
ABSTRACT 

 This study clarifies the effects of TV advertisement on mature consumer. In the study, 

firstly, consumer behavior has been briefly explained then it has been focused on the factors 

of consumer’s decision-making process. In this framework, it has been tried to specify the 

decision-making process of mature consumer and stressed on the importance of mature 

market. Finally, it was applied a survey, which required the effects of TV advertisement on 

mature consumer. 
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