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ABSTRACT

Thanks to advancements in Web 2.0. technology, social networks have emerged. Businesses that
care about social media advertise their products to customers through social media. From the
perspective of businesses, how social media tools shape marketing is of importance. Businesses
which meet current and potential customers’ requests and needs use social media to promote
their products after producing them. The effects of social media on university students with
respect to marketing are aimed to be identified in this study. The data obtained from the
guestionnaires were analyzed via SPSS 22.0 statistical package program. According to the
research results, social media effects purchasing behavior of university students.

Keywords: Social media, marketing, internet.

SOSYAL MEDYANIN PAZARLAMAYA ETKISI
(074
Web 2.0 teknolojisindeki gelismeler sayesinde sosyal aglar 6n plana ¢ikmaktadir. Sosyal medyayi
onemseyen isletmeler Urlnlerinin tanitimini mdsterilerine internet Uzerinden yapmaktadir.
isletmeler acisindan sosyal medya araglarinin pazarlamayl nasil sekillendirdigi énem arz
etmektedir. Mevcut ve potansiyel misterilerin istek ve ihtiyaglarini karsilayan isletmeler,
Urlinlerini Urettikten sonra tanitmak icin sosyal medyayl kullanmaktadir. Sosyal medyanin
pazarlama agisindan Universite 6grencileri etkili unsurlarinin tespit edilmesi amaglanmaktadir.
Calismada oOgrencilere yiiz yize anket yontemiyle anket sorulari yoneltilerek, elde edilen veriler

SPSS 22.0 istatistik programi yardimi ile degerlendirilmistir. Arastirma sonucuna gore sosyal
medyanin Universite 6grencilerinin satin alma davranislarini etkiledigi gérilmektedir.

Anahtar Kelimeler: Sosyal medya, pazarlama, internet.
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GENiS OZET
GiRis

Tark Dil Kurumu’ na gore iletisim “duygu ve distincelerimizin bitiin yollar kullanilarak baskalarina aktariimasi”
olarak tanimlanmaktadir. Medya kavrami ise Tiirk Dil Kurumu tarafindan iletisim ortami ve iletisim araglar
seklinde agiklanmaktadir. (www.tdk.gov.tr, 2017) Sosyal medya ise internet ve teknolojik imkanlar araciligiyla
kisiler, topluluklar ve isletmeler arasinda iletisim, isbirligi ve paylasim gibi pek ¢ok imkani saglayan online

araglardir. (Kircova ve Enginkaya, 2015, 4)

Web 2.0 ve Semantic webde yasanan teknolojik gelismeler sayesinde akilli cihazlarin kullanimi biyiik 6lgtide
artmistir.  Akilli cihazlar sayesinde sosyal medya kullanicilari sosyal medyaya erisimlerini sadece

bilgisayarlarindan degil kisisel akilli cihazlarindan her ortamda erisim imkani bulmaktadirlar.

Sosyal medya insanlara yeni disiince ve fikirlerini paylasip sosyallesme olanag sunmaktadir. Yapilan
¢ahismalara bakildiginda insanlarin sosyal medyada her gegen giin daha fazla vakit ayirdiklarini ve sosyallesme
ihtiyaclarini bu sekilde giderdikleri gériilmektedir. insanlar fikir ve ideolojilerini sosyal medya izerinden
paylastiklari gérilmektedir. Bazi sosyal medya araglarinda yazi paylasilabilirken bazilarinda ise fotograf, video

gibi unsurlar paylasilip iletisim saglanmaktadir. (Elbasi, 2015)

Halkla iliskiler agisinda degerlendirildiginde sosyal medyanin tanitma ve tanima fonksiyonlari vardir.
isletmelerin sosyal medya kanallarini kullanarak yaptig her tiirlii reklam, duyuru, biilten vb. faaliyetler sosyal
medyanin tanitma fonksiyonunu olustururken; isletmelerin sosyal medya kanallari araciligiyla tiketicilerin istek
ve beklentilerini tespit etmesi, geri bildirim ve bilgi toplama vb. faaliyetler de sosyal medyanin tanima
fonksiyonunu olusturmaktadir. Sosyal medya tiketici ve isletme arasinda etkili iletisim imkani saglayan

ortamlardir (Berkowitz, 2007; Cagliyan, Isiklar ve Hassan, 2016).

Sosyal medyanin avantajlari; dislik maliyetli olmasi, bilginin hizli yayilmasi ve glincel olmasi, samimiyetin esas
oldugu bir ortamda gerceklesmesi, hedef kitleyi tanima imkani vermesi, 6lcme ve degerlendirmenin
yapilabilmesi, aracisiz direk iletisim saglayarak kisiler arasi yakinlk saglamasi, referans yoluyla alinan bilgilerin

glvenilir olmasidir. (Er6z ve Dogdubay, 2012)

Sosyal medyanin dezavantajlari ise; sosyal medyadaki paylasimlarin ¢ok hizli yayilmasi ve kontrol glicliga,
Uran/hizmet ile ilgili olumsuz elestirilerin markalarin sayginliklari ve kaliteleri lizerinde yapacagi olumsuz etkiler,
kullanicilarin  gercek sosyal ortamlardan uzaklasmasi, yalan/yanhs bilgi ve haberlerin kontrolstizce

yayilabilmesidir. (Vural ve Bat, 2010).
Yapilan ¢alismada asagidaki soruya yanit aranmistir:

isletme boélimi 6grencilerinin, herhangi bir (iriinii sosyal medyadan satin alma éncesi ve sonrasi davranislarina

iliskin gorusleri nelerdir?
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Yontem

Calismanin evrenini, 2016-2017 dgretim yili giiz déneminde Selguk Universitesi Aksehir iiBF isletme béliminde
okuyan o6grenciler olusturmaktadir. Geng neslin sosyal medyayl etkin bir sekilde kullanmasindan dolayi
Universite 6grencileri secilmistir. Dagitilan anket formlarindan eksik doldurulanlar gikarildiktan sonra 210 tanesi
isleme alinmistir. Anket U¢ bolimden olusmaktadir. Birinci bolimde demografik 6zellikleri ve sosyal medyayi ne
siklikta kullandiklarina dair ifadeler, ikinci ve Gglincl boélimde ise sosyal medyada satin alma dncesi ve sonrasi
Aksehir [iBF dgrencilerinin davraniglarinin degerlendiriimesi icin sorulan sorular bulunmaktadir. Ankette ikinci
ve Uguncl bolimde yer alan ifadeler 5’li Likert 6lgegine gore hazirlanmistir. Veriler faktor analizi, glvenirlilik
analizi ve t-testi kullanilarak degerlendirilmistir. 10 adet soru bulunan anketin(Sosyal Medyada Satin Alma
Oncesi Tiiketici Davranisi) giivenilirlik 8lcegi 0,87 ve 9 adet soru bulunan anketin (Sosyal Medyada Satin Aima

Sonrasi Tiketici Davranisi) ise glivenilirlik 6lgegi 0,82 olarak belirlenmistir.

Calismanin hipotezleri;

H1:Bir Grlnl satin almadan 6nce sosyal medyada arastirma yaparim.

H2:Satin alacagim {rin hakkindaki bilgi 6nceden tanidigim biri tarafindan sosyal medyada paylasilirsa
tavsiyelerine 6nem veririm.

H3:Satin alacagim Uriin hakkinda karar verirken medyada popiiler olan kullanicilarin tavsiyelerine 6nem veririm.
H4:Sosyal medya araglarinda begendigim isletmelerin Grinlerini satin almayi tercih ederim

H5:Satin aldigim Griinden memnun kalirsam bunu sosyal medyada paylasirim.

H6:Satin aldigim Griinden memnun kalmazsam bunu sosyal medyada paylasirim.

H7:Satin aldigim Griinden memnun kalmazsam sosyal medyadan tiiketicilere Urlinii almamalarini tavsiye
ederim.

H8:Uriinden memnun olmadigimi géren isletmenin sosyal medyada benimle iletisime gecmis olmasi fikrimi

degistirmeme sebep olabilir.

Besinci hipotez hari¢ bltin hipotezler kabul edilmistir. Tlketiciler satin aldigi Griinden memnun degilken bunu

bitln platformlarda paylasirken memnun oldugunda sosyal medyada paylasmayi tercih etmemektedir.

Sonug ve Tartisma

Ogrenciler giinlerinin cogu zamanini sosyal medyada gecirdiklerinden, sosyal medya araclarinda riin ve
hizmetler ile ilgili alisveris yapmadan &nce arastirma yapmaktadirlar. isletmeler sosyal medyada, satisini
yapmak istedikleri Giriinlerin tanitimina 6nem vermek zorundadirlar. Calismamizda ve islek(2010) calismasinda
oldugu gibi 6grencilerin sosyal medya araglarini kullanim dizeyi ile bu araglardan etkilenme dizeyi paralellik
gostermektedir. Bu sebeple, isletmelerin, kurumlarin ve tiim kurumsal yapilarin sosyal medya ortaminda var

olmasi pazarlama faaliyetleri icin gereklidir. Ogrencilerin sosyal medya kullanimi cinsiyet gibi demografik
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faktorlere gore degismemektedir. Bununla birlikte, sosyal medya kullanimi aylik gelir diizeyine gére anlamli bir
farkhhk gortlmektedir.

Uriin ya da hizmetlerden memnun olmayan tiiketiciler artik sikyetlerini tim diinyaya yayilmayi saglayan sosyal
medyada ve c¢esitli internet sitelerinde paylasmaktadirlar. Dolayisiyla isletmelerin  kurumsal itibarlari
zedelenmektedir. (Tuk, 2008: 16-17). Calismada “Satin aldigim Griinden memnun kalmazsam bunu sosyal
medyada paylasirim” hipotezi kabul edilmistir. Gorildugu gibi satin aldigi Girlinden memnun kalmayan tiiketici
her platformda bunu paylasmaktadir. Dolayisiyla isletmeler bu durumu iyi ydnetemezlerse mevcut ve
potansiyel musterilerini kaybetme riskiyle karsilasmaktadirlar. Ozellikle aldigi Griinden memnun olmayan
tiketicilerle iletisime gegmeleri miisteri memnuniyeti agisindan énemli olup, isletmelerin sosyal medyada daha

olumlu tutum gelistirmesini saglayacaktir.
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INTRODUCTION

The appearance of mail service was in 550 BC, in the era of the Persian Empire. A lot has changed in
communication since then. Today, internet is not only a tool for spending entertaining time but also it is a tool
for gaining information and researching. The communication in television and printed press is one-way while
synchronous and two-way communication is possible in internet technology. Although the early aim of internet
technologies was communication, businesses today consider social media as a marketing environment, which is
different from traditional environment. Through social media, businesses can easily access to a variety of
people, particularly to the young. Businesses which understands consumers’ expectations and meet them at

the right time at the desired quality will be able to survive.
LITERATURE REVIEW

Turkish Language Society defines communication as “transmission of feelings and thoughts to others by using
all channels” and it defines the concept of media as communication environment and communication tools
(www.tdk.gov.tr, 2017). Social media includes online tools that enable Communication, co-operation and
sharing among individuals, communities and businesses through internet and technological facilities (Kircova &
Enginkaya, 2015, 4). According to Kietzman., Kristopher and Silvestr (2011), social media is used to share and
discuss various information via mobile technologies. According to another definition, social media is a type of
online media with a lot of sharing (Vural & Bat, 2010). Dutton (2004) argues that social media is a name for
virtual networks that are used as communication tools bu individuals. Today, social media is used by people to
socialize. Thanks to developments particularly in Web 2.0. technology, social networks (Twitter, Facebook,

Instagram and so on) have come into prominence (Lietsala & Sirkkunan, 2008: 18).

Social media is a type of network system in which users can socialize, share, chat, join social platforms,
exchange thoughts and interact online (Kéksal & Ozdemir, 2013). Media tools such as television, newspaper
and radio enable one-way communication; however, social media has enabled individuals to interact mutually,
exchange thoughts and form group consciousness as well as share opinions. Individuals share more information
by joining in groups that are appropriate for their opinions and get faster and more active information on

current issues.

Thanks to technological advancements in Web 2.0. and semantic web, the use of smart devices has risen
dramatically. Social media users can now access social media in every setting via their personal smart devices

besides computers.

Social media enables people to share their new thoughts and opinions, and socialize. Studies reveal that people
spend more time on social media day by day and meet their socialization needs by this way. It is observed that
people share their opinions and ideologies through social media. While some social media platforms enable

text sharing, others also enable sharing of elements like images or videos (Elbasi, 2015).
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From the perspective of public relations, social media has functions of identification and promotion. Activities
like advertisement, announcement, bulletin and so on. that are carried out by businesses on social media
channels constitute promotion function; whereas, activities like determination of consumers’ requests and
expectations, getting feedback and gathering information carried out by businesses on social media constitute
identification function. Social media is a setting which enables effective communication opportunity among

consumers and businesses (Berkowitz, 2007; Cagliyan, Isiklar ve Hassan, 2016).

The mostly used social media platforms, which are Facebook, twitter and Instagram, are discussed in this study.
Facebook is a social networking site which enables users interact with their friends and share images, videos
and opinions. It was started on February 4, 2004 by Mark Zuckerberg for students of Harvard University. On
September 11, 2006, it started to be available for every user who is above the age of thirteen and who has an
e-mail address. By 2016, the number of active Facebook users reached to 1.9 billion people
(www.shiftdelete.net, 2017). Users can form groups for discussion, news, education, organization and brands.

While some of these groups are open to everyone, some require admin permission (Durmus et al., 2010: 62).

Twitter is a social networking site in which users can share their opinions with a limit of 140 characters
(Thomases, 2010). Twitter started in 2006 and it started to serve in Turkish in 2011. By 2015, the number of
active Twitter users reached to 320 million (www.bbc.com, 2017). From the perspective of businesses, it is
important to rapidly respond to a consumer’s tweet which is about a complain on a product and solve the

consumer’s problem and meet the customer satisfaction and thereby make them loyal (Ozkasikgi, 2012).

Instagram was founded by Kevin Systrom and Mike Krieger in 2010. It was bought by Facebook in 2012. It is a
social networking website in which people can share images and videos. At the onset, Instagram served for
only image sharing; however, they are now webpages where famous people promote products by contracting

with businesses. (www.instagram.com, 2017)

Social media platforms such as Facebook and Twitter are used for marketing besides traditional marketing.
Businesses introduce themselves and advertise their products via social media as well as traditional media
(television, radio, newspaper). Besides, websites of social media that are previously visited are kept as cookies
and they are introduced to people later on different websites (Miller & Lammas, 2010). Today, particularly

university students do not prefer mass communication tools such as television and radio.

The advantages of social media are low-cost, fast spread of information, currency, sincere setting, opportunity
to get to know audience, availability of assessment and evaluation, direct communication and reliability of
information gathered through reference (Eréz & Dogdubay, 2012). The disadvantages of social media are
difficulty of control due to fast spread of sharing, negative effects of criticisms about product/service on
brands’ prestige and quality, lack of real social settings, spread of untrue/false information and news without

control (Cagliyan, Isiklar & Hassan, 2016; Vural & Bat, 2010).
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Today, social media sites are significant tools for sending strategic messages to customers and other
stakeholders, governing and controlling their consumer behaviors, shaping marketing strategies and shaping

the relationship with the consumers through forming mutual relationships (Cagliyan, Isiklar & Hassan, 2016).
METHODOLOGY
Aim, Significance and Scope of The Study

Businesses which meet current and potential customers’ requests and needs use social media to promote their
products after producing them. The effects of social media on university students with respect to marketing are
aimed to be identified in this study. Questionnaire method was chosen to identify opinions of students at
Selguk University Aksehir Faculty of Economics and Administrative Sciences on marketing through social media.
It was aimed to identify the demographic properties, time spent on social media and pre and post purchase
behavior on social media of students at Selguk University Aksehir Faculty of Economics and Administrative

Sciences.
Data Collection Tool and Scales

A questionnaire was administered to students to collect data. The questionnaire is composed of three parts.
The first part includes questions about demographic properties and their frequency of use of social media; the
second and the third part includes questions to evaluate students’ pre and post purchase behaviors on social
media. The second and the third part are in 5 point Likert type. Reliability coefficient of the second part (Pre-
Purchase Consumer Behavior on Social Media ), which has 10 questions, is .87 and reliability coefficient of the

third part (Post-Purchase Consumer Behavior on Social Media ), which has 9 questions, is .82.
Population and Sample

The population of the study consists of the students at Selguk University Aksehir Faculty of Economics and
Administrative Sciences studying at business department. The reason for choosing university students is that

the youth widely use social media. 210 respondents’ questionnaire forms were included in the analysis.
Limitations of The Study

The findings of the study include the opinions of the students at Selguk University Aksehir Faculty of Economics
and Administrative Sciences studying at business department. The study is limited to these students because of

the limited time and the availability of students with respect to transport costs.
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FINDINGS
Analysis of The Data and Hypotheses of The Study

The data obtained were analyzed through SPSS 22.0. The researcher relied on Vural & Bat(2010), Aytan &
Telci(2014), islek (2012) and Haciefendioglu(2014) while writing questionnaire questions and forming
hypotheses.

Hypotheses:

H1: | search social media before buying a product.

H2: | value recommendations shared on social media by people | know about the product that | plan to buy.

H3: | value recommendations by popular media users when deciding on a product to buy.

H4: | prefer buying the products of businesses that | have liked on social media.

H5: If | am satisfied with the product | have bought, | share this on social media.

H6: If | am not satisfied with the product | have bought, | share this on social media.

H7: If | am not satisfied with the product | have bought, | recommend the consumers not to buy that product
through social media.

H8: When a business which has seen that | am not satisfied with the product and got into contact with me, this
may change my opinions.

Table 1. Participants’ Gender

Gender Frequency Percentage Cumulative Percentage
Female 78 37,1 37,1

Male 132 62,9 100,0

Total 210 100,0

According to Table 1, 37% of the participants are female and 63 % are male.

Table 2. Participants’ Grades

Grade Frequency Percentage Cumulative Percentage
2.Grade 89 42,4 42,4
3.Grade 97 46,2 88,6
4.Grade 24 11,4 100,0
Total 210 100,0

According to Table 2, 42.4 % of the participants are second grade, 46.2 % are third grade and 11.4 % are fourth

grade students.
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Table 3. Income Level Of Participants’ Families

Income Level Frequency Percentage Cumulative Percentage
1500 TL and less 28 13,3 13,3
1501-2500 89 42,4 55,7
2501-3500 71 338 895
3501+ 22 10,5 100,0
Total 210 100,0

Table 3 shows that the income of 13.3 % of participants’ families is 1500 TL and less, 42.4 % is between 1501-

2000 TL, 33.8 % is between 2501-3500 TL and 20.5 % is over 3501 TL.

Table 4. Participants’ Social Media Membership

Social media membership (More than one option can be selected.) Frequency Percentage
Facebook 207 98,6
Twitter 183 87,1
Instagram 193 91,9
Other(LinkedIn, Myspace etc.) 58 27,6

98.6 % of the participants use Facebook, 87.1 % use Twitter and 91.9 % use Instagram.

Table 5. Time Spent On Social Media

How many hours a day do you spen(;l on websites that Frequency Percentage Cumulative Percentage
you have membership?
None 0 0 0

Less than 1 hour 5 2,3 2,3
1-3 hour 90 42,9 45,2
4-6 hour 95 45,3 90,5
7-9 hour 20 9,5 100,0

Total 210 100,0

Table 5 shows that participants spend mostly1l-3 hours and 4-6 hours on the internet. In addition, all the

participants definitely check the internet during the day.
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Table 6. Time Spent On Traditional Media

How many hours do you spend on traditional media

(television, newspaper, radio etc.)? Frequency Percentage Cumulative Percentage
None 44 21 21
Less than 1 hour 137 65,2 86,2
1-3 hour 29 13,8 100
Total 210 100,0

According to Table 6, 21 % of the participants do not follow traditional media. 65 % of them spend less than

one hour and 13.8 % spend between 1-3 hour a day.

Table 7. Shopping Via Social Media

Frequency Percentage Cumulative Percentage
Yes 177 84,3 84,3
No 33 15,7 100,0
Total 210 100,0

While 84.3 % of the participants shop via social media, 15.7 % do not shop via social media.
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Table 8. Assessment of Pre and Post Purchase Consumer Behavior on Social Media

Standard
Mean -
deviation
Pre-Purchase Consumer Behavior on Social Media
| search social media before buying a product. 4.41 0.64
| believe that | can find reliable information on social media about the 3.39 0.75
product I plan to buy.
If the information about the product | plan to buy is provided by a consumer  3.12 1.05
who is also a social media user, | trust that information.
If the information about the product | plan to buy is provided by a seller who 3.10 0.94
is also a social media user, | trust that information.
| value recommendations shared on social media by people | know about the 4.39 0.75
product that I plan to buy.
| value recommendations by popular media users when deciding on a 4.15 0.75
product to buy.
| prefer buying the products of businesses that | have liked on social media. 4.35 0.76
When a business contacts me through social media, this affects me positively 4.27 0.74
to buy the product.
Social media sites are appropriate places for consumers to get into contact 4.25 0.77
with businesses.
| prefer attending campaigns on social media provided by businesses. 4.25 0.84
Post-Purchase Consumer Behavior on Social Media
If | am satisfied with the product | have bought, | share this on social media. 2.59 0.57
If | am satisfied with the product | have bought, | share this on the pages of 2.58 0.52
the businesses on social media.
If I am not satisfied with the product | have bought, | share this on social 4.75 0.46
media.
If I am not satisfied with the product | have bought, | share this on the pages 4.73 0.48
of the businesses on social media.
If | am satisfied with the product | have bought, | recommend the consumers 2.50 0.66
to buy that product through social media.
If | am not satisfied with the product | have bought, | recommend the 4.46 0.56
consumers not to buy that product through social media.
When a business which has seen that | am satisfied with the product 4.45 0.63
recognizes me, it increases my satisfaction.
When a business which has seen that | am not satisfied with the productand 4.70 0.55
got into contact with me, this may change my opinions.
When a business does not see that | am not satisfied with the product and 4.63 0.48

does not get into contact with me, this increases my dissatisfaction.

Chi-square=325.191, p<0.001

As seen in Table 8, the mean for participants who search a product on social media before buying a product is
4.41, participants who believe that s/he can find reliable information on social media about the product s/he
plans to buy is 3.39. The question with the highest mean (4.75) is that ‘if | am not satisfied with the product |

have bought, | share this on social media’.
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Table 9. t-test Results for Assessment of Pre and Post Purchase Consumer Behavior on Social Media

St.
Hypotheses Mean Deviation t-test P value Result
H1: | search social media before buying a 4.41 0.64 7.590 <0.001 Accept
product.
H2: | value recommendations shared on social 4.39 0.75 6.242 <0.001 Accept
media by people | know about the product that |
plan to buy.
H3: | value recommendations by popular media 4.15 0.75 2.474 0.015 Accept
users when deciding on a product to buy.
H4: | prefer buying the products of businesses 4.35 0.76 5.468 <0.001 Accept
that | have liked on social media.
H5: If | am satisfied with the product | have 2.59 0.57 12.269 0.171 Deny
bought, | share this on social media.
H6: If | am not satisfied with the product | have 4.75 0.46 19.023 <0.001 Accept
bought, | share this on social media.
H7: If | am not satisfied with the product | have 4.46 0.56 9.674 <0.001 Accept
bought, | recommend the consumers not to buy
that product through social media.
H8: When a business which has seen that | am 4.70 0.55 15.045 <0.001 Accept

not satisfied with the product and got into
contact with me, this may change my opinions.

As seen in Table 9, all hypotheses except for one of them are accepted.

CONCLUSION and DISCUSSION

Students spend most of their time on social media. Students search social media platforms before shopping for
products or services. Therefore, it is a must for businesses to promote better the products they want to sell on

social media.

As in the study by islek (2010), it is found in the study that there is a parallelism the students’ level of social
media use and the level of being affected by these platforms. Hence, it is necessary for businesses, institutions
and institutional structures to be on social media for marketing activities. The students’ social media use does
not change by demographic factors. However, there is a statistically significant difference between students’

pre and post purchase consumer behaviors on social media according to the income level of their families.

The hypothesis ‘If | am not satisfied with the product | have bought, | share this on social media’ is accepted in
the study. As seen, the consumer who is dissatisfied with a product shares this in every platform. Therefore, if

businesses cannot manage this case well, they may face the risk of losing the current and potential customers.
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If the businesses get into touch with consumers who are particularly dissatisfied with the product through

social media, this will make the consumers have more positive attitude towards the business.
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