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Ozet

Bu arastirmada meyve suyu firmalarinin pazara sunduklari/sunacaklari iiriinler
icin gelistirilen ve meyve suyu tiiketimini tesvik etmeye yoOnelik olan sloganlardan
tiiketicilerin etkilenme diizeylerinin belirlenmesi amag¢lanmistir. Bu amagla arastirmada,
hane halklarindan yiiz yiize anket yontemiyle derlenen orijinal verilerin degerlendirmesi
“SPSS 13.0” programinda yapilmistir. Arastirmada, meyve suyu firmalarinin pazara
sunduklari/sunacaklari {irtinler icin gelistirilen ve meyve suyu tiiketimini tesvik etmeye
yonelik olan sloganlardan tiiketicilerin etkilenme diizeylerinin belirlenmesinde Ki-kare
Analiz Teknigi kullanilmistir. Ki-Kare testi bulgularina gore, %5 (p=0.05) anlamlilik
diizeyinde tiiketicilerin meyve suyu tiiketimi ile “Meyve Suyu ile Giiclii Kaslar!” “Daha
cok meyve suyu daha az stres!” ve “Meyve suyu i¢ geng¢ kal!” sloganlarindan
etkilenme diizeyi arasinda istatistiki olarak anlamli bir iligki bulunmustur.

Anahtar Kelimeler: Meyve Suyu, Reklam, Pazarlama Iletisimi, Ki-kare Analizi.
Abstract

In this study, it was aimed to determine the level of response to tag lines which
are developed for the products presented in the market by fruit juice firms and intended
to pursue the fruit juice consumption. Original data from households obtained with
face-to-face interview method was evaluated via “SPSS 13.0”. In the research, Chi-
Square Analysis Technique was used to determine the level of response to tag lines
which are developed for the products presented in the market by fruit juice firms and
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intended to pursue the fruit juice consumption. According to Chi-Square results, there is
a statistically significant relationship between the consumers’ fruit juice consumption
and “Strong muscles with Fruit Juice!” “More fruit less stress!” and “Drink Fruit
Juice, Stay Young!” tag lines in %5 (p=0.05) significance level. In this situation, it is
possible to reach a conclusion that the tag lines which are developed to promote the

fruit juice consumption will have positive effect on the consumption.
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