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Abstract

Social media is one of the internet-based innovations that reach millions of users around the world with its dynamic
and mutually interactive structure. Social media is defined as the digitalization of traditional media channels, and
has changed the way of interpersonal communication. Social media applications that provide communication and
interaction between people have become an important competitive tool for businesses over time. Users of Social
Media Applications are increasing day by day and this increase has caused businesses a rush to communicate with
their consumers continuously and quickly through social media channels. The purpose of this study is to examine
the effect of social media marketing on consumer purchase intention.

In this study, the affect of social media marketing activities on perceived brand equity and purchasing intention has
been examined through the developed model. Within the scope of the study, an online survey was conducted with
227 users who have a Facebook account and actively follow any brand profile on Facebook. The data obtained were
analyzed through the SmartPLS program.

As a result of the analysis, it has been determined that there is social media marketing has positive influence on
brand equity and purchasing intention.

In the light of the findings obtained from the study, it could be said that businesses can increase their brand
value perception with planned and well-defined social media marketing strategies. With social media marketing,
businesses can gain significant advantages in many areas such as brand loyalty, reduced advertising expenses and
increased profitability, access to a large consumer audience and altered brand attitudes into purchasing behavior.
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1. INTRODUCTION

Today's technological developments and smart
phones that allow internet access at any time
have caused radical changes in all areas of life.
Social media applications are Web 2.0 techno-
logies at the forefront of high-tech innovations.
According to 2020 data, the use of social media
applications reached about 3.80 billion active
users worldwide, and has grown by 9.2% compa-
red to 2019 (wearesocial, 2020). It has been una-
voidable that social media applications attract
the attention of businesses. Applications, which
were accepted as a socialization tool at first, have
become a new communication and marketing
tool over time. The fact that consumers spend
more time in social media applications creates
advantages and disadvantages for businesses.
It has caused consumers to gain more power
over the brands by expressing their comments
and opinions about the products of the brands
through social media (Gamboa and Gongalves,
2014). Businesses had to develop special social
media strategies as comments and peer reviews
affected consumer purchase intention (Hutter et
al.., 2013). A consumer-oriented approach is an
important issue in modern marketing.. It has led
businesses to focus on social media marketing
to understand consumer demands and needs
(Arik, 2019).

Creating brand loyalty and brand value is
important for businesses that start using the so-
cial media channel to reach their potential and
existing customers (Hasan and Sohail, 2020). In
this sense, social media has become a new brand
value creation tool for business organizations. It
is predicted that Facebook ads, which have the
highest number of users, will reach 1.95 billion
users worldwide (wearesocial, 2020).

The aim of this study is to evaluate the effect of
social media marketing on consumer purcha-
se intention. For this purpose, the relationship
between social media marketing activities, per-
ceived brand equity (brand loyalty, brand aware-
ness, perceived quality, and brand associations)
and purchase intention is discussed through the
developed model. The study application was
carried out with Facebook users, the social me-
dia application with the highest number of users.
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In this study, the investigation of how social me-
dia activities affect consumer decisions will cont-
ribute to the literature. At the same time, it is pre-
dicted that it will guide the strategies business
leaders develop for businesses that carry out so-
cial media marketing activities on Facebook.

2. LITERATURE
2.1. Social Media Marketing

Social media is based on Web 2.0 technologies
and contains web-based applications that users
create and share contents such as news, photos,
audio, and videos through their own profiles.
(Howard and Parks, 2012). Although it differs ac-
cording to the purposes of use, it is based on cre-
ating personalized pages, sharing thoughts and
messages, and communicating with others (Duf-
fett, 2017). Wikis, blogs, social networks, forums
and podcasts can be given as examples of the
main social media applications where simultane-
ous content sharing is carried out. Features that
distinguish social media sites from other websi-
tes include grouped personal profiles as online
connection, joining online groups, and content
sharing (Kim, Jeong and Lee, 2010). Users can
communicate with the people in this application
by creating a social media profile with the settin-
gs they have determined. Especially in these on-
line applications, which can be integrated with
other technologies, users can easily reach the
contacts in the phone book and mailing list. At
the same time, they have the opportunity to crea-
te live messaging and discussion forms thanks to
the groups and pages created by users with com-
mon interests. Unlike traditional websites, users
can share their own content on one platform on
other platforms owing to the integration of social
networks (Islek, 2012).

Social media applications have affected the way
of doing business as well as changing the way
of communication between people. Social media
platforms have become a new marketing chan-
nel for businesses as consumers use these plat-
forms extensively (So, King and Sparks, 2014). It
has been unavoidable for businesses desiring to
interact with their consumers without the rest-
rictions of time and place. Businesses use social
media to reach current and potential customers,
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create brand awareness, provide information,
and increase sales. (Stokes, 2013).

Social media marketing aims, in its most general
sense, to promote the brand or products throu-
gh online social channels (Barefoot and Szabo,
2010). Weinberg (2009), social media marketing
has been defined as a process in which brands
advertise their products or services through so-
cial channels and increase brand awareness; al-
lowing them to interact and communicate with
a very large audience compared to traditional
advertisements. Businesses can perform dire-
ct marketing, promotion and sales activities by
using social media marketing. In particular, con-
sumers who actively use social media follow the
experiences shared by other users and search for
information before purchasing a product. Busi-
nesses that want to establish a close relations-
hip with their consumers and provide positive
feedback about the brand reach their consumers
directly through social media marketing (Parker,
2010).

O'Brien and Terschluse (2009) describe the so-
cial media marketing process as a circular cycle
of listening, measuring, connecting, and opti-
mizing. In listening, the first step of social me-
dia marketing, businesses can access word and
hashtag analysis data written over social media
using tracking software such as Google Alert. In
the measurement phase, the data obtained are
divided into groups according to their purpose
and categorical information is obtained. In this
way, companies can access strategic information
that will guide their actual marketing activities.
Engagement is the stage where the data obtained
by the companies provides solution generation
and consumer satisfaction. In the final stage of
optimization, businesses ensure customer lo-
yalty through all the activities they have achie-
ved in the direction of listening, measuring and
connecting in line with their social media marke-
ting strategies. After this stage, strong bonds are
established with consumers through consumer
loyalty rewarding activities. Businesses begin
to develop and implement the final marketing
strategy to reach a satisfied and broad consumer
base (Islek, 2012).

There are different views on the dimensions of

social media activities in the literature. In their
study on luxury brands, social media activities
are grouped under five dimensions: interaction,
knowledge, personalization, trending, and word
of mouth (Kim an Ko, 2012). Similarly, Yadav
and Rahman (2017) examined social media acti-
vities under five dimensions. In another study,
purchase intention was added in addition to the-
se five dimensions. (Koivulehto, 2017). Adverti-
sing is among the most important tools in which
businesses interact with their consumers in soci-
al media marketing (Jo, 2013). In this context, it
is important to add advertising to social media
activities (Alalwan et al.,2017). Bilgin (2018) inc-
luded social media activities in his study. One of
the most important components that affects per-
ception of followers in social media in a possitive
way and increases the continuity of follow-up is
entertainment (Kang, 2005). When a user has po-
sitive feelings about the brand or product, they
can share this information with other users and
positively affect their purchase intention (Dobele
et al., 2007). Due to the structure of social media
that allows easy communication and informati-
on sharing, interaction has an important place
in marketing activities. This mutual interaction
is not limited to consumers only. At the same
time, companies can quickly communicate with
their consumers and provide detailed informati-
on about the product or service (Maoyan , 2014).
This rapid flow of information is also directly
related to another component, the dimension
of trending (Godey et al.,2016). Advertising is
of great importance in social media marketing.
Compared to traditional media channels, busi-
nesses can announce their advertisements, pro-
duct information and promotions to a wider au-
dience at less cost (Bilgin, 2018). Thanks to the
social media sharing analysis carried out, it can
use personalized sales strategies. Businesses can
offer products and content according to the con-
sumer's interest with personalization (Wind and
Rangaswamy, 2001). All these social media acti-
vities affect the consumer's perception of brand
value and purchase intention.

2.2. Brand Equity

In today's conditions, where competition conti-
nues to increase rapidly, businesses give more
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importance to branding in order to create a sus-
tainable competitive advantage and to be distin-
guished by consumers. By using the advantages
provided by social media channels, consumers
can learn more about products and compare al-
ternative brands. Among these brands, they tend
to prefer the ones that make the most differen-
ce and that they like. Brand value is expressed
as an added value that is added to a product or
service (Farguhar, 1989), has an important pla-
ce in the consumer-based marketing approach.
Consumer-based brand value is a set of assets
and liabilities that increase/ decrease the value of
a product or service, connected with the name
or symbol of a brand. (Aaker, 1991). Brand equ-
ity does not only include the resources that the
consumer is ready to pay for the brand but also
intangible resources such as the general attitude
and perspective developed towards the brand
(Uzunkaya and Yiikselen, 2020).

Businesses that create brand value gain compe-
titive advantage against the promotion activities
of other competitors (Baalbaki and Guzman,
2016). Brand equity is explained in four dimen-
sions: brand awareness, loyalty, connotation and
perceived quality (Aaker,1991). Konecik and
Gartner (2007) explained brand value with a mo-
del in which the brand image was included.

Brand awareness is when the consumer recog-
nizes the brand and distinguishes it from other
brands (Kim, Jeong and Lee, 2010; Aaker, 1991).
Brand awareness is explained by two basic ele-
ments; brand recognition and brand recall.
Brand recall is seen as the ability of a consumer
who sees a product category to remember the
brand, while the ability of consumers to recog-
nize a product that has any of the characteristics
of the brand is explained as brand recognition.
(Hoeffler and Keller, 2002). It is known that high
brand awareness positively affects brand prefe-
rence and purchase intention (Aji, Nadhila and
Sanny, 2020).

Brand loyalty is expressed in the fact that a con-
sumer consistently buys the same brand, despite
the presence of other brands.. It refers to the fact
that the consumer performs the act of repurcha-
sing faithfully, even if the brand differs in price
and product features (Empon, Loy and Weiss,
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2015). Here, consumers establish a connection
with the brand through the positive emotions
they develop. Positive thoughts about a brand
lead to consumer's commitment to the brand
(Sohail, Hasan and Sohail, 2020). Increasing the
number of businesses offering similar produ-
cts in a competitive environment increases the
importance of brand loyalty. Consumers with
brand loyalty also attract potential consumers by
sharing their brand experiences with their close
circles and recommending the brand. Such brand
loyalty plays an important role in expanding the
consumer base for businesses (Yoo, Donth and
Lee, 2000).

Brand associations, with its most general defi-
nition, are the relationship that consumers have
with the brand in their minds. Iversen and Hem
(2008) define brand association as the color, type,
shape, and features that are perceived differently
from other brands that occur in the mind of the
consumer when the brand is heard. These associ-
ations may consist of the consumer's experiences
with the brand, as well as from secondary sour-
ces such as advertising word of mouth (Onen,
2018).

Perceived quality is a subjective perception and
is a perception of excellence or superiority belon-
ging to the brand (Aaker, 1991). The consumer
makes an evaluation with both the general abst-
ract feelings of a brand and the tangible features
of the product. It is possible to say that the subje-
ctive evaluation formed as a result of this evalu-
ation made by the consumer is different from the
real or objective evaluation (Onurlubas, 2018).
Sanyal and Datta (2011) state that high percepti-
on of quality has a positive effect on the growth
of sunday share of enterprises.

3. METHOD
3.1. Research Model and Hypotheses

This study is a quantitative and cross-sectio-
nal study and aims to reveal the effect of social
media marketing on brand value and purchase
intention. Cross-sectional research is the type of
research in which the study data covers a certain
period of time and constitutes a large part of so-
cial science research.
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Social media applications allow businesses to
interact at a low cost without creating time and
space constraints. This two-way interaction is
important for consumers about their brand thin-
king and attitudes. Aji, Nadhila and Sanny (2020)
have concluded that social media marketing ac-
tivities has significant effect on on Instagram
and brand equity in their study. Similarly, Mar-
tin and Todorov (2010) found that social media
personalization has a significant effect on brand
equity and brand loyalty. Park (2018), in his
study in the airway industry, express that being
a trend from social media marketing activities is
the most important marketing dimension and
has a significant impact on brand awareness. In
the light of this information, H1 hypothesis was
developed.

H,: SMMA has a positive effect on brand equity.

Businesses that seek to have a greater say on con-
sumer purchasing behavior with their marketing
strategies closely follow technological develop-
ments and consumer trends. Consumer purcha-
sing behavior is a complex process that is shaped
by many factors such as needs, motives, personal
characteristics and brand attitude. Nowadays,
social media applications are important for busi-
nesses that want to shape consumer purchasing
processes (Albors, Ramos and Herves, 2008 ).
Hutter et al., (2013) stated that there is a signifi-
cant relationship between the social media mar-
keting activities of brands and their purchase
intention in their study within the scope of the
facebook application. Similarly, Zhu and Zhang
(2010) emphasize that social media marketing
has a positive effect on the sales performance of
brands in their study. In another study (Akgiin,
2020), it has been determined that the marketing
activities of brands through social media have a
positive relationship on purchase intention

In this context, H2 hypothesis was developed.

H,: SMMA has a positive effect on purchase in-
tention.

Todays, itis possible for businesses to differentiate
from their competitors, gain competitive advan-
tage and place them in the minds of consumers
with branding. Businesses that offer brand-based
services have the ability to create a strong brand

prestige by establishing strong bonds with the-
ir consumers (Perry and Wisnom, 2003). At the
same time, with the strong brand they have cre-
ated, they can add value to the products and ser-
vices they offer to their consumers. Laksamana
(2018) states that consumers with brand loyalty
have a high repurchase intention. Similarly,
studies in related literature (Aaker, 1991; Chang
and Liu, 2009; Vinh and Huy, 2016) show that
there is a significant relationship between brand
equity and purchase intention.

In this context, H3 hypothesis was developed.

H,: Brand Equity has a positive effect on purcha-
se intention.

3.2. Data Collection Method and Analysis

A questionnaire consisting of two parts was used
in the research. in the first section, there are 26
questions related to social media marketing acti-
vities, brand value and purchase intention. 5-po-
int Likert-type scale was applied (5- I comple-
tely agree... 1-I completely disagree). The items
were taken from Kim and Ko (2012) and Bilgin’s
(2018) studies with five-dimensional social me-
dia marketing activities: personalization, adver-
tising, entertainment, trend and interaction. In
the brand value scale consisting of four dimensi-
ons; Aaker’s (1996) questions were used to deter-
mine perceived brand quality and brand loyalty,
Seo and Park (2018) search provided for brand
awareness, Park et al. (2019). In the second part
of the questionnaire, there are 4 items prepared
to find out the demographic characteristics of the
participants and the duration of their use of so-
cial media. Data collection was carried out onli-
ne. Analysis of the research data was conducted
through the Smart PLS program. p<0.05 value
was accepted as statistical significance level in
all tests.

3.3. Sampling Group

The main mass of this study consists of users
who live in Adana, have a facebook account
and actively follow any brand profile on Face-
book. Purposeful sampling, which is one of the
non-probabilistic sampling methods, was used
to determine the research participants.This met-
hod was preferred because it allows to include
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people with specified characteristics and comply
with the research problem (Sahin and Giirbiiz,
2014). In this context, the questionnaire was pre-
pared online through Google forms and was car-
ried out with 227 participants who voluntarily
participated in the research. Information about
the participant characteristics is presented in
Table 1.

Table 1 displays participants’ gender, educatio-
nal attainment, time spent on browsing facebook
and time spent on other social media platforms.
More females (%66.1) than males (%33.9) partici-
pated in the study. In terms of educational attain-
ment university graduates makes up the largest
group (%63). While participants with elementary
education makes up one third of the total partici-
pants (%29.9), high school graduates are the least
participating group (%7.5).

According to the time spent on Facebook during
the day, 62.6% of the participants revealed that
they spent 30 minutes or less time on facebook.
Participants spending an hour of time on facebo-
ok during the day makes up 19.4% of the sample,
while participants spending more than an hour
makes up approximately %16 of the participants.

4. FINDINGS

In this section, the reliability analyses of the sca-
les used in the study and the hypothesis tests
created based on the literature in accordance
with the purpose and model of the study are inc-
luded. The data obtained in the study were anal-
yzed through the SmartPLS program.

4.1. Validity and Reliability Analysis of Scales

Prior to the analyses, validity and reliability
studies were conducted for the scale. internal
consistency reliability and convergent validity
coefficients were determined for validity and
reliability. Cronbach's Alpha and CR=Composi-
te Reliability coefficients were used for internal
consistency reliability, and the mean variance
(AVE=Subtracted Mean Variance) values explai-
ned by factor loads were used to determine con-
vergent validity. in the studies, the factor load
and reliability coefficients were expected to be
>0.70, and the average variance described was
expected to be 20.50. The reliability and validity
results are shown in Table 2. In this study two di-
mensions, advertising and customization came
out as compenents of SMMA. Similarly, Akgiin

Table 1. Information About Participants

Number (n) Percent (%)
Woman 150 66,1
Gender Man 77 33,9
Total 227 100
Primary
education 67 29,5
Educational Status High school 17 7,5
University 143 63,0
Total 227 100
30 min and
less 142 62,6
1 hour 44 19.4
2-3 hours 28 12,3
Time spent on Facebook per day | 4 hours 8 3,5
5 hours 2 0,9
6 hours and
more 3 1,3
Total 227 100
Less than
hour 75 33,0
2-3 hours 81 35,7
Total time spent on other social 4 hours 21 9,3
media pages per day > hours 27 11,9
6 hours 4 1,8
7 hours and
more 19 8,4
Total 227 100
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(2020) defined SMMA as two dimensional const-
ruct (liking and effectiveness) in her study. Ano-
ther study in which SMMA compenents were

determined as two dimensional was that Demir-
ci and Arik (2020).

The Cronbach Alpha coefficients of the scales
are between 0.761 and 0.932; Since the CR coeffi-
cients are between 0.768 and 0.881, it is accepted
that the internal consistency reliability is suffi-
cient. According to the values in the table, it is

ressions with factor loads between 0.40 and 0.70
from the model. it recommends that expressi-
ons with a factor load below 0.708 should not be
excluded from the measurement model (Hair et
al.,2014).

Factor loads of the scales were between 0.680 and
0.904; Since the AVE values were between 0.522
and 0.712, accordingly, it can be said that conver-
gent validity has been achieved.

Research Model and Results

seen that the factor loads are between 0.680 and
0.904. It is stated that the factor loads should be
>0.708 . If the AVE or CR values are below the
threshold value, they suggested decoupling exp-

BA BL
PQ
BAW

Do 0000 1.011(0.000) 1.016 (0.000)
934 (0.000 0.955 (0.000)

In the research, the structural equation model cre-
ated to test the hypotheses is shown in Figure-1.

0.708 (0.000)

SMMA

0,662 (0.000)

Figure 1. Structural Equation Model

Table 2. Measurement Model Results

Variable Item FL?:;’: C“:;?:ch CR AVE
Social Media Al 0.708
Marketing Activities A2 0.680
(SMMA) Cl 0.776 0.814 0.813 0.522
Advertisement (A)
Customization (C) C2 0.723
PQ1 0.815
PQ2 0.664 0.856 0.668
PQ3 0.948
Brand Equity (BE) BA1 0.861
Percieved Quality (PQ) BA2 0713 0.768 0.625
Brand Assocation (BA) BLI 0'793 0932
Brand Loyalty (BL) BL2 0.874 ' 0.881 0.712
Brand Awareness BL3 0' 362 ’ ’
(BAW) BAWI1 0.825
BAW2 0.904 0.859 0.671
BAW3 0.717
PI1 0.764
Purchase Intentions PI2 0.667
®I) PI3 0.740 0.855 0.853 0.522
P14 0.791
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Partial least squares path analysis (PLS-SEM)
was used to analyze the model of the study. Re-
garding the research model; PLS algorithm used
was for calculating linearity, path coefficients,
R2 and effect size (f2'); and Blindfolding analysis
was run to calculate the predictive power (Q2).
In order to evaluate the significance of the PLS
path coefficients, t-values were calculated by
taking 5000 subsamples from the bootstrapped
sample.

VIF, R2, f2 and Q2 values are presented in Table
3.

When the VIF (Variance Inflation Factor) va-
lues between the variables were examined, it
was figured that there was no linearity problem
between the variables since the values were be-
low the threshold value of 5. When the R2 va-
lues obtained from the model were examined, it
was determined that 50% of the brand value and
89% of the purchase intention were explained. ).
Having an effect size coefficient (f2) of 0.02 and
above is low; 0.15 and above is moderate; A sco-
re of 0.35 and above is considered high (Cohen,
1988). Sarstedt et al. (2017), stated that it is not
possible to talk about an effect in cases where the
coefficient is below 0.02. When the effect size co-
efficients (f2) are examined, it has been observed
that social media marketing has a high impact on
brand value and purchase intention.

It was found that SMMA had a statistically sig-
nificant effect on brand value (3=0.708; p<0.01).
Based on these findings, hypothesis 1 of the re-
search was supported. It was found that SMMA
had a statistically significant effect on purchase
intention (3=0.662; p<0.01). In relation to these

findings, research hypothesis 2 was supported.
It was understood that brand value has a statis-
tically significant effect on purchase intention
(p=0.353; p<0.01). Based on these findings, hypo-
thesis 3 of the research was supported.

5. CONCLUSION AND RECOMMEN-
DATIONS

Social media applications are adding more pe-
ople to their users lists every day. Social media
has become an important in our daily lives and it
becomes highly influential in shaping consumer
behavior. Social media pages make it possible to
reach a large consumer mass easily and quickly,
and have the capability to attract the attention of
businesses in a short time.

Covid 19 pandemic let to a development of new
digital consumer profiles. The curfews imposed
by the governments to prevent the spread of the
epidemic sparked off people to find new ways
to connect with others, including the businesses.
It is known that consumers, who tend to shop
more online due to the restrictive conditions and
risk of contamination increase their social media
usage times. This situation has brought along
the opportunity for brands to follow their consu-
mers closely by using the right social marketing
strategies. In this context, it is important to un-
derstand the use of social media, which is widely
used by consumers, in terms of marketing activi-
ties and consumer behavior. The purpose of this
research is to investigate the effect of marketing
activities in social media on perceived brand
value and purchase intention. For this purpose,
an online survey was conducted with 227 users
using Facebook, one of the most popular social

Table 3. Research Model Result

Variable VIF R? 2 Q?
SMMA Brand Equity 1000 0.497 0.989 0.226
SMMA Purchase Intentions 1980 | 0.894 0.066 0.476
Brand Equity
Table 4. Arastirma Modeli Katsay1lart
Variable B SS t value p
SMMA Brand Equity 0.708 0.061 11.581 0.000
SMMA Purchase Intention 0.662 0.071 9.296 0.000
Brand Equity Purchase Intention 0.353 0.083 4.234 0.000
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media applications in the world.

According to the result of the study, marketing
activities via social media have a positive effe-
ct on brand value. Similarly, Laksamana (2018)
concluded in his study that social media mar-
keting has a significant impact on consumer lo-
yalty. and brand value perception. Zollo et al.
(2020) state that social media marketing activi-
ties are a good tool to create a positive brand ex-
perience for the consumer. Also, consumers who
interact with the brand on social media tend to
show high quality perception and brand loyalty
to the brand due to positive brand associations
(Chang, Yu and Lu, 2015). In the research, it was
concluded that social media marketing activities
has positive affect on purchase intention. This
result supports the studies conducted by Kim
and Ko (2010) and Yadav and Rahman (2017).
Similarly, Orel and Arik (2020) emphasized that
being informative and entertaining, which is one
of the dimensions of social media marketing,
has a positive effect on consumers' purchase in-
tention. Social media tools can affect the decisi-
on-making process in purchasing behavior by
increasing the interaction of the consumer with
the brand (Constantinides and Stagno, 2011). In
this context, it is possible for brands that use so-
cial media effectively to increase their existing
consumer base. Another important factor affec-
ting purchasing behavior is brand equity. In the
study, it was concluded that brand value has a
positive effect on purchasing intention by sup-
porting the literature. Yoo et al., (2000) conclu-
ded in their research that high brand equity inc-
reases the intention to buy. Brand loyalty, brand
connotations, perceived quality and brand awa-
reness, which are the sub-dimensions of brand
equivalence, directly affect purchasing intention
(Wright, Williams and Byon, 2017).

In the light of the findings from this study, it is
possible to assert that businesses can increase
their brand value perception with planned and
well-defined social media marketing strategies.
Businesses can strengthen their competitive po-
sition with advantages such as increasing brand
value and expanding sales volume with consu-
mer interaction developed through social me-
dia. It is also observed that consumers use social

media extensively and length of time they spend
affect their consumption style. In this context,
considering that social media has important effe-
cts on consumers' purchasing and brand percep-
tion, it may be beneficial to direct promotional
activities to these channels. It can be suggested
that future research on this subject should be
implemented in different social media applicati-
ons so that comparisons could be made between
studies that vary on the basis of samples and ty-
pes of social media channels.
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