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Tuketicilerin Satin Aldiklari Markali
Mobilya Urlnleri Tercihlerine Etki
Eden Degiskenlerin Belirlenmesi

Ozet

isletmelerin hedef pazarda basarili olabilmesi agisindan tiiketici davranislarinin bi-
linmesi 6nemli bir gerekliliktir. Pazar ekonomisi uygulamalariyla tiketicilerin hetero-
jen kimlikleri yaninda Griin ve marka seciminde etkilendikleri faktorlerde homojen
gorunUmleri daha da belirginlesmigtir. TUketiciler satin alma tercihlerinde ve satin
alma kararina ulasmada; urinun nitelikleri, islevsel degeri, 6nem dereceleri ve mar-
kaya ait inan¢ durumlarini gézden gegirirler. TUketicilerin satin alma davranislar;
bilgisayar, mobilya gibi begenmeli mallarda farkl iken kolayda mallarda ise daha
farkhdir. Bu galismada, tiketicilerin markali mobilya Urinleri tercihlerine etki eden
degdiskenlerin belirlenmesi amaciyla bir anket ¢alismasi yapiimisgtir. Elde edilen ve-
rilere; parametrik testlerden Tek Yonli Varyans ve Faktor analizi uygulanmistir. 11
faktor altinda toplanan 33 degisken lzerinde; cinsiyet, yas ve mobilya Griin gruplari
gibi bazi grup degiskenleri agisindan anlamh farklar bulunmustur.

Anahtar Kelimeler: Tiiketici Davranigi, Begenmeli Mallar, Faktér Analizi.

The Determination of the Variables that Affected
Consumers’ Behaviors on Buying Decisions
about the Brand Furniture Products

Abstract

Knowing of consumers’ behavior is a necessity in order to be able to be successful
in the targeted markets. With influences of Market Economy, beside the heteroge-
nic identity of the consumers, their homogeneity appearance has become more
obvious that the factors which affect the choice of the brand and product. What the
consumers take into consideration when their prefers and buying decisions are con-
cerned is; the qualification, functional value, vitality and their own belief in the brand.
Consumers’ behavior differ in buying goods; they can buy convenience goods easily
whereas they can think more on durable goods such as computer, furniture etc.
In this study, a survey has been applied to clarify and sort out the effects of the
consumers’ buying preferences about brand furniture products. One-way ANOVA
and Factor Analysis, which are some parametric tests, are applied to the gathered
results. Finally, out of 11 different factors and 33 variables; we found out meaningful
differences about their choice such as age, sex and furniture types.
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