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Amag¢ - Bu caligmada sektoriin dncii mobilya markasmin (SOMM) vyiiriittiigii biitiinlesik
pazarlama iletisimi faaliyetlerine yonelik tutum diizeylerinin belirlenmesi ve bu mobilya
markasina yonelik tutumlarin incelenmesi amaglanmaistir.

Yontem — Nicel arastirma yontemlerinden tarama modelinin kullanuldig1 bu galismanin evrenini
2019 yilinda Kars ili Merkez ilgede yasayan katilimcilardan olusmaktadir. Orneklemi ise ilgili
evrenden basit se¢kisiz drnekleme yontemi ile belirlenen 395 kisiden olusmaktadir. Veri toplama
araci olarak “Kisisel Bilgi Formu” ve Goktas (2017) tarafindan gelistirilen “Biitiinlesik Pazarlama
Tletisimi Faaliyetlerine Yonelik Tutum élgegi” kullanilmugtir. Goktas tarafindan gelistirilen
“Biitiinlesik Pazarlama Iletisimi Faaliyetlerine Yonelik Tutum Olgegi” nin gegerligi ve giivenirligi
tekrar test edilerek, veri toplama aracmin gegerli ve giivenilir oldugu sonucuna ulasilmistir.
Normallik varsayimlarinin karsilanip karsilanmadigina iliskin yapilan analizler sonucunda
verilerin normal dagildig1 ve parametrik testler icin gerekli kosullari sagladig: tespit edilmistir. Bu
sebeple verilerin analizinde bagimsiz 6rneklem t testi ve tek yonlii varyans analizi (ANOVA)
kullanilmugtir.

Bulgular — Calismada katilimcilarin sektdriin 6ncii mobilya markasmn yiiriittiigii biitiinlesik
pazarlama iletisimi faaliyetlerine yonelik tutum o6lgegine verdikleri cevaplar degerlendirilmistir.
Aragtirma sunucunda, katthmcilarin bitiinlesik pazarlama iletisimi faaliyetlerine yonelik
tutumlari ile medeni durum, yas, meslek ve sektoriin 6ncii mobilya markas: {iriiniinii tercih etme
nedeni arasinda istatistiksel olarak anlamli bir farklilik bulunmustur. Katilimcilarin biitiinlesik
pazarlama iletisimi faaliyetlerine yonelik tutumlar ile cinsiyet, egitim durumu, gelir ve sektoriin
6ncii mobilya markas: tercih nedeni olan pazarlama ve iletisim faaliyeti arasinda istatistiksel
olarak anlamli bir farkliliga rastlanmamustir.

Tartisma - Arastirma sonucunda elde edilen bulgularin 6nemli bir kismu ilgili alanyazini
desteklemesine ragmen bir takim 6zgiin bulgulara da ulasilmigtir. Arastirmamin bu sonuglar
dogrultusunda ise gesitli 6neriler gelistirilmistir.
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Purpose - In this study, it is aimed to determine the attitude levels towards integrated marketing
communication activities carried out by the leading furniture brand of the sector (SOMM) and to
examine the attitudes towards this furniture brand.

Design/methodology/approach — The population of this study, which is a quantitative research
method, is composed of participants living in the central district of Kars in 2019. The sample of the
study consisted of 395 individuals who were determined by simple random sampling method. As
a data collection tool, “personal information form” and “attitude scale for Integrated Marketing
Communication activities” developed by Goktas (2017) were used. The validity and reliability of
the um Attitude Scale for Integrated Marketing Communication Activities developed by Goktas
was re-tested and it was concluded that the data collection tool was valid and reliable. As a result
of the analyzes conducted to determine whether normality assumptions were met, it was found
that the data were distributed normally and provided the necessary conditions for parametric
tests. For this reason, independent samples t test and one-way analysis of variance (ANOVA) were
used for data analysis.

Findings — The participants' responses to the scale of attitude towards integrated marketing
communication activities carried out by the leading furniture brand of the sector were evaluated.
A statistically significant difference was found between the attitudes of the participants towards
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the integrated marketing communication activities and the marital status, age, occupation and
reason for choosing the leading furniture brand product of the sector. There was no statistically
significant difference between the attitudes of the participants towards integrated marketing
communication activities and the marketing and communication activities which are the reasons
for gender, educational status, income and the industry's leading furniture brand preference.

Discussion — Although most of the findings obtained from the research support the relevant
literature, some original findings have been reached. In line with these results, various
recommendations have been developed.
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