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HOW AND WHY CONSUMERS USE SOCIAL MEDIA: A QUALITATIVE
STUDY BASED ON USER-GENERATED MEDIA AND USES &
GRATIFICATIONS THEORY™*

Eda YASA OZELTURKAY'
Emel YARIMOGLU?

ABSTRACT

The aim of the study is to analyze how and why consumers use social media. With the scope of the aim, the
user-generated media content and the uses and gratificitions theories were reviewed. The study was designed
as a qualitative research with thirty-two social media users with semi-structured interviews. Data gathered and
were analyzed with content analysis technique. The findings regarding the user-generated media showed that
the participants contribute social media by consuming information, producing content for improving self-
actualizations, and participating in social interaction by liking and writing comment. The findings regarding
the uses and gratifications showed that six uses and gratifications were identified for customers, and five uses
and gratificitations were identified for companies.

Keywords: Social Media, User-Generated Media Content, Uses And Gratifications Theory, Semi-Structured
Interview, Qualitative Study

TUKETICILER SOSYAL MEDYAYI NASIL VE NiCiN KULLANIRLAR?:
KULLANICI TARAFINDAN OLUSTURULMUS iCERIiK VE KULLANIMLAR
& DOYUMLAR KURAMLARINA DAYALI NiTEL BiR CALISMA

0z

Bu ¢alismanin amaci, tiiketicilerin sosyal medyay1 nasil ve nigin kullandiklarini analiz
etmektir. Bu amag¢ dogrultusunda, ¢alismada kullanici tarafindan olusturulmus igerik ve kullanilar ve
doyumlar kurami kullamilmistir. Calisma, nitel bir aragtirma olarak tasarlanmis olup, otuz iki sosyal medya
kullanicisiyla yari-yapilandirilmig goriismelerle tamamlanmigtir. Elde edilen veriler igerik analizi teknigi ile
analiz edilmistir. Kullanici tarafindan olusturulmus igerik ile ilgili bulgular; katilimcilarin sosyal medyay1
bilgi tiiketme, kendini gergeklestirme amaglh igerik yaratma ile begeniler ve yorumlar vasitasiyla sosyal
etkilesime gegme seklinde kullandiklarini gostermistir. Kullanim ve doyumlar ile ilgili bulgularda; tiiketiciler
icin alt, igletmeler i¢in bes farkli kullanim ve doyum elde edildigi goriilmistiir.
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Introduction

Today’s consumers are no longer merely passive recipients in the marketing exchange
process, now they are taking an increasingly active role in co-creating everything from
product design to promotional messages (Hanna et al., 2011). People get in touch one
with another very easily especially with social media tools. These tools are very
active and fast-moving domain. Therefore people or companies who would like to
survive should keep their account up to date (Kaplan and Haenlein, 2010). People
use social media channels to interact with other people, and meet their specific
needs. Social media is stated as a communication mechanism that allows users to
communicate with thousands, and perhaps billions, of individuals all over the world
(Whiting and Williams, 2013). Internet addiction is also discussed in many disciplines,
and accepted as a theorized disorder involving people who find themselves spending a
lot of time online (Grohol, 1999).

In recent years, social media usage has been rapidly increasing in Turkey and
the reasons and the motivations of consumers’ using social media have become
frequently discussed issues (Aglargoz and Ozata, 2013). The numbers of social media
users in Turkey are increasing, and also the importance of addictive behaviors of
Turkish people to internet and social media have been becoming more important. Since
the rapid development in social media, this study was interested in searching behaviors
and perceptions of users in social media.

The purpose of this study was to provide a comprehensive understanding about
how and why Turkish consumers use social media. Therefore; two different research
questions were formed within this aim. Based on the purpose of the study, to analyze
users’ behaviors and perceptions in social media, the user-generated media content
(UGM) and the uses and gratifications theory (UGT) were used, and a qualitative study
was designed. The study contained two parts. The first part contained the review of the
major and current literature on the theory of uses and gratifications & user-generated
media content. The second part included the research aim, research methodology,
findings, conclusion, managerial implications, and limitations

Literature Summary

Uses& Gratification Theory

Uses and Gratification theory (UGT) is one of the audience-centered approaches.
Differently from other media effect theories UGT assumes that individuals have power
over their media usage, rather than positioning individuals as passive consumers of
media. Regarding to this theory, understanding why and how people actively seek out
specific media to satisfy their specific needs as opposed to what media does to people
are clarifying (David, 2016). The UGT can also explain why people use social media
tools, and the theory also asserts that people utilize media because they are seeking to
fulfill a need that necessitates being met (Hicks et al., 2012). According to this theory;
media users play an active role in choosing and using the media which means media
users can take a part actively in the communication process. The communication
process starts with sender and ends with receiver (user/consumer). In this process
consumers can passively accept the message. However based on the UGT, users may
differiantiate their sources and messages according to their needs. Blumler and Katz
(1974) explained that users can search different alternative media sources (choices)
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which they have already had many in order to satisfy their needs. It means they can
easily switch off the channels. UGT is generally defined as an “approach to media
study focusing on the uses to which people put media and gratifications they seek from
these uses” (Baran and Davis, 2009). The basic definition of the theory can be stated as
people use mass media because usage satisfies a need and provides gratification
(Tomko, 2007). UGT theory was used in the literature frequently. Therefore, many
studies (Park et al, 2009; Hicks,et al. 2012; Urista et al. 2009; Whiting & Williams,
2013; Froget, et al. 2013) related to this theory (UGT) are doing rapidly to analyze and
understand user’s gratifications. UGT researchers today are exploring stage three as
predictive and explanatory possibilities of the theory by connecting media usage with
individual factors (Davis, 2006). However, it is accepted that the founder of the
approaches are mostly known and stated in the articles as Blumler and Katz, before
these scholars the origin theory is built up by Herta Hertzog. She was the first people
who coined the word “gratifications” in connection media usage, in 1944 (Tomko,
2007). She sought three different types of gratification as, emotional, wishful thinking,
and learning. In further research at the same term, Schramm’s (1949) research was first
to focus on the social reasons for media consumption. And in his study he stated that
people seek reading the newspaper to satisfy the Pleasure Principle or the Reality
Principle. Both television and Internet content can be consumed to satisfy the Pleasure
Principle or the Reality Principle as well. In 1954 Wilbur Schramm indicated that “the
amount of gratification an individual expected to get out of a certain form of media and
the amount of effort the individual would have to exert to get it”. Some related concepts
of Schramms are rewards, reward-driven, proximity (Tomko, 2007; Davis 2006).

All above scholars were acted on theory building’s first stage. Further of these
scholars, with the dawning of the age of television (1960s), a hew arena was opened for
the U&G as a second stage and the major contributers were Katz and Foulkes (1962),
Mendelsohn (1964), Greenberg and Dominick (1969) and et al, (Davis, 2006). Based
upon the effect of narcotization, Katz and Foulkes (1962) stated that watching television
is to enter a dream world, which substitutes fantasy for real life (Tomko, 2007). In
1972, Blumler, Brown and McQuail suggested four uses of media as follows, diversion,
personal relationships, personal identity, and surveillance (Davis, 2006). In 1984, one
of the major contributors of the theory, Rubin classified viewers into instrumental and
ritualized viewers and described as follows “ritualized television use appears to be
habitual, frequent, and indicate a high regard for television as a medium however,
instrumental television viewing appears to be purposeful, selective, and goal-directed,
without being frequent or indicating a high regard for the importance of the medium”
(Tomko,2007).
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Table 1: The origin of Uses & Gratifcation (U&G) Theory and its major contributors
Years Major Contributors

Herta Hertzog (1944):Lazarsfeld and Stanton (1944)
1940’s and 1950°s The U & G Theory and origin
Wilbur Schramm (1954):

Katz and Foulkes (1962),Mendelsohn, (1964)
The U&G Theory and Television—1960’s Greenberg & Dominick, (1969)
Blumler & McQuail (1969)

Maslow (1970);, lumler, Brown, & McQuail (1972)

The U&G Theory and Social Development—1970°s Katz, Blumler, and Gurevitch (1973-1974) ,Blumer,

(1979)

Palmgreen and Rayburn (1982),Bryant and Zillmann,
The U&G Theory and Audience—1980’s (1984),Windahl ~ (1981),Rubin, (1984),Levy and
Windahl (1984)

Finn (1997), Eighmey & McCord (1998)
Ruggiero (2000), Papacharissi & Rubin (2000)

Richardson (2003), LaRosa & Eastin (2004)

The U&G Theory and the Internet—1990’s through

present Park et al. (2009), Baran and Davis, 2009)

Urista et al., (2009), Hicks et al., (2012)
Froget et al (2013), Ezumah (2013)

Whiting and Williams, (2013)., Tanta et al., (2014)

Source; Adopted from Tomko, (2007), Davis, (2006) and upto date by authors.

Previous Studies related to U& G theory; especially quantitative studies are prepared.
Park et al. (2009) identified basic needs of college students for Facebook gratifications
as entertainment, information, socializing and self-status seeking; the other Facebook
users’ study is initiated by Froget et al (2013) to identify socio demographic factors
effects on usage and found significant differences among different income group levels.
Regarding to this studies also Ezumah (2013) determined the gratifications of social
media users preferences of one social media tool over others as keeping in touch with
friends/family, sharing photos and entertainment were significant factors for college
students being on social media and Tanta et al. (2014) listed the reasons as socializing,
communicating and dates with their friends, discussing school activities. Especially
more of the studies indicated above are structured on Facebook users and their
preferences. Beside the Facebook studies related to the theory also there are limited
studies gathering data with other social media tools. According to the results of Hicks et
al., (2012) the similiar gratifications (information seeking, interpersonal utility,
entertainment and free time activity) are gathered from the tool of Yelp. Com. Limited
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qualitative studies were carried out based on this approach. Palmgreen and Rayburn
(1979) conducted a quantitative research to find uses and gratifications of watching
television. It was obtained seven components and eleven gratifications. The research
also showed the differences between gratifications-sought and gratifications-obtained.
The study which contains both qualitative and quantitative methods searched the
reasons of web usage through uses and gratifications theory (Korgaonkar and Wolin,
1999). Social escapism motivation, information motivation, interactive control
motivation, socialization motivation, and economic motivation were revealed as the
main causes of using internet. There are many quantititive studies (Ozer, 2017, Uger,
2016; Kara, 2016; Cam et al, 2014; Biger, 2014; Koseoglu, 2012; Akgay, 2011; Alikili¢
vd., 2013; Karakoc¢ ve Giilsiinler, 2011; Ayhan & Balci, 2009; Kiiciikkurt et al, 2009,
Toruk, 2008) are prepared based on Uses & Gratifications theory in Turkey. More of
those studies are carried out by survey technique and the data gathered from university
students. Toruk (2008) determined that income level and gender have important roles on
social media usage of students. Kiiglikkurt et al., (2009) analyzed the reasons why
students follow the media channels (television, internet and newspaper) and stated that
students in this study are using social media to satisfy their emotional needs. The
results of the study of Ayhan & Balct (2009) indicated that there are four (interaction,
social escape, economic benefit and entertainment) essential factors in internet usage
and motivation. Kdseoglu, (2012) identified the kind of factors motivating university
students’ being online on Facebook, are easy to use, sharing video/photography, follow
the agenda, magazine issues, social interactions. Cam et al., (2014) determined the
other significant effect on the motivations of students be online and use social media as
information-seeking, solving problem, connectivity and content management. The
related studies aim is to understand the motivational factors of university students or
staffs> using habits of Facebook, the major social media tools. However, Ozer, (2017)
detailed the theory (UGT) in his study within the concept of the question “Why the
students use Twitter?” Then, he stated that the factors for twitter users are aligned as
entertainment, following the agenda and reading other’s tweets. Besides students related
studies, Bicer (2014), identified the motivational factors of academicians who use
Facebook as, communication with other academicians and-or followers, visibility in
academic area and perform their daily activities. As it seen in the literature part of
Turkey, there are many related quantitative studies within the context of motivational
factors through social media usage. Moreover these studies, there are a few qualitative
based studies (Uger, 2016; Kara, 2016) with these notion are carried out. Uger (2016),
answered the question of “Why university students use social media tools?” through
their focus group study of Facebook, Instagram and Twitter users. The findings of the
study revealed that, the popularity of Facebook and Twitter has decreased among
students and the major reasons to use these tools to make social interaction, reach news
and knowledge, and entertainment. Paralel to Uger (2016), Kara indicated the Snapchat
usage behavior and preferences of the student in the context of the theory of UGT and
found out the two main reasons as follows; entertainment and spending free time.
Snapchat found very popular among the students based on the reason of rich
visualization features of the tool.

2.2. Background of Theory of User -Generated Media
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The increased use of the Internet as a new tool in communication has changed the way
people to interact to one another (Raacke and Bonds-Raacke, 2008). Therefore,
consumers’ aims to use the World Wide Web (www) can be differentiated variously
such as they can use it to find information, purchase product or service, watch television
series and shows, seek mates, search for entertainment, and participate in political
spheres (Correa, 2010). Leung (2009) indicated that connection to internet practices
has four main motivational factors named with recognition needs, social needs,
cognitive needs, and entertainment needs The creation of user-generated media
(UGM) was revolutionized the internet by changing the world of communication,
entertainment, and information (Shao, 2009; Hicks et al., 2012). Since the motivation
is a part of shaping the consumer’s choice, benefit perception is recognized as a
motivation reflection over the behaviors of the consumers (Kurtulus et al., 2016).
UGM is a content which is created by unpaid users rather than paid professionals, and it
has been becoming more important since consumers want to create content dramatically
(Daugherty et al., 2008). In UGM content, the active internet contributors are called as
users and new contents which make contributions to the information on the internet and
also social media are created by these users. Recently, the terms which emphasize UGM
such as prosumer, produser, and co-creator were used among scholars frequently (Ritzer
and Jurgenson, 2010; Bruns, 2009; Schumacher and Feurstein, 2007; Van Dijck, 2009).
Users contribute to social media channels. Shao (2009) explained three steps of UGM to
contribute to social media channels as follows, consuming (following people to find
information or entertainment), participating (enables social interaction among users and
it supports liking and approval by others) and the last step is producing (sharing
person’s own content such as video, audio, photo, and text in order to increase self-
actualization level). Daugherty et al. (2008) found out that people support to UGM with
the help of the attitudes contributed by ego-defensive and social functional sources.
Hence, one person’s many sharing in social media can show the levels self-actualization
and ego of the person.

Methodology

The purpose and research question of the study

Recently, both Internet usages grows, and information technologies developed slightly,
causing to access social media through mobile phones, television and other similar
devices has become possible at any place and any time. UGT research into mobile
phone usage has found that people seek a number of gratifications from their phones,
including affection/sociability, entertainment, and mobility, among others adding to
this, when using social media, users can be motivated by factors like a need to vent
negative feelings, recognition, and cognitive needs. By the way, researches in identfying
uses and gratification is gaining popularity, with new findings emerging (Tomko,2007).
Therefore, determining the uses & gratifications in the context of modernity is still
important. As it is shown in the literacy part there are limited qualitative studies to
identify gratifications. Therefore, the purpose of this study was to explore how and why
consumers use social media with a qualitative perspective. Within the scope of the aim,
two research questions were generated: RQL: How do consumers use social media
within the scope of the UGM? and RQ2: Why do consumers use social media within the
scope of the UGT?
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Measurement development & data gathering

Research and interview questions were structured by one of the major previous study
carried by Whiting & Williams (2013) and the study designed as a qualitative study
with twenty-three in-depth interviews, and ten uses and gratifications were identified
such as social interaction, information seeking, pass time, entertainment, relaxation,
communicatory utility, convenience utility, expression of opinion, information sharing,
and surveillance/knowledge about others. This exploratory study was conducted to
analyze users’ contributions to social media within the scope of the UGM concept,
which argue that users should use social media actively. They should upload photos,
post status, and share information. This qualitative research was applied to social media
users via interview technique which is the most popular technique for qualitative data
collection (Briggs, 1986). Since the main aim of this study is to gather profound
information about users’ social media usage characteristics and their insights about
social media channels’ effects on marketing, semi-structured interviewing was
implemented in the study. In semi-structured interviewing standardized and open-ended
questions are asked to the interviewees (Britten, 1995). In this research, thirty-two
people were interviewed to reach profound and well-designed information about users’
social media habits. The data were gathered from the participants in Izmir Province and
between the month of January and March 2017. Each interviews lasted approximately
40-45 minutes and totally the research took nearly 1500 minutes of all participants. In
the interview sheet there were 16 questions. The initial six questions were related to the
demographic data (gender, birth year, marital status, education, income level, and job
status), then the following nine questions was related to the first research question of the
study and consisted of the questions such as “ Which social media channels do you
follow?””; “How often do you log in to these social media channels?”; “How often do
you share posts in your social media accounts?”; “Do you share your own posts and/or
just basically follow your friends?”; “ Do you like your friends’ posts and how often do
you like?”; “Do you comment your friends posts and how often do you comment?”;
“Do you communicate via direct messaging with your friends?;” “Do you share the
moments in your social media accounts when you attend an event?”’; “What are your
general insights about that whether social media users upload too much information to
their social media channels or not?”. The second research question that was analyzed
within the tenth question included two perspectives separately such as “Why do people
use social media?” and “Why do companies use social media”. Since the purposes of
the researches are different from each other, qualitative methods generally focus on
small samples selected by purposeful sampling which provides “information-rich cases”
for in-depth studies whereas quantitative methods focus on larger samples generally
selected by random sampling (Patton, 1990, p. 169). The typical sampling method used
in qualitative studies is called as purposeful sampling (Palinkas et al., 2015) and was
used in this research. Based on this sampling technique, the sample of the research was
chosen among the people who are social media users actively and graduated from
university at least to gain more profound insights. Content analysis is a method that
used in various fields such as marketing, psychology, and communication (Hair et al.,
1998) was used to analyze the sentences and thoughts to understand and present the
conceptual structures. Qualitative data analysis includes data reduction, data display,
and preliminary conclusion (Miles and Huberman, 2002, p.396). In this research, to
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eliminate the data firstly data were transcribed verbatim, and seventy-two pages of
transcriptions were revealed. Then, data were coded to reduce the data. After coding,
findings were shown with the help of tables in order to display the data better,
frequency and rates in order to clarify the data better and direct quotations in order to
reflect the insights of the participants better. The two researchers analyzed the data
separately to assure reliability of the data since the prejudices of the researchers should
be eliminated from the research (Kirk and Miller, 1986). Besides this, to provide valid
data the member checking technique was used. According to this technique, the findings
interpreted by the researchers should be sent to the participants to ask whether they
confirm them or not (Cho and Trent, 2006). So, the preliminiary findings were sent to
the participants via e-mail, and it was asked them to read and verify the insights if the
insights are really well understood by the researchers or not. All participants confirmed
that the findings represented what they said during the interviews.

4. Findings
The demographics data of the 32 participants were shown in Table 1 below.
Table 1: Demographics of the participants

Participant Gender Birth Year Marital Education  Income Job Status
Status Level

P1 Male 1975 Married Master 6501- Public sector
7800TL

P2 Male 1982 Single Master 6501- Public sector
7800TL

P3 Male 1973 Married Master 6501-  Private sector
7800TL

P4 Female 1977 Married Master over  Unemployment

10401TL

P5 Female 1985 Single Graduate 6501- Public sector
7800TL

P6 Male 1988 Single Graduate 7801-  Private sector
9100TL

P7 Female 1984 Single Graduate 5201- Private sector
6500TL

P8 Male 1992 Single Graduate 5201- Student
6500TL

P9 Male 1990 Married Graduate 3901-  Self-

5200TL  employment

P10 Male 1986 Single Graduate 9101- Private sector
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P11

P12

P13

P14

P15

P16

P17

P18

P19

P20

P21

P22

P23

P24

P25

P26

p27
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Male

Female

Female

Male

Male

Female

Male

Male

Female

Female

Male

Male

Male

Female

Female

Male

Female

1991

1991

1991

1986

1991

1994

1984

1986

1992

1993

1987

1987

1979

1992

1993

1984

1991

Single

Single

Single

Married

Single

Single

Married

Single

Single

Single

Single

Married

Married

Single

Single

Single

Single

150

Graduate

Graduate

Graduate

Graduate

Graduate

Graduate

Graduate

Master

Graduate

Graduate

Graduate

Graduate

Master

Graduate

Master

Graduate

Graduate

10400TL

3901-
5200TL

7801-
9100TL

over
10401TL

6501-
7800TL

1301-
2600TL

2601-
3900TL

1301-
2600TL

6501-
7800TL

3901-
5200TL

5201-
6500TL

3901-
5200TL

5201-
6500TL

over
10401TL

7801-
9100TL

2601-
3900TL

5201-
6500TL

2601-

Unemployment
Self-

employment

Self-

employment

Private sector

Private sector

Student

Private sector

Private sector

Student

Private sector

Private sector

Private sector

Private sector

Student

Private sector

Private sector

Student
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3900TL

P28 Male 1989 Single Graduate 2601-  Unemployment
3900TL

P29 Female 1989 Single Graduate 6501- Private sector
7800TL

P30 Male 1977 Married Graduate over Self-

10401TL employment

P31 Male 1980 Single Graduate 5201- Private sector
6500TL

P32 Female 1980 Single Graduate 5201- Private sector
6500TL

As it is shown in Table 1, the ages of the participants varied between 23 and 44 years
old. More of the participants were male (19), 21 of them are single, 25 of them have a
graduate (bachelor) degree and 17 of the participants are working for private sector.
After the demographics section the main questions’ answers are revealed. In table 2, the
social media channels that were used by participants were asked.

Table 2: Social media channels used by the participants

Channel (frequency) Participants

Facebook (28) P1, P2, P3, P4, P5, P6, P7, P8, P9, P11, P12, P14, P15, P16, P17, P18, P19,
P20, P21, P22, P24, P25, P26, P27, P28, P29, P31, P32

Instagram  (27) P2, P3, P4, P5, P6, P7, P9, P10, P12, P13, P14, P17, P18, P19, P20, P21, P22,
P23, P24, P25, P26, P27, P28, P29, P30, P31, P32

Twitter (14) P2, P5, P6, P7, P9, P15, P16, P17, P18, P19, P20, P23, P25, P30
LinkedIn (11) P3, P7, P12, P14, P18, P23, P25, P26, P28, P29, P30

Swarm (10) P2, P3, P6, P7, P17, P19, P27, P28, P29, P31

Foursquare  (5) P3, P28, P29, P30, P31

YouTube (4) P3, P28, P29, P30

Snapchat (3) P7, P16, P20

Pinterest (1) P25

The table 2 indicated that most of the participants use Facebook (28) and Instagram
(27). Even if Facebook was the mostly used channel, four participants (P10, P13, P23,
and P30) did not prefer to use Facebook.
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One of them (P23, 1979) said that “I do not use Facebook because it has too
much transpency, which bothers me”. He meant that sharing every moment in Facebook
and interacting with friends do not suit him. He has been using just Instagram, Twitter,
and Linkedin that have less interaction and communication activities rather than
Facebook. The following questions were asked to learn the answer of the first research
question (RQ1) of the study. The participants were asked that how often they log in
their social media accounts.

Table 3: The frequency rate of logging in social media channels

Login Participants Frequency
Frequency
Several times in  P1, P2, P3, P4, P5, P6, P7, P8, P13, P15, P16, 23
a day P17, P18, P19, P20, P21, P22, P23, P25, P28,
P29, P31, P32

Once in a day P9, P10, P12, P14, P24, P26, P27 7
Several timesin P11, P30 2
a week

Total 32

The answers were shown in Table 3 below, 23 of the participants log in their social
media accounts several times in a day.

In the next question, the participants were asked that how often they share posts in their
social media channels. The answers were shown in Table 4 below. P2 said that he both
logs in several times in a day and shares posts. P7 said that she logs in several times in a
day but she shares posts once in a day. There were four participants who said that they
do not share anything anytime in social media.

Table 4: The frequency rate of sharing posts in social media channels

Sharing Frequency Participants Frequency
Several timesinaday P2 1
Once in a day P7 1
Several times in a P1, P14, P17, P18, P29, P22, P27 7
week
Once in a week P6, P19, P25 3
Once every two weeks P11, P12, P16, P20, P28 5
Once in a month P5, P13, P24, P23, P32 5
Once every three P4, P8, P9, P21, P26, P31 6
months
Never P3, P10, P15, P30 4
Total 32
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The next question included the ways of interaction among users. Do they share post or
they just basically follow their friends? Two of the participants (P11, P17) said that they
share their own posts (photos, videos, status) rather than following someone else.
Twenty five of 32 participants (P1, P2, P3, P4, P5, P6, P8, P9, P10, P12, P13, P15, P16,
P18, P20, P21, P22, P23, P24, P26, P28, P29, P30, P31, P32) said that they generally
follow their friends in their lists quietly instead of posting/sharing something related to
them. Only five of them (P7, P14, P19, P25, P27) said that they both share something
and follow their friends’ updatings. The majority of the participants were silent
followers.

Next three questions show the contribution degree to the social media actively
and the results can be seen from Table 5 below. The first question was related to
whether the participant likes their friends’ posts or not, and also it was asked that how
often they like them. In this question, it was found out that two different conditions
were occurred such as Condition 1: | just liked the post which | really find it comic;
Condition 2: | just liked the posts which are posted by only my close friends. There are
fifteen people, which are nearly the half of the sample, said that they like the posts
rarely or they never like posts. It showed that most of them do not contribute to create
contents in social media.The second question was related to writing comments on the
posts in social media. Whether they comment on their friends’ posts or not was asked to
the participants. According to the results, only three of them said that they comment on
their friends’ posts freely. The biggest majority of the people said that they do not
comment on their friends’ posts. It was seen that two conditions were occurred again.
Condition 1: | just comment on the posts which | really love; Condition 2: | just
comment on the posts which are posted by only my close friends. Ten people said that
they write comment only if they really love the post or they really like the user who
shared the post. In this subject, the third question was related to having a direct
communication through social media channels with the help of direct messages which
are private messages that seen by sender and receiver. They communicate with their
friends through social media or not were asked to the participants. P1, P5, P21, P24
emphasized that they use social media to communicate with their friends who live
abroad. Besides this, the huge majority of the participants said that they connect with
their friends via direct messages.

Table 5: The frequency rate of liking, writing comments, and communicationg via
direct messages

Participants Frequency
Like
Yes, usually P7, P13, P17, P20, P25, P27, P29 7
Sometimes P4, P11, P18 3
Rarely P1, P2, P3, PG, P9, P12, P15, P16, P21, P23, P31, P32 12
No, never P10, P26, P30 3
Condition 1 P8, P14, P19, P22, P24, P28 6
Condition 2 P5 1
Total 32
Comment
Yes P8, P17, P29 3
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Rarely P4, P7, P9, P12, P18, P19, P20, P27, P28 9

No P2, P3, P10, P15, P16, P21, P24, P26, P30, P31 10

Condition 1 P11, P22, 2

Condition 2 P1, P5, P6, P13, P14, P23, P25, P32 8
Total 32

Communication via DM

Yes P1, P2, P3, P4, P5, P7, P11, P12, P13, P16, P17, 21

P19, P20, P21, P22, P24, P25, P26, P28, P29, P30

Some of them P6, P8, P9, P14, P18, P23, P27, P31, P32 9

No P10, P15 2
Total 32

The eighth question was about what participants do when they attend an event. The
probability of sharing the moments in the social media channels during the event was
asked to the participants. Twelve participants said that they share the moments in their
social media channels whereas twenty participants (said that they do not share anything
regarding the event in their social media channels. Besides this, twenty participants (P2,
P3, P4, P5, P6, P9, P10, P11, P13, P15, P16, P18, P19, P20, P22, P23, P24, P25, P28,
and P29) said that sharing every moment in social media was seen as unmannerless
behavior. They added that the people who share the moments via photos during a trip
wanted to show off to other people and it ended with conspicious consumption. These
acts were seen as the efforts for self-actualization (P2), showing that belonging to high
social class (P5, P13), making difference and so being considered as important by their
friends (P16, P22, P24). They added that the people who are addicted to social media
behave ostentatiously. They always want to be liked and followed by other people even
if they do not know them personally.
The ninth question was asked to understand the general insights about whether social
media users upload too much information to the social media channels or not. Only five
of the participants (P2, P3, P6, P26, and P27) said that users uploading post frequencies
were normal. On the contrary, the remaining part of the participants said that people
share too much unnecessary posts in social media. P7 said that,

“Some people share ten photos in a day from different perspectives but in

the same event with the same dresses. For instance, they share the same

photo from a distance perspective, from the right side, and from the left

side in a day and this bothers the followers”. P12 said that “some people

share their every moments in a basic daily life, they pretend as if they are

celebrity. They put the photos about their breakfast, lunch and dinner

everyday. It seems wrong to me”. P5, P14, and P16 agreed with this. P13

said that “I do not understand the people who share the photos of their

slippers in Sunday morning”.
The last question below was related to the second research question (RQZ2). The
participants were asked why they use social media. After coding the answers, some
keywords were revelaed, and they showed the uses and gratifications for using social
media. Six uses and gratificfations were revealed for consumers such as electronic word
of mouth (e-wom), providing a new shopping channel, following celebrities, changing
decision easily, globalization, and convenience. E-wom was related to online
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comments, and customer reviews which can lead other customers. Positive comments
may affect other customers positively whereas negative comments affect them
negatively. Shopping channel was related to purchasing products and services through
social media channels. P16 said that
“Nowadays, buying through social media is the easisest, fastest, and
cheapest way of shopping since consumers have lack of time”. P25
emphasized that “Social media channels enable consumers to buy faster
and easier”.
Celebrity endorsement was related to using celebrities in particularly social media
advertising. It affects followers’ buyer behaviors. Decision process was related to power
of social media in buyer decision process in terms of information search. This can be
also related to e-wom. The other side was globalization which means thanks to social
media all news, trends, and developments can be followed easily. P14 said that
“Fashion and trends can be followed easily through social media”. P17
said that “Social media, especially Twitter, is useful for following new
technologies and also following the world”.
The last one, convenience, was related to being accessible easily. Social media
provides easy accessibility of time (24/7) and place.

Table 6: Uses and gratifications for customers

Positive sides Positive insights Participants
E-wom Online customer reviews guide other customers. P7,P11, P12, P18,
P20, P31
Providing new The easisest, fastest, and cheapest way of P13, P16, P19,
shopping channel shopping. P25, P26
Following celebrities Through social media celebrities’ buying P3, P4, P9, P15,
behaviors affect their followers. P23, P30
Changing decision Social media is an effective tool in consumer P1, P2, P28, P32

decision process.

Globalization Fashion, trend, new technologies, and the world P14, P17, P29
can be followed easily.

Convenience Consumers may access social media channels P16, P17
whenever they want and whereever they are.

The tenth question is continued with the uses and gratifications from the perspective of
companies. Totally five uses and gratifications were revealed for companies such as
communication options, decreasing cost, finding new markets, reaching target market,
and positive e-wom. The findings were shown in Table 7.

155



C.U. Sosyal Bilimler Enstitiisii Dergisi, Cilt 28, Say1 1, 2019, Sayfa 142-161

Table 7: Uses and gratifications for companies

Positive sides Positive insights Participants
Communication There are too many options to enhance P2, P3, P4, P12, P15,
options communication with customers P19,
P21, P30, P31
Decreasing cost Reaching customers with low cost P9, P11, P16, P18,
P28, P29
Finding new It allows companies to reach new large markets P20, P22, P23, P26,
markets P24, P32
Reaching target Reaching customers easier in a shorter time P1, P6, P13, P14
market
Positive e-wom Positive e-wom increase sales P7, P25, P27

Communication options showed the increasing tools of communication skills through
social media. Companies can create different advertising types and communication
ways with lower cost. P4 said that

“Especially in Instagram, with good communication skills the products

used by the people who have too many followers have turned into the

fashion products”. P15 said that “Companies have too many options to

organize communication activities in social media, for instance they may

use celebrities in their promotional efforts”. P30 said that “Companies

may use viral advertising in social media freely”. Decreasing cost was

about having lower advertising cost and lower inventory cost. P18 said

that “Social media enables companies to make low cost advertising”. P19

said that “Social media provides companies to reach their customers for

free”. Finding new markets was related to reaching new customers, and

also being global so reaching different part of the world. P24 said that

“Through social media companies can reach even foreign markets, and

start to operate international sales”.
Reaching target market meant reaching existing customers easier and quicklier in a
shorter time. Positive e-wom showed that online customer reviews and comments
increase the sales of the company.

Conclusion

In the paper, it was explored and discussed that how Turkish social media users act in
social media within the UGM, and why they use social media within the UGT. The
UGT explains many reasons about why consumers use social media (Whiting and
Williams, 2013). In this research, from the perspectives of the participants why
consumers use social media was determined. Within the UGT, it was analyzed that
why both customers and companies use social media. According to the participants’
perceptions, the uses and gratifications for customers were gathered under six elements
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such as (1) having the power of e-wom (especially the positive ones), (2) having a
different shopping channel, (3) having a celebrity endorsement effect, (4) affecting
decision process, (5) following global world, and (6) providing convenience like 24/7.
Besides this, five uses and gratifications were obtained for companies such as (1)
having different communication tools, (2) decreasing costs, (3) finding new markets, (4)
reaching target market, and (5) having positive e-wom effects.

In the study, it was obtained that the most popular social media channels were
Facebook and Instagram. This reflects the social media usage in Turkey. The mostly
used social media channels in Turkey are Facebook and Instagram (Chaffey, 2016).
They log in social media several times in a day, but they do not share anything. It can be
seen that even though participants log in social media several times in a day, they do not
share anything during the time that they have spent on social media. This is interesting
within the scope of the UGM. As it was read above, the majority of the users have
formed by spectators which were also called as “silent followers” in this research.
Except sharing posts, when it was talked about just liking a post or writing a comment,
it was seen that the users were uncommitted. Nearly half of them do not like anything,
and more than half of them do not write any comments. Only around thirty percent of
the users contribute to the social media by liking or commenting posts. Another
interesting result was related to communicating with friends via direct messages. This is
interesting because when it was mentioned to contribute to the social media by sharing
posts or writing comments, the users were seen as very uncommitted. However, when it
was mentioned to talk with friends via private messages they declared that they use this
tool without any doubt. This finding led the researchers to think about the social
pressure on social media users. The social pressure may restrain social media users’
behaviors. They could not act naturally because they think too much about how this
behavior is perceived by others. So, at the end of the day they start to behave like
someone else. This makes social media misleading, and it become useless among such a
society. When they attend an event, more than half of them do not share the moments
from the event on their social media channels since sharing every moments in social
media was perceived as unmannerless behavior. The person who shares some moments
from an event was perceived as the person who tries to show off. Sharing every moment
in a day was seen as a behavior of conspicious consumption, and also it was linked to
the efforts for self-actualization. It was also proved in the literature (Shao, 2009). It can
be said that the people who share their own contents such as videos and photos want to
increase their self-actulization. Such experiences make people believe that they are
useful and they create an effect on the other people, and so this increases their self-
actualizations. Besides self-actualization efforts, except five users, the remaining parts
said that there have been too much unnecessary posts in social media. It can be said that
the participation or contribution to social media should include social interaction or
community development (Shao, 2009).

In the research, users’ producing, participating, and consuming levels were
sorted. Mostly the users contribute social media by consuming information and
entertainment elements as silent followers. Secondly, they contribute social media by
producing content for their self-actualizations. They want to feel themselves as
celebritites. Lastly, they contribute social media by participating in social interactions
such as liking and writing comment. However there are many papers discussed social
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media tools and their effects on people, there have been limited studies that
combine the UGM and the UGT. In this study, both two concepts were included,
and the questions were asked in order to get answers related to these concepts. This
study contributed to social media marketing literature by showing user behavior in
social media within UGM, and uses & gratifications of users within UGT. The paper
also pointed out deeper understanding since the research managed by qualitative
methods. Having a small sample size is a methodological limitation of the study. For
further studies, it was advised to conduct qualitative studies with an enhancing sample
size. It was also suggested to create a scale to measure uses and gratifications in social
media via quantitative methods in future studies.
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