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During this time period called social media age, online platforms that shape the lives
of individuals and allow users to interact are becoming very popular. While social
platforms have a great impact on individuals as news or information sources, they also
transform marketing strategies in the context of entertainment, social sharing and
content creation. In this context, this study aims to measure the behavioral changes in
the purchasing processes of consumers in many ways by addressing the social media
platforms that become an indispensable part of the daily lives of individuals.

The opportunity to be included in the communication and sharing network by
communication facilities makes social media sites the tool of a new generation of
marketing. In this way, the social networks, which take the majority of their time under
the influence of individuals, attract the interest of companies. Companies actively use
social media platforms to attract attention to their products, brands or customers.

The research plans to explore the perceptions of university students based on the idea
that social media platforms are an effective tool for young consumers. The present
study also aims to reveal the impact levels of social media platforms, which are the
strong sources of digital transformation, on individuals. In this context, this thesis tests
the hypotheses with a quantitative strategy applied to students of the Faculty of
Communication who focuses on new media studies.

In the scope of the study, a questionnaire was developed with 38 items consisting of 11
demographics and 27 social networks and a sample group of 300 students was applied.
The data obtained from the survey with the contribution of SPSS program were
analyzed by using Analysis of Variance (ANOVA), LSD Multiple Comparison Test
and Independent Sample t Test and Pearson Moment Correlation Coefficient. The
results of the research show that it is more possible to choose brands, products or
services that are aware of the social media. In addition, the findings show that the
individuals considered within the scope of the sample tend to use social media
platforms as much as possible in their purchasing processes. For this reason, research
shows that social media platforms have become a daily life practice and they contribute
significantly to the attitudes of individuals to their behavior.
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Sosyal medya ¢agi olarak adlandirilan bu zaman diliminde, bireylerin yasamini
sekillendiren ve kullanicilarin karsilikli etkilesimde bulunmalarina imkan taniyan
cevrimigi platformlar olduk¢a popiiler hale gelmektedir. Sosyal platformlar, haber ya
da bilgi kaynag1 olarak bireyler iizerinde biiyiik bir etkiye sahipken, bunun yan1 sira
eglence, sosyal paylasim ve icerik olusturma baglaminda da pazarlama stratejilerini bir
doniisiime ugratmaktadirlar. Bu baglamda, bu calisma, bireylerin giinliik hayatlarinin
vazgecilmez bir parcast haline gelen sosyal medya platformlarini ele alarak,
tiiketicilerin satin alma stireclerindeki davranis degisikliklerini bir¢cok yolla dlgmeyi
amaclamaktadir.

Iletisim olanaklar tarafindan haberlesme ve paylasim agina dahil olma firsati, sosyal
medya sitelerini yeni bir pazarlama neslinin araci haline getirmektedir. Bireyleri etkisi
altina alarak zamanlariin biiylik bolimiinii ayirdiklar1 sosyal aglar, bu yolla,
sirketlerin de ilgisini ¢ekmektedirler. Sirketler, sahip olduklari {iriin ya da markalarini,
miisterilerine kars1 dikkat ¢ekmek amaciyla sosyal medya platformlarini aktif bir
sekilde kullanmaktadirlar.

Aragtirma, sosyal medya platformlarinin geng tiiketiciler i¢in etkili bir ara¢ oldugu
fikrini dayanarak, tniversite Ogrencilerinin algilarmi kesfetmeyi planlamaktadir.
Mevcut caligma ayrica dijital doniistimiin gili¢lii kaynaklar1 olan sosyal medya
platformlarinin, bireyler tizerindeki etki diizeylerini ortaya ¢ikarmay1 hedeflemektedir.
Bu baglamda, bu tez, hipotezleri yeni medya ¢aligmalarina odaklanan Iletisim Fakiiltesi
ogrencilerine uygulanan nicel bir strateji ile test etmektedir. Calisma kapsaminda, 11
demografik ve 27 sosyal agdan olusan 38 maddelik Slgek ile gelistirilen anket, 300
ogrenciyi kapsayan bir 6rneklem grubunu uygulanmistir. SPSS programinin katkisi ile
anketten elde edilen veriler, varyans analizi, LSD Coklu Karsilagtirma Testi ve
Bagimsiz Orneklem t Testi ve Pearson Moment Korelasyon Katsayisi ile incelenerek,
tablolar ile yorumlanmistir. Arastirma sonuclari, sosyal medyada farkindaligini
hissettiren marka, tirtin ya da hizmetlerin, tiiketiciler tarafindan tercih edilmesinin daha
miimkiin oldugunu ortaya koymaktadir. Ayrica, bulgular, érneklem kapsaminda ele
alinan bireylerin, satin alma siireglerinde sosyal medya platformlarindan olabildigince
yararlanma egiliminde olduklarin1 gostermektedir. Bu nedenle, arastirma, sosyal
medya platformlariin giinliikk yasam pratigi haline geldigi giiniimiizde, bireylerin
davraniglarina olan tutumlarina 6nemli katkilar sagladigr goriilmektedir.
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Pazarlama, Algilar
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INTRODUCTION

Individuals have been able to survive for many years together. As a product of survival
instinct, human beings tend to share their experiences with new generations. Those
experiences are transmitted to other individuals through various channels of
communication. Dokmen (1994) argues that the concept of communication is the process
by which the message sent by the participants through information or symbols is
produced, transmitted and understood. Since the early civilizations, the transmission
through various means has undoubtedly changed over time. Although there are
differentiations in communication techniques, the process of transferring the experiences

of individuals always continues.

As an indispensable part of the individuals, communication has changed as much as
possible with the help of technical facilities. Mass media perform an effective function in
contemporary societies that creates a new type of civilization (Vardar, 1986, p. 35). While
people have difficulty in living conditions, they desire to find new mass media as a result
of changing conditions. As the technology has been changed in an incredibly difficult
way, mass media, respectively, newspapers, radio and television were put into service for
humanity and in this way, individuals had the possibility of visual and audio
communication (Icirgin, 2018, p. 4). With the spread of mass media, social
communication has improved, so individuals have contributed to their experiences and
knowledge in many fields. With the penetration of the Internet into human life, there have
been radical changes in the life styles of individuals. Thanks to the Internet, the masses
have taken a new way away from ordinary life. Through social networks, digital life has

formed, in addition, the lifestyle of individuals has changed direction.

In recent years, the development of technology has pushed individuals to change over
time in mass media. According to Kaplan and Haenlein (2009), through Web-based
practices, individuals maintain to share their experiences through social media channels.
For individuals who continue to socialize by sharing their experiences, social media is
becoming increasingly important. The way in which social media allows sharing of
knowledge and experience, allowing interaction, has changed the direction of
communication in many ways. The Web's ability to interact and disseminate ideas has led
to the use of social media platforms, especially by young people. Moreover, social media
maintains the attention of individuals through these facilities. According to Boyd and

1



Ellison (2007), social networks are attracting the attention of individuals and new sites or
applications are added to these platforms every day (p. 210). In this period of change in
communication, many events and social media platforms reach the broad masses,
revealing the changing power of communication. The use of the Internet attracts the
attention of, especially young users. According to Obee (2012), social media platforms
have faced intensive use of young people; moreover, Online sites consist of the majority

of the internet users (p. 8).

Social networks are spreading rapidly among young people, thanks to the opportunities it
offers, such as access to applications and entertainment. Through the intensive use of
social platforms, individuals' attitudes and behaviors in these Web-based interactive
networks also gain importance. Mass media, in the first place, while providing people
with one-way communication with the emergence of social media, users on these
platforms not only to reach the information, but also to create content that may be shared

with others who make their own content.

The increasing use of social media shows its effect in many areas. Nowadays, when
internet users become consumers, customers have the opportunity to conduct research
through the internet before their purchase. Social media, one of those research platforms,
is an area where individuals interact with each other. In this way, consumers may be able
to ask each other questions and get answers in the same direction. Individuals collect
information by interacting with other consumers through social media tools during
decision-making. Through the opportunity to share experiences of individuals, social
media is transformed into a rapidly increasing mass communication platform. In this
context, consumers affect each other's purchasing processes with or without awareness
(Haciefendioglu & Firat 2014, p. 89). Beyond this, it is observed that the shares of
consumers through social platforms also affect the brand attitudes. Thus, social media,

along with these methods, has a tendency to influence the behavior of consumers.
Background of the Study

Social media has taken its place in marketing literature. While consumers plan to share
their experiences on social media platforms, companies can operate on social media in
order to create customer loyalty, increase product or brand awareness, and provide

competitive advantage in the marketing process (Saritas & Karagoz, 2017, p. 360).



Individuals have the opportunity to express their demands and opinions about the
products. Therefore, during a product or purchase, individuals tend to be affected by
experience. Companies have the opportunity to improve their products and services
through consumer sharing. Social platforms become an important marketing area by
enabling interactions in this way. In addition, with the development of digital
technologies, the use of social media has developed directly. In this respect, social media
has become an area used not only for entertainment and information purposes but also for
consumption purposes. According to Erdem (2006), consumers tend to research in
various ways about the products they plan to purchase before they buy a good or service
(p. 69). Consumer behavior encompasses a range of activities, starting before and after
the consumer acquires products. Consumers are able to manage these marketing activities
with increasing interactions with the emergence of digital platforms. Consumers become
aware of their active power as a result of digitalization (Kucuk, 2012, p. 1). This can

change the dynamics of consumer culture and marketing strategies.

Kosela (2008) mentions that because of the ever-changing practices of social media, the
direction of communication is double-sided, as opposed to previous mass media (p. 11).
Because, in the understanding of traditional media, communication is a one-way concept
that only the manufacturer prepares and presents to the users, on the other hand, producers
have the authority to create their own content through social platforms. Producing the
content on the social media platforms by the producers enables the marketing to progress
in this direction. The positive or negative sharing of users about a product or service
affects other individuals. The individual who considers sharing his experiences as a
requirement in the social media age attaches importance to the ideas and suggestions of
other individuals. With the digitalization of the new generation of marketing, individuals'

behaviors and attitudes are remarkable.

The new generation of marketing has started to see the individual as a consumer and has
continued to use the internet as much as possible. There are many factors that can affect
the brand perception of consumers through social networks. Changing and evolving
marketing strategies not only involve the online purchasing process but also the
psychological processes. Based on the frequency of using the Internet by young people,
understanding the impacts of young social media platforms on decision-making will

contribute to online marketing approaches. ldentifying how consumers will influence a



product or service perception through social platforms is an important issue in the social
media community. In this context, this research shows interest in the activities of the
individual surrounded by new communication technologies in the purchasing and

decision-making processes.
Topic of the Study

This thesis identifies the factors associated with new media advertising and consumer
behaviors in the period when all kinds of technologies are an increasingly crucial part of
the lives of individuals called social media age. This study also focuses on young
consumers, assuming that the majority of Internet users are covered by young people.
Thus, it is desired to examine the behavior of social media users. Some of the variables
are advertising attitudes in social networks, interaction, use of social media and consumer
behavior. Some demographic variables are daily mass media and social media usage rates,
social platforms and social media experiences.

Importance of the Study

Social media sites and applications cover new media-related communication devices that
can be used to create a network online. These applications are used by the vast majority
of Internet users. According to Smith (2004), almost all young people use social media
platforms with a sudden rise. Based on the fact of such a population, it is extremely
necessary to understand the characteristics of users. This study, which is especially
directed towards young users, attempts to resolve the gap in the literature.

Although previous studies examine the behavior of consumers, it is observed that those
do not focus only on university students as a sample. Communication Faculties show the
necessary sensitivity to social networks during this period, where media is surrounded by
new and digital developments. Thus, these faculties not only deal with digital
broadcasting but also deal with the psychological and sociological behaviors of these
Internet users. This study, based on this fact, develops the hypotheses on the students of
the Faculty of Communication and tests the present hypotheses. In another aspect, this
study, along with its findings and results, will contribute to further studies. The attitudes
of young consumers towards social networks will help the next generation of marketing.
Moreover, it will ensure that consumers are more considerate of the online applications

that users produce their content.



Aim of the Study

The rapid use of social platforms allows the consumer to conduct a product or service
survey. In this way, the behavior of consumers through social networks is changing.
Especially, considering that young people are actively using social media, the impact of
social media on the behavior of young consumers needs to be examined. In line with these
considerations, this study aims to focus on consumer behavior in the social media age,
with a focus on young consumers, thus turning to consumer behavior during social
platforms and purchasing processes. The aim of this study is to examine the effects of
social media usage habits on consumer behaviors in purchasing and decision making

processes by considering the students of Faculty of Communication.

In conclusion, the main purpose of this study is to examine the effect of social media,
which is an indispensable part of daily life, on consumer behavior, especially among
young people. Specific objectives are:

e To establish the impression of social media act on consumers' reaching a decision

e Toensure that consumers have a critical perspective on strategies in various social

media marketing related to the online world

e To peruse online purchaser behavior critically

e To contribute to the effective use of social media for online marketing

e To discover the psychological impact of social media usage on consumers

e To make suggestions to buyers and companies in terms of overcoming the

difficulties they may face in the era of social media.
Methodology of the Study

This study has been applied to determine the attitudes and perceptions of the students of
the Faculty of Communication at Sakarya University who have one or more social media
accounts. In the light of the hypotheses determined in the study, the relationship between
some personal information of the sample group and the attitude behaviors towards social
media and the attitudes towards the use of social media were tried to be determined. The
research model is determined as a descriptive model and in this model, the researcher
shapes the process without changing any condition related to the topic and the problem

situation.

Within the scope of the study, 300 students were determined as samples and data were
5



obtained by using survey technique. A questionnaire has been developed from studies
involving social media and consumer attitudes (Cretti, 2015 & Wen, 2018). The
Demographic Form, which contains 11 questions, and the Young Consumer Behavior
Scale covering 27 questions were applied. The data were coded in parallel with the
hypotheses and analyzed with the help of the SPSS program. Analysis of Variance
(ANOVA), Fisher's Least Significant Difference (LSD) Multiple Comparison Test,
Independent Sample t Test, and Pearson Correlation Coefficient were applied and

findings have been presented in tables.
Structure of the Study

This thesis examines the relationship between young consumers and social platforms, in
this context, the present study aims to provide a specific organization between chapters.
In the first chapter, this study focuses on the concept of consumption, consumer behavior
and social media platforms. In addition, technological transformation and Web 2.0
applications are discussed and behavioral psychology on consumers is also addressed.
This part of the thesis also examines the decision making processes through traditional
and contemporary marketing strategies. In the second chapter, the theoretical background
approaches in which the thesis is shaped are discussed. The third section of the thesis
contains information about the articles and thesis studies dealing with social platforms
and consumer behavior. In the fourth chapter, the research problem, hypothesis, scope
and limits, sample, instrument, data collection and analysis process and frequently
encountered terms in the study are discussed. In the fifth chapter, the findings of the
demographics and the attitudes of the participants are included. In the sixth chapter, the
study is summarized. The seventh chapter is the discussion part of the study. In the next
chapter, results and recommendations are included. In the last chapter, the sources used
during the study are given.



CHAPTER 1: UNDERSTANDING CONSUMER BEHAVIOR IN THE
CONTEXT OF DIGITAL CONCEPTS

Mangold and Faulds (2009) argue that the media has undergone a massive conversion
over the last decade of communication. Together with all the tools they contain,
communication and media continue to change from year to year. The beginning of mass
communication is based on the “print revolution” seen in Europe in the 15th century
(Aggarwal & Gupta, 2001, p. 6). In the evolving process with the Internet and Web
revolution, the way in which information is distributed and the masses acquire this
knowledge have been reshaped. In this context, as the speed of technological innovations
increase, today's world witnesses more frequent digital developments. Among these
innovations, the development and access of Web-based content are the most interesting
experiences of recent years. The period in which the masses are in place, also referred to
as the consumption age, enables rapid dissemination of the experiences and criticism of
the users, thanks to the rapid technological developments. In this context, Lamberton and
Stephen (2016) draw attention to social networks and to the importance of the
combination of platforms such as Facebook, Youtube and Instagram in the dissemination
of information in the globalized world (p. 159). These social platforms have gained an
important place, especially in the lives of the younger generation. In addition, Gaber and
Wright (2014) argue that social networks help young people produce content among their
peers, thus providing them with a place in the virtual space (p. 52). Kaplan and Haenlein
(2010) state that social networks are the result of the basic technological developments of
Web 2.0 (p. 61). In this age when technology affects people, social networks in which
sharing and cooperation come into prominence have the power to shape the views of
individuals in the field of consumption.

1.1 The Concept of Consumption

The fact that, individuals who are included in all consumption processes become dynamic
as a consumer, has made attention to consumption concepts. Individuals, regardless of
their life practices, are entirely consumers. According to Walters (1974), the term of
“consumer” may be called as an individual who buys or has a tendency to acquire
products or services to meet the needs, wishes or desires of a personal or household (p.
4). Consumers, moreover, can be regarded as individuals who care about their personal

interests and make reasonable decisions in accordance with those interests (Schifman &
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Kanuk, 1987; Zinkhan, 1992). Consumers who have different needs and requirements
from each other have different consumption behaviors independently from each other.
The concept of “consumption”, which includes the use of a product or the purchasing
process, uses a number of structures to address the needs. However, people who buy
products are an important part of consumer culture. Consumption is the process of being
able to meet the needs and desires of the individual or those around him / her as an
acquisition. Moreover, Priest et al. (2013) argue that the act of consumption is an integral
part of daily existence, irrespective of the money to be spent (p. 1). The prevalence of
consumption tends to shape the lives of individuals without being aware of them.
Numerous goods and services have been procured in many places around the world. In

these processes, people behave in a variety of ways as consumers.
1.2 Consumer Behavior

Although there is no consensus about what the concept of behavior means, human
behavior is an experimental phenomenon that does not conform to the traditions in order
to understand the concepts. Yet, “behavior” is also often known as the definition of the
individual's movements. Moreover, as Ossorio (2006) states that, all behavior can be
defined as revealing some situations of an individual (p. 49). Guez and Allen (2000) claim
that the concept of behavior is the focal point of a subject, an object, or a person, and, in
this way, it can be observed that behavior is a form of normal or abnormal movements in
terms of social norms of the individual towards society, objects or people (p. 9). Hence,
society is prone to accurate behaviors that are always seen as bad in the environment.
This research will focus on young people who have become the focus of attention on their

behavior during the consumption period.

In an age linked to the brand strategy that has a key share in the success of industry and
the sector, the attitudes and behaviors of the consumer involve a detailed process. With
the dramatic increase in internet services, procurement processes are spreading widely.
This expansion can cause any change in the movement of an object. For this reason, in
order to be able to behave, it is necessary to include the change and movement of an
object (Lazzeri, 2014). Consumer behavior, while witnessing the change in the object,
needs to be analyzed in detail. According to Sheth (2014), consumer behavior
encompasses all mental and physical activities in the decision-making process of their

respective actions by the consumers for the payment, purchase, and use of products and
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services (p. 1). In addition, Sahney (2017) mentions that the interactions that the
consumer has in the process of interaction in its environment play an important role in
consumer behavior (p. 3). In this context, consumer behavior tries to explain decision
mechanisms in purchasing processes. The consumption process involves the interaction
between the acquisition and behaviors observed in the individual. In an age when people

are involved as consumers, consumer behavior includes certain roles and activities.

Zhou et al. (2010) believe that cultural, social, and environmental factors have definite
effects on the consumer's decision-making process. The procurement processes of the
consumer cover a number of activities. Therefore, this study focuses on the acquisition of
a service or product by consumers in order to get a good idea about consumers. In today's
world where consumption is intensively part of human life, the opportunities thanks to
the rapid technological developments help to spread the product or services rapidly
everywhere. In the process of acquisition, it significantly increases sharing among people.
Consumer behavior, as Solomon (1998) puts forward, takes place through the analysis of

processes that individuals or groups buy, use, or dispose of in order to achieve their wishes
(p. 31).

The media that surrounds people in their new and old form, in terms of knowledge,
entertainment and connection, is also an indication for the journey of discoveries. Since
discovery of the printing, information has become a crucial factor in cultural, scientific
and even political developments. While the media accelerates the dissemination of
knowledge, the transformation also continues. Mangold and Fauld (2009), in this context,
report that the media, in particular, have confronted a tremendous change over the past
decade (p. 357). Along with this change, it can be observed that the number of consumers
in the internet has spread very rapidly worldwide. According to the survey by
Chitharanjan (2016), this spread has been shown in many sectors (p. 2). The Report of
Digital Around The World in 2019 from “We Are Social” and “Hootsuite” reveals that
more than half of the world's population is not only using the internet but also using social
media effectively. The current report (2019) shows that 4.39 billion internet users take
part in the internet. It has been also analysed that 3.48 billion people using the internet
has preferred to use social media actively, too.

The “World Wide Web” has presented consumers a meeting place to convey their

knowledge, suggestions, and choices (Gazal et. al., 2015). At present times, the online
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environment has become observable with a new point of view. Nolcheska (2017) states
that the dramatic growth of social media has created new inspirations to redefine the
marketing and business sector, especially by creating a new space for communication and

information sharing among people (p. 75).
1.3 Web 2.0 As Technological Transformer of the Web

In recent years, the Web has been widely used in a variety of ways, including obtaining,
creating and sharing information. Darwish and Lakhtaria (2011) indicate that, in a closed
period, Web technology, which has inspired new social networking networks, has
undergone a significant change in the way communities use it in communication and
development tools (p. 205). Therefore, Web 2.0 gives prominence as a technology
platform for Internet users to turn the Web into a participatory area, not only to utilize
content. Web 2.0 tools offers a collaborative approach to information sharing and easy
access to information, content creation, storage and sharing by focusing on
communication and interaction in a simple and easy way (Ajjan & Hartshorne, 2008).
The concept of Web 2.0, which was organized in 2004 and entered into the lives of
individuals, has created a revolution to improve the communication of users over the web
and, in addition, enables new ideas and services. Web 2.0, the second stage of internet
evolution, offers more creative and more interactive experiences, highlighting collective
intelligence and social interaction. Liu and Kwangjo (2017) point out that the
technologies associated with the second generation of the World Wide Web offer the
ability to share almost all users' data and observations through this network. Furthermore,
Web 2.0 can be said to be a stream based on the idea of enabling users to join the site to
accelerate web services and collaborating with other sites and users for the same purpose
(Morkoc & Erdonmez, 2014, p. 28). In the basic sense, Web 2.0 tries to connect with each
other to work together, although individuals are geographically separated from each

other.

Web 2.0 draws the attention of experts, businesses and Web users. It also gives
importance to working in a more collaborative manner. In this context, it not only
emphasizes the social actions and collective intelligence of individuals but also offers
new opportunities to use the Web effectively. In online social networks, interaction and
communication are very important and, therefore, systems that are adapted to the Web

2.0 features allow users to create content in collaboration. Sabouri and Jalali (2009),
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moreover, emphasize that it is important in terms of Web development in Web-based
systems that these features are included with the new Web content. In addition, Wikipedia
(2011), one of the best examples of user-based content creation, suggested that Web users
and software developers should make significant changes to the way they use the Web.
In the following process, Web 2.0 comes to the fore with its user-friendly facilities. In
this context, as Tripathi and Kumar (2010) point out, Web 2.0 offers many collaborations
such as music, photos, documents, explanations, publications, and allows users to

communicate online content in various ways.

As with all new tools such as computers, the Internet or the web, the second generation
web experience is also rapidly spreading to adopt a fast interaction path. Websites, at first,
had provided one-way communication. According to Darwish (2011), the Web 2.0 tools
quickly change the dynamics, facilitating interaction, collaboration and communication
on the web. While Web 2.0 tools became popular in 2014, the concept of creativity came
to the fore with the content being put forward by the users. By encouraging a more active,
participatory role for users, it allows users to use technology not only to obtain
information but also to generate information. While the first technology devices were
effective in terms of mass communication, they had shortcomings in terms of
collaboration and interaction. Users who could not go beyond being a passive consumer
became part of a more effective communication network with this digital transformation.
These applications, called Web 2.0, are now actively used as wiki, blog, social networks

or podcasts.

Klinc (2008) states that there are many possible benefits of adopting the principles and
strategies of Web 2.0 technologies in many areas. Transferring new approaches to the
second generation of technology in these tools can affect lifecycle and knowledge
management while saving time and money and providing enhanced communication and
collaboration. In addition, it develops an attitude towards communities and
communication groups (Nivi, 2005); and, the transition to the modern network can have

positive effects on users.

With the introduction of Web technologies into the business world, Web 2.0 tools have
begun to attract attention. Many businesses are taking advantage of this technological
phenomenon, by moving away from tradition. The new approaches included in modern
learning paradigms also allow the production and dissemination of pedagogical ideas with
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the contribution of interaction and communication. Forsyth (2014) argues that Web 2.0
tools encourage the emergence of new paradigms that attempt to explain and strengthen
the social nature of learning together with new technology aids (p. 20). With the impact
of the Web 2.0 technologies on basic approaches in many areas, highly efficient strategies
are being developed. Thus, with the power of community and cooperation, new and

productive ideas can emerge.

These technologies, in which the Web is used effectively, provide a great advantage for
all stakeholders. The social nature of learning and the rapidly evolving practices of digital
technologies increase creativity and collaboration, hence, they provide a chance to be a

means of sharing beyond access to information.
1.4 Defining the Social Media

As the world of technology rapidly renews itself, today's world continues to witness
digital developments. Within the innovations and changes, the development and access
of the Internet are the most interesting developments of recent years. Among the
developments, social media networks, especially in the fields of information, culture and
entertainment, have become a preferred medium for internet users, since they are a tool

that consumers communicate with each other.

In the era of social media, in which the Internet and technology quickly participate in the
lives of individuals, people are exposed to millions of advertisements far and wide. Each
brand or organization brings its products to people through various ways such as
billboards, websites, social media or traditional media. In this flow, consumers find it
difficult to choose between many options. While the ads that individuals are exposed to
affect the decision-making process of consumers, similar advertisements of each brand
appear to be not internalized by consumers. In these cases, similar experiences of others
stand out. In this sense, user-generated content is gaining value. User-generated content,
which can be defined as content produced by the consumer or the user himself, is enriched

by the experience, moreover, it increases the relationship between the user and the brand.

Social media, which has become an area where people share personal or public content,
has become a growing area with their networks. In a world where technology is rapidly
increasing, social networks preferred by the majority of the world population are gaining

importance as a new form of communication. While social media sites become the center
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of meaningful communication and sharing, they have become an area that companies
cannot ignore. Starting from the fact that every internet user is a consumer, the widespread
use of consumer culture causes companies to use social networks effectively. Social
media, which has an important place in the lives of young generations, is an innovative
propagator of this period, which is also called the age of consumption, in the direction of
rapid technological developments. Today's consumption sector, along with all its
components, has started to change. The new communication factors that arise in each new
day are developing the marketing and purchasing sector as quickly as possible (Marzouk,
2016, p. 209). With the spread of social media after Internet and virtual communities
respectively, access to information has increased. In addition to increasing
communication skills, the social media marketing industry has achieved a significant

acceleration.

Social media networks have not only been the voice of the consumer but have also
become a medium where consumers come together and communicate. Consumers have
the opportunity to share their experiences and experiences in social media networks with
each other. According to Mihalcea and Savulescu (2013), consumers use various social
media sites in order to share their experiences, either positive or negative. Moreover, the
increase in the use of social media sites by consumers has attracted the attention of brands
and firms. Users' access to product and company information on social media sites led
them to do research. This is due to the fact that social media networks are perceived as
more reliable and consistent communication sources than traditional methods developed
by marketers (Marzouk, 2016; Bruhn et al., 2012; Sinclaire and Vogus, 2011).

Back in the past, companies, firms or brands had the ability to understand the existing
information about them through strategically placed public relations work. Nowadays, as
the work carried out by Kaplan and Haenlein (2010) shows, more and more customers
are receiving feedback from their public comments and observations on social networks.
Furthermore, Kucuk (2012) proposes that the increasing digitalization of consumers in
the field of consumption has the opportunity for consumers to control the marketing

communication and relations.

The company worlds have been put forward by various researches that they are highly
adaptive to social media in order to share information and present their latest products in
a more effective way. Social media users have become a potential customer in the modern
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era, called consumption. It has attracted a great deal of attention from social media
networks, companies and brands that include users who can be called highly customer.
For instance, Facebook, which is one of the social networks that was created in 2004 and
has the mission of building strong communication with people and bringing them closer
to each other, declared that it has 2.32 billion monthly active users (Facebook Newsroom,
2019). The combination of so many internet users has led the marketing and consumption
sectors to these channels. Vatrapu (2013) therefore emphasizes impact marketing on
social platforms rather than traditional marketing designs. Social media sites not only
offer an inexpensive platform for the business world but also allow the client to directly
engage (Chitharanjan, 2016). Brands continue worldwide to make strategic moves in
order to use social media effectively. According to Tuten and Soloman (2014), some of
the larger companies such as Sony and Samsung have experienced an increase in sales by
using social media sites. Many of these brands have realized social marketing, created a
budget and established social media teams. Companies have driven their brands to carry
out creative work through these teams. In this way, the firms, brands, and companies have
precisely aimed to bring out an effective marketing network and also increase their sales
through social media, which is an indispensable part of daily life. According to Weber et
al. (2009), social media is a new marketing platform that changes the opinion of the public
and the attitude of the customer towards the product. The aim of this study is to investigate
the effects of the consumers on the social media, which is transformed into a big platform,

focusing on the consumers, especially the young ones.

As a social being, human beings, as consumers, participate in various activities, including
discussions, from knowledge sharing to experience, with other people online (Heinonen,
2011). In recent years, the development of the digital world has made social media an
important communication channel by revealing virtual communities. Additionally, the
world of marketing has been growing and changing. More and more companies and
companies leave their traditional marketing methods. Instead, they are turning to social
media networks that have become important areas with the rapid development of the
internet. As Tuten (2008) argues, traditional mass communication marketing, such as
advertising in TV and radio stations, has lost its popularity dramatically and replaced it
with online marketing. Marketing within social media can reach millions of people in a
short period of time with a low budget. Thus, social networks are of great importance in
today's marketing sector. Moreover, social media sites provide numerous opportunities
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for both consumers and marketers. Therefore, in an era where internet and mobile devices
are influencing the world of people, studies that examine the relationship between
consumer behavior and social media are being chosen. This study has focused on young
consumers, in particular, focusing on purchasing processes and the attitudes of social
networks to consumers. Social media websites create a free and ideal space for customers,
brands and products (Vollmer & Precourt, 2008). Consumers in these fields create
consumer culture through these discussions with each other. Duffett (2017) asserts that
the use of social media by young people affects the identity formation of young
consumers, their relations with brands and firms, brand loyalty and thus the values of
firms. The present thesis, therefore, focuses on young consumers, and at the same time,
the researches carried out with the data are up-to-date in the social media era where the

change is instantaneous.

According to Tiago and Verissimo (2014), the rapid growth of web-based platforms has
influenced online social behavior while also significantly regulating the activities, nature,
and relationships of individuals (p. 703). Moreover, these social relationships created in
the real world have transformed as a result of people coming together in online
communities, and these relationships have moved into the virtual world. One of the
biggest advantages that the online world offers to people is that it enables businesses to
reach the world-wide customer population so that customers can research, select and
decide on purchasing processes around the world (Al Kailani & Kumar, 2011).

With the expansion of social media, these networks have provided marketing departments
with a number of options for delivering their brands to consumers. In addition, social
media, especially social networking sites, has created a virtual space for consumers to
communicate through the internet, which has become an important area of marketing
(Vinerean et al., 2013).

Although there has been a considerable amount of research involving marketing among
consumers and firms on social media sites, there is a lack of research to understand the
role of the social media network in businesses. Because social media has an especially
young population, it is aimed to fill the gaps in the current research and to examine the
purchasing behavior of the young population in our country on social media platforms.
In addition, this study aims to reveal how companies can benefit from various social

media sites in marketing.
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Some researchers pointed out that social media platforms are an important environment
for reaching consumers and stated that social media is a new marketing tool that focuses
on how companies, firms or brands can benefit during marketing activities (Marzouk,
2016, p. 211). Therefore, there is a significant need to examine how different companies
in different branches use social media marketing. In addition, although marketing
managers have aimed to measure the behavior of consumers in social media platforms in
the purchasing process, it has been observed that the studies conducted on this subject are
not sufficient. Focusing on young consumers, there has been a lack of academic studies
investigating social media marketing of companies in the literature and measuring brand
awareness and brand awareness. In other words, many issues related to the impact of
social media marketing on brand awareness have been missed. In line with the
deficiencies identified, it is desired to evaluate the effects of social media and online

advertising on consumer behavior.

Adejoke (2015) argues that a significant amount of researchers have been investigating
behavioral problems that use social media for educational purposes. On the other hand,
current studies investigating the effects of social media platforms on consumers are not
reflected in the ongoing current results. Alshuaibi (2015) mentions that a positive link has
been found in some of these studies, and a negative value has been concluded in some
research results. According to Fardous et al. (2017), in the social media atmosphere,
individuals rely more on the information available on social media before reaching any
consumption decision. Even though researches on social media networks have links to
the impact of these platforms on consumer behavior, this study also undertakes to
examine the background of behaviors. So, the present thesis has attempted to complete
this gap in the literature of the social media. The study also tries to put up the literature

by specifying the stage of decision-making process from consumers’ view.

The results of the research conducted by Chaipradermsak (2007) support the idea that as
the number of educated individuals in the new young generation increases, the
expectations and demands for customer service as well as the preferences and options
have been increasing. Young generation consumers decide on their purchasing process
through many logical and technical questions. The views on product comparisons,
elections and choices play a major role for young consumers. For this reason,

entrepreneurs should actively investigate how consumers take purchasing decisions in
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order to meet consumer changes in purchasing habits and requirements. Consumers'
expectations are very important. Otherwise, traditional and marketing strategies will
reduce the firms and companies to a great extent in the sector. Different approaches
should be applied to new generation consumers rather than traditional methods.
Moreover, in addition to producing new ideas, it is essential to be unique and provide
better service (Kotler & Keller, 2006). This research, therefore, focuses on young people
and aims to create an opinion on new and different approaches with a very current

assessment.

Boyd (2017) argues that web users, especially young ones, use social networks to connect
with their peers and share information; moreover, they perceive the Web as a way to
rediscover themselves and present their social lives (p. 6). According to the report of the
Ministry of Youth and Sports (2016), 86 percent of young people go online on networks
at least once a day, while one out of every three young people spends at least 3 hours on
social sites that have become an indispensable part of daily life. Young people who use
online networks in this way often interact and collaborate with their peers and, naturally,
with other consumers. For this reason, young consumers are well aware of their brand
awareness. The choice of social networks in obtaining information and sharing
information makes the opinions of consumers important. In terms of daily activities
among young people, Lewis (2008) states that the Internet and socially involved sites are
more frequently used, as opposed to older generations who use resources such as
television or newspapers (p. 91). This research, in this context, focuses on young

consumers.

Online trade, which has a significant power in the digitalized world, has the feature of
being a road map in order to determine the position of this sector in the global economy
while contributing to the country's economy as well as with the new leaps of the sector.
As the internet and social media population increase intensively every day, researches on
consumer behavior are increasing in parallel. TUSIAD report (2007) draws attention to
the internet population reaching the point of satisfaction in developed countries, and
shows that the internet penetration in the developing countries and the rapid increase in
the young population in these regions and the tendency of the young people to use
technology, will continue to grow rapidly in the internet (p. 16). The fact that people want

to access the internet faster and easier than before has resulted in the widespread use of
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smartphones. As a matter of fact, according to a study conducted by the research company
Canalys (2012), 414.6 million computers are transported by producers, while smartphone
consignments are 487.7 million. Market research company IDC (2018) estimates that in
2020 computer sales volume will decline to 250 million. Contrary to the contraction in
computer sales, smartphone sales continued to increase, and this research focused on the
younger generation, in particular, the volume of consumption. Turkey has been rising
rapidly in the internet penetration has reached 56 million in 2019 (HootSuite, 2019). For
this reason, the data population and sample are directed towards students who are

studying at a higher level and aim to evaluate their attitudes in purchasing processes.

Previous research examining the impact of social media platforms and their purchasing
processes take place in the online world. The availability of various information and data
allow to scan and search for resources online. Purchasing behaviors help to examine the
consumer as a whole from marketing to psychology. In this research process, social media
usage and purchasing behaviors of young consumers have been discussed. The main
purpose of this study is to measure the strategy of the consumer in the decision making
process considering new marketing techniques. Essentially, young online consumers are
effective in determining the content of marketing communications in social media.
Therefore, it is important to examine the factors affecting the attitudes of young
consumers and to understand the perceptions of today's digital world. Young consumers
who consider social media sites also make decisions through these platforms in the
process of buying anything. This study, therefore, aims to investigate in many areas by

focusing on young consumers' decision-making processes.

Consumers have a tendency to rely more on user recommendations, especially when
purchasing high content products (Park et al., 2007); this study, therefore, tries to
determine how social media networks affect purchasing behaviors by focusing on young
consumers. With the survey conducted on the students of The Faculty (College) of
Communication at Sakarya University, the current research also wishes to discover the

features that have an effect on social media implementation on those consumers.
1.5 Socialization

Social networks, one of the requirements of routine life for individuals, continue to

connect people in various parts of the world. In this respect, social media provides an
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opportunity for transformation into the field of socialization. While socialization leads to
different and innovations day by day, it is able to attract the attention of firms, companies
and brands. Similarly, Arceo et al. (2018) argue that the use of social media makes
entrepreneurs a revolution in creativity. This study aims to discuss the relationship
between social media usage, attitudes and the effects of social media communication on
the behavior of young consumers by addressing the advertisements in various social

media channels.

In the process of decision-making for peers, the studies that prove the impact towards
consumers is being carried out continuously. However, there have been some
shortcomings in researches that explain the role of social media in different stages of
procurement processes. In particular, different approaches and algorithms in purchasing
are noteworthy, with young generation consumers almost ignoring traditional and
conservative marketing strategies. For this reason, this study takes the young consumers
into the centre and takes the principle of evaluating consumer behaviors according to new
generation approaches in the social media age. Moreover, this study, which is expected
to reveal different results and implications for entrepreneurs, aims to serve the

procurement process in this respect.

Fathelrahman and Basarir (2018) argue that consumers, by relying on consumer
experiences in the social media age, consumers -especially the young ones- rely on social
networks to compare numerous purchasing opportunities and to maximize their
knowledge before deciding to buy. Therefore, this research aims to create an example of
Sakarya University by focusing on young consumers. According to Sing and Sinha
(2017), companies are in more innovative plans thanks to social media (p. 38). Thus, it is
observed that companies gain more profit and sales than ever before by using some
aspects of social media. Therefore, one of the aims of this study is to examine the role of
social media in decision-making while supplying the increasing need for services and
products of individuals. This thesis aims to examine the research topic carefully and wants
to measure the use of social media sites to accelerate the choices of individuals in the

consumption processes.

The aim of the research is to find the full role of social media, which is perceived as an
indispensable instrument in the daily life of individuals, in the purchasing process of
consumers. The effort of finding the impact of “social media” on consumers can be
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affected by different variables such as cultural origins and especially nationalities (Gros,
2012). Therefore, this research is trying to target to a specific region and to a certain age
range, especially from the fact that social media can effectively use young people. The
aim of this study is to obtain consistent and valid data in order to find an answer to the
question of how individuals or online peer groups have an impact on the online
purchasing process. The study also analyzes the loyalty between acquiring facts and
figures on consumption phase as well, and the frequency with which the consumers’ use

social media to get knowledge about purchasing processes.

The increasing use of social media, online communities, and the Internet in the most
general way have greatly simplified the assessment of people's comments before they
bought something. Social media communities can provide an outlet for researching
consumers' views (Martinka, 2012), but it is necessary for the entrepreneurs and young
consumers to reveal how often consumers consider recommendations in their
procurement processes. In fact, Klaus and Maklan (2013) argue that the new digital age
has changed consumers’ purchasing decisions and, moreover, companies' marketing
strategies. Businesses are far from geographic boundaries and addictions, and since the
marketplaces are online, entrepreneurs have the opportunity to make offers worldwide
(Kotler & Keller, 2006, p. 55). In this respect, the present study is able to attempt to give
an idea to both sides.

The research has concentrated on how targeted social media advertising affects
consumers' online buying behavior. It can also be said that one of the main tools of the
research is trying to understand how consumers respond after being exposed to social
media advertisements. This study aims to understand the online purchasing decision
process and the different stages of decision making, based on the fact that young
consumers are active in the social media era. Moreover, the research aims to measure
their response by focusing on consumers and, in addition, to provide information that
companies can use in their social media advertising strategies. The basic questions used
in the research will help to understand consumer behavior which takes a large part in the
age of social media. As this study focuses on consumers, especially young ones, it aims
to reflect the view of consumers and these perspectives may provide some ideas in terms

of marketing and advertising strategies.
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Social networks are powerful tools that force companies, firms, or brands to adhere to
them in terms of marketing strategies (Cretti, 2015, p. 4). Chu and Kim (2011) emphasize
the importance of social networking sites on internet users and argues that these sites are
an important part of daily life; therefore, understanding the relationship between
consumption and social media is important in terms of consistent results. It is significant
to monitor, evaluate and interpret new generation strategies beyond traditional marketing
strategies, because, according to Tucker (2011), Internet and digital communication
technology has significantly increased the ability of companies to improve their strategies
and to target consumers correctly, also, to use consumer information to personalize
advertising content. (p. 3). This study aims to make an effort to reach an understanding
of how individuals react with such advertisements in social networks surrounded by
intense advertisements, to try to explain how behaviors are affected in different stages of

purchasing processes.

Singh and Sinha (2017) argue that businesses with the effective use of social media are
taking their expectations further and renewing their business plans, and that they have
more profit and sales than previously (p. 38). Therefore, the present research topic aims
to clarify the role of sites in social networks to help consumers make decisions about
increased consumption choices and security. This study aims to investigate the current
research carefully and examines social media networks to develop consumer options. In
doing so, it tries to protect the rights of both the consumer and the enterprise. According
to Buenaventura (2017), in the new century, social media enables people to express their
ideas and thoughts in a completely new way by going out of the traditional method. This
study evaluates consumer interaction when using online activities and tends to identify
the factors that affect consumers' attitudes to acquire decision. Specifically, the aim of
this research is to discuss the attitudes of young consumers in the sample of in Sakarya
University Faculty of Communication regarding the using the social sites in order to
inspire their purchasing processes. Moreover, it aims to increase the knowledge of

consumers about the relevant options.

Joshi (2015) states that as social media evolves into a more sophisticated tool for
interaction and global reach, many individuals and companies are leveraging their
influence using it to their benefit. The research explores advertising in social media and

tries to find consumer trends in this area. This study investigates the effect of advertising
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among young consumers on social media and tries to find out how the advertisements in
this area affect consumer behaviors. Social media networks, together with the developing
technology, have gained more importance in the age of social media. This situation shows
the importance of marketing by attracting the interest of companies. In this respect, young
consumers are targeted by the brands in the social media sites. Therefore, this study takes
social media as its base and tries to understand the power of these networks in marketing.
The interest of companies and the targeting of consumers on these platforms indicate the

importance of next-generation marketing.

Flynn (1995) argues that one of the most striking demographic factors affecting decision-
making power in the process of purchasing behavior is age. People vary in their needs
and desires of different ages. Among the people who tend to buy different products and
services at different ages, there is the younger generation, with the great impact of social
media development. Therefore, in this age when the digital world is developing as fast as

possible, this study directs the research objectives to young people.

The present study also considers social media as the main reason for any campaign
organization and, moreover, tries to understand the performance and growth processes of
the social media, in which individuals are a part of production and sharing, in contrast to
traditional mass media. It helps to understand the impact of the format and content of ads
on social networks on consumers' preferences. In addition, this study examines the

attitudes of these advertisements through the sample.
1.6 The Concepts of Behavior and Attitude

The attitudes and behaviors of individuals during consumption started to be considered
as a study field (Engel et al., 1990, p. 22). In parallel, the concepts that address behavior
and attitudes coincide with the same scope as the studies of other scientific disciplines.
From the middle of the last century, marketers realized that they could sell the products
they had to sell to consumers only if they presented them (Mostert, 2002, p. 40). With
this approach, organizations pioneered the existence and development of the marketing
concept by prioritizing the needs and desires of consumers. Assael (1995) states that the
motivations and actions of consumers have a significant impact on sales and profit (p. 3).
Therefore, in order to become a successful product and service salesman, companies need

to identify their potential and analyze their needs and behaviors well. Moreover, it is
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obvious that in today's world customers are more informed, more concerned and more
willing and there are many products and services that can be demanded (Omotoyinbo,
Worlu & Ogunnaike, 2017, p. 101). With the help of the justified reasons, the success of
marketing is thought to be directly proportional to the behavior of the consumer. Although
the relationship between consumer behavior and marketing is so strong, as Ateke and
Akekue suggest (2017), the behavior of consumers involves a complex process with
different moving, logical and different aspects. Thus, it is of great importance to
understand the dynamics of purchasing in order to be able to take place in the preferences
of consumers. This study firmly reveals the importance of skills in these key motivations

with a particular focus on young consumers on social media networks.
1.7 Digital World

“Digital world” which is an inseparable extension of the individual, is of great
importance in the life of individuals. Furthermore, social media has taken on the task of
setting up a connection between individuals and society with the development of the
digital world. The human being, who has the desire to be social by nature, has been able
to carry socialization and sharing to the internet through social networks. In this context,
individuals tend to share their experiences on the platforms they are involved in.

Social media is an online environment that allows individuals to connect with other
people meeting some of their social needs and needs (Martinka, 2012, p. 5). In addition
to that, social media, through online communities, quickly transforms websites into a
network of sharing. Social media, where people consume faster and share it with the
communities they communicate with, have become an instrument that people in various
age groups spend most of their time. With the intense use of social networks by many
people, internet users have become almost a consumer. Therefore, it is observed that
many enterprises accept the importance of social media marketing. Chang (2018) asserts
that no company can accept to remain in the background in the social media war (p. 1).
In addition to this idea, the rigorous and careful use of social media platforms by many
enterprises is a sign of the importance of brand promotion. Shares or advertisements in

social networks increase brand awareness and direct consumers to buy products.

The rapid rise of the Internet and the digital world brings social communication into the

forefront of the network by putting individuals who use internet networks into social
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cooperation. Morallo (2014) argues that since the emergence of social networking
platforms, these platforms allow people from around the world to communicate online
through communication and interaction (p. 17). It may be observed that social networking
platforms create a technological evolution in web applications. In these platforms,
millions of people have been interacting instantly. The power of interaction and
communication allows people to share their experiences quickly and instantly, while
companies have to be present in certain network sites. Likewise, the ability to
communicate on social platforms allows consumers to take part online on these platforms.
Ekechukwu et al. (2017) state that among the biggest missions of these sites on social
media, the groups of friends chosen were allowed to share information (p. 101). The fact
that those social network websites bring together millions of people to make these shares
causes daily consumption to be directed to these sites. Those social networking sites have
enabled people to share their experiences through instant interaction. In addition, it also
allows companies to understand what consumers should think and understand the

behavior of consumers (Kaplan & Haenlein, 2010).

One of the reasons for the use of social media is that consumers tend to define or identify
products. In this sense, social media sites play an important role in order to gain insight
from any product. Blackshaw and Nazzaro (2004) point out that individuals use social
media in a broad way to get an idea of brands, services and products. Breed (2011),
futhermore, believes that consumers' positive comments about products on social media
sites will be able to increase their purchasing intentions by affecting customers because
consumers aim to minimize potential risks in purchasing processes. Another factor that
makes this study important is the emergence of new generation marketing. Marketing is
critical to most businesses. Social media marketing is a new trend with traditional media
being replaced by new media. Nowadays, one of the most important places for marketing
a product has been social media platforms called new generation media. Advertising,
according to Naidoo (2011), is a process in which consumers may decide whether to buy
certain products. This process attracts the attention of the marketing sector, especially

when young users use social media effectively.

Nielsen (2013) believes that the development of the Internet and the impact of social
networking platforms on daily life bring together many people and the tools and strategies

of communication are changing. The new generation of marketing through social
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networks aims to influence consumers in many ways. The fact that these ads reach more
consumers in this way also demonstrates the importance of next-generation marketing.
While online networks are used as a marketing tool, on the one hand, it allows them to
conduct research directly through experts, and moreover, tends to enable businesses to

engage with communities (Smith & Taylor, 2004).

The attitudes of consumers who are of various ages from their experiences in purchasing
processes have a significant role in revealing the effectiveness of advertisements on social
platforms or sites. In today's world, internet users are becoming consumers and making
important decisions while buying. At this stage, consumers are increasingly relying on
new generation marketing space social networks in order to maximize their ideas and
knowledge before making important decisions (Fathelrahman, 2018). On that account,
the present study is particularly important in determining the power of these platforms in
the age of social media by examining consumers in specific age groups and in determining

their views in those processes.

According to Wang et al. (2017), consumers use their online resources to collect
information about the products they would like to acquire before the purchase decisions.
In an age when Internet users were now called customers or consumers social media has
been turned into a gigantic market thanks to the continuous development of technology.
This development or transformation almost has forced companies to allocate higher
budgets to social media advertising. As the number of companies that succeeded by
giving importance to social media advertising increased, many companies have started to
increase their online investments. Although many previous studies have highlighted the
importance of social media marketing, it has been observed that these studies generally
focus on the traditional effects of online advertising (Taylor et. al., 2011; Chiang et. al.,
2017). However, few studies have discussed among young users with a high proportion
of participation in social media platforms. For this reason, the current study aims at young
consumers in social media marketing to analyze the behavior of consumers, the
relationships of the social communities they are affiliated with, and their commitment to
brands. Goyal (2013) argues that social media advertising may achieve maximum profits
through specific advertising messages by accessing target audiences (p. 221). In this

context, the present study tries to measure the behavior of the target audience.
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The present study provides future researchers with information on how consumers in
social networking sites affect their behavior, especially among specific age groups and
generations. Therefore, the study provides an opportunity for future researchers to expand

the contribution and impact of social platforms in various areas on consumer behavior.

Many campaigns, companies or brands may make significant use of this work, because,
as Sahin and Sengun (2015) have pointed out, most of the profit-oriented organizations
tend to use the Internet, one of the leading approaches to marketing and communication
today. These organizations can announce their services through various advertisements
on social platforms. This study may also help consumers significantly internalize social
media platforms. An online user or an individual named as a consumer in this study can
use it as a reference when considering the results of this study on social media networks.
Because people on digital media platforms can acquire new information and advice from

each other through interactions, due to the new nature of communication.

This study, in another sense, may constitute an alternative source for scholars as it may
be the source of different studies. In addition, the data obtained from the research and the
result obtained from this data can be a guide for better information acquisition while doing
similar research. In addition, this thesis demonstrates that behavior related to internet
users on social media platforms are able to be better understood. Furthermore, this study
shows a lot of guidance on social media marketing and online advertising. Information
technology which is digitalized by alternative and new methods leaving behind the
traditional methods is evaluated with critical aspects in this study. In Global Internet
Consumers Survey conducted by KPMG Turkey (2017), young consumers who want to
be treated as an individual are less affected by excellent customer service than older
consumers and they are also more affected by those companies offering personalized
campaigns, recognizing themselves in all sales channels and predicting their needs
correctly (p. 36). In this context, one of the most important aspects of this study is that it
aims to provide assistance to companies to provide a more personalized experience and
one-to-one communication in addition to the previous studies. In an age when the
revolution of digital technology has been felt, companies are turning to the factors that
they can identify and classify their target audience. Companies that are looking for a
special place with online strategies need to analyze the current work with a great emphasis

on customer loyalty. For this reason, this study presents a road map not only to companies
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but also to consumers in the age of the Internet where it is difficult to stand out or
remember. Moreover, this study focuses on different age groups and aims to direct the

sector through technological classification of consumers.

Determining the benefits and disadvantages of marketing in social media platforms is of
great importance for customers and operators. The main purpose behind this research is
to analyze the different age groups in the digital industry, which turns into a huge market
with online strategies, and to examine the impact and response of the consumer in
purchasing processes. This study aims to provide new ideas to researchers on online
advertising on social networking sites. In this sense, it will be useful to anyone who
connects to each other and takes part in the digital market, in online networks covered by
images and icons. Moreover, the study will provide further recommendations and
suggestions to improve the functionality of digital marketing by helping to understand the

view of the different age groups from the online world with all their findings.

Lastly, the knowledge sharing of people in the past was limited to the people around them;
however, people can now express their personal experiences in social media platforms
through the internet as in all other areas. In this way, individuals have the power to
influence societies through these experiences. The online environment, which allows
consumers to interact and share their experiences, has left behind traditional marketing to
create a new generation of marketing. In this sense, this study is expected to contribute to

various researches in the digital field.
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CHAPTER 2: THEORITICAL BACKGROUND

In a life that maintains globalization, digital innovations seem to be able to permeate every
part of life. Hill (2013) proposes that Web, social networks and some applications seem
to be an indispensable source for generations born in this period of time, called the
information age (p. 1). The individual on the threshold of digital developments makes
various decisions during the purchasing behavior. In recent years, many social
networking applications have emerged, and through these applications and sites;
communication, interaction, cooperation, and even learning methods have begun to be
reshaped (Gulbahar, 2013, p. 22). For this reason, this study directs to reveal individuals’
perceptions and attitudes from different perspectives based on the idea that
advertisements exposed to social networks have a strong and effective part in the lives of
the users on social media platforms. In conjunction with the Theory of Reasoned Action
(TRA), various studies and concepts are reviewed and an appropriate research tool is
developed. The current study on effective implementation and the impact of sites on the

behavior of individuals is guided by the following theory and concepts.
2.1 Theory Background

Doran (1991) supports that, within the scope of the research, behaviors performed by
individuals can be understood by examining their behavioral intentions (as cited in
Myresten & Setterhall, 2015, p. 2). Theory of Reasoned Action (TRA) is a widely used
model in the field of social psychology to measure the acceptance of new generation
technologies by the user. According to Mir and Rehman (2003), over the last two decades,
more research has continued to use the TRA model to identify positive or negative trends
for consumers. Ajzen and Fishbein (1980) interpret the TRA model as one of the most
striking frames in the theoretical field that define the connections between individuals'
intentions and behaviors. Considering the intentions and attitudes of individuals, the study
demonstrates that this theory is also important in the persuasion process of individuals.
Fishbein and Ajzen (1975) in this model, which is put forward by the individuals, attitudes
between individuals, attitudes, requests and reactions between the establishment of
connections. Moreover, McKemey and Sakyi-Dawson (2000) define this model as a set
of concepts that social psychologists have developed to understand the behavior of

individuals.
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Based on the influence of advertisements, criticism, or commentary on social networks,
many studies have proved that the synthesis used is valuable because of the development
of this model. Therefore, the present study uses this model in order to examine and
develop the relevance of the relations expressed by the theory of reasoned action. Since
the current model suggests that the external stimuli and the belief of the person can change
the current attitudes of individuals, the behavioral intention of the individuals in the

research is also wanted to be measured.

The study which deals with the example of the social advertisements in the context of
young consumers, in this sense, has been analyzed within the TRA in order to investigate
the behavioral intentions of consumers. The TRA developed by Ajzen and Fishbein
(1969) is a model that foresees the behavior of individuals based on their attitudes and
beliefs (Southey, 2011, p.43). Ajzen (1991) argues that this model was later expanded
and that the approach obtained as a result of these variables is a theory of planned
behavior. Despite the widespread use of this model by similar studies, there are also some
studies arguing that they are not suitable for their complexity (Thompson &
Panayiotopoulos, 1999). Nevertheless, the predictions in this model may be effective in
determining the decisions between advertisements on social networks and the behavior

of consumers.
2.3 Theory Components

The TRA is a model that demonstrates that the behavior of individuals is determined by
the variable of behavioral intent. Behavioral intent is framed by two concepts that are
defined as attitudes towards behaviors and subjective norms. It is assumed that these

concepts have a very important impact on individuals' purchasing behavior.

In particular, it is seen that the behavioral intentions of young consumers are rapidly
transformed into a decision making process in the context of social media. For this reason,
social platforms should be examined not only in consumption but also in psychology.
Through the TRA, the behavioral intentions that reveal real behavior consist of two
variables: Attitudes and subjective norms (Nguyen et. al., 2018, p. 3). The increase in

these two variables helps to perform behaviors in the simplest way.

Attitude is the total of feelings that are seen in individuals and are used to perform

behaviors. If individuals develop a positive attitude towards the products or services they
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want to buy on social media platforms, these attitudes become a behavior. For this reason,
it is observed that marketers put forward various studies in order to have consumers have

a positive attitude about products or services.

Specific norms are opinions covering recommendations that recommend individuals to
perform certain behaviors (Wedayanti & Giantari, 2016). Subjective norms are also a
concept that balances the adaptation of individuals. These norms, which constitute the
belief system of individuals through persuasion, have very strong effects especially in
demonstrating the behavior of people within the group.

2.3 The Concept of Study Within the TRA Framework

Ajzen and Fishbein (1980) propose that the concept of intention is the basis of behavior
performed by the individual. According to the TRA (2013), individuals tend to be rational
and most of the actions they carry out are the desire to be willing (Yilmaz & Ozer, 2013).
This demonstrates the importance of behaviors in terms of intentions and desires. As a
matter of fact, Emma and Setterhal (2015) argue that the additional factors that may be
called externally by TRA can only affect behaviors indirectly and, therefore, emphasize

the importance of the effects of individuals on the purchasing processes.

In this study, it is aimed to understand whether external factors affect the behavioral
intentions of young people through social media sites based on the model. Burton-Jones
and Hubona (2006), in addition, emphasize external variables and suggest that traditional
TRA structures mediate their effects on their behaviors. Therefore, the present thesis
gives importance to two external structures as the individual's beliefs and level of
awareness. Moreover, the study plans to systematically analyze the extent to which social

sites perform this on the basis of the impact of positive intentions on behavior.

The study reveals that social sharing has a positive contribution to interpreting the process
together with the use of TRA. It also shows that the findings of the study shed light on
understanding the behavioral intentions of consumers through this model or approach,
moreover contributing significantly to the understanding of the role of external factors on
preferences. In this study, TRA may help to explain the meaningful relationship between
individuals' dynamic social interactions and advertising on social networks. Moreover,
the findings suggest that the current research theory contributes significantly to the

interpretation of behavioral intent and action in terms of the participatory tendency.
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In this study, which focuses on young people, the TRA targets as a basic tool of research
to determine the effects of external factors on the consumers' purchasing processes.
According to Armitage and Conner (2001), the TRA tries to understand the behaviors of
individuals who are susceptible to consumption in a voluntary way. In the context of the
study, the active use of social media by consumers voluntarily reveals the availability of
the TRA.

The TRA approach seems to be closer to individuals in their decision-making processes,
while interacting with individuals in decision-making processes. Since communication is
an important practice of social life, it also helps to enrich the perspectives of individuals
in procurement processes. In particular, technological advances also help consumers and
marketers interact with each other. People interpret the behaviors of other individuals in
their social circles during their actions and thus establish social ties through
interpretations. This model states that the attitudes of the variables are influenced and, in
this respect, it is believed in this approach that different mechanisms through persuasion
may serve to increase or decrease these services (Petty et al., 2004). Interaction and
communication between individuals can change over time, depending on the method of
social cohesion, but can still be adapted to the modern world in the digital age.
Interactions established through the social environment play an important role in the
development of an individual's social identity (Tormey, 2007). In this context, this study,
in the light of this information, tries to reveal the effect of the users on the attitudes,
intentions and perceptions of the social networks. Based on this model, this study seeks
to understand the information that individuals are dealing with as a consumer. Moreover,
in an evolving and ever-changing age, this study tries to understand the behavior and

intentions of consumers through this model.

Carter and Fuller (2015) argue that society has occurred through repeated interactions and
this theoretical framework addresses these interactions between individuals (p. 1). In
some cases, individuals are highly influenced by their environment in the decision-
making process. Although this principle covers both ways at the same time, there are
factors affecting these routes (Petty, Wheeler & Barden, 2002, p. 5). If individuals raise
the level of subject to the top level, their routes may turn to the central path. Therefore,
based on social media networks, especially the decisions of the young population are

asked to be evaluated.

31



Young people, as this model argues, turn their paths to the central route, especially
because they are interested in the process of purchasing. Thus, this study seeks to examine
the intentions and behaviors of young individuals in the purchasing process through this
model. As a result, TRA provides a very useful framework study to try to determine the
beliefs and attitudes of users on numerous topics as well as how they analyze their
external factors in the sample. With the help of the TRA model, this study is provided

with the results obtained from the reviewed literature and the sample group.
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CHAPTER 3: LITERATURE REVIEW

The Internet, which has the power to bridge the global world to one another independently
from its borders, brings together consumers and companies more than ever, with the rapid
expansion of recent times. In addition, this widespread use of social networks brings about
changes in consumer behavior. According to Lee (2013), it is very difficult to gather all
the data in only one study in order to inquire into the behaviors of the consumers (p. 8).
Therefore, the researcher narrows the data and findings slightly. The research aims to
understand the ways in which social networks affect consumers during the decision-
making process. In addition, the study, in this way, can help to take up seriously the

possibilities faced by consumers in the contemporary era of marketing.

The research was designed on the strength of the objectives with a quantitative method.
Empirical statistics were accumulated by sending out to individuals to be polled. The
study showed that individuals have an active role in consumption processes and social
sites. Information has been proven to be selective and subjective in accessing information.
According to the findings of the current research, social networks, although they are a
specific factor on consumers, cannot be considered as a very powerful tool in any
purchasing process. The research concurred with the impact of social media on
individuals to acquire knowledge, but the mass media has a great deal of awareness.
Furthermore, research revealed that individuals exposed to information through mass
communication remain passive, while individuals using social platforms have played an

active role because of their ease of access to information.

Clear and accessible data obtained throughout the research is guided. Associated integrity
will be ensured by bringing together the attitudes of consumers in the process of acquiring
information, the mass media tools and social media platforms. The research also shows
that many of the individuals can express their opinions through social networks and can
communicate effectively with other consumers. Therefore, this study helps in the light of
these data. Furthermore, the study requires consideration of the participants' opinions in
the context of social networks and firms. Specifically, the data generated by the
participants within the sample group and the content generated by users on social media
platforms can produce a data; moreover, it is likely that the data presented contributes to

the current study.
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Understanding the consumer perspective and the impacts they have on social media
platforms is one of the important issues of the rapidly developing digital age. Therefore,
Duque (2017) argues that it is necessary to specifically understand marketing, which
affects various sectors of a developing country (p. 2). The data collection process of the
study on marketing with a highly competitive spirit was carried out in the form of a semi-
structured interview with ten participants. The study covers the research region consisting
of several strategies for better economic conditions. The research is planned to examine
the contribution and impact of social media on this issue by focusing on consumers'
intention and perception of furniture purchase. Moreover, the study focuses on how social

media influences attitudes on consumers in terms of a specific issue such as furniture.

The findings of the study show that all of the participants are familiar with social
networks, take into consideration the goals of their social platforms and actively use them.
This situation indicates that individuals use social media intensively. Participants were
observed to be active online on a daily basis, especially when they considered a particular
age group. The findings suggest that social media networks are widely used for
information. The results also revealed participants' perceptions of social media. Although
it is observed that consumers are active in social networks, they are not very comfortable
about buying online. It is pointed out that participants do not seem very willing on social
platforms due to security problems such as cybercrime. The current thesis, which is the
subject of research on furniture, shows that participants tend to prefer digital catalogs,

especially because access to furniture products is fast and easy.

The study is carried out qualitatively in an area where digital technology develops in part.
Furthermore, the study deals with a specific area, such as furniture. In light of the
information obtained from this aspect, the measured effect of social media can help to the
current study. The data obtained for communication and information purposes in today's
environment will guide the study. Since the participants are observed to be obvious with
the new media platforms, the resulting data can be adapted to the study. In addition,
consumers' perceptions can be arranged in purchasing processes. When the study is
evaluated together with the theoretical framework it creates, it can identify consumers'
cognition, beliefs, wishes, and as well as intentions. Although this study is directed to a
specific area such as furniture, it will lead to the findings and results in a positive way of

understanding the intentions and behaviors of consumers in addition to the current study.
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The marketing sector has turned into another phase with the widespread use of social
networks in the era of digitalization. Heikkinen (2015) wished to explore the evolving
marketing and the opportunities it offers through social media platforms (p. 74). The
research sees the digital possibilities as the next generation way of reaching customers.
In a time when theortraditional forms of marketing are slowly lagging behind, the
research wants to help the company it deals with, through social media, reach more
consumers. For this purpose, the thesis desires to make a development plan to help them
to use social networks efficiently in line with its sample. In addition, the study argues that
the tools of communication in traditional forms are no longer the focus of interest. The
study plans to give an idea of how social networks are developing in popular marketing.

The study prefers deductive advancement and, moreover, uses a combination of
quantitative and qualitative approaches. Different theories have been used in the study in
order to obtain a deeper knowledge of marketing. Experimental findings and social media
platforms are based on decision making. Findings from the research show that social
platforms are very important where the sample is made. The results also ensure that social
media is a powerful tool for acquiring information, making it the easiest place to reach
consumers. The research reached 134 university students and showed that the young
student group uses social media a great deal. The results also show that approximately
75% of individuals in the sample effectively use social networks so that researching
consumers' knowledge and activities on those platforms positively affect customers.

Compared with the results of this study, the influence of social networks on consumers
and firms can guide the current study. Moreover, the data presented by this study are
important in terms of revealing the opinions of consumers and firms, albeit with a
different sample. Practical information provided by the study can help to expand ideas.
The study, which carefully examines the differences between traditional marketing and
new generation marketing, is expected to shed light on future studies with data reaching
many people. Since research questions include the tourism sector, the study focuses,
especially on digital marketing. In this respect, the study, which argues that the content
created on social networks is also an important resource for both the other consumers and
the related sector, leads to the current study. In accordance with the information obtained,

it may present new ideas and suggestions.
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Social platforms are packed with the formation of many communities where consumers
share their experiences. Merivirta (2014), therefore, focuses on consumers by examining
one of these communities. Investigating the motivation of the consumer communities to
participate in those platforms, the researcher wishes to explore why consumers share their
continuous experiences online. The study covers a group of travellers and, however,
examines how consumers perceive society. In this context, the study tries to understand
how consumers participate in social platforms. The research plans to explain the needs of
consumers to have a remarkable community. Although the study supported by previous
studies has examined a single community, it aims to broadly interpret it. The thesis aims
to provide a broad understanding of community members' ideas and experiences about
the community. The study attempts to learn this by finding the motivational factors of

joining a community.

The findings of the study suggest that motivation is one of the most important reasons
why members of the community share their experiences as members of social media
platforms. Nevertheless, while consumer participation is so important, the study states
that the source of motivation alone cannot be a sufficient factor. The results of the
research reveal that the individuals in the consumer groups are perceived better by brands.
Consumers argue that if they are involved in the formation of a community with research
results, they consider the conditions of a brand or company to be more remarkable. The
review presents important recommendations on travel. It can be said that this study
supports the ideas and experiences of consumers through interviews. The research also
includes examining and concluding some brands' widespread use of social networks in

terms of their relationship between awareness and consumption.

The study contains guiding ideas, as it examines the community of several blogs that
organize travel around the world. Based on the approaches presented by this research,
how the organizations formed by consumer communities, how they come together and
their attitudes can be examined. The study, which focuses on an awareness-raising
community with online sharing, seems to be able to give an idea of the current research.
This study will help to have an idea about the behavior of young individuals on social
media platforms by analyzing the community they come together with. Moreover,
through this study, new dimensions derived from the relationship between communities

and consumer motivations on social platforms can guide the current study.
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In the digital world, for the vast majority of individuals, the most important part of life is
the Internet, which offers a new communication opportunity. However, online networks
are a form of interaction where brands or companies can connect directly to consumers.
In his article, Nolcheska (2017) examined consumers' purchasing processes and also
wanted to measure the perceptions. The research paper aims at discovering the consumer's
intention to buy, focusing on individuals. It aims to establish a research model that
examines every step in purchasing behaviors and decision-making processes. The article
tries to understand the perceptions of young individuals on social networks, in particular,
towards young consumers. The paper also aims to create an appropriate usage plan by
considering the use of social media platforms among enterprises.

In this context, in the Macedonian sample, 120 users reached a Facebook survey and
applied a 27-question questionnaire. The aim of this study is to determine the attitude of
social networks among consumers by taking the example of Facebook. The findings of
the study show that there is no statistically significant relationship between the time spent
by consumers on online networks and the effect of social networks on decision making.
The results of the study suggest that the concepts such as trust, benefit, and comfort affect
the consumer considerably in the process of thinking. The findings show that the
relationship between the social sites and the impact of the social sites on the purchase is
determined. In addition, the research suggests that individuals tend to establish a more
positive and meaningful relationship with brands after reading the comments they have
made after the purchase. In this respect, the results display that consumers' comments on
various services, products and brands through social platforms are more reliable than

traditional mass media.

The study discusses the importance of consumers and other people's opinions before any
purchase is realized. In this aspect, the article may come to the aid of the current study.
The relationship between social networks and online purchasing decisions provides
consistent information. Consumers consider their views and opinions by communicating
with the social platforms they find reliable. With the recommendations of the article,
current research may show progress by focusing feedbacks on consumers' views. The
positive relationship of the models discussed in this study with the hypotheses help. This
study guide the understanding of consumer perceptions in the social network age with

this sample.
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The fact that companies or company executives examine the perceptions of consumers
on social media to brands turns out a necessity in a period where social networks become
widespread. Schivinski and Dabrowski (2013) conducted a study to measure the brand
value of social platforms through an online survey in the Polish sample. The study has
aimed to observe consumers' brand attitudes and purchasing intentions on 504 Facebook
users. In the study, 60 brands from different sectors were tested. The aim is to test
communication channels created by firms and consumers. Various models have been used
for sector-specific differences. Brand interaction and attitude intentions are examined in
line with consumer responses. In addition, the research seeks to examine the user-
generated content and the attitudes towards brands through this sample (p. 9). The study
basically focuses on the marketing sector, revealing the importance of social
communication; the researcher, therefore, investigates the buying intentions of brand

attitudes on consumers.

The empirical findings of the study found that the interactions and opinions on social
platforms have a positive effect on the attitude and value of the brands. Nevertheless, the
results revealed that the communication of firms in social networks only affected their
attitudes towards brands. It is observed that the values and attitudes in the brands have a
positive effect on the purchasing intentions towards consumers. Research says that the
most striking trends of popular brands in online marketing are the widespread use of
social media platforms and their effective use among consumers. In addition, the study
argues that online brand engagement also reveals new brand communication channels. In
this respect, research emphasizes social media marketing and underlines that it is not a
coincidence that online marketing keeps pace with the agenda. In summary, the findings
suggest that the content on the platforms affects the attitudes towards the brands among

consumers.

The study influences many marketers who are investing in social networks. However; the
article deals with the opinions of consumers and firms in various ways. Since the research
examines the attitudes and intentions of social media communication channels, it is
expected to guide future studies. The study also provides rich content with the suggestions
that it puts forward to communication managers, thus providing guidance on current
research. The recommendations, discussions and results in the article give the opportunity

to expand the views more deeply along the current work.
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Food preference is not only an issue that enters into the health sector but also reflects
social and cultural life. In addition, in the era of social media, the effect of advertising on
consumer groups of all ages, especially young consumers, is observed to be more
affected. Hoogstins (2007) conducted a study to examine the impact of social media on
food preferences. The main purpose of the study is to determine how frequently
consumers in a particular age range use social media in their food preferences (p. 2). The
study plans to examine the relationship between purchasing intentions and behaviors of
consumers in this group, with a particular focus on young consumers. In social modelling,
the thesis exemplifies the young consumer group and explores the impact of young people
on food choices through social platforms. Specifically, the researcher wishes to
investigate whether a consumer's food viewing with its Instagram broadcast makes an

intention to buy that product for another consumer.

It is suggested that consumers develop poor eating habits especially in young adulthood
(Nelson et al., 2008). Therefore, the researcher wanted to address this age group because
it is of great importance to examine the possible effects of this risky period. The research
also found that the eating behaviors and intentions gained during this period also play a
very important role in the future. The results show that, in the example of eating behavior,
consumers do not behave in a particular model. In addition, it is seen that participants
who are exposed to text, image or video about eating on social platforms are not inclined
to model these behaviors. The findings from previous studies reveal an unexpected

situation when compared to the results of this study.

The research focuses on the buying behaviors and intentions of young people, in
particular. In this respect, it is expected to bring additional benefits to the current work.
This study, which examines the individuals in young adulthood, who are thought to be
under the influence of eating habits, can lead the way with their findings and results. The
study tries to do this in a new way while revealing the findings. Modelling behavior, along
with the data presented, contributes to the current literature. The study, which is based on
the fact that social networks have a profound impact on the young population, especially
through the communities, tries to reflect the views of the participants, and in this context,
it is observed that the study provides an important validity. On the other hand, the research
helps with the suggestions made by social modelling to perceive consumers’ buying

behavior.
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As a result of the widespread use of social networks and digital developments, companies
need to review their advertising budgets on social platforms. While advertising on social
platforms pushes consumers towards buying behavior, it also draws attention among
marketers and researchers (Chiang, Lo & Wang, 2017, p. 193). This study, which focuses
on click effects, aims to eliminate the gap in the literature. The research focuses on the
relationship of consumers with social media through advertising on these platforms.
Therefore, it aims to analyze the behavior of participants and the results of social network
advertising. In addition, the researcher wishes to demonstrate the value of social media
advertising and the participants. In order to determine all those, factor analysis is
conducted. Through this analysis, it is aimed to investigate the consumer relations in

social communities, the ties and behaviors between the products and the participants.

When the results of the study are based on the communities in social networks, it is seen
that the most important factor affecting the advertising among consumers is a social
connection. Findings show that communication between users on social networks also
affects the sharing of opinions. Research results, on the other hand, show that interaction
is highly important in terms of advertising presented in social networks. According to the
research findings, social ties have a great impact on participation in social media
advertising. In addition, research shows that consumers' attitudes towards brands are an
emotional orientation, and therefore they have a positive feeling for brands or products.
The article focuses on the next generation of marketing in social media by measuring
social media participation of consumers. The study also offers some suggestions on the
design of social media ads for marketers. With the information from the data, it is

discussed how online ads positively affect consumers.

The paper will contribute to the present study in a variety of ways, with examples,
findings and comments. The research aims to measure consumer intentions and behaviors
by turning to a specific product. This article will determine the consumer's perceptions.
Participants in this research sample consist of consumers in Taiwan. Although general
analysis may vary according to different cultures and communities, findings and data are
expected to guide current research. In addition, because the research model does not cover
the negative examples, the unfavorable effects of participation behaviors can be explored.
Limitations and recommendations provide a reference to research in social media

advertising.
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The web has become a routine part of the vast majority of people across the globe,
whereby the digital space is one of the most important interaction providers of this
century. The study is mainly to examine the content of users on social networking sites
and to get an idea of the motivations of consumers (Alsubagh, 2015, p. 209). The study,
which is organized in five sections, aims to reveal the effects of social media platforms
on user motivation. The research plans to examine peer habits and behaviors by focusing
on individuals in user-context platforms. This research deals with the relationship
between the attitudes of firms or brands in social networks and consumer act. According
to the research (2015), it is important for consumers to spend more time on social
platforms and to have them on user-based sites so that companies can interact. The study,

therefore, explores the impact of firms' social assets on their purchase intentions.

The study developed a new model to reach a wider audience regardless of the sample.
The information from the findings reveals that organizations are slowly accepting the
benefits of social media services. The research, however, revealed that social media sites
offer a great opportunity for marketers to bring their brands and products to a broad
audience. The results of this study reveal that there is a significant relationship between
the attitudes of the consumers and the variables. Based on the analysis, it can be said that
promotions in social networks lead to an increase in the use of products in users. With the
increasing popularity of social media sites, it is observed that the connection between the
users is also stronger. The findings once again revealed that social platforms are a
platform that makes it possible for brands or companies to reach users. In addition,
research results ensure that social networks provide important data for information

analysis and sharing.

The study demonstrates that social media platforms are enriched by the content that users
have developed and, thus, they affect their motivation. For this reason, the study gives the
right of social platforms together with the data it produces. Investigating consumers and
firms closely, in this context, it helps the literature with its analyzes. The study provides
additional benefits to the current study by measuring the levels of motivation of
individuals through social media. In this way, research that examines the relationship
between potential customers and social bond can help to overcome the gap in the
literature. The results obtained in this study will also guide the faster provision of the

information expected in the current study.
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Due to the spread of social networks, as in every sector, it is seen that there are big changes
in the clothing retail sector. Through these platforms, consumers find almost everything
they are looking for in the clothing industry. Therefore, the study (Sudha and Sheena,
2017) focuses on the retail world of clothing and tries to find out whether decision makers
are affected. The study also deals with the marketing techniques that lead the clothing
industry. In this way, research is trying to investigate the effects of these techniques on
consumers through social platforms. It is seen that companies use social networks in order
to supply their brands in the clothing sector with a wide audience. Thus, companies use
social media extensively to protect their assets and to provide consumers with what they
want. Although the paper (2017) makes a comprehensive review of the fashion industry
and consumer intentions, it observes that there is not much research on this research (p.
21). In this context, the article seeks to examine social networks and the fashion industry,
to research digital marketing techniques, and to understand consumer decision-making

processes.

Since the research did not focus on any problem, it was applied in exploration mode in
order to bring a new perspective to a particular situation in the retail sector. Participants
were asked some questions through a structured questionnaire. After 20 pilot applications,
the survey was conducted on 200 women, based on the snow bowling technique. Research
results revealed that fashion affects people's lifestyle directly, and at the same time, a
significant number of individuals can spend their money on fashion changes (p. 28). The
study, which tries to examine the decision-making processes of consumers in various
stages in the fashion and apparel sector, tends to follow the celebrities in social media
sites at the beginning of the purchasing process. The research also argues that blogs are a
guiding feature in the fashion industry. Consumers argue that, according to research,
blogs are seen as a way to verify a purchase. Therefore, consumers state that they

frequently use social networks in all stages of the purchasing process.

Tthe research, together with the results, will guide the current research. The study reveals
that female consumers see some celebrities as inspiration, especially in social networks,
before they conduct purchasing. The fact that companies are directly affected by positive
or negative comments is another result of the study. Thus, the study provides an idea of
how companies use social media. The research that makes the importance of social

networks, in this sense, will guide this and subsequent research.
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CHAPTER 4: METHOD

4.1 Problem Statement

Identifying and developing the experience of consumers in the changing online world
rather than in the traditional world has become a priority in social media marketing.
Because, consumer experience replaces quality as a battlefield in online marketing (Klaus
& Maklan, 2013, p. 227). The use of experience plays an important role in the direction
of information in the decision-making process of consumers. In this context, Steinfield
(2012) suggests that demonstration of friendships may serve to confirm information in
social networks (p. 121). It can be observed that young people are affected by their peer
environment, increase the use of social media and it is a very good reason to buy any
product. According to Digital Reports (2019), despite all the negative aspects of online

life, people continue to embrace the Internet and social media around the world.

Some of the previous studies have mentioned a lot about the effects of social media
networks against the masses. On social media sites where peers have influenced each
other, consumers have an impact on businesses with their comments, although they do
not notice. Messages sent to small groups in social media networks may reach a larger
audience, thanks to the rapidly evolving effects of digital life. This situation forces
operators to take some measures. Indeed, some of these messages are likely to be
malicious investigations. As a result of his research, Burn-Callander (2016) argues that,
companies have to spend a large amount of money in order to maintain their online

reputation due to the rapid spread of such malicious software on social media.

According to Kotler and Pfortsch (2010), if any company, firm or brand wants to unleash
their potential, their managers need a strategic approach in a holistic manner. In other
words, marketers must have a broad understanding of the brand building process. Brand
construction means that brands have full knowledge of customers or their potentials and
information containing everything (Makki, 2014, p. 17). For this reason, brands create a
plan in the construction process that includes specific and long-term goals. These plans,
known as brand strategy, are an important part of firms. In recent years, as firms change
the course of marketing in social networks, they form brand strategies to survive against
competitive environments. Doyle (2001) argues that in order to maximize the values of
brands, they have to follow certain strategies (p. 267). Otherwise, it is observed that
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brands are not able to achieve their value creation targets. Moreover, brand managers and
marketers acknowledge that in a new generation of marketing age, a brand is worthwhile
if it provides loyalty to customers (Boatwright et. al., 2009, p. 38). Social platforms
contribute to the formation of new generation marketing by taking young consumers as
their own center. Therefore, this study, as a problem situation, plans to examine brands
and marketing strategies through social networks. Young consumers are at the center of
social media advertising, especially when new generation marketing is so effective. In
this regard, the present study aims to specifically target university students in defining the

problem process.

However, this study seeks to reveal how people in the selected age group are affected by
various social media platforms in the decision-making process. This study tries to find
the answer to the following research question:

“In an age in which the digital world is advancing rapidly, how does social media

platforms affect the younger generation in decision making?”

In particular, in order to help in reaching the answer, the answers to the following sub-

questions will be sought:

» How do individuals present themselves on social media sites that are an important part

of everyday life?
» How do the stimuli on social media sites affect individuals?
» What is the concept of social media marketing in the online world?

» How does directing the news feed as a target affect consumers in the procurement

process?

» Which social media platform has a more effective effect in the decision-making process

among consumers?

* Does the relationship between consumer behavior and social media advertising have an

impact on the strategy design of companies?

» What are the possible consequences of certain age groups' consumers in decision making

and different purchasing processes?
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4.2 Statistical Hypotheses

Bailey (1978) argues that a hypothesis is a proposition that demonstrates the relationship
between two or more variables (p. 35). This research thus aimed to reveal the relationship
between variables in a testable manner. Sekaran and Bougie (2010) describe the
hypothesis as a testable expression that the researcher hopes to find from data to be
collected in a study (p. 87). The study tends to express the theories and the relationship
of the elements with the literature. In this research, especially in the online networks in
which social platforms are surrounded by individuals, the relationship between buying
behavior variables and the reference group of young consumers, ideas and impulses,
online advertisements and possibilities are determined. In this way, the research has

attempted to put forward certain hypotheses on the basis of the study.

According to Rouckova (2015), a large number of researchers argue that the impact of
online networks on purchasing behavior of individuals is inevitable (p. 17). This study
tests the impact of consumers' sharing through social networks on decision-making
processes. The following hypotheses are looking for answers to questions in the research

process:

Hypothesis 1: There is a positive relationship between the behavior of young consumers
and attitudes towards social networks.

Young consumers are more likely to have a more positive attitude towards social media
platforms, considering past theories and studies. For this reason, this part of the research

targets to measure the attitudes of consumers and their behavior among social networks.

Hypothesis 2: There is a positive relationship between the behavior of young consumers

and advertising in social networks.

Kelly, Kerr and Drennan (2010) argue that when digital media is not penetrating so much
of individuals' lives, avoiding advertisements involves simple and few steps, but it is
difficult to avoid advertising with new generation devices emerging in the social media
era. Therefore, young consumers' attitudes towards these advertisements are being tested.
Users' attitudes to social platforms and their content seem more likely to rely on
information they see in an online network they accept. Through this research, social media

advertising and the attitude of young consumers have been examined.
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Hypothesis 3: There is a positive relationship between the behavior of young consumers

and communication in social networks.

Consumers have the desire to share their experience and wishes on online networks where
they can create their content. In this way, social media have the opportunity to inspire
consumers. The social platforms that affect the consumers in the decision-making process
also provide the opportunity to do many researches with the opportunities offered to the
users. Individuals known as opinion leaders may make any campaign effective on
individuals. This study, which aims to test the relationship between the motivations and
attitudes of consumers, examines the communication and the behavior of young

consumers in social networks.

Hypothesis 4: There is a positive relationship between the behavior of young consumers

and understanding consumer behavior sub-scale scores.

The intentions of consumers in purchasing behaviors they realize through social platforms
may vary considerably. Aaker (1996) believes that a good brand must provide
improvements that will help customers improve the perceived brand value. Therefore, the
study plans to understand the behavior of the consumer and test the relationship between
attitudes in social networks. In this context, by referring to this view, the customer was
asked to score in order to perceive the behaviors in the purchasing and decision-making
processes. In these scoring, it is expected that young customers who have a positive

attitude towards social networks will have a positive attitude towards this subscale.
4.3 Scope and Limitations

The study tries to determine how social media, which has become a part of the daily life
of people of almost any age, affects the marketing power and consumers; however, the
study focuses on understanding the impact of this marketing power on social media
behaviors in individuals. Within the scope of the research, the sample was selected in a
cosmopolitan structure and factors such as personality, value, promotion were not taken
into consideration. As university students from different parts of the country are identified
as their target audience, this study tries to understand the behavior of young people using
social media effectively.
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As a wide and constantly renewing area, social media attracts attention with its daily
renewed platforms and its users in the form of a consumer. This study, which aims to
evaluate the impact of network users on decision-making processes within the dynamic
field, has planned to reach university students. Although social media networks contain
people of all ages, based on the differences on the basis of platforms, the average age
continues to appeal to a shrinking day by day. In this context, this research focuses on

youth in higher education institutions.

There are several factors that determine and adjust the limitations encountered in the
conduct of this research. At first glance, the study aims at concluding on the attitudes that
affect consumer and user behavior in the context of social media platforms. Therefore,
this study states that it will not take into account individual personality and differences,
especially in the habit and sensitivity of using online in internet users. The study is not
within the scope of the comparative research. In particular, there is no disaggregation like
female and male consumers; in addition, this study does not take into account

demographic, geographical, cultural and social differences.

The most prominent problems faced during the study were the lack of higher education
students who wanted to participate in this research conducted within the framework of
social networks, and some of the students who volunteered to participate were worried
about taking the time to conduct for a survey. Therefore, the paper of the participants who
did not want to answer all questions or who did not have time to participate in the survey
was considered invalid. In this context, the study felt the need to focus on sole
communication faculty students after piloting. When selecting the faculty to be surveyed,
the most important factor taken into consideration is the fact that the social platforms are
studied as course. Thus, Sakarya University - Faculty of Communication students were
selected as a sample case. In this way, the aim of this study is to increase dramatically the
validity and reliability of the survey questions by conducting them to volunteer students

of the Faculty of Communication, which focuses on digital media.

Therefore, the paper of the participants who did not want to answer all questions or who
did not have time to participate in the survey was considered invalid. Therefore, the study
felt the need to focus on sole faculty students after piloting. When selecting the faculty to
be surveyed, the most important factor taken into consideration is the fact that the social

platforms are the faculties of the course. Therefore, as a sample application, Sakarya
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University, Faculty of Communication students selected as a sample. The aim of this
study is to increase the validity and reliability of the questionnaire applied to the students
of the Faculty of Communication, which focuses on digital media, by applying them to

the volunteer students.

In addition to these limitations, it should be kept in mind that even though university
students whose research is conducted have different cultures, structures and
characteristics; the study should be considered only in the relevant city and country and
may not provide valid information on other nations. Even if the research involves various
age groups, the results in other age groups may not be valid, especially since it is directed

towards young consumers.

According to the GlobalWeblndex report (2019), 3.48 billion users on social media
platforms spend an average of 2 hours and 16 minutes each day on these networks.
Therefore, it is difficult to have a wide variety of large samples representing the huge user
density. Moreover, considering the time and resource constraints, an appropriate sample
was tried to be selected. Due to these limitations, the research was conducted to the
students of the Faculty of Communication who have been studying new media courses.
While promotional statements are clearly expressed in terms of non-limitation, this work
also guarantees the confidentiality of personal information at the highest level. However,
the research provides valid data for university students within the sample, so that the study
may contribute to social media platforms in terms of companies or firms to build up social
media marketing by using more effective with those data. Moreover, this study, in this
age of digitalization of consumption, helps the university students to evaluate their

experiences and ideas from different perspectives.
4.4 Sample

According to Kothari (2011), a sample design is a series of procedures in a research
process that is performed by sampling from a specific population (p. 55). Since the study
to be conducted on any subject is almost impossible to reach the whole population and
reach a conclusion, a specific sample is selected to collect data. Salant and Dillman (1994)
argue that the sample to be selected in the study depends on the size, affinity, environment
and cost of the population (p. 54). Therefore, there are several strategies in sample

selection. Burns (2000) states that these strategies should be chosen at a specific rate of
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the population, and should be carefully considered to apply the research on this selected
sample and to adopt the findings to the entire population. In this sense, a sample contains

a selected portion from the population to be examined.

Cresswell and Poth (2007) argue that sampling may help to provide broad perspectives
through different sources. In this study, which focuses on the behavior of young
consumers in the context of social networks, the population are students of the Faculty of
Communication at Sakarya University. The individuals who made up the sample
represented young consumers with a tendency to use the social platforms routinely. The
vast majority of university students in this population are devoted to the new media tools
in the age of digital media, while at the same time they have been taking courses on the
social platforms mentioned in their faculties. As Bryman and Bell (2011) argue, it is
difficult to examine the entire population due to time, money, and access distress;
therefore, it is aimed to generalize research findings by identifying a specific sample
among these students. By studying various sampling strategies, this study has
implemented the Convenience Sampling because of the time, effort, convenience,
availability and money of this sample. Convenience Sampling is a sampling method that
can be easily utilized in terms of criteria such as availability, proximity, volunteerism,
time, while providing easy access to members in the population to be investigated
(Dornyei, 2007).

Convenience Sampling, moreover, according to Erkan (2016), provides a very convenient
and easy way to access data when the population to be researched consists of students or
young users (p. 96). Therefore, this technique was applied because it would create a
balance against the aims and objectives of the study in terms of sample and population.
Because the study hopes to determine the effects of social media on consumer behaviors
among the university students, this sampling has been implemented to the young
consumers through the survey. According to Hootsuite reports (2018), 51% of young
people between the ages of 18 and 24 indicate that it is difficult to give up social media,
while 40% shows the 25-29 age group. This study, in this context, has been applied among

university students covering these age groups using social platforms effectively.

According to Leedy and Ormrod (2005), in determining the sample, pilot studies add
value to the research to increase the quality of the result. Cooper and Schindler (2008)
also argue that pilot tests in research play a critical role in recognizing potential problems
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during the study. For this reason, before the research sample was identified, a pilot study
was conducted among the students of a class and the young consumers were informed
about the present thesis. A pilot study consisting of a small group of participants with
similarities to the study outline minimizes the error margin of the study (Erkan, 2016, p.
98). The number of samples was determined by taking the feedback from the social
platform users participating in the pilot application. With the validity and reliability
questionnaire questions, it was determined that the sample group would be a suitable

example for 300 participants.

Collis and Hussey (2009) emphasize that the sample size should be large enough to
represent the population sufficiently. The size and suitability of the sample is very
important to extend the results of the research from sample to population. The population
to be the subject of the research covers all areas of interest in a study (Ramsunder, 2011,
p. 76). It is thought that a sample group including the population (n = 300) of the students
in the Faculty of Communication at Sakarya University (o = 1130) would represent a
level of 0.05 significance and a 5% acceptable margin of error with a 95% confidence
level (Balci, 2004, p. 95). A total of 300 questionnaires were included in the analysis by
excluding the questionnaire form from 10 participants who were found to have missing

markings.
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Figure 6. 1. Communication Faculty Students Universe and Sample Distribution
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Figure 6.1 shows the sample, which is used to determine the relationship between young
consumers and social platforms, consists of the data obtained from the participation in
two genders (53.70% females and 46.30% males). All participants in the sample (100%)

are students in the related faculty.
4.5 Instrument

Saunders, Lewis and Thornhill (2009) propose to create a research strategy in order to
guide the objectives and questions of the study, as well as to provide links between data
collection and analysis methods (p. 141). Therefore, the researcher analyzed various
research strategies and models in order to decide the research tool. According to Clarke
(2005), there are research strategies such as experiment, case study, survey, narrative

research, ethnography linked to qualitative and quantitative research designs (p. 13).

McGivern (2006) informs that quantitative studies will be useful, arguing that the data
collected in relatively structured samples from a relatively large population will be
standardized, particularly in studies such as determining the importance of the marketer,
the market share of brands and companies, the impact of technology or economic
developments. This study, in particular, focuses on the young age group and plans to
examine the relationship between the advertising behavior of social media platforms and
purchasing behavior with a quantitative design.

This study desires to reach the results of the study with a quantitative approach as a
research strategy, therefore, the present research adopts the survey strategy to test the
hypotheses and determine whether they are valid or not. According to Balnaves and
Caputi (2001), data collection tools on individuals' personal beliefs, attitudes or views as

well as their demographic status are called surveys.

The term of ‘survey’ is a form of strategy that is widely used in business and management
research, which allows easy and practical data collection from a large population
(Saunders et al., 2009, p. 144). The survey strategy, which is sent to the individuals in
daily life through mass communication channels and social media platforms, is very
popular as it allows the large amount of data to be obtained economically. According to
Mathers, Fox and Hunn (2009), the survey strategy, which is quite traditional to conduct
research, is often used to gather information on attitudes and behaviors (p. 5). Survey

research and strategy is a type of study that allows data collection through a particularly
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consistent sample. In addition, Zikmund et al. (2013) argue that surveys probably
represent a relatively large number of people from the participants (p. 152).

Kothari (2004) argues that empirical research, when obtained through instruments such
as surveys, may be the most powerful tool in revealing individuals' behaviors as a result
of testing real experiences and research hypotheses (p.31). It is also observed that one of
the fastest and easiest ways of collecting data is the questionnaires asked to people
through questions. According to Gide and Grenaug (2002), data are collected in the most
common form through questionnaires (p. 93). Questionnaires are, in a way, a very useful
instrument for revealing cause-and-effect relationships beyond ideas, opinions or
attitudes. Since this study was carried out quantitatively in general terms, the survey was
used as a research instrument because of its rapid, efficient, economic and meaningful
results. A questionnaire provides the researcher with a great chance to respond to the
questions of the participants (Trochim and Donnelly, 2008), and it is also a tool that
provides the opportunity of the participants involved to convey their opinions on the

research topic.

During the development of the questions to be carried out, a thesis published examining
consumer attitudes towards advertising in social networks (Cretti, 2015) and a thesis
published which investigates the social platforms and consumer relations in the tourism
sector conducted between university students (Wen, 2018) have been referred. According
to Ben (2018), the validity of a study reveals whether an instrument measures what it
means (p. 33). In distinguishing the ideas and opinions of the participants, validity is very

important for the research instrument.

1

0,9
08 0:866 0;868 0814
0,7 0745
0,6
0,5 0,52
0,4
0,3
0,2
0,1

0

Social network use Advertising in social Social media Community of  Consumer behavior
media platforms interactions brand

Figure 6. 2. Cronbach's Alpha (o) Distribution of the Scales
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In the sub-dimensions of the developed scales, the alphas are listed as follows: Social
network use 0,520 (when two items are evaluated, it is acceptable if the alpha is greater
than 0,5), advertising in social media platforms 0,745, social media interactions 0,866,
community of brand 0,868 (Cretti, 2015, p.27) and lastly consumer behavior 0,814 (Wen,
2018, p. 35).

In order to collect the data, this study used two scales under the name of “Personal
Information Form” and “The Behavior of Young Consumers in the Age of Social Media”.
Demographic and sub-dimension questions in the survey scales are simple, clear and
understandable for the participants. There are 11 questions in total in the personal
information form prepared by the researcher. The age and gender of the sample group,
the social network daily, the time spent on social media daily, the time spent on the daily
mass media, the access to the social media and network sites application, the status of
research before receiving the internet product, the function of social media, the social
media facilitating effect on university life; experiences on social media; and the reasons

why social media are used for searching information.

“The Behavior of Young Consumers in the Age of Social Media Scale” has a total of 27
items. In the process of preparing the scale, attention has been paid to expressions being
simple and comprehensible, to a single purpose and to the logical classification of the
answer categories. The developed questionnaire has a Likert five point scale to find

meaningful answers to the sub-factor questions of the sample group.
The number of questions in the sub-dimensions of the scale is as follows:

The section, which aims to measure the use of social networks, covers questions from 12
to 15. The sub-factor, which aims to understand the attitudes of young consumers towards
digital advertising on social media platforms, includes questions from 16 to 21. It consists
of questions 22 to 25, which examine the interactions of the individuals in the context of
social media in the sample group. The sub-factor investigating brand perceptions in
communities includes questions from 25 to 30. The part which aims to understand

consumer behavior, contains questions from 31 to 38.

All questions consist of various degrees from 1 to 5, so that consumers may present their

ideas about questions in various ways.
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4.6 Data Collection

During the study, researchers benefit from a series of data collection strategies such as
primary and secondary (Hox and Boeije, 2005, p. 593). While the measurements, various
interviews, surveys and observations in the researches constitute the primary data study,
the contributions made to the literature previously are covered by the secondary data
studies. Pimary and secondary data may help to make an intellectual contribution to the
researcher in order to create the study. The primary data consists of the data to be acquired
as a result of the research that has not been previously obtained. Secondary data is
collected and analyzed for a particular topic study, so that such data provides cost and
time savings (Curtis, 2008, p. 1). Secondary data, however, may offer researchers a very
strong background while presenting some problems. Therefore, this study has
meticulously evaluated previous studies in order to avoid potential problems.

The primary data is strengthened by the hypotheses presented by the study and aims to
contribute to the literature. Secondary data shows some strengths and weaknesses with
the results of the worker. According to Gabeur (2015), such data are adapted to research

requirements, but according to Grimsley (2010), it is difficult to obtain the data.

Cooper and Schindler (2008) argue that in the research process, the ethical issues that the
researcher takes into account the moral values and principles are very important for the
reliability of the research. In this context, this study depends on the moral principles it
carries. Punch (2005) warns the researchers against any ethical problems that may be
caused by any research. Before the survey was carried out, necessary written permissions
were received from the Faculty of Communication and Ethics Committee of Sakarya
University, where the study is conducted. Smith et al. (2015) argues that the point of
responding to the questionnaire in higher sense is to build trust. Therefore, each individual
in the sample group was informed about the personal data of the scales used in the
research and that they had the right to leave the research if they wanted. This study also
tried to fulfill the requirements by determining the possible requirements in all the steps
covered by the research. During the survey, volunteer participants were informed about
the importance, purpose, scope and hypotheses of the study. The participants were
reminded that the answers to the questions will not be shared with any person or
institution, and that the analyzes will be carried out collectively, not on an individual

basis.
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The research was carried out in Sakarya University, especially among the students of the
Faculty of Communication, where digital media was taught as a course tool. The survey
was conducted between February and April 2019 for randomly selected students for
approximately 15 minutes. Participation of the students who answered the questions was

optional, morever, the participants had the chance to quit the questionnaire at any time.
4.7 Data Analysis Procedures

The data obtained from the participants in this study were analyzed and analyzed by
transferring them to the Statistical Package for Social Sciences (SPSS) 21.00 Windows
package program. Measurements of the studies using quantitative data by the help of
descriptive statistics are one of the ways of interpreting the obtained information. This

study, from this perspective, tries to figure out quantitative data by means of statistics.

The research analysis procedure follows the steps that will help to answer the impacts of
individuals on their behavior during the period when online networks are an indispensable
part of individuals' daily lives. For this reason, in order to reach numerical data in this
research, the coding process was performed from the raw data. In the next step, with the
help of the SPSS program, a calculation was made for each of the questionnaire questions

that were organized and developed.

In order to clarify the obtained data, the data are presented in tables and detailed
explanations of the figures are made under the tables. Descriptors were used to draw
attention to the characteristics of the individuals in the sample. “Analysis of Variance
(ANOVA)” was applied to find out the difference between the consumer behavior scale
and subscale scores and the age variable. Fisher's Least Significant Difference (LSD)
Multiple Comparison Test was used to determine the differences in sub-dimensions. The
difference between the scores of the consumer behavior scale and the subscales and the
gender variable was examined through “Independent Sample t Test”. The relationships

between the sub-dimensions were resolved with Pearson Correlation Coefficient.
4.8 Definition of Terms
In this context,

“The Consumer” is a name given to an individual who is capable of purchasing in

accordance with personal or environmental needs and wishes.
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“Behavior” includes actions that can be seen or heard by an individual.

“Consumer Behavior” refers to a dynamic interaction of the feeling and attitude of
individuals or groups during their decisions and activities in choosing, buying, and using
actions and products in order to meet their desires and needs. It is also a behavioral
process that develops when consumers feel that they need a product or service under the

influence of internal and external stimuli.

“Attitude” 1s the tendencies gained through the behaviors acquired by the individual's
past experiences, and moreover, the individual creates a connection to his or her new

behavior through these experiences.

“Consumer Attitude” is a behavioral tendency that individuals acquire and maintain
events or concepts. The individual, thus, exhibits the belief or approach he or she has

developed against an idea or action.

“Brand” is adapted for the promotion of the name, term or symbol that allows a product

or service to differ from its possible competitors by the seller.

“Brand Equity” refers to a relationship between consumers and the brand that enhances
consumer attitudes towards a product or service and, in addition, strengthens the ties

between users and the brand.

“The Web 2.0” is a set of online applications that allow users to interact with their
experience and knowledge as an exhibitor on Internet platforms. Web 2.0 applications,
where interaction is at the forefront, also help users quickly generate and share

information by enabling the content to be produced and shared by users.

“User-generated content” is the content that is generated by the participants without any
charge. This content may include images, videos or posts. Because it is created by the

user, it is usually created online, easily and quickly.

“Social Media” means an online network which information, experience and
observations can be quickly and easily produced and shared by users. The active use by
many people and institutions has transformed it into a communication revolution where
a mutual exchange is shared. Social media, which has a great place in the lives of the
people with technology, has already replaced the traditional media because of its

advantages compared to traditional media platforms.
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“Social Media Influencers” are the individuals who operate or manage any social
network account that is accessible to Web users. In addition, these influencers are often
seen in social networks and inspire the individual to product or service. In this sense, it

can be said that such individuals act as role models for many people on social media.

“Social Media Marketing” means that any product or service is introduced to individuals
through social networks. Moreover, social media marketing is a process in which
information and services are conveyed by providing marketers with access to the

customer using social media platforms.

“Targeted Social Media Advertising” admits of companies or brands to create
advertisements based on the information they want to reach through social media and

thereby reach a specific target group.

“The Purchasing Decision-Making Process” is a series of activities consisting of
products and services that consumers purchase throughout their lives to meet their needs
and desires.

“The Word-of-Mouth” corresponds to the communication discourse among consumers in
order to disseminate the results of satisfaction or dissatisfaction about consumers'
products or services. The Word-of-Mouth, which is considered as a social
communication, has the opportunity to influence the purchasing decision processes of

consumers.

“eWOM” clearly means that consumers share their views, reports, feelings and
perceptions about products or services by interacting with each other through electronic

or digital communications.
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CHAPTER 5: FINDINGS

In this part of the study, the percentage and frequency tables covering the demographic
information of the study group included in the study and the questions formed by the
researcher as well as the data obtained from the socio-demographic variables and
measurement tools included in the personal information form indicate whether the

findings differed significantly.
5.1 Demographic Features of Participants

In order to clarify the study, demographic variables related to individuals in the research

group have been illustrated in the tables below.
5.1.1 Age Range

This part contains various demographic characteristics and introductory findings of the
study. In order to show the age range of the study, the table showing the age distribution

of the participants and the table showing their gender are given.

Table 5.1

Demographic Distribution of Participants for Age (N=300)
Age Frequency (n) Percentage (%0)
Under 20 83 27,7
Between 20 — 25 121 40,3
Between 26 — 30 45 15,0
Between 31 — 35 24 8,0
Between 36 — 40 19 6,3
40 and above 8 2,7
Total 300 100,0

When the distribution of the sample according to the age variable is considered, the
percentage of the participants under 20 years of age is 27.7% (n: 83); the percentage of
participants between 20 and 25 is 40.3% (n: 121); the percentage of participants between
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26 and 30 was 15.0% (n: 45); the percentage of participants between 31 and 35 was 8.0%
(n: 24); 36 to 40% of the participants (n: 19); the percentage of participants with 40 or
more is 2.7% (n: 8).

The findings of the study reveal that the majority of the participants in the study group
consisted of students aged between 20 and 25 years and students under the age of 20,
respectively. The survey aims to reach out to young participants, considering that social

networks are used by young consumers in particular.
5.1.2 Gender

This section tries to determine the gender of the participants in the sample.

Table 5.2
Demographic Distribution of Participants for Gender (N=300)
Gender Frequency (n) Percentage (%)
Female 161 537
Male 139 46,3
Total 300 100,0

The sample consists of 300 participants, as clearly indicated in the above chart and table.
While 53.7% of the participants (n: 161) are women, the participation rate of men is
46.3% (n: 139). According to the gender distributions of the surveys conducted to obtain
the data, it is observed that the female participants are slightly higher than the male
participants.

5.1.3 Social Media Usage

In this section, considering the social media usage habits of the participants, the
perspective of young consumers on traditional and contemporary media is planned to be

revealed with data.

The tables given below illustrate the evaluations about the questions about the use,
frequency and reasons of social media in line with the data obtained from the participants

in the sample group.

In this context, tables which include the evaluations between the third and eleventh
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questions in the developed questionnaire help to interpret the questions in the following

scales.
Table 5.3
Distribution of Social Media Platforms (N=300)

Social Media Platforms Frequency (n) Percentage (%)
Facebook 36 12,0
Twitter 70 233
Instagram 121 40,3
Linkedin 12 40
Pinterest 4 13
Tumblr 9 3.0
Google + 3 1.0
Youtube 38 12,7
Other 7 23
Total 300 100,0

In the sample group, the percentage of users who prefer Facebook is 12.0% (n: 36).
Twitter is selected with a percentage of 23.3% (n: 70). Consumers' percentage of using
Instagram is 40.3% (n: 121). Linkedin is preferred with 4.0% (n: 12); Pinterest uses 1.3%
(n: 4). Consumers use 3.0% (n: 9) of Tumblr. Google+ is preferred at 3.0% (n: 9) of social
media platforms. The percentage of participants using YouTube is 12.7% (n: 38). The

percentage of participants using other accounts is 2.3% (n: 7).

Table 5.3 tries to show which social media platforms the participants in the sample are
using on a daily basis. When Table 5.3 is examined carefully, it is observed that young
consumers in this study prefer Instagram (40.3%), Twitter (23.3%) and YouTube (12.7%)
as the most prominent social media platforms. Thus, social media sites that consumers

are likely to use are emerging in line with this study.
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Table 5.4
Time Spent on Social Media Sites (N=300)

Time (approximately) spent Frequency (n) Percentage (%)
on social media sites per day

0 hour 0 0.0
1-3hours 85 28.3

4 — 6 hours 142 473

7 -9 hours 46 15,3

10 hours and more 27 9.0

Total 300 100,0

In Table 5.4, the participant rate of 0 hours is observed at 0.0% (n: 0). The ratio of
participants who spend 1-3 hours in social media networks is 28.3% (n: 85). The rate of
participants with 4-6 hours is 47.3% (n: 142). The percentage of those who spend 7 to 9
hours on social media sites is 15.3% (n: 46). Participants in the sample prefer 10 hours or

more in social media platforms at a rate of 9.0% (n: 27).

Table 5.5
Time Spent on Mass Media (N=300)

Time (approximately) spent Frequency (n) Percentage (%)
on mass media per day

0 hour 27 9.0

1 -3 hours 220 73,3

4 — 6 hours 51 17,0

7 -9 hours 1 03

10 hours and more 1 03

Total 300 100,0

61



Table 5.5 shows the time spent by social media users in the sample on a daily basis such
as TV, radio, newspaper and magazine. The sample group prefers 0 hours with 9% (n:
27) according to the time variable used in mass media. The proportion of participants with
a duration of 1-3 hours is 73.3% (n: 220). 17.0% (n: 51) of the participants in the sample
stated that they spend 7 to 9 hours daily in mass media. 0.3% of the participants (n: 1)
mark 7-9 hours in this choice of the survey. According to the table, the percentage of

participants with 10 hours and more is 0.3% (n: 1).

In this variable context, Table 5.5 tries to reveal the time spent in mass media suchas TV,
radio, newspapers and magazines. On the one hand, consumers spend time using social
platforms for a variety of reasons, while on the other hand they use communication tools
such as TV, radio, newspapers and magazines. This section of the research shows data by
two variables of consumers. According to this, it is observed that the participants use

traditional media at most between 1-3 hours (73.3%).

Table 5.6
Access of Social Media Sites (N=300)

Access social media and Frequency (n) Percentage (%0)
networking sites application

Access via IT gadget 191 63.7
Access via home PC 78 26.0
Access via office PC 31 10.3
Total 300 100,0

Table 5.6 examines the sample group and the access variable to social media sites. In this
table, it is tried to reveal how consumers are connected to social networking sites with the
help of devices. According to the variable of the access social media and networking sites
application, the percentage of participants who is able to reach through small devices is
63.7% (n: 191).

In addition, Table 5.6 shows the percentage of participants who have access via the home
computer as 26.0% (n: 78). The sample group in the study was 10.3% (n: 31) accesses
via the office computer.
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Table 5.7

Comments about the Product (N=300)

Comments about the Product Frequency (n) Percentage (%0)
Always 51 17,0
Often 140 46,7
Sometimes 70 233

Not Really Often 29 9.7
Never 10 33

Total 300 100,0

Table 5.7 shows that the rate of “Always” is 17.0% (n: 51). 46.7% (n: 140) of the
respondents say it “Often”. 23.3% (n: 70) of respondents says “Sometimes”. The “Not
Really Often” rate of participants is 9.7% (n: 29). “Never” is at a rate of 3.3% (n: 10).

Table 5.8
The Function of Social Media (N=300)
The Function of Social Media Frequency (n) Percentage (%)
Contacti ith oth
ontacting with others 65 217

To gain informative advertising

15 5,0
Refer opinion from experts

13 4,3
Collect opinion about product or services

58 19,3
Purchase goods

83 27,7
Connecting among university friends

66 22,0
Total

300 100,0
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Table 5.8 shows the data in terms of the function variable of social media. In the context
of this variable, 21.7% of the participants in the sample group (n: 65) indicate the
possibility of communicating with others. The proportion of participants who say they
gain information from advertisements is 5.0% (n: 15). In this sample, 4.3% (n: 13)
participants would like to receive opinions from the experts. The percentage of
respondents who discuss that they would like to gather opinions about the products or
services is 19.3% (n: 58). 27.7% (n: 83) of the participant, in this variable, they tend to
buy products. The percentage of participants who connect among their university friends
is 22,0% (n: 66).

Table 5.8 clearly shows the importance of social media for product purchase, which is
one of the most important indicators of this study. Internet users in the sample state that
the most functional aspect of social media platforms is product purchases (27,7%). From
the point of view of young consumers, it is revealed that social networks are an important
area for purchasing products. It is observed that university students use social media as

well as communication media a lot (22,0%).

Table 5.9
Social Media Facilitates in “University Life” (N=300)

Social Media Facilitates in “University Life” Frequency (n) | Percentage (%)
As a Main Platform of E-Learning 30 10,0
Knowledge-Sharing with Friends 41 13,7
Communication 93 31,0
Convenience 58 19,3
Collect information 24 8,0
Entertainment 49 16,3
Others 5 1,7

Total 300 100,0
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Table 5.9 aims to find the convenience of social media platforms for university life by
setting out to be a university student in the sample group of the research. Moreover,
through the data presented, the link between consumers and social media platforms is

unveiled. In this context, this table sets out the social media facilities of university life.

The sample group is asked the question of “What social media think facilitates in your
university life?” and when the distribution of responses is considered, the rate of
participants who say that “As a Main Platform of E-Learning” is 10.0% (n: 30). 13.7% of
the participants (n: 41) state “Knowledge-Sharing with Friends”. 31.0% (n: 93) of the
participants in the sample responded to the communication response. 19.3% of
participants (n: 58) seems to mark the option of “Convenience”. The rate of participants

who “Collect information” is 8.0% (n: 24).

In addition, Table 5.9 shows that consumers tend to think of entertainment as one of the
factors facilitating social media platforms. In this context, 16.3% (n: 49) of the
participants in the sample agree on “Entertainment”. The ratio of those who state as
“Others” is 1.7% (n: 5).

Table 5.10
The Experience through Social Media (N=300)

The Experience through Social Media

Frequency (n)

Percentage (%)

Effortless Communication

62 20,7
Get a Sense of Belonging 19 6,3
Socializing 139 46,3
Allows Interactivity with Other Online Users 70 23,3
Others 10 33
Total 300 100,0

Table 5.10 aims to emphasize the importance of social media platforms among university
students by focusing on the experience of individuals through social media. In this

context, the question of “What is your experience in Social Media?” is asked as a variable.
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The rate of the participants who say that the “Effortless Communication” is 20.7% (n:
62). Participants give an answer to create a sense of belonging at a rate of 6.3% (n: 19).

46.3% of the participants who answer socialization (n: 139).

The table also shows 23.3% (n: 70) the proportion of participants who choose that
students “Allow interaction with other online users”. The proportion of the participants
who respond “Others” as 3.3% (n: 10).

Table 5.11
Usage Social Media to Search for Information (N=300)

Usage Social Media to Search for Information Frequency (n) | Percentage (%)
Easy 75 25,0
Reliable 54 18,0

Get distinct solutions 40 13,3
Higher level of trust in responses 68 22,7

Get replies from people with similar interests 54 18,0
Others 9 3,0

Total 300 100,0

Table 5.11 focuses on the reasons why Internet users in the sample group can access
information on any issue on social media platforms. In this variable, the percentage of
users who deem it “Eeasy to Access” is 25% (n: 75). 18% of the respondents say that
information is “Reliable” (n: 54). 13.3% of the respondents (n: 40) are seeking
information on social networks due to higher confidence in responses. The percentage of
users aiming to respond from people with similar interests is 18.0% (n: 54). The

proportion of participants who say “Others” is 3.0% (n: 9).
5.2 The Results of Factors

In this section, the scores taken from the scale and sub-dimensions are compared in terms

of the various variables of the sample group.
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Table 5.12

Analysis of the question: “lI am very comfortable on social networks”

Scores
Question 12 Frequency Percentange
(n) (%)
| am very comfortable on | Strongly Count %
social networks agree 113 37,6
Agree Count %
114 38,0
Neutral Count %
23 7,7
Disagree Count %
23 7,7
Strongly Count %
Disagree 27 9,0
Total Count % 300 100%

Table 5.12 focuses on whether users feel comfortable in social networks. 75.6% of
respondents (227 participants) state that they are very comfortable on social platforms,
while 16.7% (50 participants) state that they are not comfortable in social networks. 7.7%

(23 participants) of the participants are neutral.

Table 5.13
Analysis of the question: “l use social networks a lot”

Scores
Question 13 Frequency Percentange
(n) (%)
| use social networks Strongly Count %
alot agree 108 36,0
Agree Count %
105 35,0
Neutral Count %
44 14,7
Disagree Count %
16 53
Strongly Count %
Disagree 27 9,0
Total Count % 300 100%

While 71.0% (213 participants) use social networks too much, 14.3% (43 participants) do

not use social networks too much. 14.7% (44 participants) of the consumers are

abstaining.
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Table 5.14
Analysis of the question: “Social networks for me are very important”

Scores
Question 14 Frequency Percentange
(n) (%)
Social networks for me Strongly Count %
are very important agree 101 33,7
Agree Count %
111 37,0
Neutral Count %
47 15,7
Disagree Count %
21 7,0
Strongly Count %
Disagree 20 6,6
Total Count % 300 100%

Table 5.14 provides the participants with answers to whether social networks are very
important for them. The total rate of participants who agree with this view is 70.7% (212
participants). 13.6% of the participants in the sample (41 participants) state that social
networks are not very important for them. Participants who do not participate in the two
ideas and remain neutral formed 15.7% of the survey (47 participants). This table

announces that the social networks are very important for vast majority of participants.

Table 5.15
Analysis of the question: “I love social networks”
Scores
Question 15 Frequency Percentange

(n) (%)
I love social networks Strongly Count %

agree 120 40,0
Agree Count %

99 33,0
Neutral Count %

44 14,6
Disagree Count %

23 7,7
Strongly Count %

Disagree 14 4,7

Total Count % 300 100%
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In Table 5.15, 73.0% (219 participants) of the participants like social networks, while
12.4% (37 participants) do not like social networks. 14.6% (44 participants) of the
participants are unstable.

Table 5.16
Analysis of the question: “I find advertising on social networks intruding”

Scores
Question 16 Frequency Percentange
(n) (%)
| find advertising on Strongly Count %
social networks intruding | agree 74 24,7
Agree Count %
76 25,3
Neutral Count %
58 19,3
Disagree Count %
54 18,0
Strongly Count %
Disagree 38 12,7
Total Count % 300 100%

Table 5.16 reveals that 50% of the participants (150 participants) find advertising in social
networks intruding, while 30.7% do not agree with it. The neutral participant rate is 19.3%
(58 participants).

Table 5.17
Analysis of the question: “l find advertising on social networks irritating”
Scores
Question 17 Frequency Percentange
(n) (%)
| find advertising on Strongly Count %
social networks irritating | agree 1 23,7
Agree Count %
57 19,0
Neutral Count %
79 26,3
Disagree Count %
41 13,7
Strongly Count %
Disagree 52 17,3
Total Count % 300 100%
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When Table 5.17 is examined, it can be observed that 42.7% (128 participants) of the
participants in the sample find advertising on social platforms irritating. 31.0% (93
participants) of the participants do not find the advertising on social networks irritating,

while 26.3% (79 participants) do not express their opinions.

Table 5.18
Analysis of the question: “l find advertising on social networks reliable”
Scores
Question 18 Frequency Percentange

(n) (%)
| find advertising on Strongly Count %

social networks reliable agree 82 27,3
Agree Count %

60 20,0
Neutral Count %

37 12,4
Disagree Count %

54 18,0
Strongly Count %

Disagree 67 22,3

Total Count % 300 100%

While 47.3% (142 participants) find advertising in social networks reliable, 40.3% (121
participants) say that advertising in social networks is unreliable. 12.4% of the

participants (37 participants) are neutral.

Table 5.19
Analysis of the question: “I find advertising on social networks useful”

Scores
Question 19 Frequency Percentange
(n) (%)
| find advertising on Strongly Count %
social networks useful agree 96 32,0
Agree Count %
77 25,7
Neutral Count %
51 17,0
Disagree Count %
44 14,7
Strongly Count %
Disagree 32 10,6
Total Count % 300 100%
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Table 5.19 focuses on the usefulness of advertising in social networks. While 57.7% of
the participants (173 participants) state that the ads on the social platforms are useful,
25.3% of the participants (76 participants) do not find their advertising in social networks

useful. 17.0% of participants (51 participants) do not specify any statement.

Table 5.20
Analysis of the question: “l find advertising on social networks satisfactory”
Scores
Question 20 Frequency Percentange
(n) (%)
| find advertising on Strongly Count %
social networks agree 85 28,3
satisfactory Agree Count %
81 27,0
Neutral Count %
60 20,0
Disagree Count %
52 17,3
Strongly Count %
Disagree 22 7,4
Total Count % 300 100%

Table 5.20 shows that while 55.3% of the participants (166 participants) find the ads in
social networks satisfactory, 24.7% (74 participants) do not participate in this opinion.

20% of the participants (60 participants) are neutral.

Table 5.21
Analysis of the question: “l appreciate advertising in general”

Scores
Question 21 Frequency Percentange
(n) (%)
| appreciate advertising Strongly Count %
in general agree 54 18,0
Agree Count %
52 17,3
Neutral Count %
77 25,7
Disagree Count %
62 20,7
Strongly Count %
Disagree 95 18,3
Total Count % 300 100%
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It is observed in Table 5.21 that 35.3% (106 participants) of the sample generally
appreciate the ads, while 39.0% (117 participants) do not participate in this view. 25.7%

of the participants (77 participants) do not express any statement.

Table 5.22
Analysis of the question: “On social networks | comment a lot of brand posts”

Scores
Question 22 Frequency Percentange
(n) (%)
On social networks | Strongly Count %
comment a lot of brand agree 70 23,3
posts Agree Count %
62 20,7
Neutral Count %
58 19,3
Disagree Count %
54 18,0
Strongly Count %
Disagree 56 18,7
Total Count % 300 100%

Table 5.22 shows that 44.0% (132 participants) of the participants make comments to
many brands in social networks and 36.7% do not agree with this view. Moreover, 19.3%

of the participants (58 participants) do not agree with any opinion.

Table 5.23
Analysis of the question: “On social networks | write a lot of brand posts”
Scores
Question 23 Frequency Percentange
(n) (%)
On social networks | Strongly Count %
write a lot of brand posts | agree 68 22,7
Agree Count %
60 20,0
Neutral Count %
56 18,7
Disagree Count %
60 20,0
Strongly Count %
Disagree 56 18,6
Total Count % 300 100%
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Table 5.23 focuses on what the participants write about brand posts in social networks.
Of the participants, 42.7% (128 participants) agree with the statement, while 38.6% (116

participants) do not agree with the statement. 18.7% (56 participants) are neutral.

Table 5.24
Analysis of the question: “I talk a lot about the brand on social networks”

Scores
Question 24 Frequency Percentange
(n) (%)
| talk a lot about the Strongly Count %
brand on social networks | agree 74 24,7
Agree Count %
64 21,3
Neutral Count %
66 22,0
Disagree Count %
45 15,0
Strongly Count %
Disagree ol 17,0
Total Count % 300 100%

When participants are asked whether they talk much about the brand in social networks,
46% of the sample (138 participants) attend the opinion, while 32.0% of the consumers
(96 participants) do not agree with this view. 22.0% of the sample (66 participants) remain

neutral.

Table 5.25
Analysis of the question: “l am very active in the community of the brand”

Scores
Question 25 Frequency Percentange
(n) (%)
I am very active in the Strongly Count %
community of the brand | agree 89 29,7
Agree Count %
75 25,0
Neutral Count %
44 14,7
Disagree Count %
50 16,7
Strongly Count %
Disagree 42 14,0
Total Count % 300 100%
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Table 5.25 shows that the majority of consumers in the brand community are very active.
According to the results, 54.7% of respondents (164 participants) state that they are very
active and 30.7% of respondents (92 participants) state that they are not very active.

14.7% (44 participants) are neutral.

Table 5.26
Analysis of the question: “l feel gratification in the community of brand”
Scores
Question 26 Frequency Percentange

(n) (%)
| feel gratification in the Strongly Count %

community of brand agree 75 25,0
Agree Count %

86 28,7
Neutral Count %

39 13,0
Disagree Count %

53 17,7
Strongly Count %

Disagree 47 15,7

Total Count % 300 100%

Table 5.26 shows that 53.7% (163 participants) of the sample feel gratification in their
brand communities and 33.4% (100 participants) do not agree with this idea. 13.0% of
the participants (39 participants) refrain from giving any opinion.

Table 5.27
Analysis of the question: “I feel empowered in the community of brand”

Scores
Question 27 Frequency Percentange
(n) (%)
| feel empowered in the Strongly Count %
community of brand agree 79 26,3
Agree Count %
72 24,0
Neutral Count %
84 28,0
Disagree Count %
36 12,0
Strongly Count %
Disagree 29 9,7
Total Count % 300 100%
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When participants are asked if they feel empowered in the brand community, 50.3% of
respondents (151 participants) agree with this idea, while 21.7% (65 participants) of the

sample do not agree with the idea. 28.0% of the respondents (84 participants) are neutral.

Table 5.28
Analysis of the question: “l feel safe in the community of brand”
Scores
Question 28 Frequency Percentange

(n) (%)
| feel safe in the Strongly Count %

community of brand agree 63 21,0
Agree Count %

54 18,0
Neutral Count %

78 26,0
Disagree Count %

64 21,3
Strongly Count %

Disagree 41 13,7

Total Count % 300 100%

Table 5.28 focuses on whether consumers feel safe in the brand community. The results
obtained in this direction show that 39.0% of the participants feel safe (117 participants)
while 35.0% of the participants (105 participants) state that they do not feel safe. 26.0%
of the participants (78 participants) state that they do not feel any idea.

Table 5.29
Analysis of the question: “I feel entertained in the community of brand”

Scores
Question 29 Frequency Percentange
(n) (%)
| feel entertained in the Strongly Count %
community of brand agree 81 27,0
Agree Count %
86 28,7
Neutral Count %
55 18,3
Disagree Count %
47 15,7
Strongly Count %
Disagree 31 10,3
Total Count % 300 100%
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The data in Table 5.29 makes it possible to understand whether consumers feel
entertained in the brand community. In this context, it is observed that 55.7% of the
respondents (167 participants) feel entertained, while 26.0% of the participants (78

participants) do not feel entertained. 18.3% of respondents (55 participants) are unstable.

Table 5.30
Analysis of the question: “I feel emotionally bound to the community of brand”
Scores
Question 30 Frequency Percentange
(n) (%)
| feel emotionally bound Strongly Count %
to the community of agree 71 23,7
brand Agree Count %
77 25,7
Neutral Count %
63 21,0
Disagree Count %
48 16,0
Strongly Count %
Disagree 41 13,7
Total Count % 300 100%

Table 5.30 shows that 49.4% (148 participants) of the sample feel emotionally bound to
the brand community, while 29.7% (89 participants) do not feel emotionally bound to the

brand community. 21.0% (63 participants) are undecided.

Table 5.31
Analysis of the question: “I have prejudgment before an actual consumption”

Scores
Question 31 Frequency Percentange
(n) (%)
| have prejudgment Strongly Count %
before an actual agree 61 20,3
consumption Agree Count %
68 22,7
Neutral Count %
79 26,3
Disagree Count %
52 17,3
Strongly Count %
Disagree 40 133
Total Count % 300 100%
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43.0% (129 participants) of the participants state that they are prejudiced before
consumption, 30.6% (92 participants) disagree. 26.3% (79 participants) are undecided.

Table 5.32
Analysis of the question: “I seek out information that is consistent with initial
opinion”
Scores
Question 32 Frequency Percentange
(n) (%)
I seek out information Strongly Count %
that is consistent with agree 84 28,0
initial opinion Agree Count %
88 29,3
Neutral Count %
44 14,7
Disagree Count %
55 18,3
Strongly Count %
Disagree 29 9,7
Total Count % 300 100%

Table 5.32 shows that while 57.3% (172 participants) are seeking the appropriate
information for the first opinion, 28.0% (84 participants) do not agree with this view.

14.7% of respondents (44 participants) do not declare an opinion.

Table 5.33
Analysis of the question: “Information searching is easier through social media

comparing to mass media”

Scores
Question 33 Frequency Percentange
(n) (%)
Information searching is | Strongly Count %
easier through social agree 92 30,7
media comparing to mass Agree Count %
media 99 33,0
Neutral Count %
32 10,7
Disagree Count %
47 15,6
Strongly Count %
Disagree 30 10,0
Total Count % 300 100%
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63.7% (191 participants) of the respondents inform that information searching is easier

on social media 25.6% (77 participants) disagree. 10.7% (32 participants) are neutral.

Table 5.34
Analysis of the question: “Social media helps us to have self-reliance and more
independence”
Scores
Question 34 Frequency Percentange
(n) (%)
Social media helps us to Strongly Count %
have self-reliance and agree 73 24,3
more independence Agree Count %
60 20,0
Neutral Count %
106 35,3
Disagree Count %
38 12,7
Strongly Count %
Disagree 23 7,7
Total Count % 300 100%

It can be seen from Table 5.34 that 44.3% (133 participants) agree that social media helps
to have confidence and independence, while 20.4% (61 participants) do not find social

media to be helpful in trust and independence. 35.3% (106 participants) are undecided.

Table 5.35
Analysis of the question: “Social media make us to be aware about our rights to

equitable shares of resources”

Scores
Question 35 Frequency Percentange
(n) (%)
Social media make us to Strongly Count %
be aware about our agree 71 23,7
rights to equitable shares Agree Count %
of resources 78 26,0
Neutral Count %
105 35,0
Disagree Count %
36 12,0
Strongly Count %
Disagree 10 33
Total Count % 300 100%
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The question of whether social media raises awareness on the rights of individuals in
Table 5.35, 49.7% (149 participants) believe that social media creates awareness while
15.3% (46 participants) do not believe. 35.0% (105 participants) are unstable.

Table 5.36
Analysis of the question: “Influence of social media on age groups to try new

products/ services/ brands”

Scores
Question 36 Frequency Percentange
(n) (%)
Influence of social media | Strongly Count %
on age groups to try new | agree 101 33,7
products/ services/ Agree Count %
brands 86 28,7
Neutral Count %
60 20,0
Disagree Count %
23 7,6
Strongly Count %
Disagree 30 10,0
Total Count % 300 100%

62.4% (187 participants) of the respondents agree that influence of social media on age
groups, 17.6% (53 participants) do not agree. 20.0% (60 participants) are neutral.

Table 5.37
Analysis of the question: “Social media provides effective and powerful platforms

for consumers to communicate”

Scores
Question 37 Frequency Percentange
(n) (%)
Social media provides Strongly Count %
effective and powerful agree 114 38,0
platforms for consumers  [“Agree Count %
to communicate 99 33,0
Neutral Count %
23 7,7
Disagree Count %
37 12,3
Strongly Count %
Disagree 27 9,0
Total Count % 300 100%
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The question of whether social networks provide effective and powerful platforms to
consumers in terms of communication is examined. Table 5.37 reveals that 71.0% (213
respondents) of respondents find the social media effective when communication is
based. 21.3% (64 participants) of the sample state that social media does not provide
effective and powerful platforms. 7.7% (23 participants) remain neutral without any
opinion.
Table 5.38
Analysis of the question: “lI am more likely to share my opinions/ comments/

reviews/ to peers or friends via social media”

Scores
Question 38 Frequency Percentange
(n) (%)
I am more likely to share | Strongly Count %
my opinions/ comments/ | agree 124 41,3
reviews/ to peersor Agree Count %
friends via social media 100 33,3
Neutral Count %
42 14,0
Disagree Count %
13 4.4
Strongly Count %
Disagree 21 7,0
Total Count % 300 100%

Table 5.38 tries to investigate whether consumers share their opinions, comments or
criticisms with social media through their friends. In this context, while 74.6% (224
participants) say that they share their views through social media, 11.4% (24 participants)

do not agree with this view. 14.0% (42 participants) prefer to remain neutral.
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Table 5.39
Comparison of the Scale and Sub-Dimensions in the context of Age Variable

Factors Groups (Age) N X sd F P Sig. Dif.
Under 20 83 7,90 1-6
2-6
20-25 121 8,85 36
Attitude 2630 45 7,71 5 4223 001 4-6
towards Social ' 5-6
Networks 31-35 24 8,45 204 1.2
36 -40 19 9,21 2-3
40 8 11,62 3-5
20 1-2
83 15,08 14
20-25 121 16,93 15
Advertisingon 26 —30 45 15,28 5 4245 001 2-3
Social Networks 31 —35 3-4
24 18,29 294 3.5
3640 19 18,00
40 and above 8 17.75
Under 20
83 23,81
20-25 121 25,30
Communication 26 —30
on Social 45 23,28 5 1,216 .302 -
Networks 31-35 24 25,37 294
36-40 19 25,36
40 and above 8 23,87
Under 20 83 18.31
o 0= 121 20,32
Understanding 26 - 30 45 19,04 5 2348 041 1-2
Consumer 31_35
Behaviour 24 18,37 294
36 -40 19 18,84
40 and above 8 21,00
Under 20 83 65,12
20-25 121 71,42
26— 30 1-2
45 65,33 -
Total Point o 5 4058  .001 1 g
- 24 70,50 294 i
36 -40 19 71,42
40 and above 8 74,25

Table 5.39 shows the average score of Young Consumers Behavior Scale and sub-
dimensions of this scale. The difference between these scores was examined with
“Analysis of Variance (ANOVA)” in the context of “age variable”.
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The sub-dimensions consist of the factors that attitude for social platforms, advertising
on social networks, communication in social networks and understanding consumer

behavior.

According to the data analysis, “Young Consumer Behavior Scale” and “Attitude towards
Social Networks” scores of the sample group significantly differ based on the age variable
(f0,05:5-204):4,223, p<0.05). Fisher's Least Significant Difference (LSD) Multiple
Comparison Test was conducted to determine which sub-dimensions the differences
occurred. The results are observed between these ranges: “40 and above with under 20
(p=.000)"; “40 and above with between 20-25(p=.006)"; “40 and above with between 26-
30 (p=.000)"; “40 and above with between 31-35 (p=.005); “40 and above with between
36-40 (p=.039)”; “Under 20 with between 20-21(p=.016)"; “Between 26-30 and 20-21
(p=.018)”; “Between 26-30 and 36-40 (p=.048)".

According to the data analysis, “Young Consumer Behavior Scal”’e and “Advertisements
on Social Platforms” scores of the sample group significantly differ based on the age
variable (fo,05:5-204):4,245, p<0.05). Fisher's Least Significant Difference (LSD) Multiple
Comparison Test reveals that “Between 21-25 and Under 20 (p=.002)”; “Under 20 with
31-35 (p=.001); “Under 20 with 36-40 (p=.007)"; “Between 21-25 and 26-30 (p=.027)";
“Between 26-30 and 31-35 (p=.005)"; “Between 26-30 and 36-40 (p=.020)".

According to the data analysis, “Young Consumer Behavior Scale” and “Communication
on Social Networks” scores of the sample group significantly do not differ based on the

age variable (fo,05:5-294):1,216, p<0.05).

According to the data analysis, “Young Consumer Behavior Scal”e and “Understanding
Consumer Behaviors” scores of the sample group significantly do not differ based on the
age variable (f(0,05:5-204):2,348, p<0.05). Fisher's Least Significant Difference (LSD)
Multiple Comparison Test shows that “Between 21-25 and Under 20 (p=.003)".

The results of data analysis show that the individuals in the sample group differ
significantly according to the age variable of the Young Consumers' Behavior Scale
scores (f0,05:5-294):2,348, p<0.05). Fisher's Least Significant Difference (LSD) Multiple
Comparison Test reveals that “Between 21-25 and Under 20 (p=.000)"; “Between Under
20 and 36-40 (p=.040)”; “Between Under 20 with 40 and above (p=.041)".
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Table 5.40
Comparison of the Scale and Sub-Dimensions in the context of Gender Variable

Sub-Dimension Groups N X SS t p
Female
Attitudes towards 161 8,34 2,80
. -913 .362
Social Networks Male
139 8,64 2,86
Female
Advertising on Social 161 16,18 4,26
Networks -826 410
Male 139 16,59 4,47
Female
Communication on 161 24,42 5,90
. -,418 .676
Social Networks Male
139 24,71 6,11
Female
Understanding 161 19,40 5,01
. ,237 .812
Consumer Behaviour Male
139 19,27 4,40
Female 161 68,36 12,08
Total Point -,614 .540
Male 139 69,23 12,62

According to the gender variable of the sample group included in the research, the N
numbers, the arithmetic averages of the points and the standard deviations are given. In
addition, the Young Consumers Behavior Scale and the subscale scores of this scale are
seen. The differences between these scores were examined by “Independent Sample t

Test” depending on gender variable.

The data in Table 5.40 shows that the arithmetic average of the scores of female according
to the gender variable in the Attitudes towards Social Networks subscale is 8,34; while
the arithmetic average of the points of men obtained from the Attitudes Towards Social
Networks subscale is 8,64. There is no significant difference between the groups (t9s)=-
,913; p=.362; p>0.05). When the arithmetic average is based on the obtained values, male

students' Attitudes towards Social Networks sub-dimension scores are higher.

Based on the data obtained from the table, the arithmetic mean of the scores of female on
the subscale of Advertisement on Social Networks by gender variable 16,18; the
arithmetical average of the scores of the males on the subscale of Advertisement on Social
Networks is 16,59. There is no significant difference between the groups (t(es)=-,826;

p=.410; p>0.05). On the basis of the arithmetical average based on the obtained values,

83



the sub-dimension scores of the male students for Advertisement on Social Networks are
higher.

According to Table 5.40, the arithmetic mean of the scores of female on the subscale of
Communication on Social Networks by gender variable 24,42 and the arithmetical
average of the scores of the males on the subscale of Communication on Social Networks
Is 24,71. There is no significant difference between the groups (tpes)=-,418; p=.676;
p>0.05). The sub-dimension scores of the male students for Communication on Social
Networks are higher.

The findings reveal that the arithmetic mean of the scores of female on the subscale of
Understanding Consumer Behaviour by gender variable 19,40 and the arithmetical
average of the scores of the males on the subscale of Understanding Consumer Behaviour
is 19,27. There is no significant difference between the groups (tpes)=-,237; p=.812;
p>0.05). The table 5.40 shows that the sub-dimension scores of the female students for

Understanding Consumer Behaviour are higher.

Based on the data obtained from the table, the arithmetic mean of the scores of female on
the subscale of Young Consumers Behavior Scale by gender variable 68,36; the
arithmetical average of the scores of the males on the subscale of Young Consumers
Behavior Scale is 69,23. There is no significant difference between the groups (t(es)=-
,614; p=.540; p>0.05). On the basis of the arithmetical average based on the obtained
values, the sub-dimension scores of the male students for Young Consumers Behavior

Scale are higher.
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Table 5.41
Correlations between Scale and Sub-Dimensions

3 5
(%] (%] c v
sf 53 £3 2
g 25 £5 £5 Es.
3 L=z 22 =i 2 E O
- =i 53 E 3 32 =
S =35 S g5 S 2
5 £ 38 5% 265
- < < » Own D0m
Total Score 1
Attitudes towards Social 551* 1
Networks
Advertising on Social Networks ,682™ 297 1
Communication on Social 782" 244" 367" 1
Networks
Understanding Consumer 656™ 255" 212" 286™ 1

Behaviour

* p< .05, ** p< .01

Table 5.41 shows the correlation coefficients between the scores of the consumers’
behavior scale obtained from the university students in the sample group and the subscales

of this scale. These coefficients were examined by Pearson Correlation Coefficient.
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Figure 5.2 Total Scores of the Sub-dimensions
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There is a positive correlation between the scale of “Young Consumers' Behavior
in the Age of Social Media” and the subscale scores of “Attitudes towards Social
Networks”. It can be observed that when the scores from the scale of “Young
Consumers' Behavior in the Age of Social Media” of the individuals consisting of
the sample group increase, the level of “Attitudes towards Social Networks” also
increases. The correlation coefficient is found to be ,551.

Table 6.14 reveals that there is a positive correlation between the scale of “Young
Consumers' Behavior in the Age of Social Media” and the subscale scores of
“Advertising on Social Networks”. When the scores from the scale of “Young
Consumers' Behavior in the Age of Social Media” of the individuals consisting of
the sample group increase, the level of “Advertising on Social Networks”
becomes greater, too. It is seen that the correlation coefficient is ,682.

It can be observed that there is a positive correlation between the scale of “Young
Consumers' Behavior in the Age of Social Media” and the subscale scores of
“Communication on Social Networks”. When the scores from the scale of “Young
Consumers' Behavior in the Age of Social Media” of the individuals consisting of
the sample group raise, the level of “Communication on Social Networks” raises,
too. The correlation coefficient is seen to be ,782.

It can be seen that there is a positive correlation between the scale of “Young
Consumers' Behavior in the Age of Social Media” and the subscale scores of
“Understanding of Consumer Behaviors”. When the scores from the scale of
“Young Consumers' Behavior in the Age of Social Media” of the individuals
consisting of the sample group increase, the level of “Understanding of Consumer

Behaviors” also increases. The correlation coefficient is revealed to be ,656.

86



CHAPTER 6: SUMMARY OF THE STUDY

Individuals are prone to convey their experiences as a necessity of living together. From
the early civilizations to the present day, experiences are carried out by communication
even if the techniques change. Communication can be defined as a system that forms the
basis of society, as it is the exchange and sharing of everything meaningful to the people
who emit and receive it (Erdogan, 2009, p. 1). Experiences conveyed through the various
instruments of communication also stimulate the instinct of sharing that individuals have.
In this way, the communication changes over time with the improvement of the technical
possibilities. As a result of the spread of mass media in a certain order, the knowledge
and sharing of individuals has increased. The Internet has been a harbinger of change and

development in individuals' lives.

Social media, as online platforms that shape the lives of individuals and allow users to
interact with each other mutually, are becoming quite popular in today's world. Not only
as a source of news or information, but also in the context of entertainment, social bonding
and content creation, social platforms have a great influence on marketing strategies. As
of 2019, 3.2 billion social media users, equal to 42% of the world's population, make
online networks a favourite topic (Emarsys, 2019). In this context, this study attempts to
examine the attitudes of individuals to online networks in a variety of ways and measures
behavioral changes by focusing on consumers' procurement processes. The study, in the

light of many theories and concepts, also tries to investigate the behavior of individuals.

According to Kosela (2010), unlike the common mass communication devices, online
networks allow bi-directional interaction, thanks to the possibility of creating content for
users of social platforms. The opportunity to be recognized by communication facilities
brings social media networks to a new generation of marketing. Companies realize that
they have the potential to develop their brands through social networks. Brandwatch
reports (2018) show that $40 billion was expended to draw attention to a product, service,
or event through online platforms during the year of 2016. As social marketing increases
their revenues, firms say that they should provide active services to their managers on

social media channels.

The main aim of this study is to determine the factors affecting the social platforms,
advertising and behavior attitudes of consumers by evaluating their participation and

interactions during the online activities of consumers. Therefore, this research examines
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the relationship between the attitudes of advertising and its effects on consumer behavior.
In particular, based on the idea that advertisements on social platforms can be a powerful
and effective tool for young consumers, this thesis plans to explore the perceptions of
university students on consumer websites. For this purpose, a survey was conducted to
investigate the behaviors of the consumers in the context of social media advertising, and

the results were widely used models to measure the user.

This study also aims to reveal the level of influence of the individuals in the selected age
group by taking into account their interaction in social networks. In this respect, the
determined research question will be answered: “How do social networks affect the
decision-making process of university students in an age when digital platforms have

accelerated dramatically?”

Social marketing is at such a great point that online users are becoming customers. From
purchasing processes to psychological processes, consumers' behavior is quite noticeable
in online networks. While social platforms that cover the environment of individuals and
take an important place in their lives, influence people from every age group, this study
aims to examine especially young consumers. Moreover, the present study attempts to
explore the impact of online channels on the purchasing potential of young people,
considering the frequency of use of social platforms in terms of age groups. In this
context, the thesis tests the hypotheses with a quantitative strategy applied to students of

the Faculty of Communication, which focuses on new media studies.

Within the scope of the thesis, a study was conducted with a questionnaire which was
developed on a sample of 300 students. Of the consumers included in the sample, 161
were female and 139 were men. The questionnaire was developed with a 38-item scale
consisting of 11 demographics and 27 social networks. With the contribution of SPSS

program, the data obtained from the survey were tabulated and interpreted.

When social media is evaluated together with the data obtained, it has become a platform
that enables the marketers to introduce their products and services. When used as a
promotional tool, social networks provide customers with information about brands.
Research results show that it is more possible to select brands with social media visibility
and awareness. Moreover, the findings show that consumers have positive perceptions

about media marketing, given the sub-dimensions. Young consumers tend to search
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engines, especially when looking for any product or service. As a result of the feedback
received, it causes small or large enterprises to focus on social media platforms, which
are frequently used by consumers. The results of the study reveal the fact that the
behaviors lead to the purchase by emphasizing the power of observing young people
against others. Thus, in light of the findings, it emphasizes that unplanned purchases have

an important role in realizing through social learning.

The consumers in the sample emphasize that they can purchase unplanned products or
services with the help of comments, criticism or ideas on social media platforms as a
result of wide participation. This shows how important it is for businesses to participate
in social media applications or sites. In addition, the survey results show that social
platforms are effectively used without gender discrimination. By testing the hypotheses
determined before the study, the survey data found a positive relationship between age,
gender and the consumer behavior scale in the age of social media. In addition, the study
showed that individuals with positive attitudes towards social media platforms have

positive attitudes towards social platform advertising.
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DISCUSSIONS

Social platforms, thanks to the opportunities provided, have become an active tool on
individuals as well as an indispensable part of their lives. Previous research has shown
that the behavioral tendencies of individuals during the decision making process in social
media age are realized through those platforms.

Lee (2013), as a result of his research, by drawing attention to the ease with which
individuals have access to information through social media, revealed that social
platforms play an active role in the behavior of individuals. Considering the behavior of
individuals in the sample in the present thesis, the behavior of social networks on those
individuals is consistent with the findings in the prior literature. Research by Duque
(2017) showed that consumers actively use social media platforms to gather information
about the products they want to buy (p. 87). This finding is parallel to the current research.
It is observed that consumers benefit from social networks as much as possible during the
purchase of products or services.

Consumers are hesitant to purchase online platforms, although they are actively involved
in social networks. In addition, this study shows that the attitudes of the users in the
sample may change with the comments made by other consumers. Considering the
consumers in the sample are generally between 20 and 25 years of age (40.3%), it is
observed that the study is mostly directed to young users. This is reflected in the data that
the majority of consumers focus on, in particular, the experiences of other users. Users'
comments and criticisms determine the attitude of other consumers towards purchasing
(Duque, 2017, p. 87). According to Granovetter (1973), it shows that social ties are much
more than personal experiences or perspectives of individuals, suggesting that those
strong ties are capable of influencing individuals to a large extent (p. 1377). Moreover,
previous literature studies show that the digital world, which has evolved with social
media platforms, adds a different perception to the field of marketing. Heikkinen (2015)
argues that traditional marketing is not as common among consumers as before (p. 10).
This research showed that consumers use social networks, which are becoming popular,
in a positive way while reviewing information and activities. In addition, in parallel to the
research of Heikkinen, all participants in the sample actively use at least one of the social

media platforms.
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The link between social communities seems to be an important and strong choice for
purchases. The communities that come together on social networks positively affect their
preference rate by presenting their personal preferences. These preferences are based on
the online word-to-mouth communication path that is presented in a positive way by
individuals (Hendriks, 2013, p. 36). A study analysis wanted to reveal consumer behavior
by examining one of the committees and why members of the community made online
shares. Merivirta (2014) showed that motivation is one of the most important factors for
individuals to experience their personal preferences in online networks. The findings of
the research show that individuals' motives for sharing, especially with experimental
activities, are effective in presenting themselves. In other words, the sample group shows
that it is a motivation for individuals to present their experiences in online networks and
that they establish a strong link between the individual and the brand. The findings of this
study support the fact that the young consumers in the sample group are willing to share
their views and opinions by participating in social communities and thus, they play an

active role in the purchase preferences of other consumers.

As a new communication channel, the Internet appears to be an address where companies
can reach their users, in a time when digital requirements greatly affect individuals.
Consumers, however, spend as much time on online networks as possible, and this may
not be easy to turn into consumption. Although a large proportion of the sample group
(47.3%) use online networks about 4-6 hours per day, it is not clear how much of this
includes consumption perception. In this context, Nolcheska (2017), by focusing on the
purchasing processes of individuals in social platforms, wanted to reveal the perception
of individuals buying online. The results of the study support that online networks offer
convenience to consumers, however, it shows that there is no significant relationship
between individuals' purchases over time and online purchases. Previous studies have
shown the importance that individuals give to the sharing of other individuals before the
service or product purchase. It takes a certain amount of time for individuals to convert

the shares to behavior.

The fact that social networks appear to be a difficult phenomenon in the lives of
individuals as a phenomenon makes the perception of individuals against brands and
firms attractive. For this reason, company managers pay attention to social networks in

order to measure their perception of their own brands. A quantitative study (2013) by
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Schivinski and Dabrowski has attempted to examine the brand attitudes of consumers on
social media platforms. The survey shows that the share of individuals on social media
sites has a positive effect on brands and shows that consumers have a high impact on their
purchase intent. These findings show a significant relationship with the current study.
Many of the respondents in the sample show a significant relationship between their share
and brand perception.

Although social platforms are thought to play an active role on young individuals, there
are still studies that reveal unexpected findings. In particular, in recent years, both social
media users and individuals in the immediate vicinity of the phenomenon have shared
social media platforms through live broadcasts. Social media platforms give users the
opportunity to make live broadcasts to offer information and preferences, in contrast to
traditional media (Russmann & Svensson, 2016, p. 5). Although previous studies were
basically text-oriented, Hoogstins (2007) decided to take a live example of Instagram,
one of the social platforms, to investigate the impact of online networks on consumers'
food preferences. By focusing on young consumers, the researcher wanted to demonstrate
whether or not young people exhibited behavior by adhering to a particular model. The
findings of the study revealed unexpected results. Unlike previous studies, the study
found that young consumers do not tend to take behaviors as an example. Although these
results do not contain the same results as the present study, they have given a different
perspective to the literature. This thesis shows that the recommendations offered by
individuals through social modeling have managed to significantly influence other

individuals.

The field of advertising is transformed into a new era with the widespread use of social
networks. Now, organizations and firms have to go to a large extent budget allocation to
platforms that appear to be social phenomena. Chiang, Lo, and Wang (2017) wanted to
examine the relationship between consumers and social media advertising by focusing on
click activity of Internet users. As a result of the factor analysis, the participants and their
behaviors in social networks were investigated and it was observed that the social link
between the consumers was the most important factor in advertising. The current research
also found a significant relationship (,604) between consumers' social media use and
social media advertising in a similar way. Thus, this study presents similar results with

previous studies and click effects.
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The motivations of the consumers have become very important as a result of the
interaction with the contents on social networking sites. Consumer sharing in user-related
social sites reflects the motivation of consumers. Various studies are carried out in this
field in order to eliminate the gap in the literature. Alsubagh (2015), in his study, by
conducting research on consumers, aims to reveal their habits. Research suggests that
companies should be actively involved in social networks, as consumers make a routine
in their lives. Previous studies show that organizations increasingly take social platforms
into account. These findings confirm the hypotheses that the present thesis assumes
through sampling. The meaningful relationships between the attitudes of consumers in
this thesis and their attitudes towards social networks and the effects of social platforms
on the users are also observed. In this context, it has been revealed that social media
platforms are assumed to be a quick way to reach brands for consumers. Therefore, there
IS a positive momentum between the consumers and social media in the decision-making

processes.

As social platforms are seen as part of the routine lives of individuals in a developing and
changing world, all these discussions are important in order to find new and different
ways of these platforms for both consumers and marketers. While consumers benefit from
social media sites where they interact with each other effectively, Roesler (2015) argues
that companies also have to use the digital platforms in which the consumers are located
in a sophisticated way (as cited in Kyule, 2017, p. 44).
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CONCLUSION AND RECCOMENDATIONS

This thesis aims to investigate how social media sites affect the decision-making process,
based on a group of students in a certain age range, in the time period when digital life
turns into a daily routine for consumers. In this context, previous studies were examined
extensively and it was aimed to eliminate the gaps seen in the literature. Therefore, the
study was limited to the students of the Faculty of Communication, who included new
media studies and various disciplines. In this context, as stated in the previous chapters,
a study was carried out with a sample group of 300 people, and ideas based on previous
studies were opened to discussion on the basis of ideas.

The study has the method of analyzing and expanding social media advertising with the
results obtained from the individuals in the sample group, along with the necessary
literature study. The findings from previous researches show that the Internet has an
important place in human life in an acceptable way, and it also offers companies a great
and unique marketing opportunity (Cretti, 2015, p. 34). When the studies conducted in
this sense are examined, it is seen that social media and decision-making processes have
been tested in different ways, but it is clear that research has not reached an adequate
result. Although social media platforms are an extension of daily life, it has been
determined that the studies in this area have some deficiencies especially in terms of
individuals in the sample group. Moreover, in addition to its economic dimension, the
sociological and psychological aspects of people's behavior and orientation are an
important issue for social media marketing, which are the main reasons why this issue is

deemed appropriate for research.

Considering the age range in the sample of the study carried out in this context, it is seen
that the study especially targets the young population. It was observed that 40.3% of the
participants in the study were concentrated between the ages of 20-25 (n: 121). This
provides consistency with the research result of the study. In particular, because the
developments in the digital world affected young consumers, the study aimed to have an
idea among young users. With the widespread use of social media platforms, individuals
have the opportunity to easily chat with foreign people by expanding the limited
communication they can establish with their immediate surroundings (Svetlana &
Philipp, 2012, p. 48). In addition, previous studies have shown that various platforms are
used more frequently. This study shows differences when compared with the previous
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studies. In the study, the most preferred social media platforms of individuals are
Instagram (40.3%) and Twitter (23.3%). Statista's reports (2018) indicate that Instagram
has reached 1 billion active users, and more than half of them use this social network
effectively on a daily basis. Instagram is observed as the second most interactive platform
around the world (E-marketer, 2018). This platform, which is the most common among
the young individuals considered in the research sample, may be interpreted as passing
through the popularity of Facebook. Providing a powerful visual richness for individuals,
this social networking site offers a great platform for brands to promote their products or

services.

The research revealed that all the individuals in the sample group actively used it as a
member of at least one of the social platforms. While it is observed that young people
often use social networks, the findings show that the population is concentrated between
4-6 hours daily (47.3%). On the other hand, it was observed that consumers spent less
time on mass media in the same time period (17.0%). This situation shows that social
media platforms, where consumers can create their own content and make shares, are now
preferred more than mass media. For this reason, companies have had to allocate a large
portion of their advertising budget to social platforms. Research results also indicate that
young users' participation in those platforms is mostly through small devices (63.7%).
Due to the change and development of data, the importance of small devices is increasing.
In this context, social networking applications need to be designed in accordance with
small devices. In line with these results, advertisers need to make their visibility more

suitable to reach consumers.

The results of the research announce that one of the most important factors affecting the
decision-making process of the young population in online purchasing processes is the
criticism of the online networks. Through the developed questionnaire, the sample group
was asked whether they read the comments of the products or services in the online
networks. The majority of respondents (n: 161) have always emphasized their options and
emphasized that they place great emphasis on criticism on the Internet (63.7%). In this
context, it is seen that consumers attach great importance to the criticism and comments
of other consumers, so firms or companies must take into account the evaluations made
by the consumers for the products or services. Clients perceive the examinations carried

out by other consumers are more beneficial than experts do. (Li et al., 2017).
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Richard and Guppy (2014) suggest that social networking sites, in recent years, have
become the focus of tens of millions of internet users (p. 2). Social networking provides
a variety of ways for Internet users, such as content creation and information gathering.
Individuals use social networks to achieve their goals and satisfaction. The results of the
research are in agreement with the theory of uses and satisfaction. The theory argues that
it depends on the purpose of the individual's active participation in communication
channels (Unal, 2015, p. 199). According to the results of the present study, consumers
see the most useful function of social media as buying the products (27.7%), making
connections between friends (22.0%) and communicating with others (21.7%). In this
context, it is seen that consumers often use online networks in the purchasing process of
products. Based on the fact that the users in the sample were university students, the
research was intended to be the main factor facilitated by social media in university life.
The results indicated that university students were the most important facilitators of social
platforms (31.0%). Thanks to its two-way communication feature, social media provides
significant potential for products and services between customers and companies (Hudson
etal., 2015, p. 3). In this respect, the findings support that the most important function of
social media is to communicate. Thus, it is concluded that students use social media
platforms frequently and increase the time spent on social networks in accordance with
their usage and satisfaction.

Social networks may tend to enable university students to collaborate with each other by
sharing their experiences through interaction (Liccardi et. al., 2007, p. 224). Research
results show that the experience shared on social networks affects socialization (46.3%).
Internet users who share their knowledge and experience in social networks have drawn
attention to the ease of social media through surveys. The data indicate that young

consumers prefer social sites as the social networks are particularly easy (25.0%).

The study investigated whether there was a significant difference between the age and
gender variables and the sub-dimensions determined. When the age variable is
considered, attitudes towards social networks, social networks, advertising and consumer
behavior have been found a meaningful relationship with the sub-dimensions. When
gender variable and sub-dimensions were considered, no significant difference was
found. A positive correlation was found between the behavior scale and the sub-

dimensions of these scales. In this context, research has shown that the attitudes of the
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individuals examined positively and their attitudes towards the other dimensions are
parallel with the attitudes of the individuals who are examined in the behavior scale. It
has been concluded that the positive relationships are consistent with the attitudes and
confidence level of individuals towards social networks. Accordingly, individuals have
positive attitudes such as advertising and communication in social networks if their level
of use is positive in social platforms. This result is at a level that can directly affect the
purchasing processes of individuals. The fact that marketers reach consumers by actively
using social networks is observed as part of the positive attitudes that can be developed

against their brands.

As a result of the research, some suggestions have been reached with the help of the
findings obtained from the participants in the university sample. Recommendations
related to the descriptive and inferential statistical results of the thesis are given below

through the analysis of the data.

e Myers (2012) draws attention to the social dimension of learning, suggesting that
mirror neurons are the basis for simulated and observational learning (as cited in
Snyder, 2016, p. 7). Thus, it can be concluded that behaviors are acquired through
observation in social networks. Individuals have the ability to be influenced by
the behaviors of other users in social platforms. Therefore, it can be stated that
consumer behavior is enhanced by observation or imitation. Consumers, in this
case, should try to reduce the exposure to unwanted individuals on social media
sites. In addition, companies that want to market their products or services need
to effectively evaluate social learning.

e The results revealed that the ratio of university students' frequency of using social
networking networks is quite high. While the effective use of social platforms is
perceived as positive for many areas, it is seen that such high utilization rates
exceed the other social areas when the negative effects on the individuals are
considered. Therefore, this intensive use should be considered once again and
necessary precautions should be taken.

e The findings suggest that university students in social media sites are highly likely
to be affected in decision-making processes. In order to avoid possible negative

situations, consumers should be more careful in the case of behavior.
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e Companies or firms should be as clear and honest as possible when reaching
consumers through social media. The advertisements published in an official way
resulted in the closure of the users without being examined by the effect of clicks,
while the comments that individuals shared with each other were found to be more
remarkable. Therefore, the fact that companies reach their customers through
realistic promotions provides more permanent associations.

e In the study, the social media behavior scale showed that the behaviors of
consumers are affected by the experiences of different demographic structures.
Therefore, in an era in which social networks have become the next generation of
marketing, brands or firms should apply new and different marketing strategies
considering each customer potential.

e According to the findings of research, Instagram and Twitter are two social media
platforms that attract attention among young people and marketers who want to
influence consumers should use those networks effectively, especially in visual
and textual dimensions.

e |tisseen that consumers make online decisions using Web-based networks in their
purchasing processes. For this reason, consumers should share their experiences
with other individuals. Similarly, companies should consider the criticism by

taking those experiences into consideration.

This thesis aims to reveal the opinions of the consumers in a quantitative study by
focusing consciously on a particular group of students. New studies in different samples
can measure the motivation of social media users. In addition, the study addressed social
media sites as a whole. Therefore, another studies can be carried out by turning to a
specific social sharing platform. Similarly, studies focusing on various occupational
groups may reveal consumer behavior. Furthermore, studies examining products

specifically may bring new and different opinions to the literature.
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Appendix 2: The Sample of Questionnaire

Consumer Behavior in the Age of Social
Media:
“The Sample of Sakarya University”

Dear Participant,

This questionnaire is carried out for the master thesis titled “Consumer Behavior in the Age of
Social Media” at the Social Sciences Institute of Sakarya University. The purpose of this research
is to determine the consumer’s behaviour during the purchasing process on social media. The
information to be obtained from you will be used for scientific purposes. Your participation is

greatly appreciated...

Prof. Dr. Aytekin ISMAN Hiiseyin SERBES

Sakarya University Sakarya University
Faculty of Communication (Supervisor) Faculty of Communication

Questionnaire Form

A) Demographic

1) Age

( ) Under 20
() 20-25
() 26-30
()31-35
() 36-40
( ) Above 40

2) Gender

( ) Female
( ) Male

B) Social Network Usage

3) Which of the following social media sites are you using on a
daily basis?
(Please select all the platforms you are using)

( ) Facebook
() Twitter
() Instagram
() Linkedin
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() Pinterest
() Tumblr

( ) Google +
( ) YouTube
()

4) Time (approximately) spent on social media sites per day

1-3 hours

5) Time (approximately) spent on the mass media (TV, radio,
magazine, newspaper and so on) per week

( ) 0 hour

( ) 1-3 hours

( ) 4-6 hours

() 7-9 hours

( ) 10 hours or more

6) How do you access social media and networking sites
application?
(Check all that apply)

( ) Access via IT gadget
( ) Access via home PC
() Access via office PC

7) When you purchase a product on Internet, do you read
comments about the product before to purchase?

() All the time

() Often

() Sometimes

( ) Not really often
( ) Never

C) What to do with social media

8) The function of social media
(Check all that apply)

() Contacting with others

( ) To gain informative advertising

() Refer opinion from experts

() Collect opinion about product or services
( ) Purchase goods

( ) Connecting among university friends
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9) What do you think the social media facilitate in your “university
life”?
(Check all that apply)

() As a main platform of e-learning
( ) Knowledge-sharing with friends
() Communication

() Convenience

( ) Collect information

( ) Entertainment

() Others

10) What is the experience that you have through social media?
(Mark only one oval)

Effortless communication

Get a sense of belonging

Socializing

Allows interactivity with other online users
) Others

— N N N

(
(
(
(
(

11) What are the reasons to use social media to search for
information?
(Check all that apply)

Easy

Reliable

Get distinct solutions

Higher level of trust in responses

Get replies from people with similar interests

()
()
()
()
()
() Others

D) Attitudes towards social networks
(Please select just ONE number on each line)

strongly agree
agree
uncertain/

not applicable
strongly
disagree

12. 1 am very comfortable on social networks
13. 1 use social networks a lot
14, Social networks for me are very important

15. |love social networks

I:I I:I I:I I:I disagree

I I A
I I R N A
I I A A
1O OO O
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E) Advertising on social networks

(Please select just ONE number on each line)

agree

uncertain/
not applicable

disagree

strongly
disagree

16. Ifind advertising on social networks intruding
17. Ifind advertising on social networks irritating
18. Ifind advertising on social networks reliable

19. Ifind advertising on social networks useful

20. Ifind advertising on social networks satisfactory

21. | appreciate advertising in general

I:I I:I I:I I:I I:I I:I strongly agree
I O B N O
I O O B N O

N O B B N O
O OO0 O O

F) Communication on social networks

“think of a specific brand you know
(Please select just ONE number on each line)

agree

uncertain/
not applicable

strongly
disagree

22. On social networks | comment a lot of brand posts
23, On social networks | write a lot of brand posts

24, Italk a lot about the brand on social networks

25. lam very active in the community of the brand
26. |feel gratification in the community of brand

27. |feel empowered in the community of brand

28. Ifeel safe in the community of brand

29. Ifeel entertained in the community of brand

30. feel emotionally bound to the community of brand

L1 OO 0 0 O [ [0 [ stongly agree
Ny Y O e Y B Y A

I O N B I O O O

O 0O 0O OO OO L dsagree
N Y e B Y B O
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G) Understanding Consumer Behaviour

(Please select just ONE number on each line)

uncertain/
not applicable

strongly
disagree

31.

32.

33.

34

35.

36.

37.

38.

| have prejudgment before an actual consumption

| seek out information that is consistent with initial
opinion

Information searching is easier through social media
comparing to mass media

Social media helps us to have self-reliance and more
independence

Social media make us to be aware about our rights to
equitable shares of resources

Influence of social media on age groups to fry new
products/ services/ brands

Social media provides effective and powerful platforms
for consumers to communicate

I am more likely to share my opinions/ comments/
reviews/ to peers or friends via social media

L] O O OO OO OO O [ stongly agree
L O O 0O 0O O [ [ agree

Iy e N e I o

Ll O O O O O O [ dsagree
O O OO b
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