ABSTRACT

Real life and virtual space have been integrated for a while now. People live on
online platforms as they do in their daily life. The broad use of social media has
changed our understanding of the physical, social and economic environment. The
inseparable integration of real life and virtual life creates an advantageous
platform for brands. This study aims to investigate user’s attitudes toward brands
on social media and their perception of online advertising to identify core issues
that lead to success on user’s timeline as a brand.Success is measured by purchase
intention and to concretize the topic, a successful retail brand KOTON is taken as
the sample.A survey is conducted on active social media users to see how the
attitudes and perceptions effect the purchase intention rates.Findings revealed that
effective use of social media does have a positive influence on purchase intention.
All the findings serve to show that the perceptions and attitudes toward Koton
have changed with their increased social media activity and increased purchase

intention.

In the theoretical part, issues about keeping up with users’ pace as a brand,
expectations of users and some literature search on social media advertising is
gathered. To conclude the study, a list of suggestions is provided on how to
increase purchase intention rates through social media activity.Marketers will find
these results useful as they can be used to maximize the impact of advertising

efforts to generate purchase intentions.
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OZET

Sosyal medya, sirketlere kullanicilara ulasmak ve kullanicilarla iletisim kurmak
icin imkan saglayarak, yeni is firsatlar1 yaratir. Dijital reklamciligin en biiyiik itici
giicii haline gelen, ¢evrimigi reklamecilik olarak da bilinen sosyal medya alanina
yatirim yapmak i¢in gonillii olan her marka, etkili bir sosyal medya stratejisine
sahip olmalidir. Tiim sosyal medya platformlart farkli kullanici profilleri,
ozellikler ve teknolojik altyapiya sahiptir. Kullanicilar ve markalar arasinda
anlamli bir diyalog kurmak i¢in hem ortam1 hem de kullanicilari ¢evrimici olarak
kontrol edebiliyor ve anliyor olmak gerekir.

Bu calisma, cesitli sosyal medya kanallarinin nasil isledigini agiklamakta, sosyal
medya reklamciligina karsi kullanict tutumlariyla baslayan ve c¢evrimigi
kullanicilar arasinda satin alma niyeti ile sona eren siiregte sosyal medyanin etkisi
hakkinda hipotez Onermekte, markalarin internet reklamciligini stratejilerine

adapte ederken dikkate almasi gereken bazi konularin altin1 ¢izmektedir.

Ayrica tiim teoriyi somutlastirmak i¢in konulari, perakende tekstil markasi
Koton'un stratejilerini ve uygulamalarin1 6rnek alarak tartisir. Calismada elde
edilen sonuglar, markalarin sosyal medya girisimlerini daha ileriye tagimak icin
kullanilabilir. Cilinkii bu ¢alisma, kullanict tutumlar1 ve algilariyla alakali
iggoriiler sunarak bunlardan nasil yararlanilacag: ile ilgili ayrintili tavsiyeler

vermektedir.
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