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Keywords

Geleneksel kitle iletisim araglarindan biri olan televizyon, kitlelere ulasabilmek isteyen
isletmeler icin Onemli bir aragtir. Televizyon reklamlarinin etkililiginde one c¢ikan
uygulamalardan biri de reklamlarda iinlii kullanimidir. Tiiketici etnikmerkezciligi ise,
bireyin ait oldugu toplumu istiin gorme egilimidir. Bu ¢aligmada, reklamlarda {inli
kullanimi stratejisinin bireylerin satin alma niyetleri lizerindeki etkisini ve bu iliskide
etnikmerkezcilik kavraminin roliinii belirlemek amaglanmistir. Caligsma, Tiirk Hava Yollari
televizyon reklamlarinda yer alan {inliileri konu edinerek 18 yas iistii, daha 6nce en az bir
kez Tirk Hava Yollarnn ile ugak seyahati gergeklestirmis Tirk vatandaslari iizerinde
ylriitiilmiistiir. Calisma, nicel ve nitel olmak {izere karma bir yontem {izerine kurulmustur.
Nitel veriler bir odak grup goriismesi ve bir yar1 yapilandirilmis derinlemesine miilakat
aracilifiyla elde edilmis ve kodlama yontemi ile analiz edilmistir. Nicel veriler ise, 404
gegerli anket formundan elde edilmis ve tanimlayici istatistiki analizler, giivenilirlik analizi,
kesfedici ve dogrulayici faktdr analizi ile yapisal esitlik modeli araciligryla yorumlanmustir.
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Television, one of the traditional mass media, is an important tool for businesses that aim
to reach the masses. One of the prominent applications in the effectiveness of television
advertisements is the use of celebrities in advertisements. Consumer ethnocentrism is the
tendency of an individual to see the society to which they belong as superior. In this study,
it is aimed to determine the effect of celebrity endorsement strategy in advertisements on
individuals' purchase intentions and the role of the concept of ethnocentrism in this
relationship. The study was conducted on citizen of Republic of Tiirkiye over the age of
18, who have travelled at least once before with Turkish Airlines, by focusing on the
celebrities in Turkish Airlines television commercials. The study is based on a mixed
method, both quantitative and qualitative. Qualitative data were obtained through a focus
group interview and a semi-structured in-depth interview and analyzed by coding method.
Quantitative data, on the other hand, were obtained from 404 valid questionnaires and
analyzed through descriptive statistical analyses, reliability analysis, exploratory and
confirmatory factor analysis, and structural equation modeling.
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