table is 0.05. There is a significant relation 

between level of income and buying intention. Accordingly, H8 hypothesis has been accepted.  

H9: There is a significant relation between the frequency of watching TV and buying intention.  

 
Table 16: Analysis of the relation between the frequency of watching TV and buying intention 

 Sum of     

 Squares df Mean Square F Sig. 

Between Groups   23.466 3 7.822 5.678 .001 

Within Groups  205.253 149 1.378   

Total  228.719 152    

 

It is seen that the value in the significance column of Anova Table is 0.001. As this value is below 0.05, we 

can say that the relation between the frequency of watching TV and buying intention is statistically significant. 

Accordingly, H9 hypothesis has been accepted. 

 

Findings and Comments on Demographic Variables:  

The answers given by the consumers have been separately analyzed with the line chart according to 

demographic variables.  

 

• Age: 

 
Fig. 3: The Relation between Age and Attitude 
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The answers given by the consumers to the statements on both sides of the figure above were classified by 

age. Young consumers believe TV commercials more than elder consumers. These consumers consider the 

commercials of Turkcell better, more sincere and positive. The reason of this attitude can be due to the fact that 

consumers need some time to develop a suspicion after evaluating the relation between the advertisements of 

companies and what they actually do. After that, consumers can develop positive or negative attitudes. Young 

consumers also find commercials entertaining and impressive. The reason behind this can be the commercials 

prepared by telecommunication companies as directed to young consumers and starring of celebrities in 

commercials who are popular among young people.  

While the commercials of Turkcell are perceived as simple, their pragmatic attribute is thought to be low.  

 

• Education: 

 
 

Fig. 4: The Relation between Education and Attitude 

 

The answers given by the consumers to the statements on both sides of the figure above were classified by 

education. The higher the level of education is, the higher suspicion is raised by consumers towards TV 

commercials. The consumers with lower level of education find commercials more persuasive, sincere, positive, 

entertaining and impressive. The consumers with high level of education fins Turkcell commercials good. While 

the commercials are considered to be simple and positive in general, their pragmatic attribute is regarded as low.  

 

• Level of Income: 

 

 
Fig. 5: The Relation between Income and Attitude 
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The answers given by the consumers to the statements on both sides of the figure above were classified by 

level of income. The consumers with higher level of income believe TV commercials of Turkcell more. The 

reason for this can be due to the fact that they feel less suspicion about its price while watching its commercials. 

The consumers with lower level of income find the Turkcell commercials impressive and sincere. It is observed 

that humorous elements of TV commercials of Turkcell are perceived as positive and entertaining by the 

consumers with different levels of income. Commercials are generally considered not to be pragmatic.  

 

• Sex: 

 
 

Fig. 6: The Relation between Gender and Attitude 

 

The answers given by the consumers to the statements on both sides of the figure above were classified by 

gender. Male consumers get more suspicious than female consumers about TV commercials of Turkcell. 

Females consider TV commercials of Turkcell entertaining, simple and impressive. The reason of this attitude 

can be due to the fact that children were starring in Turkcell commercials when this questionnaire was 

conducted. While the commercials are regarded as good and positive, their sincere and pragmatic attributes were 

interpreted as low.  

 

• Marital Status: 

 
 

Fig. 7: The Relation between Marital Status and Attitude 

 

The answers given by the consumers to the statements on both sides of the figure above were classified by 

their marital status. While the commercial are found good, positive and entertaining, their persuasive and 
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pragmatic attributes have been considered low. Although there isn’t much difference, single individuals consider 

commercial better, more positive and entertaining than married individuals. The reason behind this can be due to 

the fact that single individuals are generally young.  

 

RESULTS AND EVALUATION 

 

The boundaries have disappeared in today’s fast globalizing world, the competition has become difficult. It 

is increasingly hard to satisfy consumers. While consumers had no option but to content themselves with what 

they had in the past when products and services used to be limited, it is now possible to reach all the products 

everywhere. Consumers can easily observe the difference between companies thanks to the decrease in time and 

cost of reaching to information. Commercials are used with the purpose of indicating the difference between 

products and creating difference between the same products. Advertising sector has come to a more significant 

place. Companies use commercials in order to be recognized among their rivals and to promote their products to 

consumers.  

TV commercials are among the most remarkable types of marketing methods. TV commercials are an 

advantageous type of advertising in terms of using many audiovisual advertising tactics at the same time. As 

television is preferred more than such media as newspapers, journals, radio etc., and the number of audience to 

be reached with this way is higher. The questionnaire conducted clearly shows that TV commercials have a 

different superiority over the advertisements in other media.  

The factors directing consumers towards buying behavior were analyzed in our article. Many variables such 

as the geography where consumers live, use of media, patterns of use, needs, wishes, consumption styles, 

culture, social class, reference groups, family, status etc. play a role in buying behavior. It is a matter of fact that 

must be paid attention that the ones among these variables directing the target group towards buying behavior 

should be selected while designing TV commercials. Not only the selection of appropriate factors directing 

towards buying behavior in TV commercials, but also how these factors are conveyed is important. Repetition, 

rewarding, punishing, cohesion with traditions, creating the feeling of belonging to a group, incentive, 

addressing to needs and identification are among the tricks used in television.  

The relation of consumer attitudes towards TV commercials with buying intention was also evaluated in 

this study. Telecommunication sector in which competition is fierce was particularly chosen as an example. The 

company holding the biggest market share in this sector is Turkcell. Turkcell allocate a high budget for TV 

commercials. The survey questions were prepared for Turkcell due to their remarkable commercials and their 

frequent use of TV commercials. 80% of the participants are aged between 19-35. Such an age range of 

consumers is an expected result. Special packages and commercials offered by telecommunication companies to 

university students, young people and working people can be seen as an indicator showing that this age range is 

the target group for telecommunication companies. Therefore, it can be uttered that students or working young 

population use mobile phones more.  

90% of the participants watch TV for more than one hour on a Daily basis. This result reveals the 

importance of the number of people reached by television.  

Among the people who answered the questionnaire, the most interesting advertisement type has been stated 

as TV commercials with a rate of 93 percent. It is seen that TV commercials are successful at calling the 

consumers’ attention by using audiovisual elements and technological innovations.  

The findings obtained as a result of the analyses fit for the purposes of this study and a significant relation 

was ascertained between consumer attitudes towards TV commercials and buying intention as expected. This 

result should be taken into account by advertiser institutions and advertising sector, it must be paid attention to 

consumer attitudes to be formed in commercials. 

The trust of the consumer affects the purchasing behaviors very much.  When the companies do not give 

place misleading or exaggerated expressions at their advertisements and share the information that how much of 

their commitments they realized, the purchasing behavior is affected in positive manner. Reflection of product 

information to consumer correctively and without any deficiency, and the power of company affect the 

purchasing behavior in direct proportion. Meaningful differences between TV watching frequency and attitude 

supported by income level were found and they are focused on purchasing reflections. The individuals with high 

income level assume TV advertisements as more meaningful and beneficial than others.  The male and female 

consumers have different attitudes regarding TV advertisements. Males have more suspicious approach than 

females towards  TV advertisements. It was detected as the result of research that this attitude affects the 

purchasing behavior.   Because the attitude of consumers with high income level is different than the consumers 

with low income level, their purchasing behavior is also different from each other. The TV watching frequency 

also causes to awareness of consumers about product by means of TV advertisements and then it causes the 

consumers to make decision regarding purchasing behavior.  

It is clearly observed that preference of television commercials by firms and advertising companies as a 

strong marketing tool is the right way to affect buying intentions of consumers. However, one must be careful 
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about the attitude to be formed via these commercials. This attitude can be towards the company, product or 

both. The importance of TV commercials and their effect on buying intention via the attitude to be formed have 

been manifested with this study. The importance of the study was recognized by firms, advertising companies 

and researchers who are interested in the subject from an academic perspective. It can be a matter of research for 

other studies in which way the desired attitude will be formed via TV commercials. Elements that bother and 

annoy consumers and create negative attitude in them can be determined and ensured not to be used in 

commercials. Pleasing and assuring elements forming positive attitudes can be used in commercials. Thus, the 

highest level of benefit can be yielded from TV commercials costing a lot.   
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