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Chapter 4

AUTOMOBILE BRAND PREFERENCE IN TURKEY 
DEPENDING ON COUNTRIES OF ORIGIN AND 

SEGMENTS

Onur ÇELİK1

INTRODUCTION

Current automotive sector is very well developed with the change in the de-
mands and expectations of consumers and progression of the technology and it 
still continues to develop. It is seen that many brands operate in automotive sector 
today in 21st century since the beginning of the 20th century, during which a few 
brands were able to produce automobiles. Increase in number of brands operating 
in the sector provides a preference chance to the consumers. Presence of many 
brands worldwide having similar technologic infrastructure before the consumers 
causes the purchasing decision to be more difficult.

At this point, it becomes important for brands to completely understand their 
target markets and to produce their automobiles by determining their demands 
and expectations (Athar, 2006), since automobile purchasing decision is an im-
portant and strategic decision in the lives of the people (Arıtan and Akyüz, 2015). 
Understanding the thoughts, purchasing decision processes of the target markets 
by the brands provides opportunity to be preferred easily for the brands and es-
tablishes a win-win relation that means the facilitation of purchasing decision 
process in aspect of the consumer. Therefore, market researches revealing the 
demands and expectations of the consumers are important in terms of both the 
consumers and the producers.

When the literature on the automobile purchasing decision processes of the 
consumers are analysed, it is seen that many studies were conducted with differ-
ent visions. However, most of the studies were conducted in developed countries 
(DCs) (De Haan et al., 2006; Diamantopoulos et al., 2011; Lieven et al., 2011, 
Tang et al., 2011, Vrkljan and Anaby 2011); Only some of them were conducted 
in emerging countries (ECs). Hence, Sedzro et al. (2014) emphasized that studies 
regarding the automobile preferences in ECs are seen rarely. Yet, ECs refer to more 
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In the analysis carried out with the classification as Premium or non-Premium 
brands, social status variable represents an important factor. For the users prefer-
ring Premium automobile brands, it may be deduced that hedonic consumption 
is prominent than rational consumption. Azizağaoğlu and Altunışık (2012) ex-
pressed the tendency of the consumers for preferring the brands that symbolize 
their status in their brand preferences as the following: “Products and brands seem 
like the colours used by an artist while painting Picture. Artist uses the colours in 
order to paint the Picture he/she imagines or desires. Consumers tend to use the 
images and symbols represented by the products and brands in order to realize 
the experience they desire, dream and place in their fantasy worlds.” According to 
the results of the analysis carried out with the classification structure according 
to the countries of origin of the brands, it may be thought that users have a more 
rational preference tendency (fuel consumption, prevalence of the sales network).

In the further studies, it shall be possible to conduct researches providing more 
reliable conclusions since conducting researches with a higher sampling number 
shall increase the capability of the sampling to represent the universe of the study. 
Studies may be conducted on the users, who has shifted between the automobile 
brands having different origins or different market positions at different times 
and reasons of such shifting may also be analysed (is it based on the change of the 
user or is it based on the studies of these brands conducted in order to gain these 
target groups).

REFERENCES
Açikalin, S., & Ekrem, G. Ü. L. (2006). Sosyal Siniflarda Tüketimin Sinif Belirleyicilik Rolü. Sosyal 

Ekonomik Araştırmalar Dergisi, 6(12), 15-28.
Ahmed, Z.U., Johanson, J.P. and Boon, L.C. (2004), “Does country-of-origin matter for low involve-

ment products”, International Marketing Review, Vol. 21 No. 1, pp. 102-20.
Albayrak, A. S., & Yilmaz, Ö. G. Ş. K. (2009). Veri Madenciliği: Karar Ağaci Algoritmalari Ve İmkb 

Verileri Üzerine Bir Uygulama. Süleyman Demirel Üniversitesi İktisadi ve İdari Bilimler Fakül-
tesi Dergisi, 14(1), 31-52.

Alper, C. E. ve Mumcu Serdar, A. (2000) “Türkiye’de Otomobil Talebinin Tahmini”, Ekonomi Bölümü 
ve Ekonomi ve Ekonometri Merkezi, Boğaziçi Üniversitesi, İstanbul.

Arıtan, T., & Akyüz, A. M. (2015). Tüketicilerin Otomobil Markalarina Yönelik Marka Sadakat-
leri Ve Tercihleri Üzerine Bir Araştirma. Uluslararası Yönetim İktisat ve İşletme Dergisi, 11(26), 
195-220.

Aslan, H. (2006) “Bireylerin Otomobil Seçiminin Çoklu Tercih Modelleri İle Analizi”, Marmara 
Üniversitesi Sosyal Bilimler Enstitüsü Ekonometri Anabilim Dalı, Yüksek lisans Tezi, İstanbul

Athar, M.K. (2006), “Automotive component and associated products”, Free Virtual Catalogue Show, 
Karachi, pp. 22-4.

Azizağaoğlu, A., & Altunışık, R. (2012). Postmodernizm, sembolik tüketim ve marka. Tüketici ve 
Tüketim Araştırmaları Dergisi, 4(2), 33-50.

Bilkey, W.J. and Eric, N. (1982), “Country-of-origin effects on product evaluations”, Journal of Inter-
national Business Studies, Vol. 13, Spring/Summer, pp. 89-99.



Current Marketing and Production Studies

- 64 -

Burns C.Alvin ve BUSH F.Ronald, (2015), Pazarlama Araştırması,7. Baskı,Çeviri Editörü: Fatma 
Demirci Orel, Nobel Yayınları,Ankara.

Cadogan, J.W. and Foster, B.D. (2000), “Relationship selling and customer loyalty: an empirical in-
vestigation”, Marketing Intelligence & Planning, Vol. 18 No. 4, pp. 185-99.

Daştan, H. (2016). Türkiye’de Ikinci El Otomobil Fiyatlarini Etkileyen Faktörlerin Hedonik Fiyat 
Modeli Ile Belirlenmesi. Gazi Üniversitesi İktisadi ve İdari Bilimler Fakültesi Dergisi, 18(1), 303-
327.

De Haan, P., Mueller, M.G. and Peters, A. (2006), “Does the hybrid Toyota Prius lead to rebound 
effects? Analysis of size and number of cars previously owned by Swiss Prius buyers”, Elsevier 
Ecological Economics, Vol. 58, pp. 592-605.

Dhir, A., Kaur, P., Chen, S., & Lonka, K. (2016). Understanding online regret experience in Face-
book use–Effects of brand participation, accessibility & problematic use. Computers in Human 
Behavior, 59, 420-430.

Diamantopoulos, A., Schlegelmilch, B. and Palihawadana, D. (2011), “The relationship between 
country-of-origin image and brand image as drivers of purchase intentions: a test of alternative 
perspectives”, International Marketing Review, Vol. 28 No. 5, pp. 508-24.

Ecer, F. (2013). Türkiye’de 2. El otomobil fiyatlarının tahmini ve fiyat belirleyicilerinin tespiti. Anad-
olu Üniversitesi Sosyal Bilimler Dergisi 13/4 s.101-112

Emmelheinz, M., Stock, J. and Emmelheinz, L. (1991), “Consumer response to retail stock outs”, 
Journal of Retailing, Vol. 67, pp. 138-46.

Erdoğan, C. (2006) “Tüketicinin Otomobil Tercihinin Konjoint Analizi İle Belirlenmesi”, Gazi 
Üniversitesi Fen Bilimleri Enstitüsü, Yüksek lisans Tezi Ankara.

Feyyaz, Kaya, & Uğurhan, Y. Z. C. (2019). Otomobil Markalarının Çevre Dostu Paylaşımları: Küre-
sel ve Yerel Sosyal Medya Karşılaştırması. Erciyes İletişim Dergisi, 6(2), 1101-1120.

Garvin, D. A. (1984), “What Does Product Quality Really Mean?”, Sloan Mangement Review, Fall 
1984, 25-43.

Güneş, S. (2012). Türk toplumu ve otomobil. SDÜ Fen Edebiyat Fakültesi Sosyal Bilimler Dergisi, 25, 
213-230.

Han, C.M. (1989), “Country image: halo or summary construct?”, Journal of Marketing Research, 
Vol. 26, May, pp. 222-9.

Hennessy, H., & Tol, R. S. (2011). The impact of tax reform on new car purchases in Ireland. Energy 
Policy, 39(11), 7059-7067.

Herrmann, A., Xia, L., Monroe, K. B., & Huber, F. (2007). The influence of price fairness on custom-
er satisfaction: an empirical test in the context of automobile purchases. Journal Of Product & 
Brand Management, 16(1), 49-58.

Hsieh, M., Pan, S. and Setiona, R. (2004), “Product-, corporate-, and country-image dimensions 
and purchase behavior: a multicountry analysis”, Academy of Marketing Science, Vol. 32 No. 3, 
pp. 251-70.

İzmirlioğlu, K. (2008) “Konumlandırmada Kuşak Analizi Yardımıyla Tüketici Algılarının Tespiti: 
Türk Otomotiv Sektöründe Bir Uygulama”, Muğla Üniversitesi Sosyal Bilimler Enstitüsü, Yüksek 
Lisans Tezi, Muğla.

Johansson, J.K., Douglas, S.P. and Nonaka, I. (1985), “Assessing the impact of country-of-origin on 
product evaluations: a new methodological perspective”, Journal of Marketing Research, Vol. 22, 
November, pp. 388-96.

Johansson-Stenman, O., & Martinsson, P. (2006). Honestly, why are you driving a BMW? Journal 
Economics Behavior Organ, 60, 129−146.

Karatekin, U. (2009) “Sosyal Sınıflar İçinde Mesleklere Göre Tüketicilerin Otomobil Alma ve Kul-
lanma Alışkanlıklarına Etkisinin İncelenmesi”, Süleyman Demirel Üniversitesi Sosyal Bilimler 
Enstitüsü İşletme Anabilim Dalı, Yükseklisans Tezi Isparta.

Karbuz, Fahri, And Silahçı ve Emrah Çalışkan (2017). “Otomotiv Sektör Raporu”, İstanbul Ticaret 
Odası Ekonomik ve Sosyal Araştırmalar, https://www.ito.org.tr/itoyayin/0009133.pdf, (Erişim 
Tarihi: 01/01/2020).



Current Marketing and Production Studies

- 65 -

Kim, W.G. (2008), “Branding, brand equity and brand extensions”, in Oh, H. and Pizam, A. (Eds), 
Handbook of Hospitality Marketing Management, Elsevier, New York, NY, pp. 87-118.

Koppel, S., Charlton, J., Fildes, B., & Fitzharris,M. (2008). How important is vehicle safety in the new 
vehicle purchase process? Accident Analysis and Prevention, 40(3), 994−1004.

Kurtuluş, Kemal (1998), Pazarlama Araştırmaları (6. Baskı), Avcıol Basım-Yayın, İstanbul.
Lieven, T., Mu¨hlmeier, S., Henkel, S. and Waller, J.F. (2011), “Who will buy electric cars? An empir-

ical study in Germany”, Transportation Research Part D, Vol. 16, pp. 236-43.
Lin, M.Y. and Chang, L.H. (2003), “Determinants of habitual behavior for national and leading 

brands in China”, Journal of Product & Brand Management, Vol. 12, pp. 94-107.
Meyvis, T., & Janiszewski, C. (2004). When are broader brands stronger brands? An accessibility 

perspective on the success of brand extensions. Journal of Consumer Research, 31(2), 346-357.
Nakip, M. (2006).  Pazarlama Araştirmalari, Teknikler Ve (Spss Destekli) Uygulamalar. Seçkin 

Yayıncılık.
Narteh, B., Odoom, R., Braimah, M., & Buame, S. (2012). Key drivers of automobile brand choice 

in sub-Saharan Africa: the case of Ghana. Journal of Product & Brand Management, 21(7), 516-
528.

Nowlis, S.M. and Simonson, I. (2000), “The role of explanations and need for uniqueness in con-
sumer decision making: unconventional choices based on reasons”, Journal of Consumer Re-
search, Vol. 27 No. 1, pp. 49-68.

Papadopoulos, N. and Heslop, L. (1993), Product-Country Image: Impact and Role in International 
Marketing, International Business Press, London.

Roth, M.S. and Romeo, J.B. (1992), “Matching product category and country image perceptions: a 
framework for managing country-of-origin effects”, Journal of International Business Studies, 
Vol. 23 No. 3, pp. 477-97.

Saeed, S. (1994), “Consumer evaluation of products in a global market”, Journal of International 
Business Studies, Vol. 25 No. 3, pp. 579-604.

Saydan, R. (2008) “Otomobil Seçiminde Etkili Olan Hedonik ve Rasyonel Yararlar Demografik Fak-
törlere Göre Değişiklik Gösteriyor Mu? Van İli Uygulaması”, Finans Politik& Ekonomik Yorum-
lar, Cilt:45, Sayı:525.

Sedzro, K. M., Amewu, G., Darko, J., Nortey, E. N. N., & Dasah, J. B. (2014). Determinants of auto-
mobile purchase and brand choice in Ghana: Multinomial logit approach. Journal of Transna-
tional Management, 19(4), 303-317.

Sekaran, U. (1992). Research methods for business – a skill building approach (2nd ed). United States 
of America: John Wiley & Sons, Inc.

Schiffman, G.L. and Kanuk, L.L. (2009), Consumer Behavior, 9th ed., Pearson Prentice Hall, Upper 
Saddle River, NJ.

Tang, Z., Lou, J. and Xiao, J. (2011), “Antecedents of intention to purchase mass customized prod-
ucts”, Journal of Product & Brand Management, Vol. 20 No. 4, pp. 316-26

Taşkın, Ç. (2016). Otomobil Sektöründe Tüketici Temelli Marka Değerinin Ölçümü Üzerine Bir 
Araştırma. Business & Economics Research Journal, 7(3).

Terzi, Ü. , Hacaloğlu, S. E. ve Aladağ, Z. (2006) “Otomobil Satın Alma Problemi İçin Bir Karar 
Destek Modeli”, İstanbul Ticaret Üniversitesi Fen Bilimler Dergisi, Yıl:5, Sayı: 10, Güz 2006/2, 
s:43-49.

Vahaplar, Alper, (2003), “Bir Cografi Veri Madenciligi Uygulaması”, Yayınlanmamıs Yüksek Lisans 
Tezi, Ege Üniversitesi Fen Bilimler Enstitüsü, İzmir,

Van Auken, B. (2003), Brand Aid, AMACOM, Grand Rapids, MI.
Vrkljan, B. H., & Anaby, D. (2011). What vehicle features are considered important when buying 

an automobile? An examination of driver preferences by age and gender. Journal of Safety Re-
search, 42(1), 61-65.

Yayar, R., Çoban, N., & Tekin, B. (2015). Otomobil Sahipliğini Etkileyen Faktörlerin Belirlenmesi: 
Tokat İli Kentsel Alanda Bir Uygulama. Yönetim ve Ekonomi: Celal Bayar Üniversitesi İktisadi 
ve İdari Bilimler Fakültesi Dergisi, 22(2), 603-617.



Current Marketing and Production Studies

- 66 -

Yardım, N., & Kırgıza, A. C. (2019), Lüks Otomobil Pazarindaki Tüketim Konjonktürü Türkiye 
Örneği. gaziantep IERFM 3. International Economic Reserach And Financial Markets Con-
gress Proceeding Book (p. 23).

Yavaş, M., Ersöz, T., Kabak, M., & Ersöz, F. (2014). Otomobil seçimine çok kriterli yaklaşım önerisi. 
İşletme ve İktisat Çalışmaları Dergisi, 2(4), 110-118.

Yavuz, S. (2012) “Öğretmenlerin Otomobil Tercihlerinde Etkili Olan Faktörlerin Analitik Hiyerarşi 
Yöntemiyle Belirlenmesi”, DPUJSS, No: 32, Vol: 2, April 2012.

Yılmaz, S., Taştan, K., Ecek, N., & Çınar, E. (2017). Otomotiv sektörünün dünyada ki ve türkiye’de ki 
değişimi. ODÜ Sosyal Bilimler Araştırmaları Dergisi (ODÜSOBİAD), 7(3), 685-695.

Wang, X. and Yang, Z. (2008), “Does country-of-origin matter in the relationship between brand 
personality and purchase intention in emerging economies? Evidence from China’s auto indus-
try”, International Marketing Review, Vol. 25 No. 4, pp. 458-74.

Zikmund, W.G. (1986). Exploring Marketing Research. Dryden Press Series in Marketing, University 
of Minnesota

http://www.odd.org.tr/web_2837_1/neuralnetwork.aspx?type=36
http://www.tuik.gov.tr/PreTablo.do?alt_id=1051 31.12.2019
https://onlineislemler.egm.gov.tr/trafik/sayfalar/Istatistikler.aspx


