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Amacg - Calismanin amacy, is diinyasinin ihtiyaglari ve dnceki galismalarin gelecek ¢alismalara yonelik
Onerileri baz alinarak, televizyon reklamlarinda kullarulan hikdye anlaticiig tekniginin kisileri anlatrya
dahil edebilmesinin dnctillerinin ve sonuglarinin ortaya gikarilmasidir.

Yoéntem - Aragtirmada, nicel yontem benimsenmistir ve Is Bankasi miisterilerinin goriis ve
deneyimlerinden yararlanmak igin, nicel aragtirma yéntemlerinden anket kullarularak 357 Is Bankast
miisterisinden veriler toplanmis ve SPSS 23 paket programiyla analiz edilmistir.

Bulgular - Yapilan analizler sonucu elde edilen bulgulara gore, marka hikayesi unsurlarinin (gergeklik,
kisalik, catisma ve mizah) her birinin anlatiya dahil olmay1 olumlu yonde etkiledigi ve en ¢ok etkileyen
unsurun “mizah” unsuru oldugu tespit edilmistir. Anlatiya dahil olmanin marka tutumu ve satin alma
niyeti tizerinde istatiksel olarak anlamli bir etkisi oldugu sonucuna ulagilmistir. Ayrica markaya
yonelik tutumun, satin alma niyeti iizerinde baskin etkisi oldugu goriilmiistiir.

Tartigma — Literatiirde markaya yonelik tutumu ve satin alma niyetini anlatisal aktarim teorisi
perspektifiyle degerlendiren ¢ok fazla galisma bulunmamaktadir. Bu baglamda, aragtirmanin marka
tutumu ve satin alma niyetine yonelik yapilacak ¢alismalara katkida bulunacag: sdylenebilir. Marka
hikayesi unsurlarinin neler oldugu ve hangisinin veya hangilerinin pazarlama iletisiminde
kullanilmasiin marka iletisimi agisindan olumlu bir etki saglayabilecegi konusunda gelecekte
yapilacak arastirmalara yon verebilecegi diisiiniilmektedir. Ayrica aragtirma modeli, bankacilik
sektorii disinda bagka sektorlere ve televizyon reklamcilig: yerine diger reklam gesitlerine uyarlanarak
cesitlendirilebilir.
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literature’s research prospects/recommendations into consideration.

Design/methodology/approach — In this study, to inspect the opinions and experiences of Is Bank
customers, data were collected from 357 Is Bank customers via survey method and were analyzed with
the SPSS 23 software.

Findings — The findings of the study identified each brand story elements (authenticity, conciseness,
reversal, and humor) positively influences customer’s narrative engagement, and the most effective
element is claimed as “humor”. Secondly, the narrative engagement has a positive effect on brand
attitude and purchase intention. Lastly, it is identified that the brand attitude positively affects the
purchase intention.

Discussion — There are not many studies in the literature analyzing the brand attitude and purchase
intention regarding transportation theory perspective. In this context, the study aims to contribute to
future studies on brand attitude and purchase intention. In addition, this study aims to cast a light on
the future studies about what the elements of the brand story are and which one(s) can be used in
marketing communication to provide a positive effect in terms of brand communication. The research
model of this study can be diversified by adapting to other sectors than banking and other types of
advertising than television advertising.
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yliksek lisans tez ¢alismasindan tiiretilmistir.
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