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Ozet

Hizla gelisen teknoloji dogrultusunda isletmelerin pazarlama stratejileri de bu
gelismeden etkilenmistir. Ozellikle mobil araglarin tiiketicilerin giinliik hayatlarinin
vazgecilmez bir parcasi olmasi dolayistyla mobil araglar iizerinden tiiketicilere ulagmak
isletmeler icin kaginilmaz bir zorunluluk olmustur. Ote yandan teknolojinin
gelismesiyle arastirmacilar, tiiketicilerin teknoloji temelli araglara yonelik tutumlarini
belirlemek amaciyla teknolojinin kabulii ve kullanimi teorileri iizerinde yogunlukla
durmaktadir. Bu calismada teknolojinin kabulii ve kullaniminin birlestirilmis teorisi
(TKKBT) esas alinmaktadir. Arastirmanin temel amaci tiiketicilerin mobil reklam
kullanma niyeti tizerinde teknoloji kabul ve kullanimina iligkin faktorlerin etkisini
ortaya koymaktir. Bu temel amaca ulasabilmek amaciyla hazirlanan anket 309
tilketiciye uygulanmistir. Hipotezlerin test edilmesinde yapisal esitlik modeli
kullanilmistir. Arastirma sonuglari, algilanan eglencenin mobil reklam kullanma niyeti
iizerinde en giiclii etkiye sahip olan TKKBT boyutu oldugunu ortaya koymaktadir.
Mobil reklam kullanma niyeti {lizerinde kisisel yenilikgilik, performans beklentisi ve
kolaylastirict kosullarin dogrudan etkisi tespit edilememistir. Caba beklentisinin ve
mobil becerikliligin performans beklentisi iizerinde dogrudan etkisi oldugu
belirlenmistir.
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Abstract

Rapidly developing technology has shifted the marketing strategies of businesses.
Particularly, since the mobile devices are now an important part of consumers’
everyday life, to interact with consumers via mobile devices is a necessity for marketers.
Parallel with the developments in technology, researchers has searched for the
theoretical bases of the attitudes of the consumers towards technology based devices
through the theories of acceptance and the use of technology. This study adopts the
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Unified Theory of Acceptance and Use of Technology (UTAUT). This study’s aim is to
determine the effect of technology acceptance and use factors on consumers’ intention
to use mobile advertising. To accomplish this main purpose, survey conducted to 309
consumers. Structural equation modeling was used to test research hypotheses which
developed in accordance with research objective. Results indicate that perceived
enjoyment has the strongest effect on intention to use mobile advertising. On the other
hand, results reveal that there is no significant relationship between personal
innovativeness, performance expectancy and facilitating conditions and intention to use
mobile advertising. Additionally, effort expectancy and mobile skillfulness have effect
on performance expectancy.
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