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Abstract

Purpose: This study aimed to determine consumers’ digital literacy levels, whether their
digital literacy levels had an effect on their online purchasing behaviour, and whether
their digital literacy levels varied with their demographic characteristics. Few studies in
the marketing literature have investigated the concept of digital literacy, which has
become an important issue for consumer behaviour. Material and Method: In this study,
in which quantitative research methods were used, data were collected from 627
consumers through online survey method. The conceptual model of the study was tested
using structural equation modeling. Findings: This study found statistically significantly
differences between the generations’ digital literacy levels and online purchasing
intentions. Results: Especially for online communication, it is recommended to develop
applications and content that will attract and use consumers with different digital
literacy levels.

Oz

Amag: Bu calisma, tiiketicilerin dijital okuryazarlik diizeylerini, dijital okuryazarlik
diizeylerinin gevrimigi satin alma davranslarina etkisinin olup olmadigimi ve dijital
okuryazarlik diizeylerinin demografik oOzelliklerine gore degisip degismedigini
belirlemeyi amaclamistir. Tiiketici davramsglar igin 6nemli bir konu haline gelen dijital
okuryazarlik kavramini pazarlama literatiiriinde az sayida calisma ile arastirmistir.
Gere¢ ve Yontem: Nicel arastirma yontemlerinin kullanildigr bu arastirmada 627
tiiketiciden gevrimigi anket yontemi ile veri toplanmistir. Calismanin kavramsal modeli
yapisal esitlik modellemesi kullanilarak test edilmistir. Bulgular: Calismada, kusaklar
arasinda dijital okuryazarlik diizeyleri ile ¢evrimigi satin alma niyetleri arasinda
istatistiksel olarak anlamli farkliliklar bulunmustur. Sonug: Ozellikle online iletisim icin
farkli dijital okuryazarlik seviyelerine sahip tiiketicilere yonelik uygulamalar ve icerikler
gelistirilmesi 6nerilmektedir.

@c‘ﬂ; Bu calisma Creative Commons Atif-GayriTicari 4.0 (CC BY-NC 4.0) kapsaminda agik erisimli bir makaledir.

Cite as/Bu yay1na atifta bulunmak icin: Ozbakir Umut, M. (2024). Examining the relationship between digital literacy levels
and online purchase intentions of generation X, Y, and Z consumers. Journal of Current Marketing Approaches & Research,
5(Special Issue), 1-20. https://doi.org/10.54439/gupayad.1495730

Ethics committee statement/Etik kurul beyani: This study was conducted with the approval of the Ethics Committee in
accordance with the decision of Bolu Abant Izzet Baysal University Human Research Ethics Committee in Social Sciences
dated 24.12.2020 (protocol no. 2020/295) and numbered 2020/12.

1. Introduction

Digital consumption culture emerges directly
or indirectly from consumer's interactions with
digital technologies such as the internet, social

media, mobile devices

Consumer interaction with the physical world
has transformed significantly with the rise of
digital technology. Their purchasing habits,

and

product usage, and overall lived experiences
have shifted. For instance, to meet the need for
storing and information, we’ve
transitioned from floppy disks to CDs, USB

drives, and now cloud storage. Many people

sharing

lications.
APPHEAtONS: 1y ave also altered  their shopping behavior,

moving from traditional markets to online
platforms. Today, consumers' online and offline
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lives are deeply intertwined, leading to a more
complex relationship with their social and
business environments. As a result, digital
consumer culture should emerge as a distinct
area of research (Dey et al., 2020). In today's
digital
constantly exploring new and creative methods

consumer culture, companies are
to better understand their customers and stay
ahead of the competition. The ability to collect
vast amounts of data on consumer behavior,
preferences, and attitudes through digital tools
has
consumer psychology. On the positive side,
these insights have opened doors for more
personalized marketing, improved product
development, and greater customer satisfaction.

unlocked unparalleled insights into

However, the reliance on data also brings
challenges, such as privacy concerns, data
security risks, and the potential for over-reliance
on algorithms, which may oversimplify complex
human behaviors. Despite these drawbacks, the
application of digital technologies remains
crucial for enhancing understanding of
consumer decision-making (Tiifekci & Akbiyik,
2023).

As of 2023, the number of individuals
utilizing the Internet reached b5.16 billion
globally. This signifies that 64.4 percent of the
global population is currently engaged in online
activities (Wearesocial, 2023). The results of the
Turkey Household Information Technology
Usage Survey indicate that the proportion of
households with access to the Internet from
home increased by 1.4 points in 2023 compared
to the previous year, reaching 95.5%. In 2022, the
internet usage rate in Turkey was 85.0% among
individuals aged between 16 and 74. By 2023,
this figure had risen to 87.1%. With regard to
gender, the rate of Internet usage in 2023 was
90.9% for males and 83.3% for females (TUIK,
2023). Furthermore, digital technologies are now
commonly employed for
purposes,
business meetings, interviews, the purchase of
goods and services, and numerous other
applications. The necessity to transfer physical

a multitude of

including educational activities,

processes to digital environments during the
pandemic has been a recent phenomenon,
although the use of digital technologies has been

a long-standing feature of modern life. The 2020
Coronavirus pandemic required the transfer of
numerous professional and business practices to
digital light of these
developments, digital literacy has emerged as a
crucial concept. Digital literacy is defined as the

environments. In

knowledge, skills, and experiences required to
effectively utilize digital technologies, enabling
acquire information,
technology, and create and share content (Eshet,
2004). Studies have shown that digital literacy
plays a key role in navigating the digital
landscape, including making online purchases.
The current research seeks to answer the
question: Do digital literacy levels affect online
purchasing intentions? Prior studies, such as
those by Park and Kim (2003), have indicated
that consumers with higher levels of digital
literacy tend to have greater trust in online
platforms, thus increasing their likelihood of

individuals to use

engaging in e-commerce. Another important
research question posed by the study is whether
digital literacy levels and online purchasing
intentions differ among generations X, Y, and Z.
Previous research has identified generational
differences in digital literacy, with younger
generations typically demonstrating higher
proficiency in digital tools and platforms
(Prensky, 2001). This variance in digital literacy
is hypothesized to correlate with differences in
younger
generations are more likely to trust and utilize
digital platforms for shopping (Bolton et al.,
2013). The study focuses on consumers in

online purchasing behavior, as

Turkey, aiming to assess whether digital literacy
levels impact their online purchasing behavior
and how these levels vary across demographic
characteristics. Turkey, like many other
has experienced rapid digital
transformation, making it a relevant context for
examining the intersection of digital literacy and
consumer behavior. This research adds to the
expanding body of marketing literature by
framing digital literacy as a vital concept for
comprehending  contemporary  consumer
behavior. Studies have shown that digital
literacy
decision-making processes and engagement in
digital environments (Deursen & Dijk, 2014). As

countries,

significantly ~ influences consumer
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the digital economy continues to evolve,
grasping the role of digital literacy is becoming
increasingly crucial for businesses aiming to
connect effectively with consumers
diverse generational and demographic segments
(Hargittai, 2010). Understanding these dynamics

acCross

can help organizations tailor their strategies to
meet the needs of a digitally literate audience.

2. Conceptual Framework

As more and more services and information
relevant to daily life are made available online,
competence in using the Internet is becoming
more and more important. As a growing
segment of the population relies on the Internet,
it becomes essential to assess
accessibility but also how digital literacy impacts

not only

the way individuals process information. It is
therefore important to assess the impact of the
Internet on access to information and,
furthermore, to examine how the resulting
increase in information burden affects decision-
making (Hargittai, 2005).

Gilster (1997) defined the concept of digital
literacy as the ability to understand and use
information from different resources through
computer. This extends beyond the mere ability
to utilise software or operate a digital device to
encompass the capacity to utilise images,
reproduce, disseminate information, inform,
and develop socio-emotional competence. An
individual who is digitally literate should
possess operational and technical proficiency,
demonstrate critical thinking and the ability to
evaluate digital content, and utilise the web in a
safe manner for professional, educational, and
other routine activities.

Callum and Jeffrey (2014) demonstrated the
importance of digital literacy in the adoption of
mobile learning technology by highlighting how
users’ ability to navigate and engage with digital
tools directly influences their willingness and
capacity to adopt new technologies, like mobile
learning platforms. Their study found that
individuals with higher levels of digital literacy
were more comfortable using mobile devices for
educational purposes, as they could effectively
access, process, and utilize digital content.
Nawafleh (2018) showed that digital literacy has

a positive and significant impact on people's
intention to use e-government services. Digital
literacy refers to the ability to communicate,
collaborate, acquire
information using technological tools (Kinzer,
2010). Numerous studies in the literature (Ertas
et al., 2019; Horrigan, 2016; Marsh et al., 2017)
have demonstrated that digital literacy levels
vary across age groups. Age, being an important
socioeconomic characteristic, has a direct and

and and evaluate

regulatory impact on consumers' behavioral
intentions, technology adoption, and acceptance
(Chung, 2010). Younger individuals tend to have
more experience with the Internet, making
factors such as perceived usefulness and attitude
more significant in their technology usage
(Morris & Venkatesh, 2000). Thus, digital
literacy is not only shaped by technological tools
but also by demographic factors like age. This
fact led to this study’s first two main hypotheses
and their sub-hypotheses:

Hi: There are differences in the three
generations’ digital literacy levels.

Hia: There are differences in the three
generations’ attitude dimension.

Hmw: There are differences in the three
generations’ technical dimension.

Hic: There are differences in the three
generations’ cognitive dimension.

Hia: There are differences in the three

generations’ social dimension.

H2: There are differences in the three
generations’ online purchasing intentions.

Numerous studies have found that digital
literacy levels differ by gender, with significant
implications for
consumer behavior. For instance, Morris and
Venkatesh  (2000) explored how gender
influences decision-making and purchasing
behavior in the context of digital systems. Their
findings suggest that men and women value
digital features differently, with these
differences reflecting gender-specific
preferences and approaches to technology use.
These variations in digital literacy and
technology adoption align with broader

technology adoption and
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research indicating that males and females have
that shape their
consumption decisions. However, the literature

distinct  characteristics
on gender and digital literacy presents mixed
findings. While Kiyici (2008) and Bayrakgi (2020)
found that men tend to exhibit higher levels of
digital literacy compared to women, suggesting
a gender gap in technological proficiency, other
studies present more nuanced perspectives. For
instance, Shin (2009) found no statistically
significant difference in internet usage between
men and women, indicating that access to and
use of digital platforms may not be as gendered
as previously thought. These findings suggest
that while men may demonstrate higher digital
literacy in certain contexts, the overall usage and
interaction with digital systems can be more
evenly distributed across genders depending on
the digital environment and cultural factors.
Gender remains an important variable in
understanding how consumers engage with
digital technologies, though the influence of
gender on digital literacy and behavior appears
complex and context-dependent. Thus, this
study hypothesized that:

Hs: There are differences between females” and
males’ digital literacy levels.

Hsa: There are differences between females’
and males’ attitude dimension.

Hsb: There are differences between females’
and males’ technical dimension.

Hse: There are differences between females’
and males’ cognitive dimension.

Hsa: There are differences between females’
and males’ social dimension.

Ha: There are differences between females” and
males’ online purchasing intentions.

Horrigan (2016) found that digital literacy
levels varied by education level, and that people
with bachelor’s or master’s degrees had higher
digital literacy levels than people with other
education levels. Yesildal (2018) also found that
digital literacy levels varied by education level.
This led to these hypotheses:

Hs: There are differences in digital literacy
levels by education level.

Hsa: There are differences in the attitude
dimension by education level.

Hso: There are differences in the technical
dimension by education level.

Hse: There are differences in the cognitive
dimension by education level.

Hsa:
dimension by education level.

There are differences in the social

He: There are differences in online purchasing
intentions by education level.

Janssen and Stoyanov (2012) identified the
digital literacy levels with general knowledge
and skills and indicated that the digital literacy
levels of people with professional careers were
positively affected by their efforts to express
their creativity and improve their professional
performance. Thus, the following hypotheses
were developed for employment status and
digital literacy:

H7: There are differences in digital literacy
levels by employment status.

Hrza: There are differences in the attitude
dimension by employment status.

Hm»: There are differences in the technical
dimension by employment status.

H7:: There are differences in the cognitive
dimension by employment status.

Hza: There are differences in the social
dimension by employment status.

Hs: There are differences in online purchasing
intentions by employment status.

The relationship between income level and
digital literacy is also discussed in the literature.
In this regard (Hatlevik & Christophersen, 2013;
Kiyici, 2008; Yesildal, 2018), these hypotheses
were developed because it has been found that
low-income groups have lower digital literacy
levels:

Ho: There are differences in digital literacy
levels by income level.

Hoa: There are differences in the attitude
dimension by income level.
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Hob: There are differences in the technical
dimension by income level.

Hoc: There are differences in the cognitive
dimension by income level.

Hoa:
dimension by income level.

There are differences in the social

Hio: There are differences in online purchasing
intentions by income level.

A review of the literature reveals that digital
literacy levels vary by age group (Ertas et al,,
2019; Horrigan, 2016; Marsh et al., 2017).
Nevertheless, no studies were identified that
directly compare the digital literacy levels and
online purchasing intentions of the three
generations. Conversely, studies have identified
discrepancies in consumer behaviour across the
three generations. For instance, the consumer
profile of Generation X indicates that they are
driven by both rational and emotional motives
and adhere to traditional values (Altug, 2012).
The consumer behaviour of Generation Y has
been the subject of numerous studies, which

Digital Literacy Levels

- Attitude

that this
characterised by a strong focus on consumption,

have revealed generation is
frequent use of the internet and electronic media
tools, and a proclivity for online shopping,
particularly in comparison to other generations
(Wolburg & Pokrywczynski, 2001; Valentine &
Powers, 2013). Generation Z is conversant with
the majority of technological products currently
on the market, has no difficulty in using them,
and acquires consumer characteristics at an early
age, given that they commence their educational
lives at an earlier age (Bakirtas et al., 2016). In
light of the aforementioned evidence, the
following hypotheses were developed for the
final set of the study:

Hui: The digital literacy levels of generation X
affect their online purchasing intentions.

Hi2: The digital literacy levels of generation Y
affect their online purchasing intentions.

His: The digital literacy levels of generation Z
affect their online purchasing intentions.

Online

Purchasing

- Technical

- Cognitive

- Social

) 4

Intention

Figure 1. Conceptual Model

Figure 1 shows the conceptual model that was
assessed by this study.

3. Method

The concept of digital literacy has gained
prominence as a result of the migration of
activities such as education, business,
entertainment, and consumption to digital
environments. This study seeks to answer the
following question: Does an individual's level of
digital literacy influence their intention to make
purchases online? The hypothesis is that digital
literacy levels affect consumer behaviour. The
study's other research question was as follows:

This study seeks to determine whether there are
differences in the digital literacy levels and
online purchasing intentions of generations X, Y,
and Z. The objective of this study was to
ascertain the digital literacy levels of consumers
in Turkey, to determine whether digital literacy
levels influence online purchasing behaviour,
and to examine whether digital literacy levels
vary according to demographic characteristics.
In this study, relational research design was
used. Relational research design is a quantitative
used to

research method explore the

5
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relationships or associations between two or
more variables. The primary goal is to examine
whether and how variables are connected, often
through analysis,
manipulating the variables directly. This design
was chosen because it aims to explore potential

statistical without

links between variables without establishing
causality (Cohen et al, 2000). Two different
scales were used in this study. One was the
Digital Literacy Scale developed by Ng (2012).
Hamutoglu et al. (2017) adapted it into Turkish.
The scale comprises 4 components such as
attitude, technical, cognitive
dimension. The other scale was the Online
Purchasing Intention Scale developed by Celik
(2009). Permissions to use the scales were

and social

obtained prior to the study. This study was
conducted with the approval of the Ethics
Committee in accordance with the decision of
Bolu Abant Izzet Baysal University Human
Research Ethics Committee in Social Sciences
dated 24.12.2020 (protocol no. 2020/295) and
numbered 2020/12. The questionnaire was
prepared using a 5-point Likert scale (1= Strongly
Disagree and 5 = Strongly Agree).

This study’s main population consisted of
people in Turkey from generations X and Y, and
18- and 19-year-olds from generation Z.
Table 1.

Target Population and Sample

Although the definitions of Generation X, Y, and
Z originate from the USA, they are addressed by
statistical bureaus and researchers in different
countries. Although there is no consensus on the
exact time interval for the birth dates of the
generations, countries define these generations
by determining the birth year interval
depending on the political, sociological and
especially post-World War Il population growth
action plans processes (USA Statistical Institute,
2006; Hogan, Perez, & Bell, 2008; Crumpacker &
Crumpacker, 2007). This population includes
44,782,706 people from 18 to 54 years old
according to the Turkish Statistical Institute
(TUIK, 2020). Due to time and cost constraints,
the convenience sampling method, one of the
most widely used sampling strategies, was used
in the study. Data were collected through an
online survey. The researcher sent the online
questionnaire to the respondents in Generation
X (40-54 age range), Y (20-39 age range) and Z
(18 ang 19 age) through social media channels
and e-mail. The survey items were answered
with the approval of those who agreed to
participate in the survey. In online surveys, it is
not possible to move on to the next question
without answering a question, so there were no
missing coded surveys.

Generation Target Population Sample

f % f %
X (40-54 age range) 16,176,316 36 135 23
Y (20-39 age range) 25,939,249 58 369 58
Z (18 and 19 age range) 2,667,141 6 123 19
TOTAL (18-54 age range) 44,782,706 100 627 100

Table 1 shows that approximately 36% of the
44,782,706 people in Turkey from 18 to 54 years
old are in generation X, 58% are in generation Y,
and 6% are 18- and 19-year-olds in generation Z.
People born in 2000 and afterwards are
considered generation X, but this study only
included consumers who were older than 18.
This study tried to reach similar percentages of
respondents from generations X, Y, and Z to
increase its representativeness for the target
population. 627 participants 135 from generation
X, 369 from generation Y, and 123 from
generation Z. This study’s online survey

included the 17-item Digital Literacy Scale, the
4-item Online Purchasing Intention Scale, and 6
questions regarding demographic information.
Data were collected between 20.12.2021 and
10.01.2022.

The data were analysed using SPSS and
AMOS software based on a 95% confidence
interval. Skewness and kurtosis values between
+3 and -3 obtained from the scales were
considered sufficient to identify a normal
distribution (De Carlo, 1997; Hopkins & Weeks,
1990; Groeneveld & Meeden, 1984; Moors, 1986).
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4. Findings three- or more-group variables. This section

The findings of the study are as follows. The
parametric independent samples t-test was used
to analyse two-group variables, and one-way
analysis of variance (Anova) was used to analyse

presents the findings of the roadmap analysis
through confirmatory factor analysis (CFA),
structural equation modelling, and the tests for
descriptive statistics.

Table 2.
The Distribution of Variables by Generation
Generation
X Y VA Total
n % n % n % n %
Female 75 556 219 593 79 642 373 595
Gender

Male 60 444 150 40,7 44 358 254 40,5

c Primary school 4 3,0 2 5 0 0 6 1,0
S _ High school 23 170 72 195 102 829 197 314
§ £ _Associate’s degree 11_81 60 163 19 154 90 144
g Bachelor’s degree 65 48,1 180 48,8 2 1,6 247 39,4
Master’s degree 32 237 55 14,9 0 0,0 87 13,9
= I have a full-time job. 91 674 172 466 4 3,3 267 42,6

= ﬁ I am a new graduate, and I am looking for a job. 0 0,0 30 8,1 3 2,4 33 53

:c) 4; I am unemployed. 11 81 24 6,5 3 2,4 38 6,1
& %D I am a student, and I am not working. 1,5 77 20,9 91 74,0 170 27,1

T?u %‘ I am a student, and I have a full-time job. 1 7 22 6,0 3 2,4 26 4,1

Lg § I am a student, and I have a part-time job. 5 3,7 20 54 13 10,6 38 6,1

I am not working. 25 18,5 24 6,5 6 49 55 8,8
0- 1500 TRY 8 5,9 106 287 47 382 161 257
< 1501 TRY - 2500 TRY 5 3,7 36 9,8 24 195 65 10,4
E 2501 TRY - 3500 TRY 10 74 70 19,0 21 17,1 101 16,1
g 3501 TRY - 4500 TRY 12 89 46 125 13 106 71 11,3
g 4501 TRY - 5500 TRY 17 126 37 100 9 7,3 63 10,0

= 5501 TRY - 6500 TRY 15 11,1 20 54 3 2,4 38 6,1
6501 TRY + 68 504 54 146 6 49 128 20,4

Table 2 shows that approximately 55% of
generation X, approximately 59% of generation
Y, and approximately 64% of generation Z were
female. Of all the respondents, 59.5% were
female, and 40.5% were male. Of the
respondents, 48.1% from generation X and 48.8%
from generation Y had bachelor’s degrees while
82.9% from generation Z had completed high
school. Of all the respondents, 39.4% had
bachelor’s degrees. Of the respondents, 67.4%

Table 3.

from generation X and 46.6% from generation Y
had full-time jobs, while 74% from generation Z
were students who were not working. Of all the
respondents, 42.6% had full-time jobs. Of the
respondents, 50.4% from generation X had
incomes of at least 6,501 TRY, while 28.7% from
generation Y and 38.2% from generation Z had
incomes of less than 1,500 TRY. Of all the
respondents, 25.7% had incomes of less than
1,500 TRY.

Descriptive Statistics and Normality Testing for Online Purchasing Intention and Digital Literacy

Levels
n Minimum Maximum Mean SD Skewness Kurtosis
Attitude 627 1,71 5,00 3,92 0,61 -,479 ,129
Technical 627 2,17 5,00 4,03 0,60 -,313 -, 148
Cognitive 627 1,00 5,00 4,09 0,68 -,679 ,846
Social 627 1,00 5,00 3,57 0,83 -, 164 -,394
Digital Literacy 627 2,18 5,00 3,90 0,55 -,180 -,209
Online Purchasing Intentions 627 1,00 5,00 3,95 0,91 -,806 ,313
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Table 3 shows that the skewness and kurtosis
values for the Digital Literacy Scale, its
subscales, and the Online Purchasing Intention
Scale were between +3 and -3, indicating that

they had normal distributions (Groeneveld &
Meeden, 1984; Moors, 1986, Hopkins & Weeks,
1990; De Carlo, 1997). The parametric tests were
used for the related analyses.

Table 4.
Digital Literacy Levels and Online Purchasing Intentions by Generation

Generation n Mean SD F p Multiple comparison

X 135 3,92 0,65 253
Attitude Y 369 3,96 0,58 3,226 ,040%

4 123 3,80 0,66

X 135 3,81 0,62 1<
Technical Y 369 4,09 057 11,092  ,000* 1<3

V4 123 4,06 0,65

X 135 4,06 0,64 953
Cognitive Y 369 4,14 0,66 3,957 ,020%

V4 123 3,95 0,77

X 135 3,37 0,87 1<
Social Y 369 3,66 0,79 6,055 ,002%

V4 123 3,55 0,86

X 135 3,79 0,56 10
Digital Literacy Levels Y 369 3,96 0,51 6,064 ,002*

Z 123 3,84 0,61

X 135 3,69 0,97 10
Online Purchasing Intentions Y 369 4,03 0,90 7,244 ,001* 13

Z 123 3,99 0,82

Table 4 shows the Anova test results for
digital literacy levels and online purchasing
intentions by generation. There were statistically
significant differences between the three
generations’ digital literacy levels (p<0.05).
Generation Y had the highest mean score, and
generation X had the lowest mean score. This
confirmed hypothesis Hi: There are differences
in the three generations’ digital literacy levels.

There  were  statistically  significant
differences between the three generations’
attitude dimension scores (p<0.05). Generation Y
had the highest mean score, and generation Z
had the lowest mean score. Thus, hypothesis Hia
was confirmed: There are differences in the three
generations’ attitude dimension.

There  were  statistically  significant
differences between the three generations’
technical dimension scores (p<0.05). Generation
Y had the highest mean score, and generation X
had the lowest mean score. Thus, hypothesis Hi
was confirmed: There are differences in the three
generations’ technical dimension.

There  were  statistically  significant
differences between the three generations’

cognitive dimension scores (p<0.05). Generation
Y had the highest mean score, and generation Z
had the lowest mean score. Thus, hypothesis Hic
was confirmed: There are differences in the three
generations’ cognitive dimension.

There  were  statistically  significant
differences between the three generations’ social
dimension scores (p<0.05). Generation Y had the
highest mean score, and generation X had the
lowest mean score. Thus, hypothesis Hia was
confirmed: There are differences in the three
generations’ social dimension.

There  were  statistically  significant
differences between the three generations’
online  purchasing intentions  (p<0.05).
Generation Y had the highest mean score, and
generation X had the lowest mean score. Thus,
hypothesis H: was confirmed: There are
differences in the three generations’ online
purchasing intention.

Table 5 shows the results of the t-test for
digital literacy levels and online purchasing
intentions by gender. There were statistically
significant differences between the females and
the males” digital literacy scores (p<0.05). The


https://dergipark.org.tr/tr/pub/gupayad

sO@O] "
=0

GUFE

https://dergipark.org.tr/tr/pub/cupayad

males had a higher mean score than the females.
This confirmed hypothesis Hs: There are

differences between females’ and males’ digital
literacy levels.

Table 5.
Digital Literacy Levels and Online Purchasing Intentions by Gender
Gender n Mean SD t p
F 1 373 3,90 0,59
Attitude e o o5 06 -910 363
F 1 373 3,95 0,60
Technical e o e 0.0 3,686 ,000%
Cognitive ij:;:le ;gi itl)g g:?i -1,210 227
F 1 373 3,49 0,81
Social e o 6 051 3,006 003
Digital Literacy Levels llz;:;eale ;ZZ g:gz gé; 2,785 ,006*
Online Purchasing Intention i;;?:le ;Zz ZZZ 8:22 ,770 441
There were no statistically significant by education level. There were statistically

differences between the females’ and the males’
attitude dimension scores. Thus, hypothesis Hsa:
There are differences between females and
males’ attitude dimension, was rejected.

There statistically ~ significant
differences between the females” and the males’
technical dimension scores (p<0.05). The males
had a higher mean score than the females. Thus,
hypothesis Hs was confirmed: There are
differences between females’ and males’
technical dimension.

were

There significant
differences between the females” and the males’
cognitive dimension scores. Thus, hypothesis
Hzse: There are differences between females” and
males’ cognitive dimension, was rejected.

were no statistically

There statistically ~ significant
differences between the females” and the males’
social dimension scores (p<0.05). The males had
a higher mean score than the females. Thus,
hypothesis Hsa was confirmed: There are

were

differences between females’” and males’ social
dimension.

There were no statistically significant
differences between the females” and the males’
online purchasing intentions. Thus, hypothesis
Ha: There are differences between females and
males’ online purchasing intention, was rejected.

Table 6 shows the results of the Anova test for
digital literacy and online purchasing intention

significant differences in digital literacy levels by
education level (p<0.05). The respondents with
bachelor’s degrees had the highest mean score,
and the respondents who had completed
primary school or high school had the lowest
mean score. This confirmed hypothesis Hs:
There are differences in digital literacy levels by
education level.

There
differences in attitude dimension scores by
education level (p<0.05). The respondents with
bachelor’s degrees had the highest mean score,
and the respondents who had completed

were  statistically  significant

primary school or high school had the lowest
mean score. This confirmed hypothesis Hsa:
There are differences in the attitude dimension
by education level.

There
differences in technical dimension scores by
education level. Thus, hypothesis Hsb: There are
differences in the technical dimension by
education level, was rejected.

were no statistically significant

There  were  statistically  significant
differences in cognitive dimension scores by
education level (p<0.05). The respondents with
master’s degrees had the highest mean score,
and the respondents’ scores decreased as their
education levels decreased. Thus, hypothesis Hsc
was confirmed: There are differences in the

cognitive dimension by education level.
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There statistically significant
differences in social dimension scores by
education level. Thus, hypothesis Hsa: There are

were no

differences in the social dimension by education
level, was rejected.

There statistically ~ significant
differences in online purchasing intentions by

Table 6.

were

education level (p<0.05). The respondents with
master’s degrees had the highest mean score,
and the respondents’ scores decreased as their
education levels decreased. Thus, hypothesis Hs
was confirmed: There are differences in online
purchasing intentions by education level.

Digital Literacy Levels and Online Purchasing Intentions by Education Level

Education Level n Mean SD F ) Multlple
comparison
Primary school/High school 203 3,83 0,59 1<3
Associate’s degree 90 3,86 0,68
Attitud 3,755 011*
tude Bachelor’s degree 247 4,01 0,59 ! !
Master’s degree 87 3,95 0,64
Primary school/High school 203 3,95 0,63
Associate’s degree 920 4,05 0,60
Technical 1,61 1
echmica Bachelor’s degree 247 4,08 0,59 /610 /186
Master’s degree 87 4,04 0,58
Primary school/High school 203 3,96 0,71 13
Associate’s degree 920 4,05 0,74
iti 4,2 * 1<4
Cognitive Bachelor’s degree 247 4,17 0,62 236 /006 <
Master’s degree 87 4,18 0,67
Primary school/High school 203 3,49 0,87
Associate’s degree 90 3,56 0,71
Social 1,335 262
oca Bachelor’s degree 247 3,64 0,84 ! ’
Master’s degree 87 3,61 0,83
. Primary school/High school 203 3,81 0,58
Digital o 1<3
Literac Associate’s degree 90 3,88 0,53 3737 011
y Bachelor’s degree 247 3,97 0,51 ! !
Levels
Master’s degree 87 3,95 0,56
. Primary school/High school 203 3,82 0,95
Online Associate’s degree 90 3,84 1,00 L
Purchasi . . 4 * 2<4
ure a.Smg Bachelor’s degree 247 3,99 0,85 /689 003 <
Intention
Master’s degree 87 4,23 0,84
Table 7 shows the results of the Anova testfor ~ differences in the attitude dimension by

digital literacy levels and online purchasing
intentions by employment status. There were
statistically significant differences in digital
literacy scores by employment status (p<0.05).
The respondents who had full-time jobs had the
highest mean score, and the respondents who
were not working had the lowest mean score.
Thus, hypothesis H7 was confirmed: There are
differences levels by
employment status. There were statistically
significant differences in attitude dimension
scores by employment status (p<0.05). The
respondents who had full-time jobs had the
highest mean score, while the students who
were not working had the lowest mean score.
Thus, hypothesis H7a was confirmed: There are

in digital literacy

employment status. There were statistically
significant differences in technical dimension
scores by employment status (p<0.05). The
students who had full-time jobs had the highest
mean score, and the respondents who were not
working had the lowest mean score. Thus,
hypothesis Hn was confirmed: There are
differences in the technical dimension by
employment status. There were statistically
significant differences in cognitive dimension
scores by employment status (p<0.05). The new
graduates looking for jobs had the highest mean
score, while the students who had part-time jobs
had the lowest mean score. Thus, hypothesis Hz
was confirmed: There are differences in the
cognitive dimension by employment status.

10
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There were statistically significant differences in
social dimension scores by employment status
(p<0.05). The students who had full-time jobs
had the highest mean score, and the respondents

who were not working had the lowest mean
score. Thus, hypothesis Hza was confirmed:
There are differences in the social dimension by
employment status.

Table 7.
Digital Literacy Levels and Online Purchasing Intentions by Employment Status
Employment Status n Mean SD F MUItIF_)le
comparison
I have a full-time job. 267 4,06 0,61
I am a new graduate, and I am looking for a job. 33 3,88 0,52 1>4
5 I am unemployed, but I used to have a job. 38 3,81 0,67
é I am a student, and I am not working. 170 3,79 0,57 4,245 ,000*
< lama student, and I have a full-time job. 26 3,82 0,73
I am a student, and I have a part-time job. 38 3,81 0,68
I am not working. 55 3,89 0,57
I have a full-time job. 267 4,08 0,60
_ I am a new graduate, and I am looking for a job. 33 4,03 0,58 157
& _Tam unemployed, but I used to have a job. 38 3,97 0,63 4>7
,% I am a student, and I am not working. 170 4,03 0,58 2,521 ,020*
2 Iamastudent, and I have a full-time job. 26 4,10 0,54
I am a student, and I have a part-time job. 38 4,05 0,67
I am not working. 55 3,75 0,63
I have a full-time job. 267 4,19 0,65
I am a new graduate, and I am looking for a job. 33 4,23 0,55 1>4
,ié I am unemployed, but I used to have a job. 38 4,09 0,60
;ﬁn I am a student, and I am not working. 170 3,96 0,69 2,772 ,011*
8 I am a student, and I have a full-time job. 26 4,06 0,65
I am a student, and I have a part-time job. 38 3,88 1,01
I am not working. 55 4,05 0,60
I have a full-time job. 267 3,63 0,82
I am a new graduate, and I am looking for a job. 33 3,59 0,82 1>7
= I am unemployed, but I used to have a job. 38 3,63 0,83 6>7
'g I am a student, and I am not working. 170 3,50 0,81 2,476 ,022%
P Jama student, and I have a full-time job. 26 3,71 0,86
I am a student, and I have a part-time job. 38 3,80 0,86
I am not working. 55 3,25 0,84
I have a full-time job. 267 3,99 0,53
g I am a new graduate, and I am looking for a job. 33 3,93 0,47 1>4
3 « Iam unemployed, butI used to have a job. 38 3,88 0,58 1>7
E % I am a student, and I am not working. 170 3,82 0,54 2,734 ,013*
%o ~ T am a student, and I have a full-time job. 26 3,92 0,56
A I am a student, and I have a part-time job. 38 3,89 0,67
I am not working. 55 3,74 0,53
so _1have a full-time job. 267 4,01 0,87
'% " I am a new graduate, and I am looking for a job. 33 4,02 1,01 1>7
5 & Iam unemployed, but I used to have a job. 38 3,91 0,99 6>7
E % I am a student, and I am not working. 170 3,89 0,90 2,696 ,014*
g E I am a student, and I have a full-time job. 26 4,08 0,85
= I am a student, and I have a part-time job. 38 4,19 0,81
© I am not working. 55 3,55 1,04

There  were  statistically  significant
differences in online purchasing intentions by
employment status (p<0.05). The students who
had part-time jobs had the highest mean score,
and the respondents who were not working had

the lowest mean score. Thus, hypothesis Hs was
confirmed: There are differences regarding
online purchasing intentions by employment
status.
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Table 8 shows the results of the Anova test for
digital literacy levels and online purchasing
intentions by income level.
Table 8.
Digital Literacy Levels and Online Purchasing Intentions by Income Level
Income Level n Mean SD F p
0- 1500 TRY 161 3,82 0,59
1501 TRY - 2500 TRY 65 3,95 0,64
2501 TRY - 3500 TRY 101 3,91 0,58
Attitude 3501 TRY - 4500 TRY 71 3,97 0,62 1,807 ,095
4501 TRY - 5500 TRY 63 4,03 0,60
5501 TRY - 6500 TRY 38 3,79 0,68
6501 TRY + 128 4,00 0,64
0- 1500 TRY 161 3,98 0,57
1501 TRY - 2500 TRY 65 4,06 0,56
2501 TRY - 3500 TRY 101 4,04 0,57
Technical 3501 TRY - 4500 TRY 71 4,06 0,65 0,513 ,799
4501 TRY - 5500 TRY 63 4,01 0,55
5501 TRY - 6500 TRY 38 3,95 0,67
6501 TRY + 128 4,08 0,67
0- 1500 TRY 161 4,00 0,70
1501 TRY - 2500 TRY 65 3,92 0,72
2501 TRY - 3500 TRY 101 4,10 0,66
Cognitive 3501 TRY - 4500 TRY 71 4,12 0,70 2,095 ,052
4501 TRY - 5500 TRY 63 4,10 0,65
5501 TRY - 6500 TRY 38 4,09 0,75
6501 TRY + 128 4,23 0,62
0- 1500 TRY 161 3,56 0,82
1501 TRY - 2500 TRY 65 3,56 0,75
2501 TRY - 3500 TRY 101 3,48 0,86
Social 3501 TRY - 4500 TRY 71 3,63 0,79 0,974 442
4501 TRY - 5500 TRY 63 3,47 0,72
5501 TRY - 6500 TRY 38 3,59 0,91
6501 TRY + 128 3,70 0,90
0- 1500 TRY 161 3,84 0,54
1501 TRY - 2500 TRY 65 3,87 0,55
2501 TRY - 3500 TRY 101 3,88 0,55
Digital Literacy Levels 3501 TRY - 4500 TRY 71 3,95 0,51 1,257 ,275
4501 TRY - 5500 TRY 63 3,90 0,50
5501 TRY - 6500 TRY 38 3,85 0,60
6501 TRY + 128 4,00 0,58
0- 1500 TRY 161 3,91 0,97
1501 TRY - 2500 TRY 65 3,86 0,83
. . 2501 TRY - 3500 TRY 101 3,97 0,80
Online Purchasing =550 TRy - 4500 TRY 71 3,84 0,91 1372 224
Intentions
4501 TRY - 5500 TRY 63 3,92 1,02
5501 TRY - 6500 TRY 38 3,83 0,98
6501 TRY + 128 4,14 0,87

There were no statistically significant
differences in digital literacy scores by income
level (p>0.05). Thus, hypotheses Hy, Hoa, Hob, Ho,
and Hos were rejected. There were also no
statistically significant differences in online
purchasing intentions by income level (p>0.05).
Thus, hypothesis Hio was rejected.

Table 9 shows the validity values for online
purchasing intentions and digital literacy levels.
Fornell and Larcker (1981) emphasizes the
importance of each factor's AVE values in
convergent and divergent and indicates that
AVE values should be greater than 0.5 for
convergent validity. Bagozzi et al. (1991) say that

12
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convergent validity is accomplished when all
the items that constitute the structure, i.e., the
factor, are statistically significant. On the other
hand, convergent wvalidity is considered

acceptable if the CR value is above 0.7 even if the
AVE value is lower than 0.5 (Buric et al., 2016;
Huang et al., 2013).

Table 9.
The Convergent and Divergent Validity of Online Purchasing Intentions and Digital Literacy Levels
Average Variance Extracted (AVE) Composite Reliability (CR)
Attitude 0,42 0,82
Technical 0,45 0,83
Cognitive 0,50 0,67
Social 0,52 0,68
Digital Literacy Levels 0,45 0,93
Online Purchasing Intentions 0,76 0,93

Confirmatory Factor Analysis (CFA)

CFA is used to assess the extent to which the
factors generated from a number of variables
based on theoretical grounds (latent variables)
are consistent with the real data. In other words,
it analyses the degree to which a predetermined
or conceptualized structure is confirmed by the
collected data. Exploratory factor analysis
determines the factor structure of the data based
on the factor loads and regardless of a specific
pre-expectation or hypothesis, whereas CFA is
based on testing prediction that specific
variables have large effects on predetermined

factors based on theoretical grounds (Siimer,
2000). Numerous fit indices are used to
determine the adequacy of models tested with
CFA. When assessing the correspondence
between theoretical models and real data, a
variety of fit indices are recommended because
they have different strengths and weaknesses.
The most frequently used fit indices are (Cole,
1987; Siimer, 2000): the chi-squared goodness of
fit test, goodness of fit index (GFI), adjusted
goodness of fit index (AGFI), comparative fit
index (CFI), normed fit index (NFI), root mean
square residual (RMR or RMS), and root mean
square error of approximation (RMSEA).

Table 10.
The CFA Results for Digital Literacy Levels
Acceptable Fit Indices Calculated Fit Indices
x2/sd <5 4,126
GFI >0.90 0,905
AGFI >0.90 0,871
CFI >0.90 0,923
RMSEA <0.08 0,071
RMR <0.08 0,059

Table 10 shows acceptable fit indices (Hooper
et al., 2008; Munro, 2005; Schreiber et al., 2006;
Simsgek, 2007; Schumacker & Lomax, 2010; Waltz
et al.,, 2010, Wang & Wang, 2012) and the CFA
results for digital literacy levels. The CFA
indicated that the GFI, CFI and RMR values had
acceptable fit indices, and the x2/SD, AGFI and
RMSEA values were close to the fit indices.

Figure 2 shows the roadmap generated by
confirmatory factor analysis for digital literacy.

Table 11 shows the CFA results for online
purchasing intentions. All the fit indices of the
CFA were acceptable.

Table 12 shows the CFA results. CFA
indicated that the x2/SD, RMSEA and RMR
values had acceptable fit indices, and the GF]J,
AGEFI and CFI values were close to the fit indices
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Figure 2. Digital Literacy Roadmap
Table 11.
The CFA Results for Online Purchasing Intentions
Acceptable Fit Indices Calculated Fit Indices
Xx2/sd <5 ,005
GFI >0.90 1,000
AGFI >0.90 1,000
CFI1>0.90 1,000
RMSEA <0.08 0,000
RMR <0.08 0,000
Table 12.
The CFA Results
Standartize Estimate S.E. CR. P
TUT1  <-- Attitude 0,572 1
TUT2 < Attitude 0,787 1,461 0,106 13,783 ok
TUT3 < Attitude 0,725 1,602 0,123 13,026 ok
TUT4 < Attitude 0,804 1,863 0,133 13,964 ok
TUT5 < Attitude 0,351 0,897 0,117 7,684 wHx
TUT6  <—-- Attitude 0,619 1,268 0,105 12,071 wHx
TUT7  <-- Attitude 0,532 1,184 0,116 10,25 worE
TEK1 < Technical 0,696 1
TEK2  <-- Technical 0,597 0,747 0,041 18,152 worE
TEK3  <--- Technical 0,720 1,191 0,073 16,393 ok
TEK4  <--- Technical 0,766 1,275 0,078 16,367 wHE
TEK5  <--- Technical 0,672 0,828 0,054 15,344 wHE
TEK6  <--- Technical 0,545 0,729 0,059 12,413 wHE
BIL1 <--- Cognitive 0,680 1
BIL2 < Cognitive 0,733 0,965 0,076 12,74 wHE
SOS1 < Social 0,816 1
S0S2 < Social 0,607 0,977 0,062 15,749 wHE
NIY1 <-m- Online Purchasing Intentions 0,786 1
NIY2 <--- Online Purchasing Intentions 0,886 1,043 0,044 23,945 wEE
NIY3 <--- Online Purchasing Intentions 0,959 1,129 0,046 24,334 wE
NIY4 <--- Online Purchasing Intentions 0,852 1,039 0,045 22,92 wE
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The Structural Equation Modelling Results

Table 13.
Its Effects on Generation X
Estimate S.E. CR. P

Online Purchasing Intentions <---  Attitude 0,421 1,640 ,510 ,610
Online Purchasing Intentions <--- Technical 1,654 4,885 ,664 ,507
Online Purchasing Intentions <--- Cognitive -0,622 2,125 -,555 ,579
Online Purchasing Intentions <---  Social -0,956 2,787 -,423 ,672
TUT1 <---  Attitude 0,490

TUT2 <---  Attitude 0,767 ,220 5,592 o
TUT3 <---  Attitude 0,655 ,261 5,149 ok
TUT4 <---  Attitude 0,870 ,330 5,832 ok
TUT5 <---  Attitude 0,433 ,242 4,081 E
TUT6 <---  Attitude 0,677 ,269 5,355 o
TUT?7 <---  Attitude 0,596 ,278 4,705 ek
TEK1 <---  Technical 0,542

TEK2 <---  Technical 0,386 121 5,451 o
TEK3 <---  Technical 0,782 ,265 6,262 ek
TEK4 <---  Technical 0,841 ,282 6,521 ok
TEK5 <---  Technical 0,737 ,198 6,056 ok
TEK6 <---  Technical 0,506 ,196 4,694 ek
BIL1 <---  Cognitive 0,544

BIL2 <—-  Cognitive 0,631 177 5,238 o
SOS1 <---  Social 0,850

SOS2 <---  Social 0,742 ,110 9,921 ek
NIY1 <--- Online Purchasing Intentions 0,842

NIY2 <--- Online Purchasing Intentions 0,891 ,082 13,288 ok
NIY3 <---  Online Purchasing Intentions 0,980 ,073 15,278 ok
NIY4 <--- Online Purchasing Intentions 0,913 ,076 13,834 ook

The SEM analysis of generation X in Table 13
shows that the subscales of the Digital Literacy

Figure 3. Generation X Roadmap

Scale did not affect online purchasing intentions
(p>0.05). Thus, hypothesis Hi1 was rejected.
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Table 14.
Its Effects on The Generation Y
Estimate S.E. CR. P

Online Purchasing Intentions <--- Attitude 0,161 ,315 1,058 ,290
Online Purchasing Intentions <--- Technical 0,222 ,754 416 ,678
Online Purchasing Intentions <-- Cognitive 0,003 ,250 ,021 ,984
Online Purchasing Intentions <-m- Social 0,101 ,719 ,190 ,849
TUT1 <---  Attitude 0,595

TUT2 <-- Attitude 0,786 ,144 10,892 xxx
TUT3 <-- Attitude 0,734 ,156 10,397 xxx
TUT4 <---  Attitude 0,759 ,160 10,750 i
TUT5 <---  Attitude 0,329 ,157 5,596 Hrk
TUT6 <-- Attitude 0,651 ,138 9,822 xxx
TUT?7 <---  Attitude 0,462 ,138 7,180 i
TEK1 <--- Technical 0,732

TEK2 < Technical 0,643 ,051 14,558 ok
TEK3 < Technical 0,712 ,087 12,814 ok
TEK4 <--- Technical 0,712 ,093 11,740 X
TEK5 < Technical 0,606 ,063 10,902 ok
TEK6 < Technical 0,503 ,071 8,918 ok
BIL1 <--- Cognitive 0,682

BIL2 < Cognitive 0,794 ,110 9,915 ok
SOS1 <--- Social 0,791

SOS2 <--  Social 0,545 ,093 10,498 ok
NIY1 <--- Online Purchasing Intentions 0,766

NIY2 <--- Online Purchasing Intentions 0,925 ,055 19,060 EE
NIY3 <--- Online Purchasing Intentions 0,986 ,060 18,779 ok
NIY4 <--- Online Purchasing Intentions 0,853 ,060 17,389 ok

The SEM analysis of generation Y in Table 14
shows that the subscales of the Digital Literacy

Figure 4. Generation Y Roadmap

Scale did not affect online purchasing intentions
(p>0.05). Thus, hypothesis Hi2 was rejected.
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Table 15.
Its effects On the Generation Z
Estimate S.E. C.R. P

Online_Purchasing_Intentions <---  Attitude -0,270 ,320 -1,546 ,122
Online_Purchasing_Intentions <---  Technical 0,726 2,606 ,400 ,689
Online_Purchasing_Intentions <---  Cognitive 0,383 ,498 ,862 ,389
Online_Purchasing_Intentions <---  Social -0,558 1,721 -,355 ,723
TUT1 <---  Attitude 0,638
TUT2 <---  Attitude 0,868 ,212 7,580 xxx
TUT3 <---  Attitude 0,815 ,279 6,951 xxx
TUT4 <---  Attitude 0,854 ,291 7,519 xRE
TUT5 <---  Attitude 0,323 ,261 3,329 i
TUT6 <---  Attitude 0,489 ,195 4,878 xxx
TUT?7 <---  Attitude 0,532 ,270 4,962 xEE
TEK1 <---  Technical 0,706
TEK2 <---  Technical 0,704 ,100 9,294 ok
TEK3 <---  Technical 0,711 172 7,385 ok
TEK4 <---  Technical 0,820 ,180 8,223 i
TEK5 <---  Technical 0,722 ,133 7,474 ok
TEK6 <---  Technical 0,670 ,134 6,882 ok
BIL1 <--- Cognitive 0,757
BIL2 < Cognitive 0,693 ,121 6,815 ok
SOS1 <---  Social 0,807
S0OS2 <---  Social 0,639 ,128 7,496 i
NIY1 <---  Online_Purchasing_Intentions 0,792
NIY2 <--  Online_Purchasing_Intentions 0,742 ,117 7,564 EE
NIY3 <--- Online_Purchasing_Intentions 0,839 ,140 7,693 ok
NIY4 <---  Online_Purchasing_Intentions 0,767 127 7,762 i

The SEM analysis of generation Z in Table 15
shows that the subscales of the Digital Literacy

Figure 5. Generation Z Roadmap

Scale did not affect online purchasing intentions
(p>0.05). Thus, hypothesis His was rejected.
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5. Conclusion and Discussion

This study represents a significant
contribution to the marketing literature on
digital literacy, which has emerged as a pivotal
concept in consumer behaviour. The study
revealed that individuals belonging to
Generation Y (20-39 years of age) exhibited the
highest levels of digital literacy and online
purchasing intention, while those belonging to
Generation X (40-54 years of age) demonstrated
the lowest. The study revealed that members of
Generation X were less inclined to engage with
digital technologies and make online purchases
than the other two generations, indicating a lack
of adaptation to the digital age. Other studies in
the literature corroborate the finding that
generation X utilises fewer digital products and
engages in less online shopping (Lissitsa & Kol,
2016).

The male participants demonstrated higher
digital literacy levels, suggesting that they are
more likely to occupy technical roles and,
consequently, to enhance their digital literacy.
As Parlaktuna (2010, p. 1219) emphasised, the
gender-based division of labour plays a pivotal
role in determining the occupational roles of
females and males. The assumption that
technical tasks are more suited to males is a
social prejudice. The findings of this study
indicate that there are no significant differences
between the online purchasing intentions of
females and males.

The study revealed statistically significant
disparities in digital literacy levels and online
purchasing  intentions  across  different
educational attainment levels. Additionally,
Horrigan (2016, p. 1) and Yesildal (2018, p. 59)
observed that individuals with bachelor's or
master's degrees exhibited higher digital literacy
levels compared to those with lower educational
attainments. The finding that individuals with
master's degrees exhibited the highest level of
digital literacy, and that digital literacy levels
declined as education levels did, suggests that
digital technologies are
extensively in the final stages of education.
Furthermore, digital literacy levels exhibited
according to the

utilized more

variation consumers'

employment status. Furthermore, Janssen and
(2012, p. 25) discovered that
individuals who sought to enhance their

Stoyanov

professional capabilities exhibited a positive
correlation between their efforts and the
their  digital literacy.
Individuals engaged in full-time employment
exhibited the highest digital literacy levels,

advancement  of

suggesting that comprehensive integration with
digital technologies is attainable within the
context of professional activities. This finding is
consistent with the observation that students
with part-time jobs, who were predominantly
from Generation Y, exhibited the highest levels
of intention to engage in online purchasing.

There was no significant correlation between
digital literacy levels, online purchasing
intentions, and income level. This result is
contrary to the findings of numerous studies in
the existing literature. For example, Kiyic1 (2008,
p. 120), Hatlevik and Christophersen (2013, p.
245) and Yesildal (2018, p. 58) observed that
individuals with lower incomes exhibited lower

digital literacy levels.

The finding that the digital literacy levels of
generations X, Y, and Z did not affect online
purchasing intentions indicates that consumers’
online purchasing intentions are not directly
proportionate to their digital literacy. In other
words, lower or higher digital literacy levels do
not lead to lower or higher levels of online
purchasing intention. Applications and content
that will engage and be used by consumers with
different digital literacy levels should be
developed, especially for online communication.

6. Limitations and Future Studies

The study is limited by the sample and the
time the data was collected. Different results can
be obtained by conducting the study with
different samples. In future studies, it is
recommended to examine the digital literacy
and online purchase intentions of different age
groups.

7. Statement of Research and Publication
Ethics

This study was conducted with the approval
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Abstract

Purpose: The purpose of this study is to explore the effectiveness of TikTok in increasing
brand awareness among users. Material and Method: This study employs a quantitative
research approach. A questionnaire was developed and distributed to B2C TikTok users
to gather data. Findings: Mobile Application Value, System Quality, and Influencer
Trust significantly influence TikTok's brand awareness. Information Quality does not
exhibit a significant effect on Brand Awareness. Brand Awareness positively impacts
both Word of Mouth and Purchase Intention. Results: This study demonstrates TikTok's
effectiveness in enhancing brand awareness, primarily through system quality, mobile
app value and influencer trust, while minimizing the role of information quality. The
positive impact on word of mouth and purchase intention underscores TikTok's
potential as a powerful marketing tool.

Oz

Amag: Bu calismanin amaci, kullanicilar arasinda marka farkindaligimi artirmada
TikTok'un etkinligini arastirmaktir. Gereg¢ ve Yontem: Bu calisma nicel bir arastirma
yaklasimmi kullanmaktadir. Veri toplamak icin bir anket gelistirildi ve B2C TikTok
kullanicilarma dagitildi. Bulgular: Mobil Uygulama Degeri, Sistem Kalitesi ve Etkileyici
Giiveni, TikTok'taki Marka Bilinirligini 6nemli Ol¢iide etkilemektedir. Bilgi Kalitesi
Marka Bilinirligi {izerinde 6nemli bir etki gostermemektedir. Marka Bilinirligi hem
Agizdan Agiza fletisimi hem de Satin Alma Niyetini olumlu yonde etkilemektedir.
Sonug: Calisma ile elde edilen sonuglar yorumlandiginda; bilgi kalitesinin roliinii
kii¢limsenirken, ozellikle mobil uygulama degeri, sistem kalitesi ve etkileyenlerin
giiveni aracihigiyla TikTok'un marka farkindaligini artirmadaki etkinligi ortaya
¢ikmaktadir. Agizdan agza iletisim ve satin alma niyeti {izerindeki olumlu etki,
TikTok'un giiglii bir pazarlama araci olma potansiyelini ortaya ¢tkarmaktadir.
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1. Introduction

Technological advancements have impacted

them with their brand message. Building brand
awareness is crucial for marketers, as consumers
are likelyto choose products from brands they

every aspect of life, including social media
marketing. Social media has become a vital
communication  channel for businesses,
enhancing brand awareness among consumers
(Nguyen et al., 2024). This is mainly due to its
extensive reach, allowing businesses to connect

with a diverse audience and effectively engage

recognise well (Browne & Kaldenberg, 1997).
With over 4.8 billion people using social media
daily (Chaffey, 2021), its impact on businesses’
financial outcomes is significant (Alves,
Fernandes & Raposo, 2016; Ashley & Tuten,
2015; Keegan & Rowley, 2017). Marketing
professionals, such as Lunyai et al. (2021), Kalam
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et al. (2023), Parveen et al. (2014), and Jamil
(2020), acknowledge that the growth of social
media advertising in Malaysia is projected to
continue, with a forecasted increase of 7.18% and
reaching 31.31 million users by 2027. This trend
reflects the widespread adoption of social media
platforms among Malaysian consumers, as well
as the increasing recognition of their marketing
potential.

Current research primarily focuses on
established platforms like Facebook, Twitter,
YouTube, and Instagram (Dehghani et al., 2016;
Febriyantoro, 2020; Voorveld et al, 2018).
However,
exploring emerging platforms like TikTok (Lim,
2020). Despite being relatively new, TikTok has
quickly captured global attention, with 1 billion
(Igbal, 2021), surpassing
established platforms in app downloads. TikTok
guarantees at least 5 million daily advertising
views, making it a powerful branding tool
(Sloane & Rittenhouse, 2019). It primarily targets

there needs to be more studies

monthly users

Generation Z, appealing to users with dance and
lip-syncing content, with women aged 18 to 24
being a significant portion of its audience.
Generation Z allocates more of their time to
TikTok than to any other platform.

Given TikTok's marketing potential, it is
crucial to assess and understand its effectiveness
as a branding tool (Sheak & Abdulrazak, 2023).
This study focuses on "The Effectiveness of
TikTok in Increasing Brand Awareness Among
Users." While businesses recognise TikTok's
potential, comprehensive studies on its specific
impact on brand awareness still need to be
completed. This study seeks to address this gap
by examining the relationship between TikTok
usage and brand awareness, providing insights
and recommendations for companies looking to
leverage TikTok to enhance brand awareness
and engagement.

Therefore, this research was conducted with
the following research objectives (RO):

ROL1: To identify the effect between Information
Quality, Mobile Application Values, System
Quality, Influencer Trust, and Brand Awareness

RO2: To identify the effect between Brand
Awareness and Word of Mouth

RO3: To analyse the effect between Brand
Awareness and Purchase Intention

2. Literature Review

Brand awareness refers to the extent to which
consumers can recognise a brand, playing a vital
role in their process of making decisions (Seo &
Park, 2018; Tabrizi & Valanejad, 2018; Hsin et al.,
2019). In marketing terms, brand awareness is
percentage of potential buyers who can identify
or recall a specific brand. This awareness falls
under brand identification and retrieval (Hsin et
al.,, 2019). Additionally, brand awareness helps a
brand stand out from competitors, aiding
consumers in making informed choices (Nguyen
et al., 2024). To achieve strong brand awareness
businesses must to consistently and effectively
showcase their brand
communication channels. These may include
unique symbols, catchphrases, and unique
packaging. Brand awareness can be built by

through  diverse

presenting brands to customers, prompting a
response that allows them to associate with,
recognize, recall, and develop a comprehensive
understanding of the brands (Utama et al., 2023).
Kumaresan and Chandramohan (2024) state that
consumers' ability to assess a specific product is
rooted in their awareness of the brand.

2.1. The Effect of Information Quality (IQ) on
Brand Awareness

According to Chen and Chang (2018),
information quality (IQ) mobile apps is defined
by the accuracy, lucidity, dependability, and
comprehensiveness of the provided product and
service details. High-quality information not
only enhances users' understanding of the brand
but also builds customer loyalty, which in turn
boosts app
retention. On the other hand, poor information
quality deter reduce
recommendations (Pocatilu et al, 2015).
Platforms that provide valuable content often
attract more consumers, build trust,
enhance the platform's and its provider's overall
worth (Bertan et al., 2016; Rezaei & Shahijan,
2017). However, or low-quality

recommendations and user

can users and

and

excessive,
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information can lead to information overload,
potentially harming the brand's image. To
combat this, app developers can include filtering
features that ensure only relevant information is
displayed (Wang & Wang, 2010). According to
Barreda et al. (2015) and Chen and Chang (2018),
high-quality apps
significantly boosts brand awareness and
recognition. Therefore, the second hypothesis is:

content on mobile

Hi: The quality of information has an impact
on brand awareness.

2.2. The effect of Mobile Application Value on
Brand Awareness

Marketers increasingly use branded apps to
build customer loyalty, that
consumers rely more on mobile apps for product

recognising

information (Hew et al., 2016). As more people
prefer mobile devices for internet access (Green
& Lomanno, 2012), businesses are incorporating
augmented reality (AR) into their mobile apps to
boost marketing efforts. These apps offer
anytime, anywhere interaction and navigation,
enhancing perceived benefits and fostering
loyalty (Adukaite et al., 2014). According to
Orman and Sebetci (2021), entertainment apps
boost brand engagement, while informational
apps
Additionally, mobile apps can generate brand
experiences; for example, interactive features
within an app allow users to engage directly
with the brand (Boonsiritomachai & Sud-On,
2020). Deng et al. (2010) found that different
aspects of value influence customer decisions to
use a product, impacting brand awareness and
overall experience. Therefore, if customers find

enhance learning experiences.

mobile apps valuable and use them, companies
can enhance brand awareness and improve the
overall brand experience. Thus, the hypothesis
is:

Hz: Mobile application value has an impact on
brand awareness.

2.3. The Effect of System Quality (SQ) on
Brand Awareness

System quality (5Q) in mobile apps, as defined
by Koo, Wati, and Chung (2013), encompasses
performance aspects such as convenience,
usability, functionality, and security. Premium

mobile applications are intuitive for users due to
their simplicity, ease of understanding, and
intuitive access. According to Ruiz-Molina, Gil-
Saura, and Seri¢ (2013), the simpler the app's
system, the more efficient it is perceived to be. In
connection, when applications offer intuitive
navigation and essential functionalities, users
perceive them as valuable and are more likely to
engage with their features. Furthermore, robust
data security enhances system quality, fostering
trust and acceptance among users, which helps
retain customers (Gibbs, Gretzel, & Saltzman,
2016). For instance, users often explore and use
all its featuresafter downloading TikTok.
Additionally, Wang and Wang (2010) pointed
out that mobile applications have the potential
to deliver customised services, utilising Global
Positioning System (GPS) functionalities for
location-specific or geographically tailored
offerings. Therefore, the third hypothesis is:

Hs: System quality has an impact on brand
awareness.

2.4. The Effect of Influencer Trust on Brand
Awareness

Influencers play a vital role in molding
customers' purchasing decisions and service
usage. Katz and Lazarsfeld (1955), in their Two-
step Flow Hypothesis, identified opinion leaders
as early adopters knowledgeable and trusted on
specific  topics.
influencers serve as digital thought leaders and
are perceived as trustworthy and well-formed
authorities. Stubb and Colliander (2019)
proposed that social media influencers ought to
disclose their sponsorships consistently to

Likewise, social media

establish trust with consumers. This is because
earning consumers' confidence is crucial for the
effectiveness of an influencer's recommendation.

Moreover, trust from consumers is critical in
determining how believable an endorser is,
which Goldsmith et al. (2000, p. 43) defined as
"how much people think the source knows about
the topic and can be trusted to give a fair
opinion. "Consumers are more apt to recall and
recognise a brand if they feel a personal
connection with the product or brand promoted
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by an influencer on TikTok through their
content. Therefore, the fourth hypothesis is:

Ha: Influencer Trust has an impact on brand
awareness.

2.5. Word-of-Mouth (WOM) and Purchase
Intention as Forms of Brand Awareness

Word of mouth (WOM) to the
communication about a product received from

refers

individuals or groups, typically friends or
relatives, unaffected by company biases
(Harwani & Sakinah, 2020). It is a reliable
channel for informing consumers about product
quality  (Chevalier &  Mayzlin, 2006),
encompassing both positive and negative
feedback about the company, brand, product, or
service from non-involved individuals (Goyette
et al., 2010). Word-of-mouth (WOM) is a critical

4 N

Information Quality
Mobile Application Value [—— H2
Svstem Quality — || H3
-
Influencer Trust / Hi

-

source of information for new customers,
impacting their intention to purchase and brand
awareness (Severi et al., 2014). Research has
shown that customer brand awareness through
mobile devices enhances word-of-mouth
(WOM) and purchase intention (Kim, Wang, &
Malthouse, 2015). Brand rewards, engagement,
and the appeal of brand ads affect consumers'
purchase intentions in mobile marketing. For
instance, engaging with official brand pages on
Facebook enhances brand recognition, boosting
word-of-mouth (WOM) and purchasing
decisions (Hutter et al.,, 2013). Therefore, the
hypotheses are:

Hs: Brand awareness impacts word-of-mouth.

Figure 1. Conceptual Framework of This Study

3. Method

A quantitative approach is adopted in this
research, employing a questionnaire with
multiple items measured on a five-point Likert
scale ranging from 1 (strongly disagree) to 5
(strongly agree). These questionnaire items are
derived from earlier studies conducted by
Wang, Liao, and Yang (2013), Boonsiritomachai
and Sud-On (2020), Jang et al. (2008), Li Y. (2016),
Tang et al. (2023), Yang Y. (2022), Sasmita and
Suki (2015), Dogan-Siidas et al. (2023), and
Mikalef, Giannakos, and Pateli (2013), tailored to
the specific scope of this study centres on
evaluating the effectiveness of TikTok in
increasing brand awareness. The questionnaire

He: Brand awareness impacts purchase
intention.
WOM
1 [=
Brand Awarness
l H6
Purchase Intention
comprises  three  sections: demographic
information, TikTok  effectiveness, and

satisfaction level. The target population consists
of B2C users of TikTok. Based on government
data, Kuala Lumpur has a population of 1.99
million, Selangor has 7.2 million, and Johor has
41 million. This study adhered to Hair,
Anderson, Tatham, and Black's (1998)
recommendation that a sample size of at least
five times the number of items requires a
minimum of 180 respondents. Therefore, a
sample size 343 was determined using Raosoft's
sample Despite adapting
questionnaires from previous studies, a pilot
study was conducted to ensure the content's

size calculator.
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clarity, comprehension, fluency, and final numbers (Scales & Rubenfeld, 2005).

interpretation and the study is based on data
from 304. According to Whitley & Ball (2002),
sample size estimates are rough guides, and
small differences like this don’t usually harm the
accuracy of the results. Practical issues, like
recruiting enough participants, often affect the

Therefore, 304 participants should still be
enough to support the study's findings, given
that key factors like statistical power and effect
size were considered. This step was taken to
validate the questionnaire's validity before full-
scale implementation.

Table 1.
Source of Research Instrument
Variables Source Number of Items
Mobile AppsValue Wang, Liao and Yang (2013), Boonsiritomachai and Sud-On (2020)
InformationQuality Jang et al. (2008), Boonsiritomachai and Sud-On (2020), Li Y. (2016)
System Quality Boonsiritomachai and Sud-On(2020), Tang et al. (2023)

Influencer Trust Yang, Y. (2022)

Brand Awareness

Sasmita and Suki (2015), Boonsiritomachai and Sud-On(2020)

Word of Mouth

Boonsiritomachai and Sud-On (2020), Dogan-Siidas et al. (2023)

Word of Mouth

Mikalef, Giannakos and Pateli (2013),Boonsiritomachai and Sud-On

|1 (O |C1| 1|00

(2020), Kim, H., & Park, M. (2023)

The raw data gathered from surveys and
questionnaires was meticulously organised and
imported into the SPSS software. Subsequently,
the data collected from 304 respondents
underwent analysis using the SPSS statistical
analytical tool, encompassing descriptive and
regression analyses. Cronbach’s Alpha values
were computed for all independent and
dependent variables, with scores exceeding 0.90,
high reliability of the
questionnaire items.

indicating  the

Demographic information of the respondents
was  analysed percentages  and
frequencies, while variables were assessed using

using

mean and standard deviation. Furthermore, the
study employed linear and multiple regression
tests to evaluate the impact of independent
variables on dependent variables. It should be
noted that this study did not specify the use of
Factor  Analysis (EFA) or
Confirmatory Factor Analysis (CFA).

Exploratory

EFA is typically applied to explore underlying
factor structures when relationships between
variables are not predefined, while CFA is used
to confirm theoretical models. Since the aim of
this research was to examine the direct

relationships  between independent and

dependent variables using regression analysis,
factor analysis was not deemed necessary. The
high reliability of the questionnaire items (with
Cronbach's Alpha exceeding 0.90) further
supports this approach, strong
internal consistency without the need for further
factor reduction.

indicating

4. Findings
4.1. Respondent’s Profile

Table 2 below shows the frequency and
percentages of respondents, including gender,
age, employment information and the frequency
of using TikTok. The number of females who
participated in this study was higher than males
where the number of female respondents who
answered the questionnaire was 179 (58.9%)
while male respondents were 125 (41.1%). Most
of the respondents fall between the ages of 21
and 25 (53.3%).

The highest number of respondents who
answered this questionnaire were from full-time
employment with a frequency of 122 equivalent
to 40.1%. Next, the above data shows that the
highest frequency of using TikTok was 1 -3
times a day (38.8%).
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Table 2.
Profile of Respondents
Demographic Variable Frequency Percentage (%)
Female 179 58.9
Gender Male 125 411
18 — 20 years old 33 10.9
Age 21 - 25 years old 162 53.3
26 years old and above 109 35.9
Full-time employment 122 40.1
Part-time employment 25 8.2
Unemployed 9 3.0
Employment Information Self-employed 15 4.9
Home-maker 9 3.0
Student 117 38.5
Retired 7 2.3
1-3 times a day 118 38.8
Frequency of Using TikTok 4 - 6 times a day 101 32.2
7 —10 times a day 85 28.0

4.2, Descriptive Analysis

Descriptive analysis encompasses the size of
the data distribution, incorporating the range
from the questionnaire, as well as standard
deviation Standard
deviation illustrates the typical variation from
the sample mean, while the mean measures
2013).
Descriptive statistics for each item and variable
were computed to assess their prevalence
among respondents. Mean levels were
categorised as low (1.00-2.33), medium (2.34-
3.67), and high (3.68-5.00) based on suggestions
by Pallant (2020). Table 3 summarises of the

Table 3.
Descriptive Analysis

and variance values.

central tendency (Kumar et al,

rankings of factors affecting Brand Awareness
based on their mean scores. These factors
include Mobile Application Value, Information
Quality, System Quality, and Influencer Trust.
Each factor is evaluated in terms of its mean
score, standard deviation (SD) range, and mean
level (categorised as high or medium). Both
Mobile Application Value and System Quality
exhibit high mean scores, indicating they are
perceived as highly impactful on Brand
Awareness. Meanwhile, Information Quality
and Influencer Trust demonstrate medium
mean scores, suggesting a moderate impact on
Brand Awareness.

Variables Number of Items Mean SD Range Mean Level
Mobile Application Value 304 3.845865 .81261 High
Information Quality 304 3.437500 .86778 Medium
System Quality 304 3.8474 79710 High
Influencer Trust 304 3.2689 .96358 Medium
4.3. Multiple Linear Regression Analysis (IQ_MEAN) has no significant effect

The findings of the regression testing are
presented in Table 4. Multiple regression was
conducted to test hypotheses Hi, Hz, Hs, and Ha.
The results show that Hi, Hs, and Has are
supported, while Hz is not. Mobile Application
Value MAV_MEAN) significantly affects Brand
Awareness (BA_MEAN) (Beta=0.289, p<0.001),
as do System Quality (SQ_MEAN) (Beta=0.261,
p<0.001) and Influencer Trust (IT_MEAN)
(Beta=0.392, p<0.001). Information Quality

(Beta=0.094, p=0.047). The model explains 77.3%
of the variance in Brand Awareness (R?=0.773)
and is statistically significant (F=254.603,
p<0.001). No multicollinearity issues exist
(Tolerance>0.1, VIF<5). The most influential
factor is Influencer Trust, followed by Mobile
Application Value and System Quality. These
results underscore the importance of enhancing
mobile application value, and system quality,
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and leveraging influencer trust to boost brand
awareness.

Table 4.

Multiple Regression Analysis
Hypothesis Variables Path Beta P-

Value

Hi MAV_MEAN —-BA_MEAN 0.289 <0.001
Ho IQ_MEAN — BA_MEAN 0.094  0.047
Hs SQ_MEAN —BA_MEAN  0.261 <0.001
Ha IT_MEAN — BA_MEAN 0.392 <0.001

4.4. Linear Regression Analysis

Table 5 shows the linear regression results for
brand awareness and word of mouth. Brand

word of mouth (R?>=0.778). The analysis shows a
significant impact of brand awareness on word
of mouth (F=1061.150, p<0.05). Specifically, a one
standard deviation increases in brand awareness
results in a 0.902 standard deviation increase in
word of mouth. The linear regression results for
brand awareness and purchase intention as
follows brand awareness explains 70.2% of the
variance in purchase intention (R?=0.702). The
analysis indicates a significant impact of brand
awareness on purchase intention (F=712.618,
p<0.05). Specifically, a one standard deviation
increases in brand awareness results in a 0.887

awareness explains 77.8% of the variance in .standa'rd deviation increase in purchase
intention.

Table 5.

Linear Regression Analysis

Hypothesis Variables Path Beta P-Value Result

Hs BA_MEAN—-WOM_MEAN 0.882 <0.001 Supported

Hs BA_MEAN—PI_MEAN 0.838 <0.001 Supported

5. Conclusion and Discussion

To address Research Objective 1, which aims
to identify the effects of Mobile Application
Values, Information Quality, System Quality,
and Influencer Trust on Brand Awareness, this
study found that Mobile Application Value
emerged as the most influential factor affecting
brand awareness among TikTok users, with a
mean score of 3.85. This aligns with Deng et al.
(2010), who emphasised the impact of perceived
value on customer usage decisions. While
System Quality also received a high mean score
(3.85), its impact on brand awareness was
slightly lower, suggesting that overall value
perception in the mobile application plays a
more significant role. Conversely, Information
Quality and Influencer Trust received lower
mean scores (3.44 and 3.27, respectively),
their
These findings underscore the
importance of prioritising enhancing mobile

indicating lesser impact on brand

awareness.

application value for brands aiming to leverage
TikTok for marketing purposes. The significant
and positive effect of mobile application value
on brand awareness was supported by this
study (p<0.05, p-value: 0.000), reinforcing the
findings of Deng et al. (2010). This highlights the
potential for app publishing companies to raise

brand awareness and enhance the brand
experience by focusing on delivering valuable
mobile applications that resonate with users.
Concerning Research Objective 2, which aims to
determine the relationship between Word of
Mouth (WOM) and Brand Awareness, the
results demonstrate that WOM communication
among TikTok users is significantly influenced
by brand awareness. In particular, the study
shows a strong correlation (p<0.05, p-value:
0.000) between elevated brand awareness and
WOM activity engagement. Put another way,
people are more inclined to discuss a brand with
others when they know it (Kozielski et al., 2017).
This supports the notion that increasing WOM
marketing through brand awareness building
might benefit companies looking to get greater
exposure on platforms like TikTok. The report
also emphasises how vital brand awareness
influences  customer  conversations and
suggestions. Higher brand awareness makes
brands more likely to come up in discussions
since people will always share and recommend
well-known goods and services. The observed
positive association underscores the possibility
of utilising brand awareness as a stimulant for
naturally occurring word-of-mouth advertising
on platforms like TikTok. In conclusion, the

study emphasises the importance of brand
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awareness as a critical strategic requirement for
encouraging word-of-mouth among TikTok
users. Businesses may increase their reach and
influence in the digital sphere by fostering
natural discussions and recommendations by
developing high brand awareness and recall.
The study demonstrated substantial impacts of
brand awareness on purchase intention (F =
712.618, p<0.05), indicating its crucial role in
influencing user behaviour. This finding
addresses Research Objective 3, which intends to
analyse the effect of Brand Awareness on
Purchase Intention. These findings highlight the
significance of integrated tactics that raise brand
recognition and consider the knock-on impacts
on user behaviour and recommendations. While
Brown (2005) backed the idea that brand
awareness is essential for producing customer
recommendations, Keller (2001) stressed the
significant role that brand awareness plays in
consumer decision-making processes. Similarly,
Macdonald and Sharp (2000) found a strong link
purchase intention and brand

These results demonstrate the
numerous benefits of raising brand recognition,

between
awareness.

which helps businesses become more visible in
the marketplace and encourages positive
consumer behaviour, which contributes to long-
term brand success.

6. Limitations and Recommendations for
Future Studies

The research contains several limitations.
Firstly, although statistically significant, the
sample size of 343 respondents could not
accurately represent the different demographics
of TikTok users globally, affecting how broadly
applicable the findings are. Secondly, the study
needs to be more concise in the dynamics of
influencer marketing on TikTok by failing to

distinguish  between different types of
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Oz

Amag: Bu calismanin amacy, literatiirde “dijital pazarlama” kavramu ile ilgili yapilmig bilimsel
caligmalar Ozelinde kavramin evriminin, aragtirma trendlerinin, bilimsel igbirliklerinin ve
yapilan calismalarin bir haritasinin ¢ikarmaktir. Ayrica ¢alismada, sayisal veriler kapsaminda,
glinlimiizde orgiitler agisindan bir gereklilik haline gelen dijital pazarlamaya iliskin mevcut
literatiiriin bibliyometrik analiz kullanilarak sistemli bir &zetinin arastirmacilarin dikkatine
sunulmasi, kavramla ilgili ¢alisma egilimlerinin, bilimsel {iretkenliginin ve bosluklarin tespit
edilmesi amaglanmigtir. Gereg ve Yontem: Analiz birimi olarak Web of Science veri tabaninda
taranan ve 1661 makale tiirtindeki makalelerin bibliyometrik verisi esas alinmugstir. Bulgular:
Dijital pazarlama ile ilgili en cok 2023 yilinda (345 adet) yapildig1 ve 2018 ile 2019 yillar1 arasinda
yayin sayilarinda %102,8 ile en ¢ok artisin oldugu sonucuna ulagilmistir. Tiim zamanlarda
yapilan calismalarda ilk sirada %46,048 (1101 adet) ile Calisma Ekonomisi bulunurken %?2,426
(58 adet) ile Saglik Bilimler Hizmetleri alan1 en son sirada yer almistir. Calismada “digital
marketing” ile en ¢ok yayin yapan sakas, damiaanos p, (15 adet), en c¢ok atif alan stephen,
andrew t. (1046 adet), en ¢ok baglant1 giicii sayis1 stephen, andrew t. (189 adet), en cok yayin
iireten {ilke ABD (155 adet), en ¢ok atif alan {ilke ABD (4609 adet) ve en ¢ok baglant1 giiciine
sahip olan ABD (512 adet) oldugu sonucuna ulasilmistir. Ayrica calismalarda anahtar kelime
yoniinden en ¢ok “digital marketing” (643 kez) kullanilirken bunu sirasiyla 132 adet ile “social
media” ve 56 adet ile “marketing”’in takip ettigi goriilmiistiir. Sonug: Dijital pazarlama
alanindaki literatiirde yapilmis calismalarin bibliyometrik analiz ile tarandig1 ve cesitli
boyutlariyla incelendigi bu arastirma literatiirde bu alanin farkli yonlerine 1s1k tutabilecegi ifade
edilebilir.

Abstract

Purpose: The aim of this study is to map the evolution of the concept, research trends, scientific
collaborations and studies conducted on the concept of “digital marketing’ in the literature. In
addition, within the scope of numerical data, it is aimed to present a systematic summary of the
existing literature on digital marketing, which has become a necessity for organisations today,
to the attention of researchers using bibliometric analysis, and to identify study trends, scientific
productivity and gaps related to the concept. Materials and Method: The unit of analysis was
based on the bibliometric data of 1661 articles scanned in the Web of Science database. Material
and Method: The unit of analysis is based on the bibliometric data of 1661 articles scanned in
the Web of Science database. Findings: It was concluded that the most articles on digital
marketing were published in 2023 (345) and that there was the highest increase in the number
of publications between 2018 and 2019 with 102.8%. In the studies conducted at all times, Labour
Economics ranked first with 46.048% (1101 units), while the field of Health Sciences Services
ranked last with 2.426% (58 units). In the study, it was concluded that sakas, damiaanos p, who
made the most publications with ‘digital marketing’ (15 pieces), stephen, andrew t. (1046 pieces),
stephen, andrew t. (189 pieces), the country that produced the most publications was USA (155
pieces), the country that received the most citations was USA (4609 pieces) and the country with
the most connection power was USA (512 pieces). In addition, it was observed that ‘digital
marketing’ (643 times) was used the most in terms of keywords in the studies, followed by “social
media’ (132 times) and ‘marketing’ (56 times). Results: We can state that this research, in which
the studies in the literature in the field of digital marketing are scanned with bibliometric
analysis and examined with various dimensions, can shed light on different aspects of this field
in the literature.
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1. Giris yayinlayarak, dogrudan telefon goriismeleri

Pazarlama, mallarin, hizmetlerin ve fikirlerin
planlanmasi, tanitilmasi ve fiyatlandirilmas:
siireciyle  ilgilidir = (American Marketing
Association (AMA), 1985). Amerikan Pazarlama
Dernegi'ne gore pazarlama; bireysel ve orgiitsel
hedefleri tatmin eden degisimler yaratmak icin
fikirlerin, mallarin ve hizmetlerin
kavramsallastirilmasi, fiyatlandirilmasi,
tutundurulmas: ve dagitimmin planlanmasi ve
yuriitiilmesi  stireci olarak tamimlanabilir
(Zinkhan & Wwilliams, 2007). Pazarlama, 20.
ylzylldan giliniimiize kadar her zaman yeni
fikirlere ve yeni trendlere agik bir olgudur.
Teknolojinin yillar iginde gelismesi ve sosyal
medya uygulamalarinin, web sitelerinin ve
aligveris uygulamalarimin siirekli artmasi ve bu
trendin ¢ok sayida kullanicisi olmasi nedeniyle,
bir¢ok isletme ve marka dogrudan pazarlama
dijital gecmek
mecburiyetinde kalmislardir. Dijital pazarlama,
dijital is dontistimii siirecinin ayrilmaz bir
parcasidir. Bilgi ve iletisim teknolojilerine dayali
yeni
barindirir. Bu nedenle pratikte uygulanmasi,
isletmenin ¢agdas piyasa kosullarinda basarili
bir sekilde gelismesinin 6n sartidir. Basitce
dijital pazarlama, miisterilere ulasmak igin

yerine pazarlamaya

pazarlama tekniklerini  biinyesinde

internet, sosyal medya ve cep telefonlarmin
kullanilmasidir (Barone, 2020).

Dijital zamanda

miisterileriniz hakkinda bilgilerin kullanmasiyla

pazarlama ayni
ilgilidir. Verileri kullanarak belirli insan gruplari
icin pazarlama planlari yapilabilir
(Tutorialspoint, 2023). 2021 yilinda kiiresel e-
ticaret satislarmin 4,9 trilyon dolara ulasmasi ve
cevrimi¢i reklamciligin daha da gelismesi
beklenmektedir. Diinya capinda yaklasik 4,5
milyar internet kullanicisiyla dijital pazarlama,
igletmelerin insanlara ¢ok fazla zaman ve para
harcamadan
saglamaktadir (Statista, 2022). Bu ayn1 zamanda
daha kiiciik isletmelerin miigterileri hedeflemek
ve bilgi
saglayarak daha biiyilik rakipleriyle rekabet
etmelerine imkan saglamaktadir. Cok kisa bir
siire Onceye kadar isletmeler duvarlara el

ilanlar1 asarak, konser ve seminerlerde reklam

ulasabilmesine imkan

icin  veri kullanmalarina olanak

yaparak ve tabelalar kullanarak geleneksel

yontemlerle reklam faaliyetlerini yerinde
getirmekteydi. Ancak giiniimiizde teknoloji ve
buna bagli olarak internet kullaniminin

artmasiyla pazarlama ve reklam yontemleri de
degisme ugramis durumdadir. Weltmater 2022
raporunun 2023 yili ocak ay1 verilerine gore
diinya niifusu 8.01 milyardir. Diinya niifusunun
%64,4'1 %59,41 sosyal medya
kullanicisidir. Bu durum, daha ¢ok mdiisteriye
ulasmak igin dijital pazarlama, geleneksel
pazarlamadan daha kolay ve daha az maliyetli
bir yol olabilir (Alakog Burma & Ozdemir, 2024).

internet,

Sosyal medya kullanicilar
Instagram, Snapchat ve Twitter gibi sosyal
medya kanallarinda daha kolay ve rahat bir
sekilde

uzmanlari ve marka sahipleri béyle bir ortamda

hayatlarinm

sunabilmektedirler. Pazarlama
dijital pazarlamanin, miisterilerin davranislarin
anlamanin  en yeni oldugunu ve
miisterilere  geleneksel cevrimdisi
pazarlamadan daha fazla ulasmaya yardima

yolu
veya

olacagini ifade etmektedirler (1yiler, 2009; Ozen,
2003). Bu nedenle, isletmeler miisterileriyle
iletisim halinde olmak, yeni trendleri ve
insanlarin tercihlerini takip etmek icin sosyal
medya hesaplar1  olusturarak = pazarlama
olgusunu dijital ortamda daha etkin kullanmaya
baslamislardir. Bu da nihayetinde orgiitlerin
dijital ¢agda basarili olmalarina yardimci olacag:

distuntiilmektedir.

Dijital internet ve dijital
teknolojilerle ifade
etmektedir. Bu calismada dijital pazarlama ile
ilgili olarak yapilan ¢alismalarin bibliyometrik

analiz ile bu alandaki arastirma trendlerini ve

pazarlama,

miisterilere  ulagsmay1

literatiirin = nasil
amaglamaktadir. Bu alandaki hizi degisimler,

sekillendigini incelemeyi

dijital pazarlama literatiirtiniin kapsamh
analizini gerektirir. Bibliyometrik analizlerle
bilimsel = arastirmalar  hakkinda  bilgiler

edinilebilmekte, belirli alanlarda yapilan mevcut
calismalarin bulgular1 yorumlanarak ¢esitli
sonugclara ulasilabilmektedir (Gider & Uygun,
2021). Calismanin sorunsali, dijital pazarlama
arastirmalariin Ozellikle hangi konularda ve
alanlarda yogunlastiginin arastirilmasidir. Bu
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calismanin 6zgiin degeri, dijital pazarlama
literattiriinti sistematik analiz ederek, en etkili
calismalar ve arastirma trendlerini
belirlemesidir. Bu, alanin mevcut durumunu ve
gelecekteki arastirma firsatlarini ortaya koymasi
yoniinden kaynak olabilir. Dijital pazarlama
lizerine yapilan bu bibliyometrik ¢alismada, bu
alandaki bilimsel literatiirii sistematik olarak
analiz ederek, arastirma egilimlerini, en ¢ok
incelenen konular1 ve literatiirdeki bogluklar:
belirlemesi amaglanmistir. Diger ¢alismalardan

farkli olarak, bibliyometrik analizler, mevcut

bilgi  birikimini = yapilandirarak  gelecek
aragtirmalar i¢in yol gosterici olur ve
arastirmacilara alanin genel yoOnelimleri

hakkinda kapsamli bir perspektif sunabilir. Bu
sayede, dijital pazarlama literatiiriiniin gelisimi
izlenebilir, ~ hangi  konularin  yeterince
incelenmedigi tespit edilebilir ve akademik
calismalarin daha stratejik ve etkili bir sekilde

yonlendirilmesi saglanabilir.

2. Kavramsal Cerceve
2.1. Pazarlama

Amerikan Pazarlama Birligi pazarlamayzi,
bireysel ve orgiitsel hedefleri tatmin eden
degisiklikler ~yaratmak igin bir
fikirlerin, mallarin ve hizmetlerin tasarimini,

Urinin,

fiyatlandirmasini, tamitimimi  ve dagitimini
planlama ve  yiliriitme  siireci  olarak
tanimlamaktadir (Gundlach & Wilkie 2009).
Cronje ve arkadaslar1 (2007, s. 283) pazarlamay,
dinamik bir cevrede firsat ve tehditleri etkin bir
sekilde gelistirerek beklentileri basarili bir
sekilde karsilamay1 ve ihtiya¢ duyulan bir
hizmeti, pazar teklifini tiiketicilere, isletmenin,
tiiketicinin ve toplumun hedeflerini
karsilayacak sekilde
yonetim gorev ve kararlarmin bir yapist olarak
tanimlamaktadir. Kotler (1993) pazarlamayz,

degisim siiregleri araciligiyla insan ihtiyag ve

aktarmay1r amagclayan

isteklerini karsilamaya yonelik sanatsal ve
bilimsel faaliyetler seklinde tarnimlamaktadir.
Perreault ve McCarthy (1996) pazarlamanin
kuruluslar tarafindan gerceklestirilen hem bir
dizi faaliyet hem de sosyal bir siire¢ oldugunu
ifade etmektedirler. Sosyal bir siirecin tanima
dahil edilmesi, pazarlamanin tiim toplum igin

sosyal ve ekonomik bir fayda sagladigini ortaya
koymaktadir.

Lamb ve arkadaslar1 (2007) pazarlamamnin,
karsilikli fayda saglayan degisim siirecleri
araciligiyla tiiketici ihtiyaglarini 6ngoérmek ve
tatmin etmek ve bunu etkin yonetim siiregleri
araciligiyla rakiplerden daha karli ve etkili bir
sekilde yapmak oldugunu sdylemektedir. Kurt
ve Boone (1984) ise pazarlamayi;, hedeflenen
tiiketici guruplar1 i¢in mallarin, hizmetlerin,
fikirlerin,
gelistirilmesi ve etkin bir sekilde dagitilmasi
seklinde ifade etmektedirler. Bir isletmenin
biiylimesinde onemli bir

konularin ve kavramlarin

role sahip olan
pazarlamayi; hedef kitlenin istek ve ihtiyaclari
olan iirtin ve hizmetleri bulma, arastirma ve
bilme ve  karsilama  siireci  seklinde

tanimlanabilir.

Yillar icinde pazarlama, tipki mimarlik,
mithendislik ve tip gibi diger disiplinler gibi bir
zanaattan bir meslege dontistiigii
goriilmektedir. Pazarlama, ister kar amac
giitstin ister giitmesin, her tiirlii degisim
iliskisini doniistiirme ve sosyal refahi tesvik
etme yetenegine sahip oldugu ifade edilebilir.
Pazarlama, en genis anlamiyla, tiiketicilerin ve
isletmelerin her ikisinin de istediklerini elde
etmek i¢in bagkalariyla deger iirettikleri ve degis
tokus ettikleri sosyolojik ve yonetsel bir siiregtir
(Kotler & Armstrong, 2018).
pazarlama, firmalarin tiiketicilerle etkilesime
girdigi, onlarla giiglii iliskiler kurdugu ve geri

Bu nedenle

deger almak igin onlara deger sagladig: bir siireg
olarak tanimlanmaktadir (Kotler & Keller, 2006).

Pazarlama, tiiketicileri yonetmek, firmaya ve
paydaslarina deger vermek kadar tiiketicileri
gelistirmek, onlarla baglanti kurmak ve onlara
deger saglamak igin kullanilan prosediirler
(Kotler & Keller, 2006). Hedef
belirlenmesini, bu pazarlarin

biitiintidiir
pazarlarin
hedeflenmesini ve onlara ulasilmasini, ayrica
icerigin retilmesi, sunulmasi ve iletilmesi
yoluyla miisteri tabaninin elde tutulmasini ve
genisletilmesini gerektirir. Giiniimiiz diinyasi
teknolojik
degisim ve doniisiim igerisindedir. Teknolojinin
neden oldugu dijitallesme olgusu her alanda
oldugu gibi pazarlama alaninda da

ilerlemenin etkisiyle biiyiik bir
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donustiirerek dijitallestirmis  ve dijital ve geleneksel formdan dijital pazarlama

pazarlama kavraminin ortaya ¢ikmasina neden
olmustur. Bu yeni kavram; yeni avantajlar ve
olanaklar dahilinde pazarlama hedeflerine
ulasabilmek igin  interneti  kullanabilme

becerisini ifade etmektedir (Salayi, 2020).
2.2. Dijital Pazarlama

Dijital pazarlama terimi ilk olarak 1980
yilinda “Channelerstwhile Soft Ad Group” adl
sirket tarafindan dijital ortamda reklam vermek
amaciyla ifade edilmis ve daha sonra dijital
ortamda cesitli tanitim faaliyetlerinin
yapilmasina yol ac¢mistir. 1981 yilinda IBM
sirketi tarafindan ilk kez kisisel bilgisayarm
tanitilmasinin ardindan diger tiim sirketler,
isletmeler ve haneler bilgisayarlari tercih etmeye
baslamistir. Daha sonraki yillarda, 1990'dan

dijital
baglamustir.

itibaren herkes pazarlama terimini
1995
gelindiginde diinya ¢apinda 16 milyon kisi
internet kullamirken 2002 yilinda bu say1
yaklasik 600 milyona yiikselmis ve Amerika’da

interneti kullanma siiresi giinde yarim saatten

kullanmaya yilina

yaklasik 11 saate gikmustir. Temel olarak yavas
hiz ve her hane bdlgesinde internete erisim
imkanmin diisiik olmasi nedeniyle insanlar
interneti rahatca  kullanmakta engellerle
karsilasmistir. Internet erisiminin maliyeti de
yiiksekti, orta gelirli insanlar internete ulasim
maliyetlerini karsilayamiyordu, bu nedenle
dijital pazarlamanin {iniiniin Amerika'dan
diinyanin her yerine yayilmasi biraz zaman
almigtir. Internetin asil 5nemi 2004 yilinda Mark
her
araya getiren uygulamasiyla

Zuckerberg'in
insanlar1  bir
yazihm sirketi Facebook'u kurmasi ve ayni

diinyanin kosesinden

zamanda Gmail'in mektuplarin fiziksel olarak
degil dijital olarak gonderilip alindig1 bir
merkez olarak tanitilmasiyla ortaya g¢ikmustir.
2006 yilinda Facebook'a rakip bir baska sosyal
medya uygulamasi olan Twitter ortaya ¢cikmistir
(Kamal, 2016). Dijital pazarlamanin bir etkisi
olarak, Hindistan'da internet 1995 yilinin
ortalarinda kullanilmaya baslanmis ve bu da
geleneksel is yapma bigimlerinin dijital bigime
doniismesine yol ag¢gmistir. Daha sonra 1980
yilinda pazarlama stratejileri modernize edilmis

formuna gecilmistir (Jackson & Ahuja, 2016).

Makrides, Vrontis ve Christofi (2020) dijital
pazarlamay1, miisterilerle etkilesim kurmak igin
e-posta, web oyun
tabletler, cep akall
telefonlar ve kisisel bilgisayarlar gibi elektronik
ortamlar1 kullanan bir pazarlama platformu
olarak gormektedir. Adam ve arkadaslar1 (2020),
veya
pazarlama” dijital pazarlama ile es anlaml
olarak degerlendirmektedirler. Salayi (2020),
dijital pazarlama faaliyetlerini tutundurma ile
dijital

mobil

uygulamalar, siteleri,

konsollari, telefonlari,

“internet  pazarlamas1” “gevrimici

iligkilendirmigtir. ~ Yani pazarlama
cihazlar,
baglantilh

hizmet ve

hizmetleri, isletmelerin
bilgisayarlar ve diger
cihazlar1 kullanarak sunduklar:
hakkinda
farkindalhigini artirmak igin kullandiklar1 bir

internet

driinlerin  niteligi tiiketicilerin
pazarlama unsuru olarak kabul edilmektedir.
Dolayisiyla  dijital platformlari,
medya internet
pazarlamasimin bir birlesimidir (Key, 2017;

Makrides, Vrontis & Christofi, 2020).

pazarlama

sosyal pazarlamast  ve

Todor'a
“potansiyel

(2016) gore dijital pazarlama:

miisterilere onlar1
miisteriye doniistiirmeyi ve mevcut miisterileri
elde
yontemidir”.

ulasmayt,
tutmay:r amaclayan bir pazarlama
Salayi (2020) dijital
pazarlamay1: “dogrudan iletisim yerine ilgili
taraflar arasinda ticaret aligverisi yapmak igin
dijital
tanimlamustir.

Ayrica,

yontemlerin  kullanilmas1”  olarak

Geleneksel pazarlama tanimina gore dijital
pazarlamayi, tiiketicilerin ihtiyaglarim1 ve bu
ihtiyaglarin internet veya benzeri bir iletisim
ortami kullanilarak tiiketicilerin istek ve
ihtiyaglarin1 karsilamak icin teknik yontemler

kullanmak seklinde tanimlayabiliriz.

Internetteki ¢ok sayida kullanici diinyay1
¢evrimici hale dijital
pazarlamanin popiilaritesi her gegen giin hizla
artmaktadir. Internet kullamicilari arasinda

getirdiginden,

firsatlar yaratarak diinya ¢apindaki pazarlarda
rekabet edebilme imkani saglayabilmektedir.
Ornegin, Uber hizmeti San Francisco'da kiigiik
bir faaliyetle bagladi ve simdi gilinde 5,5
milyondan fazla yolcu tagimakta ve piyasa
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degeri 70 milyar dolar1 asmis durumdadir
(Kirac1 & Akdemir, 2020). Cevrimigi inceleme ve
tavsiyeler, miisterilerin karar verme siirecinde
biiyiik bir etki yaratmaktadir. Dijital pazarlama
siireci maliyet ve zaman agisindan ¢ok daha
fazla tasarruf saglayabilmektedir. Tanitimlar1 ve
kampanyalar1 kolaylikla diinyamin dort bir
yanina ulasabilir ve geleneksel pazarlamaya
kiyasla insan giicii ihtiyac1 ¢ok azdir. Pazarlama
asamasindaki gereksinimleri takip etmek ve
glincellemek de ¢ok kolaydir. Facebook,
Instagram, LinkedIn, mobil uygulamalar ve
telefonlar araciligiyla mesajlar, e-posta, Google,
Dijital ekran, isletmenin miisteriler arasinda
gelismesine yardimci olan ¢ok yaygin kullanilan
dijital pazarlama araglaridir (Raychale, 2018).

2.2.1. Geleneksel/Dijital Pazarlama Farki

Dijital pazarlama, uluslararasi alanda isler
gerceklestirmek icin dikkate deger bir yenilikgi
strateji ve arag¢ haline getiren gesitli 6zelliklere
sahiptir. Bu nedenle, geleneksel pazarlamaya
gore biiylik bir avantaja sahiptir (Ngochi &
Kihara, 2019). Bu avantajlar, dijital pazarlama
yaygmligindan

olarak rasyonel Kkararlar
icin  kullandiklar1  bilgileri elde
etmelerine kadar uzanmaktadir. Yani dijital

platformlarinin
tiiketicilere,
vermek

yararlanan
esas

pazarlama, miisterilerin bilgiye her ortama
rahatlikla
Geleneksel pazarlama kanallar1 ¢ogunlukla yer

erisebilmelerini  saglamaktadir.

bilginin iz biraktig: (dijital ayak izi) ve kullanim
amacindan aylar ya da yillar sonra erisilebildigi
dijital pazarlamaya kiyasla, bazi geleneksel
pazarlama kanallarinda bilgiye tekrar erisim
siirhidir (Sajeena, 2020).

Modern dijital
miisteriler ve tedarikgiler arasinda iki yonlii
iletisimi  tegvik ettigi icin hayati Onem
tasimaktadir (Sajeena, 2020). Bu da her iki tarafin
da dijital pazarlama platformlarini kullanarak
karsilikli fayda elde etmesiyle sonuglanir.
Miisteriler, fiyatlar da dahil olmak {izere
istedikleri iirtinler hakkinda bilgi alabilirken,
tedarikciler de miisterilerin tercihleri hakkinda

pazarlama platformlari,

tam ayrintilara ulasabilir (Makrides, Vrontis &
Christofi, 2020).

Modern dijital pazarlama artik miisterilerin
diinyanin ¢esitli yerlerinde bulunan diger
miisterilerle baglanti kurmasimi miimkiin
kilmakta (Key, 2017) ve bu sayede miisteriler
incelemeleri, oOzellikleri ve diger
miisterilerin tepkileri hakkinda bilgi

edinebilmektedir. Tiiketiciler ayrica bu tiir

urin

platformlardan yararlanmakta ve bunlar1 diger
bireylerle sosyallesmek igin
kullanabilmektedirler (Key, 2017). Bu durum
geleneksel pazarlama kanallar1 igin gegerli

degildir. Bunun disinda, isletmeler artik
driinlerini diinya capinda bir¢ok miisteriye
pazarlayabildigi icin dijital pazarlamanin

ve cihazlarla simrhdir. Yani, c¢ogunlukla uluslararas: ticarette de geleneksel pazarlamaya
televizyonlar =~ veya  radyo  istasyonlar1 gore daha etkili oldugu bilinmektedir (Ngochi &
araciligiyla ev gibi belirli yerlerde erisilebilir ve  Kihara, 2019). Tablo 1'de dijital ve geleneksel
bu cihazlar olmadan saglanan bilgilere pazarlama  arasindaki  temel  farkliklar
erisilemeyecegi anlamina gelmektedir. Ayrica, 0Ozetlenmektedir.
Tablo 1.
Dijital Pazarlama, Geleneksel Pazarlama Farki
Dijital Pazarlama Geleneksel Pazarlama
Yiiksek miigteri etkilesimi Diisiik miisteri etkilesimi
Sonucu 6l¢gmek igin kullanigh Sonucu 6l¢gmek zor
Genis miisteri yelpazesi Sinirl miisteri yelpazesi
Daha ucuz ve daha etkili Daha pahali ve daha az etkili
Kaynak: Raychale (2018).
2.2.2. Dijital Pazarlamanin ulasma, pazarlamanin hedeflenmesi,
Avantajlari/Dezavantajlar kisisellestirilmesi, ol¢iilebilmesi ve maliyet gibi
bircok avantajlar sunabilir. Ancak, her

Dijital pazarlama, isletmelerin internet ve
dijital  teknolojiler
ulagma yontemlerini ifade eder ve genis kitlelere

aracithgiyla miigterilere

teknolojik {iriiniin avantajlar1 oldugu gibi yanlis
yada bilingsizce kullanimi durumunda dijital
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pazarlama giivenlik, gizlilik ve olumsuz itibar
olusumu gibi baz1 dezavantajli durumlara
neden olabilir (Sorav, 2024; Kavitha, 2023;

Tablo 2.

Dijital Pazarlamanin Avantaj ve Dezavantajlar

Veleva & Tsvetanova, 2020; Skurpel, 2016).
Asagida dijital pazarlamanin neden olabilecegi
avantaj ve dezavantajlar Tablo 2"de verilmistir.

Avantajlar

Dezavantajlan

Yiiksek diizeyde etkilesim

Dijital pazarlamanin kullanimy, ticari kuruluslar: rakipler i¢in
“acik bir kitap” haline getirir.

Pazarlama faaliyetlerinde cografi engellerin ve
sinirlamalarin agilmasi

Dijital pazarlamada, ytiiz ylize gormediginiz bir tiiketiciyle iliski
kurmaniz gerekir.

Kullanicilara daha hizli ve uygun bir sekilde yanit verme
olanaklar1 sunar.

Dijital pazarlama kampanyalari, profesyonelce tasarlanmamis ve
dogru hedeflenmemisse kullanicilar tarafindan ciddiyetsiz olarak
algilanabilir;

Elde edilen pazarlama sonuglarimn yiiksek derecede
oOlciilebilirligi.

Sirketlerin online itibar1 olumsuz geri bildirimlerle yerle bir
olabilir.

Miisterilerin boliimlendirilmesini ve hedeflemeyi
kolaylastirir

Tiiketici giiveni eksikligi.

Reklam mesajlarinin 6nemli derecede kisisellestirilmesi.

Internet alaninin gevrimigi reklam mesajlariyla agir1 yiiklenmesi.

Tiiketiciler i¢in daha fazla kolaylik yaratir

Internet alaninin gevrimigi reklam mesajlariyla agir1 yiiklenmesi.

Sanal isletmelerin bagarili bir sekilde gelismesi icin
onkosullar ve uygun kosullar yaratir.

Dijital pazarlama biiyiik olciide teknik ve teknolojiye baglidir.

Sosyal araglarla daha fazla kullanicrya ulagilabilir.

Uygun olmayan dijital ara¢ ve uygulamalarin kullanilmasz.

Sirketlerin web sitelerine gelen trafigi artirir.

Pazarlama kampanyalarinda dijital araglarin seciminde net
kriterlerin olmamasi.

Kullanicilarla iletisimi ve etkilesimi kolaylastirir.

Dijital pazarlama kampanyalar: sirketin genel pazarlama stratejisi
ile uyumlu olmadan kendi baglarina gelisebilir.

Rakiplerin eylemlerinin izlenmesini ve analiz edilmesini
kolaylastirir.

Cesitli pazarlama faaliyetlerinin gelistirilmesi ve
uygulanmasi siireclerinde kontrol ve diizeltme derecesini
artirir.

Pazarlama arastirmasi hazirlamak ve yiiriitmek icin
gereken siireyi kisaltma potansiyeline sahiptir.

Daha az maliyetlidir.

Igerik pahasina teknik ¢oziimlere vurgu yapilmasi.

Kaynak: Sorav (2024)), Kavitha (2023), Veleva ve Tsvetanova (2020), Skurpel (2016).

2.2.3. Dijital Pazarlama Tiirleri

Isletmelerin ve markalarin kullanabilecegi
farkli dijital pazarlama tiirleri vardir (Banies,
Fill, 2014; Jandal, 2011; Ki, 2019; Rettie, 2002;

Rollins vd., 2014; Teixeira & Nunes, 2024):

motoru sitesi olan YouTube'daki
reklamlardir.

¢ Influencer Pazarlamasi: Dijital pazarlama
yontemlerindeki  degisikliklerle  birlikte

sosyal medya pazarlamas: da gelismistir.
Markalar influencer trendini takip etmeye ve

e Arama Motoru Pazarlamas:: Bir marka veya

irlinin  arama  motorlar1  araciligiyla
pazarlanmasi uygulamasidir.

¢ Sosyal Medya Pazarlamasi: Temel olarak,
sosyal ag web sitelerini ve uygulamalarin
pazarlama arac
pazarlama seklidir.

o Goriintiilii Pazarlama: Web sayfalarinda
gosterilen ve insanlarin daha fazla dikkatini
¢cekmek icin metin, resim, ses veya
videolardan olugan reklamlardir. Ornegin,

Google'dan sonra en popiiler ikinci arama

olarak kullanan bir

onlar1 reklam i¢in kullanmaya basladi.
Influencer pazarlamasi, bir markanin bir
sosyal igerik gelistiricisiyle ortaklik kurmas:
anlamina gelmektedir.

E-Posta Pazarlamasi: Yahoo ve Google
Gmail gibi E-posta siteleri aracilifi ile yapilan
pazarlama faaliyetlerine E-posta pazarlamasi
denilmektedir.

Viral Pazarlama: Viral pazarlama, tiiketiciler
arasinda, Ozellikle de internet tzerinden
agizdan agiza iletisim ile ortaya cikan bir
pazarlama Viral

bigimidir. pazarlama,
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Facebook, Twitter ve YouTube gibi sosyal
medya aglarmin popiilerlesmesiyle birlikte
son on yilda giderek daha 6nemli bir hale

gelmistir.

e Mobil Pazarlama: Isletmelerin  veya
gruplarin amaclarii gerceklestirmek {izere
hedef kitleleri ile tamigabilir araglar

vasitasiyla etkilesime ge¢mesidir.
3. Yontem

Bibliyometrik analizler, pazarlama alaninda
literatiirii genis bir kapsamada ele alarak sentez
egilimleri  izlemek, firsatlar:
gorebilmek, alandaki bosluklar: ve isbirliklerini

yapmak,

gorebilmek ayrica etki analizleri yapmak gibi
etkili imkanlar sunabilir (Wang vd., 2016). Bu
analizler, arastirmacilara ve akademisyenlere,
ilgili ~ alandaki ~ durumu  kavrayabilme,
gelecekteki calisma yonlerini belirlemede ve

alandaki etkisinin degerlendirilmesinde
yardimct olabilmekte ve ayni zamanda,
bibliyometrik  analizler karmasik medya

pazarlamasmin ¢oziimlenmesinde etkin bir
metodolojik  yontem olarak kullanilabilir.
Sayisal verilere dayali gostergeleri sayesinde bu
arastirilan konunun alanini,
kavramlarimi, amaglarini ve boyutlarii anlama
imkadni sunabilmektedir (Yu & Munoz]Justicia,

2020).

analizler

Bu calismada VOSviewer2
bibliyometrik yontemi
VOSviewer2, degisimleri ve
ortaya c¢lkarma, yeni
kesfetme  gibi sunarak
aragtirma  yapacak
saglayabilmektedir.

programi
araciligiyla analiz
uygulanmuigtir.
iligkileri kavramlari
imkanlar alanda

olanlara bir 0Ongorii

Bu calismada  bibliyometrik  analiz
yonteminin tercih edilmesinin baslica nedeni,
alan1 daha derinlemesine arastirma imkéan
vermesinden kaynaklanmaktadir. Calismada
daha giivenilir sonuglara ulasabilmek icin, “Web
of Science” veri tabami kullanilmigtir. Bu veri
tabani, gelismis arama gostergeleri ve etkin
kontrol araglariyla daha nitelikli arastirma
verilerini barindirmaktadir. Ayrica, yayin etigi
ilke ve standartlarina uygun calismalarin
bulundugu bu tabani,
giivenilirlik derecesini daha da artirmaktadir.

veri analizlerin

Bu c¢alisma, 02.03.2024 tarihinde “digital
marketing", kelimesiyle “Web of
Science” veri tabaninda elde edilen veriler ile

anahtar

yapimistir. Calismanin kapsami, 2006'dan 2024
yilina kadar olan tarih araliginda yapilmis
makale tiirlindeki 1661 akademik calismalari
icermektedir. Calisma pazarlama
“digital ~marketing" kavramin
calismalarin yillara gore dagihimini,

alaninda
kullanan
ortak
yazarlari, yazarlarin atif sayilarini, iilkelere gore
calisma sayisini,  ¢alismalardaki
kelimelerin  birlikte kullanim agmi ve
calismalarin bibliyometrik eglestirmesini ortaya
koymustur. Bu sayede dijital marketing'in

anahtar

pazarlama alanindaki gelisimi, giincel durumu,
arastirma alanlar1 ortaya c¢ikartilarak asagida
belirtilen arastirma sorusuna ve alt sorularina
151k tutulmustur.

Temel Arastirma Sorusu: Pazarlama
arastirmalarindan 02.03.2024 tarihi itibariyle
Web of Science “digital
marketing"'i ele alan c¢alismalarmm giincel

durumu nedir?

veri tabaninda

Aragtirma sorusuna cevap verebilmek igin
asagida belirtilen alt arastirma
belirlenmistir. Bunlar;

sorulari

Arastirma sorusu-1: “Arastirma sayilari
yillara gore nasil degismistir?”

Arastirma sorusu-2: “Aragtirmalarda ortak
calisma yapan yazarlar kimlerdir”

Aragtirma sorusu-3: “ Arastirmalardaki ortak
atif verilen makaleler hangileridir?”

Arastirma sorusu-4: “Arastirmalar hangi
tilkelerde yogunlasmaktadir?”

Arastirma  sorusu-5:
anahtar sozctikler nelerdir?”

“Arastirmalardaki

Aragtirma sorusu-6: “Arastirmalarda en ¢ok
bibliyografik sahip
hangileridir?”

eslesmeye yayinlar

4. Bulgular
4.1. “Digital Marketing” Anahtar Kelimesi ile
Bibliyometrik Analiz

02.03.2024 tarihinde Web of Science veri
tabaninda 2006 ile 2024 tarih araligr “Digital
Marketing” anahtar kelimesi ile 1661 dokiiman
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tespit edilmistir. Asagida bu dokiimanlarin son
on yila gore siitun grafigi olusturulmustur.

Yayin Yillarina Gore Dagilimi1 (Son 10 Yil)

400
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200

150

50 66 69

25 46

2015 2016 2017 2018 2019

345

304
285

177

119

2020 2021 2022 2023 2024

Sekil 1. Yayin Yillarina Gore Dagilim

Yukarida grafikte goriildiigii gibi dijital
pazarlama ile ilgili calisma en ¢ok 2023 yilinda
(345 adet) yapilmistir. Yillar arasindaki artis
orani en ¢ok 2018 ile 2019 yillar1 arasimndadir
(%102,8). Ayrica 2020 yili itibariyle yayin sayisi
diger yillara gore daha yiiksek sayilarda
seyrettigi oldugu goriilmektedir. 2020 yilmnin
mart ayindan itibaren yayilmaya baslayan
Covid-19 salgimi nedeniyle eve kapanmak
zorunda kalan insanlarin hayatlarindaki bir¢ok

Tablo 3.
Dijital Pazarlama Calisma Alanlari

slireci ve isi evden internet {izerinden yapmak
zorunda kalmasiyla dijitallesme bu donemde
daha da hizlanmistir. Bu yillardaki dijital
pazarlama c¢alismalarindaki artis1 bu siirece
baglanabilir.

Calismanin analizinde dijital pazarlama ile
ilgili olarak en ¢ok hangi alanlarda yapildigini
tespit edebilmek icin yapilan analiz sonuglari
asagidaki Tablo 3"deki gibidir.

Aragtirma Alanlar Kayit Sayisi %
1 Is (Calisma) Ekonomisi 1101 46,048
2 Bilgisayar Bilimi 477 19,95
3 Sosyal Bilimler Diger Konular 209 8,741
4 Miihendislik 180 7,528
5 Tletisim 145 6,064
6 Bilim Teknoloji Diger Konular 120 5,019
7 Egitim Ogretim Arastirmasi 118 4,935
8 Cevre Bilimleri Ekoloji 95 3,973
9 Bilgi Bilimi Kiitiiphane Bilimi 95 3,973
10 Saglik Bilimleri Hizmetleri 58 2,426

Yukarida da goriildiigii gibi dijital pazarlama
alan1 ile ilgili calismalarin nerdeyse yarisi
(%46,048) Is (calisma) ekonomisi alaninda
yapildig1 goriilmektedir. Bu konu ile ilgili en az
calisma yapilan alaninda “Saglik Bilimleri
hizmetleri” (%2,43) alanin oldugu
goriilmektedir.

4.2. Ortak Yazar Analizi

Ortak yazar analizi, birbiriyle en fazla
baglantili ve igbirligi icindeki yazarlarin tespiti
icin “en az 1 atif” ve “en az 1 yaym” oOlgiitii
belirlendiginde, = 4735  yazarin = 1776s1
karsilastirilmis ve ag haritasinin  olusumu
saglanmistir. Aralarindaki en yiiksek baglantiya
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sahip olan isimler arasinda yapilan analiz
sonucunda olusan ag haritasinin 241 toplam link
baglant: giicii, 62 baglanti, 8 kiime ve 62 6geden

olustugu goriilmektedir. Analiz sonucunda ilk
3 sirada bulunan yazarlara ait Tablo 4 asagida
sunulmustur.

Tablo 4.
Orta Yazar Analizi Tablosu
No Yazar Dokiiman Yazar Atf Yazar VToplam" .
Baglant1 Giicii
1 Sakas, Damiaanos P. 15 Stephen, Andrew T. 1046 Sakas, Damiaanos 46
P.
2 Giannakopoulos, 10 Karjaluoto, Heikki 886 Ares, Gaston 43
Nikolaos T.
3 Ares, Gaston 8 Dwivedi, Yogesh K. 756 Alcaire, Fflorencia 39

Yukarida Tablo 4'te goriildiigii gibi en ¢ok
yaymn ve toplam baglanti giicii yoniinden ilk
sirada yazar Sakas, Damiaans P., bulunmasina
ragmen en ¢ok atif alanlar arasinda ilk {i¢ sirada

lehtogheik
keranen, joona gomafs anf

mero, joel
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-
karjalu@igh heikki

filieri, raffacle
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bishoggtaylor

carlson, jamie
m

olmadigy, ilk tigte sirasiyla Stephan, Andrew T.,
Karjaluoto, Heikki, ve Dwivedi, Yoges Kk.'nin
dijital pazarlama tizerine olan makalelerine alan
yazinda daha cok atif yapildig: goriilmektedir.
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Sekil 2. Yazarlar Arasi Is Birligini Gosteren Ortak Yazar Baglart

4.3. Yazar Atif Sayisi

Atif aglarimi tespit etmek {lizere “en az 1
yaymn” ve “en az 1 atif” kriteri ile yazar atif
analizine dair ag haritasi gikarilmistir. Birbiriyle

yapilan analizde toplamda 38 kiime, 944 Gge,
5217 baglanti ve toplam baglanti giici 5550
olarak tespit edilmistir. Analiz sonucunda ilk 3
sirada bulunan yazarlara ait Tablo 5'de asagida

baglantili oldugu goriilen 1776 birim {izerinden sunulmustur.
Tablo 5.
Yazar Atif Sayis1 Analizi Tablosu
No Yazar Dokiiman Yazar Atif Yazar Toplam Baglant1 Giicii
1 Sakas, Ddamiaanos P. 15 Sstephen, 1046  Stephen, 189
Andrew T. Andrew T.
2 Giannakopoulos, 10 Karjaluoto, 886  Karjaluoto, 167
Nnikolaos T. Heikki Hheikki
3 Kanellos, Nikos 8 Dwivedi, 756  Ddwivedi, 118
Yogesh K. Yogesh K
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Yukarida Tablo 5'de goriildiigi gibi en fazla
yaymn ilk {i¢ yazar hem atif hem de toplam
baglant1 giici yoniinden ilk {ig
girememislerdir. En ¢ok atifi sirasiyla stephen,
andrew t. (1046 atif), Karjaluoto, Heikki (886 atif)
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ve Dwivedi, Yogesh K (756) atif ilk iig
siradayken bu ii¢ yazar aym zamanda toplam

baglanti1 giicli yoniinden de ayni sirada
olduklari goriilmektedir.
Jugy@ezim

Sekil 3. Yazarlarin Atif Baglar

4.4. Ulke Atif Analizi

Ulkelerin yayinlarin mensei {ilkelerine gore
aldig: atiflara dair ag haritasi olusturmak igin bir
iilkenin “en az 1 eser yaymnlamast” ve “1 atif
almas1” kriteri kullanilarak 91 farkl: tilke birimi

tizerinde analiz gerceklestirilmistir. Bu analiz
sonucunda 14 ayr kiime belirlenmis, toplamda
658 baglant1,86 6ge ve 1791 toplam baglant1 giicii
tespit edilmistir. Analiz sonucunda ilk 3 sirada
bulunan yazarlara ait Tablo 6'da asagida

sunulmustur.
Tablo 6.
Ulke Atif Analizi
No Ulke Dokiiman Ulke Atf Ulke Toplam Baglant1 Giicii
1 ABD 155 ABD 4609 ABD 512
2 Ispanya 86 Ingiltere 3527 Ingiltere 420
3 Ingiltere 82 Hindistan 1906 Hindistan 182

Yukarida Tablo 6.'da goriildiigii gibi hem
dokiiman (155 adet) hem atif (4609 atif) ve hem
de toplam baglant1 giicii yoniinden (512
baglanti) ABD ilk sirada yer almaktadir. Bu
sonuglardan da goriildiigii gibi ABD dijital
pazarlama alaninda yapmis olduklari akademik
calismalar ile diinya iilkeleri arasinda acik ara

ondedir. ABD'yi 86 dokiiman ile Ispanya, 3527
atif 420 toplam baglant1 giicii yoniinden ikinci
olarak Ingiltere takip etmektedir. 82 dokiiman
sayisi yoniinden Ingiltere, 1906 atif sayisi ve 182
toplam baglant: giicii yoniinden tigiincii sirada
Hindistan takip etmektedir.

41


https://dergipark.org.tr/tr/pub/gupayad

o0,
. GiP
https://dergipark.org.tr/tr/pub/gupavad
qatar
ain .
u arab@nirates ’
RN *beilgnd = _er‘ld switserland
ﬁ,’.im s T~ RS Neier
Jigiris peoples r china ‘ i s A
ot e e
greece - e S L N
e, -
o
J caigda sweden
" uruguay
ecyador
&, VOSviewer

Sekil 4. Ulkelerin Atif Analizleri
4.5. Anahtar So6zciik Analizi aralarinda iliski bulunan 496 gozlem birimi ile
yapilan analiz sonucunda toplam 33 kiime, 496
bag, 2701 baglant1 ve 4083 toplam baglant1 giicii
oldugu tespit edilmistir.

Toplam baglant1 giici acisindan en giiglii
ifadeler sosyal medya pazarlamas: ve sosyal
medya olmustur. En az 2 defa goriilen ve

Tablo 7.
Anahtar Sozciik Analizi.

No Anahtar So6zciik Tekrar Toplam Baglant: Giicii
1 Digital marketing 643 1425
2 Social Media 132 408
3 Marketing 56 189
4 e-commerce 33 122
5 Big data 27 100

Dijital pazarlama (digital marketing) ile ilgili
yayinlarda en ¢ok kullanilan anahtar kelimelere
bakildiginda asagida Tablo X'te goriildiigii gibi,
ilk sirada 643 tekrar ile “digital marketing”,

ikinci sirada 132 tekrar ile “social media”,
tctincli sirada 56
dordiincti sirada e-commerce ve 68 tekrar ile
“big data” besinci sirada gelmektedir.

tekrar ile “marketin”,

soung camsumees

Sekil 5. Anahtar S6zciik Analizi

42


https://dergipark.org.tr/tr/pub/gupayad

5!

=
GiP

https://dergipark.org.tr/tr/pub/eupavad

4.6. Metinlerin Bibliyometrik Eslesme Analizi

Bibliyografik eslesme, bagimsiz iki kaynagin
ayni esere yapilan alintilar1 ifade eder. Bu
calismada “en az 1 atif almis eserlerden” secilen

Tablo 8.
Eserlerin Bibliyometrik Eslesme Analizi

ve aralarinda baglantilar olan 1661 dokiimandan
634 birim tizerinde yapilan analiz sonucunda 17
farkli kiime, 589 Oge tespit edilmis, toplamda
14520 baglant1 ve 21653 toplam baglanti giicii
elde edilmistir.

No Yazar Atif Yazar Toplam Baglant1 Giicii
1 Dwivedi (2021) 520 Dwivedi (2021) 548
2 Aappel (2020) 485 Homburg (2022) 448
3 Lamberton (2016) 484 Herhausen (2020) 362

Yukarida Tablo 8.'de goriildiigii gibi en
yiiksek bibliyografik eslesmeye sahip yaymlar
Dwivedi (2021) tarafindan 520 alinti, Aappel
(2020) tarafindan 485 alint1 ve Lamberton (2016)
tarafindan 484 alint1 ile gergeklestirilmistir.
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Toplam baglanti giicli agisindan ise Dwivedi
(2021) 548, Homburg (2022) 448 ve Herhausen
(2020) 362en yiiksek toplam baglanti giicii
degerlerine sahip olduklar: goriilmiistiir.
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Sekil 6. Eserlerin Bibliyografik Eslesme Baglari

5. Sonuc ve Tartisma

Dijital pazarlama, son yillarda hizla gelisen
ve is diinyasinda 6nemli bir yere sahip olan bir
gelmis Dijital
platformlarin, sosyal medyanin ve veri odakh
pazarlama  stratejilerinin  igletmeler  igin
vazgecilmez hale gelmesi, bu alandaki bilimsel
calismalarin da hizla artmasina yol agmuistir.
Ancak, dijital pazarlama literatiirii giderek

alan haline durumdadar.

genislerken, bu calisgmalarin genel egilimlerini,
hangi konulara yogunlasildigin
bosluklarin bulundugunu goérmek kritik hale
Literatiirde bu alanda yapilmis

ve hangi

gelmistir.

calismalarin az ve gilincel olmamasi nedeniyle
bu boslugun doldurulmasi amaglanmistir.
Ayrica bu Dbibliyometrik ¢alisma, dijital
pazarlama alanindaki arastirma egilimlerini,
hangi yillarda hangi konularin 6ne ¢iktigin1 ve
literatiirdeki eksiklikleri anlamaya yardimci
olmak amaciyla yapilmisgtir.

Alan yazinda, “digital marketing” in
bibliyometerik analiz ile taranmasiyla elde
edilen dayanarak  bu
kapsaminda genel bir g¢karim yapmak
miimkiindiir. Dijital pazarlama ile en ¢ok 2023
yilinda 345 adet, en az 2015 yilinda 25 adet ve

verilere calisma
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toplamda 2015 ile 2024 yillar1 arasinda 1661 adet
makale ¢alismasi yapilmistir. En ¢ok artis %102,8
ile 2018 y1l1 2019 yillar1 arasinda olmustur. 2018
ile 2019 yillar1 arasinda dijital pazarlama iizerine
yapilan calismalarin sayisindaki %102,8'lik artis,
dijital donlisim ve teknolojik gelismelerin
etkisiyle aciklanabilir. Bu donemde isletmeler,

dijital platformlara hizla adapte olurken,
geleneksel pazarlama yontemlerini terk edip
dijital stratejilere yonelmek zorunda
kalmiglardir. Sosyal medya platformlarinin

ozellikle Instagram ve YouTube un yiikselisi, bu
siirecte de biiyiik rol oynadigin ifade edilebilir.
Mobil cihaz kullaniminin artist ve mobil uyumlu
pazarlama stratejilerinin 6nem kazanmasi da bu
katki
Calismalarin

alandaki arastirmalarin  artmasina
sagladigim1  ifade edilebilir.
ozellikle 2020 yilindan itibaren sayisal olarak
daha ok arttig1 goriilmektedir. Bu durumu 2020
yilinin Mart ayindan itibaren Cin'de gikip tiim
diinyaya yayilan COVID-19 salgimin insanlarin
eve kapanmasi ve tiim ihtiyaglarini internetten
yapmak zorunda kalmasina baglayabiliriz.
Pandemi siirecinde dijitallesme kaginilmaz hale
gelmis ve isletmeler, tiiketicilere ulasmak igin
dijital platformlar1 daha yogun bir sekilde
kullanmak zorunda kalmiglardir. Bu siireg,
dijital pazarlamanin énemini daha da artmasina
ve arastirma sayilarinda sigramalara neden
oldugunu soyleyebiliriz.

Dijital pazarlama alanindaki ¢alismalarin en
cok Is (Calisma) Ekonomisi ve en az Saghk
Bilimleri  Hizmetleri alaninda  yapildig:
sekilde
yorumlayabiliriz: Is (Calisma) ekonomisi genel
olarak istihdamin arttirilmasi, ekonomik
bliylimenin ve verimliligin arttirilmasma
odaklanmaktadir. Dijital pazarlama, calisma
yeni  istihdam
performanst  ve

goriilmiistir. Bu  sonucu  su

ekonomisini  etkileyerek

olanaklarini,  ekonomik
verimliligi arttirabilir. Dolayisiyla orgiitler daha
¢ok istihdam yaratmak, ekonomik biiylimeyi ve
verimliligi saglamak igin dijital pazarlamaya
yonelebilecekleri ifade edilebilir. Calismada
yapilan ortak yazar analizinde 15 yayin sayisi ve
46 toplam baglant1 giicii yoniinden ilk sirada
Sakas, Damiaanos P., ilk sirada iken, bu yazarin
atif sayist yoniinden ilk ii¢ sirada olmadigi
goriilmiistiir. Yazar atif sayist analizinde

Stephen, Aandrew T., 1046 atif ve 189 toplam
baglant1 giicli yoniinden ilk sirada bulunurken
bu yazarin yayin sayist yoniinden ilk {i¢ sirada
olmadigi  goriilmiistiir. Ulke atif sayisi
analizinde, hem 155 adet yayin sayis1 hem 4609
atif alma sayis1 ve hem de 512 adet toplam
baglanti giicli yoniinden ilk sirada ABD'nin
oldugu goriilmiistiir. Atif sayist yoOniinden
ABD'yi 3527 say1 ile Ispanya, 1906 atif sayist ile
Ingiltere’nin takip ettigi goriilmiistiir. Anahtar
sozclik analizi sonucunda, 643 kez ile en ¢ok
“digital marketing” ilk sirada yer alirken, ikinci
sirada 132 tekrar ile “social media” ve 56 tekrar
ile “marketing” {gilincli sirada yer aldig:
goriilmiistiir. Metinlerin bibliyometrik eslesme
analizi sonucunda, 520 atif ve 548 toplam
baglanti giicii yoniinden Dwivedi (2021) ilk
sirada yer alirken 485 atif ile Appel (2020) ikinci
sirada ve 484 atif ile Lamberton (2016) ti¢lincii
sirada olmasma ragmen bu iki yazarin toplam
baglanti giicii yoniinden ilk {icte olmadig1
sonucuna ulagilmistir.

Bu analizler, dijital pazarlama alanindaki
literatiirde caligmalarin  ¢esitli
boyutlar ile incelendigini ve bu alanin farkl

yapilmis

yonlerine 151k tuttugu ifade edilebilir. Yazarlarin
atif alimi, is birligi sayilari, etkilesimleri,
tilkelerin atif sayilari, anahtar kelimeler ve
bibliyometrik eslesmeler gibi faktorler, dijital
pazarlama alanmnin anlasilmasi ve incelenmesi
igin 6nemli veriler sagladigini sOyleyebiliriz.
Dijital pazarlama, orgiitlere, markalara gesitli
faydalar sunabilir. Dijital pazarlama, orgiitlerin
mekansal kisitlamalarin neden oldugu simrlar
ortadan kaldirarak 7/24 aninda her yere ve her
kese ulasabilmelerine yardimci olur. Bu sayede
orglitler amaclarma ve hedeflerine daha kolay
ulasabilmelerine imkan saglar. Dijital pazarlama
tiikketiciler ile iki yonlii daha aktif bir etkilesim
kurarak oOrgiit, marka ve miisteri iliskilerini
Dijital
mesajlarini

dontistiirebilir. pazarlama iiriin ve
hizmetlerinin rahatlikla 7/24
iletebilecekleri genis bir zaman diliminde,
pazarlama mesajlarina daha ¢ok siire ve daha
¢ok sayida maruz kalmalarini saglayabilir. Bu da
driiniin, hizmetin ya da markanin kisinin
goziinde daha ¢ok tammirligimi saglayabilir ve
tiiketici davranislar1 hakkinda arastirma yapma

olanag1 saglayabilir. Sonug¢ olarak dijital
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pazarlama, fiiriin, hizmet ve markanin teknolojilerin dijital pazarlama stratejileri

farkindaligini ve dolayisiyla satiglarii artirir
ayrica bireylere dijital bir ortamda {iriinler ve
hizmetler deneyimler yasama firsat1 sunabilir.

6. Sinirliliklar ve Gelecek Caligmalar

Bu calismanin en 6nemli sirliligl; yalnz
Web of Sicence tabanindaki verileri kapsamasi
bir tarihte analizlerinin
yapilmasidir. Yapilacak yeni ¢aligmalar giincel
tarih kullanilarak gerceklestirilebilir. Dijital
Pazarlama analizi yapilirken tiim alanlar analize

ve verilerin belirli

dahil edilmigtir. Bundan sonraki arastirmalarda
alan kisitlamasi yapilarak calisilabilir. Scopus ve
PubMed gibi diger veri tabanlarinda dijital
pazarlama ile ilgili olarak arastirma yapilarak
Dijital pazarlama
teknolojilerinin  etkisi

karsilastirma  yapailabilir.

siirekli olarak yeni

altindadir. Yapay zeka, makine 6grenimi, blok
zincir ve arttirllmis gercgeklik gibi yenilikci
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Abstract

Purpose: The aim of this study is to investigate how retro product advertisements shared
on social media influence consumers' perceptions of credibility, quality, and ease of
understanding, and how these perceptions affect brand loyalty, brand awareness, and
purchase intentions. Material and Method: The research was conducted in Karabiik,
Turkey, and data collected directly from consumers was analyzed using structural
equation modeling. The study investigates how advertisements for retro products shared
on social media influence consumers' perceptions of credibility, quality, and ease of
understanding, and how these perceptions affect purchase intentions through brand
loyalty and awareness. Findings: The findings indicate that the credibility and
understandability of retro product ads positively and significantly affect brand loyalty and
awareness, but quality did not have the expected effect. These results highlight the
effectiveness of retro marketing strategies for businesses. Result: The study reveals that
the credibility and ease of understanding of retro product advertisements shared on social
media significantly enhance brand loyalty and brand awareness. However, the perceived
quality of these advertisements does not show a significant impact on these brand-related
outcomes. These findings highlight the importance of focusing on the credibility and
clarity of advertisements to strengthen brand relationships.

Oz

Amag: Bu calismanin amaci, sosyal medyada paylasilan retro {iriin reklamlarmin
tiiketicilerin giivenilirlik, kalite ve kolay anlagilabilirlik algilarmi nasil etkiledigini ve bu
algilarin marka sadakati, marka farkindaligr ve satin alma niyetleri iizerindeki etkilerini
arastirmaktir. Gereg ve Yontem: Arastirma, Karabiik, Tiirkiye'de gerceklestirilmis olup,
yapisal esitlik modellemesi kullanilarak tiiketicilerden dogrudan toplanan veriler analiz
edilmistir. Calisma, sosyal medyada paylasilan retro iiriinlerin reklamlarinin tiiketicilerin
giivenilirlik, kalite ve kolay anlasilabilirlik algilarini nasil etkiledigini ve bu algilarin marka
sadakati ve farkindalig1 araciligiyla nasil satin alma niyetlerini etkiledigini arastirmistir.
Bulgular: Bulgular, retro {iriin reklamlarinin giivenilirligi ve kolay anlasilirligmin marka
sadakati ve farkindalig: iizerinde pozitif ve anlamli etkiler gosterdigini, ancak kalitenin
beklenen etkiyi yaratmadigini ortaya koymustur. Bu sonuglar, isletmeler igin retro
pazarlama stratejilerinin etkinligini vurgulamaktadir. Sonug: Calisma, sosyal medyada
paylasilan retro iiriin reklamlarinin giivenilirligi ve anlasilabilirliginin marka sadakati ve
marka farkindaligini 6nemli 6lciide artirdigini ortaya koymaktadir. Ancak, bu reklamlarin
algillanan kalitesinin bu marka ile ilgili sonuglar {izerinde anlamli bir etkisi
bulunmamaktadir. Bu bulgular, marka iliskilerini giiclendirmek igin reklamlarin
giivenilirligi ve netli§ine odaklanmanin 6nemini vurgulamaktadir.
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Etik kurul beyan1/Ethics committee statement: This study was conducted with the approval of the Ethics Committee in
accordance with the decision of the Karabuk University Social Sciences and Humanities Scientific Research and
Publication Ethics Committee dated 01.03.2024, meeting number 2024/03 and document numbered E. 322819

47


https://dergipark.org.tr/tr/pub/gupayad
https://orcid.org/0000-0002-0827-5805
https://creativecommons.org/licenses/by-nc/4.0/
https://doi.org/10.54439/gupayad.1514338

_B
=

GUFE

https://dergipark.org.tr/tr/pub/cupayad

1. Introduction

Social media advertising is a vibrant
marketing strategy that empowers brands to
engage with their target audiences via social
media platforms, facilitating the promotion of
their products and services (Kumaradeepan,
2021). This form of advertising is notable for its
personalized content delivery based on user

interests, demographics, and online behaviours

(Dwivedi et al, 2020). Offering higher
interaction and feedback  opportunities
compared to traditional advertising channels,
social media advertising enhances

understanding of consumer preferences and
enables the customization of marketing
strategies (Wiese et al., 2020; Goktas & Gokerik,
2024). Moreover, it
approaches like user-generated content (UGC)

leverages innovative
and influencer marketing to spread among
consumers organically, thus increasing brand
awareness and loyalty (Hussain et al., 2022).
This strategic method fosters ongoing dialogue
with current and potential customers through
interactive campaigns, establishing a foundation
for long-term relationships (Abashidze, 2022).
Social media advertising not only allows brands
to engage with modern consumers but also
provides an effective platform to promote
products with nostalgic value, such as retro
products. The dynamic and interactive nature of
social media platforms makes them ideal for
showcasing retro offerings, as they enable
brands to craft storytelling and emotional
narratives that resonate with audiences on a
deeper level. By leveraging the emotional
connection that retro products evoke, social
media campaigns can amplify the nostalgic
appeal, making retro products more relevant
and attractive to contemporary consumers.

Retro products offer businesses a way to re-
introduce the charm and significance of the past
to modern consumers. Characterized by their
authenticity, nostalgic value, and ability to
connect across generations, these products
provide a unique market position that deepens
brand loyalty and creates strong emotional
connections among consumers (Meyer et al.,
2020). Highlighting authenticity and nostalgia,

which significantly impact consumer behaviour,
allows brands to differentiate and gain a
competitive edge (Braz et al, 2021). The
presentation and marketing of retro products
allow businesses to develop innovative and
flexible marketing strategies while remaining
responsive to consumer needs and expectations.
Additionally, integrating these products in line
with modern values like sustainability and
environmental responsibility aids businesses in
achieving both economic and social objectives
(Jaspert et al., 2021). Successfully marketing
retro products requires establishing a strong
emotional connection with consumers through
storytelling and brand communication, ensuring
a unique position in the consumer's mind
(Sousa, 2021).

A notable trend is the increasing importance
of social search, with 24% of consumers aged 18-
54 turning to social media to search for brands
more frequently than using traditional search
engines. This figure rises to 36% among Gen Z.
This shift highlights the evolving role of social
platforms in influencing purchase decisions and
brand discovery (HubSpot, 2023). Moreover, the
engagement with micro-influencers reveals a
strategic pivot in influencer marketing, with 80%
of influencer marketers collaborating with
creators having fewer than one hundred
thousand followers due to their ability to foster
tight knit, engaged communities, offering a
more cost-effective and authentic marketing
approach compared to celebrity endorsements
(HubSpot, 2023). The global digital landscape
also offers a broader context for understanding
social media's impact, with significant portions
of the population remaining unconnected.
Despite high internet adoption rates in many
regions, nearly 2.85 billion people worldwide
are not online, presenting both a challenge and
an opportunity for expanding digital access and
engagement (DataReportal, 2023). Additionally,
overall online time has been declining,
suggesting a shift towards more purposeful and
quality-focused online interactions
(DataReportal, 2023). The effectiveness of social
media marketing is further exemplified through
brand case studies. For instance, Simpli.fi's
utilization of employee advocacy post-
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rebranding led to a significant return on
investment, showcasing the power of leveraging
internal networks for brand messaging.
Atlassian's focus on social listening and
engagement highlights the importance of being
part
enhancing brand presence and
Meanwhile, Casey’s integration of social media

with customer service platforms significantly

of broader industry conversations,

relevance.

improved response times, enhancing customer
satisfaction and experience (Sprout Social, 2023).

The primary objective of this study is to
explore the impact of social media
advertisements for retro products on consumers'
brand relationships and purchase intentions.
Specifically, the research examines how the
presentation of retro products on social media
influences consumers' perceptions of credibility,
quality, and ease of understanding, and how
these perceptions, in turn, affect purchase
intentions through mediators such as brand
loyalty and brand awareness. The motivation for
conducting this study stems from the limited
research on the role of retro advertising in the
digital marketing landscape, particularly in
relation to social media platforms. Unlike
previous studies, which have primarily focused
on the general influence of retro products on
consumer behavior, this research addresses the
specific effects of credibility, quality, and ease of
understanding of retro advertisements.
Moreover, the findings of this study offer unique
insights by revealing that while the credibility
and these
advertisements significantly enhance brand
loyalty and awareness, the perceived quality

ease of understanding of

does not exhibit the expected influence. These
results contribute to the existing literature by
offering a nuanced understanding of how retro
marketing  strategies can be effectively
employed in social media contexts to shape
consumer perceptions and behaviors.

Conducted in Karabiik, Turkey, the study
gathered data directly from consumers and
analyzed it using the AMOS statistical program
through structural equation modelling. This
method allowed for a comprehensive
examination of the relationships between

independent variables, mediators, and the
outcome of purchase intentions. The research
model detailed how the credibility, quality, and
understandability of retro products shared on
social media interact through mediators like
brand loyalty and awareness and the impact of
this interaction on purchase intentions.

2. Social Media Advertisement

Social media advertising has become a
cornerstone of contemporary digital marketing
strategies,  offering unparalleled
opportunities to engage with their target
audience, enhance brand awareness, and boost
sales. Leveraging the extensive user base and

brands

sophisticated targeting options of social media
platforms, this method provides unique reach
and engagement potential (Pelet & Ettis, 2022;
Kumaradeepan, 2020). The strength of social
media advertising lies in its ability to deliver
personalized ad content based on user's
interests, demographics, and online behaviours,
offering advertisers the chance to reach their
audience in more direct and meaningful ways
(Bhadauria et al., 2022; Puricanin et al., 2021).
This tailored approach significantly enhances
the effectiveness of advertising campaigns,
fostering a deeper connection between
consumers and brands.

Through various strategies like content
marketing, influencer marketing, and user-
generated content, social media advertising
helps cultivate positive brand perceptions, forge
deeper brand,
ultimately influence purchasing decisions. Its
potential to enhance brand loyalty and customer
engagement makes it an integral part of today's
marketing strategies (Putra et al., 2024; Novianti
& Erdiana, 2020; Fernandes et al., 2024; Gokerik,
2024). Moreover, it aims to captivate users with
interactive formats such as images, text, videos,

connections with the and

live streams, and stories, effectively conveying
the brand message and encouraging interaction

with the ad content (Tuten, 2023;
Chinchanachokchai & de Gregorio, 2020).
Integrating these diverse and interactive

strategies enriches the consumer experience and
solidifies the brand's presence in the digital
marketplace.
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The effectiveness of advertising campaigns
can be measured through various metrics,
enabling brands to optimize their ad strategies
and maximize marketing ROL. In this context,
effective use of social media advertising is
crucial for brands to gain a competitive edge and
achieve sustainable success in the digital era
(Abashidze, 2022; Dolega et al., 2021). As a
valuable tool for brands, social media
advertising offers the opportunity to reach a
broad and diversified audience, tell the brand
story effectively, and positively impact
consumer behaviour (Maio et al., 2020; Winter et
al.,, 2021; Gokerik et al., 2018). Consequently, the
success of social media advertising hinges not
only on presenting creative content but also on

redefining how brands interact with consumers.

In today's digital marketing landscape, social
media advertising holds central importance. It is
a valuable tool for brands to reach a wide and
varied audience, effectively tell the brand story,
and positively influence consumer behaviour.
As a dynamic and ever-evolving field, it
necessitates  continuous  innovation and
creativity in advertising strategies (Maio et al.,
2020; Kong & Fang, 2024; Bowo et al.,, 2024;
Gokerik, 2024). In this process, the effective use
of social media advertising helps brands gain
and maintain a competitive advantage in the

digital age, leading to sustainable success.

In conclusion, the effectiveness of social
in the age is
multifaceted, relying on a blend of creativity,

media advertising digital
personalization, and strategic engagement to
resonate with consumers. Brands that leverage
these elements in their social media advertising
campaigns will likely achieve greater success in
building brand equity, engaging consumers, and
driving purchase intentions. As such, social
media advertising continues to be an
indispensable tool in the digital marketer's
arsenal, offering a dynamic platform for brands
to connect with their audience in meaningful
and impactful ways (Pelet & Ettis, 2022; Chu et
al., 2023; Tabaeeian et al., 2023).

3. Retro Marketing

Retro marketing is significant among today's
marketing strategies, rejuvenating past periods'

product, service, or brand values to appeal to
consumers' nostalgic feelings (Pir, 2019). This
approach aims to establish a deeper, emotional
connection between the brand and the consumer
by leveraging the brand's past successes and
heritage, values such as
authenticity, sincerity, and permanence, thereby
strengthening consumers' connections with the
past (Gajanova & Zdenka, 2020). Retro

marketing has the potential to enhance brand

emphasizing

loyalty by activating consumers' positive
memories and emotions, especially appealing to
those who yearn for a certain era or wish to
combine the products of those times with the
innovations of the modern era (Scola & Gordon,
2019; Brouckova et al., 2019). This approach also
underscores offering products and a story and
experience to the consumer, thereby aiming to
create an emotional bond between the consumer
and the brand.

The implementation forms of the retro
marketing strategy include the reuse of old logo
and packaging
interpretation of advertising campaigns from
past periods, or the re-launch of popular
products. These methods allow brands to
reconnect with their history and roots, creating
an image of originality and reliability in

designs, the modern

consumer perception and enabling consumers to
develop a personal and emotional relationship
with the brand (Sousa, 2021; Magaudda &
Minniti, 2019). In this context, retro marketing
strategies help brands build a timeless brand
image by bridging the past and the future.

Retro marketing allows brands to revitalize
their past successes by offering consumers a
sense of nostalgia. Moreover, retro marketing
strategies assist brands in expanding their
consumer base. Products or campaigns featuring
elements from past periods attract both older
consumers and younger generations curious
about the past. This dual attraction bridges
different age groups, enhancing brand visibility
and preference across a broad demographic
spectrum (Saralaya et al., 2023; Kilis et al., 2022).
Thus, as a multigenerational approach, retro

marketing becomes an effective strategy
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allowing brands to expand their current and
potential consumer bases.

Retro marketing is a strategic approach that
enables brands to revitalize their past successes
and heritage, establishing a meaningful and
emotional connection with consumers. This
approach offers authenticity, sincerity, and
permanence while reinforcing the brand's
position in the consumer's mind and allowing
access to a wide consumer base (Ugwuoke, 2023;
Ahlberg et al., 2020; Cevik & Yorulmazlar, 2021;
Dwyer et al., 2020). This in-depth strategy allows
brands to reconnect with their history and build
strong,
fostering sustainable loyalty.

emotional bonds with consumers,

In conclusion, retro marketing emerges as a
compelling and nuanced strategy that taps into
the power of nostalgia and heritage, fostering a
profound and emotional connection between
brands and their consumers. By strategically
leveraging the nostalgic elements and historical
milestones of a brand, marketers can celebrate
the legacy of their products and significantly
enhance brand loyalty, purchase intentions, and
overall consumer engagement. The effectiveness
of this approach is well-documented across
various studies, underscoring its value as an
indispensable component of contemporary
marketing strategies. This method appeals to a
broad demographic spectrum, encompassing
both older generations who experienced the
brand's earlier days and younger audiences
drawn to the allure of the past, thus reinforcing
the brand's timeless image and deepening
relationships with consumers (Filiz et al., 2023;
Alkhafagi, 2023; Scola et al., 2022; Erkan et al.,
2019).

4. Method
4.1. Research model

This study is a quantitative, correlational
research aiming to determine the relationships
between the credibility, quality, and easy to
understand of retro product advertisements
shared on social media and the concepts of
brand loyalty and brand awareness, as well as to
examine the effect of these brand relationships
on purchase intention. This study was granted

ethical approval by the Karabuk University
Social Sciences and Humanities Scientific
Research and Publication Ethics Committee on
01/03/2024, document E. 322819,

allowing the conduct of the research.

number

In the initial segment of the questionnaire
deployed within the study, a meticulously
structured classification scale was employed to
ascertain the demographic attributes of the
participants, encompassing gender, age,
educational attainment, frequency of internet
usage, predominant social media platforms
utilized, online shopping habits, and the
frequency at which participants encountered
nostalgic products on social media platforms.
The subsequent section of the questionnaire
incorporated  interval scale statements,
meticulously crafted to gauge participants'
perceptions regarding the credibility, quality,
and easy understanding of retro-themed
products disseminated via social media and
their impact on brand awareness, brand loyalty,
and purchase intentions. These evaluative
statements were rigorously grounded in the
theoretical frameworks and empirical findings
delineated in seminal works by Cheung et al.
(2008), Park et al. (2007), Dihn and Mai (2015),
Yoo and Donthu (2001), Alhaddad (2015), and
Coyle and Thorson (2001), ensuring a
comprehensive assessment of the phenomena
investigation. Data collection was
meticulously executed through face-to-face
survey techniques, employing a convenience
sampling method, engaging a total of 241
participants during the initial week of March
2024. The robust sample size, exceeding fivefold
the number of statements within the survey,
aligns with the methodological
recommendations Brown (2015) and Tabachnick
and Fidell (2013) posited for ensuring analytical
adequacy and statistical validity. In the study,
individuals who were unfamiliar with retro
products were provided with four examples
prior to completing the survey to ensure they
had adequate information on the subject. In the
culmination of the data collection and analysis
phase, all posited hypotheses were subjected to
rigorous scrutiny by applying Structural
Equation Modeling (SEM) within the AMOS 20

under
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statistical software package. This analytical
endeavour facilitated the construction of a
comprehensive research model, as depicted in

relationships and dynamics at play between
retro marketing
behavioural outcomes.

elements and consumer

Figure 1, encapsulating the intricate
Credibility
Hilb
Brand Loyalty
H4
Easy to Understand Purchase Intention
H5
Brand Awareness
Quality
Figure 1. Research Model
4.2. Hypotheses Development of the Research ~ highlights that consumers have become

In a study conducted by Kumaradeepan et al.
(2023), the relationship between consumers'
perceptions and their purchasing intentions on
social media was examined. The research found
that social media significantly influences brand
loyalty through factors such as entertainment,
interaction, trust, electronic word of mouth (e-
WOM), and online engagement. This study
provides insights into how the credibility of
social media advertisements can affect brand
loyalty through consumer perception and
purchasing intention. Another study by Ali and
Shaiq (2023) investigated the impact of social
media marketing on consumer brand loyalty
and brand-switching decisions. This study
demonstrated that the frequency of interaction
with a brand on social media increases brand
loyalty and reduces the likelihood of brand
switching, supporting the positive relationship
credibility  of
advertisements and brand loyalty. Gensler et al.
(2013) conducted a study on the impact of social
media on brand management. This study

between the social media

significant authors of brand stories through
social media, and companies should pay
attention to these consumer-generated brand
stories. It presents a different perspective on
how the credibility of social media
advertisements effectively
brand awareness and loyalty. Siriwardana and
Hewapathirana (2022) examined the impact of
social media strategies on e-brand trust. The
research found that social media marketing
activities increase trust in the brand, satisfaction,

could influence

and consequently, brand loyalty. Similarly, this
study provides information on how the
credibility of social media advertisements can
affect consumers' trust in a brand, which in turn,
may indirectly increase brand loyalty. Zhang
(2023) investigated the effect of social media
marketing activities on consumer behaviour.
This study shows how marketing efforts on
social media can shape consumers' perceptions
of a brand and their purchasing decisions,
emphasizing that positive perceptions of a brand
can enhance brand awareness and loyalty.
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Okazaki and Taylor (2013) addressed theoretical
challenges and future orientations in the context
of international advertising on social media. This
study provides theoretical foundations on how
social media usage can affect brand image and
consumer perceptions. The credibility of social
media advertisements has the potential to
strengthen brand image on these platforms,
which can lead to indirect effects on brand
awareness and loyalty. Lastly, Alrubaian et al.
(2019) examined the reliability of information on
online social networks. The study indicates that
the reliability of information sources critically
impacts users' decision-making processes. The
credibility of social media advertisements is
thought to influence consumers' trust levels in a
brand and, consequently, brand loyalty and
These
foundation for understanding the impact of the

awareness. studies form a crucial
credibility of social media advertisements on
brand loyalty and awareness. The interactions
and trust on social media platforms illustrate
how relationships with brands can be deepened,
and consumer loyalty to brands can be
enhanced. In this context, hypotheses Hi. and

Hiv have been formulated.

Hia: There is a positive and significant impact
of the credibility of retro product advertisements
shared on social media on brand loyalty.

Hi: There is a positive and significant impact
of the credibility of retro product advertisements
shared on social media on brand awareness.

Research examining the effects of social
media marketing activities on brand loyalty and
awareness has shown that the ease of
understanding retro product advertisements
plays a significant role. A study by Bilgin (2018)
reveals that social media marketing activities
have a noticeable effect on brand image and
loyalty, with the clearest impact on brand
This  suggests  that the
understandability of retro product
advertisements can enhance brand awareness

awareness.

and image, thereby increasing brand loyalty.
Ismail (2017) and Gholamveisy et al. (2023)
found that social media marketing activities
have a meaningful impact on brand loyalty
through brand and value awareness. These

studies similarly support the notion that
understandable retro advertisements on social
media can positively affect brand loyalty by
increasing brand awareness. Research by
Saydan and Diilek (2019) and Erdogmus and
Cicek (2012) demonstrates that social media
advertising awareness positively affects brand
differentiation and loyalty. These studies
that understandable
advertisements on social media can increase
loyalty by engaging with consumers through
relevant and appealing content. Ebrahim (2020)
provides significant findings on how social
media marketing activities affect brand loyalty

confirm retro

through brand trust and value. Collectively,
these studies' theoretical framework supports
that the ease of understanding retro product
advertisements shared on social media
positively influences brand image, trust, and
value awareness, thereby enhancing brand

loyalty and awareness among consumers.

Hza: There is a positive and significant impact
of easy-to-understand product
advertisements shared on social media on brand

retro

loyalty.

Hozv: There is a positive and significant impact
of easy-to-understand retro product
advertisements shared on social media on brand
awareness.

Gancho (2017) examined how the evolution
of social media has become a crucial marketing
tool for brands. The study emphasizes that high-
quality content offered through social media can
increase brand awareness, boost sales, and build
long-term  relationships  with  customers.
Wasserbauer (2023) discussed the impact of
billboard advertisements and social media on
brand awareness. The research shows how the
quality of social media advertisements can affect
consumers' ability to recognize and remember a
brand.  Alkhoms Alnsour  (2013)
investigated the effect of social media marketing
on the quality of customer relationships. The
study indicates that high-quality social media

and

content can enhance customer satisfaction, trust,
and loyalty, which is thought to strengthen
brand loyalty indirectly. On the other hand,
Zhang (2023) researched the effect of social
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media marketing activities on consumers'
purchasing behaviours. The study demonstrates
how the quality of social media advertisements
can shape consumers' perceptions of a brand
and their purchasing decisions. Tuten (2023)
discussed how social media marketing strategies
brand awareness,
highlighting how high-quality content and
innovative social media strategies can help

can enhance businesses'

brands more effectively connect with their target
audiences. Okazaki and Taylor (2013) examined
the theoretical challenges and future
orientations of international advertising on
social media. The research provides theoretical
foundations on how the quality of social media
advertisements can affect brand image and
awareness in different cultural contexts. Finally,
(2022)
media

Siriwardana and Hewapathirana

investigated the impact of social
strategies on e-brand trust. The study shows that
high-quality marketing activities on social
media can increase consumers' trust in a brand,
strengthening brand loyalty and awareness. All
these studies demonstrate how the quality of
advertisements shared on social media can
deepen consumers' relationships with a brand
and enhance brand loyalty and awareness.
Based on the insights from these studies, the

hypotheses 13 and Hs» have been formulated.

Hsa: There is a positive and significant impact
of the quality of retro product advertisements
shared on social media on brand loyalty

Hab: There is a positive and significant impact
of the quality of retro product advertisements
shared on social media on brand awareness.

Studies on the effects of brand loyalty and
awareness on consumer purchase intention have
revealed significant findings supporting the
positive and meaningful relationships between
these variables. The study by Yuliasih et al.
(2021) indicates that the marketing mix (4P)
significantly impacts brand loyalty, which in
turn increases purchase intention, highlighting
the critical role of marketing strategies in
influencing consumer behaviour.
Kumaradeepan et al. (2023) and Shahid et al.
(2017) have explored the effects of social media
and brand awareness on consumer perception

and purchase intention, respectively, and how
these effects mediate brand loyalty. Junarsin et
al. (2022) examined the indirect effects of brand
preference and consumer trust on purchase
intention within the context of green marketing,
while Hollebeek (2011) proposed a triadic
conceptual framework consisting of activation,
identification, and absorption dimensions for
consumer brand engagement. The study by
Zhang and Weihua (2009) addressed various
factors in forming brand loyalty. Rohra and
Sharma (2016) investigated the impact of
consumers' passion for a brand on loyalty and
purchase intention. Colmenares and Saavedra
(2007) presented a theoretical examination of the
brand loyalty concept, discussing loyalty as both
an attitude and behaviour. Tartaglione et al.
(2019) provided a
understand the relationship between brand

framework better to

loyalty and purchase intention. Finally, Taylor
and Baker (1994) dealt with the impact of service
quality and customer satisfaction on purchase
intention, uncovering these variables' roles in
forming consumer purchase intentions. These
studies demonstrate the significant and positive
effects of brand loyalty and awareness on
consumer purchase intention, offering strategic
insights for marketers. Based on these studies,
the following hypotheses, Hsand =5, have been
formulated.

Ha: There is a positive and significant impact
of brand loyalty on purchase intention.

Hs: There is a positive and significant impact
of brand awareness on purchase intention

5. Findings
Table 1 presents a comprehensive
demographic profile of the participants,

indicating a diverse range of gender, age,
education level, and social media habits.
Notably, the gender distribution shows a slight
predominance of female participants (56.8%)
over males (43.2%). The age distribution is
skewed towards younger participants, with the
majority (47.7%) between 18 to 30 years,
suggesting the study may particularly reflect
younger demographics' social media usage and
internet shopping behaviours. Education levels
are predominantly at the Bachelor's degree level
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(565.2%), indicating a relatively well-educated
sample. Social media usage patterns reveal a
significant engagement, with most participants
using social media between 1 to 3 hours daily
(46.5%) and Instagram being the most popular
platform (49%). Online shopping habits vary,
with a notable frequency of shopping more than
15 times per year (32%), highlighting the

encountering nostalgic products on social media
suggests varied exposure, with a majority
sometimes seeing nostalgic products (56.4%),
indicating the potential influence of social media
on nostalgic This
demographic and behavioural profile provides a

purchasing tendencies.

valuable context for understanding the impacts
of social media on consumer behaviour,

importance of the Internet in participants' particularly among  younger, educated
consumer behaviours. The frequency of demographics.
Table 1.
Demographic Features of the Participants
Frequency Percentage (%)
Gender
Female 137 56,8
Male 104 43,2
Age
18-30 115 47,7
31-42 73 30,3
43 -55 37 15,4
55 and above 16 6,6
Education Level
Elementary School 4 17
Secondary Education 27 11,2
Associate degree 35 14,5
Bachelor's Degree 133 55,2
Postgraduate 42 17,4
How often do you use social media each day?
0-1 hour 42 17,4
1 -3 hours 112 46,5
3 -5hours 51 21,2
5 hours and above 36 14,9
Which social media tool do you use the most?
Instagram 118 49
Facebook 43 17,8
X (Twitter) 16 6,6
Youtube 52 21,6
Tiktok 7 2,9
Snapchat 5 2,1
How often do you shop via the internet?
Never 14 58
Maximum 5 times a year 19 7,9
Maximum 10 times a year 48 19,9
Maximum 15 times a year 83 34,4
More than 15 per year 77 32
How often do you see nostalgic products on social media?
Never 56 23,2
Sometimes 136 56,4
Frequently 35 14,5
Always 14 5,8

During the testing process of the research
model, Structural Equation Modeling (SEM) was
employed as a critical method for estimating the
model. This approach is essential in assessing
the relationships between research hypotheses
and plays a significant role in determining the

model's accuracy. SEM allows for testing
theoretical and manages the
complexity of relationships between variables.
The use of this method, suggested by Bentler
and Chou (1987), has laid the foundation for the

structures
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reliability and validity of the model, following
their recommendations.

Firstly, assessing the reliability and validity
of the measurement tools used in the study is
crucial for verifying the robustness of the
research model. While evaluating convergent
validity, metrics such as Composite Reliability
(CR) and Average Variance Extracted (AVE)
were utilized. These metrics test the strength of
relationships between items and the integrity of
the measurement structure. Achieving the
minimum threshold values recommended by
Fornell and Larcker (1981) indicates that the
model possesses an acceptable level of
convergent validity. The study reported CR
values ranging between 0.736 and 0.851 and
AVE values between 0.475 and 0.644. These
results exceed the acceptability thresholds
mentioned by Hair et al. (2010), thus proving the

Furthermore, evaluating factor loadings is
also important. The minimum factor loading
criterion of 0.30, established by Stevens (2002),
determines the significance and contribution of
variables within the model. In this study, factor
loadings for all variables ranged from 0.59 to
0.96, indicating that the model well represents
the measurement items and is effective in testing
the research hypotheses. Due to the low factor
loadings, the items P15, Q1, BL3, and BA4 were
excluded from the analysis. Formulating
measurement statements based on previous
studies further enhances the reliability and
validity of the work. As a result of the validity
and reliability tests conducted within the
research, a measurement set comprising 19
items, excluding demographic statements, was
used. This process demonstrates that the
research was conducted with a high level of
methodological rigour and that its findings are

reliability and validity of the study's i
reliable.
measurement structure.
Table 2.
Factor Loadings, CR and AVE Values
Variables Items Factor CR AVE
Loadings
C1 0.682
C2 0.758
ibili .851 .
Credibility 3 0540 0.85 0.590
C4 0.785
EU1 0.815
EU2 0.691
E . 561
asy to Understand EU3 0310 0.835 0.56
EU4 0.667
. Q2 0.961
lit 0.769 0.638
Quality Q3 0593
BL1 0.773
Brand Loyalty BL2 0831 0.783 0.644
BA1 0.637
Brand Awareness BA2 0.763 0.736 0.483
BA3 0.680
PI1 0.664
. P12 0.630
Purchase Intention I3 0713 0.783 0.475
Pl4 0.744

In the realm of quantitative research,
particularly within the structural equation
modelling framework, Confirmatory Factor
Analysis (CFA) plays a pivotal role in testing the
validity of hypothesized factor structures
underlying observed variables. This paper
underscores the complexity and necessity of

utilizing multiple fit indices to ascertain the
adequacy of CFA models. Beyond the traditional
Chi-Squared statisticc which is sensitive to
sample the study emphasizes the
importance of considering a suite of fit indices,
including the Goodness-of-Fit Index (GFI),
Adjusted  Goodness-of-Fit (AGFI),

size,

Index
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Comparative Fit Index (CFI), and Root Mean
Square Error of Approximation (RMSEA). These
indices serve distinct purposes, from comparing
model fit relative to a baseline model to
adjusting for model complexity and estimating
the error of approximation in the population.

The
supplemented by adjustments detailed in Table
3, offers a comprehensive overview of the fit
indices resulting from CFA, thereby guiding

nuanced analysis provided herein,

researchers in validating the structural accuracy
of their models.

Table 3.

CFA Final Goodness of Fit Index Results
Indexes of Fit Proposed Criteria Acceptable Criterion Results
X2/Df 1:3 3:5 1.499
GFI >0.90 0.90 > 0.80 0.922
AGFI >0.90 0.90 > 0.80 0.888
CFI >0.95 0.95>0.90 0.967
RMSEA <0.05 0.08 > 0.05 0.046

Table 3 presents the final goodness of fit
index results from a Confirmatory Factor
Analysis (CFA). The indices included are Chi-
square/df (X2/Df), Goodness of Fit Index (GFI),
Adjusted Goodness of Fit Index (AGFI),
Comparative Fit Index (CFI), and Root Mean
Square Error of Approximation (RMSEA), along
with proposed criteria, acceptable criterion, and
the results achieved in your analysis. Each
index's result falls within the acceptable or
proposed criteria range, indicating a good fit
between the model and the observed data.
Specifically, the Chi-square/df ratio is well
within the recommended range, suggesting a
good model fit. The GFI and AGEFI values are
close to or above the acceptable threshold,
indicating that the model accounts for
significant variance. The CFI is above the
recommended level, suggesting a good model
fit, and the RMSEA value is below the threshold,
indicating a good fit with minimal error. These
indices suggest that your model strongly fits the
observed data.

Table 4.
Path Analysis Goodness of Fit Index Results

5.1. Structural Model Tests

Table 4 comprehensively looks at the path
analysis model's fit with the dataset, following
confirmatory factor analysis. The Chi-Square/df
ratio, falling at 2.173, indicates an excellent fit
within the ideal range of 1 to 3, signifying that
the model's assumptions are well-aligned with
the observed data. Though slightly below the
proposed criteria, the Goodness of Fit Index
(GFI) and the Adjusted Goodness of Fit Index
(AGFI) values still fall within acceptable ranges,
suggesting that the model adequately represents
the data structure. The Comparative Fit Index
(CFI) 0.917 indicates a good
comparative fit to the null model. The Root

value at

Mean Square Error of Approximation (RMSEA)
value is slightly above the more stringent
proposed criteria but within the acceptable limit,
indicating a satisfactory error approximation.
These indices collectively affirm the model's
adequacy, providing a reliable framework for
understanding the relationships within the
dataset while also hinting at potential areas for
refinement to achieve an even better fit.

Indexes of Fit Proposed Criteria Acceptable Criterion Results
X¥/Df 1:3 3:5 2.173
GFI >0.90 0.90>0.80 0.886
AGFI >0.90 0.90>0.80 0.846
CFI >0.95 0.952>0.90 0917
RMSEA <0.05 0.08 > 0.05 0.070

Upon examining the hypothesis test results
for the path analysis, it is observed that six

hypotheses were supported while two were
rejected. The findings reveal the significant
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impact of retro product advertisements shared
on social media on brand relationships and
indirectly on purchase intentions. Specifically,
the credibility of retro product advertisements
shared on social media has a positive and
significant effect on both brand loyalty (8 = 0.26)
and brand awareness (3 = 0.20), supporting
hypotheses Hia and Hib. The easy-to-understand
retro product advertisements shared on social
media also show a positive and significant
relationship with brand loyalty (8 = 0.45) and

Table 5.

Structural Equation Model Hypothesis Test Results

brand awareness (3 = 0.50), thus supporting Hoa
and Hz. However, the quality of retro product
advertisements shared on social media had a
positive but nonsignificant relationship with
brand loyalty (3 = 0.26) and brand awareness (3
=0.79), leading to the rejection of H3a and H3b.
Lastly, brand loyalty (f = 1.64) and brand
awareness (3 = 0.36) positively and significantly
affected purchase intentions, supporting Hs and
Hs. These analysis results are detailed in Table 5.

Hvpotheses Standard t- P Result
P Errors value  value

Hu There i.s a positive and signifi?ant imPact of the credibility of retro product 0.054 4855 000 Accept
advertisements shared on social media on brand loyalty.

Hu There i.s a positive and signifi?ant imPact of the credibility of retro product 0.076 2690 007 Accept
advertisements shared on social media on brand awareness.

Hoa There is a posfitive and significant i.mpact 'of easy-to-understand retro 0.080 5.654 000 Accept
product advertisements shared on social media on brand loyalty.

Hob There is a posfitive and significant i.mpact 'of easy-to-understand retro 0105 4776 000 Accept
product advertisements shared on social media on brand awareness.

Hoa There .is a positive and signif.icant ir.npact of the quality of retro product 0.034 779 436 Reject
advertisements shared on social media on brand loyalty

Has There isa positive and 51gmf.1cant 1rT1pact of the quality of retro product 0.059 1332 183 Reject
advertisements shared on social media on brand awareness.
There i iti ignifi i f loyal h

H, [hereisa positive and significant impact of brand loyalty on purchase 75 6.000 000 Accept
intention.

Hs There is a positive and significant impact of brand awareness on purchase 142 2504 009 Accept

intention

6. Conclusion and Discussion

The impact of retro product ads shared on
social media on consumers' brand relationships
and purchase intentions was explored. The
study investigated how these ads influence
consumers' perceptions of credibility, quality,
understandability and how these
perceptions, through brand loyalty and
awareness, affect purchase intentions. It also
aimed to shed light on the role of nostalgia in

and

modern marketing strategies and consumer
behaviour. Conducted in Karabiik, Turkey,
using the AMOS statistical
structural equation modelling, it allowed for a
comprehensive examination of the relationships
between independent variables, mediators, and
the outcome of purchase intention.

program for

The study's findings indicate that there are
positive and meaningful relationships between
the credibility and understandability of retro

product advertisements and brand loyalty and
awareness. In particular, the credibility and
understandability of advertisements
enhance brand loyalty and
awareness, while the quality of advertisements
has a positive but insignificant effect on brand
loyalty and awareness. Moreover, it has been
determined that brand loyalty and awareness
positively and significantly affect consumers'

significantly

purchase intentions. These results demonstrate
that retro product advertisements significantly
impact consumers' brand perceptions and
behaviours. While the credibility
understandability of advertisements strengthen
consumers' relationships with the brand, the
lack of the expected impact of quality on these
relationships emphasizes the importance of
brands developing
perceived quality. Additionally, the strong effect
of brand loyalty and awareness on purchase

and

strategies to enhance

intentions implies that brands can shape
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consumer behaviours by targeting these two
factors. These findings offer important insights
for marketers and brand managers. Retro-
marketing strategies can be an effective tool to
increase consumers' loyalty to and purchase
intentions toward brands. However, the success
of these strategies depends on how the
advertisements are perceived, particularly in
terms of credibility and understandability.
Therefore, it is recommended that brands
consider these factors when planning retro
advertising campaigns and seek ways to
strengthen consumers' perceptions of quality.

Previous research on retro marketing and
consumer behaviours has been examined for the
study's literature background. Retro marketing
is defined as using products or advertisements
that evoke nostalgic feelings in consumers by
bringing the charm of past eras into current
marketing strategies. In this context, a study
conducted by Brown, Kozinets, and Sherry
(2003) demonstrated  how consumers'
perceptions of retro products, through nostalgic
emotions and a longing for the past, could
enhance brand loyalty. Additionally, Schindler
and Holbrook (2003) indicated that nostalgia
could positively affect purchase intentions and
strengthen consumer connections with the past.
On the other hand, research focusing on the
impact of retro advertisements on consumer
perceptions and behaviours has shown how
such advertisements increase brand
awareness and consumer loyalty. Muehling and
Sprott  (2004) that
advertisements emotional
impacts on consumers, increasing their brand
loyalty. These studies suggest that factors like
credibility, understandability, and quality play a
significant role in the effectiveness of retro

can
emphasized retro

generate strong

advertisements. research on the
effectiveness of retro advertisements highlights
their positive effects on consumers' brand
loyalty and purchase intentions. It concludes
that retro advertisements can strengthen brand
relationships  and  influence  consumer
behaviours. This literature background offers a
synthesis of existing research on retro marketing
and consumer behaviours, aiming to identify

gaps and provide directions for future research.

Finally,

The study's findings were matched against
the outcomes of existing research. Hypotheses
Hla and H1b accept a positive and significant
relationship between the credibility of retro
product ads and brand loyalty and awareness.
These findings align with the study by Nassef
and El-Aziz (2022), which indicated that
nostalgic advertisements and brand heritage
positively affect consumer purchase intention.
Studies like those by Alalwan (2018) and Lee et
al. (2017) also found that social media ads
enhance consumer purchase intention through
factors such as performance expectancy, hedonic
motivation, and interaction, supporting
hypothesis Hi. Hypotheses H2 and Hx posit
that the understandability of retro product ads
positively affects brand loyalty and awareness.
The study by Schivinski and Dabrowski (2016)
showed that user-generated social media
content positively affects brand equity and
attitude, emphasizing the importance of
understandability. While hypotheses Hsa and
Hsb claimed the positive effects of quality on
brand loyalty and awareness, the study refuted
these. This finding partially aligns with Kumar
et al. (2016), which suggested that firm-
generated content significantly = impacts
consumer behaviours. However, these effects
vary based on factors such as experience,
technology knowledge, and social media usage.
Hypotheses His and Hs, acknowledging the
positive and significant effects of brand loyalty
and awareness on purchase intention, were
confirmed. This aligns with the study by Godey
et al. (2016), which found that social media
marketing efforts significantly affect brand
preference, price premium, and loyalty,
supporting hypotheses Hs and Hs. In conclusion,
the studies' general findings demonstrate that
retro product ads shared on social media can
significantly affect consumers' relationships
with the brand and their purchase intentions.
The results of your hypotheses are largely
consistent with existing literature, highlighting
the potential of social media as a powerful
marketing tool.
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6.1. Theoretical Contributions

This study enriches the existing literature on
consumer-brand relationships by providing
empirical evidence on the impact of social media
advertisements for retro products on brand
loyalty and purchase intentions. Findings
contribute to the body of knowledge by
illustrating how nostalgia-driven advertising
strategies can leverage social media platforms to
foster stronger connections between consumers
and brands. By integrating theories of nostalgia
marketing with social media dynamics, this
research offers a nuanced understanding of the
mechanisms through which retro advertising
influences consumer perceptions of credibility,
quality,
Furthermore, the study extends the theoretical
framework of nostalgia marketing by
demonstrating the mediating role of brand

loyalty and awareness in shaping purchase

and ease of understanding.

intentions, thereby providing a comprehensive
model that captures the complexity of
consumer-brand interactions in the digital age.

6.2. Practical Contributions

From a practical standpoint, our research
offers valuable insights for marketers and brand
managers aiming to harness the power of
nostalgia within social media contexts. The
demonstrated effectiveness of retro
advertisements in enhancing brand loyalty and
purchase intentions underscores the potential of
nostalgic elements as a strategic tool in digital
marketing campaigns. Additionally, identifying
key factors influencing consumer response to
retro advertisements on social media provides a
guideline for developing targeted marketing
strategies that resonate with consumers'
nostalgic sentiments. Our findings suggest that
marketers can significantly improve brand-
related outcomes by prioritizing credibility and
ease of wunderstanding in retro product
this  study
highlights the benefits of integrating retro
marketing strategies in social media campaigns

and offers actionable recommendations for

advertisements. Consequently,

optimizing such strategies to achieve desired
marketing objectives.

7. Limitations and Future Studies

This study extensively investigates the
impact of retro product advertisements shared
on social media on brand relationships and
purchase intentions. However, it acknowledges
certain limitations that should be considered
when generalizing its scope and results. Firstly,
the research sample being from Karabiik may
limit the direct applicability of findings in
different cultural and socioeconomic contexts.
Secondly, although the study covers a broad
spectrum of social media platforms, each
platform's unique user interaction and content
presentation could affect ad perceptions
differently, suggesting more detailed studies on
specific platforms could refine these findings.
Thirdly, the quantitative nature might limit the
exploration of emotional and psychological
responses to retro ads, hinting that future
qualitative studies could deepen understanding.
Lastly, the study's timing restricts measuring
long-term effects, indicating variables like brand
loyalty and purchase intention could change
over time and require longitudinal follow-up
studies.

For future research, it is recommended to
extend the investigation of retro product ads on
social media across diverse cultural settings to
assess the universality of the current findings.
In-depth analyses tailored to the wunique
characteristics of each social media platform
could refine marketing strategies further.
Utilizing qualitative methods such as interviews
could yield deeper insights into consumer
reactions to retro ads. Moreover, exploring the
long-term impacts of these ads and how
emerging technologies can be integrated into
marketing strategies merits attention. These
avenues are anticipated to enrich the literature
with more nuanced understandings of
consumer engagement and the effectiveness of

nostalgia-driven advertising.
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Oz

Amag: Bu ¢alismanin temel amaci sosyal medya bagimliliginin kompulsif ¢evrimici satin
alma davranisinin gerceklesmesinde kontrolsiiz kredi kart1 kullaniminin aracilik roliiniin
incelenerek konu ile ilgili literatiirdeki bogslugun doldurulmasidir. Gereg¢ ve Yéntem:
Calismamin gergeklestirilmesinde 391 katilimci yer almistir. Veriler anket teknigi ile
toplanmugtir. Once faktor analizi yapilmig ardindan aracilik roliiniin belirlenmesinde
Jamovi 2.4.14 programindan faydalamilarak bootstrap teknigi kullamilmistir. Bulgular:
Yapilmis olan faktdr analizi sonucuna gore sosyal medya bagimlilig: faaliyetleri cevre
farkindaliginin azalmas: ve iletisim bagimlilig1 ad1 altinda iki alt boyut halinde olusmustur.
Analiz sonucunda sosyal medya bagimlilig1 faaliyetlerinin iki boyutunun da (gevre
farkindaliginin azalmasi ve iletisim bagimlilig1) kompulsif ¢evrimigi satin alma davranigim
etkiledigi tespit edilmistir. Ayrica, sosyal medya bagimliiginin kontrolsiiz kredi karti
kullanimini etkiledigi sonucuna da ulasilmistir. Son olarak sosyal medya bagimlilig:
faaliyetlerinin kompulsif ¢evrimici satin alma davranis: {izerine etkisinde kontrolsiiz kredi
kart1 kullanimimn aracilik rolii anlamli bulunmustur. Sonug: Sosyal medya bagimlilig:
faaliyetlerine maruz kalan tiiketicilerin kompulsif ¢evrimi¢i satin alma davramsglarinin
olusumunda kontrolsiiz kredi kart1 kullaniminin etkisi bulunmaktadir. Bu etkinin sosyal
medya bagimliiginin alt boyutu olan “¢evre farkindaligimin azalmasi” agisindan daha
belirgin oldugu goriilmektedir.

Abstract

Purpose: The main purpose of this study is to fill the gap in the literature on the subject by
examining the mediating role of uncontrolled credit card use in the realisation of compulsive
online purchasing behaviour of social media addiction. Material and Method: There were
391 participants in the realisation of the study. The data were collected by questionnaire
technique. First, factor analysis was performed and then bootstrap technique was used to
determine the mediating role by using Jamovi 2.4.14 programme. Findings: According to
the results of the factor analysis, social media addiction activities were formed as two sub-
dimensions under the names of decreased environmental awareness and communication
addiction. As a result of the analysis, it was determined that both dimensions of social media
addiction activities (decreased environmental awareness and communication addiction)
affect compulsive online purchasing behaviour. Finally, the mediating role of uncontrolled
credit card use on the effect of social media addiction activities on compulsive online
purchasing behaviour was found to be significant. Result: Uncontrolled credit card use has
an effect on the formation of compulsive online purchasing behaviour of consumers exposed
to social media addiction activities. This effect is more evident in terms of ‘decreased
environmental awareness’, which is the sub-dimension of social media addiction.
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1. Giris

Kisileraras: etkilesimde dijital teknoloji,
ortaya ¢ikisindan itibaren biiyiik bir etkiye sahip
olmustur. Ozellikle sosyal medya aglari baglanti
ve igerik paylasimini daha cazip hale getirmistir
(Koksal & Ozdemir, 2013, s. 325). Siirec icinde
sosyal medyanin anlik bildirim ve tek tikla
bilgiye ulasimi miimkiin hale getirmesi gibi
cazip Ozellikleri, asir1 kullanim ve bagimlilik
benzeri
Sosyal medyanin kullanimindaki bu bagimlilik
sadece iletisim ve bilgi paylasimimi degil,
aligverisi de etkilemektedir. Bu
sosyal bagimhlig;, aym
zamanda zihinsel saglhigy, kisilerarasi iligkileri ve

davraniglara neden olabilmektedir.

gevrimigci

anlamda medya

gunliik isleyisi olumsuz yo6nde etkileyen
kompulsif kullannm ile de karakterize
edilmektedir.

Sosyal medyanin asir1 kullanimi strese,
depresyona, kaygiya, diisiik 6zgiivene ve diger
zihinsel saglik sorunlarina neden olabilmektedir
(Maccarrone - Eaglen & Schofield, 2023). Yapilan
aragtirmalar, bu tiir sorunlardan kurtulma
cabasi icinde olan kisilerin ¢evrimi¢i kompulsif
satin alma davranisina yol agan bir mantiksiz
tilkketim sarmalina da yakalanabileceklerini
gostermistir (Williams & Grisham, 2012; Sharif
& Khanekharab, 2017; Akdag & Unsal, 2024).

Lam ve Lam (2017), ise ¢evrimici aligveris
kolayliginin kompulsif satin alma bagimliligini
artirabilecegini one stirmiislerdir. Kompulsif
satin alma; sonuglari ne olursa olsun agri,
kontrolsiiz ve 1srarli bir satin alma ihtiyaciyla
tanimlanan kronik, sapkin bir aligveris ve
harcama tiirii olarak degerlendirilmektedir
(Jameel vd., 2024, s. 171). Konu ile ilgili yapilan
bircok calismada Internet kullanim siiresinin
kompulsif satin alma {izerindeki etkisi
arastirilmis olmasina ragmen asir1 sosyal medya
bagimliliginin kompulsif ¢evrimici satin alma
tizerindeki etkisi hakkinda ¢ok az sey
bilinmektedir (Sharif & Khanekharab, 2017, s.
310). Diinya genelinde 2023 yili i¢ginde ¢evrimigi
aligveris yapanlarin sayisinin 2,64 milyar kisiye
ulastign  (Statista  2024),
cevrimi¢i kompulsif satin almayi etkileyen
faktorlerin arastirilmasinin 6nemli bir mevzu

haline geldigi goriilecektir. Yapilan

diisiiniildiigiinde

aragtirmalarda sosyal medya bagmliliginin
kompulsif ¢evrimi¢i satin alma davranis:
etkisinin aragtirilmasinda

(Maddi  seyler
toplumsal statii arayisinin yol agabilecegi asir1

lizerine

materyalizmin lizerinden
harcama) aracilik rolii ile ilgili olarak; Jameel
vd., 2024; Sharif & Khanekharab, 2017; Pahlevan
vd., 2022) tarafindan yapilmis olan c¢alismalar
bulunmaktadir. Ayrica Pahlevan ve Yeoh (2018),
sosyal
kompulsif satin alama tizerine etkisinde para
tutumunun aracilik roliniti arastirmiglardir.
Fakat sosyal medya bagimhiliginin kompulsif
cevrimici satin alma davranigi tizerine etkisinde
kontrolsiiz kredi karti
roliine iliskin bir ¢alismaya rastlanmamustir.
Kredi kartlar1 paranin yerine gecen ve aligverisi
kolaylastiran finansal araglardir. Bilindigi gibi

medya  bagimhiliginin  ¢evrimici

kullaniminin aracilik

finans kuruluglar1 miisterilerine verdikleri kredi
kartlar1 ile kullanicilarinin hesaplarinda nakit
para olmasa dahi kendilerine tanmnan kredi

limitlerinden faydalanarak aligveris
yapabilmekte ya da nakit para
cekebilmektedirler.

Tiirkiye’de bireysel kredi karti kullanim
2023 yilsonu itibarryla 107 milyona ulasirken;
ticari kredi kart1 kullanim1 ise 10,7 milyon adet
olmustur. Bu kredi kartlar1 ile ayn1 yil iginde
toplam 6.699 milyar TL tutarinda mal ya da
hizmet satin alinmis iken; 8,7 milyar adet 6deme
islemi gergeklesmistir (BKM, 2023, s. 56). Kredi
kartinin bu kadar yaygin olarak kullanilmasinin
cevrimici kompulsif satin alma davrams:
iizerinde nasil bir etki olusturacagi 6nem arz

etmektedir.

Literatiirde, sosyal medya bagimhiliginin
kompulsif ¢evrimi¢i satin alma davranisi
lizerine kredi karti
kullaniminin aracilik roliine iliskin bir ¢calismaya

tarama tabanlarinda

etkisinde kontrolsiiz

yapilan veri
rastlanmamistir. Bu yonii ile arastirmanin
literatiire katki saglayacagi umulmaktadir.
Ayrica aragtirma sonuglari, devlet
yoneticilerinin toplumun maddi kaynaklarmni
daha verimli kullanmalari icin ilgili paydaslara
destek vermelerini saglayabilir.
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2. Kavramsal Cerceve
2.1.Sosyal Medya Bagimlilig1 ve Kompulsif
Cevrimici Satin alma

Yapilan arastirmalarda demografik, sosyo-
cevresel (aile yapisi
degiskenlerin hepsinin tiiketicilerin kompulsif
satin alma {izerinde 6nemli etkileri oldugunu
ortaya koymustur (Dittmar, 2005; Roberts, 2000).
Genel anlamda bagimlilig:
iilkelerde ciddi tepkisiyle
karsilanmigtir. Mesela Cin hiikiimeti internet
bagimhlhiginin  “kamu  saghg:r  tehlikesi”
oldugunu ilan ederken (Crouch, 2018), Giiney
Kore hiikiimeti de benzer sekilde internet

gibi) ve psikografik

internet baz1

hiikiimetlerin

bagimliliginin 6nemli bir halk sagligi sorunu
haline geldigini duyurmustur (Block, 2008). Cin,
Giiney Kore, Japonya, Birlesik Krallik, Hollanda
ve Amerika Birlesik Devletlerinin de aralarinda
bir¢ok ulkede
bagimhiliginin tedavisine yonelik cok sayida
klinigin kuruldugu bilinmektedir (Bhargava &
Velasquez, 2021, s. 322). Internet bagimliliginda
ise akla ilk gelen aktivitelerden biri sosyal

bulundugu internet

medya platformlaridir (Griffiths, 2012; Starcevic,
2013; Hou vd., 2019). Sosyal medya bagimlilig1
ile diisiik benlik saygis1 ve 6z imaj endiselerinin
yani sira duygusal gerilimin getirdigi yasam
zorluklariyla basa ¢ikmanin bir yolunu yansitan
kompulsif satin alma davranisi son yillarda
tiiketici arastirmacilar1 arasinda giderek artan
bir ilgi uyandirmaktadir (Tarka vd., 2022, s. 1).

Sosyal medya bagimliligi ve kompulsif
cevrimi¢i satin alma davramisi arasinda bir
iliskinin olup olmadig:1 ile ilgili {iniversite
ogrencilerine yonelik yapilan arastirmalarda
Demirel ve Tapan (2023, s. 72), cinsiyet agisindan
kadmlarin ~ kompulsif ¢evrimigi  aligveris
bagimlilik diizeylerinin erkeklerden daha diisiik
oldugu sonucuna varirken; Akyildiz vd., (2023),
kadinlarin, erkeklere gore daha fazla ¢evrimici
kompulsif
gerceklestirdigi sonucuna varmislardir.

Ayrica literatiirde sosyal medya kullanim

siiresinin artmasimnin g¢evrimigi kompulsif satin

satin almaya yonelik davranis

alma bagimliligini
ulasan c¢alismalarda bulunmaktadir (Lee &
Bryan, 2016; Akyildiz vd. 2023; Sharif &
Khanekharab, 2017). Yapilmis olan bu

da artiracagi sonucuna

calismalar dogrultusunda asagida yer alan
hipotez olusturulmustur.

Hi: Sosyal medya bagimhiliginin (SMB)
kompulsif c¢evrimi¢i satin alma davrams:
(KCSD) iizerinde anlaml1 etkisi vardir.

2.2. Sosyal Medya Bagimlilig1 ve Kontrolsiiz
Kredi Kart1 Kullanim1

Likidite, tiiketici harcamalarini etkileyen en
onemli faktorlerden biridir (Turan, 2001, s.
83). Tiiketici kredisinin evrimi, tarihsel olarak
simirlayan  likidite
kisitlamalarini  kaldirmaya yonelik bir arag
olarak ortaya c¢kmugtir. Tabi ki tiiketici
kredisinin aktive edilmesi kurumsal giiciin

tiikketici  harcamalarim

kullanilmasini igcermektedir. Kurumsal giiciin
elindeki bu yetki ise ekonomi {izerinde zaman
zaman olumsuz bir etkiye sahip olabilmektedir.

Kanitlar, artan tiiketici kredisinin ayni
zamanda satin alma bagimlihigm da
kolaylastirdigini  gostermektedir. ~ ABD'de

yapilan bir arastirmada yollardaki her ii¢ yeni
arabadan ikisinin kiralandigi ya da finanse
edildigi tahmin edilmektedir ki bu ve benzeri
sekilde taksitli bor¢larin ortalama hane halkinin
harcanabilir gelirinin yaklasik beste birine
karsilik geldigi ongoriilmektedir (Ahmed vd.,
2010, s. 529).

Sosyal medya sitelerinin bagimlilik yapic
kullaniminin benlik saygisi ile olumsuz bir
iliskiye sahip oldugunu ve bunun da yasam
memnuniyetini olumsuz yonde etkiledigine dair
aragtirmalar bulunmaktadir (Hawi & Samaha
2017; Btachnio vd., 2016). Pahlevan ve Yeoh
(2018), yaptiklar: arastirmada geng yetiskinlerin
sosyal medya kullaniminin para tutumlarim
(yani para glcli-prestij ve para kaygisi)
etkileyecegini ve bunun da ¢evrimi¢i kompulsif
satin almaya yol acabilecegine dair bulgulara
ulasmiglardir. She vd. (2021), ise yaptiklar
calismada cevrimi¢i kompulsif satin almanin
yogun bir sekilde sosyal ag kullanim ile finansal
kayg1 arasindaki pozitif iliskiye aracilik ettigi
sonucuna varmiglardir. Aslan (2023), tarafindan
yapilan calismada sosyal agidan kabul edilme,
statii elde etme ve benlik saygisimin artigim
saglayacak pek ¢ok faktoriin bireyin ¢evrimigi
aligverise ayiracagi zamani etkileyebilecegi ve
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kontrolsiiz kredi kart1 kullannrmmi  kart limit diizeylerinin  belirlenmesinde

tetikleyebilecegi sonucuna varilmistir.

Bu calismalar dogrultusunda asagida yer
alan hipotez olusturulmustur.

H2: Sosyal medya bagimliliginin (SMB)
kredi karti (KKKK)
tizerinde anlaml etkisi vardir.

kontrolsiiz kullanim

2.3. Kontrolsiiz Kredi Kart1 Kullanimi ve
Kompulsif Cevrimici Satin alma

Kompulsif satin  alma
belirleyici unsurlar; bireyin demografik ve
kisilik ozellikleri, duygu durumu, kredi karti
kullanmas1 ve internet kullanmasi seklinde
siralanabilir (Yakin & Aytekin, 2019, s. 202).

Internet

davraniginda

kullannominda c¢evrimigi aligverigin
popiilaritesi ve kolayligi, alisveris yapanlarin
cevrimi¢i aligverise bagimli hale gelmesine ve
agir borg altina girmesine yol acarak onlar1 mali
agidan savunmasiz birakabilir (Dali vd., 2018, s.
182). Kompulsif satin alma davranist bireyin
finansal refahin1 olumsuz yonde etkileyebilecegi
gibi, ayni zamanda duygusal durumunu da
etkileyebilir. Bu durum borcun ve stresin
artmasi ile beraber O6zgiivenin azalmasma da

neden olabilir (Sathya vd., 2023, s. 2).

Cevrimic¢i alig-veris yapan tiiketicilerin
duygu durumunun, geleneksel alisveris
yapanlara kiyasla daha oldugu

sOylenebilir (Hassan vd., 2020, s. 3). Kompulsif

diirtiisel

satin alma sorunu yasayan bir kisi, giiclii ve
kontrol edilemeyen satin alma diirtiilerini
deneyimleyerek rutin olarak bu diirtiilere gore
hareket edebilecektir (Goldsmith & McElroy,
2000). Bu satin alma diirtiiler ile kompulsif satin
davranisinin gerceklesmesi ve
tekrarlanmasinda kredi karti harcamasmin
etkileyici bir unsur olarak ortaya ¢ktig
goriilmektedir (Bellini vd., 2017).

alma

Cevrimigi tiiketicilerin, geleneksel alisveris
yapanlara kiyasla daha diirtiisel olduklarini
tespit eden baska calismalarda bulunmaktadir.
Literatiirde ilk olarak O’Guinn ve Faber (1989),
tarafindan gergeklestirilen arastirmada kredi
kartt
davranisi {izerinde etkili oldugu sonucuna
varmiglardir. Yapilan baska arastirmalarda ise
diizenli bir sekilde kredi kart1 kullanimi1 ve kredi

kullanmanin  kompulsif satin alma

kompulsif satin almanin etkisi olabilecegi ortaya
koyulmustur (Pirog & Roberts, 2007; Phau &
Woo, 2008). Cevrimici alisveris bagimliligi hem
finansal okuryazarlik hem de finansal refah ile
olumlu yo6nde iligkiyi ortaya koymakla beraber
ozellikle finansal refah olgusunun daha biiyiik
bir belirleyici oldugu soylenebilir. Bunun
nedeninin muhtemelen finansal durumunu iyi
hisseden tiiketicilerin ¢evrimi¢i harcamalarini
artirmaya daha istekli olmalaridir (Tanoto &
Evelyn, 2019, s. 38).

Ayrica cevrimici aligveris esnasinda kredi
kart1 kullanmak bireye para harcamadig: hissi
verebilmekte ve bireyi kontrol dis1 harcamaya
daha ¢ok sevk edebilmektedir (Sahin vd., 2024,
s. 321). Baywr (2021), kontrolsiiz kredi karti
kullaniminin bireylerin ¢evrimi¢i kompulsif
satin alma davrarnislarini artirdigini belirtmistir.
Jameel vd. (2024), sosyal medya sitelerinin

kompulsif aligveris davranist {izerindeki
etkisinin = aragtirllmasinda  materyalizmin
(Maddi seyler {izerinden toplumsal statii

arayisinin yol agabilecegi asir1 harcama) aracilik
roliiniin oldugu sonucuna varmiglardir.

Bu bilgiler 1s181nda asagida yer alan

hipotezler gelistirilmistir.

karti kullaniminin

cevrimici

Hs: Kontrolsiiz kredi
(KKKK)
davranisi (KCSD) tizerinde anlamli etkisi vardir.

kompulsif satin alma

Ha: Sosyal medya bagimliliginin (SMB)
kompulsif ¢evrimici satin alma davranisi
(KCSD) tizerindeki etkisinde kontrolstiz kredi
kart1 kullaniminin (KKKK) aracilik etkisi vardir.

Haa: Sosyal medya bagimliliginin (SMB) alt
boyutu olan ¢evre farkindaliginin azalmasimnin
kompulsif ¢evrimi¢i satin alma davranisi
(KCSD) tizerindeki etkisinde kontrolsiiz kredi
kart1 kullantminin (KKKK) aracilik etkisi vardir.

Hav: Sosyal medya bagimliliginin (SMB) alt
boyutu olan iletisim bagimhiliginin kompulsif
gevrimici davranist  (KCSD)
tizerindeki etkisinde kontrolsiiz kredi kartt
kullaniminin (KKKK) aracilik etkisi vardir.

satin alma
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3. Yontem kalabilecek tiiketicilere yonelik olarak da daha

3.1. Arastirmanin Amaci, Onemi ve Modeli

Bu arastirmadaki
bagimliliginin kompulsif ¢evrimici satin alma

amag, Sosyal medya
davranisi tizerine etkisinde kontrolsiiz kredi
kart1 roliiniin  olup

olmadigim1 arastirmaktir. Literatiirde, sosyal

kullaniminin  aracilik
medya bagimliliginin kompulsif ¢evrimici satin
alma davranisi tizerine etkisinde kontrolsiiz
kredi karti kullanimimnin aracilik roliine iliskin
bir c¢alismaya tabanlarinda
rastlanmamaistir. Bu durum yapilacak olan bu
kilmaktadir.
Alsveriste sosyal medya bagimliliginin her

taranilan  veri

calismay1r oOzgiin ve Onemli

gecen giin artmasi, bu bagimhiligin kompulsif

¢evrimici satin alma tlizerine etkisinde

kontrolsiiz kredi kart1
etkisinin olup olmadigin1 ortaya ¢karmak

kullaniminin aracilik

agisindan Onem arz etmektedir. Literatiirde
sosyal medya bagimlilig1 ve kompulsif cevrimigi
satin alma ile ilgili bircok calisma (Celep &
Corumlu, 2022; Akyildiz vd., 2023; Demirel &
2023; Yakin & Aytekin, 2019;
Maccarrone-Eaglen & Schofield, 2023;
Wegmann vd., 2023; Suresh & Biswas, 2020)
medya bagimhliginin
satin alma davramsi

Tapan,

yapilmisken; sosyal
kompulsif ¢evrimici
lizerine etkisinin aragtirilmasinda
materyalizmin aracilik rolii ile ilgili olarak;
(Jameel vd., 2024; Sharif & Khanekharab, 2017;
Pahlevan vd., 2022) tarafindan yapilmis olan
calismalar alan yazinda bulunmakla beraber,
para tutumunun aracilik roliiniiniin
aragtirilmasinda da Pahlevan ve Yeoh (2018),
tarafindan yapilmis olan calisma dikkat
cekmektedir. Konu ile ilgili benzer bir¢ok
calisma literatiirde bulunmasina ragmen, sosyal
medya bagimliliginin kompulsif ¢evrimigi satin
alma davranist tizerine etkisinde kontrolsiiz
kredi karti1 kullaniminin aracilik roliine iliskin
bir c¢alismaya rastlanmamistir. Bu anlamda
gerceklestirilecek ¢alismanin
literatiirdeki boslugu doldurmasi ve benzer
akademik katki
ongoriilmektedir. Calismanin ayni zamanda
sosyal medya kullanim bagimlist olup ¢evrimigi
aligveriste kontrolsiiz kredi karti kullanim ile

kompulsif

olan bu

aragtirmalara saglamasi

satin alma davranigmna maruz

dogru karar almalar1 agisindan fayda
saglayacag1 diisiiniilmektedir. Ayrica devlet
yoneticilerinin, toplumun maddi kaynaklarmin
daha verimli kullanilmasi agisindan politikalar
iiretmesine fayda saglayacag diisiiniilmektedir.
Arastirma sosyal medya
bagimliliginin kompulsif ¢evrimigi satin alma

davranisi tizerine etkisinde kontrolsiiz kredi

konusu olan

kart1 kullaniminin aracilik roliinii tespit etmek
icin gelistirilmis olan arastirma modeli Sekil 1'de
gosterilmistir.

Kontrolsiiz Kredi Karti
Kullanimi

Sosval Medya
Bagimliligi

+ Cevre Farkindaligimin azalmasi

+ Tletisim bagimliligs

Kompulsif
Cevrimici Satin Alma
Davranist

Sekil 1. Arastirma Modeli

Calismada  nicel  arastirma

kullanilmistir. Nicel arastirma yonteminde amag

yontemi

degiskenler
iliskileri sayisal veriler egliginde istatistiksel
olarak aciklamaktir (Sonmez & Alacapmar
2013). Arastirma modelinde bagimsiz degisken

arasinda ortaya ¢ikacak olasi

olan (X) ile bagimli degisken olan (Y) arasindaki
iliskinin gerceklesmesinde araci degisken olan
(M)nin aracilik rolii incelenecektir (Hayes,
2017). Bu arastirmada sosyal medya bagimlilig1
X, kompulsif ¢evrimici satin alma davrarus: Y,
kontrolsiiz kredi kart1 kullanimi1 M, degiskenleri
olarak ifade edilmistir.

3.2. Veri Toplama Yontemi

Bu ¢alisma igin Mus Alparslan Universitesi
Bilimsel Arastirma ve Yayin Etik Kurulu'ndan
17.07.2024 tarihli, toplant1 sayis1 9 ve 146149
sayilh karar1 geregince Etik Kurul Onayi
alinmigtir. Arastirma verilerine ulagsmak icin
anket teknigi kullanilmuistir. Ik 6nce anket
sorularinin  anlagilabilir  olup  olmadigim
belirlemek i¢in 35 kisiye pilot ¢alisma ile yiiz
ylize anket uygulanmistir. Pilot calismanin geri
bildirimleri sonucu ankette yer alan sorularin,

actk ve ayni zamanda anlasilabilir oldugu
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goriilmiistiir. Daha sonra
uygulamast ile ¢evrimigi olarak hazirlanan anket
sorulari, sosyal medya platformlar1 arasinda yer
alan WhatsApp Facebook

tizerinden uygulanmustir. sorulari

“Google Form”

Instagram  ve

Anket
toplam 59 ifadeden olugsmustur. Ik béliimde
katillmcilara demografik 6zellikleri ile ilgili 8
ifade bulunmaktadir. Ikinci boliim sosyal medya
bagimliligr ile ilgili toplamda 20 ifade yer
alirken, tglincii boliimde kompulsif ¢evrimigi
satin alma davranist ile ilgili 28 ifade yer almis
ve son boliimde ise kontrolsiiz kredi karti
kullanimu ile ilgili 3 ifade yer almistir. Calismada
kullanilan olgek, daha oOnceden gegerlik ve
glivenilirligi test edilmis 6lgektir. Sosyal medya
bagimlilig: ile ilgili 6lgek icin, Sahin ve Yagci
(2017),  tarafindan calismadan
faydalanilmis olup; kompulsif ¢evrimigi satin

yapilan

alma davranisi Olgegi icin ise Sahin (2022),
tarafindan yapilan ¢alismadan faydalanilmistir.
Kontrolsiiz kredi kart1 kullanimu ile ilgili 6lgek
ise Aslan (2023), tarafindan yapilan ¢alismadan
faydalanilmistir. Arastirmada kullanilan Slgek;
Kesinlikle Katilmiyorum (1), Katilmiyorum (2),
Kararsizim (3), Katiliyorum (4), Kesinlikle
Katiliyorum (5), ifadelerinin yer aldig1 besli
Likert tipi olgektir.

3.3. Arastirmanin Evren ve Orneklemi

Aragtirmanin evreni Tiirkiye’de yasayan en
az bir sosyal medya uygulamasin kullanan ve
ayni zamanda internet iizerinden satin alma
islemi gergeklestiren kisilerden olusmaktadir.

TUIK  (2023), gore
iizerinden mal ve/veya hizmet satin alma ya da
siparis verme orani 2023 yilinda genel niifusun
(85 milyon 372 bin) %49,5 ine karsilik geldigi
tespit edilmistir. Bu say1 42 milyon 259 bin

verilerine Internet

olarak gerceklesmistir. Ayn1 zamanda "We are
Social" isimli uluslararasi bir platformun 2023
yili verilerine gore Tiirkiye’deki sosyal medya
kullanicr sayis1 58,65 milyon olarak tespit
edilmigtir (We are Social, 2023). Elde edilen bu
verilere gore arastirmanin evrenini 42 milyon
259 bin kisi olusturmaktadir (TUIK, 2023).
Cohen vd. (2017), 1.000.000 ve/veya daha fazla
kisiden olusacak olan evren icin %95 giiven
araliginda evreni temsil etmek icin orneklem

biiyiikliigliniin en az 384 kisi olmas: gerektigini
belirtmislerdir.

Anket sorular1 Google Form’da hazirlanmis
cevrimici anket yoOntemi olarak, bir link
olusturularak 17-29 Temmuz 2024 tarihleri
arasinda kolayda
cevrimi¢i olarak uygulanmistir. Arastirma ile
ilgili olarak toplamda 391 kisiden veri
toplanmistir. Bu sayinin gerekli olan analizlerin
yapilmasi sayl1 oldugu

gorilmiistiir.

orneklem yontemi ile

icin  yeterli bir

4. Bulgular

Arastirma cercevesinde elde edilen verilerin
analizinde JAMOVI 2.4.14 istatistik programi
kullanilmistir.  Olcekler icin glivenilirlik ve
gecerlilik analizleri yapilmistir. Bu analizler
Cronbach Alpha, KMO ve Bartlett testleri ile
faktor analizidir. Daha sonra ise sosyal medya
bagimliliginin kompulsif ¢evrimi¢i satin alma
davranisi tizerine etkisinde kontrolsiiz kredi
kart1 kullaniminin aracilik rolii icin Bootstrap
analizi yapilmistir.

4.1. Arastirma i¢cin Kullanilan Olgeklerin
Faktor ve Giivenilirlik Analizi Sonug¢lar

Faktor analizini yapmaktaki amag c¢ok
degiskene sahip verilerin az sayidan olusan
boyuta getirilerek ana faktorlerin ortaya
cikarilmasidir (Uyanik, 2019, s. 91). Faktor
analizinin yapilabilmesinde ifade sayisin 10
kati  veriye  ulasilmis  olmasi  yeterli
goriilmektedir (Altunigik vd., 2005).
Arastirmada sosyal medya bagimliliginin alt
boyut sayisi ile ilgili ulasilan verinin yeterli
oldugu goriilmektedir (391). Arastirmada ilk
once faktor analizi yapilmistir. Sosyal medya
bagimlilig ile ilgili faktor analizi sonuglari tablo
1’de verilmistir.

Tablo 1’de sosyal medya bagimlilig ile ilgili
yapilan faktor analizi sonucu mevcut Olgek
“Cevre farkindaliginin azalmasi” ve “Tletisim
bagimliligr’” olmak {izere alt iki boyutta ifade
edilmigtir. Faktdr analizi sonucunda ortaya
¢ikan alt boyutlarin isimlendirilmesinde ya
faktore ait olan degiskenler veya faktor yiikleri
dikkate almabilir (Cat1 vd., 2010, s. 437). Buna
gore faktorlerin isimlendirilmesinde ya faktore
ait olan degiskenler veya faktor yiikleri dikkate
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alinabilir (Cati vd., 2010, s. 437). Bu oOlcekte
faktore ait degiskenler dikkate alinmistir. Analiz
sonucu faktor yiikleri her iki boyutta da olusan
ama yeteri kadar temsil yetenegine sahip
olmayan 1,10 ve 18. ifadeler (Sosyal medyada
gercek diinyadan kacis olarak
goriiyorum; Sabah uyandigimda ilk isim sosyal
medyaya girmek olur; Sosyal medyadaki
arkadasliklar1 gercek yasamdaki arkadasliklara

bulunmay1

tercih ederim.) Olgekten ¢ikarilmigtir. Daha
sonra sosyal medya bagimlilig: ile ilgili faktor

ciktig1 icin (0,830) olgegin oldukga giivenilir
oldugu anlagilmistir (Bland & Altman, 1997). Oz
degerlerin aciklamis oldugu birikimli varyans
%48,2
acgikladigr goriilmiistiir. Bu oran Kline’a gore

miktarinin  toplam  varyansin sini
%40'1n tizerinde oldugu icin kabul edilmektedir
(Ceyhan & Namlu, 2000). KMO degeri 0,902
oldugu tespit edilmistir. Bu oran Cokluk vd.,
(2012)'ne gore oldukga yiiksek bir deger olarak
kabul edilmekte olup faktor

yeterlidir. Onem derecesi ise p(sig)=0,000<0,05

analizi igin

analizi i¢in Cronbach’s alfa giivenilirlik analizi olarak ¢iktig1 icin Bartlett testi sonucu
yapilmistir. Analiz sonuglar1 0,6’dan biiyiik  anlamhdir.
Tablo 1.
Sosyal Medya Bagimlilig: ile Tlgili Faktor Analizi Sonuglar
Fakto Aqikl iivenilirlik
Faktérler Sorular f tor. ciklanan Guvem'lr. i
Yiikleri varyans Analizi
Sosyal medyada fazla zaman ge¢irdigimden ¢evremdekiler beni 0789
o elegtirirler. )
;E; Sosyal medya nedeni ile verimliligimin azalmis oldugunu fark 0779
= ediyorum. '
= g Sosyal medyada fazla zaman gecirdigim icin islerim aksiyor. 0.742
Z = R P oo 26,7 0,830
= §_Sosyal medya igin aile liyelerimi ihmal ettigim olur. 0.639
E < Sosyal medya ile gerekmedigi zamanda da iletisime girerim. 0.604
3 Sosyal medyada planladigim siireden daha fazla kalirim. 0.602
d Sosyal medyada iletisim halinde iken biri beni rahatsiz ettiginde 0527
sinirleniyorum. '
Cesitli sosyal duyarliliklar ile ilgili daha cabuk haber alabilme istegi
. e 0.787
beni daha fazla sosyal medyada olmaya itiyor.
Sosyal medya gruplari ile iletisimde kalabilmek i¢in sosyal medyay1
o 0.744
daha fazla bir siire kullanirim.
5o Sosyal medya kullanmay1 severim. 0.696
= Sosyal medyada iletisim kurmus oldugum insanlara kendimi daha iyi 0691
Eo anlatiyorum. )
3 Sosyal medyada iletisim halinde iken kendimi 6zgiir hissediyorum. 0.688 48,2 0,868
E Giincel olaylar takip etmek igin sosyal medyadan ayrilamiyorum. 0.652
‘4:’-3% Insani gaye ile sosyal projelerde yer almak maksadi ile sosyal medyay1 0612
= kullanmaktan vazgegemiyorum. )
Ozel bazi duyuru ve haberleri gérebilmek ya da paylasmak igin sosyal
. 0.591
medyada daha fazla zaman geciriyorum.
Cevremde birileri olsa dahi, sosyal medyada bulunmay1 tercih ederim. 0.522
Kendimi mutsuz hissettigimde sosyal medyada olmak beni rahatlatir. 0.404
KMO: ,902 Bartlett Testi: x2 2651 Oz Deger: 1’den biiyiik df 136 Sig. 0,000

Komplusif gevrimigi satin alma davranust ile  giivenilir oldugu gériilmiistiir. Oz degerlerin

ilgili faktor analizi sonuglar1 Tablo 2'de agiklamis oldugu birikimli varyans miktarinin
verilmigtir. Tablo 2’de kompulsif ¢evrimigi satin  toplam  varyansin ~ %55,1" ini ackladig:
alma davramsi ile ilgili yapilan faktor analizi  goriilmistiir. ~ KMOdegeri 0,925  olarak
sonucu tim ifadeler bir faktor altinda belirlenmistir. Onem derecesi ise
toplanmustir. Glivenilirlik  analizi  i¢in  p(sig)=0,000<0,05 olarak ¢iktig1 icin Bartlett testi

Cronbach’s alfa giivenilirlik analizi yapilmigtir.  sonucu anlamlidir.

Cikan sonuca (0,967) gore Olgegin oldukga
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Tablo 2.
Kompulsif Cevrimici Satin Alma Davranisi ile Ilgili Faktor Analizi Sonuglar
Faktbrler Sorular F;iktﬁr ‘ Aciklanan Gﬁveni?ix:lik
Yiikleri varyans % Analizi
Cevrimigi aligveris yapmay1 bir siireligine de olsa kisitlamay1 basardim. 0.823
Lakin sonra bu aliskanligim tekrar niiksetti.
Kisisel sorunlarimi unutmak i¢gin ¢evrimici aligveris yaparim. 0.815
Cevrimici aligveris i¢in gittikge daha fazla zaman harciyorum. 0.809
Cevrimigi aligveris yapmay1 azaltmak igin basarisiz denemelerim oldu. 0.804
Son ¢evrimigi aligverisimin iizerinden zaman gectiginde, ¢cevrimici 0.803
aligverisi tekrarlamak icin giilii bir diirtii hissediyorum.
Sugluluk, caresizlik, kaygi, depresyon ve /veya yalnizlik hislerimi 0.800
azaltabilmek i¢in ¢evrimigci bazi seyler satin alirim.
Eskiden oldugu gibi doyuma ulasmak i¢in zaman gectikce daha fazla 0.797
cevrimigi aligveris yapmak zorunda hissediyorum.
Cevrimici o kadar ¢ok aligveris yaparim ki, parasal sorunlarim artar. 0.794
Cevrimigci ¢ok alisveris yaptigim igin, bu durum psikolojik sagligimi bozar.  0.786
Bagkalar1 tarafindan ¢evrimici alisveris yapmay1 azaltmamin gerekli 0.785
oldugu sdylendi.
7 Bazisebepler cevrimigi aligveris yapmama engel olursa kendimi kotii 0.780
5 hissederim.
E Cevrimigi aligveris yapmam engellendigi zaman strese girerim. 0.774
e O kadar fazla ¢evrimigi aligveris yapiyorum ki giinliik olarak yaptigim 0.773
g  yikiimliiliklerim (is ve okul vb.) olumsuz yonde etkileniyor.
< Cevrimigi aligveris yapma problemim hakkinda o kadar ¢ok endise 0.765
.E duyarim ki bazen beni uyku tutmaz. 3 ?
®  Cevrimigi planladigim siireden ¢ok daha fazla aligveris yaparim. 0.764 0 S
E Bazen duygu durumumu degistirmeyi diistindiigtimde gevrimici alisveris ~ 0.747
E yaparim.
& Bazi sebeplerden dolayi gevrimigi aligverig yapamayacagimi hissettigim 0.746
% _anda huysuz ve hirgin olurum.
'E‘ Bazen kendimi iyi hissetmek i¢in ¢evrimici aligveris yaparim. 0.730
g Cevrimici alisveris yapmay1 azaltmaya karar vermeme ragmen heniiz 0.719
»  bagaramadim.
Cevrimici alisveris yapmak ile ilgili kendimde artan bir egilim 0.716
hissediyorum.
Cevrimici alisveris yapmam nedeni ile genellikle baskalar1 ile 0.708
konusmalarim tartismayla biter.
Cevrimici alisveris yapmam nedeni ile sevgilimi/ esimi, ailemi ile 0.694
arkadaglarimi ihmal ederim.
Cevrimici alisveris yaptigim icin hobilerime, bos zaman etkinliklerime, 0.690
is/okul ya da egzersizlerime daha az &ncelik veriyorum.
Cevrimici yaptigim aligverislerden dolay1 vicdanen rahatsiz olurum. 0.683
Cevrimici alisveris yapma hayatimdaki en énemli seydir. 0.631
Cevrimici alisveris yapma diisiincesi ya da plani ¢ok fazla zamanimi 0.613
aliyor.
Her zaman ¢evrimici alisveris yapmak ile ilgili diistiniriim. 0.604
Cevrimici aligveris yapma ile ilgili fikirler aklima gelir. 0.525
KMO: ,925  Bartlett Testi: x2 10961 Oz Deger: 1’den biiyiik df 378 Sig. 0,000

Kontrolsiiz kredi kart1 kullanimi ile ilgili
faktor analizi sonuglar1 Tablo 3’te verilmistir.
Tablo 3’de Kontrolsiiz kredi kart1 kullaniminin
ile ilgili faktor analizi sonucu dlgekteki ifadeler
bir faktér altinda toplanmustir. Olgek ile ilgili
olarak giivenilirlik analizi i¢in Cronbach’s alfa
guvenilirlik analizi yapilmistir. Cikan sonuca

(0,89) gore Olgegin oldukega giivenilir oldugu
gorilmiistiir. Oz degerlerin aciklamis oldugu
birikimli varyans miktarinin toplam varyansin
%81,9"unu agikladig1 goriilmiistiir. KMO degeri
0,725 olarak belirlenmistir. Onem derecesi
p(sig)=0,000<0,05 olarak ¢iktig1 icin Bartlett testi
sonucu anlamlidir.
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Tablo 3.

Kontrolsiiz Kredi Kart: Kullanimi ile flgili Faktor Analizi Sonuglari

Faktorler Sorular Faktor Acgiklanan Giivenilirlik
Yiikleri varyans % Analizi
~ - _ Kredikartiyla aligverig yaptigim zaman daha plansiz davranirim. 0.932
B E  Kredikart kullandigim zaman iiriiniin fiyatiyla daha az ilgilenirim.  0.907 81,9 0,888
£ g Kredi kartini kullandigimda daha ¢ok harcama yaparim. 0.876
E E KMO:,725  Bartlett Testi: 2697 Oz Deger: 1’den biiyiik df3 Sig. 0,000

Cevre farkindaliginin azalmasiin kompulsif

cevrimic¢i satin alma davramigina etkisinde

Tablo 4.

kontrolstiz kredi kart1 kullaniminin aracilik roli
ile ilgili analiz sonuglar1 Tablo 4’te verilmistir.

Cevre Farkindaligimin Azalmasinin Kompulsif Cevrimi¢i Satin Alma Davramsina Etkisinde

Kontrolstiz Kredi Kart1 Kullaniminin Aracilik Roli

Etki Durumu Degiskenler Katsay1 St Hata Alt GA Ust GA z p Aracilik
Rolii %
Dolayl axb 0.114 0.0208 0.0754 0.156 5.47 <.001 26,8
Direkt c 0.310 0.0397 0.2346 0.390 7.83 <.001 73,2
Toplam ctaxb 0.424 0.0407 0.3445 0.503 10.43 <.001 100
Faktor analizinde oldugu gibi aracilik derecesi ise p<0,05 olarak tespit edilmistir.

analizinde de 2414
kullanilmistir. Sosyal medya bagimliliginin alt
boyutlarindan  olan farkindaliginin
azalmasinin kompulsif ¢evrimi¢i satin alma
davranisina etkisinde kontrolstiz kredi karti
kullaniminin aracilik roliiniin tespitinde ortaya
cikan degerler %95 giiven araliginda drneklem
5000 defa yenilenerek tekrarlanmistir. Bootstrap
yontemine gore araciik etkisinin
olmadigin tespit etmek icin giiven aralig1 (GA)
degerlerine bakilmaktadir. Eger Alt GA ve Ust
GA degerleri sifir degerini kapsamiyorsa bu
durumda aracilik etkisinin oldugu
anlasilmaktadir (Hayes, 2017, s. 576). Tablo 4'te
bu degerlerin sifir1 kapsamadig1 goriilmiistiir.
Buna gore sosyal medya bagimliligi “cevre
farkindaliginin  azalmasi” alt boyutunun
(b=Bagimsiz degisken), kompulsif c¢evrimici
satin alma davramisina (c=Bagimli degisken)
etkisinde kontrolsiiz kredi karti kullaniminin
(a=arac1 degisken) aracilik rolii bulunmaktadir.
Bu oranin agiklama diizeyi ise %26,8'dir. Onem

Tablo 5.

Jamovi programi

gevre

olup

Sosyal medya bagimlilig: alt boyutunun “Cevre
farkindaliginin Azalmas1” kompulsif ¢evrimigi
satin alma davranigi tizerindeki direkt etkisi ise
%73,2 olup p<0,05) cikmistir. Buna gore sosyal
medya bagimhiligmin boyutlarindan cevre
farkindaliginin azalmasinin kompulsif ¢evrimigi
satin alma davranisina etkisinde kontrolsiiz
kredi karti kullaniminin kismi olarak aracilik
roliiniin gerceklestigi soylenebilir.

Bu sonuglar dikkate alindiginda Hsa: "Sosyal
medya bagimliliginin (SMB) alt boyutu olan
cevre farkindaligmin azalmasmin kompulsif
gevrimici satin alma davranisi (KCSD)
tizerindeki etkisinde kontrolsiiz kredi karti
kullaniminin (KKKK) aracilik etkisi vardir."
hipotezi kabul edilmistir. Tletisim bagimliliginin
kompulsif ¢evrimici satin alma davranisina
etkisinde kontrolsiiz kredi karti1 kullaniminin
aracilik rolii ile ilgili analiz sonuglar1 Tablo 5'te
verilmistir.

Tletisim Bagimliliginin Kompulsif Cevrimigi Satin Alma Davramisina Etkisinde Kontrolsiiz Kredi

Kart1 Kullaniminin Aracilik Roli

Etki Durumu Degiskenler Katsay1 St Hata Alt GA Ust GA zZ p Araalik
Rolii %
Dolayli axb 0.125 0.0235 0.0831 0.174 5.32 <.001 22.8
Direkt c 0.422 0.0369 0.3485 0.492 11.45 <.001 77.2
Toplam ctaxb 0.547 0.0361 0.4752 0.616 15.13 <.001 100.0
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Sosyal bagimliliginin alt
boyutlarindan “iletisim  bagimhligr”
boyutunun kompulsif ¢evrimi¢i satin alma
davranisina etkisinde kontrolsiiz kredi karti

medya
olan

kullaniminin aracilik roliiniin tespitinde ortaya
¢ikan degerler %95 giiven araliginda orneklem
5000 defa yenilenerek tekrarlanmistir. Bootstrap
gore aracihik etkisinin  olup
olmadigim tespit etmek icin alt ve iist giiven

yontemine

araligl degerlerine bakildiginda bu degerlerin
sifirt kapsamadig tespit edilmistir. Buna gore
sosyal medya bagimhliginin alt boyutu olan
“iletisim bagimlhilig” alt boyutunun
(b=Bagimsiz degisken), kompulsif ¢evrimici
satin alma davramisina (c=Bagimli degisken)
etkisinde kontrolsiiz kredi karti1 kullaniminin
(a=arac1 degisken) aracilik rolii bulunmaktadir.

Bu oranin agiklama diizeyi ise %22,8 dir.
Ayrica p<0,05) olarak tespit edilmistir. Sosyal
medya bagimliligi alt boyutu olan iletisim
bagimliliginin kompulsif c¢evrimici satin alma
davranigi lizerindeki direkt etkisi ise %77,2’dir.
Ayrica p<0,05 tespit edilmistir. Bu sonuclar
dikkate Ha:  "Sosyal
bagimliliginin (SMB) alt boyutu olan iletisim
bagimliliginin kompulsif c¢evrimici satin alma
davranisi  (KCSD)  tiizerindeki  etkisinde
kontrolstiz kredi karti kullaniminin (KKKK)
aracilik etkisi vardir." hipotezi kabul edilmistir.

alindiginda medya

5. Sonucg ve Tartisma

Bu calismada sosyal medya bagimhiliginin
kompulsif ¢evrimi¢i satin alma davranisi
kredi karti
kullaniminin aracilik rolii konusu islenmistir.
Calismada oncelikle verilerin faktor analizleri

yapilmistir.

luzerine etkisinde kontrolsiiz

Sosyal medya bagimhiliginin alt boyutlarini
belirlemek i¢in yapilan faktor analizi sonucunda
sosyal medya bagimhilhiginin
farkindaliginin =~ azalmasi”  ve

“cevre
“iletigim
bagimlilig1” olmak iizere iki alt boyuta sahip
oldugu goriilmiistiir. Literatiire bakildiginda
Giiler vd. (2019), sosyal medya bagimlilik
faaliyetlerini  sosyal
bagimliligin giinliik rutine etkisi, sorumluluk
bilincinin azalmasi, bagimlhilig1 kontrol altina
alamama, bagimliligin psikolojik etkisi, ruhsal
durumun bagimlilik ile iliskisi olmak tizere alt1

hayat1 engelleme,

alt boyutta; Aktan (2018), mesguliyet (sosyal
farkindalik),duygu durumu,
(iletisim bagimlilik durumu) ve ¢atisma olmak
lizere dort alt boyutta; Sahin ve Balli (2020),
iletisim, kagis, haberdar olma ve ¢atisma olmak

tekrarlama

tizere dort alt boyutta; Esgi (2016), ise zaman
harcama, sosyal paylasim, mesguliyet ve saglik
olmak {izere dort alt boyutta konuyu
incelemistir. Bu c¢alismadaki sosyal medya
bagimlilig: alt boyutu literatiirde yer alan diger
calismalar ile gosterdigi
goriilmektedir.

benzerlik

Calismada sosyal medya bagimliliginin alt
boyutlar ortaya cevre
azalmasi ve iletigim

olarak ¢ikan
farkindaliginin
bagimliliginin kompulsif cevrimici satin alma
anlamh olarak etkiledigi

goriilmiistiir. Elde edilen bu sonug literatiirdeki

davranisim

bir¢ok ¢alisma ile de desteklenmektedir (Lee &
Bryan, 2016; Akyildiz vd., 2023; Sharif &
Khanekharab, 2017; Jameel vd., 2024). Bu sonuca
gore sosyal medya sitelerinde daha fazla zaman
geciren bireylerin iletisim bagimlilik durumu
ve/veya yasadiklar
baglarinin azalmasi halinde kompulsif ¢evrimici
satin alma davraniglarinin artis gosterecegi
sOylenebilir. ~ Calismada medya
bagimliliginin alt boyutlar1 olarak ortaya g¢ikan

yasamalari cevre ile

sosyal

cevre farkindaliginin azalmasi ve iletisim
bagimliliginin =~ kontrolsiiz kredi kart1
kullanimini anlamli olarak etkiledigi sonucuna
varilmigtir. Elde edilen bu sonug literatiirdeki
calismalar ile desteklenmektedir (Pahlevan &
Yeoh 2018; She vd., 2021; Aslan 2023). Bu sonuca
gore kontrolstiz kredi kart: kullanimindaki
artisin sosyal medya bagimlis1 olan bireyler
iizerinde daha etkili olacag soylenebilir.

Calismada kredi kart1
kullaniminin kompulsif ¢evrimi¢i satin alma
davranisini anlamli olarak etkiledigi sonucuna
varilmistir. Elde edilen bu sonug literatiirdeki
calismalar ile de desteklenmektedir (Sahin vd.,
2024; Bayir 2021; Pirog & Roberts, 2007; Phau &
Woo, 2008; Yakin & Aytekin, 2019). Bu sonuca
gore kredi kartmin kullaniminda kontrolsiiz
kullanimin  kompulsif ¢evrimi¢i satin alma
davranisin tetikleyebilecegi soylenebilir.

kontrolsiiz
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Calismanin asil amaci olan sosyal medya
bagimhiliginin kompulsif ¢evrimi¢i satin alma
davranist tizerine etkisinde kontrolsiiz kredi
karti kullantminin aracilik roliinii belirlemek
i¢cin sosyal medya bagimliliginin alt boyutlari
olan ¢evre farkindaliginin azalmas: ve iletisim
bagimhiliginin kompulsif ¢evrimigi satin alma
davramis1 ile iligkisi, araci degisken olan
kontrolsiiz kredi kart1 kullanimi
modeline eklenerek
aracilik” roliintin oldugu tespit edilmistir. Bu
aracihik  roliinde  “¢evre farkindaliginin
azalmas1” alt boyutunun daha etkili oldugu
sOylenebilir.

arastirma

incelenmis ve “kismi

Literatiirde kontrolsiiz  kredi  kart1
kullaniminin, sosyal medya bagmliligi ile
kompulsif ¢evrimi¢i satin alma davranist
arasinda araciik rolii ile ilgili herhangi bir
¢alismaya rastlanmamuistir. Bu sonuca gore;

* Sosyal medya bagimlilig1 olan tiiketicilerin
cevrimici alisveris yaparken kredi kart1 kullanim
limitlerini gdzden gecirmeleri olasi kompulsif
satin alma davranislarini engelleyebilir. Konu ile
ilgili yapilacak olan baska bilimsel calismalar,
ilgili cevrelerin dikkatini ¢ekerek degisik
platformlarda tartisilabilir ve ortaya cikacak
olan makul diisiinceler (sosyal medya
bagimliliginin azaltilmasina yonelik davranis
bigimleri, kompulsif satin alma davramsinin
Oniine gecebilecek davranis bigimleri ve
kontrolstiz kredi kart1 kullanimini engelleyecek
tutum ve

davraniglar) tiketicilerin

diisiincelerini etkileyebilir.

* Yerel ve merkezi otoriteler, her gegen giin
sosyal medya bagimliligina maruz kalabilecek
kitleleri kredi kartin1 kontrolsiiz kullanma ve
kompulsif g¢evrimici satin alma aliskanligina
kars1 bir takim yasal tedbirler ile kamu saghig:
agisindan koruma altina alabilirler.

otorite  ve
sosyal
kompulsif ¢evrimigi

ollgili
onciiliigiinde

saghk
medya
satin alma davranisi

kurulusglari
bagimliliginin

kontrolsiiz  kredi karti
gecebilmek icin
bilgilendirme ve bilinglendirme faaliyetlerini
iceren kampanyalar diizenlenebilir.

etkisinde
kullaniminin

lizerine
oniine

6. Sinirliliklar ve Gelecek Calismalar

Bu arastirmada ’Sosyal Medya
Bagimliliginin Kompulsif Cevrimigi Satin alma
Davranist Uzerine Etkisinde Kontrolsiiz Kredi
Karti Kullaniminin Aracilik Rolii” konusu ele
alinirken “’satin alma” kavrami genel bir olgu
olarak  degerlendirilmistir. Daha spesifik
alanlarda (gida tiiketimi, giyim sektorii,
teknolojik araglar vb.) yapilacak olan ¢alismalar
farkli sonug¢ ve degerlendirmeler ile literatiire
katki saglayabilir. Ayrica Kompulsif satin alma
davramisi farkli degiskenler ele alinarak farkh
baghklar ile de c¢alisilabilir. Konu ile ilgili
yapilacak olan baska calismalarda veri toplama
siiresi uzatilabilir, s6z konusu evren daha genis
tutularak daha fazla kisiye ulasilabilinir.

7. Arastirma ve Yayin Etigi Beyam

Bu  arastirmanin  gergeklestirilmesinde
bilimsel arastirma ile yaymn etigi kurallarina
uyulmustur. Arastirmada kullanilan 6lgekler
Mus Alparslan Universitesi Bilimsel Arastirma
ve Etik Kurulunun 17.07.2024 tarih ve 146149
sayili onay1 dikkate alinarak gergeklestirilmistir.

8. Yazarlarin Makaleye Katki Oranlar

Bu aragtirmanin biitiin béliimleri Dr. Ogr.
Uyesi Ibrahim Atilla KARATAS tarafindan
hazirlanmistir.

9. Cikar Beyam

Bu arastirmada herhangi bir ¢ikar catismasi
s6z konusu degildir.

10. Finansman

Bu  calismanin hicbir
kurumdan destek almmamugtir. Calisma igin
yapilmasi gereken harcamalar yazar tarafindan
kargilanmustir.

yapilmasinda
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Oz

Amag: Bu ¢alismanin temel amaci yapay zeka ve dijital pazarlama alaninda yapilmis
yayinlarin bibliyometrik analizlerle incelenmesi ve mevcut etkilesimin yansitilmasidir.
Gereg ve Yontem: Arastirma evreni Scopus veri tabaninda yapay zeka ve dijital pazarlama
alanlarinda yapilmis 485 yayindan olusmaktadir. Analiz yontemi olarak bibliyometrik
analiz uygulanmis olup veri gorsellestirme igin VOSviewer uygulamast kullanilmustir.
Bulgular: Yayin yillarina gore dagilimina bakildiginda, en fazla 2023 , 2022 ve 2024 (ilk 8
ay) yillarinda yogunlasma oldugu; yayin tiiriiniin agirlikli olarak arastirma makalesi
(176), bildiri (168), kitap boliimii (83) ve kitap (30) tiiriinde oldugu; arastirma alanlar:
agisindan bilgisayar bilimi, isletme, yonetim, muhasebe, sosyal bilimler ve karar bilimi
gibi cesitli alanlarinda eser verildigi; yayinlarin iilkelere gore dagilimi konusunda
liderligin Hindistan (119), ABD (55) ve Birlesik Krallik (40) kokenli yayincilarda oldugu;
neredeyse tamaminin ingilizce eserler yayinlandig: tespit edilmistir. Yayinlarda en stk
kullanilan anahtar s6zciiklerin sirasiyla; yapay zeka, dijital pazarlama, makine 6grenmesi,
biiyiik veri ve sosyal medya ifadeleri oldugu goriilmiistiir. Sonug: Yapay zeka ve
pazarlama alanlarinda yapilan ¢alismalarin sayis1 kiimiilatif olarak artmaktadir. En fazla
katkinin Hindistan'a ait olmasina ragmen &zellikle Anglosakson iilkelerin ve sonrasinda
kita Avrupasinda yer alan f{ilkelerin katkilarmin yiiksek oldugu gozlemlenmistir.
Calismalarin dnemli bir kisminda nicel arastirma yoéntemlerinin yogunlugu dikkat
cekmektedir.

Abstract

Purpose: The primary purpose of this study is to examine the publications in artificial
intelligence and digital marketing through bibliometric analysis and to reflect on the
current interaction. Material and Method: The research universe consists of 485
publications in the Scopus database in artificial intelligence and digital marketing.
Bibliometric analysis was applied as the analysis method, and the VOSviewer application
was used for data visualization. Findings: When the distribution by publication year is
examined, it is determined that there is the highest concentration in 2023, 2022 and 2024
(first eight months); the publication type is predominantly research article (176),
notification (168), book chapter (83) and book (30); in terms of research fields, works are
published in various fields such as computer science, business, management, accounting,
social sciences and decision science; in terms of distribution of publications by country,
the leaders are publishers from India (119), USA (55) and UK (40); almost all of them are
published in English. It was observed that the most frequently used keywords in the
publications were artificial intelligence, digital marketing, machine learning, big data and
social media, respectively. Result: The number of studies in the fields of artificial
intelligence and marketing is increasing cumulatively. Although the largest contribution
was from India, it was observed that the contributions of the Anglo-Saxon countries and
then the countries in continental Europe were exceptionally high. The intensity of
quantitative research methods in a significant part of the studies is striking.
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1. Giri sohbet robotlar1 gibi dijital pazarlama
) ¥ uygulamalarinin 6nemi giderek artmaktadir
Teknolojinin gelisimi gunimiiz  (Grand View Research, 2023). Dolayisiyla dijital
pazarlamasii da dijital hale getirmigtir. Bu  pazarlamada yapay zeka kullanimina ydnelik
teknolojilerden  biri  olan yapay zekd calismalarin Sneminin de artacagi

pazarlamay1 oldukca derinden etkilemektedir.
Yapay zeka ve teknolojileri dijital pazarlama
icerisinde giderek daha
almaktadir. Bu durum yapay zekad ve dijital
pazarlama arasinda gercgeklesen giiclii bir
iliskinin sonucu olarak ac¢iklanmaktadir (Kotler
vd., 2020). Ayrica yapay zekd ve dijital
pazarlamaya odakls,
kisisellestirilmis ve miisteri temelli bir is birligi
tizerinde durmaktadir. Benzer sekilde yapay
zeka araciigiyla olusturulan akilli miisteri

entegre bir hal

yonelik veri

hizmetleri ve kisisellestirilmis Oneri sistemleri
aracihgiyla dijital pazarlamada
onemli rekabet avantajlari
vurgulanmaktadir (Zhang, 2024).

firmalarin
saglayacagini

Pazarlamada yapay zeka konulu ilk yaymn
1991'de, dijital pazarlamada yapay zeka konulu
ilk yayin ise 2010’da yaymmlanmustir (Currim &
Schneider, 1991; Li vd., 2010). Literatiirde bu

yildan kiimilatif bir

yapilmuis
yaymnlarin hangi yonde ilerledigi ve hangi
konularin 6n plana ¢iktigini belirlemek oldukga
onemli goriilmektedir. Pazarlama ve yapay zeka
birlikte ele cesitli
bibliyometrik analizler bulunmaktadir (Ekinci &
Ozsaatci, 2023; Aytag, 2024; Harmandaroglu,
2024). Bu ¢alismalarin ortak noktalar ise; yapay
zekanin pazarlama igerisinde giderek artan bir
pay elde etmesi, ABD ve Ingiltere gibi iilkelerin

itibaren artis

gozlemlenmektedir.  Dolayisiyla

alanlarinin alindigt

¢alismalarin onciileri oldugudur. Ayrica biiyiik
veri, derin 6grenme, bilgi yonetimi gibi gesitli
konulara odaklanildigr belirlenmistir. Dijital
pazarlama kavrammnin da yapay zekayla
iliskilendirildigi gozlemlenmistir. Bunun yani
pazarlama yapay
kullanimimin 2022 yilinda 12,64 milyar dolar

sira sektoriinde zeka
paya sahip oldugu bilinmekte olup; sosyal ag
platformlarinin daha fazla kabul gormesi,
bireysellestirilmis  tiiketici ~ deneyimlerinin
artmast ve c¢evrim i¢i alisverisin yiikselisi
sebebiyle yillik 2030’a kadar yillik 9%26,6
beklenmektedir.  Sosyal

reklamcili§l, arama motoru optimizasyonu ve

biiyiime medya

diistiniilmektedir. Buradan yola ¢ikarak bu
calismanin temel amaci yapay zeka ve dijital
pazarlama alanlarinda daha once yapilmis
yayinlarin bibliyometrik analiz yontemiyle
incelenerek bu alanlardaki etkilesimleri ortaya
koymaktadir.

Bu calisma kapsaminda 6ncelikle yapay zeka
ve dijital pazarlama kavramlar1 genel hatlariyla
dijital
irdelenecektir.

acgiklanacak olup yapay =zeka ve
iligki
Ardindan veri gorsellestirme agisindan basarili
goriilen VOSviwer programi araciligiyla
kavramlar arasi iligkiler incelenecektir. Bu
dogrultuda yazar analizi, {ilke analizi ve atif

pazarlama arasindaki

baglar1 analizi basta olmak tiizere kavramlar
arast iligkilerin cesitli yonleri agiklanacaktir.
Ardindan arastirma bulgularina gore ¢alismanin
sonuglar1 aktarilacaktir. Son bdliimde ise
¢alismanin sinirhiliklar1 ve gelecek calismalara
Oneriler yer verilecektir.

2. Kavramsal Cergeve
2.1. Yapay Zeka

Dordiincii sanayi devrimi ile hayatimizda
onemli yer tutan kavramlardan biri de yapay
zekadir. Kokeni Alan Turing’in “Turing Testi”
ve daha Oncesinde “Beynin Boolean Devre
Modeli” olarak isimlendirilen néronlarin nasil
gorevler gerceklestirdigini matematiksel olarak
agiklayan bir teoriye dayanmaktadir (Alarslan,
2023). Kavram kendi
ogrenme, dis diinyayla iletisim kurabilme ve dis
karst  akil
yliriitebilme ve nesnel olabilme yetenegine

temelinde kendine

diinyay1  algilama, sorulara
sahip yapilarin iiretilmesini

(Kusgu, 2015).

aciklamaktadir

Yapay zeka kullanim alanlarmnin oldukga
genis oldugu bilinmektedir. Yapay zeka
giniimiizde bir¢ok firmada kullanilmaktadir.
Buna yonelik arastirmalar devam etmektedir.
Yapay zekanin kullamim alanlari; arastirmalar,
ulasim ve lojistik alanlari, {iretim hatlari, akilli
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sehirler ve siber giivenlik alanlaridir (Pirim,
2006).

Isletmelerde yapay zeka temel olarak; veri
analizi, igerik kisisellestirme, sohbet robotlars, is
analitigi, reklam optimizasyonu, sosyal ag
analizi ve e-posta pazarlamasi gibi alanlarda
kullanilmaktadir. Bu kullanimin temel amaci ise
rekabet giiciinii artirmak ve dijital ¢caga uyum

saglamaktir (Kopalle vd. 2022). E-posta
pazarlamasinda  yapay  zeka, tiiketici
davraniglart  ve  yoOnelimleri  hakkinda
farkindalik  saglayarak  hassasiyeti  ve

kisisellestirmeyi artirmakta, katihm ve tutma
stratejilerine yardimci olmaktadir (Jach, 2023).
Sohbet robotlarinda yapay zeka ise basta tiiketici
ihtiyaclarini tahmin etmek olmak tizere kullanici
deneyimlerini  kisisellestirmeyi
yonelik miisteri hizmetlerinde kullanilmaktadir

saglamaya

(Prabha & Kumari, 2024). Ayrica yapay zeka
destekli sohbet robotlar1 saghk hizmetlerinde
tedavi kararlar1 verme islemlerinde rehberlik
etmek i¢in kullanilmaktadir (Burnette vd., 2024).

2.2. Dijital Pazarlama

Pazarlama kavrami uzun yillardir varligin

siirdliren bir kavramdir. Tarihsel siirecte
pazarlama  kavraminin  farkli  noktalar1
vurgulanmis ve farkli bakis agilariyla

degerlendirilmistir (Wilkie & Moore, 2003).
Tarihsel siire¢ boyunca pazarlamanin ilk
donemlerinde odakli bir yaklasim
izlenirken 1980°li yillardan bugiine dogru
pazarlama kavraminda ana akim yaklasim

urin

parcalanmis (Wilkie & Moore, 2003) ve
pazarlama paradigmasi genislemistir (Shaw &
Jones, 2005). Internetin ticari amagclarla
kullanilmasiyla beraber firmalar icin yeni

firsatlar ve pazarlar olugsmustur (Inan, 2002).
Bunun bir sonucu olarak da dijjital pazarlama
gibi
edinmeye baslamistir.

kavramlar pazarlama igerisinde yer

Kotler vd. (2020) dijital pazarlama kavramini;
geleneksel pazarlamadan dijitale dogru bir
doniis olarak ifade etmektedir. Dijital pazarlama
tanim olarak; dijital teknolojiler kullanarak
hedef kitlelere ulasmays,
doniistiirmeyi ve elde tutmayr amaglayan,
hedeflenebilir, oOl¢iilebilir ve etkilesimli bir

onlar1 miigteriye

pazarlama yaklasimi olarak ifade edilmektedir
(Keskin & Kurtuldu, 2018). Cevrim ici, web ve
internet pazarlamasi gibi cesitli tanimlarda
dijital pazarlama i¢in kullanilmaktadir (Todor,
2016).

Dijital pazarlamanin geleneksel
pazarlamadan farkli olarak bazi avantaj ve
dezavantajlar1 Dijital
pazarlamanin maliyet

bulunmaktadir.
temel avantajlary;
etkinligi, etkilesimin yiiksek olmasi, kolay
olciilebilirlik, uyarlanabilirlik, kullanicilar aras:
iletisim kisisellestirilebilirlik,
operasyonel verimlilik olarak agiklanmaktadir

imkana,

(Todor, 2016). Firmalar agisindan ise en biiyiik
avantajlarindan biri spesifik hedef kitlelere rahat
ulasim imkamidir. Hedef kitleyi; “yas, cinsiyet,
egitim durumu, gelir durumu, medeni durum”
gibi demografik Ozelliklerini belirleyebilmekte
ve Ozel gruplandirmalar yapabilmektedirler
(Erkan, 2020).

Kotler ve Armstrong’a gore (2017) dijital
pazarlama araclar;; “bilgisayarlar ve akill
telefonlar gibi diger dijital cihazlar araciligiyla,
siirekli dogrudan tiiketiciye baglanti kurmak
icin kullanilan web siteleri, ¢evrim ici videolar,
e-postalar, sosyal medya ve uygulamalar”
olarak ifade edilmistir.

En yaygmn kullanilan dijital pazarlama
kanallar1 ise; igerik pazarlamasi (Moncey &
Baskaran, 2020; Pricopoaia vd. , 2022), e-posta
pazarlamas: (Yasmin vd., 2015, Moncey &
Baskaran, 2020), arama motoru optimizasyonu
(Trejo, 2018) ve sosyal medya pazarlamasidir
(Christina vd., 2019).

2.3. Yapay Zeka ve Dijital Pazarlama Iliskisi

Yapay zeka ve dijital pazarlama kavramlari
giderek daha fazla entegre hale gelmekte ve
pazarlama stireclerini birlikte
dontgtiirmektedir. Kotler vd. (2020), yapay
zekanin dijital pazarlamada oynadig: rolii icin
pazarlamanin  daha odakls,
kisisellestirilmis ve miigteri temelli bir hale

fazla  veri
gelmesini saglayan bir iliski olarak ifade
etmislerdir.

En temel kesisim noktalar;; dijital

pazarlamanin biiyiik veri analitigi ile miisteri
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boliimlendirme yapabilmesi ve miisterileri daha
dogru ve etkili bir sekilde tespit edebilmesidir
(Chaffey & Ellis-Chadwick, 2019). Ek olarak
yapay zeka destekli sohbet robotlar: araciligiyla
miisteri hizmetleri kesintisiz yiiriitiilmekte ve
miisteri memnuniyeti artmaktadir (Oguz, 2021).
Yapay zekadnin dijital pazarlamada kullanilan
bir diger kisisellestirilmis
deneyimlerdir. Kullanici davramslarini analiz
ederek miigteri tercihlerini tahmin etmekte ve
gore
onermektedir. Ayrica yapay zeka miisterilerin
gelecekteki  davranislarimi
konusunda yardimei olmaktadir (Davenport &
Ronanki, 2018).

rolii ise

buna kisisellestirilmis icerikler

tahmin  etme

Daha once yapilmis ¢alismalarda yapay zeka
ve pazarlama iligkisinin oldukga fazla yontiyle
irdelendigi goriilmektedir. Bunun yani sira
yapilan ¢alismalarin dagilimlarna yonelik
bibliyometrik analizler de bulunmaktadir. Bu
kapsamda endiistri 4.0 ve pazarlama alanlarina
yonelik bibliyometrik analiz (Haseki vd., 2023),
yapay zeka ve tiiketici davrams: alanlarina
yonelik bibliyometrik analiz (Akyilmaz, 2022) ve
yapay zeka ile pazarlama alanlarina yonelik
bibliyometrik analiz ¢alismalar1 bulunmaktadir
(Ekinci & Ozsaatci, 2023; Aytag, 2024,
Harmandaroglu, 2024).

Pazarlama ve yapay zeka alanlarinda yapilan
calismalar ortak noktalar1 ABD, Ingiltere ve

Cin gibi {ilkelerin listelerin ilk siralarmi
olusturmasy;, yazilim, bilgi teknolojileri ve
perakende sektorlerinde yogunlukla

incelenmesi ve 2016 yilindan itibaren c¢alisma
sayilarinda biiyiik artis goriilmesidir. Bunun
yani sira yapay zekayla iligkilendirilen
kavramlardan birini de dijital pazarlama oldugu
(Aytag, 2024).
calismalar kapsaminda yapay zeka ve dijital
pazarlama alanlarina yonelik bir bibliyometrik
analiz tespit edilmemistir.

vurgulanmaktadir Incelenen

3. Yontem

Bu ¢alismanin temel amaci yapay zeka ve
dijital pazarlama birlikte
degerlendirildigi calismalar1 tespit etmek ve
etkilesimin ~ yansitilmasidir.  Bu
dogrultuda bibliyometrik analiz yonteminden

alanlarmin
mevcut
faydalanilmistir. analiz
yaklagiminin temel avantaji taranan kavramin
bugiliniiniin 6nde gelen
belirleyen geriye doniik bir
degerlendirmenin gelistirilebilmesidir (Schwert,

Bibliyometrik

gecmisginin  ve
egilimlerini

1993). Bibliyometrik analiz siireclerinde farkl

programlar kullanilmaktir. Calisma
kapsaminda islevselligi  yiiksek  oldugu
diisiiniilen  VOSviewer  programi  tercih

edilmistir. VOSviewer programi literatiirde
yasanan degisimleri, kavramlar arasi iligkileri ve
yeni kavramlar: tespit etmek icin arastirmalar
goriilmektedir.  Ayrica
gorsellestirme ve haritalandirma
tanimaktadir (Dirik vd., 2023).

icin  uygun veri

imkani

Bibliyometrik  analizin  gergeklestirilme
siireci, Sekil 1’de agiklandig1 gibi, ¢alismanin
amacinin  ve kapsamimnin tanimlanmastyla
baglayan ve ardindan segimin yapildig1 dort
adimda gergeklestirilir (Donthu vd., 2021). Bu
asamalar sirastyla; tekniginin
kullanilmas: ile baslamakta olup verilerin
toplanmasi, analizin yapilmasiyla

olan  bulgularin

analiz

devam
etmekte,
raporlanmasi ile tamamlanmaktadir.

son agsama

Mevcut calisma kapsaminda Scopus veri
tabani kullanilmistir. Scopus veri taban1 yayin
etigi agisindan nitelikli ve giivenilir ¢alismalar1
dergi
analizleri icin de kullanilmaktadir (Martinez-
Lopez vd., 2017). 10.08.2024 tarihinde Scopus
veri tabanindan “Yapay Zeka” ve “Dijital

kapsamakla  beraber bibliyometrik

Pazarlama” kavramlarinin arastirildig1 573 esere
ulagilmistr.
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Calismanin amacinin ve kapsaminin tanimlanmast
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Calismanin amacina gore analiz tekniklerinin segimi
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Veri Toplama

Veritabani se¢imi

Anahtar kelimelerin se¢imi

Dahil etme ve harlg tutma
kriterlerinin secimi

N\

Verilerin analizi ve bulgularin raporlanmast

Sekil 1. Bibliyometrik Analizin Gergeklestirilmesinde Izlenen Metodoloji
Kaynak: Kumar, N., Singh, A., Gupta, S., Kaswan, M. S., & Singh, M. (2024). Integration of Lean manufacturing and Industry

4.0: a bibliometric analysis. The TQM Journal, 36(1), 5.247.

Pazarlama alaninda yapay zeka konusunda
yapilan arastirmalarda, “bilgisayar bilimi bilgi
bilgisayar yapay
ekonomi, isletme, yonetim” gibi disiplinler
kapsamina alinmis; mekanik, cografya gibi
alanlarin  ise

sistemleri, bilimi zeka,

aragtirma kapsami disinda
tutulmas1 Onerilmistir (Bhardwaj vd., 2020).
Dolayisiyla bu kapsamda yer alan ¢alismalar
analiz dis1 birakilmigtir. 485 c¢alisma ile analiz
gerceklestirilmistir. Kullanilan arama kriteri;
“TITLE-ABS-KEY ( ("AI" OR "artific* intellig*" )
AND "digital market*" ))” olarak belirlenmistir.
Veri ikincil veri olarak Scopus veri tabanindan

elde edildigi i¢in etik kurul izni alinmamustr.

Arastirma kapsaminda temel

sorular1 belirlenmisgtir.

arastirma

Arastirma Sorusu-1: Scopus veri tabaninda
dijital pazarlama ve yapay zeka alanlarinda
arastirma sayisi ve arastirma tiirleri nelerdir?

Sorusu-2:
itibariyla dagilimi nedir?

Arastirma Yayinlarin  yillar

Arastirma Sorusu-3: Dijital pazarlama ve
yapay zeka alanlarinda yapilan yayinlarda en
¢ok atif alan ¢alismalar hangileridir?

Arastirma Sorusu-4: Yayin yapilan {ilkelerin
dagilimi nasildir?

Arastirma Sorusu-5:
arastirmacilarin baglantilar1 nasildir?

Yayin yapan

Aragtirma  Sorusu-6: Yazarlarin  atif

baglantilar1 nasildir?

Arastirma Sorusu-7: Aragtirmalarda en sik
kullanilan anahtar kelimeler hangileridir?

Aragtirma Sorusu-8: Arastirmacilarin en ¢ok
atif yaptig1 dergiler hangileridir?

Arastirma sorular1 kapsaminda ilk olarak
ortak yazar analizi; en fazla kullanilan anahtar
kelimeleri ve arasindaki iligskiyi gosteren es
goriilme analizi; arastirmalar, arastirmacilar,
dergiler ve iilkeler arasinda atiflar1 ve ag
gliglerini gosteren atif analizi; belirli bir yayinn,
arastirmacinin, derginin makaleler tarafindan
hangi olglide atif aldigin1 gosteren es atif analizi
gerceklestirilmistir (Van Eck ve Waltman, 2019).

4. Bulgular

Yapilan analiz sonuncunda arastirma sorusu
1'in cevab1 olarak 485 calismanin ilkinin 2010
yilinda yapildig1 ve 2024 yili itibariyla yayin
sikliginin arttig1 gozlemlenmistir. Tiirlerine gore
calismalar sirasiyla; 176 aragtirma makalesi, 168
bildiri, 83 kitap boliimii, 30 kitap, 20 konferans
derlemesi, 5 derleme makale, 2 editoryal ve 1
nottan olusmaktadir. Yaymlarin biiyiik bir
yogunlukla 475'i Ingilizce dilinde
olusturulmustur. Yayinlarin alanlar itibariyla;
bilgisayar bilimi, isletme, yonetim, muhasebe,
sosyal bilimler ve karar bilimi gibi gesitli alanda
yapildigr tespit edilmistir. Arastirma sorusu
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2'nin cevab1 olarak yaymlarin yillar itibariyla
sergiledigi Sekil 2’de
goriilmektedir. Bu artisin temel sebebinin alana
yonelik yapilan uygulamalarin ve etkilerinin

kiimilatif bir artig

diisiiniilmektedir. 2024 yilinin heniiz sekizinci
ayinda olunmas: sebebiyle bir 6nceki yila gore
diisiis goriilmekte olup yil sonunda bir 6nceki
y1il1 ge¢mesi beklenmektedir.

giderek Onem kazanmasi oldugu

180
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Sekil 2. Yillar Itibariyla Yayin Sayisi

Alanda yapilan ilk ¢alisma dijital pazarlama
stratejisi olusturulurken yapay zeka
teknolojileriyle olusturulan web destekli hibrit

arastirmacinin 4 yaym ile Jose Ramon Sauro
oldugu tespit edilmistir.

Aragtirma sorularindan soru 3'tin cevabi olan
akilli sistemlerin kullanilmasini agiklamaktadir :

(Li vd,, 2010). Ot 4 K atif sayilar itibariyla bu alandaki ilk 10 ¢alisma
ivd, . Ote yandan en sik yayin yapan

ise Tablo 1’de gOsterilmistir.

Tablo 1.
En Cok Atif Alan 10 Calisma

Atif Sayis1 Yil Yazar Eser

77 2021 Dwivedi vd. Settmg' the future of digital 'a.nd fomal media marketing research:
Perspectives and research propositions

249 2020 Ma ve Sun Machn‘le %earn,l,ng and Al in marketing Connecting computing power to
human insights

131 2021 Saura vd. Se'ttmg BZB. d1g¥tal marketing in art1f1’c1a1 intelligence-based CRMs: A
review and directions for future research”

107 2020 Toader vd. "“The effect of social presence and chatbot errors on trust”

103 2018 Wirth, N. “Hello marketing, what can artificial intelligence help you with?”

95 2020 Koehn vd. Prec'hct},ng online shopping behaviour from clickstream data using deep
learning

9 2021 Mogaii vd. ”'The %mplica.tions of artificial intelligert,ce on the digital marketing of
financial services to vulnerable customers
“ P

84 2021 Kull vd. How .may I help you? Driving brand engagement through the warmth of
an initial chatbot message”

79 2019 Miklosik vd. 'l'"o'wards the .Ad:)ptlon of Machine Learning-Based Analytical Tools in
Digital Marketing

Chintalapati r e 1 . . . - .,
75 2022 Artificial intelligence in marketing: A systematic literature review
ve Pandey
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Tablo 1'de de goriildiigii iizere yapay zeka ve
dijital pazarlamaya en ¢ok atif almis ¢alisma
Dwivedi vd. (2021) tarafindan internet ve sosyal
medyanin basta yapay zeka, artirilmis gerceklik
pazarlamas: gibi cesitli kavram araciligiyla
tiiketici davraniglar1 ile firmalar tizerindeki
etkilerinin  arastirilldigt  calismadir.  Diger
calismalardan daha fazla atif almasmin temel
sebebinin hem etki faktorii yiiksek olan bir
dergide yayimnlanmis olmasi hem de yapay zeka
disinda diger yeni teknolojilerle dijital
pazarlama  iligskisini  ag¢iklamasi  oldugu
diistiniilmektedir. Bunu sirasiyla Ma ve Sun
(2020)'nin
tarafindan

makine &grenimi
yapay
pazarlama ve pazarlama arastirmalarina etkileri
incelenmesi takip etmektedir. Uglincii sirada ise

Saura vd. (2021) tarafindan kaleme alinmis

algoritmalari

yonlendirilen zekanin

anlasilmasina ve uygulanmasina odaklanmistir.
Arastirma sorusu 4’iin cevabi olarak iilkelere
gore makale sayilar1 Sekil 3’de incelendiginde
yapay zeka ve dijital pazarlama alanlarinda en
stk yaymn yapilan {iilkenin Hindistan oldugu
goriilmektedir. Hindistan'in son yillarda yaptig1
bilgi iletisim  teknolojileri
inovasyon ve  girisimcilik
gelistirdigi bilinmektedir

yatirimlarinin

ekosistemini
(Bhagavatula vd.,
2019). Dolayisiyla dijital pazarlama ve yapay
zeka alanlarinin yayin sayisinin oldukga fazla
olmasimin gelisen bilgi teknolojileri sektoriiyle
paralellik gosterdigi diistiniilmektedir. Yayin
sayis1 siralamasini ABD, Birlesik Krallik ve Cin
takip etmektedir. Ispanya, Portekiz, Yunanistan
ve Almanya gibi kita Avrupasinin Onemli
aktorleri siray1 izlemektedir. Tiirkiye listede 10.
sirada yer almaktadir. Toplam 80 iilkeden yayin
yapimis olup Tiirkiye’den 15 yayimn yapildig:
tespit edilmistir.

18 17 16 15 15
S g & > @
@@ & & @"’& & 3
]° *&& ™ <

Sekil 3. Ulkelere Gére Yayin Sayilart

yapay zeka ile c¢alisan miisteri iliskileri
yonetiminin ~ B2B dijital ~ pazarlamada
140
119
120
100
80
60 55
40
40
20 19
20 I
: i
Q ¥ & o
¢ & & F S
& A A
Q¢
%\
VOSwiever ile yapay zeka ve dijital

pazarlama alaninda yapilan yayinlara yonelik
grafiksel analiz kapsaminda ortak yazar analizi,
iilkelerin atif baglari analizi yazarlarin atif
analizi, anahtar soOzciik analizi, metinlerin
bibliyografik eslesme analizi, yaymnlarin ortak
atif analizi incelenmistir.

Ortak yazar analizi kapsaminda birbiriyle
iliskisi olan ve is birligi yapan aragtirmacilari

belirlemek icin minimum bir atif ve bir yazar
kurali uygulanarak ag haritas1 Sekil 4'te
olusturulmustur. Toplam 3 kiimede 178 bag
olustugu goriilmektedir. Kiimedeki en baglantili
arastirmacilarin Yogesh K. Diwivedi (24) ve
Yichuan Wang (22) baglantiya sahip oldugu
goriilmektedir. En ¢ok atif alan yazarlarin da en
baglantili yazarlar oldugu goriilmektedir.
Belirtilen durumlar aragtirma sorusu 5’i
cevaplandirmaktadir.
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Sekil 4. Yazarlar Arast Is Birligini Gosteren Ortak Yazar Baglar

Yaymlarin iletildigi iilkelere gore sahip
olduklar1 atiflara iliskin yillar1 da igeren ag
haritas1 olusturmak 1iizere aralarinda iligki
bulunan 74 iilke tizerinden analiz yapilmistir.
Sekil 5'de de goriildiigii tizere 13 kiime, 152
baglanti ve 190 toplam baglant1 giicli tespit
edilmistir. En fazla atif alan tilkeler sirasiyla
ABD (1611 atif), Birlesik Krallik (1207 atif),
Hindistan (1188 atif) ve Avustralya (1148 atif)
olmustur. Toplam baglant1 giicii agisindan bu

polwgal
colombia
spain
ran
bulgaria turkeY
bahgain
netherlands
uﬁitewgdom '?dla
jordan
germany,
SaggHa wwchina
ausffalia
svieden slovakia
indonesia
»
6‘}'&) VOSviewer

iilkeler ilk dortte yer almaktadir. Ayrica eser
sayisi i¢in yapilan siralamada ilk dort sirada
Hindistan, ABD, Birlesik Krallik ve Cin yer
almaktadir. Dolayisiyla yapilan atiflara gore
Anglosakson iilkelerin etkisinin daha fazla
oldugu soylenebilmektedir. Bunun yani sira
yillar itibariyla aglarin Urd{in, Suudi Arabistan
ve Vietnam gibi gelismekte olan {ilkelerde
olustugu tespit edilmistir.
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Sekil 5. Ulkelerin Atif Baglar
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Arastirmacilarin atif aglarini tespit etmek
i¢in olusturulan arastirma sorusu 6’ya cevap
olarak ortak yazar baglarinda kullanilan atif-
eser kisit1 kullanilarak olusturmus atif analizine
iliskin ag haritas1 Sekil 6’da olusturulmustur.
Birbiriyle baglantili oldugu tespit edilen 178

li, shigliang

sidana, neeru

NN

N\

birim i¢in olusturan ag biinyesinde 16 kiime, 562
baglanti oldugu goriilmiistiir. En fazla atif alan
yazarlarin Yogesh K. Dwivedi (835 atif) ve

J AR
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Yichuan Wang (825 atif) oldugu
gozlemlenmistir.
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Sekil 6. Yazar Atif Baglar

Arastirma sorusu 7'nin cevabi olarak yapay
zeka ve dijital pazarlamaya yo6nelik yaymnlarda
yogunlukla kullanilan anahtar kelimeler
incelendiginde yapay (168), dijital
pazarlama (165), makine 6grenmesi (52), biiyiik
veri (28) ve sosyal medya (28), pazarlama (27) ve
dijital dontisiim (17) ifadeleri basi cekmektedir.
ek toplam baglanti  glicii
incelendiginde en giiclii anahtar kelimelerin

zeka

Buna olarak

artificial inglligence ai

“Giivenlik” anahtar kelimesi disinda aymn
oldugu tespit edilmistir. Yapay zeka ve dijital
pazarlama anahtar sozciikleri iligkili kelimeleri
tespit etmek igin veri gorsellestirme boliimiinde
cikarilmstir. Sekil 7’de goriildiigii tizere en az 1
defa goriilen ve aralarinda iliski bulunan 1017
gozlem birimi ile yapilan analiz neticesinde
toplam 50 kiime, 4339 baglanti ve 4763 toplam

baglant1 giicii tespit edilmistir.
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Sekil 7. Anahtar Sozciik Baglari
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Bibliyografik eslesme, birbirinden bagimsiz
iki kaynak tarafindan alitilanmais ortak bir esere
atif yapilmasi durumunu ifade etmektedir. Sekil
8'de goriildiigii tizere en az 1 atif almis olmak
kriteri ile secilen ve aralarinda baglant: bulunan
211 birim ile yapilan analize goére 19 kiime, 1212
baglanti ve 1813 toplam baglanti giicii elde

cetin %022)
L
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mlk-!OW201 9 gkikasiRo 1o torres(2022)
% ruiz-re@‘ZOZ‘l)
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lorenzeni (2022)

edilmistir. En fazla bibliyografik eslesme olan
yayimnlar 773 alinti ile Dwivedi vd. (2021), 249
alint1 ile Ma ve Sun (2020) ve 131 alint1 ile Saura
vd. (2021) olmustur. Toplam baglant1 giictiniin
en yiiksek oldugu eserler ile Hassan (2021),
Dwived vd. (2021) ve Raghav vd. (2023)
olmustur.

aleksandr (2021)

2018 2019 2020 2021 2022 2023

Sekil 8.Yayinlarin Bibliyografik Eslesme Baglar:

Ortak atif analizi kapsaminda bir yayinda atif
yapilan farkli kaynaklar incelenmektedir. Bu
kapsamda yapay zeka ve dijital pazarlama
konularinda yapilan ¢alismalara yonelik ortak
atif kullanilan kaynaklar bazinda
incelenmistir. Yapilan atif sayist en az 5

analizi

belirlenerek 369 birim {izerinden yapilan analiz
sonucunda 11 kiime, 31862 baglant1 ve 115000
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toplam baglant1 giicii tespit edilmistir. Sekil 9’da
goriildiigii ¢ok atif yapilan
kaynaklarin; “Journal of Business Research”,
“Journal of Academy of Marketing Science”,
“Industrial Marketing Management” ve
“Journal of Marketing” oldugu gézlemlenmistir.
Bu durum son arastirma sorunun cevabin
olusturmaktadr.
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Sekil 9. Yaymlarin Ortak Atif Analizi
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5. Sonug ve Tartisma

Yapay zeka ve dijital pazarlama arasinda
giderek giiclenen bir etkilesim bulunmaktadir.
Pazarlamada yapay zekd konulu ilk yayin
1991'de, dijital pazarlamada yapay zeka konulu
ilk yayin ise 2010’da yayimlanmistir (Currim &
Schneider, 1991; Li vd., 2010). Literatiirde bu
yildan  itibaren  kiimilatif  bir  artis
gozlemlenmektedir. yapilmis
yaymlarin hangi yonde ilerledigi ve hangi
konularin 6n plana ¢iktigini belirlemek oldukca
onemli goriilmektedir. Bu dogrultuda
calismanin temel amact yapay zeka ve dijital

Dolayisiyla

pazarlama alanlarinin birlikte degerlendirildigi
calismalar: tespit etmek ve mevcut etkilesimin
yansitilmas: olarak belirlenmistir. Bu galisma
kapsaminda Dbelirtilen kavramlara yonelik
olarak en ¢ok alint1 yapilan makaleler, yillik
alint1 yapisi, en iiretken yazarlar, kurumlar ve
dahil olmak {izere bibliyometrik
gostergeler araciligiyla genis acidan konular
edilmisgtir.  Calismada

derinlegtirilmesi i¢in VOSviewer

ulkeler
analiz sonuglarin

programi
analiz  de

kullanilarak  grafiksel — bir

olusturulmustur. Sonuglar tablo sonugclariyla

tutarhdir. Bu yaklasimin temel avantajs,
kavramlarin farkli degiskenlere ve cesitli
kriterlere gore aralarinda nasil baglant

kurdugunu gostermesidir.

Yapay zeka ve pazarlamaya yonelik yapilmis
cesitli bibliyometrik calismalar bulunmaktadir
(Ekinci & Ozsaatc1, 2023; Aytag, 2024;
Harmandaroglu, 2024). Bu ¢alismanin temel
katkis1 yapay zeka ve dijital pazarlamaya
yonelik bir bibliyometrik analiz yaparak daha
derin bir kesitten inceleme yapmasidir. Yapilan
tarama sonucunda elde edilen 485 calismanin
ilkinin 2010 yilinda yapildig: tespit edilmis olup
2024 yili boyunca bir 6nceki yila gore yayimn
sikiginin artmis oldugu tespit edilmistir. Ayrica
yayimnlarin yillar itibariyla kiimiilatif bir artis
sergiledigi  goOzlemlenmistir. Bu sonuglar
literatiirdeki diger sonuglarla da uyusmaktadir.
Pazarlama ve yapay zeka alanlarinda yapilmis
bibliyometrik analizlerde de 2016 yilindan
itibaren artis oldugu ve yaymn sikliginin

yiikseldigi tespit edilmistir (Ekinci & Ozsaatci,
2023; Harmandaroglu, 2024).

Calismalar tiirlerine gore siralanmasi
gerekirse; 176 arastirma makalesi, 168 bildiri, 83
kitap boliimii, 30 kitap, 20 konferans derlemesi,
5 derleme makale ve cesitli alt yayinlardan
olugsmaktadir. Yapay zeka ve dijital pazarlama
alanlarinda yapilan yaymnlarm 6nemli bir
kisminin Ingilizce yayinlardan olustugu tespit
edilmistir. Yaym konularinin ise ¢ogunlukla;
bilgisayar bilimi, isletme, yonetim, muhasebe,
sosyal bilimler ve karar bilimi gibi cesitli
alanlarda yapildig tespit edilmistir. Arastirma
bulgular incelendiginde ¢alismanin ilk sonucu
olarak yapay dijital
alanlarmin cgesitli disiplinleri de kapsayacak
sekilde genis bir agidan tartisma konusu olmasi
ve bu alana yonelik yayin sayisinin da artmasi
beklenmektedir. Ekinci ve Ozsaatcr (2023),
Akyillmaz (2022) ve Harmandaroglu (2024)
sonuglart  yaymn  sayismnin

cesitlenecegi sonucuna paraleldir.

zeka ve pazarlama

artacagl  ve

Yapay zeka ve dijital pazarlamaya yonelik
alanda yapilan ilk calismanin Li vd. (2010)
dijital ~ pazarlama stratejisi
olusturulurken yapay zeka teknolojileriyle
olusturulan web destekli hibrit akilli sistemlerin

tarafindan

kullanilmasini agiklamaktadir. En ¢ok atif alan
calismanin ise Dwivedi vd. (2021) tarafindan
internet ve sosyal medyanin basta yapay zeka,
artirllmis gercgeklik pazarlamasi gibi cesitli
kavram araciligiyla tiiketici davramslari ile
firmalar tizerindeki etkilerini arastirdig1 calisma
oldugu gozlemlenmistir. Ote yandan en sik
yaymn yapan arastirmacinin 4 yaym ile Jose
Ramon Sauro oldugu tespit edilmistir. Makale
ve atif sayilar1 ise dogrusal olarak artmaktadir.
Dolasiyla eristigi ve etki ettigi popiilasyonunun
bliytidiigi gézlemlenmektedir.

Yapay zekad ve dijital pazarlama alaninda
basta e-ticaret olmak {izere makine 6grenmesi,
satis, e-Ogrenme, sosyal medya, tiiketici
davranigi, karar verme gibi ¢esitli konularin
agirhkta oldugu goriilmiistir. Calismalarda
agirlik olarak nicel arastirma yontemlerinin
kullanildig1 tespit edilmistir. Benzer sekilde
pazarlama ve yapay zeka alanlarinda yapilmis
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bibliyometrik analizlerde de nicel arastirma
yontemlerinin siklikla kullamildigi ve calisma
konular1 agisindan “dijital pazarlama, biiyiik
veri pazarlama otomasyonu, veri madenciligi,
makine Ogrenmesi, sohbet robotlari, sanal
gerceklik vb.” agirlik gosterdigi tespit edilmistir
(Aytag, 2024; Harmandaroglu, 2024).

Makale sayilari agisindan en sik yayin
yapilan {ilkelerin sirasiyla; Hindistan, ABD,
Birlesik Krallik ve Cin oldugu tespit edilmistir.
Bu siralamay1 Ispanya, Portekiz, Yunanistan ve
Almanya gibi kita Avrupasi'nin 6nemli aktorleri
izlemektedir. Tiirkiye listede 10. sirada yer
almaktadir. Sonug olarak resmi dili Ingilizce
olan iilkelerin yaym sayisi olarak 6n planda
oldugu tespit edilmistir. ~ Gelismekte olan
iilkelerden ise yayin sayilar1 diisitk olarak
Caligma
olarak pazarlama ve yapay zeka alanlarinda
yapilmis bibliyometrik analizlerde ise ABD ve
Ingiltere liste bagini cekmektedir (Ekinci &
Ozsaatci, 2023; Aytag, 2024). Bu durumun temel
sebebinin 6zellikle dijital pazarlama konusunda
Hindistan gibi gelismekte olan {ilkelerin yiiksek
ilgisinden kaynakli oldugu diisiiniilmektedir.

gorilmiistiir. sonuglarindan farklh

Ote yandan iilkeler atif sayilarma gore
siralandiginda ABD, Birlesik Krallik, Hindistan
ve Avustralya'min ilk dortte oldugu tespit
edilmistir. Benzer sekilde toplam baglant: giicii
acgisindan bu {ilkeler ilk dortte yer almaktadir.
Buradan yola c¢ikarak yapilan atiflara gore
Anglosakson iilkelerin etkisinin daha fazla
oldugu soylenebilmektedir. Bunun yani sira
yillar itibariyla Urdiin, Suudi Arabistan ve
Vietnam gibi gelismekte olan iilkelerde giiglii
aglar olustugu tespit edilmistir. Sonug olarak
eser sayisl ve atif sayis1 arasindaki tutarsizlik
oldugu tespit edilmistir.

Yapay zeka ve dijital pazarlama alaninda
yapilan ortak atif analizi kapsaminda en ¢ok atif
yapilan kaynaklarin; “Journal of Business
Research”, “Journal of Academy of Marketing

Science”,
ve “Journal of

Industrial Marketing Management”
oldugu
Dolayisiyla bu dergilerde
yapay zeka ve dijital pazarlama konularimin

Marketing”
gozlemlenmistir.

birlikte calisildig1 ¢alismalar oldugu sonucuna
ulagabilir.

Yapay zeka ve dijital pazarlama alaninda
yapilan yayinlarin anahtar kelime ag analizine
bakildiginda 168 defa yapay zeka, 165 defa
dijital pazarlama, 52 defa makine 6grenmesi, 28
defa biiyiitk veri ve sosyal medya, 27 defa
pazarlama ve 17 defa dijital
kelimelerinin kullamildig1 goriilmiistiir. Yillar
itibartyla bakildiginda metaverse, is etigi,
makine Ogrenmesi ve sanal gergeklik gibi
yogunlasmaya basladig:
gozlemlenmektedir. Dolasiyla alana iligskin
olarak agirlikli olarak makine Ogrenmesi, e-
ticaret, biiyiik veri gibi konularin calisildig:
fakat giincel konularin metaverse, is etigi ve

doniisim

konularin

sanal trend konularinda

gerceklik  gibi
irdelendigi sonucuna varilabilmektedir.

Sonuglar1 6zetlemek gerekirse; yapay zeka ve
dijital pazarlama konular1 pazarlama literatiirii
i¢in calisma sayist ve siklig1 artan bir alan olarak
goriilmektedir.
yazarlarin katkilari bulunsa da agirligin basta
Hindistan olmak iizere Anglosakson {ilkelerde
ve sonrasinda kita Avrupasi’nda oldugu
gozlemlenmistir. Calismalarda diger pazarlama
konularindan farkli olarak internet ve web
tabanli pazarlama konularmin 6n plana ¢iktig1
goriilmiis olup arastirma yontemi olarak nicel
arastirma yontemlerinin yogunlugu dikkat

Diinyanin bir¢cok yerinden

cekmektedir.
6. Sinirliliklar ve Gelecek Caligmalar

Bu calisma kapsaminda yapay zeka ve dijital
pazarlama yapilan  yaymlar
bibliyometrik analiz yontemiyle arastirilmistir.
Veri olarak  Scopus
kullanilmistir. Gelecek c¢aligmalarda Web of
Science (WoS) veri tabani veya yerel Olcekte
yapilacak calismalar igin Dergipark veri tabani
kullanilabilir.

alaninda

taban veri tabani

Calismanin bir diger siirliligl yapay zeka ve
dijital pazarlamaya yonelik olarak basta sosyal
bilimler ve bilgisayar bilimleri gibi iliskili konu
alanlar1 belirlenmistir. Gelecek c¢alismalarda
daha farkli konu alanlar1 dahil edilebilir veya
cikarilabilir.

7. Arastirma ve Yayin Etigi Beyani

Bu aragtirma bilimsel aragtirma ve yayin etigi
kurallarina uygun sekilde gerceklestirilmistir.
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Bu ¢alisma bilimsel arastirma ve yayin etigi izni
gerektiren bir ¢alisma olmadig: igin etik kurul
onay1 alinmamugtir.

8. Yazarlarin Makaleye Katki Oranlar:

Bu ¢alisma, Hasan Teyfik SENLI tarafindan
tek bagina hazirlanmistir.
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