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Abstract: Web 2.0 technology, called the Internet and Social Web, has created a participatory cultural
environment in the relations of individuals with each other and with organizations. Businesses use external
resources, taking advantage of the collective intelligence and wisdom of online communities, as well as internal
resources and professional collaborations in the process of solving problems or obtaining innovative ideas.
Today, consumers have begun to be involved in all processes in businesses. The desire of consumers to be
included in all the processes of the businesses, the desire of the businesses to learn the demands and needs of the
consumers, and the inclusion of them in the innovation processes accelerated the transition to open innovation.
The ideas, opinions, suggestions and content created by the masses created online in order to increase the
participation of the masses in the management, to design innovative products or services and to solve the
problems have become very important. Crowdsourcing in the value creation process provides benefits such as
reducing new product development time, reducing innovation costs, increasing the acceptance of new products,
and services in the market, and improving the consumer's subjective perception of innovation. However, in the
value creation process, who will add value, how the audience will be determined, the size of the audience and
motivation are important issues. In this study, the topics of crowdsourcing, open and user innovation, user-
generated content, consumer creativity, co-creative consumers, producing consumers and crowdsourcing user
behaviors, and the contributions of crowdsourcing to the realization of problem solving processes and
innovations of enterprises, and user behaviors are examined.
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Oz: internet ve Sosyal Web olarak adlandirilan Web 2.0 teknolojisi bireylerin birbirleriyle ve organizasyonlarla
iliskilerinde katilime1 bir kiiltiir ortami yaratmistir. Isletmeler, sorunlarim1 ¢dzme veya yenilikgi fikirlerin elde
edilmesi siirecinde i¢ kaynaklar ve profesyonel is birlikteliklerin yani sira ¢evrimici topluluklarin kolektif
zekasindan ve bilgeliklerinden yararlanarak dis kaynaklari da kullanmaktadirlar. Giliniimiizde tiiketiciler
isletmelerdeki biitiin siireclere dahil olmaya baglamiglardir. Tiiketicilerin isletmelerin tiim siireclerine dahil olma
istekleri, isletmelerin ise, tiiketicilerin istek ve ihtiyaglarin1 6grenmek istemeleri, onlar1 yenilik¢ilik siireglerine
dahil etmeleri acik inovasyona geg¢isi hizlandirmigtir. Kitlelerin yonetime katilimini artirmak, yenilikgi {iriin veya
hizmetler tasarlamak ve sorunlari ¢6zmek amaciyla ¢evrimi¢i olusturulan kitlelerin fikir, goriis, Onerileri ve
olusturduklart igerikler ¢ok 6nemli hale gelmistir. Deger yaratma siirecinde kitle kaynak kullanimi, yeni {irlin
gelistirme stiresinin azaltilmasi, inovasyon maliyetlerinin azaltilmasi, yeni iiriin ile hizmetlerin pazarda
kabuliiniin artmasi ve tiiketicinin siibjektif yenilik algisinin iyilestirilmesi gibi faydalar saglamaktadir. Ancak,
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deger yaratma siirecinde kimlerin deger katacagi, kitlenin nasil belirlenecegi, kitlenin biiyiikliigii ve motivasyon
konular1 6nemli konular olarak kargimiza ¢ikmaktadir. Bu ¢alismada kitle kaynak kullanimi, agik ve kullanici
inovasyonu, kullanici tarafindan olusturulan igerikler, tiiketici yaraticilifi, ortak yaratici tiiketiciler, iireten
tilketiciler ve kitle kaynak kullanici davraniglart konular ile kitle kaynak kullaniminin isletmelerin problem
¢dzme siiregleri ve inovasyonlarinin ger¢eklestirmelerine katkilar: ve kullanici davraniglart ele alinmistir.

Anahtar Kelimeler: Kitle Kaynak, Kitle Kaynak Kullanici Davranisi, Sosyal Medya Pazarlama

Introduction

Nowadays, the network structure that emerged as a result of the developments in the internet
and web technologies has offered individuals the opportunity to easily access information,
communicate with each other, make comments, create a community, and share by producing content.
Social media channels that emerged as a result of developments in web technologies offer great
opportunities for individuals to carry out these activities. Creative individuals, who have the
opportunity to access the tools where they can realize their innovative ideas, can implement their ideas
and share these activities on social media. Recognizing the creativity in individuals, businesses seek
ways to include individuals or the crowd they create in all their processes in order to realize the
innovations they need or to solve any problems or issues. Organizations can develop or innovate their
products and services by receiving the ideas, opinions, and suggestions of the crowds they have
determined and created through social media. Social media channels make a great contribution to the
realization of sustainable relations and interactions with stakeholders in the ecosystems of businesses.
In an intensely competitive environment, businesses must differentiate from their competitors in order
to be permanent and sustainable. The most important dimension of this differentiation is innovations.
Businesses can obtain the needed services, ideas or content on social media with the contributions of
communities. Businesses use social media for market research, direct communication with customers,
sales and promaotions or e-commerce. In addition, businesses use social media channels effectively and
efficiently in order to benefit from the wisdom and experience of the masses in the creation of new
products and services and the realization of innovations. In a sense, this shows that users are both
producers and consumers with the content they produce. In this context, the participatory culture of
social media and its ability to spread very quickly offer great advantages to businesses in terms of
crowdsourcing by increasing the participation potential of more audiences. In this context,
crowdsourcing has emerged which is also expressed as digital collaboration, social production,
participatory culture, common intelligence or collective intelligence, the wisdom of the crowd and
community resource use. With the use of crowdsourcing, which is the result of the sharing culture,
organizations involve the masses in the innovation / product development processes with a set of tools
(user tools) they offer by benefiting from the wisdom and collective intelligence of the crowds. With
this practice defined as mass customization, the role of customers has evolved beyond being a
consumer into co-creators (Biiyiikpilavel, 2014: 1) and prosumers. Businesses have made them both
producers and consumers by taking advantage of the wisdom, innovation and creativity of consumers
in all production processes. However, the selection of crowds created online, determining their size
and motivation issues also emerge as important problems. In the success of crowdsourcing, a willing,
active and motivated crowd, transparency and trust of participants, and not manipulating
crowdsourcing practices or using participatory culture as exploitation play an important role. In the
study, the topics related to crowdsourcing in social media, innovation, user-generated content,
consumer creativity, co-creator, prosumer, wisdom of crowd, collective intelligence and
crowdsourcing participant behaviors were examined. The importance of crowdsourcing in problem
solving, innovations and new product development processes was emphasized in the value creation
process of businesses. It is considered that the selection of the audience related to the participants, its
size, the motivation of the crowd, transparency and the trust of the participants in the crowdsourcing of
the businesses will contribute to the literature as the most important issues to be considered in the
success of the crowdsourcing.
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1. Social Web-Web 2.0- Social Media Marketing

Internet has undoubtedly been an innovation that has been instrumental in shifting the power
focus from marketers to consumers. Internet and mobile phone users and the increase in the use of
digital content make digital marketing more popular. With the spread of the internet and the rapid
development of information and communication technologies, consumers who want to be constantly
informed about products/services and companies have had the opportunity to access a lot of data
quickly and easily from anywhere and anytime. Consumers can establish two-way communication
with other users, such as comparing products, reading price alternatives, comments, and obtaining
information about product quality, satisfaction and companies with other users. Manufacturers also
want to include their customers in the design of the products and post-marketing processes, learn their
opinions, thoughts, and comments, create and share content by establishing a sustainable relationship
with their customers. Content sharing by users also means a great transfer of information.
Understanding the ease with which customers can procure and purchase products from anywhere in
the world, with the Internet facilitating globalization, marketers have become stronger by strategically
positioning themselves wherever their customers are in the digital space. Social media and social
networking websites constitute the most modern basis of marketing communication (Conrad et al.,
2010). Kabani and Brogan (2010) state that social media helps businesses market their brands to the
broader global community. In this context, a marketing approach has emerged that includes its
customers in its processes, listens to their ideas, thoughts and comments about products and services
and allows them to make innovations, collects and analyzes enriched and personalized data, and
produces solutions as a result of evaluations and constantly communicates with customers. The aim is
to pave the way for innovation and creativity related to products and services by including the formed
consumer mass in its processes. It is to convey the right message (content) to the right audiences at the
right time, through the right media. Marketers want them to become omnichannel publishers by
informing the target audience who are constantly looking for information or by creating audiences of
individuals with ideas, opinions and suggestions, involving them in product development and
innovation processes, and encouraging consumers to create content.

Web 2.0 enables consumers to create content by providing the necessary technical infrastructure
for the media to be social. The main difference between social media and creative consumers is; while
social media focuses on content, creative consumers are those who create this content. Web 2.0 has
had three effects. Firstly; users' activities have shifted from the desktop to the web. Secondly; the
focus of power has shifted from businesses to the masses through social media. Finally; value
production has shifted from businesses to consumers through to creative consumers (Berthon et al.,
2012: 262). Web 2.0 can be expressed as a set of technological innovations that facilitate chepaer
content creation, interaction, and interoperability in terms of both hardware and software, and put the
user at the center in terms of design, collaboration, and community building on the Web. Social media
is a platform that offers various usage areas such as blogs, micro blogs, social networks, social
bookmarks, podcasts, wikis, video sharing sites, and forums. These formats help people to share
information and content with each other and thus provide users with the opportunity to reach the
content they are looking for and interested in (Kilig, 2015: 49-50). Web 2.0 started the revolutionary
process that allows users to create and share content without their technical knowledge. In this context,
users are actively involved in the process and have the ability to make any changes they want with the
content and messages they create.

In the context of marketing, social media is considered as platforms where people form
networks and share information and/or emotions (Kaplan and Haenlein, 2010). Social media
marketing is a process that allows people to promote their products and services through electronic
social media and to communicate and interact with large audiences that have not been reached through
traditional communication channels (Weinberg, 2009: 3). Social media has created three fundamental
changes in the market due to its dynamic, interconnected, egalitarian, and interactive features (Peters
et al., 2013: 281). First, social media has enabled businesses and customers to connect with each other
through a variety of platforms such as social networking sites (Facebook), microblogging sites
(Twitter), and content communities (YouTube) (Kaplan and Haenlein, 2010). Second, social media
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has changed the way firms and customers interact and influence each other. This social interaction
includes “actions” that affect the choices and consumption behaviors of others through communication
or passive observation (Chen et al., 2011). These types of social interactions are referred to as "word
of mouth (WOM) effects” or "contagion effects” (Nair et al. 2010). Third, due to the measurability
feature of social media, the easy acquisition of data has facilitated the development of more customer
relations with the ease of decision-making and product / service development processes of businesses
(Libai et al., 2010).

Along with digital data, social media data is characterized by 3V (volume, variety and velocity),
volume, variety and speed, which refers to large amounts of data, various data sources and extensive
real-time data (Alharthi et al., 2017). In addition to these, being secure and verifiable (verification) and
having a meaningful value (value) also constitute the 5V dimensions of big data. In addition, the
analytics of data on social media platforms offers great advantages in sustainable social media
marketing of businesses. Large amounts of social media data obtained from social networks, blogs,
and forums in various formats (text, video, image) can now be easily extracted by various analytical
methods and used by businesses (Moe and Schweidel, 2017). Therefore, social media data is an
important resource for customer analysis, market research and crowdsourcing of new ideas, as well as
a strategic resource that can improve marketing results to create value through social media data
(Gnizy, 2019). Businesses have increasingly started to use social media tools in order to establish
sustainable communication with customers, to acquire potential customers, to give confidence to their
customers, to protect their brand awareness and image, and to benefit from the collective intelligence
and innovative ideas of the target audience they have determined. Social networks take place as a
unique supporting element in the transmission and dissemination of marketing messages, product
presentations, and managing brand images (Alan et al., 2018: 497). In addition, it offers great
advantages to consumers in terms of accessibility and ease of purchase anytime and anywhere,
collecting and comparing information about products and services, learning comments, interactive and
speed. On the other hand, it offers advantages to businesses in terms of being low cost, interactive,
personalized, measurable, providing access to a very wide geography, following the target audience
and being very open to creativity (Altinbasak and Karaca, 2009: 468).

2. Crowdsourcing

The term crowdsourcing; it is a combination of the words “crowd” meaning “mass” and “out
source” meaning outsourcing and means that an institution gets the resource it needs from the crowd
(Seker, 2015). Crowdsourcing was used in the article “The Rise of Crowdsourcing” in Wired
Magazine in June 2006 by Jeff Howe. He defines crowdsourcing as a company or institution making
an open call to individuals through a network to complete a particular job (Howe, 2006). According to
Gatautis and Vitkauskaite (2014), crowdsourcing is a type of participatory online activity which an
individual, an institution, a non-profit organization, or a company offers to group members of diverse
information and a diverse number of heterogeneous structures, to which they voluntarily undertake a
task by flexible and open call. Crowdsourcing, as shown in Figure 1, consists of three components:
audience (crowd), outsourcing and social web (Saxton, et al., 2013: 39). While crowdsourcing comes
from a less specific, more public group, outsourcing is made from a specific, named group and
involves a mix of bottom-up and top-down processes (Brabham, 2008b; Brabham, 2013; Prpi¢ and
Shukla, 2016).

Crowdsourcing

Figure 1: The Three Descriptors of Crowdsourcing
Source: Saxton, vd., (2013: 39)
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Crowdsourcing allows businesses to interact instantly and directly with consumers regarding
information from sellers and distribution channels (Whitla, 2009). It provides benefits such as
reducing the time required for new product development, reducing the cost of innovation, increasing
the acceptance of new products and services in the market, and improving the consumer's subjective
perception of innovation in terms of activating the consumers in the value creation process (Kleemann
et al., 2008). It provides organizations with ways to learn about crowdsourcing methods such as “idea
contests” or “innovation contests” provided by their employees” (LEGO Ideas). “Microtasks”
performed by large paid crowds are another form of crowdsourcing (Amazon Mechanical Turk). In
addition, “Wikipedia”, an internet encyclopedia created with the contributions of everyone who
entered the internet world in 2001, which is also used by non-profit organizations and to create
common goods, can be given as an example. The impact of user communication and platform delivery
should be considered when evaluating the performance of ideas in the context of crowdsourcing.
(Tong et al., 2020). The classification of the type of crowdsourcing through the person/institution that
has arisen is grouped under three headings in order to solve the problem; crowdsourcing initiatives
made by public institutions, initiatives made by individuals and initiatives made by companies
(Sanchez et al., 2015: 81-82). Howe (2008) identified the four main classes of crowdsourcing which
led to the introduction of the concept of crowdsourcing to large masses as “collective intelligence”,
“crowdcreation”, “crowdrating, or voting” and “crowdfunding”. According to Arolas and Guevara
(2012), there are eight basic elements in a crowdsourced venture. These elements are;

* A task with a clearly defined purpose,

* A clearly defined reward for the crowd,

* Clearly defined crowdsourcing provider,

* A clearly defined response to be received by the crowdsourcing provider,
* Online participation process,

* Open call for participation,

« Using Internet.

Whitla (2009)'s research on the use of crowdsourcing as a marketing innovation draws attention
in three areas as advertising and promotion, product development and the market. Dawson and
Bynghall (2011) identified the areas of crowdsourcing, content creation, idea generation, product
development, customer insights, customer engagement, customer loyalty, and pricing. It also offers
advantages such as reaching the masses with less cost (Gatautis and Vitkauskaite, 2014) and obtaining
more qualified information by reaching expert personnel. Crowdsourcing offers many ways to get
feedback very easily and cost-effectively. According to Palacios et al., (2016), crowdsourcing offers
advantages in five areas such as problem solving, learning paradigms, open innovation, new product
development, and enabling collaborative initiatives. Table 1 shows different areas related to
crowdsourcing.

Table 1. Crowdsourcing Areas

Writers Crowdsourcing Areas
Whitla, 20009. Advertising and Promotion, Product Development,
Market
Dawson and Bynghall, 2011. Content  Creation, Idea  Generation, Product

Development, Customer  Insights,  Customer
Engagement, Customer Loyalty, Pricing

Palacios et al., 2016. Problem Solving, Learning Paradigms, Open
Innovation, New Product Development, Enabling
Collaborative Initiatives.

According to Dawson and Bynghall (2011) the following are the success factors that are also
important in crowdsourcing to a certain extent, such as participant characteristics, reputation measures,
and project management to implement crowdsourcing models and services (Figure 2):
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Width of Contributors: The number or size of the pool is important as it forms the basis of
resource use.

Quality of Contributors: The size of the pool may vary, but it is important that participants
contribute their ideas, thoughts, and opinions with their qualities and qualities.

Public Reputation Measures: The most reliable and highest quality contributors are important
for maintaining corporate talent and brand reputation.

Internal Reputation Measures: Because crowdsourcing deals with external business services, it
is important to select the highest quality service providers that also require the appropriate skills and
capacities for the business.

Project Management Capabilities: Crowdsourcing initiatives or specific marketing
functions/actions require qualified and strong management capabilities as they will be executed as a
project implementation.

Project Management Tools: It requires the use of certain tools, hardware and software in the
crowdsourcing application.

Quality Control: Proper quality control procedures are needed as high quality results are
expected in crowdsourcing.

Crowdsourcing Success Factors in Marketing Activities
|

v v v
Participant Charecteristics Reputation Measures Project Management
—— — B —
> Participant Width » Public Reputation Measures Project Management Capabilities
> Participant Quality »| Internal Reputation Measures » Project Management Tools
> Quality Control

Figure 2: Crowdsourcing Success Factors in Marketing Activities
Source: Dawson ve Bynghall, (2011).

2.1. User Innovation

Today, innovations in information technologies, especially online tools, allow the increase of
producer-consumer cooperation in the new product development process and these technologies are
used by companies to involve users in the innovation process (ilter et al., 2016: 36). The first
innovation in products is made by the users of the product, the suppliers of the product or the
manufacturers of the product (Hippel, 2005). Prahalad and Ramaswamy (2000) stated that users have
moved from their traditional role as consumers of the value created by companies to the role of co-
creators. In this context, one of the most important sources that affect and direct the innovation
decision process of enterprises is users, in other words, consumers. The demands of consumers in the
market are constantly changing, their expectations are increasing and their demands are becoming
more complex. In particular, the desire to meet the needs of consumers in the market and to produce
products and services suitable for the changes in their lives encourages businesses for innovation
activities (Hippel, 2005: 46). The success of businesses depends on the full understanding of
consumers' needs and desires and the participation of the first users of the products in the innovation
process. Because the participation of consumers helps the business in the acceptance and adoption of
the product in the market (Antikainen et al., 2010: 104). Businesses that develop a sustainable
relationship with their customers can gain innovation skills by benefiting from the new ideas,
opinions, and suggestions of consumers regarding their products and services. In a sense, this is an
attempt to involve consumers in the innovation processes of businesses. According to Lettl et al.
(2006), organizations must engage in an active, open and continuous dialogue with users, know how to
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manage users' differences, and involve users and their personalized experiences in the creation
process. Although open innovation assumes that businesses can and should use outside ideas as well as
internal ideas, user innovation assumes that users have sufficient motivation and knowledge to
innovate and find solutions to their unmet needs for existing products/services (Chesbrough, 2003;
Yigit & Aras, 2012). In order to benefit from users at the highest level possible in innovation
activities, it is necessary to understand and manage how and at what stage users should be included in
this process in the most effective way (llter, 2016: 36).

2.2. Open Innovation

Consumers are involved in all processes from production to distribution, except for the role of
businesses in providing consumer needs information for determining consumer requests and needs.
Consumers play an active role in any trouble and problem solving, new product and service
development and innovation processes of businesses. This situation can be expressed as open
innovation strategies that allow enterprises to benefit from outsourcing gain importance (ilter et al.,
2016: 36). One of the most important actors in open innovation processes is customers (Piller and
Walcher, 2006). In addition, businesses can integrate users into innovation processes by creating
masses for the development of new products/services or solving any problem, and by taking advantage
of the wisdom and collective intelligence of the masses. Nowadays, developments in information
technologies, especially online tools, enable producer-consumer cooperation to increase in the new
product development process and these technologies are used by businesses to involve users in the
innovation process (llter, et al., 2016: 36). The innovation approach, which is made by taking the
ideas, opinions and suggestions of the stakeholders, groups, and users, is in a sense an open innovation
approach. Open innovation is when an enterprise produces new ideas and applications with its internal
resources, especially its own R&D activities, on the other hand, it continues its innovation activities by
acquiring all kinds of new ideas, methods, workforce, and technology with external resources
(Chesbrough et al., 2006). The open innovation paradigm admits that innovation-related businesses
can/should use ideas outside the business as much as their own ideas. Open Innovation means that
valuable ideas can come from inside or outside of the company and enter the market from inside or
outside of the company (Chesbrough, 2006: 43). In this paradigm, innovation means the idea of
innovations that enter the company through individuals or companies from outside. Crowdsourcing, or
in other words, benefiting from the crowd, is the fact that businesses produce products/services and try
to get the ideas, opinions and suggestions of individuals by making an open call to the masses they
have determined in the marketing processes. Generally, such contributions are encouraged to be made
free of charge or for a reasonable price (Kleeman et al., 2008; Yigit and Aras, 2012). Gassmann and
Enkel (2004) state open innovation as the collaborative creation of ideas and practices outside border
of the a single firm. They describe open innovation processes as outside-in, inside-out and coupled.

Outside-in Process: With the integration of suppliers, customers and external information
sources, the company can strengthen its innovation aspect by enriching its own knowledge base.

Inside-out Process: To present innovative ideas obtained from internal knowledge and
innovation sources within the company to external users.

Coupled Process: It is the use of combining outside-in and inside-out approaches.

Chesbrough and Appleyard (2007) recommend that companies move from open innovation to
“open strategy”. Open strategy means open innovation, a balance between the need for businesses to
generate profits and value creation and capture. Open innovation, in a sense, refers to user
contributions based on users and the built-in momentum behind new ideas. Chesbrough and Appleyard
(2007) identified four challenging areas to effectively manage open innovation processes in this
context (Chesbrough and Appleyard 2007: 68);

¢ Ensuring the participation of a large group and to continue it within the specified time.
o Compete effectively for contributors in a world of limited supply.

e Determining the expectations regarding the participation of the users,

¢ Finding ways to profit from activities carried out in an open environment.
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2.3. Outsourcing

Outsourcing is a strategic management tool that allows the business to focus on the activities in
which it has the core competency that gives it competitive advantage, and to provide the activities that
do not fall within its own area of expertise and core competency through businesses outside the
organization (Quinn et al., 1990: 60). Outsourcing is the procurement of products or services from
external sources (Kogel, 1998). Businesses use outsourcing for purposes such as reduce costs, increase
quality in products and services, increase business performance, reduce or spread risk, develop core
capabilities, downsize, accelerate process renewal efforts, redistribute resources, follow technological
innovations, globalization, restructuring, realizing lean production model, and to reduce competitive
pressure (Saunders et al., 1997: 68). It is an outsourcing process for businesses to produce products
and services that meet the demands and needs of consumers, to solve any problems or issues, or to
create sustainable relationships with the masses and include them in the processes from production to
distribution, making use of the ideas, opinions and suggestions of the masses.

2.4. User-Generated Content

User content, co-creation, and co-production are often seen as closely related to user innovation.
Developments in Web 2.0 technologies have played a major role in the increase and sharing of user-
generated content. User content can be defined as media content created or produced by a specific
audience, not by paid professionals and distributed mainly on the Internet (Daugherty et al., 2008: 19).
User-generated content and crowdsourcing have regarded online system generally offered through
social media websites or such as blogs, wikis, discussion forums, posts, chats, tweets, podcasts, digital
images, video, audio files, advertisements which created by users of the service and other media
formats (Moens et al., 2014). User-created content also used as consumer driven content which is
defined as the new source type of online information that users create, become a member, disseminate
and use in order to obtain information about products, brands, services, people, or areas of interest and
to inform other users (Hiiseyinoglu, 2009: 84). User generated content, which can be defined simply as
“the content of various types of media produced by the consumer, the end user”, has three important
features such as obligation to publish, creative effort, and independence from professional routines and
practices (OECD, 2007: 17). In addition, user-generated content can be expressed as electronic word-
of-mouth communication (eWOM) in terms of disseminating user-generated input via the online
environment (Manap and Adzharudin, 2013).

2.5. Consumer Creativity

The product-oriented approach formed by dynamic marketing has left its place to the consumer-
oriented approach. Today's dynamic consumers are not just as buyers in the marketing process. They
take a more active and effective role in product design and creation than branding. In this context, it
has become much more important to include consumers in these processes with their innovative views
and thoughts on design, product development, production, marketing and post-marketing processes, as
well as listening, understanding, and knowing what they want. Web 2.0's two-way communication and
interaction, content creation and simultaneous sharing, participatory and collaborative features have
created a new type of consumer who is not afraid to use their creativity to offer innovations and
improvements in products or services (Cova, 2008). While the masses created in social media are used
for their creativity, innovative power and expertise, they benefit from low costs (Digout et al., 2013:
7). Consumer data is one of the most important and useful sources of idea generation for new product
development. In today's technological developments and markets where competition is high,
maintaining competitive advantage through new product development becomes more important
especially for the survival and profitability of companies in the long run. Prosumer or co-creator
concepts emphasize the creativity aspects of consumers. In this context, businesses that listen to their
customers, evaluate their innovative ideas, include them in processes and offer value and use
technologies and applications that support creative consumers effectively and efficiently in their
marketing strategies will be one step ahead of the competition.
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2.6. Co-creators

Technological advances and the Internet have provided consumers with unlimited access to
information and communication with other consumers and companies. Thus, consumers have been
given a large role. An important consequence of this increased consumer empowerment is that
consumers want to play a larger role in the residual value creation process. This process is called co-
creation and can occur in various processes (Bolton and Saxena-lyer 2009). In a sense, this is the co-
creator role of the consumer, who produces identity, image, meaning, value, and experience in the
marketplace through consumption practices (Dedeoglu, 2015: 19). Co-creation is considered an
important manifestation of customer loyalty behavior (Van Doorn et al., 2010). In particular, the co-
creation activity of consumers is a new production development area. Consumers are willing and able
to offer ideas for new goods or services that can meet needs not yet met by the market or improve
existing offers (Ernst et al., 2010). They can easily send their ideas and thoughts to the company via
websites, e-mails, and social networks. In this context, co-creation is defined as a collaborative activity
in which consumers contribute actively in the process of developing a new product and service
(O'Hern and Rindfleisch 2009: 4).

2.7. Prosumers

Technology has contributed to the transformation of the traditional passive consumer into a
major source of creative talent. In other words, the consumer is involved in any stage of the production
(design, content, quantity, etc.) of the product he consumes as a prosumer. One of the most important
results of the Internet and Web 2.0 technology has been the participation of users in the production
process. This increased participation has greatly contributed to the development of active,
participatory, collaborative, and interactive social media tools, especially with the bidirectional and
simultaneous information sharing offered by Web 2.0 technology. Users can create and share content
using Web 2.0 technology supported channels (Facebook, Instagram, Flickr, Twitter). As users both
consume and produce content, it blurs the line between consumption and production activities
(Berthon et al., 2008). Web 2.0 technology has transformed individuals not only as consumers, but
also as consumers who produce them. Prosumers tend to take part in any part of the process until the
product/service they consume is offered to them, they question, research, recommend, define
themselves through the product or service they consume, and create value. Thus, the prosumers which
the consumers of the postmodern age become a part of production by generating value and experience
(Sahin, 2016: 2). There is a process of creating value together between businesses and prosumers in
the sharing economy. Prosumers have begun to have multiple roles and tasks by sharing their
products, services or skills. On the other hand, the co-creation behavior of prosumers has become
more widespread and more important than traditional business models (Ayazlar, 2018: 1189).

2.8. Open Source

The emergence of the crowdsourcing movement can be regarded as the beginning of the free
software movement. Open source is a development model that encourages the design and plans of a
product to be accessible to everyone without restrictions, and the re-sharing of the design or plan,
including third parties, by making changes (Gerber et al., 2010). Crowdsourcing is the application of
open source principles to areas other than software (Howe, 2008). Open Source practices have shown
that communities have the potential to be more successful than company employees. The main claim
here is that the person who will do a job best is the one who wants to do it the most (Aktas, 2019:
269). Open source applications are used extensively in the design and testing stages of the product
development process. Many successful computer applications such as Apache, Linux, and Firefox are
open source applications managed by virtual communities created by their own organizations (O'Hern
& Rindfleisch, 2008).

2.9. Wisdom of Crowd and Collective Intelligence

The development and spread of Web 2.0 technology and social media channels has contributed
to the formation of large and scattered groups of people and to the development of the concept of
common mind by making it easier for members to communicate and interact with each other.
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According to Krause et al. (2009), collective intelligence is the acquisition of information by two or
more individuals independently or at least partially independently and the processing of these different
information packages by combining them through social interaction. Common intelligence can
generally be defined as cognitive abilities obtained as a result of communication between members or
representatives of a community. The concept is defined by Levy (1997: 13) as “the universal mind that
is coordinated in real time and results in an effective activation of skills”. It is the idea that the crowds
make superior decisions than individuals regarding the wisdom and collective intelligence of the
crowd (Surowiecki, 2004). Surowiecki described in four features of affecting the collective
intelligence of crowds; diversity (each person has his/her own knowledge), independence (individuals'
ideas are not affected by each other), decentralization (individuals' knowledge is locally focused), and
integration (subjective information turns into a common decision) (Surowiecki, 2004: 13). The masses
can make superior decisions under certain conditions. The most important feature of crowdsourcing is
to create suitable and special conditions for the crowds for high quality information that creates value.

3. Digital Consumer Behavior

While today is drifting from modernization to post-modernization, consumption behaviors are
also changing (Akgali, 2013: 80). Developments in information communication technologies and
technological devices have made consumers an information user and an information source that
benefits from the wisdom or collective intelligence of the masses in terms of businesses, with a
consumer culture that aims to maximize the benefits of technology. Social trends driven by the digital
revolution are changing consumer behaviors and demands. It is expected to continue to do so. Digital
consumer behavior is about how consumers experience, influence and are affected by the digital
environments they are in as part of their daily lives. The new generation of consumers, who have more
information about products and companies, increase their communication and interaction with other
consumers, compare brands not only with their competitors, but with all other companies regardless of
the sector or product, show less tolerance, complain very quickly and find it difficult to be satisfied.
They have become so effective that they become stronger or weaker (Hughes, 2016). When brands
cannot meet these high expectations of consumers, consumers share their negative experiences with
others on digital platforms. Stephen (2016) stated issues affecting consumer behavior in digital and
social media marketing environments (i) consumer digital culture, (ii) responses to digital advertising,
(iii) effects of digital media on consumer behavior, (iv) mobile environments, and (v) online word of
mouth communication (WOM). Hughes (2016) describes the demands of the new generation of
consumers as convenience, consistency, timeliness, and communication as well as being heard and
real-time fulfillment. According to Kapoor (2015), consumers value speed, simplicity, quick answers
to questions and reliable delivery, rather than worrying about whether they are shopping online or in-
store.

4. Crowdsourcing User Behavior and Challenges

The rapid developments in information and communication technologies have removed the
constraints related to the concepts of time, space, and speed. These developments have created a
network society system that surrounds consumer-oriented individuals, which allows easy access to
information, creating community and content, sharing information, comments and experiences, and
socializing with two-way communication and interaction. In this digitalized environment, individuals
carry out almost all their transactions over the internet with computers and mobile/smart devices. The
web, which includes large stores, offers the opportunity to be reached at any time and from anywhere,
product variety, comparison, making/reading comments about products, communicating with sellers
and delivering to their addresses. The development of internet and web 2.0 technology and the new
media that have emerged in parallel with this have turned into a kind of collaborative situation where
consumers are involved in almost all processes of organizations by taking information, ideas, opinions,
and suggestions. The increase in the use of internet and social media tools has enabled manufacturers
to create more collaborative consumers. The consumer, which takes place in all marketing processes
of businesses, has also been the source of innovative and creative ideas. However, the selection of the
crowds created online, determining their size and motivation issues also emerge as important
problems. In this context, it is an important issue to know the behavior of crowdsourcer in the value
creation process. Knowing the crowdsourcer’s behavior will provide benefits in terms of mobilizing
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consumers, reducing the time spent in new product development, increasing the acceptance of the new
product in the market, and improving the consumer's subjective perception of innovation. In addition,
crowdsourcing contributes to reaching more qualified audiences, providing more qualified
information, and obtaining easy and cost-effective feedback. Audience engagement in online social
platforms can be increased through crowdsourcing, but it can also create an environment where users
are motivated by various activities as sole creators and promoters of product marketing. In addition to
the determination, selection and size of the audience to be created online, knowing the behavior of this
audience and the tools to motivate them is an important issue for businesses. In this context, a willing,
active and motivated crowd, transparency and trust of participants, and not manipulating
crowdsourcing practices, or using participatory culture as exploitation play an important role in the
success of organizations that will perform crowdsourcing. In addition, there are six ways to increase
user participation in online communities: getting information, giving information, building reputation,
developing relationships, entertainment and self-discovery (Khan, 2017: 238). Participation in
crowdsourcing is driven by the motives of the individual. In crowdsourcing, intrinsic motivators may
arise from an individual's innate feelings of desire, a sense of competence, satisfaction, and pleasure,
while the potential to earn a reward for participation can function as an external stimulus (Leimeister,
2009). Extrinsically activated motives are expressed as direct compensatory and social motives
(Vallerand, 1998). Social motives include the expected response of individuals whose ideas are valued
by the participant, such as friends, partners, or spectators. According to (Roth et al., 2015: 19), the
motivation of individuals in the crowdsourcing method is divided into three areas. These are;

Intrinsic Impulses: playful tasks,

Internalized External Impulses: Self-efficacy, desire to raise status and be visible-
recognizable, make friends, gain knowledge, and develop talents,

External Impulses: In addition to eliminating income gap, personal needs and dissatisfaction
impulses.

Brabham (2013: 68) stated the motivations of crowdsourcing participants as earning money,
developing creative skills, reaching other creative professionals, creating a portfolio for the purpose of
finding a job in the future, challenge yourself by solving a difficult problem, socializing and making
friends, spending time, participating in projects of common interest, sharing, and enjoying. Wasko and
Faraj (2000) point out that the main motivation for engaging in online stages is to help the group.
Brabham (2008a) revealed addiction as the motivation to engage in the online phase. Antikainen et al.,
(2010) state that the combination of collaborative energy and thoughts is a vital motivation factor. The
success of the crowdsourcing phase largely depends on the individuals and their inspiration to engage.
Inspiration decides the quality and quantity of commitments (Janzik, 2010). In addition, when the
importance of the event is explained to the participants in detail, it will increase the motivation of the
individuals to participate in the competitions. According to Groves et al. (2000), participation in a
study with the community has a positive effect on individual cooperation and participation. In
addition, crowdsourcing participants can expect positive responses from other participants, organizers,
or beneficiaries of the event. Information asymmetry between companies and users is another
important issue. A solution is proposed using signal theory to solve the information asymmetry
problem. Signal theory is mainly concerned with reducing the information asymmetry between the two
parties (Spence, 2002). Bad reputation, entertainment and mental self-view etc. are other important
explanations behind individuals' interest in online stages (Antikainen, 2010; Davenport, 2005). Gao et
al. (2021) stated that online reputation and price comparison positively affects user engagement
behavior and that interpersonal trust has a strong mediating effect on the relationship between wages
and user engagement behavior. Another issue to increase users' participation in crowdsourcing is
rewards. The award is an external form of motivation to increase participation in virtual communities
(Horng, 2017).
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Evaluation and Conclusion

The development of Internet and WEB technologies has increased the easy accessibility of
information anytime and anywhere, providing the opportunity to establish two-way communication,
make comments, create a community, and share by producing content. In a sense, this is the success of
Web 2.0, which is also expressed as the social web that allows socialization. Paniagua and Sapena
(2014) state that social media increases business performance in four areas: social capital, customer
preferences, social marketing and social corporate networking. Social media channels offer many
advantages to businesses in terms of knowing the wishes and needs of individuals, getting ideas and
suggestions about new product and service development and innovation. Crowdsourcing practices,
which are widely used in the context of marketing, new product development, new advertising theme
and message research, new product market test research, marketing research, various word-of-mouth
marketing (WOM) research, content creation and feedback can be given as examples (Whitla, 2009).
Businesses, on the other hand, include the target audience or users they have determined in all
processes from product design to distribution. Thus, they both establish a sustainable relationship and
realize innovation by taking their ideas and suggestions about solving any problem or innovation. In
this context, the masses are benefited from by taking their ideas, opinions, and suggestions through an
open call to the determined masses over the internet. Crowdsourcing provides online communities
with suggestions for products/services, social questions and answers, and content crowdsourcing
contributor through competitions where users produce their own videos, share images, and blog
interactions. Crowdsourcing is a strategic marketing tool for content creation, idea generation, product
development, customer insights, customer engagement, customer loyalty, and pricing. In addition,
crowdsourcing used in advertising, promotion, product development and market areas is the best
example of getting qualified feedback from expert personnel at low cost. Digital consumers or users
who transform new ideas into crowdsourcing are also sources of innovation for businesses. In
addition, the increase in mobile tools and mobile-based online social applications causes an increase in
the number of online resource users.

Various search engines and apps have become major drivers of mobile devices used for
crowdsourcing and online community engagement. Among the widely known ones are Amazon
Mechanical Turk (MTurk), SurveyMonkey, CrowdFlower, Cualtricks, CrowdComputing Systems,
CrowdSource, MobileWorks, Upwork, ChinaCrowd, gMission, ConcerseGallery, ClickWorker,
oDesk, iPhone Apps, Facebook, Twitter (Altunigik, 2017: 977). Crowdsourcing, which contributes in
different areas such as problem solving, learning, open innovation, new product development and
collaborative initiatives, has recently become an outsourcing use that organizations frequently use.
These developments offer businesses great advantages in new product development and innovation.
By activating users in the value creation process, new products can be developed with the information
obtained from their collective intelligence. In this context, it is important in terms of reducing new
product development time, innovation costs, and increasing the acceptance of new products and
services in the market. However, the most important problems are how to determine the audience that
will add value, its breadth, participation and their motivation. Subjects such as willingness, interest,
cooperation, detailed expression, transparency, trust, reward, reputation, and reducing information
asymmetry will contribute to the motivation of mass individuals. It is important factors in the success
of crowdsourcing that businesses benefit from the wisdom of the crowds, taking into account issues
such as a willingess, active and motivated crowd, transparency and trust of participants in each other,
and not manipulating crowdsourcing practices or using participatory culture as exploitation. The
effective and efficient use of the crowd in the processes of solving any problem or trouble, developing
new products/services or making innovations will provide many advantages to the organizations in an
intense competitive environment. In this direction, businesses will be able to reach their goals with the
selected audiences.
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