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Özet:   
 

%X�oDOÕúPDQÕQ�DPDFÕ��$YUXSD�%LUOL÷L��ONHOHULQGH��UHWLOHQ��U�QOerin, Türk 
W�NHWLFLVLQLQ�EDNÕú�DoÕVÕ\OD�HVDV��ONH�HWNLOHULQL�PLOOL\HW�PHUNH]FLOLN�HWNLVL\OH�
ELUOLNWH� DUDúWÕUPDNWÕU�� %X� DPDoOD�� $QNDUD¶GDNL� ���� KDQHKDONÕQD� $%� �\HVL�
ED]Õ� �ONHOHUH� �$OPDQ\D�� )UDQVD�� øQJLOWHUH�� øVYHo�� øWDO\D�� DLW� RWRPRELOOHULQH�
yönelik tutumlaUÕ� YH� PLOOL\HW� PHUNH]FLOLN� G�]H\-OHUL� VRUXOPXúWXU�� (OGH�
HGLOHQ� YHULOHU� $129$� YH� EDVLW� GR÷UXVDO� UHJUHV\RQ� LOH� DQDOL]� HGLOPLúWLU��
8ODúÕODQ�VRQXoODUD�J|UH��NDWÕOÕPFÕODU��$%��ONHOHULQH�DLW��U�QOHULQ�HVDV��ONH�
HWNLOHULQL� DQODPOÕ� G�]H\GH� IDUNOÕ� GH÷HUOHQGLUPHNWHGirler. Bu fark 
NDWÕOÕPFÕODUÕQ�PLOOL\HW�PHUNH]FLOLN�G�]H\LQH�J|UH�GH�GH÷LúPHNWHGLU� 

 
Abstract:  
 

An Investigation on the Country of Or igin Effect of European Union 
Countr ies with the Influence of Ethnocentr ism 

 

The purpose of this study is to investigate Turkish customer view about 
the country of origin effect with the influence of the customer’s 
ethnocentric level. For this purpose, the households in Ankara were asked 
for their attitudes toward some automobiles belong to some European 
Union countries namely England, France, Germany, Italy, Sweden, and 
their ethnocentric level. The data collected with the 471 questionnaires were 
analyzed by ANOVA and Simple Linear Regression. It was concluded that, 
the respondents assigned significantly different country of origin effect to 
the different brands. Those differences were varied with the ethnocentric 
level of the respondents.   

                                                 
Anahtar Sözcükler:�(VDV��ONH�HWNLVL��PLOOL\HW�PHUNH]FLOLN��$YUXSD�%LUOL÷L� 
Keywords: Country of origin effect, ethnocentrism, European Union. 
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7�UNL\H¶QLQ�$YUXSD�%LUOL÷L¶QH��$%��JLULú�V�UHFLQGH�|QHPOL�ELU�PHVDIH�NDW�

HWWL÷L�EX�J�QOHUGH��NRQX�SROLWLN�DODQÕQ�\DQÕ�VÕUD��DNDGHPLV\HQOHU�� LúOHWPHOHU�YH�
ELU� oRN� NXUXP� YH� NXUXOXú� WDUDIÕQGDQ� IDUNOÕ� \|Q�\OH� �]HULQGH� GDKD� oRN�
GXUXOPDNWD� YH� LQFHOHQPHNWHGLU�� %LUOL÷LQ� WHN� WRSOXP� ROXúWXUPD� DPDFÕQÕQ�
\DQÕQGD�� WRSOXOX÷D� �\H� �ONHOHULQ� úX� DODQODUGD� ELUOLNWHOLN� YH� X\XP� VD÷ODPDODUÕ�
JHUHNPHNWHGLU�� 6ÕQÕUODU� ROPDNVÕ]ÕQ� WHN� SD]DU� ROXQPDVÕ�� HNRQRPLN� YH� VRV\DO�
ELUOLNWHOLN�� ELOLPVHO� YH� WHNQRORMLN� ELUOLNWHOLN�� $YUXSD� VRV\DO� \DSÕVÕQÕQ�
ROXúWXUXOPDVÕ�YH�ELUOLN�GÕúÕ��ONHOHUOH�LOLúNLOHUGH�RUWDN�WDYÕU�DOPD��oHYUH�LOH�LOJLOL�
SROLWLNDODUGD�LúELUOL÷L��7HHNHQV�������� 

 
<XNDUÕGD� EHOLUWLOGL÷L� úHNLOGH� VÕQÕUODU� ROPDNVÕ]ÕQ� WHN� SD]DU� KDOLQGH�

E�W�QO�N� VD÷ODQPDVÕ� �ONHOHU� DoÕVÕQGDQ� GH÷HUOHQGLULOGL÷LQGH�� W�P� �ONH�
W�NHWLFLOHULQLQ�ELUOL÷H�ED÷OÕ�GL÷HU��ONHOHUGH��UHWLOHQ��U�QOHUH�\|QHOLN�LPDMODUÕQGD�
GD� ELU� E�W�QO�N� ROPDVÕQÕ� JHUHNWLUHFHNWLU�� 7�NHWLFLOHULQ� LPDMODUÕQGD� E|\OHFH�
ROXúDFDN� E�W�QO�N� E|OJHVHO� ELU� NDOLWH� GH÷HUOHQGLUPHVLQL� GH� \DUDWDELOHFHNWLU�
�%UXQQLQJ� ������� 6|]� NRQXVX� E|OJHVHO� NDOLWHQLQ� ROXúWXUXOPD� DúDPDVÕQÕQ�
DOW\DSÕVÕ� LVH�� $%� �ONHOHULQGH� �UHWLOHQ� �U�QOHUH� \|QHOLN� �ONH� KDQH� KDONODUÕQÕQ�
VDKLS� ROGX÷X� HVDV� �ONH� HWNLVLQLQ� �FRXQWU\� RI� RULJLQ�� EHOLUOHQPHVL� LOH�
EDúOD\DELOHFHNWLU��%X�ED÷ODPGD�H÷HU�ELU��ONHQLQ�W�NHWLFLVL�GL÷HU��ONHOHUH�\|QHOLN�
olumlu bir tutuma sahipse, o tüketicinin o ülkenin ürünlerine yönelik olarak da 
olumlu tutuma� VDKLS� RODFD÷Õ� EHNOHQHELOLU�� %X� QRNWDGD� EHOLUWLOPHVL� JHUHNHQ�
KXVXV��ELUH\LQ��ONH\H�DLW�JHQHO�LPDMÕQÕ�YH\D�WXWXPXQX��R��ONHQLQ��U�QOHULQH�GH�
\DQVÕWDFD÷ÕGÕU��%|\OHFH�V|]�NRQXVX�E|OJHVHO�NDOLWH�NULWHUOHUL�EHOLUOHQHELOHFHN�YH�
tek pazar halinde bir bütünlük oluúPDVÕ�GDKD�GD�NROD\ODúDELOHFHNWLU�� 

 
'L÷HU� WDUDIWDQ�� W�NHWLFLQLQ� GL÷HU� �ONH� �U�QOHULQH� \|QHOLN� WXWXPXQX��

tüketicinin milli yet merkezcili k (ethnocentrism) düzeyi de etkileyebilecektir. 
0LOOL\HW�PHUNH]FLOLN�ELUH\LQ�NHQGL�PLOOL\HW�GH÷HUOHULQH�VDKLS�oÕNPDVÕ�QHdeniyle 
NHQGL� �ONHVLQGH� �UHWLOHQ� �U�QOHUH� \|QHOLN� ROXPOX� H÷LOLPLQL� LIDGH� HWPHNWHGLU��
'XUXP� E|\OH� ROXQFD�� PLOOL\HW� PHUNH]FLOLN� G�]H\L� ELUH\GH� �U�QOHULQ� �UHWLOGL÷L�
�ONHOHU�KDNNÕQGD�JHQHO�ELU�NDQDDW�ROXúPDVÕQD�QHGHQ�RODFDN�YH�EX�GD��U�QOHULQ�
esas ülke etkisinL�HWNLOH\HELOHFHNWLU��%DúND�ELU�LIDGH\OH��\�NVHN�G�]H\GH�PLOOL\HW�
PHUNH]FL� RODQ� ELU� ELUH\LQ� GL÷HU� KHUKDQJL� ELU� �ONHGH� �UHWLOHQ� �U�QH� \|QHOLN�
WXWXPX�GD�]D\ÕI�RODELOHFHNWLU�� 

 
<XNDUÕGD� EHOLUWLOHQ� KXVXVODUGDQ� KDUHNHWOH� EX� oDOÕúPDQÕQ� ELULQFL� DPDFÕ��

ülkemizdeki� W�NHWLFLOHULQ�$%��ONHOHULQGH��UHWLOHQ��U�QOHUH�\|QHOLN�LPDMODUÕQGD��
�U�QOHULQ� �UHWLOGL÷L� �ONHOHULQ� HWNLVLQL� EHOLUOHPHNWLU�� dDOÕúPDQÕQ� LNLQFL� DPDFÕ��
7�UN�W�NHWLFLVLQLQ�$%��ONHOHULQGH��UHWLOHQ��U�QOHUH�\|QHOLN�LPDMÕQ�PLOOL\HWoLOLN�
düzeyi il e herhangi bir ilLúNLVLQLQ�ROXS�ROPDGÕ÷ÕQÕ�DUDúWÕUPDNWÕU� 
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%X� QHGHQOH�� DúD÷ÕGD�� |QFH� HVDV� �ONH� HWNLVL� YH� PLOOL\HW� PHUNH]FLOLN�
�]HULQGH�GXUXODFDN�YH�DUNDVÕQGDQ�DUDúWÕUPD�EXOJXODUÕQD�\HU�YHULOHFHNWLU�� 

 
 
,��(6$6�h/.(�(7.ø6ø��&RXQWU\�RI�2ULJLQ�(IIHFW� 
 
*�Q�P�]�Q� \R÷XQ� UHNDEHWoL� RUWDPÕQGD� SD]DUODPDFÕODUÕQ� NDUúÕODúWÕNODUÕ�

|QHPOL� ELU� SUREOHP� �U�QOHUL� HQ� D]� ULVNOH� VXQDFDN� úHNLOGH�� \HQL� �U�QOHULQ� YH�
LOHWLúLP� VWUDWHMLOHULQLQ� VHoLPLGLU�� 8OXVODUDUDVÕ� SD]DUODPD� oHUoHYHVLQGH�� EX�
NDUDUODU� YHULOLUNHQ� J|]� |Q�QGH� EXOXQGXUXOPDVÕ� JHUHNHQ� |QHPli bir konu ülke 
LPDMÕGÕU� �6DQMHHY� YH� 6DPHHU�� ������� 'LFKWHU� ����¶GH� ³PDGH� LQ«´� LEDUHVLQLQ�
�U�QOHULQ� NDEXO� HGLOPHVL� YH� EDúDUÕVÕ� �]HULQGH� oRN� E�\�N� HWNLVL� RODELOHFH÷LQL�
EHOLUWPLúWLU�� 2� ]DPDQGDQ� EHUL� ���¶�Q� �]HULQGH� oDOÕúPDGD� HVDV� �ONH� HWNLVL�
DUDúWÕUÕOPÕúWÕU� �0DURQLFN�� ������� hONH� LPDMÕ�� W�NHWLFLOHULQ� EHOLUOL� ELU� �ONHGH�
\DSÕODQ� �U�QOHULQ� NDOLWHVL� LOH� LOJLOL� JHQHO� DOJÕODUÕGÕU� �%LONH\�� 1HV�� ������� hONH�
LPDMÕ�D\UÕFD�³HVDV��ONH�LSXFX´�RODUDN�GD�ELOLQLU��(VDV��ONH���U�Q�Q��UHWLOGL÷L�\HUH�
DLW� ELOJLOHUH� LOLúNLQ� ELU� NDYUDPGÕU� �<RQJ�� ������� 'L÷HU� ELU� LIDGH\OH� HVDV� �ONH��
�U�Q��YH\D�PDUND\Õ�SD]DUOD\DQ�ILUPDQÕQ�PHUNH]LQLQ�EXOXQGX÷X��ONH�\DQL��DQD�
ülkedir (Al-Sulaiti ve Baker,1998; Johansson vd., 1985). Esas ülke etkisi ise, 
�UHWLPLQ�\DSÕOGÕ÷Õ��ONHQLQ�W�NHWLFLQLQ��U�QH�LOLúNLQ�ROXPOX�YH\D�ROXPVX]�DOJÕODUÕ�
�]HULQGHNL�KHU�W�UO��HWNLVL�RODUDN� WDQÕPODQDELOLU��&DWHRUD�������������� �2OXPOX�
�ONH� LPDMÕQÕQ� YH� HVDV� �ONH� HWNLVLQLQ� YDUOÕ÷Õ�� SD]DUODPDFÕODUD�� W�NHWLFLOHU�
WDUDIÕQGDQ�KÕ]OD�NDEXO�HGLOHQ�\HQL��U�QOHU�VXQPD�LPNDQÕ�VD÷OD\DELOLr. “Made in 
D� FRXQWU\´� HWLNHWLQLQ� ROXPOX� DOJÕ� \DUDWÕS� \DUDWPDGÕ÷ÕQÕQ� YH� QH� ]DPDQ�
\DUDWWÕ÷ÕQÕQ� WDQÕQDQ� �U�QOHU� DoÕVÕQGDQ� DQODúÕOPDVÕ� GL÷HU� �U�QOHUH� DNWDUÕODELOLU��
%X�� SD]DUODPDFÕODUD� �U�Q� VXQXPODUÕQÕ� J�oOHQGLUPH� YH� SD]DUODPD� VWUDWHMLOHULQL�
ROXúWXUPD�LPNDQÕ�verecektir (Sanjeev ve Sameer, 1996). 

 
(VDV� �ONH� HWNLVL� LOH� LOJLOL� OLWHUDW�UGH� LNL� \DNODúÕP� YDUGÕU�� øON� \DNODúÕP�

)LVKEHLQ�PRGHOLQH�GD\DQÕU��%XQD�J|UH�� ELU� �U�Q�Q�QLWHOLNOHUL� LOH� LOJLOL� LQDQoODU�
�U�QH� NDUúÕ� ROXúDQ� WXWXPODUGDQ� |QFH� JHOLU� YH� RQODUÕ� HWNLOHU� �<ong, 1997). 
7�NHWLFLOHU�ELU��U�Q��ELOJL�LSXoODUÕQD�GD\DQDUDN�GH÷HUOHQGLULUOHU��%X�LSXoODUÕ�WDW��
WDVDUÕP�� SHUIRUPDQV� JLEL� LoVHO� YH� IL\DW�� PDUND� DGÕ�� JDUDQWL� JLEL� GÕúVDO� ROPDN�
�]HUH� LNL\H� D\UÕOPÕúWÕU�� 7�NHWLFLOHU� GÕúVDO� LSXoODUÕQÕ� PDUNDQÕQ� JHUoHN� LoVHO�
kalitHVLQL� EHOLUOH\HPHGLNOHULQGHQ�PDUND\Õ� GH÷HUOHQGLULUNHQ� NXOODQÕUODU� �+DQ� YH�
Terpstra, 1988).  

 
øúWH���U�Q�Q��UHWLOGL÷L�HVDV��ONH���U�Q�GH÷HUOHQGLUPHGH�\XNDUÕGD�EHOLUWLOHQ�

GÕúVDO� LSXoODUÕQGDQ� ELULGLU�� d�QN��� W�NHWLFLOHU� GL÷HU� �ONHOHULQ� �U�QOHULQH�
\DEDQFÕGÕUODU� �+DQ� YH� 7HUSVWUD�� ������� %X� W�U� GÕúVDO� LSXFX� ED]OÕ�
GH÷HUOHQGLUPHOHULQ� LoVHO� LSXoODUÕ� ROPDGÕ÷ÕQGD�GDKD� VÕN� NXOODQÕOGÕ÷Õ� YH�\DEDQFÕ�
�ONHOHUGHQ� oÕNDQ� W�P� �U�QOHULQ� HVDV� �ONH� HWNLVLQH�PDUX]� NDOGÕ÷Õ� EXOXQPXúWXU�
�+XEHU�YH�0F&DQQ���������øNLQFL�\DNODúÕP�LVH��KDOR�HWNLVL�PRGHOLQH�GD\DQÕU��%X�
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\DNODúÕPD�J|UH�� W�NHWLFLOHU�JHQHOGH�VDWÕQ�DOPDGDQ�|QFH�ELU��ONHQLQ��U�QOHULQLQ�
NDOLWHVLQL� EHOLUOH\HPHGLNOHULQGHQ� �U�Q� GH÷HUOHQGLUPHVLQGH� �ONH� LPDMÕQÕ�
NXOODQÕUODU��+DQ��������+DOR�HWNLVL�PRGHOL�HWNLGHQ��GH÷HUOHQGLUPHGHQ��LQDQolara 
oLIW�WDUDIOÕ�ELU�ED÷�ROGX÷XQX�|QH�V�UHU��%X�PRGHOH�J|UH�ELU��U�QOH�LOJLOL�LPDMODU�
JHQHO� GH÷HUOHQGLUPHOHUGHQ� HWNLOHQHELOLU� �<RQJ�� ������� (÷HU� �ONH� LPDMÕ� KDOR�
HWNLVL� \DUDWÕ\RUVD�� W�NHWLFLOHU� ELU� �ONHQLQ� �U�Q�QH� DúLQD� ROGXNODUÕQGD� �U�Q�
GH÷HUOHQGLUPHVL� �]HULQGH� DQODPOÕ� ELU� HWNL\H� VDKLS� GH÷LOGLU�� 'L÷HU� ELU� GH\LúOH��
W�NHWLFLOHU��ONHQLQ��U�QOHULQH�DúLQD�ROPDGÕNODUÕQGD���ONH�LPDMÕ�W�NHWLFLOHULQ��U�Q�
QLWHOLNOHULQGH� KDOR� HWNLVL� \DSDELOLU� YH� GROD\OÕ� RODUDN� oÕNDUVDPDODUÕ� YDVÕWDVÕ\OD�
PDUND� QLWHOL÷LQL� HWNLOH\HELOLU� (Han,1989). Esas ülke, tutumlardan daha çok 
LQDQoODUÕQ� ROXúPDVÕQÕ� HWNLOHU� DQFDN� EX� HWNLOHU� W�P� �U�Q� QLWHOLNOHUL� \D� GD� W�P�
W�NHWLFLOHU�LoLQ�D\QÕ�ROPD\DELOLU��<RQJ��������� 

 
g]HWOH�� EX� LNL� \DNODúÕP� �ONH� LPDMÕ�� �U�Q� QLWHOLNOHUL� LOH� LOJLOL� LQDQoODU� YH�

marka tuWXPX�DUDVÕQGD�\DSÕVDO�LOLúNLOHU�ROGX÷XQX�V|\OHPHNWHGLU��+DQ��������%X�
\DSÕVDO�LOLúNLOHU�DúD÷ÕGD�J|VWHULOPLúWLU� 

 
øON�<DNODúÕPD�J|UH� 
øQDQoODU  hONH�øPDMÕ  Marka Tutumu 
øNLQFL�<DNODúÕPD�J|UH� 
hONH�øPDMÕ  øQDQoODU  Marka Tutumu 

 
*HoPLú� oDOÕúPDODU�� W�NHWLFLOHULQ� NHQGL� �ONHOHULQLQ� �U�QOHULQL� \DEDQFÕ�

�ONHOHULQ� �U�QOHULQGHQ� GDKD� ROXPOX� GH÷HUOHQGLUPH� H÷LOLPOHULQLQ� ROGX÷XQX��
J|VWHUPLúWLU�� hU�Q�Q� NXOODQÕúOÕOÕ÷Õ� YH� W�NHWLFLQLQ� YDWDQVHYHUOL÷L� EX� H÷LOLPLQ�
QHGHQOHULQGHQ� LNL� WDQHVL� RODELOLU�� 'L÷HU� \DQGDQ�� HVDV� �Oke etkisiyle ekonomik 
JHOLúPLúOLN�G�]H\L�DUDVÕQGD�ELU�LOLúNL�YDUGÕU��*HOLúPHNWH�RODQ��ONHOHULQ��U�QOHUL�
JHOLúPLú� �ONHOHULQ� �U�QOHULQH� J|UH� LNLQFLO� RODUDN� GHUHFHOHQGLULOLU�� %X� W�U� ELU�
KL\HUDUúL\L� ROXúWXUDQ�� �ONHOHUH� |]J�� GDKD� SHN� oRN� |]HOOLN� YDUGÕU�� gUQH÷LQ, 
�ONHQLQ�HNRQRPLN�� N�OW�UHO�YH�SROLWLN� VLVWHPOHUL� �YH� LQDQo�VLVWHPL\OH�DOJÕODQDQ�
EHQ]HUOL÷L��7�NHWLFLOHU�W�P�\DEDQFÕ��U�QOHUL�YH\D�ELU��ONHQLQ�W�P��U�QOHULQL�D\QÕ�
YH\D� EHQ]HU� DOJÕODPDGÕ÷ÕQGDQ� �ONH� YH� �U�Q� |]HOOLNOHULQH� J|UH� HWNLOHUL� GLNNDWOL�
GH÷HUOHQGLUPHk gerekir (Han ve Terpstra, 1988).  

 
(VDV� �ONH� YH� W�NHWLFLQLQ�PLOOL\HW�PHUNH]FLOL÷L� OLWHUDW�UOHUL� ELUELUOHULQGHQ�

ED÷ÕPVÕ]� JHOLúPLúWLU�� $QFDN�� EX� LNL� NDYUDP� VDWÕQ� DOPD� NDUDUÕQGD� XOXVDO�
VDGDNDWLQ� URO�� LQFHOHQGL÷LQGH� ELUOHúLU�� (VDV� �ONH� HWNLVLQLQ� ELOJL� HNVLNOL÷L�
GXUXPXQGD�NXOODQÕFÕODUGD��U�Q�YH\D��U�Q�QLWHOLNOHUL�KDNNÕQGD�JOREDO�L]OHQLPOHU�
ROXúWXUPDN� LoLQ� NXOODQÕOPDVÕQÕQ� \DQÕ� VÕUD�� ELULQLQ� JUXS� NLPOL÷LQLQ� J|VWHUJHVL�
RODUDN�GD�NXOODQÕODELOHFH÷L�GDKD�|QFH�EHOLUWLOPLúWLU��%UXQQLQJ���������0DQUDL�YH�
Manrai 1995’deNL� oDOÕúPDODUÕQGD�HVDV��ONH�HWNLVLQLQ�EHOLUOL� \DEDQFÕ�SD]DUODUGD�
W�NHWLFLQLQ�PLOOL\HW�PHUNH]FL�GDYUDQÕúÕQGDQ�GDKD�ID]OD�HWNLOHQGL÷LQL�EHOLUWPLúWLU�
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�.D\QDN� YH�.DUD�� �������8OXVDO� ED÷� YH� VDGDNDW� QH� NDGDU� |QHPOL� LVH�� \DEDQFÕ�
�ONHOHUGH� �UHWLOHQ� �U�QOHUH� NDUúÕ� �ONH� LoLQGH� �UHWLOHQ��U�QOHUH� ED÷OÕOÕN� R� NDGDU�
J�oO�� RODFDNWÕU�� gUQH÷LQ�� PLOOL\HWoLOLN� G�]H\L� G�ú�N� RODQ� ELU� NLúL�� XOXVDO�
WHPDODUD� RGDNODQDQ� WXWXQGXUPD� NDPSDQ\DODUÕQD� PLOOL\HWoLOLN� G�]H\L� \�NVHN�
RODQODU�NDGDU�NDUúÕOÕN�YHUPH\HFHNWLU��%UXQQLQJ�������� 

 
 
II . 0ø//ø<(7�0(5.(=&ø/ø.��(WKQRFHQWULVP� 
 
7�NHWLFLQLQ� PLOOL\HW� PHUNH]FLOL÷L�� ����� \ÕOÕQGD� 6XPQHU� WDUDIÕQGDQ��

SVLNRORMLN�ELU�NDYUDP�RODUDN�RUWD\D�DWÕODQ�JHQHO�PLOOL\HW�PHUNH]FLOLN�\DSÕVÕQGDQ�
geli r (Levine ve Campbell , 1972: 7). Genel mil liyet merkezcili k kavramÕ�
ELUH\OHULQ� NHQGL� JUXEXQX� KHU� úH\L� \DSDELOHFHN� J�oWH� � J|UPH�� GL÷HU� JUXSODUÕ�
NHQGL�EDNÕú�DoÕVÕQGDQ�GH÷HUOHQGLUPH�YH�N�OW�UHO�RODUDN�EHQ]HU�RODQ�ILNLUOHUL�YH�
LQVDQODUÕ� N|U�� N|U�QH� NDEXO� HGHUNHQ�� EHQ]HU� ROPD\DQODUÕ� UHGGHWPH� H÷LOLPLQL�
ifade eder (Netemeyer, Durvasula ve Lichtenstein, 1991). Shimp ve Sharma 
�������� PLOOL\HW� PHUNH]FLOLN� NDYUDPÕ� LOH� W�NHWLFL� GDYUDQÕúÕ� NDYUDPÕQÕ�
LOLúNLOHQGLUHUHN�� W�NHWLFL� PLOOL\HW� PHUNH]FLOL÷LQL� ³W�NHWLFLOHULQ� EDúND� �ONHOHUGH�
�UHWLOHQ��U�QOHUL�VDWÕQ�DOPDQÕQ�X\JXQ�YH�DKODNL�ROXS�ROPDGÕ÷Õ�LOH�LOJLOL�LQDQoODUÕ´�
RODUDN� WDQÕPODPÕúODUGÕU� �� 1LWHNLP�� PLOOL\HW� PHUNH]FL� W�NHWLFLOHU�� LWKDO� �U�QOHUL�
VDWÕQ� DOPDQÕQ� \DQOÕú� ROGX÷XQX�� LWKDO� �U�Q� VDWÕQ� DOPDQÕQ� YDWDQVHYHU� ELU� WXWXP�
ROPDGÕ÷ÕQÕ� �XQSDWULRWLF��� \HUOL� HQG�VWULOHUH� ]DUDU� YHUHFH÷LQL� YH� LúVL]OL÷H� QHGHQ�
RODFD÷ÕQÕ� G�ú�Q�UOHU� �%HUNRZLW]� YG��� ������ ������ 6KDUPD� YH� GL÷HUOHULQH� J|UH�
���������U�Q�\HUOL�HNRQRPL� LoLQ�|QHPOL�ELU�JHOLU�YH� Lú�ND\QD÷Õ� LVH� W�NHWLFLOHULQ�
PLOOL\HW� PHUNH]FL� H÷LOLPOHUL�� NDUDU� YHUPHGH� GDKD� |QHPOL� URO� R\QDU� �*RRG� YH�
Huddleston, �������%XQD�NDUúÕOÕN��PLOOL\HW�PHUNH]FL�ROPD\DQ�ELUH\OHU��U�QOHUL�
HVDV� �ONHGHQ� ED÷ÕPVÕ]� RODUDN� GDKD� QHVQHO� GH÷HUOHQGLULUOHU� �1HWHPH\HU��
'XUYDVXOD�YH�/LFKWHQVWHLQ���������$QFDN�EX�GH÷HUOHQGLUPHOHU�IDUNOÕ�G�]H\OHUGH�
JHOLúHELOLU�� 1LWHNLP� .D\QDN� YH� .DUD¶\D� ���98) göre, tüketici mil liyet 
PHUNH]FLOL÷LQ� GHUHFH� YH� \R÷XQOX÷X� N�OW�UGHQ��ONHGHQ� N�OW�UH��ONH\H� YH� KDWWD�
E|OJHGHQ� E|OJH\H� GH÷LúLNOLN� J|VWHUPHNWHGLU�� %X� oHUoHYHGH� \DSÕODQ� ELU�
oDOÕúPDGD��:DWVRQ�YH�:ULJKW���������PLOOL\HW�PHUNH]FLOLN�G�]H\L�\�NVHN�RODQ�
bireylerin kültürel olarak benzer ülkelerin ürünlerine daha olumlu tutumlar 
JHOLúWLUGLNOHUL� YH� EX� �U�QOHUL� N�OW�UHO� RODUDN� EHQ]HU� ROPD\DQ� �ONHOHUGHQ� JHOHQ�
�U�QOHUH�WHUFLK�HWWLNOHUL�EXOXQPXúWXU��hONHOHU�DUDVÕQGDNL�EHQ]HUOLN�NRQXVXQGDNL�
GL÷HU�ELU�oDOÕúPDGD��$NÕQFÕ�YH�.DYDN��������$%��ONHOHUL�LOH�7�UNL\H�DUDVÕQGDNL�
EHQ]HUOLN� W�NHWLP� NDOÕSODUÕ� DoÕVÕQGDQ� LQFHOHQPLú� YH� �ONHQLQ� $NGHQL]� �ONHOHUL�
�øWDO\D��<XQDQLVWDQ��0DFDULVWDQ��LOH�EHQ]HGL÷L�VRQXFXQD�YDUÕOPÕúWÕU��'ROD\ÕVÕ\OD��
PLOOL\HWoLOL÷LQ� HWNLVL� N�OW�UHO� EHQ]HUOL÷LQ� V|]� NRQXVX� ROGX÷X� $NGHQL]�
�ONHOHULQGH��UHWLOHQ��U�QOHULQ�HVDV��ONH�HWNLVLQGH�ID]ODFD�NXYYHWOL�ROPD\DFDNWÕU��
'ROD\ÕVÕ\OD��úX�|QHUPH�JHOLúWLULOHELOLU� 
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³7�NHWLFLQLQ� PLOOL\HW� PHUNH]FLOLN� G�]H\L� LOH� HVDV� �ONH� HWNLVL� DUDVÕQGDNL�
LOLúNL��7�UNL\H�LOH�EHQ]HúLP�J|VWHUGL÷L�G�ú�Q�OHQ��ONHOHU�LoLQ�GDKD�]D\ÕIWÕU´�� 

 
 
,,,��g1&(.ø�$5$ù7,50$/$5 
 
(VDV� �ONH� HWNLVL� YH� PLOOL\HW� PHUNH]FLOLN� NDYUDPODUÕ� LOH� LOJLOL� 7�UN�

W�NHWLFLOHUL� �]HULQGH� oHúLWOL� oDOÕúPDODU� \DSÕOPÕúWÕU��*HU��%HON� YH�/DVFX� ��������
5RPDQ\D� YH� 7�UNL\H¶GH� X\JXODGÕNODUÕ� oDOÕúPDODUÕQÕQ� VRQXFXQGD� EDWÕ� PHQúHOL�
�U�QOHULQ�PDUND� WXWXPX� �]HULQGH� DQODPOÕ� ELU� ROXPOX� HWNLVL� ROGX÷X� EXOJXVXQD�
XODúPÕúODUGÕU�� 9DULQOL� YH� %DED\L÷LW� ������� $OPDQ�� $PHULNDQ�� øWDO\DQ�� øQJLOL]��
)UDQVÕ]� YH� 7�UN� RULMLQOL� KD]ÕU� JL\LP� �U�QOHULQH� \|QHOLN� JHQHO� Wutum ve 
DOJÕODPDODUÕ� �]HULQH� NDUúÕODúWÕUPDOÕ� ELU� LPDM� DUDúWÕUPDVÕ� \DSPÕúODUGÕU�� %X�
oDOÕúPD\D�J|UH�7�UN�PHQúHOL��U�QOHU��W�NHWLFLOHU�WDUDIÕQGDQ�NDUúÕODúWÕUPD�\DSÕODQ�
GL÷HU� �ONH� �U�QOHULQH� NÕ\DVOD�� NDUúÕODúWÕUPD� \DSÕODQ� VÕIDWODU� GDKLOLQGH� ROXPOX�
GH÷HUOHQGLUPHOHU�DOPÕúWÕU��� 

 
Kaynak ve Kara (2002), Türk tüketicilerinin milli yet merkezci 

H÷LOLPOHULQLQ��U�Q-�ONH�LPDMÕ��]HULQGHNL�HWNLVLQL�DQODPDN�LoLQ�\DSWÕNODUÕ�DPSLULN�
oDOÕúPDGD�7�UN�W�NHWLFLOHULQLQ�-DSRQ��$PHULNDQ�YH�%DWÕ�$YUXSD�PHQúHOL��U�QOHU�
LoLQ� ROXPOX� GH÷HUOHQGLUPHOHU� \DSDUNHQ�� 5XV�� dLQ� YH� 'R÷X� $YUXSD� PHQúHOL�
�U�QOHU� LoLQ� ROXPVX]� DOJÕODPDODU� JHOLúWLUGLNOHUL� VRQXFXQD� XODúPÕúODUGÕU��
.RQ\D¶GD� \DSWÕNODUÕ� oDOÕúPDGD�� 7�UN� W�NHWLFLOHULQLQ� � IDUNOÕ� VRV\RHNRQRPLN� YH�
WHNQRORMLN� JHOLúPH� G�]H\LQH� VDKLS� �ONHOHUH� DLW� �U�QOHULQ� QLWHOLNOHULQL� DQODPOÕ�
G�]H\GH� IDUNOÕ� DOJÕODGÕNODUÕ� VRQXFXQD� XODúPÕúODUGÕU�� $\UÕFD�� DUDúWÕUPDGD� 7�UN�
W�NHWLFLOHUL� DUDVÕQGD�� W�NHWLFLOHULQ� PLOOL\HW� PHUNH]FLOLNOHUL\OH� LOLúNLOL�� oHúLWOL�
\DúDP�WDU]Õ�ER\XWODUÕQÕQ�YDUROGX÷X�EXOXQPXúWXU� 

 
Türkiye’de vatanseYHUOLN� W�NHWLFLQLQ�PLOOL\HW�PHUNH]FLOL÷LQLQ�DQD�QHGHQL�

gibi görünmektedir. Türkiye grup sadakatine önem veren kollektivist bir 
�ONHGLU�� 7�UN� HJHPHQOLN� YH� �VW�QO�N� �PLOOL\HWoLOLN�� GX\JXVX� \DEDQFÕ� �U�QOHU�
DOH\KLQH� NHQGL� �U�QOHUL\OH� JXUXU� GX\PD� úHNOLQGH� JHUoHNOHúPHPHNWHGLU��
'ROD\ÕVÕ\OD�� \DEDQFÕ� �U�QOHU� NHQGL� PLOOL\HWoL� GX\JXODUÕQD� WHUV� G�úPHPHNWHGLU�
�%DODEDQLV� YG��� ������� � %X� EXOJXODUÕ� GHVWHNOHU� QLWHOLNWHNL�� JÕGD� VHNW|U�QGH�
X\JXODQDQ� ELU� GL÷HU� oDOÕúPDGD� GD�7�UN� W�NHWLFLOHUL� LoLQ�PLOOL\HW�PHUNH]FLOL÷LQ�
bir pazaU� E|O�POHQGLUPH� DUDFÕ� RODUDN� NXOODQÕODPD\DFD÷Õ� VRQXFXQD� XODúÕOPÕúWÕU�
(Kavak vd., 2004). 

 
 
,9��d$/,ù0$1,1�$0$&,  
 
<XNDUÕGD� EHOLUWLOHQ� DUDúWÕUPDODU� GH÷HUOHQGLULOGL÷LQGH�� HVDV� �ONH� HWNLVLQLQ�

PLOOL\HW� PHUNH]FLOLN� oHUoHYHVLQGH� GH÷HUOHQGLULOGL÷L� ELU� oDOÕúPD\D�
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raVWODQDPDPÕúWÕU�� g\OH\VH�� $%� �ONHOHULQL� LoHUHQ� EX� W�UGHQ� ELU� DUDúWÕUPD�
VRQXFXQXQ�� KHP� ILUPDODUÕQ� KHP� GH� DNDGHPLV\HQOHULQ� JHOHFHN� oDOÕúPDODUÕQD�
|QHPOL�G�]H\GH�ELU�DOW\DSÕ�VD÷OD\DELOHFH÷L�V|\OHQHELOLU��%X�QRNWDGDQ�KDUHNHWOH�
oDOÕúPDQÕQ� ELU� DPDFÕ�� ³7�UN� W�NHWLFilerin AB ülkelerinde üretilen ürünlere 
\|QHOLN� LPDMODUÕQGD�� �U�QOHULQ� �UHWLOGL÷L� �ONHOHULQ� HWNLVL� QHGLU"´� úHNOLQGH�
EHOLUOHQHQ� DUDúWÕUPD� VRUXVXQX� FHYDSODPDNWÕU�� 'L÷HU� DPDFÕ� LVH�� GDKD� |QFH�
belirlenen “Tüketicinin milli yet merkezcili k düzeyi il e esas ülke etkisi 
DUDVÕQGDNL� LOLúNL�� 7�UNL\H� LOH� EHQ]HúLP� J|VWHUGL÷L� G�ú�Q�OHQ� �ONHOHU� LoLQ� GDKD�
]D\ÕIWÕU´�úHNOLQGHNL�|QHUPHQLQ�GR÷UXOX÷XQX�WHVSLW�HWPH\H�oDOÕúPDNWÕU��� 

 
 
9��d$/,ù0$1,1�<g17(0ø 
 
9����6RUX�.D÷ÕGÕQÕQ�*HOLúWLULOPHVL�YH�gOo�P� 
 
<XNDUÕGD� EHOLUWLOHQ� DPDoODUD� XODúPDN� �]HUH� oDOÕúPDGD� VRUX� ND÷ÕGÕ�

KD]ÕUODQPÕúWÕU�� 6RUX� ND÷ÕGÕ� �o� E|O�PGHQ� ROXúPDNWDGÕU�� øON� E|O�PGH� HVDV� �ONH�
HWNLVL� |Oo�OP�úW�U�� hONH� LPDMÕ� oDOÕúPDODUÕQGD� NXOODQÕODQ� VRUX� ND÷ÕWODUÕ� LNL�
IRUPDWWD� KD]ÕUODQPDNWDGÕU�� øON� IRUPDWWD�� NDWÕOÕPFÕODU� KHU� ELU� QHVQH\L� �PD÷D]D��
�U�Q�� PDUND�� YHULOHQ� ER\XWODU� oHUoHYHVLQGH� D\UÕ� D\UÕ� GH÷HUOHQGLULUNHQ�� LNLQFL�
IRUPDWWD�NDWÕOÕPFÕODU�YHULOHQ�W�P�QHVQHOHUL�ELU�ER\XWWD�GH÷HUOHQGLULS�GDKD�VRQUD�
GL÷HU�ER\XWD�JHoPHNWHGLU��-DIIH�YH�1HEHQ]DKO��������\DSWÕNODUÕ�oDOÕúPDGD�EX�LNL�
formatÕ� NDUúÕODúWÕUPÕúODU� YH� LNL� IRUPDWÕQ� |OoHN� PDGGHOHUL� D\QÕ� ROVD� ELOH� D\QÕ�
NDEXO� HGLOHPH\HFH÷L� VRQXFXQD� XODúPÕúODUGÕU�� %X� oDOÕúPDGD� GD� LON� IRUPDW�
X\JXODQDUDN�EHúOL�DQODPVDO�IDUNOÕODúWÕUPD�|OoH÷L�NXOODQÕOPÕúWÕU���� 

 
Ürün seçimine gelince; öncelikle Türkiye pazDUÕQGD�EXOXQDQ�ELU��U�Q�Q�

VHoLOPHVL� JHUHNL\RUGX�� %X� DPDoOD�� W�NHWLFLQLQ� D]� GD� ROVD� ELOJL� VDKLEL� ROGX÷X�
G�ú�Q�OHQ�µRWRPRELO¶�VHoLOPLúWLU��$QFDN��VRUX�ND÷ÕGÕQGD��ONH\H�DLW�RWRPRELOLQ�
PDUNDVÕ� YHULOPHPLúWLU�� %|\OHFH�� NDWÕOÕPFÕQÕQ� R� PDUND� RWRPRELO� KDNNÕQGD� KLo�
ELOJL�VDKLEL�ROPDPD�GXUXPXQGD�ELOH�R��ONH\H�DLW�VDKLS�ROGX÷X�GL÷HU�LSXoODUÕQÕ�
�U�Q�LoLQ�GH�NXOODQPD�RODQD÷Õ�ROXúDELOHFHNWL��.DOGÕ�NL�EX�oDOÕúPDGD�DUDúWÕUÕOPDN�
LVWHQHQ� HVDV� �ONH� HWNLVL� GH� �U�QH� DLW� ED]Õ� LSXoODUÕQÕQ� \DQÕ� VÕUD�� �U�QOH� LOJLOL�
ROPD\DQ�GL÷HU�LSXoODUÕQÕ�GD�NDSVDPDNWDGÕU� 

 
%|\OHFH�� |OoHN� YH� �U�Q� EHOLUOHQGLNWHQ� VRQUD�� �U�Q� KDNNÕQGD� KDQJL�

ER\XWODUÕQ� VRUXODFD÷ÕQÕQ� GD� \DQÕWODQPDVÕ� JHUHNL\RUGX��<DSÕODQ� ELU� DUDúWÕUPD\D�
�6D\GDQ�� ������ J|UH� RWRPRELOOHU� GÕú� J|U�Q�P�� NRQIRU�� J�YHQOLN�� IL\DW��
performans, popüODULWH� YH� NDOLWH� ER\XWODUÕ\OD� GH÷HUOHQGLULOPHNWHGLU�� %HOLUWLOHQ�
EX� ER\XWODU�� $%� �\HVL� �ONHOHUH� DLW� YH� 7�UNL\H� SD]DUÕQGD� KDOLKD]ÕUGD� EXOXQDQ�
øWDO\D�� øQJLOWHUH�� $OPDQ\D�� )UDQVD�� øVYHo� RWRPRELOOHUL� LoLQ�� � |UQH÷LQ�� ��� VRQ�
derece konforsuz; 5, son derece konforOX� úHNOLQGH� VRUXOPXúWXU��%XQODUÕQ� \DQÕ�
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VÕUD�� oDOÕúPDQÕQ� DPDoODUÕ� JHUH÷LQFH�� NDWÕOÕPFÕODUÕQ� 7�UN� RWRPRELOOHULQL� QDVÕO�
GH÷HUOHQGLUGLNOHUL�GH�VRUX�ND÷ÕGÕQGD�\HU�DOPÕúWÕU�� 

 
6RUX� ND÷ÕGÕQÕQ� LNLQFL� E|O�P�QGH� 6KLPS� YH� 6KDUPD� ������� WDUDIÕQGDQ�

JHOLúWLULOHQ�� ��� PDGGHGHQ� ROXúDQ� YH� W�NHWLFLOHULQ� PLOOL\HWoLOLN� G�]H\OHULQLQ�
|Oo�P�QGH�NXOODQÕODQ�&(76&$/(�X\JXODQPÕúWÕU��/LWHUDW�UGH�PLOOL\HW�PHUNH]-
FLOL÷L� |OoPHN� LoLQ� JHOLúWLULOHQ� IDUNOÕ� |OoHNOHU� ROPDVÕQD� UD÷PHQ�� EX� oDOÕúPDGD�
W�NHWLFL� GDYUDQÕúÕ\OD� GR÷UXGDQ� LOLúNLOL� ROPDVÕ� Qedeniyle CETSCALE 
NXOODQÕOPÕúWÕU�� &HYDSOD\ÕFÕODUGDQ� |OoHNWHNL� LIDGHOHUH� NDWÕOPD� YH\D� NDWÕOPDPD�
GHUHFHOHULQL��¶OL�|OoHNOH�EHOLUWPHOHUL� LVWHQPLúWLU� ����NHVLQOLNOH�NDWÕOPÕ\RUXP�����
NHVLQOLNOH�NDWÕOÕ\RUXP��� 

 
6RUX� ND÷ÕGÕQÕQ� VRQ� E|O�P�QGH� LVH�� FLQVL\HW�� \Dú� YH� geli r düzeyini 

NDSVD\DQ�NDWÕOÕPFÕQÕQ�GHPRJUDILN�|]HOOLNOHUL�VRUXOPXúWXU� 
 
V.2. Örneklem Çerçevesi ve Yöntemi 
 

$UDúWÕUPDQÕQ� KHGHI� NLWOHVL� $QNDUD¶GDNL� KDQH� KDONÕGÕU�� .DWÕOÕPFÕODU�
NROD\GD�|UQHNOHP�\|QWHPL�LOH�$QNDUD¶QÕQ����IDUNOÕ�VHPWLQGHQ�VHoLOPLúWLU��+DQH�
hDONÕQGDQ� |UQHNOHPH� NDo� NLúLQLQ� DOÕQDFD÷Õ� KXVXVXQGD� LVH�� 7�UNL\H¶GHNL�
RWRPRELO� VDKLSOHULQLQ� RUDQÕ� RODQ������ �26'�� ������ ELU� ROD\ÕQ� R� DQDN�WOHGHNL�
UDVWODQDELOLUOLN�RUDQÕ�RODQ�3�GH÷HUL�RODUDN�DOÕQPÕú���-3�LVH�4�GH÷HUL��α=tolarans 
düzeyi ve z= %95 düzeyindeki güvenil irlikde sonuç verebilecek bir sonucun 

WDEOR� GH÷HUL� RODUDN� ������� DOÕQGÕ÷ÕQGD�
2

2.
α
PxQ

zn =   (Hair, Bush ve Ortinau 

���������� IRUP�O�QGHQ�HOGH� HGLOHQ� � |UQHNOHP�KDFPL� VRUX� ND÷ÕGÕQGDNL� KHU� ELU�
IDUNOÕ� E|O�P� LoLQ� PLQLPXP� VÕQÕU� RODUDN� NDEXO� HGLOPLúWLU�� 'ROD\ÕVÕ\OD��
LVWDWLVWLNVHO� DQDOL]� \DSÕOPD\D� HOYHULúOL� YHUL� VD\ÕVÕQÕQ�PLQLPXP����� [� ��  � ����
ROGX÷X� VRQXFXQD� YDUÕOPÕúWÕU�� 8\JXODPDVÕ� JHUoHNOHúWLULOHQ� ���� DGHW� VRUX�
ND÷ÕGÕQGDQ� ���� WDQHVL� NXOODQÕODELOLUGLU�� 6|]� NRQXVX� ���� NDWÕOÕPFÕQÕQ� ������
(175)si kadÕQ�������¶L�HUNHNWLU��gUQHNOHPH�DOÕQDQ�NDWÕOÕPFÕODUÕQ�\DúODUÕ�YH�JHOLU�
JUXSODUÕ�7DEOR���¶GH�VXQXOPXúWXU��� 

 

7DEOR�����$UDúWÕUPD\D�'DKLO�(GLOHQ�.DWÕOÕPFÕODUD�$LW�'HPRJUDILN�
Özellikler 

 

Özell ik 
�<Dú� 

N % Özell ik 
�$\OÕN�2UW��*HOLU� 

N % 

20 ve daha az 37 7.8 500 ve daha az 23 4.9 
21-24 120 25.5 501-1000 91 19.3 
25-30 169 35.9 1001-2000 157 33.3 
31-39 92 19.5 2001-3000 103 21.9 
40-49 35 7.4 3001 ve üstü 97 20.6 
50-60 18 3.8    



+�h��øNWLVDGL�YH�øGDUL�%LOLPOHU�)DN�OWHVL�'HUJLVL 
 

119 

VI . BULGULAR 
 
$UDúWÕUPDGDQ� HOGH� HGLOHQ� YHULOHULQ� GH÷HUOHQGLULOPHVLQGH� 6366� ���� Gan 

\DUDUODQÕOPÕúWÕU��gQFHOLNOH��HVDV��ONH�HWNLVLQL�YH�PLOOL\HW�PHUNH]FLOL÷L�|OoHQ�VRUX�
ND÷ÕGÕQÕQ� LON� LNL� E|O�P�Q�Q� J�YHQLOLUOL÷L� WHVW� HGLOPLúWLU�� %X� DPDoOD��
NDWÕOÕPFÕODUÕQ�$%��ONHOHULQH�DLW��U�QOHULQ�GH÷HUOHQGLULOPHVLQGH�\HU�DODQ�ER\XWODU�
LOH� NDWÕOÕPFÕODUÕQ� PLOOL\HW� PHUNH]FLOLN� G�]H\OHULQL� |OoPHGH� NXOODQÕODQ� |OoHNWH�
\HU� DODQ� LIDGHOHULQ� QH� NDGDU� D\QÕ� úH\L� |OoW�NOHULQL� DQOD\DELOPHN� YH� YHULQLQ�
JHUHNOL�LVWDWLVWLN�DQDOL]OHU�LoLQ�X\JXQOX÷XQX�GH÷HUOHQGLUHELOPHN�LoLQ�JHUHNOL�RODQ�
&URQEDFK� $OID� GH÷HUOHUL� KHVDSODQPÕú�� 7DEOR� �¶GH� VXQXOPXúWXU�� 7DEOR�
GH÷HUOHULQGHQ� DQODúÕODFD÷Õ� �]HUH� V|]� NRQXVX� GH÷HUOHULQ� W�P�� ���¶LQ�
�]HULQGHGLU�YH�JHUHNOL�LVWDWLVWLNL�DQDOL]OHU�\DSÕODELOLU��%X�EHOLUOHPHGHQ�KDUHNHWOH��
NDWÕOÕPFÕODUÕQ�KHU�ELU� �ONH\H� DLW� GH÷HUOHQGLUPHOHULQLQ�RUWDODPDODUÕ� KHVDSODQPÕú�
YH�\LQH�7DEOR��¶GH�J|VWHULOPLúWLU�� 

 
7DEOR�����(VDV�hONH�(WNLOHULQLQ�2UWDODPD�'H÷HUOHUL� 

ve Güvenilir lik Düzeyler i 
 

Ülkeler Or talamalar  . 
øWDO\D 3.46 0.755 
øQJLOWHUH 3.61 0.872 
Almanya 4.47 0.871 
Fransa 3.58 0.797 
øVYHo 3.75 0.906 
Türk 2.56 0.789 
Milliyet Merkezcilik 
(Catscale) 

 0.916 

 
7DEOR� ��¶GHNL� RUWDODPD� GH÷HUOHUH� EDNÕOGÕ÷ÕQGD�� $OPDQ\D� LON� VÕUDGD� YH�

7�UNL\H� VRQ� VÕUDGD�� \DQL� $OPDQ\D� HQ� ROXPOX� GH÷HUOHQGLULOLUNHQ�� 7�UNL\H� HQ�
ROXPVX]� GH÷HUOHQGLULOHQ� �ONHGLU�� %X� úHNLOGH� HOGH� HGLOHQ� VRQXFXQ� LVtatistiki 
RODUDN� DQODPOÕ� ROGX÷X� GD� \DSÕODQ�� JUXSODUDUDVÕ� $129$� WHVWL� VRQXoODUÕQGDQ�
�) ��������6�'� ���3 �������DQODúÕOPDNWDGÕU� 

 
+DWÕUODQDFD÷Õ� �]HUH�� oDOÕúPDQÕQ� GL÷HU� ELU� DPDFÕ� GD� \XNDUÕGD� YHULOHQ� EX�

GH÷HUOHULQ� NDWÕOÕPFÕODUÕQ� PLOOL\HW� PHUNH]FLOLN� G�]H\OHUL� LOH� LOLúNLOL� ROXS�
ROPDGÕNODUÕQÕ�EHOLUOHPHNWL��%X�DPDoOD�\DSÕODQ�6SHDUPDQ�VÕUD�VD\ÕOÕ�NRUHODV\RQ�
VRQXoODUÕ�7DEOR���¶GH�YHULOPHNWHGLU� 
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Tablo 3. Ürünler in Esas Ülke Etkiler i i le Milliyet Merkezcilik  
$UDVÕQGDNL�øOLúNL 

 
 øWDO\D øQJLOWHUH Almanya Fransa øsveç Türkiye 

Korelasyon 
.DWVD\ÕVÕ -0.037 0.016 0.053 0.022 -0.133* 0.133* 

 
M illi yet 

Merkezcil ik $QODPOÕOÕN 0.426 0.722 0.256 0.636 0.004 0.004 
 

�����G�]H\LQGH�DQODPOÕGÕU� 
  
 
7DEOR���¶GHQ� L]OHQHELOHFH÷L��]HUH�� øVYHo�YH�7�UNL\H� LoLQ�HVDV��ONH�HWNLVL�

ve PLOOL\HW�PHUNH]FLOLN�DUDVÕQGD�DQODPOÕ�ELU�LOLúNL�YDUGÕU��%X�LOLúNL�7�UNL\H�LoLQ��
PLOOL\HW� PHUNH]FLOLN� G�]H\L� DUWDUNHQ� HVDV� �ONH� HWNLVLQLQ� GH� DUWWÕ÷Õ�� øVYHo� LoLQ��
PLOOL\HW� PHUNH]FLOLN� G�]H\L� DUWDUNHQ� HVDV� �ONH� HWNLVLQLQ� D]DOGÕ÷Õ� úHNOLQGHGLU��
øWDO\D� LoLQ�GH�D\QÕ�QHJDWLI� LOLúNL� V|]�NRQXVX�ROPDNOD�EHUDEHU��EX� LOLúNL�DQODPOÕ�
GH÷LOGLU�� $QODPOÕ� ROPD\DQ�� SR]LWLI� GL÷HU� ELU� LOLúNL� GH� øQJLOWHUH�� )UDQVD� YH�
$OPDQ\D�LoLQ�EXOXQPXúWXU�� 

 
$QFDN�� GR÷DO� RODUDN� HOGH� HWWL÷LPL]� EX� NRUHODV\RQ� NDWVD\ÕODUÕ� VDGHFH� LNL�

veri seti arasÕQGDNL� LOLúNLQLQ� YDUOÕ÷ÕQD� LúDUHW� HWPHNWHGLU�� +DOEXNL�� EL]� EX�
oDOÕúPDGD� ELU� GH� PLOOL\HW� PHUNH]FLOL÷LQ� HVDV� �ONH� HWNLVL� �]HULQGHNL� HWNLVLQL�
DUDúWÕUPDNWD\Õ]��%X�DPDoOD�\DSWÕ÷ÕPÕ]�WHN�GH÷LúNHQOL�GR÷UXVDO�UHJUHV\RQ�DQDOL]L�
de (Tablo 4) istenen yönde sonuç vermLúWLU��ù|\OH�NL��\DOQÕ]FD�7�UNL\H�YH�øVYHo�
LoLQ� PLOOL\HW� PHUNH]FLOLN� HVDV� �ONH� HWNLVL� �]HULQGH� DQODPOÕ� IDUNOÕODúPD\D� \RO�
DoPÕúWÕU�� 

 
7DEOR����0LOOL\HW�0HUNH]FLOLN�YH�(VDV�hONH�(WNLOHUL�DUDVÕQGDNL�%DVLW�

'R÷UXVDO�5HJUHV\RQ�$QDOL]L�6RQXoODUÕ 
 

Ülke ββ T $QODPOÕOÕN R Kare 
øWDO\D -.019 -.412 .681 .000 
øQJLOWHUH .045 .977 .329 .002 
Almanya .071 1.539 .124 .005 
Fransa -.005 -.105 .916 .000 
øVYHo -.137 -2.997 .003 .019 
Türkiye .163 3.583 .000 .027 
 

%D÷ÕPOÕ�GH÷LúNHQ��(VDV�hONH�(WNLVL 
 
'L÷HU�ELU�LIDGH\OH��DUDúWÕUPD\D�NDWÕODQODUÕQ�PLOOL\HW�PHUNH]FLOLN�G�]H\OHUL�

QH� NDGDU� DUWÕ\RUVD� R� NDGDU� 7�UN� RWRPRELOOHULQH� ROXPOX�� DQFDN� øVYHo�
RWRPRELOOHULQH� ROXPVX]� EDNPDNWDGÕUODU�� 7DEOR� ��� YH� 7DEOR� ��� ELUOLNWH�
GH÷HUOHQGLULOGL÷LQGH�� L]OHQHQ� ELU� GL÷HU� KXVXV� úXGXU� NL�� DQODPOÕ� ROPDPDkla 
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EHUDEHU��0LOOL\HWoL�PHUNH]OL�RODQ�7�UNOHU�øVYHo¶LQ�\DQÕ�VÕUD�øWDO\D�YH�)UDQVD¶\D�
GD��VÕFDN�EDNPDPDNWDGÕUODU� 

 
 
6218d�YH�'(ö(5/(1'ø50( 
 
%X� oDOÕúPDGD� 7�UN� W�NHWLFLOHULQLQ� $%� �ONHOHULQGH� �UHWLOHQ� �U�QOHUH�

\|QHOLN� LPDMODUÕQGD�� �U�QOHULQ� �UHWLOGL÷L� �ONHOHULn etkisi ve Türk tüketicisinin 
$%��ONHOHULQGH��UHWLOHQ��U�QOHUH�\|QHOLN�LPDMÕQ�PLOOL\HWoLOLN�G�]H\L�LOH�KHUKDQJL�
ELU� LOLúNLVLQLQ� ROXS� ROPDGÕ÷Õ� � EHOLUOHQPH\H� oDOÕúÕOPÕúWÕU�� 2WRPRELOOHU� �]HULQH�
\DSÕODQ� DUDúWÕUPDGD� XODúÕODQ� VRQXoODUD� J|UH�� |QFHOLNOH�� 7�UN� W�Neticilerinin 
IDUNOÕ� $%� �ONHOHULQH� DLW� RWRPRELOOHULQ� QLWHOLNOHULQL� DQODPOÕ� G�]H\GH� IDUNOÕ�
DOJÕODGÕNODUÕ� EHOLUOHQPLúWLU�� gUQH÷LQ�� $OPDQ\D¶\D� DLW� �U�QOHU� 7�UN� W�NHWLFLOHUL�
WDUDIÕQGDQ� GL÷HU� �ONH� �U�QOHULQH� NÕ\DVOD� HVDV� �ONH� HWNLVLQLQ� HQ� \�NVHN� YH� HQ�
olumlu oldX÷X� �ONHGLU�� 6RQUD� VÕUDVÕ\OD�� øVYHo�� øQJLOWHUH�� )UDQVD� YH� øWDO\D�
gelmektedir. Bu durum, tüketicilerin esas ülke etkisinin düzeyini belirleyen 
IDNW|UOHUGHQ� ELULVLQLQ� � �ONHQLQ� JHOLúPLúOLN� G�]H\L�� ELU� GL÷HULQLQ� LVH� LNL� �ONH�
DUDVÕQGDNL� VRV\DO� YH� HNRQRPLN� LOLúNLOHU�ROGX÷XQX�GHVWHNOHPHNWHGLU��%X�GXUXP�
LVH��ELUOL÷H�ED÷OÕ��ONHOHUGH��UHWLOHQ��U�QOHUH�\|QHOLN�LPDMODUGD�ELU�E�W�QO�÷�Q�YH�
GROD\ÕVÕ\OD�E|OJHVHO�NDOLWHQLQ�KHQ�]�ROXúPDGÕ÷ÕQD�LúDUHW�HWPHNWHGLU� 

 
%XQD� NDUúÕOÕN�� W�NHWLFLOHU� WDUDIÕQGDQ� HQ� ROXPVX]� GH÷HUOHQGLULOen ülke 

7�UNL\H¶GLU��'ROD\ÕVÕ\OD��EX�oDOÕúPDGD�OLWHUDW�UGH�V|]��HGLOHQ�W�NHWLFLOHULQ�NHQGL�
�ONHOHULQLQ� �U�QOHULQL� \DEDQFÕ� �ONHOHULQ� �U�QOHULQGHQ� GDKD� ROXPOX�
GH÷HUOHQGLUPH� H÷LOLPOHULQLQ� ROGX÷X� EXOJXODUÕ� GHVWHNOHQPHPLúWLU�� %X� GXUXPXQ�
en önemli nedeni ise, geOLúPHNWH� RODQ� �ONHOHULQ� �U�QOHULQLQ� JHOLúPLú� �ONHOHULQ�
ürünlerine göre ikincil olarak derecelendirilmesi olabilir. Ancak, her ne kadar 
7�UN� RWRPRELOOHUL� HQ� ROXPVX]� RODUDN� GH÷HUOHQGLULOVH� GH�� W�NHWLFLOHULQ� PLOOL\HW�
PHUNH]FLOLN� G�]H\L� DUWWÕNoD�� HVDV� �ONH� HWNLVL� GH� DUWPDNWDGÕU�� %X� VRQXFXQ� WDP�
WHUVL� øVYHo� LoLQ� JHoHUOLGLU�� PLOOL\HW� PHUNH]FLOLN� G�]H\L� DUWWÕNoD� øVYHo¶H� NDUúÕ�
QHJDWLI�ELU�WXWXP�ROXúPDNWDGÕU� 

 
dDOÕúPDQÕQ� ELU� GL÷HU� VRQXFX� GD�� 7�UNL\H� LOH� EHQ]HúLP� J|VWHUGL÷L�

G�ú�Q�OHQ� øWDO\D¶\D� \|QHOLN� QHJDWLI� G�ú�QFHGLU�� %X� G�ú�QFH� PLOOL\HW�
PHUNH]FLOLN� G�]H\L� DUWWÕNoD� GDKD� GD� DUWPDNWDGÕU�� (VDVHQ�� EL]LP� |QHUPHPL]�
øWDO\D¶QÕQ� ELU� $NGHQL]� �ONHVL� ROPDVÕ� VÕIDWÕ\OD� GDKD� SR]LWLI� \RUXPODQDFD÷Õ�
\|Q�QGH\GL�� $QFDN�� EX� GXUXP� LNL� �ONH� DUDVÕQGD� JHoPLú� \ÕOODUGD� \DúDQDQ�
ROXPVX]� LOLúNLOHUOH� YH� 7�UN� W�NHWLFLVLQLQ� NHQGLVLQL� \DNÕQ� KLVVHWPHPHVL� LOH�
DoÕNODQDELOLU�� 

 
<XNDUÕGDNL�VRQXo�YH�GH÷HUOHQGLUPHOHUGHQ�úX�NDQDDWH�YDUÕODELOLU��$YUXSD�

%LUOL÷L¶QH� �\H� �ONHOHUOH� 7�UNL\H� DUDVÕQGD� oDOÕúPDPÕ]ÕQ� NRQXVX� oHUoHYHVLQGH�
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NLPL�EHQ]HUOLNOHULQ�ROGX÷X�V|\OHQebilir. Ancak, bu benzerliklerin tüm bir pazar 
ROXúWXUDELOPHN�DoÕVÕQGDQ�\HWHUOL�ROPDGÕ÷Õ�EHOLUWLOHELOLU� 

 
gWH� \DQGDQ�� EX� EXOJXODUÕQ� JHoHUOLOL÷LQL� GR÷UXOD\DELOPHN� LoLQ�� EX� W�UGHQ�

ELU� oDOÕúPDQÕQ� IDUNOÕ� �U�QOHU� YH� IDUNOÕ� �ONHOHU� LoLQ� D\UÕFD� GHQHQPHVL�
gerekmekWHGLU�NL�EX�GD��JHOHFHN�oDOÕúPDODUÕQ�NRQXVXQX�WHúNLO�HGHELOLU�� 
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