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Abstract

The article studies two main aspects of functioning of the currency board in Bulgaria: its
characteristics and its specifics and peculiarities.

Concerning the characteristics of the currency board in Bulgaria, the attention is focused on
several theoretical matters of the nature of the currency board: mechanism for introduction of the
currency board; choosing the foreign currency, to which the local monetary unit is to be fixed; financing
the initial currency reserve, in order for the currency board to start functioning; setting the fixed
exchange rate to the reserve currency; establishing the amount of coverage of the quantity of cash in
circulation by the currency reserves; administration of the currency board; implementation of the
function “lender of last resort” in cases of liquidity crisis; supervision of the commercial banks’
operation.

Each country is characterized by its specifics in terms of management of public finances,
condition of the real (non-financial) sector, service sector, monetary and banking system. These specifics
are reflected in the monetary boards, introduced in the individual countries.

The article provides a detailed analysis of the specifics of the currency board in Bulgaria.

The options for an independent monetary policy of the central bank are heavily restricted, and
on the other hand, the currency board attained the goal of its policy — ensuring of price stability. As of
the present moment, Bulgaria joined the exchange rate mechanism (ERM I1) in 2020 and makes every
effort to cover the criteria for real convergence.
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Bulgaristan'da Para Kurulunun Kurulmas: ve Calismasina iliskin Ozellikler

Sergey Radukanov?!

Oz

Makale, Bulgaristan'da para kurulunun isleyisinin iki ana yoniinii inceliyor: Para
kurulunun vasiflari, kendine 6zgiiliigii ve 6zellikleri.

Bulgaristan'daki para kurulunun 6zellikleriyle ilgili olarak, para kurulunun dogasina
iligkin birkag¢ teorik konu tizerinde dikkatler toplanmistir: Para kurulunun tanitimi; yerel para
biriminin sabitlenecegi yabanci para biriminin se¢ilmesi; para kurulunun faaliyete gegmesi i¢in
baslangigtaki doviz rezervinin finanse edilmesi; sabit doviz kurunun rezerv para birimine
ayarlanmasi; dolasimdaki nakit miktarinin doviz rezervleri tarafindan karsilanma miktarinin
belirlenmesi; para kurulunun yonetimi; likidite krizi durumlarinda “son kredi mercii”
fonksiyonunun uygulanmasi; ticari bankalarin igleyisinin denetimi.

Her iilke, kamu maliyesi yonetimi, reel (finansal olmayan) sektoriin durumu, hizmet
sektorii, para ve bankacilik sistemi agisindan kendine has 6zellikleri ile karakterize edilir. Bu
ozellikler her iilke i¢in o tilkenin durumunu ortaya koyacak sekilde para kurullarina yansitilir.

Makale, Bulgaristan'daki para kurulunun o6zelliklerinin ayrintili  bir analizini
sunmaktadir.

Merkez bankasiin bagimsiz bir para politikasi i¢cin secenekleri son derece kisitlandi
buna ragmen para kurulu, politika hedefine yani fiyat istikrarinin saglanmasi hedefine
ulagmustir. Bulgaristan doviz kuru mekanizmasina (ERM II) 2020'de katild1 ve su an itibariyle
gercek yakinlagma kriterlerini karsilamak icin her tiirlii cabay1 gdsteriyor.

Anahtar Kelimeler: Para Kurulu, D6viz Rezervleri, Pesin Para Esasi, Bulgaristan.
JEL Kodlar: E52, E58, E42
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1. Introduction

An important prerequisite for the stability of the purchasing power of the money is the
public trust in the monetary unit — only then that it can fulfil its monetary functions. This also
provides the smooth and problem-free functioning of the economy.

Introduction of the currency board is a final resort, but considering the macro-economic
situation, such decision for Bulgaria is inevitable. The reforms for re-structuring of the economy
in our country are not implemented — a very small part of the enterprises put up for privatization
are sold, and most of the state-owned enterprises are working at a loss. Investment decline as
well as import and export decline are reported. Virtually, the real sector in Bulgaria is not
operating at the required rate.

The situation in the financial sector is similar:

e New payment of the external debt of the country began in 1995.

¢ the central bank cannot counteract the high rates of inflation and thus,
it fails to provide table currency exchange rates and interest rates.

e the lost trust in the Bulgarian lev brings about an outflow of savings
from the banking system;

e collaterals for the loans extended by the commercial banks are quite
dubious.

e lack of adequate control upon the banks by the central bank.

e the non-performing loans’ share grows significantly, and many banks
go bankrupt.

The currency board is the monetary system, which provides the required stability of the
national monetary unit. In this relation, analyzing the currency board Republic of Bulgaria is
particularly interesting.! The present development has as its object the monetary council in
Bulgaria, and as a subject — its characteristics. The goal is to explore the specifics of the
currency board in Republic of Bulgaria, for the achieving of which, the following tasks must
be fulfilled:

— presentation of the main discussion moments in theoretical aspect concerning the
situation before the currency board introduction;

— exploring the specifics of the currency board introduced in Republic of Bulgaria.
2. Currency Board - Necessity and Conditions for Introduction

Adequate cash credit policy is the key factor for the economic development of a given
country [Adamov et al., 2010; Al-Ghazali, 2021; Angelov et al., 2011; Angelov et al., 2012;
Chaudhary, 2021; Hlibko, 2018; Hlibko et al., 2019; Marinov, 2009; Marinov, 2010; Milinov,
Marinov & Radukanov, 2011; Petrova & Aleksandrov, 2018]. Unfortunately, central banks not
always manage to introduce order in the cash credit processes and relations. This necessitates
introduction of specific organization of the monetary system, also known as currency board.

Generally, the currency board is a negation of the central bank. Existence of the two
institutions is inconsistent. Naturally, the question why emerges?

Main duty of the monetary council is to exchange the local currency freely and
limitlessly into a reserve currency. It is this function that is the reason for the widely accepted

! Note: the notions ,,Currency board”, ,,Monetary council ceBer” and ,,Currency council” used in reference
books are synonymous.
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definition of the currency board — a monetary system, which resembles the gold device
standard. In practice, the role of the currency board is to regulate the currency in circulation,
and the latter one depends on currency reserves (considering a stable and fixed exchange rate).
The following variants of alternation of the quantity of money in circulation are possible:

e foreign exchange reserves increase and therefore money in circulation
increases;

e currency reserves decrease, and respectively the currency in
circulationdecrease;

e currency reserves are unchanged, hence the currency in circulation remain
constant.

The mechanism of regulation of the quantity of currency in circulation is automatic. It
does not depend on any subjective factors (such as political pressure, discretionary policy, as is
the case with a central bank), but it’s based on the objective circumstances — the quantity of the
currency reserves.

This type of currency board is perceived as “classical”, and in the past, predominantly
such types of currency councils would exist. Due to the fact, that the only duty is to observe the
correspondence between the quantity of the currency in circulation and the currency reserves,
no central bank is necessary (cash credit policy is not implemented). It is quite another issue
that fact that at a later stage, currency councils would grow into central banks. In the present
day, the currency councils are modified. They exist in a ,,soft” variant, where the central bank
would usually administer the currency board. It has got the opportunity, although quite limited,
to carry out cash credit policy.

In the past, monetary councils used to be introduced in the newly liberated colonies.
Using low expenditures and small number of personnel an order was brought into the
organization of monetary circulation. The local monetary unit would be fixed to a stable
foreign currency using the respective exchange rate. Functioning of the currency board is
subjected to one simple rule: the quantity of currency in circulation must be equal to the
currency reserves of the country using the fixed exchange rate (fig. 1), i.e.[Radkov &
Adamov, 1998]

Figure 1. Mechanism of Functioning of The Currency Board

G"ld"_:“rr:]:;y x| Fixed exchange rate Quantity of money
reserves ol the to the base currency | = in circulation
country

Source: Bojinov, Radkov & Mihajlov, 2004

Each country is characterized by its specifics in terms of management of public finances,
condition of the real (non-financial) sector, service sector, monetary and banking system. These
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specifics are reflected in the currency councils, introduced in the individual countries. [Pukala,
2021; Marinov, 2011; Marinov, 2012; Milinov & Marinov, 2015; Vatev & Marinov, 2013;
Sinkeviés & Petrova, 2019].

The currency board in Bulgaria was introduced because the central bank failed to
achieve the main goal of its policy — provision of price stability.

When studying the theoretical nature of the essence of the currency board in Bulgaria
one must focus on the following important moments:

e mechanism of introduction of currency board — it is arranged by means of certain legal
regulation. On the one hand, strong political will is required to have such a regulation. This is
a serious problem, and the unsuccessful policy of the central banks is a result of strong political
pressure. On the other hand, international support is also required.

e selecting the foreign currency, which the local monetary unit is to be fixed to — the
currency used should be recognised as an international payment instrument.

e financing of the initial currency reserve, so that the currency board will begin operating
— the funding sources are mainly two — loans from international institutions (usually, the IMF)
or sale and lease of state-owned property (enterprises, lands, etc.). In most cases it is
recommended to use a ,,basket” of currencies for the reserves. It is also possible to use precious
metals (gold, silver) or goods.

e determination of the fixed exchange rate to the reserve currency — the fixed exchange
rate must be undervalued. It is assumed that the undervalued rate of exchange leads to growth
of the export, i.e. favours the development of the real (non-financial) sector.

e Setting the amount of coverage of the quantity of currency in circulation by currency
reserves — the currency in circulation must be at least 100% covered by the reserves. The asset
of every currency board can be presented in a simplified manner as the sum of the two parts —
the available currency and securities. Due to the effect of numerous factors, there is a possibility
that the value of securities will diminish. For this reason, most specialists recommend higher
cover funds (in the order of 105-110%);

e administration of the monetary council — when the monetary council is introduced in a
country where a central bank is operating, it is best to use the specialists from the respective
central bank. The main problem is that there is the possibility that they could be subjected to
political pressure. In order to avoid this, some authors recommend the currency board to be
constituted mainly of foreigners [Hanke & Schuler, 1996]. Concerning the personnel in
comparison with the classical central bank, the currency board is characterized by two essential
differences: 1) the number of personnel is too small; 2) training of specialists, who shall
implement its management is quite easy.

e implementation of the function “lender of last resort” in cases of liquidity crisis —it iS
possible that another governmental institution will re-finance the commercial banks, although
this option is not mandatory. Where ,,final* creditor is missing, the banks will rely only on
themselves. In that case, they will evaluate the credit worthiness of their customers more
carefully, and thus, the credit discipline is much higher. It is believed that bankruptcy of one or
several banks does not reduce the stability of the currency board. On the contrary — it makes
the banking system better. This is also proved by the practice up to this moment;

e supervision of the commercial banks’ operation — in cases of a “hard” currency council
the supervision upon the banks is limited. It is usually assigned to another institution.
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3. Materials and Methods

This study is based on research of the scientific literature on the issues considered. The
main specifics of introduction and functioning of the currency board are analysed.

All data and regulatory documents cited are originated from the official sources —
Bulgarian National Bank’s website.

4. Results and Discussion
4. 1. Macro-economic situation before introduction of currency board

The macro-economic picture before introduction of the currency board is quite
unfavourable. The reforms for re-structuring of the economy are not implemented —a very small
part of the enterprises put up for privatisation are sold, and most of the state-owned enterprises
are working at a loss [Sotirova, 2008] Investment decline as well as import and export decline
is reported. Virtually, the real sector in Bulgaria is not operating at the required rate. The
situation in the financial sector is similar [Minasyan, Nenova & Yotsov, 1998]:

e new payment of the external debt of the country began in 1995;

e the central bank cannot counteract the high rates of inflation and thus, it fails to
provide stable currency exchange rates and interest rates;

e the lost trust in the Bulgarian lev brings about an outflow of savings from the banking
system;

e collaterals for the loans extended by the commercial banks are quite dubious;
e lack of adequate control upon the banks by the central bank;
e the non-performing loans’ share grows significantly and many banks go bankrupt.

For the period referred to, the main generator of inflation is the policy of the central
bank.? The method of refinancing of the commercial banks is also questioned. There are no
clearly acknowledged rules and criteria to perform their crediting. At the same time, financing
of the budget deficit becomes usual practice. Introduction of currency board targets termination
of the option for uncontrolled ,,printing” of money, and therefrom — decreasing the inflation. It
is erroneous to believe that the monetary council totally counteracts the inflation. It eliminates
only that inflation, which is created as a result of abuse of the monetary mechanism through
unjustified monetary emission.

In the background of the unfavourable macro-economic situation in our country before
introduction of the currency board, we can add the political tension and the increasing mistrust
of the economic agents to the governmental institutions. The only possible outcome for
stabilization of the macro-environment concerning the monetary policy is establishing a
specific monetary system — currency board.

2Note: A problem for all central banks is the political intervention to achieve short-term goals to the
benefit of a local authority when implementing the monetary policy. It is no coincidence that a series of
countries would protect in their legislations the independence of the central bank from similar influences.
Incidentally, the problem of independence is also dealt with by several scientific publications.
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4.2. Specifics of the currency board in Republic of Bulgaria

The currency board was introduced in Bulgaria on 01.07.1997 by virtue of coming into
force of the new Bulgarian National Bank Act [Bulgarian National Bank Act]. The specifics of
the monetary council are quite diverse.

From the point-of-view of the future joining of Bulgaria to the European Union, it was
assumed that the German mark will implement the role of a reserve currency. This created a
discussion, as the majority of the exchange of goods, payments of the external debt and currency
reserves of the country were in US dollars. In practice, there were better economic grounds for
the reserve currency to be the US dollar. The Bulgarian lev was fixed to the German mark under
the exchange rate of 1000 BGL for 1 DM. Denomination of the BGL under a ratio of 1:1000
was done in July 1999, i.e. one new lev was exchanged for 1000 old levs (1BGN=1000BGL)
[Bulgarian lev Denomination Act]. This means that 1 new lev is exchanged for 1 German mark
(1BGN=1DM). The new European currency — the Euro was placed in circulation in the same
year. The German mark would gradually be withdrawn from circulation and fixed to the Euro
under a ratio of 1IEUR=1.95583 DM. Therefrom 1EUR=1.95583 BGN.

Upon the Issue Department of the BNB was imposed the duty of performing the role of
the currency board in a legislative way. Art. 20 of the BNB Act reads: ,,The main function of
the Issue Department is to maintain complete currency coverage of the total sum of the
monetary obligations of the Bulgarian National Bank and undertake the necessary action for
efficient management of the gross international currency reserves of the bank.” The Issue
Department was obligated to also draft the weekly balance of the currency board. Aiming at the
policy of transparency of the condition of the board, the balance sheets (monthly and weekly)
are published at the website of the BNB.

Currency reserves must provide coverage of the monetary basis, and in a broader sense
it also includes the obligations to the government (i.e. the fiscal reserve) [Mladenov, 2009].
Since the latter ones are designed to service the external obligations, the respective coverage is
necessary. Increasing of the coverage is a guarantee for stability and sustainability of the
currency board. Fiscal reserve is reflected in the liabilities of the balance sheet of the Issue
Department. Part of it can be invested (stored) in the commercial banks. In the last years this
fact was an object of discussion. When storing the fiscal reserve in the BNB, the supply of
money is not increased, and when it is in the commercial banks — the supply of money increases.
[Minasyan, 2008]

Out of the ,,classical” instruments for carrying out of cash credit regulation of the
economy, only the mandatory minimal reserves (MMR) are used. As of the present moment,
they are 10% of the deposit basis. [Ordinance Ne 21] Open market operations and the interest
policy are not applied. It is necessary to bring clarity concerning carrying out of the interest
policy. Before introduction of monetary council in our country, the basic interest rate was
determined at the discretion of the governor of the central bank. At the moment, it is set by a
methodology, which is based on the level of the interest rate of the interbank money market. It
expresses the demand and supply of money between the banks (obtained on a marketing
principle).

BNB reserves its right, although under strict conditions, to credit the commercial banks.
This is only possible upon the presence of liquidity risk for the banking system as a whole
(systemic risk). The maximum period of the loan extended may not exceed three months, and
the cover funds shall amount to 110% of the loan extended. Cover funds may only be: monetary
gold; currency (Euro, US dollar and Swiss franc); state securities, emitted by the government
of Republic of Bulgaria or guaranteed by it; first grade securities, emitted by foreign
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governments and central banks or guaranteed by them [Ordinance Ne6] The amount of the loans
extended may not exceed the deposit of the Banking Department in the Issue Department. Any
exceedance expresses the presence of over-coverage of the obligations of the BNB with
currency reserves. The credit-extending process is administered by the Banking Department,
but the banks must always be inspected by the Banking supervision department.

Both before introduction of the currency board and under the present conditions,
opening and closing of a given bank is implemented by the BNB. Of course, key role in these
matters has the Banking supervision department.

4.3. Gold-Currency Reserves and Obligations

The assets from the balance sheet of Issue Department are the so-called gold-currency
reserves of the board: (table 1)

Table 1. Monthly balance sheet of Issue Department as of 29.10.2021

Thousands N Thousands
Assets of BGN Liabilities of BGN
Cash and foreign currency Banknotes and coins in
denominated deposits 33856700 | circulation 23678911
Monetary gold and other _—
monetary gold instruments 3913175 Obligations to banks 16367834
Obligations to the
Investments in securities government and  budget
22605838 | organizations 10088629
Obligations to other
depositors 1571180
Banking Department deposit 8669159
Total Assets: 60375713 | Total Liabilities: 60375713

Note: Data source BNB statistics
The reserves are meant to provide the normal functioning of the board (fig.2.).

Figure. 2. Dynamics of gold-currency reserves for the period 2007-2020
(in thousands of BGN)
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Source: Author's Calculations
Under ,,pressure” on the part of the economic agents there must be an adequate amount
of foreign currency (Euro), which is to be exchanged against the local currency (levs) using the
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fixed exchange rate. Reserves are not all stored as cash. Their maintenance in cash requires
considerable transaction expenditures (expenditures for storage, security, etc.) and is deprived
of any economic logic. It has been assumed that part of the reserve will be invested, such is the
practice in our country and in the other countries, where monetary councils have been
introduced. Of course, this does not diminish the stability of the board. Management of the
assets is implemented on the following principles: security, liquidity, profitability. [Manchev,
2008] This means that the invested assets can quickly be brought into cash.

In this relation, the assets can be provisionally considered into two groups: marketable
and investment. What’s characteristic is that every following position has diminishing liquidity.
It is considered that the two balance sheet items (monetary funds and deposits in foreign
currency and monetary gold) provide the liquidity of the board. Nevertheless, they also provide
profitability, although insignificant. Deposits in foreign currency are made in foreign banks and
are accumulated at certain interest rate. Small part of the monetary gold is stored in the form of
ingots in a standardized stock exchange form, while another part is also stored in foreign banks
accumulating minimum interest. From psychological point-of-view holding gold by the central
banks renders its positive effect upon the economic agents. It is not by chance that at times of
crisis, the demand of gold intensifies, as an alternative and secure investment.

Investments in securities have the largest share among the assets. Their management
has been regulated by standards. State securities of only first-grade issuers are prevailing. BNB
Act provides the general instructions. According to art. 28, par. 3, item 4, issuers of debt
securities must be ,.evaluated with one of the two highest scores of two internationally
recognised credit rating agencies”. BNB prepares a list of countries, which meet these
conditions.

Liabilities represent the obligations of the BNB. In particular, they include: [Minasyan,
2008]

e banknotes and coins in circulation —all cash in the population, at the cashier’s offices
of the companies and the commercial banks;

e obligations to banks — money in the accounts of the commercial banks at the central
bank (the so-called reserves of the commercial banks);

e obligations to the government and budget organizations —so-called fiscal reserve;
e obligations to other depositors — i.e. the Deposit Guarantee Fund;

e Banking Department deposit — this position expresses the exceedance of the reserves
above the obligations (over-coverage).

5. Conclusion

The currency board in Bulgaria accomplished its main purpose — providing of price
stability. At the same time, reliability of the banking system is also determined by the stability
of the currency board. It is a specific monetary system, which successfully performs its role
under the conditions of a global economic and political insecurity. Liquidity of the board grows,
which is a positive indication against any potential future macro-economic instability.
Eventually, the quality and dynamics of the reserves are guarantee and decisive factor for the
normal functioning and development of the national economy.

All of this provides us with grounds to believe that the monetary council in Bulgaria
creates favourable situation for faster joining of Bulgaria to the Eurozone.
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Oz

Mevcut liberal kiiresel ekonomide teknoloji, geleneksel ve yerlesik yasam tarzinin
tiim yonlerinde yerini almistir ve bankacilik alan1 bu dinamik fenomenin disinda kalamaz.
Hindistan'da dijital bankacilik, bir¢ok ticari bankanin {iistlendigi pazarlama mastir
planlarinin tesvikiyle hizla genisliyor. Dijital bankaciliga yonelik girisken tepkilere
ragmen, geleneksel ve alisilmig bankacilik asla ¢okertilemez. Bu ¢alismanin ve makalenin
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1. Introduction

In the 1950s, the Bank of America was one of the primary institutions to develop the
concept that electronic computers could take over the digital banking tasks of processing checks
and balancing accounts, which was, at that point, extremely labor-intensive. Other institutions
gradually joined hands and progressed far away towards complete electronic banking. The first
electronic banking devices kept records of deposits and withdrawals from each client, made
account balances available instantaneously, monitored overdrafts, stopped payments, and held
funds. Thanks to technology, today, even the core activities of banks are automated, which
evolved electronic banking into "digital banking.” (HDFC BANK, 2021).

Digital Banking provides the comfort and ease of carrying out all traditional banking
activities 24*7 without going around the bank's physical branch to get the work done. In other
words, digital banking is the modern approach to accessing and managing accounts. Digital
banking is a superset that contains internet banking, mobile banking, M-passbook, Credit cum
Debit cards, OTP (One Time Passwords), ATM (Automated Teller Machine), Mobile
Applications,chat bots, UPI (Unified Payment Interface), and Ticket booking.

The Government of India has developed a legal framework that governs digital banking.
The Information Technology Act, 2000, the Banking Regulation Act, 1949, Indian Contract
Act, 1872, Payments and Settlements Act, 2007.

Today banks distinguish their financial deals through innovation and technology. Banks
constantly change and improve their cost and profit arrangements to synchronize these
environmental changes. Technology has changed the manner of dealings among banks and
customers. After introducing a globalization policy in India, the service sector, especially the
banking sector, assumed a lot of importance and attracted a lot of foreign investments. Thus,
digital banking has widely penetrated the lives of all customers and is more lucrative; however,
we must understand that technology is a double-edged sword.

2. Statement of the Problem

Since the outset of digital banking in India, the customers' insights on the digital banking
industry have changed radically. The Government's encouragement to use digital banking is a
booster for this phenomenon. Digital banking offers a variety of desired features like fund
transfer, online purchase, balance inquiry, statement of account. However, it has many threats
which cannot be undermined. Few hazards include security, network, high cost, lack of personal
relationships, uneasiness, and poor customer service. As digital banking is emerging as an
excellent promotional tool for commercial banks, addressing these issues would further
strengthen it.

ANI (2017) says that over 150 million adults use digital banking in India; this might
sound great, but this accounts for approximately 20% of the population. On the other hand,
many rural people don't have a primary internet connection. Therefore, this study is focused on
customers' perception of digital, banking-whether a substitute or supplement for traditional
banking. Apart from customers' consensus on digital banking, banks have also focused on
customers™ real needs rather than profits. They are striving to connect with the current
generation.

Digital banking is at an early stage in the Karaikal region; due to the increase of
customers' demand, the digital banking industry is facing the issue of offering efficient and
reliable services to satisfy the customers in Karaikal. Therefore, this research aims to recognize
the perceived challenges and benefits of adopting digital banking in Karaikal.
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3. Objectives of The Study
The objectives of the study are as follows-

e To apprehend the factors (Customer persuasion, Existing technology, Service
quality) affecting the customers' insights on digital banking in the Karaikal region.

e To understand the demographic profile of digital banking customers

e To analyze the problems faced by customers in using digital banking

e To make a recommendation for enhancing digital banking services
4. Literature Review

Singh (2019) focused on measuring the service standards and quality of digital banking
and its connection with customers’ satisfaction in India. This research identified and discussed
crucial factors of digital service quality and its various dimensions. In this research, digital
service quality is elucidated as "the extent to which a website facilitates efficient and effective
shopping, purchasing and delivery of product and services." Data was procured from 650 people
staying in India using a survey. Exploratory and confirmatory factor analysis was used to
ascertain the magnitudes of digital banking. To scrutinize the correlation between e-service
quality dimensions and customer satisfaction of digital banking, Multiple Regression Analysis
was used. The study exposed three factors of digital service quality, namely, " Perceived
Credibility," “Responsiveness," and " Efficiency." "Responsiveness" was discovered as a
significant and notable factor in the service quality of digital banking. The questionnaire
additionally observed a positive correlation between customer satisfaction of digital banking
and the e-service quality dimension. Banks can use these inferences to improve their digital
banking service quality and satisfy their customers. The results may also open numerous
business opportunities in India and other countries in Asia.

Safeena (2018) tries to explore the technology assumption thesis already in operation
for framing a combined context for examining the factors of IBT implementation in India. The
Indian economy has undergone rapid growth over the last ten years and developed Internet
Banking Technology (IBT) to take over long-established conventional banking lines. This
change has brought both extreme challenges and opportunities to the bank and its customers.
The evaluation displays that the prevailing study on choosing IBT in the Indian economy has
been and shown insignificant proof for an integrated model for IBT Adoption. This connotes
that diversified research and research is limited for IBT adoption under the Indian context.

According to Roy (2016), there is an integration in perceived risk theory and technology
acceptance model in assimilating digital banking adoption among bank account holders in
India. This study classifies especially the perceived risk as external risk and internal risks and
inspects its impact on customer speculation in adopting digital banking. The results were based
on artificial neural network analysis and two-step predictive analytics of structural equation
modelling. The neural network analysis indicates that external risk and perceived ease of use
are the main parameters that determine how well customers accept digital banking.

As per Boro (2015) research, the study's implications of anticipation and troubles of
technological innovations of banks in North-Eastern India. North-Eastern India, encompassing
eight states, is an essential territory for this research that was ignored and disintegrated from
the rest of mainland India because of various geographical, political, socio-economic, and
cultural differences. This study focuses on upgrading research projects interconnected to the
technological revolution inside the banking business in North-Eastern India. An in-depth
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review was organized with 50 bank respondents about banks' problems, scenarios, challenges,
and chances of technological innovation. Opinions aligned with research purposes were
analyzed and grouped as simple frequency tables and percentages. The results exhibited that
many customers assisting and using technological mediums for banking purposes are young.
An ATM is the most direct channel that consumers are using enthusiastically, compared to other
technological means like PC, credit cards, RTGS and NEFT, internet and mobile banking, and
Mobile Wallets.

Shaikh (ScienceDirect, 2017) states that this research looks at the printed literature on
the monetary and banking sector reforms programs embarked on in a progressing country. This
research analyses how development projects promote the culture of e-banking and raise
financial participation and inclusion in the societies of countries on the path of development.
Results of the study suggest a link between these development efforts and the digital banking
culture in Pakistan.

Kumar, (2019) This research mainly deals with young customers' attitudes towards
digital banking regarding public and private banks in Uttarakhand, India. The primary purpose
of this study is to search and examine the determinants that control customers' attitudes towards
digital banking.

In their research, Yang et al. (2007) describes their investigation into current trends and
evolution of digital banking applications in rural and agrarian areas and their economic
repercussions on local financial organizations. Their main aim is to study the competency of
those smaller regional and community banks located in informal areas to reach their
counterparts in big cities concerning digital banking applications.

In their research, Kishore and Sequeira (2016) stated that the Indian Government
initiated financial inclusion programs for funding the unfunded. This program did not gain the
anticipated reach. Mobile banking emerged as a feasible solution for financial inclusion among
different banking technologies employed by the Government of India.

In the report of Hag & Khan. (2013) authors attempted to know the objections faced by
banks. To find out the attributes like education, age, occupation, and income and their influence
in adopting digital banking in India successfully. The study depicted that only 28 percent of
banking clients used digital banking by evaluating the nature and characteristics of the
population. It was also discovered that a relevant relation in-between the use of digital banking
and age was not found. It further found no relationship between gender and the usage of digital
banking. There is gender neutrality in the usage of digital banking.

Observing Barquin (2015) research, the work shows how consumers of financial
services are turning to electronic devices more often to perform banking activities than visiting
branches and call centers. The shift is likely to continue despite some structural problems, and
occupants should be ready for the outcomes. To understand the robustness, McKinsey, in the
year 2014, surveyed 16,000 financial customers over 13 markets in Asia and their banking
habits. The study was conducted through online and in-person interviews. It is part of a
persisting attempt to track personal-finance swings and shifts in Asia that started in 1998.

Charles k. Ayo (2016) The results of this research reveal that perceived e-service quality
governs customer contentment and usage of digital banking. This meant that the high quality
of e-service increases satisfaction and consequently results in the more effective use of digital
banking. Among the findings, the fitness of system accessibility, e-service support staff,
responsiveness, and service portfolio, and in that respective order, were said to be the most
remarkable factors in grading e-service quality.
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Navneeth Kaur (2015) studied how digital consumers identify the digital banking
services of private, foreign sector, and public banks functioning in the banking industry in India.
The study constructed an extensive analysis into the service quality aspect in all three types of
banks to understand if there is any difference in service quality provided based on the nature of
banks. Findings of the proposed Study stated that four factors, namely -Security, website
interface, access, and convenience, determine the service quality provided.

Haralya (2021) states innovative products and services were brought to India by digital
banking. The deep study informs that digitalization has readdressed the banking operations,
products, and services. The study also infers that technology is the driving force of customers'
perception of digital banking.

Changela, K., Patel, M., & Parmar, N. (2019) focused on the influence of technology in
the banking business in India. Without communication and information technology, we can
never consider the banking sector's success; the banking sector's role in the Indian economy
was also enlarged. Information technology is an unsegregated framework for evolving and
acquiring IT to attain calculated goals. For creating a systematic and structured banking
industry, which might respond efficiently to the wants of a developing economy, technology
plays an important role.

Malik (2014) reveals that technology transformed the digital banking sector in India by
highlighting the major financial revolutions in the past decade. Technologies such as ATM,
RTGS, ECS, Retail banking, NEFT, Debit and Credit card, EFT, free consulting services,
internet and online banking, mobile banking, and many more innovations led to tremendous
improvement in banking services and operation. The paper also highlighted the benefits and
challenges of digital banking.

Nair, N. M. (2014) has concluded that the use of technology and innovation in
advancing the banking sector in India is one of the significant focal points not only for profit-
oriented commercial banks but also for policymakers. The banks in India are using Information
Technology to increase the inward processes and provide improvised provisions and assistance
to their clients. The practical usage of technology has accelerated precise, errorless, and well-
timed management of the large bank's transactions resulting from a large client base. The
banking industry in India is also making the most out of the IT revolution all around the globe.
By redesigning, calculating, and offering safe, secure, and simple technology, banks can reach
the customers' thresholds enhancing the customer's delight. Information technology has been
successful and profitable in making a win-win situation for all the parties engaged in the
banking sector.

The above-stated research literature supports the factors identified during the study,
which is illustrated in the theoretical framework below:
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Figure 1. Theoretical Framework of the Research Study
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5. Methodology

This descriptive study investigates the customer's perception of digital banking in
Karaikal- Tamil Nadu - India. This empirical study is analyzed using primary data by collecting
data through a well-structured questionnaire (google forms) with a sample size of 385
respondents. Various statistical tools like correlation, ANOVA, and Multiple Regression
analysis were utilized to analyze the data. After a rigorous, relevant, exhaustive, and
contemporary research review of collected data, the research found the subsequent theoretical
framework, which includes four factors: Service Quality, Customers' persuasion, Demographic
variables, and Existing technology to understand the banking customer's insight on digital
banking. A quantitative study has been conducted to assess the perception. A five-point Likert's
scale is also used with scales ranging as "Strongly disagree, Disagree, Neutral, Agree, strongly
agree," respectively. To judge the problems faced by customers five-point Likert scale is used
with scales ranging "Never, Rare, Sometimes, Often, always." The soft copy of the structured
questionnaire was prepared and distributed to the sample population in Karaikal - India.
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6. Results and Discussion

Table 1. Demographic Analysis: Outlines The Demographic Profile of Banking

Customers
- Digital Digital
Gender | (%) | Age | (@) | MONthly 1oy | Qualificat | oy 1y onking | (%) | banking | (%)
Income on .
patronage Sservices
Below Below Transfer
Male 40.7 20 9.1 10000 21 Illiterate | 4.1 | 0-2 years 41.8 fun_ds 37.4
online
10001 Online
Female | 59.3 | 21-30 | 61.9 19.4 | Diploma | 6.2 | 3-5years | 31.4 p“(rfhase 38.7
20001 an
payments
20001 Regular
31-40 | 15.3 26.4 | UG 425 | 6-8years | 205 | Shecking | g ¢
30001 of bank
statement
30001 Request
41-50 | 7.0 145 | PG aq | Morethan o, |anycard | 4
40001 nine years or Cheque
book
40001-
Qg’o"e 6.7 10.4 | Others | 3.1
50001
Above
50001 8.3
Total 100 | Total | 100 Total | 100 | Total 100 Total 100 Total | 100

From the above Table 1, we can infer that most respondents, 228 respondents (59.3%),
are female, and 157 respondents (40.7%) are male. It is identified that out of the total
respondents, 169 respondents (44%) are postgraduates. The data reveals that most of the
respondents, 238 (61.9%), associate with the age group of 21-30 years. It is observed that out
of 385 respondents, 102 respondents (26.4%) are drawing a salary from 20001-30000. Many of
the respondents (161) - (41.8%) have been users of digital banking services for 0-2 years. The
study shows that 149 respondents (38.7%) prefer digital banking services for online purchases
and payments. This shows the adoption of IBT in Digital banking services according to the
demographic status of the collected data.

JATSS Volume 4 Special Issue

19



Table 2. One-way ANOVA

Hypothesis Sumof | DF | Mean Factor | Significance
Squares Square
Hi: There is a notable difference Between | 9.564 512391 3.847 .004
observed between educational groups
Qualifications and usage of digital Within 236.184 | 380 .622
banking. groups
Total | 245.748 | 385
H1: There is a notable difference Between | 7.838 4| 1.568 2.497 .031
observed between the monthly income groups
and usage of digital banking. Within 237.910 | 379 .628
groups
Total | 245.748 | 385
H1: There is a notable difference Between | 19.610 51| 6.537 11.013 .000
observed between usage of digital groups
banking and customer insights on usage. | Within 226.138 | 379 594
groups
Total | 245.748 | 385

The above Table 2 states a notable and significant difference between the qualification,
monthly income with the usage of digital banking, and the level of perception of the digital

banking customers.

7. Multiple Regression Analysis

Multiple Regression analysis between service quality and customer perception. Multiple
Regression analysis between technology in digital banking and customer perception.
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Table 3. Multiple Regression Analysis

Coefficient of technology in digital banking and customer perception

S.No Predictors Unstandardized Std beta T Sig.
Coefficient coefficient
B Std.
Error
(Constant) 1.445 119 12.100 .000
Technological 133 .051 182 2.620 .009
advances provide

safer digital banking

3 Clear instructions in 114 .048 158 2.366 .018
the website
Easy login portal 242 .050 329 4.875 .000
Guiding customers for 075 .045 104 1.668 .096
problem resolving
Easy navigation .051 .048 .070 1.054 .293
Quick internet speed 158 .056 .202 2.819 .005
8 Ease of Transaction .009 .054 013 0.175 .861
R=0.677

R square = 0.458  (Significance at 5% level)

Coefficient of service quality and customer perception

S. Predictors Unstandardized Std beta T Sig.
No Coefficient coefficient
B Std.
error
(constant) 1.341 123 10.864 .000
Saves 157 .047 224 3.365 .001
transaction time
3 Reduces geographic 139 .050 192 2.781 .006
boundaries
Ease of use .002 .052 .003 .045 .964
Fair and nominal .051 .045 .072 1.126 .261
charges
6 Cost effective .014 .059 .019 .238 .812
7 Safe and secure .075 .052 .099 1.433 .153
8 Flexible .020 .051 .027 .388 .698
9 Updates from banks 131 .052 174 2.517 012
R=0.681

R Square =0.464  (Significance at 5%level)
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From Table 3, we can see that advances in technology provide safer digital banking.
Clear instructions in the website, easy login on the online portal, and faster internet access speed
is vital for digital banking and have statistical significance on the consumer perception of digital
banking. The above Table 3 also reveals that transaction time, reduced geographic boundaries,
and updates from banks regularly for different digital banking facilities have statistical
significance on the consumer perception of digital banking.
Figure 2: Consumer Preference on Digital Banking Transactions

1 1 1 1

The above chart shows us that India's customers in the Karaikal region prefer digital
banking mostly for e-commerce transactions. Fund transfer, checking Bank statements,
requesting cards, and checkbooks come in the next order, respectively. It also gives us an
understanding that nearly all customers prefer the personal connection and customized service
and assistance provided by staff in brick-and-mortar bank branches,i.e., physical branches for
big and vital transactions (like opening accounts, obtaining a letter of credit, etc. From the
collected data, it is inferred that digital banking is used for petty transactions.

8. Conclusion, Suggestion, and Implication

A rigorous analysis of factors ( Service quality, Customer persuasion, Demographic
variables, and Existing technology) influencing customers handling the digital banking services
reveals a high association between age, educational qualification, monthly income, and digital
banking patronage (Chiu, Bool, & Chiu 2017). It was found out that there is no difference
between levels of perception on digital banking based on the respondent’s age. The study reveals
that most of the respondents, 238 (61.9%), are allied to the age group of 21-30 years. It is
observed that out of 385 respondents, 102 respondents (26.4%) are drawing salaries between
20001-30000 rupees, and the majority of the respondents, 149 respondents (38.7%), prefer
digital banking services for online purchase and payment. The study also reveals a high relation
between service quality, technology, and digital banking services.

The results also prove that the significant usage of digital banking services is e-
commerce transactions, fund transfer, checking bank statements, and requesting cards and
checkbooks (Hilmy, lIma, & Sajith 2021). The study also identified that customers feel insecure
with digital banking as there is no physical contact with the banker, which means that digital
banking has opted for minor transactions and not prime transactions; this leads us to conclude
that digital banking is not a substitute for traditional banking.
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From the research results, we suggest that banks should focus on customers'
expectations for the complete success of digital banking. They should educate their customers
on the security and privacy of accounts. Public sector banks should compete with the private
sector and commercial banks to give digital banking services efficiently. Since this research is
confined to the Karaikal region, India alone cannot be generalized, and we recommend further
research to expand to other geographical areas.
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Abstract

The fact that social media has become one of the main communication tools, especially
for the Z generation, has made the use of this tool in marketing communication widespread.
Although the use of social media as a political marketing tool has a close history for our country,
it has taken its place in a strategic position for the upcoming 2023 elections. This election has
a special and critical meaning for the parties as it is the first election for the Z generation born
after 1996 to vote. As a matter of fact, the social networks-like structure, which is expressed by
Kotler with the concept of "netizenship” in the communication between consumers in product
and service marketing, has started to exist with the networks established in political marketing
of political parties and leaders. This structure has spread rapidly during the Covid 19 pandemic
and has begun to spread to the community base, exceeding the boundaries of the Z generation.
Twitch live broadcasts, which started broadcasting as an online gaming platform with Youtube
live broadcasts during online communication pandemic process, have been the channels that
political leaders in our country directly reach, especially to the Z generation. Online broadcasts
have advanced in a different way in reaching the masses with traditional media. Within the
scope of this study, the social media interactions of Turkish politicians who broadcast on
Youtube and Twitch in the years 2020-2021 will be examined and the importance of these new
channels in political marketing will be emphasized.
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Siyasal Pazarlama fletisiminde Yeni Sosyal Medya Kanallarimin Kullanimin Z

Kusagi Uzerindeki Etkisini Belirlemeye Yonelik Betimleyici Bir Arastirma:

Youtube ve Twitch Ornegi
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Oz

Sosyal medyanin 6zellikle Z kusagi i¢in temel iletisim araclarindan biri haline gelmis
olmasi, bu aracin pazarlama iletisiminde kullanimimi yayginlagtirmistir. Siyasal pazarlama araci
olarak sosyal medya kullanimi lilkemiz i¢in yakin bir ge¢mise sahip olmakla birlikte, yaklagsan
2023 secimleri icin stratejik bir konumda yerini almistir. Bu se¢im, 1996 yili sonrasi dogan Z
kusaginin oy kullanacagi ilk se¢im olmasi bakimindan partiler agisindan 6zel ve kritik bir anlam
tasimaktadir. Nitekim {iriin ve hizmet pazarlamasinda tiiketiciler arasi iletisimde Kotler
tarafinda “netandaslik” kavrami ile ifade edilen sosyal aglar benzeri yapi, siyasal parti ve
liderlerin siyasal pazarlamalari icerisinde de kurulan aglarla var olmaya baslamistir. Bu yapi,
Covid 19 pandemisi siirecinde hizla yaygilasmis ve Z kusagi sinirlarint da asarak toplum
tabanina yayilmaya baslamistir. Cevrimi¢i topluluklar arasi iletisim pandemi silirecinde
Youtube canli yayinlar ile ¢evrimigi oyun platformu olarak yayin hayatina baglayan Twitch
canli yayinlari, tilkemizdeki siyasi liderlerin 6zellikle Z kusagina dogrudan ulastiklar1 kanallar
olmuslardir. Soru-cevap formati ile yapilan canli yaynlar, geleneksel medya kanali ile kitlelere
ulagsmada farkli bir yapida ilerlemistir. Bu betimleyici c¢alisma kapsaminda, 2020-2021
yillarinda Tiirk siyasetgilerden Youtube ve Twitch yaymi yapanlarin, yaymn esnasinda ve
sonrasindaki sosyal medya etkilesimleri incelenerek siyasal pazarlamada bu yeni kanallarin
onemine vurgu yapilacaktir.

Anahtar Kelimeler: Siyasal Pazarlama, Sosyal Medya, Pazarlama Iletisimi, Z Kusag.
JEL Kodlar: D38, M31, M38.

! Arastirma Gorevlisi, Erzincan Binali Y1ldirim Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi, Siyaset
Bilimi ve Kamu Y6netimi Boliimii, Erzincan/Tiirkiye, hilal.ciftci@erzincan.edu.tr,

ORCID ID:https://orcid.org/0000-0003-0017-8426. (Sorumlu Yazar).

2 Prof. Dr., Kirikkale Universitesi, Iktisadi ve Idari Bilimler Fakiiltesi ,isletme Boliimii,
Kirikkale,/Tiirkiye, t-durukan@hotmail.com, ORCID ID: https://orcid.org/0000-0001-5228-3274

JATSS Volume 4 Special Issue 27




1. Giris

Diinyada siyasal pazarlama faaliyetleri ve iletisimi, bir bilim dali altinda incelemeye
konu olmasindan ¢ok daha koklii bir gegcmise uzanmaktadir. Baglangigta ve kimi yaklasimlarda
secim kampanyalar1 donemiyle sinirlt olarak istifade edilen pazarlama iletisimi, bugiin gelinen
noktada segmenler ile siyasal pazarlamanin diger ucundaki unsurlar i¢in (liderler, fikirler,
partiler) uzun vadeli ve kalici iligki kurabilmek adina genis bir zaman dilimine yayilmistir.
Isletmelerin pazarlama stratejileri rekabet iistiinliigii saglamak amaciyla yiiriitiiliirken siyasi
partilerin pazarlama stratejileri de diger siyasi parti ve liderlerine rekabet istiinliigi
saglayabilmek amaciyla yiiriitiilmektedir. Siyasal pazarlama karmagik, genis kapsamli ve
stirekli gelisen bir siirectir ve artik reklam veya kampanyalarla siirli kalmayip, politika
gelistirme ve liderlik kararlarin1 da etkilemektedir. Siyasal figilirler (lider, parti ve fikir)
iiriinlerinin satilmasi yerine se¢gmenlerle uzun vadeli iliskiler kurmak i¢in iletisimi kullanirlar
(Lees-Marshment, 2019:1). Burada vurgu yapilan uzun vadeli iliski ve iletisim, pazarlamanin
bugiin geldigi nokta ile tutarli bir yaklagimdir. Uzun vadeli pazarlama stratejileri aslinda
iirlinlerin ve hizmetlerin markalagsma yolculuguna ve bunun sonucundan da miisteri sadakati ve
baglilig: ile kalic iligkilere odaklanir. Siyasal pazarlama faaliyetleri de artik sadece se¢im
kampanyalar1 donemi ile sinirli kalmayan ve se¢men baghiliginin uzun vadeli olarak
korunmasina odaklanan stratejiler biitiinii haline gelmistir. Pazarlama ve siyasetin dinamik
yapilar1 ve pazarlamanin siyasal iletisime uygulanmasi ile yakalanan basarilar, siyasal
pazarlama iletisiminden istifade edilmesini dogal bir sonucu haline gelmistir.

2. Siyasal Pazarlama Iletisimi

Demokratik sistemlerde siyasal siirece katilan politikacilar i¢in en Snemli gorev
secmenle iletisimdir (2021:37). Iletisim, herhangi bir pazarlama stratejisinin ayrilmaz bir
parcasidir (Ailawadi ve digerleri, 2009). Pazarlamanin bir alt bileseni olarak siyasal pazarlama
iletisimi ise, kitlesel iletisim araglarinin gelisiminden dogrudan etkilenmis ve bu gelismelere
gore bicimlenmeye devam etmistir. Bir iletisim araci olarak sosyal medya, se¢cim kampanyalari
sirasinda adaylar i¢in her yerde bulunan iletisim kanali anlamina gelmektedir. Facebook ve
Twitter gibi platformlar, adaylarin dogrudan se¢menlere ulagsmasina, destekgileri harekete
gecirmesine ve kamuoyu giindemini etkilemesine olanak tanimaktadir. Siyasal iletisimdeki bu
temel degisiklikler, sosyal medya aracilifiyla politikacilara daha genis bir stratejik tercih
yelpazesi sunmaktadir (Stier vd. 2018). Se¢im kampanyasi donemlerinde sosyal medya
paylasimlar artmakta ve duygulari harekete gecirici paylasimlara odaklanilmaktadir (Uziimlii,
2020:134). Ancak siyasal pazarlama iletisimi artik sadece secin donemleriyle sirl
kalmamaktadir. Siyasi kampanya ve se¢im donemleri (Arofah ve Nugrahajati, 2014:157)
secmenlerin veya segmenlerin iilkelerindeki ve bolgelerindeki siyasi durum hakkinda bilgi
edinmenin en 6nemli yollarindan biridir. Siyasal pazarlama araclarindan biri olan siyasal
kampanya araciligiyla, se¢menler, adaylar1 tanima firsat1 bulabileceklerdir.

Pazarlama stratejilerinin siyasal faaliyetlere entegre edilmesi, hedef se¢cmenler ile
iletisim, siyasal pazarlamanin devamlilig1 ve segmen (miisteri ve devaminda toplum) tatmini
cergevesinde onem tasimaktadir (Akyiiz, 2015:20). Uzun vadede yapilan siyasal pazarlama
faaliyetleri pazarlanmasi hedeflenen siyasi figiiriin (lider, parti, fikir) bir marka haline
gelmesine olanak taniyacaktir ve siyasi markalagsma (Lees-Marshment:2019:86) siyasi 6rgiitiin
veya politikacinin halkla bir iliski ve kimlik olusturmasina, yeni pazarlarla baglant1 kurmasina
ve itibar ve destegi degistirmesine veya siirdiirmesine yardimci olacaktir.

Secim donemlerinin disinda da iligkiler siirdiiriilebilmesi igin siyasal pazarlamada
hedeflere ulasilabilmesi icin kullanabilecekleri fonksiyonel araglar asagidaki sekilde
siralanmustir.
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Sekil 1: Siyasal pazarlamanin islevsel araclar

» Strateji — satts veya pazar yonelimi, kenumlandirma, hedefleme.
. popiilist stratejiler, saldin/savonma stratejileri.
Strateji Olugturma  Markalasma — marka degeri. marka kisiligi, marka algst ve
cafrisimlan sivasal markalasma, ulus markalasmasi yeniden
markalasma.

» Odak gruplar, réportajlar, birliktelik olugturma, milzakereve dayah
Arastirma datgma.

* Sepim biirelan, anketler, ov sayim, szgmentasyon, muhalefat

araghirmast, bityik veri, pivasa gdzetimi.

* Giniilli yonetioi, bafisgr yonetimi ve bagig toplama
ﬁrgﬁtlenme » Kaynak ve personel yonetimi.
* Veritabam ve iligki yonetio.

* Hedefli ve arastirmaya davyah iletisim, siyvasal reklameilik, sosyal
pazarlama, kriz yonstimi.

* Halkla iliskiler, e-pazarlama, interaktif ilstizim.

* Teslimat pazarlamas: — tazhhittler, hizh kazanglar, teslimat
avantajlarmm kigisellestirilmest.

Tletisim

Kaynak: Lees-Marshment, 2019:5

Yukarida goriilen siyasal pazarlamanin her bir unsuru - strateji olusturma, arastirma,
orgiitlenme ve iletisimden olusan dort alan- birbiriyle baglantihidir ve birbirini etkiler.
Boliimlendirme, pazar arastirmasi kapsaminda yer alabilirken, daha sonra iletisim, stratejik
iriin gelistirme ve "oy kazanma" kampanyalarinda se¢gmenlerin profil yapilarinda igin
kullanilir. Bu dort islevin en etkili hale gelebilmesi, siyasal pazarlama siirecinde sadece
pazarlamadan bir ya da iki arac¢ secilerek degil siyasal pazarlama yapanlarin hedeflerine
ulagmak i¢in bir biitlin olarak bunlardan yararlanmasi ile anlamlidar.

Siyasal pazarlama faaliyeti ve iletisimine sadece mevcut partiler ve liderler lizerinden
degil, yeni kurulmasi planlanan siyasi partiler perspektifinden de bakmak gerekmektedir.
Siyasal pazarlama perspektifinden bakildiginda segmenlerin istek ve beklentilerinin énceden
tanimlanmas1 ve bu beklentiler ile uyumlu siyasi partilerin tasarlanmasi, rekabetin yogun
oldugu siyasal pazarda avantaj saglayacaktir (Okumus, 2007:170).

3. Siyasal Pazarlama Iletisiminde Sosyal Medya Kanallan1 ile Z Kusagna
Ulasmak: YouTube ve Twitch Yayinlar

Siyasal pazarlama iletisiminde kimlerle iletisim kurulacagi, iletisim araglarinda
yenilik¢i yontemlerin segilmesi yolunu agmistir. Giliniimiizde birgok siyasi parti, internet
iizerinden birbirine baglanan yeni medya kullanicilarinin sayisinin artmasi nedeniyle yeni
medyay1 bir siyasi iletisim kanal1 olarak kullanmaktadir (Kholisoh ve Mahmudah, 2020:217).
Bir pazarlama dagitim kanali olarak sosyal medya, hem hedef kitlelere (se¢menlere) her zaman
ulasmak i¢cin hem de se¢cim kampanyast donemlerinde bir kampanya aract olarak
degerlendirilmektedir. Sosyal medya kanallarinin ise, geleneksel reklamlara gore se¢gmenler
tizerinde daha etkili oldugu kanaatine varilmistir (Saritag ve Biitiin, 2020:90).

Z kusag olarak adlandirilan segmenlere ise sosyal medya kanallari ile ulasmak, onlarin
karakter yapilar1 géz oniine alindigindan en dogrudan yol olarak degerlendirilebilir. Ulkemizde
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ise, 2023 yilindaki se¢imlerde ilk kez oy kullanacak bireyler Z kusagi olarak isimlendirilen
jenerasyon olup, bireysel ve toplumsal kimlik ve degerleri ile alisilagelmis se¢gmen
davranislarindan ¢esitli 6zellikleriyle farklilasmaktadir. Bu ozelliklerin bazilar1 Csobanka
(2016:67) su sekilde siralanmustir:

e Milenyum dolaylarinda dogmuslardir.

e Internetin olmadig diinyay1 tanimamuslardir.

e Internet ve sosyal aglar1 aktif kullanirlar.

“Kiiresel baglant1”, esneklik ve farkli kiiltiirlere kars1 hosgorilii yaklasirlar.
Cok iyi cihaz becerileri vardir

Stirekli «onliney olurlar.

Interneti ¢ok amagli kullanirlar. (blog yazma, miizik dinleme, e-posta yazma)
Daha hizli karar verirler.

Sosyal ag siteleri iletisimin merkezi ve ana platformudur.

Yukaridaki son madde, siyasal pazarlama iletisiminde siyasal aktorleri (kisiler ve parti
organizasyonlar1) sosyal medya kanallarinda interaktif olmaya yonlendirmistir. Ulkemizde de
pek cok siyasal parti lideri ve ¢esitli adaylari, Z kusagina yonelik canli yayinlar ile bu trendi
yakalamaya tesvik etmis goriinmektedir. Sosyal medyanin siyasal pazarlama iletisiminde
kullanimina yonelik asagidaki 3 degerlendirme (Stier vd. 2018) sosyal medyanin bu alandaki
cok yonlii 6nemline isaret etmektedir.

e Sadece secim kampanyast doneminde degil uzun vadeli iliskilerde kullanilmaktadir.

e Anonim bireyler (segmenler) daha keskin ve net bilgi akisi talep etmektedirler.

e Liderler, politik kisilikleri haricinde 6zel yasama iliskin duruslari hakkinda da paylagim
yapmaktadirlar.

Daha 6nce de ifade edildigi lizere, siyasal pazarlama strateji ve iletisimi artik uzun vadeli
kalict iligki kurmak amacina yonelik tasarlanmaktadir. Sosyal medyanin planli yonetimi ile bu
strateji oldukca uygulanabilir bir yap1 6zelligi tasimaktadir. Hem siyasi liderlerin kisisel sosyal
medya hesaplar1 hem de partilerin sosyal medya hesaplari ile milyonlarca segmene ulagmak
kolaylagmaktadir. Bu konuda yaygin olarak kisiler siyasi haberler ve bilgiler i¢in YouTube,
Facebook ve Twitter gibi sosyal medya platformlarina yonelmislerdir (Ryoo, Yu ve Han, 2021)

Siyasi figiirlerin aktif olarak kullandigi ve tim diinyada genis bir tabanda kullanilan
Twitter iilkemizde de olduk¢a 6nemli bir sosyal medya paylasim aracidir. Ulkemizde 1
milyonun lizerinde Twitter takipcisi olan bazi siyaset¢iler asagidaki tabloda yer almaktadir.
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Tablo 1: Bazi Siyasetcilerin Twitter Takipci Sayilari

Siyasetciler Twitter Takipci Sayisi

Recep Tayyip Erdogan 18,3 milyon

Kemal Kiligdaroglu 8 milyon

Ekrem imamoglu 6,6 milyon

Mansur Yavas 5,6 milyon

Devlet Bahgeli 5,4 milyon

Ahmet Davutoglu 5,9 milyon

Meral Aksener 4,9 milyon

Binali Yildirim 2,9 milyon

Kaynak: Twitter, Ocak 2022 itibariyle hesaplarindan alinan bilgiler.

Yukaridaki tabloda goriildiigii izere hem iktidar hem de muhalefet partilerinin liderleri
milyonlar ile ifade edilen takipg¢i sayilarina sahiplerdir. AK Parti Genel Bagkani ve
Cumhurbagkani1 Recep Tayyip Erdogan’in 18 milyonun iizerinde Twitter takipgisi ile ilk sirada
yer almaktadir.

Bir sosyal medya olarak Twitter, anonim ya da bilinen pek ¢ok hesap/kisi aras1 giindiik
haber akiginin takip edilebildigi ve neredeyse tiim diinya giindeminin kalbinin attig1 bir platform
haline gelmigstir. Siyasal aktdr ve partiler, resmi hesaplar1 lizerinden buradan milyonlarca
secmene ulagabilmektedir. Z kusagina ve sosyal medya kullanicisi diger segmenlere diger
sosyal medya kanallar1 iizerinden ulagsmak da oldukga yaygin hale gelmistir. Ulkemizde de son
yillarda 6zellikle YouTube ve Twicth canli yayinlar1 Z kusagi ile dogrudan iletisim konusunda
en ¢ok ses getiren siyasal pazarlama iletisimi uygulamalar1 olmuslardir. Bu alanlar Z kusagi ile
iletisim kurmak cesitli sayisal veriler araciligiyla etkisi dlgiilebilen bir yapidir. Canli yaymn
katilimct sayisi, soru-cevap etkinligi gibi parametreler, etkilesimin yoniinii olmasa da
biiyiikliigliniin hesaplanmasina imkan tanimaktadir. Avusturya se¢imlerinde yapilan arastirma
ile Hughess ve Dann (2010) YouTube'un pazar arastirmasi i¢in bir ara¢ olarak kullanilmasinin
avantajini, glindem olma ve izleyici yorumlari, taraflara kampanyanin pazar tarafindan nasil
algilandig1 konusunda iyi bilgi kaynagi olmasi yoniinde degerlendirmislerdir.

Twitch ise, YouTube’a gére oldukca yeni bir sosyal mecradir. Cevrimigi oyun platformu
olarak kurulmustur ancak 2021 yilinda iilkemizde cesitli siyasal aktorler tarafindan interaktif
siyasal pazarlama iletisiminde bir ara¢ olarak kullanilmistir. Kimi siyasi aktorlerin yayinlari
iilkemiz i¢in yayimn rekorlar1 kirmistir. Bu acidan bakildiginda yiiksek etkilesim orani ve
yenilige agik siyasi aktdr imaji meydana getirmesiyle, iyi bir siyasal pazarlama enstriiman
oldugunu sdylemek miimkiindiir.

YouTube ve Twicth canli yayinlar1 son yillarda iilkemizde —yaklagan se¢imlerin de
etkisiyle- siyasal pazarlama ileitisim araci olarak kullanilmaya baglanmistir. Z kusagi nezdinde
en ¢ok ses getiren bu yayinlarin basinda, 26 Haziran 2020 tarihinde Cumhurbaskan1 Recep
Tayyip Erdogan tarafindan YouTube lizerinden Yiiksekdgretim Kurumlari Sinavina girecek
ogrencilere yonelik yapilan canli yayin gelmektedir. S6z konusu sinava girecek olanlar Z kusagi
bireyleri olarak bu tiir yayinlarin siki takipgisi olarak ifade edilebilir. Bu canli yayima pek ¢ok
Z kusag1 genci katilmistir ve ayn1 zamanda Twitter’da yayma iliskin gesitli “hashtag”ler
giindem olmustur. Bu canli yayinin baslangi¢ temasi1 Yiiksekogretim Kurumlar: Sinavi olmakla
beraber, soru-cevap ve sohbet kisminda diger pek ¢ok konuya deginilmistir. Twitter’da karsit
gorilisler ve yoruma kapali bir yayin olmasi ise elestiri konusu olan hususlardir.
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Sekil 2: 26 Haziran 2020 Recep Tayyip Erdogan Genglerle Video Konferans Bulusmasi Isimli
YouTube Canli Yayini

URAVCLY VA

Rizx .
»

Yukaridaki sekilde de goriildiigli ilizere, fiziksel olarak bir arada olmaya gerek
kalmaksizin iilkenin farkli yerlerinden pek ¢ok geng ile bir araya gelinerek, bir sinav temasi
iizerinden siyasal pazarlama iletisiminde sosyal medya kullanilarak se¢menlere ulasilmaya
caligmas1 yer almaktadir.

Ryoo, Yu ve Han (2021) tarafindan ABD’de yapilan arastirmada izleyiciler, YouTube'u
gercek gazeteciligi temsil eden ve ana akim medya ve siyasetteki 'giiclii insanlar' tarafindan
gizlenen ve/veya en aza indirilen siyasi sorunlari cesurca dile getirildigi bir¢ok siyasi YouTube
kanalin1 daha gilivenilir bularak alternatif bir medya kurulusu olarak degerlendirmislerdir.

Sosyal medya canli yayinlari, uluslararasi kullanicilara anlik olarak gorsel-isitsel igerik
sunulan dagitim yontemidir ve bu dagitim sekli sosyal medya platformu Twitch'in temel tasidir
(Pollack vd. 2021). Twitch, artik hem canli yayin yapan {nliilerin hayran kitleleri iizerinde
onemli bir gilice sahip (potansiyel olarak milyonlarca izleyiciye ulasan) bir platform, hem de
sirketlerin sosyal medya iizerinden markalagma hedeflerini ileriye tagiyan bir platform haline
gelmistir (Woodcock ve Johnson, 2019). YouTube’a gore daha yeni bir sosyal medya alani olan
Twitch, baglangicta ¢evrimi¢i oyun platformu olarak kurgulanmistir. Canli oynanan oyunlar
esnasinda kanal sahipleri takipgileri ile iletisim kurabilmektedirler. Burada yapilan paylagimlar,
sadece ¢evrimici oyunlarla sinirli kalmayarak, herhangi bir zaman diliminde ve herhangi bir
konu iizerinde yapilan canli yaymlar seklinde bir genisleme yasamistir. Twitch artik sadece
“gamer” kavramiyla ifade edile ve ¢evrimi¢i video oyunculart i¢in degil, pek ¢ok konuda canli
yayinlarin yapilarak kullanicilara ulasilan aktif bir sosyal medya platformu olmus ve iilkemizde
de yaygin bir kitleye ulagsmistir.

Ulkemizde en ¢ok izleyici ve takipgiye sahip bir Twitch kanali sahibi 17 Mart 2021
tarihinde Ankara Biiyiiksehir Belediye Bagkan1 Mansur Yavas ile canli yayin yaparak —o tarih
itibariyle- tilkemizdeki en yiiksek katilimcili canli Twitch yaymi yapmistir. Mansur Yavas
yayina katilacaginin bilgisini sahsi Twitter hesabindan aciklamis ve yayindan elde edilecek
gelirlerin tamamin1 Yesilin Bagkenti isimli fidan projesinde kullanilacagini duyurmustur. Bir
Twitch yayini i¢in temel parametreler olan ortalama izleyici, maksimum izleyici, canli izleme
ve takipei sayilarinda ciddi artiglar ve es zamanli olarak Twitter’da giindem olma konusunda
oldukgca yiiksek etkilesimli bir yayin olmustur. Bu etkilesim de Z sadece Z kusag1 degil sosyal
medya kullanicisi segmenlere ulasmada siyasal pazarlama iletisimi agisindan olduk¢a 6nem
tagimaktadir.

JATSS Volume 4 Special Issue 32



Sekil 3: Mansur Yavas’in Twitch Yayinini Duyurdugu Twitter Paylagimi

Mansur Yavas &
@mansuryavas06

Bu aksam saat 20.00'de Twitch'te sevgili Pelin
araciligiyla genclerimizle birlikte olacagim.

Yayindan elde edecegi gelirlerin tamamini
yvesilinbaskenti.com projemizde kullanarak fidan
kampanyamiza destek olacagi icin @pqueenn'e
tesekkurlerimi iletiyorum.

= TWITCH'TE é\ !
= L "Pqueen ile Kimdir?”_| s

yaymna konuk olacagiz.

N D :

e ,_
.

17.03 ;

703 | 2000

Yesilin Baskent! projesy

Mansur

OS 7:14 - 17 Mar 2021 - Twitter for Android

Burada, sosyal medya kavramlarindan ling kiiltiiriine kisaca deginmek gerekmektedir.
Oncelikle, buradaki ling olgusunun kapsamu, sosyal medya iizerinden yapilan bir sosyal ve sanal
ling ile sinirhidir. Okur (2020) tarafindan “Sanal ortamda baski, hakaret, asagilama, sindirme
veya nefret sOylemi ile gerceklestirilen psikolojik siddet tiirii” olarak tanimlanan sanal ling, her
tiirlii sosyal medya paylasimi, yayini ve videolar {izerinden yapilabilmektedir.

Hem YouTube hem de Twitch yayinlar1 esnasinda ve/veya sonrasinda diger tiim sosyal
medya araclar1 iizerinden yapilan yorumlar ve paylasimlar ile sanal/sosyal ling Ornekleri
gozlemlemek miimkiindiir. Sosyal/sanal ling olarak degerlendirilebilecek davranislar, herhangi
bir canli yaym esnasinda diger platformlardan (Twitter, Instagram ve Facebook) yapilan
paylasimlar veya canli yaymlarin sohbet/soru-cevap boliimiinde yapilan yorumlar araciligiyla
gergeklestirilmektedir. Canli yayinlarin yoruma ve soru-cevap etkinligine kapali olmasi ise,
ayr1 bir ling konusu olmaktadir. Bu da, daha 6nce de belirtildigi {izere, diger sosyal medya
platformlari iizerinden ling eylemleri ile sonu¢lanmaktadir. Tiim bunlara ragmen Z kusagina
dogrudan ulagsmanin yolu yine sosyal medya kanallaridir. Bu platformlar {izerinden duygu ve
diistincelerini ifade etmeyi ve sorularini yoneltmeyi tercih ettikleri i¢in, bir segmen olarak bu
kusagin bireylerine siyasiler onlarin konfor alanlarinda iletisim kurmaktadirlar. Ozetle, siyasi
diizeyde, siyasi gruplar veya adaylar, yogun rekabetle basa ¢ikmak i¢in halkla miimkiin
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oldugunca etkili iletisim kurmanin yollarin1 aramakta ve bu baglamda, se¢menlere bilgi

aktarmak amaciyla- sosyal medya araclar1 kullanmaktadirlar (Gounas, Zarogianni ve Gouna,
2019:59).

4. Sonuc ve Degerlendirme

Kotler (2009) tarafindan “netandas”’lik kavrami ile ifade edilen ve bagkalarini
etkilemedeki rolii, baglanti kurma ve katkida bulunma istekleriyle ilgili olan sosyal baglayici
bireylerin var oldugu giiniimiizde 6zellikle Z kusagi odakli siyasal pazarlama iletisiminde
sunlar goz oniine alinmalidir:

e Secmenler ile partiler/liderler/fikirler arasinda sosyal medya kanallar1 giiglii birer kopriidiir.
e Bu kopriilerin kullaniminda seffaf ve net tavirlar sergilenmesi beklenilmektedir.
e Yeni kurulan ve orgiitlenen siyasi partiler i¢in sosyal medya hizli bir dagitim kanalidir.

Sosyal medya kullaniminda sadece Z kusagi degil, diger jenerasyonlara yonelik
paylagimlar da se¢menlere ulasmada kullanilabilir. Siyasal pazarlama iletisimi mevcut ve
kurulmas1 planlanan tiim partiler tarafindan benimsenmesi gereken ve ¢ok boyutlu ve
biitiinlesik bir yap1 olarak degerlendilmelidir (Attouf, 2017:139). Siyasal pazarlama stratejileri,
partiler, liderler ve fikirlerin yerinde ve zamaninda uygulanmasiyla basariyr saglayacaktir
(Tan,2002:33). Se¢menler tarafindan siyasi liderlerin ulasilabilirligi noktasinda internet (ve
sosyal medya) giiven ve iletisim zemini olarak degerlendirilimektedir (Polat, 2015:543).

Sadece Z kusagina degil, sosyal medya kullanicist tiim se¢menlere ulagsmada aktif bir
siyasal pazarlama iletisimi, oldukca yiiksek etkilesim saglamaktadir. Ancak karakteristik
ozellikleri ile bugiline kadarki jenerasyonlardan farklilasan Z kusagi gencleri, sosyal medya
lizerinden elestirilerinde de kimi zaman 6zgiin tavirlar sergilemektedir. Ozellikle es zamanli
soru-cevap uygulamasi yapilmayan sosyal medya yaymlar1 6zellikle Z kusagi tarafindan
siddetli elestirilere konu olmaktadir. “Ling kiiltiirii” olarak ifade edilen bu durum, s6z konusu
kusagin seffaf iletisim beklentisi iginde olmasi ve siyasal aktorlerin elestiriye agik olmamasi
durumlarinda onlarin beklentileri ile uyumsuz bir tavirdir. Elestiriye agik olma bekleyisi ve
hatalarin kabulli, Z kusagi i¢in kritik bir 6nem tasimaktadir. Bu elestiriler kendilerini
ilgilendiren sinav, diizenlemeler ve egitime iliskin diger hususlarda olabildigi gibi iilke
giindemine yonelik siyasal konularda da olabilmektedir. Bu tiir platformlarin bu amaclarla
kullanimindan bu hususa dikkat etmek gerekmektedir._ Soru-cevap etkinliginin yapilmadigi,
yayinlara yorumlarin kapatildigir ve katilimcilarin sorularina verilen cevaplarin net olmadigi
durumlarda Z kusaginin sert elestirilerine hedef olunmaktadir ve bu durum bu kusak tarafindan
“ling” ifadesiyle tamimlanmaktadir. Ancak, dogrudan etkilesime agik, elestirilere net yanitlar ve
varsa hatalarin kabul edilmesi seklinde durus sergilendiginde cesitli segcmen kitlelerince
sempati kazanmanin yani sira nicel veriler ile (izlenme orani, yine sosyal medya diliyle “Trend
Topic” olmak gibi) etkili iletisim bagaris1 yakalanmaktadir.
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The New Opinion Leaders of Digital Marketing Era: Social Media Influencers
Ecem Taneri?
Abstract

The study examines the meaning of social media and social media influencers,
penetration of social media platforms and the positioning of Instagram as a digital marketing
tool. In this study, the growth of Instagram and influencer marketing are reviewed, how social
media influencers and celebrities collaborate with brands and endorse them in social media
platforms are approached. As a case study, digital marketing activities of four of the most
preferred e-commerce platforms in Turkey have been examined during Black Friday; Trendyol,
HepsiBurada, GittiGidiyor and Amazon. The reason why Black Friday, which is globally
known as the opening day of shopping season, has been chosen as a case study is that retailers
increase their digital marketing activities and market their sales on such special days. In this
regard, the official Instagram accounts of the four noted e-commerce platforms have been
analysed and Instagram posts with social media influencers and celebrity endorsement during
Black Friday period have been studied. The study aims to contribute the literature by implying
the usage of influencers by e-commerce platforms in terms of marketing perspective.
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Dijital Pazarlama Caginin Yeni Fikir Liderleri: Sosyal Medya Etkileyicileri

Ecem Taneri !

Oz

Bu caligma, sosyal medya ve sosyal medya etkileyicilerinin anlami, sosyal medya
platformlarinin etki alan1 ve Instagram’in dijital pazarlama araci olarak konumlandirilmasini
incelemektedir. Calismada, Instagram’in ve etkileyici pazarlamanin biiylimesi ele alinmakta,
sosyal medya etkileyicilerinin ve {inliilerin markalarla nasil isbirligi yaptigi, sosyal medya
platformlarinda nasil destekledikleri incelenmektedir. Vaka incelemesi olarak Kara Cuma
doéneminde Tirkiye’nin en fazla tercih edilen dort e-ticaret platformunun dijital pazarlama
aktiviteleri lizerine c¢alisilmistir; Trendyol, HepsiBurada, GittiGidiyor ve Amazon. Kiiresel
olarak aligveris sezonunun agilisinin ilk giinii kabul edilen Kara Cuma’nin inceleme alani olarak
belirlenmesinin nedeni, perakendecilerin Kara Cuma gibi 6zel giinlerde dijital pazarlama
aktivitelerini arttirmalart ve indirimlerini pazarlamalaridir. Bu baglamda, belirlenen dort e-
ticaret platformunun resmi Instagram hesaplar1 analiz edilmis ve Kara Cuma déneminde sosyal
medya etkileyicileri ve iinliiler ile yaptiklar1 sponsorlu igerikler ¢alisilmistir. Bu ¢alisma, e-

ticaret platformlariin etkileyicileri pazarlama bakis agis1 c¢ergevesinde kullanimlarini
degerlendirerek literatiire katki saglamay1 amaglamaktadir.
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1. Introduction

Communication has dated back to the history of human being, and has always been one
of the fundamental needs, because we are all social creatures. Social interaction helps us have
a healthy mind and life. In the modern world, social media is one of the most popular channels
which satisfy human beings’ need for communication. In such a world, whose population is
around 7.90 billion people, We are Social July 2021 report states that the number of active
social media users is 4.48 billion; which equals to 56,7% of the worldwide population (Kemp,
2021b). The number of active social media® users increased in the ratio of 13% in 2020 when
compared with the same period of previous year in which the number was reported as 3.96
billion (Kemp, 2020).

With the penetrative and permeative impact on daily lives, social media has provided
marketing sector with a new perspective, and as alternative media. According to December
2020 E-commerce Trend Report of Inveon, Facebook user survey shows that 54% of the
participants say that they made either instant or after seeing a product or service on Instagram
(“The Top 7 E-commerce Trend Forecasts For 20217, 2020) The brands that find places in the
digitalisation world, in which Instagram has a crucial positioning as new marketing tool, need
influencers helping to express and promote themselves, extend to the market as well. Thus, the
notion of social media influencer? is introduced not only in our lives, but also both in marketing
and academic literature.

As the alternative media, social media is being used actively not only in the rest of the
world, but also in Turkey. As a matter of the fact that, We are Social Report 2020 implies that
social media penetration in Turkey has reached 64%, while it is 49% in total population.
Besides, according to We are Social January 2021 Report, the ratio of 16-64 aged internet users
who visit an online retail site or store is 89,5% in Turkey (Kemp, 2021a). In this regard, this
study mainly concentrates on the digital marketing activities of Turkey’s most favoured and
preferred e-commerce platforms which collaborate with social media influencers during the
period of Black Friday 2021 which covers specifically the period of 1-26 November. The reason
why Black Friday has been chosen as a case study is that the brands and companies have been
expected to increase digital marketing activities during such specific periods, especially if they
actively use their official social media accounts. The study aims to show whether the subjected
e-commerce platforms have benefited from social media and influencers, likewise.

2. Instagram as Digital Marketing Tool

Today, people spend most of their times on social media in order to be socialized and
keep in touch with others. According to We are Social Report released on July 2021, the number
of current active social media users has reached 4.48 billion, which covers 56,7% of worldwide
population and 93% of internet users, that equals to 4.80 billion people. We are Social expresses
that the daily social media time spending of active users between the ages of 16-64 is
approximately 2.24 hours and their time spending by using the Internet in any device is 6.55
hours (Kemp, 2021b). It is unsurprising that social media has penetrated into our lives with such

1 Social media not only includes platforms sharing photograph or contacting with friends, but also consists
of sending e-mail, watching video and following agenda channels.

2 In this study, the notion of influencer represents a person or thing that influences somebody/something,
especially a person with the ability to influence potential buyers of a product or service by recommending
it on social media (“Influencer”, n.d.).
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a significant priority due to providing instant accessibility to information and annihilating
borders of discovery.

Statista November 2021 Report lists Facebook as number one social media platform
with 2.90 billion users (Statista Research Department, 2021a). Indeed, Facebook Messenger,
that Facebook provides its members with direct messaging, is used by 1.3 billion. It is so
obvious that the impact of Facebook is non-negligible if we consider that even Whatsapp has
two billion users worldwide in the third rank. YouTube has gained second prize after Facebook,
with 2.29 billion audience.

The fourth place is honoured with Instagram which has been used as one of them most
challenging marketing tool in digitalisation. It offers users to express themselves visually thanks
to photographing, editing and sharing features. Besides, Instagram might be evaluated as the
combination of favoured social media platforms; Facebook, YouTube and Whatsapp, since it
gives opportunity of socialisation, photograph and video sharing needs as Facebook, direct
messaging and chatting as Whatsapp, video uploading and watching like YouTube, with IGTV
(that is, Instagram TV). Furthermore, instant story sharing which vanishes in 24 hours (like
Snapchat) and self-crafted and edited Reel videos (as Tiktok does) chances are also included in
its features.

After being launched on October 6, 2010 and downloaded by 25.000 people in the first
attempt, Instagram boosted its user number within two months by reaching one million people
and welcome 150 million uploaded photos in one year. Statista marks that Instagram which is
listed as the fourth most used social media platform, has 1.39 billion active users as of October
2021. Furthermore, Statista indicates that Turkey has been the sixth leading country in terms of
the number of Instagram users as of October 2021 (Statista Research Department, 2021b).
Likewise, Instagram is the second most penetrated social media platform amongst active social
media users with 89.5% ratio after 94.5% of Facebook in the country (Kemp, 2021a).

As of 2021, 31% of social media users have been active in Instagram in order to take
and share photographs and videos, express themselves visually, keep in touch with friends and
followers, get financial benefits thanks to collaborations with brands. It signs that the popularity
of Instagram will increase over years. Such that, having one billion users in 2020, Instagram
has boosted its number to 1.39 billion users as of October 2021, which means that it grew 39%
in one year in total population.

The definition of Instagram and how it positions itself have also been discussed in the
literature. Instagram is described by Hu, Manikonda and Kambhampati (2014) as a relatively
new form of communication where users can easily share their updates by taking photos as well
as by tweaking and photo-shopping them through filters.

Users consume photos and videos mostly by viewing a core page stream of current feeds
from their friends, listed according to the interaction rate (the more you interact with a specific
page, the sooner you are exposed to the content of that page, regardless of the chronological
order). These posts can also be liked, commented on, or added to a collection. Such actions will
appear in the referenced user’s “updates” page so that users can keep track of “likes” and
comments about their posts. Given these functions, we can regard Instagram as a kind of “social
awareness stream” (Namaan et al., 2010).
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3. The Trend Celebrities of Social Media: Social Media Influencers

Blogs, conceptual sites, digitalized interests, and instant circulations shift the channel of
celebrity creation from mainstream media to user-generated content. Instant content access and
out-of-rating concerns breakdown the traditional understanding about celebrity since each user
who has a satisfactory follower tier is accepted as a “celebrity” today. In fact, Instagram is said
to breed a new micro-celebrity community (Senft, 2008). The members of this community are
not celebrities as such, but their lifestyles and daily habits are different from those of ordinary
people. They differentiate themselves with their families, social relationships, pets, diets, sports,
fashion styles, or travels. They are one of us; they share the same contents as we do, but they
usually conceptualize and construct their pages with a focus on specific areas of interests. These
are the new celebrities of our digital world: social media influencers.

Cauberghe, Hudders, and Veirman (2017) mention that social media influencers are
those who have built a sizeable social network of people following them. In addition, they are
seen as trusted tastemakers in one or several niches.

Although these social media users are invariably described as “bloggers,” “YouTubers”
or “Instagrammers,” Abidin (2015) classifies them under the general category of “social media
influencer” regardless of which digital platform(s) they are active in. She also states that social
media influencers are ordinary Internet users who accumulate a relatively large following on
blogs and social media through the textual and visual narration of their personal lives and
lifestyles, who engage with their followers in digital and physical spaces, and who financially
benefit from their following by integrating advertorials into their blogs or social media posts.

Influencers are content creators who have accumulated a solid base of followers.
Through creating content on Instagram, they provide their followers with clues to their
personality, everyday lives, experiences, and opinions. By involving influencers in their
activities (for instance, by offering them a product for testing, by organizing an exclusive event
and inviting them to it, or simply by paying them), brands aim to stimulate influencers to
endorse their products, which helps to build up their images among influencers’ pretty huge
base of followers, a practice which is called influencer marketing (Abidin, 2016). Unlike
conventional commercials, which audiences largely tend to skip either in digital platforms or
on television, the effect of influencer marketing could be maximized by selecting a particular
influencer for a specific target market in that followers are eager to learn what the followed and
admired influencer does.

4. Influencer Marketing

As brands recognize the power of intimacy which is created by social media influencers,
they benefit from them in promoting their products or services on various formal and informal
events. Formal events are those that are hosted by an influencer but organized and financed by
a brand. Such events are mainly organized for the launch or re-launch of a new product or
service.

On the other hand, informal events are mostly organized by influencers themselves, such
as sweepstakes, lucky dips, or giveaways, for selected followers. All given presents are also
sponsored by a brand there, though. Besides, these “tricks” help influencers increase their
follower numbers, encourage followers to comment under the related posts, and spread the
hashtags determined by the sponsoring brand. Still, one of the major challenges for brands is to
identify and select those influencers who can have a strong impact on their target audiences,
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who can persuade them to try and adopt new products, and who help to diffuse their use across
their social networks (Pophal, 2016).

The extraordinary success of Instagram proves that posts and follower numbers have
become the key social currencies in the digital market. Social media influencers are categorized
on the basis of their performances and receive profits from their social media marketing
activities accordingly. The influencer’s value is determined by the number of people who follow
her/him in the digital world. In this regard, micro-influencers are described as those who have
10K-50K (from ten to fifty thousand) followers. Mid-tier influencers are followed by 50K-
500K followers. Macro-influencers reach 500K-1M (from five hundred thousand to one
million) followers, and mega-influencers are followed more than 1 million followers
(Mediakix, 2019).

Independently from the volume influencers have, Instagram has proved itself to
marketing world as being one of the most powerful influencer marketing tools. 2019 report
released by Mediakix stated that across all online marketing activities, Instagram posts and
stories became the two most effective content formats reaching target audience with 78% and
73% rating respectively (Mediakix, 2019). Instagram was followed by YouTube with 56%,
which is announced as the second most used social media platform all around the world. This
is also evidence for us to conclude that Instagram and influencer marketing have crushing
impact on marketing sector.

We are Social notes that 33,1% of female and 25,1% male users between 16-24 years
old follow social media influencers. 26,1% female and 21,9% male users who follow
influencers on social media are between the ages of 25-34. When looking at the Instagram’s
advertising audience by gender and age group in Turkey, the ratio of female users is 42,2% and
that of male is 57,8%. Potential audience number that Facebook reports can be reached by using
adverts on Instagram is 46 million (Kemp, 2021b) which is 54% of Turkey’s total population.
Among the countries where Instagram reaches the highest percentage of the population, Turkey
comes in the fifth rank with 66% ratio (Newberry, 2021).

Regardless of whether it is carried out by macro-influencers or micro-influencers,
Instagram is proven to be the most effective content format for influencer marketing. Celebrity
usage in ATL (above the line) marketing still continues, but just for those brands which have
remarkable marketing budgets. For mid-tier businesses, social media influencers are the best
option for promoting themselves. In television commercials or outdoor advertising, apart from
the fees charged by celebrities, the production and distribution budgets also challenge brands.
On the other hand, they incur almost no costs for the production of Instagram posts. Rather,
influencers prefer to use their mobile phones’ cameras and to pretend to follow their routines
in order to make followers have a sense of authenticity and spontaneity.

According to the survey by sproutsocial.com in 2020, 89% of marketers evaluate
Instagram as the most important social media channel for influencer marketing (Barnhart,
2020). Moreover, 90% of Instagram users across the world follow at least one business account
(“Instagram Business”, n.d.), and Facebook Business remarks that 83% of users discover new
products and services on this platform (“How Instagram Boosts Brands and Drives Sales”,
2019).

When summarising the reports and numeric data, Instagram and social media
influencers are one of the most successful and effective marketing tools to deliver the required
messages of brands to the target audience.
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5. A Case Study; Influencer Marketing During Black Friday Period

Influencer marketing is expected to be used during the time when the brands are so
active to announce their occasions, promotions or events on social media. As a case study,
Turkey’s biggest and most favoured e-commerce platforms are chosen to be studied on;
Trendyol, HepsiBurada, GittiGidiyor and Amazon. The four platforms are known as market
places which supply the demands of consumers directly from their sellers.

Case study, which involves as a method of qualitative research, is used to investigate
specific individuals, groups, events or occasions (Wimmer and Dominick, 2011: 140-141). The
research method is selected in order to understand the social media influencer preference of e-
commerce in such specific special day as Black Friday. The reason why Black Friday has been
selected as a case study is that period specifically refers shopping season and encourages the
consumers for shopping. As it has been expected from e-commerce platforms to increase their
digital marketing activities, collaborating with social media influencer in order for promotions
to be announced might be one of the most preferable marketing strategies. Besides, the results
of such a case study might imply for further marketing studies in terms of concentrating on
digital marketing activities in special days.

5.1. Scope of the Study

In Turkey, there are more than 100 e-commerce platforms with different volumes,
however, only five of them differentiate themselves from the rest in terms of business model.
Amazon, Trendyol, HepsiBurada, GittiGidiyor and N11 do not concentrate on a specific service
or product, but with their market place business model, they answer the majority of customer
demands. Namely, they provide a market place for the brands and sellers to promote and sell
their goods. Other e-commerce platforms are known with their targeted sales, for instance
Turkey’s third and fifth biggest e-commerce websites, Nesine.com and Bilyoner, respectively,
are only used for bet and online games. The seventh, Yemeksepeti serves as online meal delivery
platform (Eticaretsitesi, 2021). Recently, it widens its service field with Banabi, which is online
market delivery system. Therefore, such e-commerce platforms whose service model is
different from Amazon, Trendyol, HepsiBurada, GittiGidiyor and N11, are excluded from this
study.

During this study, which focuses on the social media influencers’ collaborations of e-
commerce platforms, N11 has been eliminated because of the fact that it preferred not to work
with any influencers or celebrities during Black Friday period.

5.2. Findings of the Study

In 2021, Black Friday was promoted about three weeks in Turkey. Trendyol, which is
the leading e-commerce platform in Turkey (Trendyol, n.d.) started Black Friday Discounts on
8-11 November under the name of Siiper Indirim Giinleri (Super Sales Days) and continued till
26" November, the official Black Friday of 2021. The announcements started on 1% of
November with a social media sweepstake. The participants were eligible for winning Iphone
12 Pro.

The official social media account of Trendyol, which owns 4,6 million followers on
Instagram, shared 61 posts under the concept of Super Sales Days between the dates 1-26
November. During the time period, Trendyol collaborated with 32 social media influencers or
celebrities and shared 52 posts with them. The list of influencers and celebrities was prepared
in consideration of their follower numbers.
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Table 1. The Social Media Influencers and Celebrities Who Collaborated with
Trendyol for November Discounts

Social Media Number of Number of Tier (Global
Influencer/Celebrity Profession/Occupation Trendyol Posts | Follower Standardization)
Danla Bili¢ Influencer 2 5,8M Mega Influencer
Burcu Esmersoy Model 1 iM Mega Influencer
Cemal Can Canseven | Influencer 3 3,1M Mega Influencer
Enis Arikan Actor 8 2,7M Mega Influencer
Seyda Erdogan Influencer/Content Producer 1 1,9M Mega Influencer
Miray Daner Actress 1 1,4M Mega Influencer
Alper Rende Influencer 1 1,3M Mega Influencer
Somer Sivrioglu Chef 1 1,2M Mega Influencer
Mert Yazicioglu Actor 1 1,2M Mega Influencer
Elvin Levinler Influencer/Content Producer 1 1M Mega Influencer
Rachel Araz Influencer 1 842K Macro Influencer
Zeynep Ozbayrak

(zynpzeze) Influencer 1 748K Macro Influencer
Firat Albayram Actor/Influencer 1 649K Macro Influencer
Ezgi Kose

(peppycooky) Influencer 1 594K Macro Influencer
Polina C. Arseven

(polchursanova) Influencer 1 593K Macro Influencer
Melodi Elbirliler Influencer 1 586K Macro Influencer
Ala Tokel Influencer 1 550K Macro Influencer
Sibil Cetinkaya Influencer 2 459K Mid-tier Influencer
Asli Kizmaz Influencer/Entrepreneur 1 432K Mid-tier Influencer
Hakki Alkan Editor 1 268K Mid-tier Influencer
Ceren Morova

(cerennzi) Influencer/Content Producer 7 234K Mid-tier Influencer
Tuana Yiicel Influencer 2 233K Mid-tier Influencer
Rojda Sarikaya

(dekorationwithpr) Influencer/Content Producer 1 210K Mid-tier Influencer
Ilker Kizmaz Actor 1 176K Mid-tier Influencer
Selma Cigekdal Yoga 1 155K Mid-tier Influencer
Alp Kavasoglu Make-up Artist 1 113K Mid-tier Influencer
Esra Geziyor Influencer 1 96,2K Mid-tier Influencer
Zuhal Okcu Ozden

(zetfashion) Influencer 3 67,9K Mid-tier Influencer
Irem Cihanbeylerde

(chouettelle) Influencer 1 64,8K Mid-tier Influencer
Merve Oziibek Influencer 1 42,6K Micro Influencer
Paula (paula_mfp) Influencer 1 26,2K Micro Influencer
Miicahit Serhat Influencer 1 11,5K Micro Influencer

Besides, the brand placement was applied in most popular Turkish television series,
Yasak ElIma by Sevval Sam (2,4M followers), Sadakatsiz by Tarik Emir Tekin (196K followers)
and Camdaki Kiz by Burcu Biricik and Enis Arikan (3,2M and 2,7M followers respectively)
and the brand placement sequences were also taken place in Trendyol’s Instagram account.

Two commercials were also shot with celebrities and social media influencers and
promoted in the brand’s official social media account in addition to posts detailed above, as
well. The first one which was hosted by Burcu Biricik, Berfu and Esen Yenenler (1,2M and 1M
followers), Sevval Sam, Tarik Emir Tekin and Mete Gazoz (256K followers), was promoted 1-
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8 November discounts. The second one, in which the married couple Ceyda Diivenli and Biilent
Sakrak (2,9M and 952K followers, respectively) took place, advertised 23-26 November
discounts.

HepsiBurada, which has been active in Turkey since 1998 (“Tiirkiye'nin
HepsiBurada's1”, n.d.), adopted the hashtags #efsanekasim (#legendaryNovember) and
#efsanecuma (#legendaryFriday) to promote its discounts on its official Instagram account
which has two million followers. Cem Yilmaz, one of the most popular comedians in Turkey
with 5M followers, was the main ambassador of brand and HepsiBurada posted nine different
video contents with him. His first video content was broadcasted on 27" October 2021. On 31%
October, a Squid Game Reel shot by the actresses and scriptwriters Gupse Ozay and Giilse
Birsel (1,9M and 3,4M followers, respectively) was posted by HepsiBurada in terms of last call
for November discounts. The discounts in the website of HepsiBurada were available between
1-26 November like Trendyol.

Finally, the influencer couple Larissa Gacemer, who has 2,7M followers, and Burak
Gacemer, whose follower number is 976K, also endorsed the e-commerce platform with their
contents, as well.

The third e-commerce brand GittiGidiyor, which belongs to Ebay Inc. and is followed
by 865.000 followers on Instagram, owned the hashtag #kesfetmeyebak (#letsdiscover) and it
was endorsed by the famous Turkish actress Elgin Sangu, who is followed by 8,2M Instagram
users, with seven posts. The Instagram posts with El¢in Sangu were static, in other words, the
brand preferred to post her pictures rather than to produce video contents or Reels with her.

GittiGidiyor offered November discounts in three phases, 2-3 November, 10-11
November and 24-26 November. The last stage was boosted by six celebrities and influencers
in six different life style videos. The list of celebrities and influencers and the product categories
they publicized is given below. The celebrities and influencers were sorted according to their
number of followers.

Table 2. The List of Celebrities and Social Media Influencers Who Collaborated
with GittiGidiyor During Black Friday Period

Social Media Number of | The Publicized Product | Number of Post

Influencer/Celebrity Profession/Occupation Followers Category Likes
Bengii Singer 1,8M Baby Care 12.252
Onur Biiyiiktopcu Actor 1,7M Kitchen Equipment 45.770
Basak Giimiilcinelioglu | Actress 1,6M Hobby and House Plants 26.315
Alican Aytekin Actor/Influencer 738K Pet Foods 8.933
Nilay Cafer Actress 222K Hair Care Products 1.789
Ahmet Faik
(Yiyelimguzelleselim) | Influencer 199K Home Decoration 1.017

The last but not the least, Amazon which is an American multinational e-commerce
company and is known as one of the Big Five companies in the U.S.A. (Lotz, 2018), entered
Turkish market and started its operations on 19" September, 2018 (“Son Dakika...Amazon
Tiirkiye Resmen Agildi”, 2018). American origin e-commerce platform, with 98.000 Instagram
followers, also followed the trend of being endorsed by social media influencers in November.
The brand collaborated with actress Gonca Vuslateri and actor Giirgen Oz, each of whom the
number of followers is one million. The brand broadcasted three live feeds on each Friday in
November  under #giiliimsetencuma (#smileyfiday) and #amazongiiliimsetir
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(#amazonmakesyousmile) hashtags on Instagram at 21.00. Amazon posted four teasers to
promote the live feeds on Instagram and viewing numbers were given below.

Table 3. The Dates and Viewing Numbers of Instagram Posts of Amazon Which
Announced Its Live Feeds under the Hashtags of #giiliimsetencuma and

#amazongiiliitmsetir
Post Dates for Announcement Viewing
11 November 2021 Thursday 398.347
12 November 2021 Friday 11.096
18 November 2021 Thursday 153.503
24 November 2021 Wednesday 6.686

6. Conclusion

Social media platforms have been at the forefront of communication channels that have
played an active role in the digitalization process of the world in recent years. Such
digitalization process has been also reflected to business sectors and marketing activities, as
well.

Compared with traditional marketing channels, especially Instagram differentiates itself
from other social media platforms by requiring budget-oriented prices and thanks to high
exposure volumes. Today, the number of worldwide active social media users is 4.48 billion
and 31% of them uses Instagram, as well.

When considering the penetration of Instagram adverts in Turkey, which equals to 54%
of Turkey’s total population, it is highly expected that brands and retailers, which actively use
Instagram, collaborated with social media influencers and celebrities to promote their products,
services, discounts and special occasions. In this regard, as a case study, the digital marketing
activities of e-commerce platforms, Trendyol, HepsiBurada, Amazon and GittiGidiyor during
Black Friday period have been examined. The reason why the retailers have been selected as
the subjects of case study is that they differentiate themselves in terms of their business models.
Unlike the other e-commerce platforms which are mainly established for online sales of specific
brands, the four provide sellers with a market place to supply the demands of consumers. On
the other hand, N11, which also serves as an online market place has been excluded from this
study because of the fact that it was not endorsed or promoted by any celebrities or social media
influencers.

The results show that the announcements and promotions of Black Friday were not
limited with a single day, 26 November, but the companies promoted the discounts and sales
approximately for one month. During that time, they worked with mega, macro, mid-tear and
micro influencers together. The reason why they did not narrow down the scale of social media
influencers and celebrities might be the purpose of reaching both the mass and the concentrated
target audience as well.

When considering the capability of reaching concentrated masses, influencer marketing
is the rising trend amongst marketing discipline. Black Friday period has proved that the
celebrity or influencer endorsement of discounts, campaigns or promotions are highly preferred
by the brands themselves. In this case, the impact of influencers on the social media users have
not been measured, however their influence on marketers are not underrated. As it was indicated
before that marketers evaluated Instagram as one of the most effective marketing tool and
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influencer marketing has being secured in marketing discipline by increasing popularity
amongst social media users year by year.

7. Limitations and Implication for Further Research

There are limitations to this study that must be acknowledged. First of all, as a case
study, Black Friday period has been selected, but apart from that, other specific days such as
New Year and Valentine’s Day, must also be taken into account in this basis. Such platforms
prefer to work with influencers and celebrities to boost such days as well. However, this
limitation might be advised to researchers in terms of further research.

Secondly, only Instagram posts have been emphasised, but the 24-hour stories are
missed. Therefore, the study is lack with evaluation of Instagram stories which pointed out
Black Friday. Moreover, as noted before, only the official accounts of subjected e-commerce
platforms have been examined, however, Instagram posts of collaborated influencers and
celebrities have not been taken into consideration. Therefore, in following year new studies
about Black Friday may be completed by widening study fields.

Finally, the websites, which are mainly established in order for online sales, also work
with celebrities and influencers. The scope of this study is limited with four e-commerce
platforms and Black Friday, so it is possible to study on the digital marketing activities of
different brands, which own specific product or service categories, on Black Friday or other
special days.
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Persons with disability have the same rights and freedoms as everyone else, yet they
have serious difficulties in gaining meaningful employment. Governments are responsible for
ensuring social inclusion, accessibility, and equity for the disabled people in employment, but
should also encourage them to establish enterprises which will empower them and contribute
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a profit contribution for the sustainability of the business. An SE providing inclusive and
accessible products and services for disabled consumers can be run more successfully by a
disabled entrepreneur who can internalize the disabled needs. Therefore, how disabled
entrepreneurs are supported in their country will be a critical factor in their success. The
research objective of this study is to reveal the supports provided in Turkey for disabled
entrepreneurs in an inclusive entrepreneurial ecosystem. The findings show that support for
entrepreneurship was available in financing, investment, education, R&D and consultancy
provided by the state and NGOs. However, accessible support for disabled people was limited
to ISKUR and KOSGEB. Disabled entrepreneurs whose SE targeted disabled consumers were
examined as good practice and it was concluded that such ventures should be encouraged,
whilst NGOs, social entrepreneurship platforms and the state should strengthen the awareness
and improve the accessibility of the opportunities and support available for disabled
entrepreneurs.

Keywords: Disabled Entrepreneurship, Social Enterprise, Social Inclusion, Supports

JEL Codes: M130, M140, M190

! This study was presented at ICBM 2021 International Congress on Business and Marketing, 16-17
December 2021 and the extended abstract was published in the proceedings book.

’Lecturer Dr., Izmir Bakirgay University, International Relations and Exchange Programs Office,
[zmir/Turkey, ozlem.qul@bakircay.edu.tr , ORCID ID: https://orcid.org/0000-0003-1323-4212.
(Corresponding Author)

3 Assist. Prof. Dr.,. Manisa Celal Bayar University, Faculty of Business, Department of Business
Administration, Manisa/Tiirkiye, ayben.celik@cbu.edu.tr,

ORCID ID: https://orcid.org/0000-0002-5114-2135.

JATSS Volume 4 Special Issue 50



mailto:ozlem.gul@bakircay.edu.tr
mailto:ayben.celik@cbu.edu.tr

Journal of Applied and
Theoretical Social Sciences

ICCSOR ISSN:2687-5861

JATSS, 2022; 4(Special Issue 50-63 Ik Basvuru:03.02.2022
Diizeltilmis Makalenin Alinis1:07.04.2022
Yayin I¢cin Kabul Tarihi:26.04.2022
Online Yaymn Tarihi:16.05.2022
Arastirma Makalesi

Kapsayicr Bir Girisimcilik Ekosistemi icin Sosyal Girisimler ve Engelli

Girisimcilere Yonelik Destekler: Tiirkiye Ornegi

Ozlem Giil '& Asiye Ayben Celik

Oz

Engelliler herkesle ayn1 hak ve ozgiirliiklere sahiptir, ancak tatminkar bir is bulma
konusunda ciddi zorluklar yasamaktadirlar. Hiikiimetler, engellilerin istihdami ile ilgili
toplumsal kapsayiciligi, erisilebilirligi ve firsat esitligini saglamaktan sorumludur, ancak ayni
zamanda engellileri giiclendirecek ve tam ekonomik katilimlarina katkida bulunacak girisimler
kurmaya da tesvik etmelidirler. Diinya niifusunun yaklasik %15'ini olusturan engelli bireyler
doyurulmamis bir pazar olmasina ragmen, isletmeler genellikle saglikli tiiketicileri hedeflerler.
Sosyal Girisimler (SE), sosyal etki ve toplumsal kapyaciliZa dncelik verir, ancak yine de isin
stirdiiriilebilirligi i¢in kar katkis1 da gereklidir. Engelli tiiketiciler i¢in kapsayici ve erisilebilir
iirin ve hizmetler sunan bir sosyal girisim, engelli ihtiyaglarini igsellestirebilen bir engelli
girisimci tarafindan daha basarili bir sekilde yiiriitiilebilir. Bu nedenle engelli girisimcilerin
iilkelerinde nasil desteklendigi, basarilarinda kritik bir faktor olacaktir. Bu ¢aligmanin amaci,
kapsayici bir girisimcilik ekosistemi i¢in Tiirkiye'de engelli girisimcilere saglanan destekleri
aciklamaktir. Bulgular, gerek devlet eliyle gerekse sivil toplum kuruluslarinca finansman,
yatirim, egitim, ar-ge, damismanlik gibi alanlarda girisimciligi destekleyici ¢oziimler
iiretildigini, ancak dogrudan engellilere yonelik dzel desteklerin sayisiin ISKUR ve KOSGEB
ile sinirli diizeyde kaldigimi gostermektedir. Engellilerce, engelli tiiketicilerin yasamim
kolaylastirmaya yonelik kurulan sosyal girisim 1yi uygulama 6rnekleri de incelenmis ve bu tiir
girisimlerin sayica artmasi i¢in STK, sosyal girisim platformlar1 ve devlet is birliginin, engelli
girisimcilerin destekler hususunda farkindaliginin artmasi gerekliligine vurgu yapilmistir.
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1. Introduction

Entrepreneurship in our country as well as in the world, due to its creating employment
opportunities and contribution to the export and economy, is accepted as a valuable resource
for developing economics. Yet today actualizing and enhancing the entrepreneurship brings
with it several difficulties. Subjects such as finance, marketing and management are the issues
an entrepreneur encounters in the first place. Entrepreneurs seriously need support of
government institutions and NGOs both inside and outside of our country. That explains the
existence of several organizations supporting entrepreneurs in the fields of finance, training,
investment, consultancy, employment, marketing, export, information and research-
development.

Entrepreneurship has also a vital role in the inclusion of disabled people to the society.
National Disability Data System (2020) stated that 2.5 million people with disabilities live in
our country (Ministry of Family and Social Services, 2021). According to the UN Convention
on the Rights of Persons with Disabilities, to which Turkey is a party, persons with disabilities
have the same rights and freedoms as everyone else, but the governments are responsible for
fully and equally benefiting from these rights and freedoms, and it is extremely important to
ensure social inclusion, equality of opportunity and accessibility. In this context, according to
the data of the Turkey Statistics Institution (2021), the limited labor force participation rate of
the disabled population in our country (35.4% for men, 12.5% for women, 22.1% in total) is an
indicator of the external dependence of these individuals in sustaining their lives (from Ministry
of Family and Social Services, 2021). 15% of the disabled people who are currently employed
have found a position in the public sector and 85% in the private sector (ISKUR, 2020). Thus,
turning a business idea making the life of a disabled person easier into real with a social
enterprise by an entrepreneur with disabilities will help both the economic advance and
individual independency.

In this study, the concept of “social entrepreneurship” which is a new concept on the
global scale, will be discussed. The perspective on social enterprises, is that the importance of
making a profit is an undeniable fact in terms of the sustainability of the enterprise; it mainly
tends to the subject of the enterprise and focuses on whether the goods or services to be offered
by the enterprise contribute to the solution of a social problem. In this context, ventures that
focus on producing products/services to increase the participation of disabled people in social
life, especially by disabled entrepreneurs, are the subject of the study. Thus, the research
questions aimed to be addressed with this study are;

(1) What are the supports provided in Turkey for disabled entrepreneurs in an inclusive
entrepreneurial ecosystem?

(2) Are there any good practices in terms of social enterprises founded by disabled
entrepreneurs that will inspire other disabled individuals?

In order to reveal the answers to those questions, the support mechanisms provided by
the governmental bodies and NGOs for the entrepreneurs were examined by the authors based
on the secondary sources. Then, it’s found that the special supports for entreprenurs with
disabilities were only provided by governmental bodies - KOSGEB (Small and Medium
Industry Development Organization) and Employment Agency (ISKUR). So, the supports
reinforcing the disabled entrepreneurs were presented in the study. Besides, three successful
enrepreneurs, two of them with visual impairment, and one of them with hearing impairment
were presented as good practice examples at the end of the study.
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2. Social Entrepreneurship Concept

The increase in sociological problems, which have reached global dimensions and
diversified by deeply affecting modern societies, brings with it the search for permanent,
innovative and radical solutions to these problems in science, technology and academia. Such
quest leads the concept of social entrepreneurship concept come to the fore in terms of bringing
the final solutions to the social problems in the desired qualifications in recent years (Bicer and
Baser, 2019:235).

Conceptually, social entrepreneurship took place in H. Bowen's book "Social
Responsibilities of the Businessmen™, which was first published in 1953 (Carroll, 1999). Since
then, definitions of social entrepreneurship have varied. Such that some authors tried to define
social entrepreneurship only through non-profit organizations, while others tried to explain it
through both public, private and non-governmental organizations. In one of these definitions, a
social enterprise is described in such words: “A social enterprise is an operator in the social
economy whose main objective is to have a social impact rather than make a profit for their
owners or shareholders. It operates by providing goods and services for the market in an
entrepreneurial and innovative fashion and uses its profits primarily to achieve social
objectives. It is managed in an open and responsible manner and, in particular, involve
employees, consumers and stakeholders affected by its commercial activities” (European
Commission, 2015:9). For example, in Fowler's definition in 2000, social entrepreneurship is
expressed as "the creation of viable socio-economic structures, relationships, institutions,
organizations, and practices that enable the acquisition and maintenance of social benefits"
(Besler, 2010:7). Giiler (2011:84) asserts that when the definitions about the concept are
examined, it is noticed that the most frequently repeated characteristics about social
entrepreneurship are: “Recognizing social problems, drawing attention to social needs, having
a mission to create social value, creating an organization having a double or triple trivet with
an economic, social and/or environmental focus, solving problems, adopting innovative
approaches for the solution of problems, not accepting limitations on available resources”.
According to Bigerli (2010:59), the most used example for the social entrepreneurship approach
is that giving fish is a philanthropy, teaching how to fish is empowering, and creating a radical
industrial change in the fishing industry is a social entrepreneurship approach. In this respect,
it can be said that the concept covers topics such as social entrepreneurship, protection, social
inclusion, development of employment policies, education, health, information and
communication, mobility, security, justice and culture (Namal, Koganci and Aksoy, 2018: 98).

According to the definitions, it can be said that the social entrepreneurship incorporates
in three dimensions:
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Figure 1. Three Dimensions of a Social Enterprise

Source: European Commission, 2015:vi

With those dimensions, social enterprises can be defined as ventures (1) engaging in
manufacturing or trading operations that aims to offer a solution to a social problem, (2)
prioritirizing social benefit rather than profit, (3) has a democratic management style (European
Commission, 2015:v).

In the Policy Document prepared and published by the British Council and Third Sector
Foundation (TUSEV) (2012), the most used words to describe the Social Initiatives
summarized in Table 1 below.

Table 1.The Most Used Words to Describe the Social Initiatives

Social benefit Transparent  and | Social purpose Ethical Non-profit company
accountable organizations
business
Economic Innovative Entrepreneurial Governance Sustainability
activity methods approach

Source: British Council and Third Sector Foundation (TUSEV) of Turkey, 2012: 5.
Thus, a definition of a social enterprise can be developed as:

“SEs are not non-profit ventures but are initiatives born to create value for the solution
of a social problem through their products. In other words, SEs’ mission mainly focus on
creating social value and benefit for the target consumers by gaining profit. Since the continuity
and sustainability of the venture depends on a successful business model designed with an
entrepreneurial view. Besides, the entity of the SEs can be in several forms -cooperative or
companies in the form of sole proprietorship or corporations.”

According to the Social Enterprises and Their Ecosystems in Europe Country Report
France, Turkey ranks 35 the countries included in the three social enterprise mappings by the
European Commission (Petrella and Battesti, 2020). In another report titled Status of Social
Enterprises in Turkey by the British Council (2019), education comes first among the fields in
which social enterprises operate in Turkey. The education is followed by areas such as
manufacturing, creative industries, agriculture, farming, horticulture, retail sales, environment,
recycling-awareness, and job creation, respectively. In this picture, it is observed that there is a
great need to increase the level of knowledge, awareness and consciousness of individuals on
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different subjects, especially in the field of education in our country, and at this point, social
enterprises come to the forward with the philosophy of sharing the solution, not the problem.

Seventeen objectives set out in line with the Sustainable Development Goals 2030,
which are on the agenda not only of our country but also of the world, such as sustainability,
environment, equality of opportunity and gender equality, inspire and create a starting point as
the subject of social enterprises. In this context, social entrepreneurship platforms also provide
a platform of opportunities, where young people get training, mature their ideas in the presence
of mentors, and are rewarded by competing with each other, especially on the way to
establishing social enterprises where they can realize their business ideas.

On this basis, entrepreneurs can not only have access to a certain financial support, but
also experience business establishment/development processes under the guidance of volunteer
mentors and experience the advantages of being a part of this social network by being included
in this wide network. Social enterprise platforms focusing on general or specific areas such as
Imece, ImpactHUB, EWAFood operate in our country.

3. Support Mechanisms for The Disabled Entrepreneurs in Turkey

Entrepreneurs need support of many people and organizations on different issues,
notably government and non-governmental organizations to establish a business and to survive.
These organizations mainly support entrepreneurs in many different fields such as financing,
education, investment, consulting, employment, marketing, export, information, research and
development. Meanwhile, organizations that provide support to entrepreneurs are different
configurations such as private companies, non-governmental organizations, various public
institutions and organizations and local administrations. Uluhan (2019) summarizes the main
support types given to entrepreneurs in Turkey in his study that can be seen the figure below.

Figure 2. Support Types in Turkey

Finance Support [_Training Suppart Investment support
Consultancy Support Marketing Support Export Support
Information Support R&D Support Micro Credit and Special

Source: Uluhan, R. 2019:65-67

In Turkey, there are several bodies enriching the entrepreneurship ecosystem with
supports available in different fields shown above but the supports accesible especially for
the disabled individuals are limited to KOSGEB and ISKUR. For that reason, in this study
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we will just focus on some of the support types provided by two organizations - KOSGEB
(Small and Medium Industry Development Organization) and Employment Agency
(ISKUR), which enable the disabled entrepreneurs to access special supports to establish
and develop their businesses.

3.1. ISKUR

ISKUR is responsible for monitoring the developments of the labor market, taking
measures and equalizing the labor market supply and demand. For those purposes ISKUR does
job finding, job placement, common vocational training, on- job training as well as applying
active labor market policies (ISKUR, n.d). In private sector the businesses employing 50 or
more personnel have to employ disabled persons - min. %3 of total personnel, this percentage
IS %4 for public organizations. Businesses not complying with this legislation are subject to the
fines. ISKUR, uses the fines collected from employers who do not employ disabled people as
a source for funding projects targeting ex-convicts and disabled people. Projects for the disabled
people to start up their own businesses are supported. In this context, ISKUR calls for grants
twice a year. Individuals who have KOSGEB entrepreneurship certificate can apply for this
grant by preparing business plans. In addition to the employment volume created by the state-
sponsored legal practices that make the employment of the disabled obligatory in the
participation of the disabled in the labor market in Turkey; ISKUR provides vocational training
and rehabilitation courses as well (ISKUR, 2021).

In the definition of beneficiaries within the scope of the program; “individuals who are
in a working condition and who can certify that they have lost at least 40% of their ability to
work due to various reasons, with a health report”, are considered as “disabled individuals”
(ISKUR, 2020). iISKUR announces the details of supports provided as the followings.

Table 2. Main Financial Supports Provided by ISKUR for Disabled

Entrepreneurs
Support Type The Subject of the Support Support Amount
Support for the cost incurred in obtaining Max. 5,000 TL

Documentary Cost in
Establishment
Procedures

the documents required in the
bureaucratic steps followed in the
establishment procedures is up to

Support for
Overheads

rent, water, electricity,
heating, communication and promotion
expenses, which can be evaluated
within ~ the scope of General
Management Expenses realized within
a period of one year after the
establishment starts operating

Max. of 15,000 TL per year

Supports for
Capital Goods and Office
Equipment

The costs incurred in the
purchase of machinery, equipment,
hardware, software, office supplies
necessary for business activities,
provided that it is proved with a
document within one year from the
establishment of the enterprise
(including tax).

Max. of 45.000 TL,

Source: Ministry of Industry and Technology, 2021
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With a financial support of 65.000 TL in total, disabled people are enabled to take their
place in the labor market as entrepreneurs by realizing their own business ideas. Statistics show
that in the period of 2014-2019, the number of projects that have been applied by disabled
entrepreneurs by developing projects and received support after being evaluated positively is
1550 (ISKUR, 2020). As can be seen in the table below, although the number of applications
and acceptances has fluctuated, it is possible to say that disabled individuals remain motivated
to turn their business ideas into projects in order to benefit from this support.

Table 3. Number of Disabled Self-Establishment Applications by Years

Project Period Number of the funded projects Rejected Projects Total funds
2014 133 49 182
2015 286 155 441
2016 173 74 247
2017 187 83 270
2018 547 273 820
2019 473 310 783
Total 1.550 713 2.743
Source: ISKUR, 2020, p.59
3.2. KOSGEB

KOSGEB established under TR Ministry of Industry and Technology in 1990 with the
Law on Establishment of Small and Medium Enterprises Development Organization (Law Nr:
3624- 12.4.1990) in order to support the establishment and sustainability of small and medium
enterprises (SMEs) that makes great contributions to the economy in terms of employment and
production. KOSGEB also help SMEs through several support programs such as
internationalization, research and development, institutionalization to increase their
competitiveness and empower them (KOSGEB, n.d).

KOSGEB’s responsibilities on entrepreneurship were issued on Article 227 of “the
Presidential Decree on the Organization of the Related and Affiliated Institutions to the
Ministries and the coordination of the Other Institutions and Organizations” and in the item h,
it is stated that one of the responsibilities of KOSGEB is; “to take the necessary measures for
the development and dissemination of the entrepreneurial culture and environment, and to
support the initiatives and entrepreneurs in this context” (Official Gazette, 2018:69).

As seen above, the concept of social entrepreneurship is not directly issued in Turkish
legislation, but the social dimension of entrepreneurship has been referred to in regulations and
practices. Also, in the article about the purpose and establishment of KOSGEB, the purpose of
the regulations is stated as; “to meet the economic and social needs of the country, it is aimed
to increase the share and efficiency of small and medium-sized enterprises, to increase their
competitiveness and level, to integrate in the industry in accordance with economic
developments, to increase their share in exports, to support research and development,
innovation and cooperation activities and to develop entrepreneurship culture. It also aims to
regulate the principles regarding the support programs to be implemented by the Small and
Medium Enterprises Development Organization (KOSGEB, 2021)”.
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KOSGEB can be defined as the public institution that provides the most comprehensive
support to entrepreneurs in Turkey with its trainings provided, incubation (incubation) services,
credit facilities and grant supports.

Enterprises registered in the KOSGEB database can apply for the support given under
the 7 main programmes and take the advantages offered in those programmes, such as
Entrepreneurship Support Programme, General Support Programme, SME Project Support
Programme, Thematic Project Support Programme, Collaboration Support Programme, R&D,
Innovation and Industrial Application Support Programme, Emerging Enterprises Market SME
Support Programme (www.kosgeb.gov.tr).

The elements of the support program provided by KOSGEB for the new entrepreneurs
are summarized in the table below. Meanwhile, the entrepreneur candidates with disabilities
can also benefit from this programme.

Table 4: The Elements of the New Entrepreneur Support Program

Support element Upper limit (TL) | Support Amount | Support Amount
(%) 1st and 2nd | (%0) 1
districts
3rd, 4th, 5th and
6th districts
Business 2,000
establishment
support
Establishment 18,000 60 70
period  machinery, | Nq re-imbursement
equipment,  office
ha;tdware and 80% is applied to | 90 % is applied to
software support women women
Operating_expenses 30.000 entrepreneurs, entrepreneurs,
support ’ veterans, disabled | veterans, disabled
entrepreneurs, and | entrepreneurs, and
Total non-refundable support 50,000 the relatives of the the relatives of the
first-degree first-degree
Fixed  investment Reimbursed 100,000 martyrs. martyrs.
support
Source: KOSGEB  (2018).  Entrepreneurship ~ Support  Programme,

https://www.kosgeb.gov.tr/site/tr/genel/destekdetay/1231/qirisimcilik-destek-programi,

(Accessed: 26.10.2021).

Entrepreneurship Support Program, in which social entrepreneurs can be among the
beneficiaries, provides support to the entrepreneur candidates who want to start up a company
or the entrepreneurs who have started new businesses within the scope of 4 sub-headings given

in the table below:
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Table 5. Entrepreneurship Support Program Components

Applied Entrepreneurship Training . 60 hours of entrepreneurship training

. These trainings can also be given through ISKUR,
Development Agencies, Chambers of Commerce and Industry within
the scope of the protocols signed with KOSGEB.

New Entrepreneur Support o Non-refundable financial support.
. Entrepreneurs who have completed the training
program and ISGEM entrepreneurs can benefit.
Business  Development  Center . Business  development coaching support for
(ISGEM) Support entrepreneurs, access to networks and financial resources; and

workplace with convenient facilities, shared office equipments and and
services are provided.

° It is established through the cooperation with the the
KOSGEB's municipalities, universities, private administrations,
development associations, professional organizations or with non-profit
cooperatives.

Business Plan Award . The competition is organized among the students who
take entrepreneurship courses in formal education at the universities that
KOSGEB cooperates with.

) Among the students whose business plans are in the
first three places, the most successful business plan owner is awarded
15,000 TL, the second is 10,000 TL, and the third is 5,000 TL, provided
that they have established their business.

Source: British Council and Third Sector Foundation (TUSEV) of Turkey, 2012:8.

KOSGEB?’s support amount changes according to the locations and economic situations
of the districts. For instance, in the 1%tand 2" districts, 80% is applied to women entrepreneurs,
veteran, disabled entrepreneurs and the entrepreneurs who are relatives of the first-degree
martyrs. Also, 3, 41" 5% and 6" districts, 90% is applied to to women entrepreneurs, veteran,
disabled entrepreneurs and the entrepreneurs who are relatives of the first-degree martyrs
(KOSGEB, 2018).

As it is seen, KOSGEB does not have a regulated support program for social enterprises.
Despite this, social enterprises that can be considered as SMEs and cooperatives that provide
social benefits can benefit from KOSGEB supports. Entrepreneur candidates with disabilities
can also benefit from the new entrepreneur support program.

4. Good Practice Examples of Social Ventures Established by The Disabled

These ventures, which prioritize social impact, accessibility, and social inclusion, are
included as good practice examples in the study. They were selected based on their proved
success that BlindLook was awarded by Kagider (The Woman Entreprenuers Association of
Turkey) as the women entrepreneur of the year and social impact/entrepreneurship awards by
several organizations (www.blindlook.com). Netgor was achieved to be the social entrepreneur
of the year at the Metro Social Entrepreneur Awards in 2021 (Bildirici, 2021), and Teksem was
selected by Sabanci Vakfi as “all changemakers” in terms of social justice
(www.sabancivakfi.org).

Information about these exemplary ventures, based on secondary sources, about the
founder's individual story, which social problem they have produced solutions for, what goods
or services they offer, the format of the business they have established, where they operate, and
what their future projections are, can be summarized as follows.
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4.1. Blindlook: Sadriye Gorece

Blindlook is a social enterprise founded by Sadriye Gorece. She graduated from
Bogazic¢i University in 2019 and actively involved in many different projects during her life
especially for visually impaired individuals. A mobile application developed by Gorece and by
using this application, the visually impaired people can easily reach the restaurant via a digital
audio menu with the blind navigation feature. So, the main goal of the Project is to develop
freedom technologies to create independence for 285 million visually impaired people in social
life and in the digital world. She states that her dream is creating an equal and barrier-free world
with the power of technology (Blindlook, 2021).

4.2. NETGOR: Ayhan Oztiirk

Entrepreneurial 48-year-old Ayhan Oztiirk lost his sight in 2000 due to retinitis
pigmentosa also known as "chicken black™ or "night blindness". After his illness, which was a
turning point in his life, aiming to overcome obstacles by getting education and to have a career
in the society, Oztiirk believed that education would benefit him and in 2002 he received
training on independent movement, personal administration, switchboard and computer
operators in Emirgan Resitpasa Six Point Rehabilitation Center for the Blind. Oztiirk, who
established the NETGOR company in 2010 to produce walking sticks in order to enable the
disabled to be more involved in the society and to move independently, aims to bring the
disabled to meet with a new technology. Ayhan Oztiirk, who was selected as the “Social
Entrepreneur of the Year” at the Metro Social Entrepreneur Awards with his project, aims to
open the doors of his business to the disabled, in order to open up business areas for them. The
walking stick provides the opportunity to watch the navigation on the yellow-lined roads in
many different areas such as hospitals and airports, without tripping up, with minimum error
(Bildirici, 2021).

4.3. TEKSEM: Gamze Elibol Yavuz

Gamze Elibol lost the ability to walk when she was 1.5 years old due to a penicillin
injection, which was done without knowing that she was allergic. Then, she was confined to a
wheelchair. Elibol, who took the interview exams of Mimar Sinan University Fine Arts Faculty
Theater Department in 1999 but was not accepted due to her disability, did not give up. After
graduating from high school, Gamze Elibol won the theater department of Mimar Sinan
University, but there she faced an obstacle which she described it as; "However, one of my
biggest wishes in my life was to study theater, but because of the article 'disabled people cannot
study theater,' they sent me without even being interviewed.". She established the Turkish
Center for Culture, Art and Education for the Accessible to People (TEKSEM) in 2002 by
getting together with people who are disabled like herself. For the first time in Turkey, this
center enables people with disabilities to freely exist in art and achieve their dreams. TEKSEM
provides employment especially to help Disabled Women gain their economic freedom instead
of staying in the background and to put forward their own projects (Teksem, 2021).

According to TEKSEM Website (2021) Theater and Handicrafts organizations are held
within TEKSEM with the principle of volunteering, and all incomes obtained from these
organizations are covered by TEKSEM for education, health, clothing, and treatment expenses
of 121 disabled female students. Meanwhile, Gamze Elibol, the founder, and Artistic Director
of TEKSEM, staged the musical theater plays she wrote and directed for the first time in Turkey,
at the State Theaters, and took the stage to cover the educational scholarship and health
expenses of 121 disabled female students with the income she earned from these shows.
TEKSEM has placed 852 disabled people in work throughout the country, especially in order
to increase the rate of disabled businesswomen in Turkey, to provide employment and to
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achieve economic freedom, and has provided 35 volunteer mothers with disabled children the
opportunity to work at home and contributed economically.

5. Conclusion

Social inclusion and employment of the disabled people are important issues that are
also considered as the development priority areas. Social entrepreneurship as a strong and
growing power that enable the disadvantaged groups such as disabled people to reach the
services that they need, to gain economic power and be less dependent on others and also
expand the dimension of human rights in society can be defined as a relatively new concept but
has got a fast-growing importance. The number of social entrepreneurs and social
entrepreneurship activities is also increasing in parallel. At international level, there are many
organizations promoting and supporting the development of social enterprises however
KOSGEB and iSKUR are the most widely known support mechanisms supplying financial
supports to the new entrepreneur candidates. The support mechanisms are mostly geared to
address the general target groups rather than specific groups such as the people with disabilities.
Also, considering the legal legislation framework, policies regarding social enterprises in
Turkey are fragmented and there isn’t a specific law referring to social entrepreneurship.
However, it can be said that the growing support of European Union's increasing focus on social
entrepreneurship and social can be defined as a driving force for social entrepreneurship
activities.
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Having become more attention grabbing lately, green marketing (GM) is a concept that
affects consumers with respect to their purchasing decisions. The priority for consumers
gradually concern environment-friendliness of products/services. Thus, market segmentations
started to expand to include environmental concerns. A number of studies regarding GM can
be found in the literature, as well as green purchase intention (GPI) and green purchasing
behavior. The majority of the existing studies concern target market segmentation with respect
to demographic variables within the same country and specifically concerning the evaluation
of environmental purchasing behavior. However, there are limited studies in the literature,
investigating green consumerism from an international point of view. This study analyses the
relationship of international consumers’ green self-identification levels. In this study,
international participants are at the postgraduate level. It is aimed to evaluate how the green
self-identification of consumers with the same education level is related to their green product
awareness (GPA) and GPI and price sensitivities (PS). A total of 119 respondents filled the
questionnaire. Data was analyzed later with SPSS 23. Findings showed that respondents, who
define themselves to be environment-friendly, tended to be more aware of green products, in
addition to the tendency that GPA has a significant impact on GPI and GPA and that GPA has
a significant impact on GPI. Furthermore, the study concluded that the tendency that country
significantly affects environment-friendliness. This study is hoped to be useful for researchers
and practitioners in the field, who wish to focus on international green consumerism.
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Arastirma Makalesi

Yesil Pazarlamanin Yesil Tiiketim Uzerindeki Etkileri Uzerine Bir Arastirma

Ahmet Tuz! & Begiim Sertyesihigsik?

Oz

Yesil pazarlama, son zamanlarda giderek daha fazla dikkat ¢ceken ve tiiketicileri satin
alma kararlar1 agisindan etkileyen bir kavramdir. Tiiketiciler giin gectikge iiriin ve hizmetlerin
cevre dostu olmasina Oncelik vermeye baglamiglardir. Boylece, pazar boliimlendirmeleri
cevresel kaygilart da icerecek sekilde genislemeye baslamistir. Literatiirde yesil satin alma
niyeti (YSN) ve yesil satin alma davraniginin yani sira yesil pazarlama ile ilgili bir dizi ¢alisma
bulunmaktadir. Mevcut arastirma ¢aligmalarinin ¢ogu, ayni {lilke i¢indeki demografik
degiskenler ve 6zellikle ¢evresel satin alma davranisinin degerlendirilmesi ile ilgili olarak hedef
pazar boliimlendirmesiyle ilgilidir. Ote yandan, literatiirde yesil tiiketici kavramini uluslararasi
bir bakis acisiyla inceleyen sinirli sayida ¢aligma bulunmaktadir. Bu amagla, bu g¢aligma
uluslararas: tiiketicilerin yesil 6z kimlik diizeylerinin (CD) iliskisini analiz etmektedir. Bu
calismada, uluslararas1 katilimcilar lisansiistii diizeydedir. Ayni egitim diizeyine sahip
tiiketicilerin kendilerini yesil olarak tanimlamalarmin, yesil iiriin farkindaligs (YUF), yesil {iriin
satin alma niyetleri(YSN) ve fiyat duyarlilbiklart (FD) ile nasil iliskili oldugunun
degerlendirilmesi amaglanmaktadir. Anket yonetimiyle 119 kisiden veri toplanmistir. Toplanan
veriler SPSS 23 yardimiyla Korelasyon Analizi, Lojistik Regresyon Analizi Ki Kare Testi,
Normallik Testi, Bagimsiz t-testi, ANOVA ve frekans, ortalama ve ¢apraz tablolama ile analiz
edilmistir. Bulgular, kendilerini gevre dostu olarak tamimlayan katilimcilarin, YUF'i ve
YSN’nin birbiri lizerinde énemli bir etkisi oldugu egilimine ek olarak, yesil {lirlinlerden daha
fazla haberdar olma egiliminde olduklarini gostermistir. Ayrica, ¢alisma, iilkenin ¢evre dostu
olma egilimini 6nemli dlcilide etkiledigi sonucuna varmistir. Bu ¢alismanin, uluslararasi yesil
tilketicilige odaklanmak isteyen bu alandaki aragtirmacilar ve uygulayicilar i¢in faydali olmasi
umulmaktadir.
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1. Introduction?

Environmental degradation and pollution fostered green marketing (Tuz & Sertyesilisik,
2021a). American Marketing Association (AMA) introduced green marketing to the marketing
era (Simdo & Lisboa,2017; Zhu & Sarkis, 2016; Yadav & Pathak, 2013), where green
marketing has become the encouraging point of marketing and management fields by
emphasizing human beings and environment relationship as a new concern (Leonidou &
Leonidou, 2011). Green marketing received attention in the late 1980s and 1990s (Simado &
Lisboa,2017; Dangelico & Vocalelli, 2017; Yadav & Pathak, 2013) as a significant subject of
studies and research in the marketing field. Polonsky (1994) defined the green marketing as a
subset of marketing activities, which evaluate and examine the environmental issues (Zhu &
Sarkis, 2016). Green marketing strategies seek to minimize environmental footprint through
whole life cycle of production processes and/or services (Tuz & Sertyesilisik, 2020; Tseng &
Hung, 2013) and to focus on green product/service demand creation effectively (Hasan & Ali,
2015; Solaiman, Osman, & Halim, 2015; Shamsuddoha, 2005).

Green product/service, which can be defined as environment-friendly/consciousness
products/services having sustainable supply chain management and green manufacturing
process (Maniatis, 2016) and being designed to minimize the natural resource depletion and
environmental degradation in production, consumption, and post-consumption phases
(Dangelico & Vocalelli, 2017; Solaiman et al, 2015; Tseng & Hung, 2013). When consumers
take decision on whether or not to purchase a green product/service, green marketing provides
consumers information about green product/service (Maniatis, 2016; Haws, Winterich, &
Naylor, 2014; Peattie & Charter, 2003). Green consumers that reflect their environmental
concern to their purchasing decision has become the main concern of green marketing activities
(Suki, Suki & Azman,2016; Kumar & Ghodeswar, 2015). Green marketing awareness and
reflection of environmental knowledge to purchase intention, green consumers are centralized
in green marketing strategies through their environmental concern, which refers to green self-
identification (Zhu & Sarkis, 2016). Interrelation of green self-identification, environmental
knowledge and green marketing awareness affect green consumers’ environmentally
purchasing behavior (Haws et al, 2014). Consequently, green marketing is a strategic marketing
tool supporting companies to understand the consumers’ needs and expectations and to respond
them by supplying product/service with higher environmental performance. Moreover, green
marketing gives way to new marketing opportunities, differentiation, and new consumer
segmentation to companies (Peattie & Charter, 2003).

Targeting green consumers, identification of consumers through their characteristics
and their green purchase intention (GPI) are the green marketing main segmentation approaches
(Dangelico & Vocalelli, 2017). There have been many attempts to segment the market keeping
in mind targeting green consumers. There are many studies focusing on variables (e.g.,
segmentation criteria including environmental and behavioral variables, while demographic
variables; psychographic variables including personality and motivation criteria) to segment the
target market (e.g., Poongodi & Gowri, 2017; Maniatis,2016; Haws et al, 2014; Tseng & Hung,
2013). Moreover, apart from the mentioned variables, some studies segment the target market
through green consumers’ willingness, intention, perception, involvement, and conservation
characteristics (e.g., Burke, Eckert, & Davis, 2014; Modi & Patel, 2013; Chitra, 2007; D’Souza,
Taghian, & Lamb, 2006; Ginsberg & Bloom, 2004).

Most recent researches (e.g., Poongodi & Gowri, 2017; Haws et al, 2014), which differ

1 Ethics committee obligation has been introduced in every survey study conducted since 2020. However,
since this study was conducted before 2020, ethics committee approval was not obtained.
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in focused variables, focus on segmenting green consumers in the same country to evaluate
environmental behavior and purchasing decision. There is a lack of studies focusing on
understanding international aspect of green consumerism, the country-based comparison and
analysis of green marketing effects on green consumerism. In addition, there is a gap in the
green marketing literature on evaluation of the perception and green purchasing intentions of
consumers having the same education level (e.g. postgraduate level) and living in different
countries. This study aims to examine the relation of green self-identification (Environment-
friendliness (EF)) of the international consumers at the same educational level with their green
product awareness (GPA), and their GPI and price sensitiveness (PS). The paper’s structure is
as follows: First, the green consumerism is examined after the introduction part. Second, the
research method is described. Finally, the results of analyses are analyzed, limitation and future
research opportunities are discussed

2. Green Consumerism

Green consumerism broadly includes awareness of depletion of natural resources
(Yadav & Pathak, 2013) and the social impact of green consumer behaviors underlying eco-
friendly consumption (Zhu & Sarkis, 2016). Green consumerism can be thought of as a green
self- identification of consumers as environmentally friendly (Zhu & Sarkis, 2016). The green
consumer, who is the main driver for the green marketing process (Shamsuddoha, 2005), is
defined to avoid purchasing any product that may endanger all kinds of living things (Tekade
& Sastikar, 2015). Since the number of environmentally sensitive consumers increase
significantly, the desire to buy green products conceptually fosters the intention to purchase
green products (Hasan & Ali, 2015). The green features of the relevant product and
environmental awareness are the main factors affecting the green product choice of consumers
(Suki et al, 2016). Consumers having a positive attitude towards environmental concern become
more willing to add environmental information to their purchasing decisions, which enable
green market expansion, green product production and green marketing (Tuz & Sertyesilisik,
2021b).

Green consumers are the focus of environmental marketing strategies that focus on
reducing their impact on the environment by changing their purchasing behavior and putting
pressure on companies (Kumar & Ghodeswar, 2015). Centralizing green consumers in green
marketing activities enables companies to understand external pressures and respond to external
pressures by increasing their environmental performance (Solaiman et al, 2015). Thus, through
green marketing, companies can achieve a unique competitive advantage by improving their
corporate image, reputation, and product image (Suki et al, 2016).

Green consumers tend to buy green products, whether for ecological performance, a
socially responsible consumption perspective, or personal benefits (Maniatis, 2016; Peattie &
Charter, 2003). Consumer's green purchasing decision and behavior can be affected by
information on net product ingredients, eco-labeling, product appearance, and whether or not
the product is environment-friendly (Suki et al, 2016; Maniatis, 2016; Tseng & Hung, 2013).
Haws et al (2014) determined five factors affecting the decision to purchase green products by
contributing to environmental awareness as product’s environmental impact, personal impact
on the environment, purchasing behavior related to environmental protection, waste concern,
and environmental protection commitment (Suki et al, 2016). Akenji and Bengtsson (2010)
created the "triple I framework™ derived from interest, impact, and tool, where Interest
represents consumers' environmental knowledge and commitment to environmental protection,
while impact represents consumers' GPA. Tools can be classified as green marketing efforts,
tangible, assurance, and reliability dimensions of green products/services (Akenji &
Bengtsson,2010). Market targeting and segmentation allows companies to identify consumers
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(Dangelico & Vocalelli, 2017). Green marketing has two main approaches to segment
consumers: through consumers' characteristics and consumers' GPI (Dangelico & Vocalelli,
2017). According to many studies (e.g., Modi & Patel, 2013; Ginsberg & Bloom, 2004;
Peattie,1999; Ottman & Reily, 1998) in the literature, segmentation in green marketing
differentiates from the traditional marketing segmentation. Ottman and Reily (1998) segmented
the green consumers according to the willingness of contribution to environmental protection.
Peattie (1999) created a green purchase perception matrix, which is the combination of the
degree of compromise involved in making a greener purchase and the degree of confidence. As
reported in Ginsberg and Bloom (2004)’s global marketing research and consulting company
Roper ASW segmented the green consumers depending on the degrees of consumers’
environmental concern (Ginsberg & Bloom, 2004), and the rationality and emotionality of
green consumers’ intention (Dangelico & Vocalelli, 2017). D’Souza et al (2006) created a two-
dimensional model, which depends on the cognitive perspective of environmental products and
consumers’ perceived benefits/risks. Chitra (2007) segmented the green consumers through the
perception towards eco-friendly aspects. Modi and Patel (2013) examined environmental
variables and focused on pro- environmental behavior for segmenting green consumers, where
the latter is influenced by energy economics, which represents economic factor, energy
conservation, relating to recourse saving, and environmental activism. Burke et al (2014)
focused on ethical consumerism and analyzed the consumers’ purchasing behavior in terms of
selection and rejection of ethical products. Peattie (1992) generalized the green consumer
characteristics based on previous studies and defined the green consumers’ characteristics as
possession of inconsistency, confusion, sophistication in wants and needs, are adult and
generally female with environmental consciousness. Furthermore, Shamsuddoha (2005)
summarized the green consumer indicators, pointing out the particulars of consumers’
greenness.

Many studies in the literature focused on demographic variables in segmentation studies
of environment-friendly consumers according to age, income, education level and gender.
There are studies suggesting a correlation between the age variable and environment-friendly
purchasing behavior (Poongodi & Gowri, 2017; Haws et al, 2014). Some researchers believed
in the young generation and found that they performed more green consumer behaviors than
the older consumers (Tseng & Hung, 2013). The education variable has positively correlated
with environment-friendly consumers and their purchase intention (Poongodi & Gowri, 2017
Haws et al, 2014; Tseng & Hung, 2013). Moreover, the reviewed literature stressed the
education variable as more convenient than the other demographic variables (Modi & Patel,
2013).

3. Research Method
3.1. Research Design

The conceptual model is set as it is illustrated in Figure 1, and the research hypotheses
are offered. A well-structured and self-administrated questionnaire is developed and structure
referring to the construction of the conceptual model to test the research hypotheses. The
questionnaire is developed on scale development procedure and created based on the literature
review and structured on 17 questions.

The scales are abbreviated; descriptive analysis questions (Yes/No questions), multiple
choice question forms, and 5-point Likert scale forms are used as a multi-item semantic
differential scale in the questionnaire to collect and measure the data. The structured
questionnaire is divided into two parts, where the first part aims to measure and provide analysis
of EF, GPA, GPA, and GPI of the respondents. The second part is focused on expectation of
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respondents and tried to find out the objectives, which can be listed as; finding out the reasons
of not preferring to purchase green product; analyzing what green marketing can enable;
determining how green marketing can be more effective in influencing consumer green product
buying behavior.

3.2. Data Analysis

The collected data from the questionnaire is analyzed with SPSS 23.0 through different
analyses such as Cronbach's Alpha Coefficient, KMO and Bartlett’s Test through Factor
Analysis, Correlation Analysis, Logistic Regression Analysis, Chi Square Test, Fischer’s Exact
Test, Independent t-test, ANOVA, and frequency, mean and cross tabulation.

Figure 1. The Conceptual Model
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Source: authors.
3.3.  Sample and Data Collection

The sample population of the study comes from an international respondents’ group with
a postgraduate education level. Primary data is extracted from a face-to-face questionnaire of
130 national and international volunteered respondents in 2018. Ethics committee obligation
has been introduced in every survey study conducted since 2020. However, since this study was
conducted before 2020, ethics committee approval was not obtained.Elimination of
unappropriated data (missing/incomplete) from the database, 119 completely responded
questionnaires remained as a target sample with 91.54 % of response rate. 44,54% of the
respondents were from the EU countries and 58% of the respondents are female. Majority of
the respondents are in the age group of 20-25 years (65,55%).

4. Results and Discussion
4.1.Reliability and Validity of Measurement Model

GPI, green marketing, and green marketing effects on purchasing behavior scales are
tested for their reliability with Cronbach Alpha Method, where 0,6 is recommended to be taken

JATSS Volume 4 Special Issue 69



as Cronbach Alpha’s threshold for survey analysis in social research studies (Maniatis, 2016),
moreover it should preferably exceed 0.70 (Popp & Woratschek, 2017). The Cronbach Alpha
coefficients of each construct are reliable ranging from .74 to .82 and exceeding the accepted
reliability threshold of .07.

KMO and Bartlett's Test through factor analysis are assessed to the scales for measuring
the reliability of the questionnaire. The KMO and Bartlett’s Sphericity factor analysis is used
to find out the reliability of the grouping of factors, which should be resulted above .05 (Santos,
Basso, & Kimura, 2018). The results of KMO and Barttlett’s test are ranging from .69 t0.85
and exceeding the accepted reliability threshold of .05. As it is shown in Table 1, all values are
vlid and met the appointed minimum criteria of reliability and validity.

Table 1. Validity Results of Analysis

Construct Cronbach's Alpha TN amd Tharfiettcs Number of Items

Test
GPI 0,746 0,692 7
Green Marketing 0,824 0,851 7
Green Marketing Effects on 0,792 0,789 15

Consumer Purchasing Behavior

4.2. Hypotheses Testing

The Correlation Analysis, ANOVA, Regression Analysis, Independent T-Test and
Normality Test are conducted to test the structural model hypotheses. The existence of
relationship between demographics and other variables such as; EF, GPA, GPl and PS proposed
in HO.

It is aimed to reveal the normality test results of the variables in the first step of the
hypotheses testing. The acceptable skewness and kurtosis values should be ranged between -2
and +2 to prove the normal distribution of the testing results (George & Marley, 2010). The
skewness and kurtosis values indicated that the outputs for the testing variables are normally
distributed.

As it is illustrated in Table 2, according to chi-square test, t-test results and normality
test results, there is a relationship between demographics and EF and GPI, however, there is no
relationship with GPA and PS. Moreover, there is a relationship between gender and PS.

Table 2. Chi Square, T test and Normality Test Results

EF GPA GPI N
(hs-Square Mang - Whitnzy = Mann - Westoey e Mam - Whitney
o2 T Test RN T Test Gy T Test S T Test
T:S. Tﬁ: Ti:f lest
Chi Square . .
o % % b S © 1 S Sig. %
Gender Sig. 2038 .04 0.6% 0.106 0.516 0.001 3477 0001 0.007 1M 0008
Country §.023 2127 0.036 0498 042 0674 0.008 2709 000 0274 9 038
Skewnsss Skewness 0355 Skeweess 4184 Skemaess 027 Skewness 134
Kurtosis Kurtosts D007 Kurtasts 033 Kurtosts 41,1957 Kurtosss 104
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Table 3.Hypotheses List

Hypothesis

Number Proposed Hypothesis
Hi There is significant impact of EF on GPA
H> There is significant impact of EF on GPI
Hs There is significant impact of EF on PS
Ha There is significant impact of GPA on GPI
Hs There is significant impact of GPA on PS
Hs There is significant impact of GPI on PS

There are 6 hypotheses analyzed to reveal the interaction of EF, GPA, GPI and PS with
demographics. It is obtained from correlation analysis that gender and country demographics are
correlated with EF and GPI. The proposed hypotheses are listed in Table 3. The hypotheses listed in
Table 3 are analyzed through correlation and regression analysis. According to test results, the
hypotheses are supported and accepted. The analysis results are indicated in the Table 4.

Table 4. Correlation and Regression Analysis Results

Gender Country GPA EF GPI PS
Gender 048  -252% -3197 -0.167
Country 0,38 -,103° -,2447 -0,091
GPA -0,355 -0,266 -0.295
EF 0,195 0,183
GPI 3917

PS

*, Correlation is significant at the 0.05 level (2-tailed).
**_ Correlation is significant at the 0.01 level (2-tailed).

Beta Pearson Correlation ANOVA
R RSq T g Durbin
Unstd.  Std. e Corr. Sig F Sig Watson

EF-GPA 0355 0,126 -0.354 -0355 -4104 0000 -0355 0000 16842 0000 1667
EF-GPI 0,195 038 0134 0,195 2,146 0034 0195 0017 4606 0034 1924
EF-PS 0,183 034 0148 0,183 2015 0046 0183 0023 406 0046 1,651
GPA-GPI 0266 071 -0,182 -0266 -2968 0004 -0266 0,002 85807 0004 2.063
GPA-PS 0295 087 -0238 -0295 -3341 0001 -0295 0001 11,164 0001 1,701
GPI-PS 0391 0,153 0458 0391 4573 0000 0391 0000 20911 0000 1,635
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It is essential to find out how the respondents see themselves from EF perspective. All
male respondents define themselves as environment-friendly (EU; [12 =22421,
p=0,000053<0,01; non-EU; 12 =19,710, p=0,000195<0,01). Female respondents define
themselves as environment-friendly, where non-EU respondents ([12=11,029, p=0,004<0,05)
has a significant value at the 0,05 level while the value for EU respondents (J2 =5,200,
p=0,074<0,1) is significant at the 0,1 level. It is being asked level of GPA. Supporting HO and
H1, all Non-EU respondents (Male Pearson Corr.-0,401, p=0,025<0,05; Female Pearson Corr.
-0,589, p=0,000<0,01) who define themselves as EF are aware of green product.

GPA significantly affects the GPI. Supporting HO, H2 and H4, the majority of the

respondents have purchased green product; all male respondents, who are aware of green
product, are more prone to purchase green products (EU: Pearson Corr. -0,360, p=0,026<0,05;
Non-EU: Pearson Corr. -0,501, p=0,04<0,05).

There is significant impact of GPI, GPA on PS. Supporting H0O, H3, H5 and Heg, the

majority of respondents think that green products have higher price than non-green products.
All respondents are willing to purchase green product in the case of having same price with
non- green products, whereas any price increase in green product changes the green product
purchase willing to a seldom GPI; non-EU male respondents, who are aware of green product
(Pearson Corr. -0,3950, p=0,028<0,05) will change their GPI from at all times to often and
seldom purchasing behavior (Pearson Corr. 0,490, p=0,005<0,01), moreover, EU male
respondents will have a seldomly purchase intention against any price increase (Pearson Corr.
0,424, p=0,005<0,01).

Binary logistic regression analysis is implemented to determine the variables effecting
GPI. As it is shown in the Table 5, it is aimed to find out the dependence of the regression
models whether GPI is based on the GPA, EF, PS, and demographics. Country (Wald= 5,478,
p=0,019 < 0,05) is one of the influencer parameters of respondent’s GPI; non-EU respondents
give more priority to buy green product than EU respondents. Gender (Wald= 3,764, p=0,052
< 0,10) influences GPI, where female prioritizes to purchase green product than male
consumers. PS is one of the most influence parameter effecting respondent’s GPI (Wald=
13,124, p=0,00029 < 0,01); Female Non-EU citizens do not prioritize the green product
purchase due to the price increases. Female non-EU respondents prefer not to use and/or
seldomly use green products due to lack of confidence in performance (Wald= 3,392, p=0,065
<0,1) and lack of awareness (Wald= 2,757, p=0,097 <0,1). Moreover, from the green marketing
strategies perspective, non- EU citizens believe that the information on the product (Wald=
6,467, p=0,011 < 0,05) and green theme advertisements (Wald= 3,483, p=0,062 < 0,1) should
be trustworthy.
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Table 5. Binary Logistics Regression Analysis Results

B S.E. Wald Sig. Relationship Intensity
Gender 1436 074 3,764% 0,052 Cox & Snell R?=0.454
Country 1974 0843  5478** 0,019 Nagelkerke R2= 0,609
PS 3362 0928 13,124%*=* 000029
GPA 0405 0501 0.653 0419
EF 0,164 0469 0,123 0.726
Constant -12381 5227 5.611** 0,018
*p<01 Omnibus Tests of model coefficient 0.000028
**p<0.05 Prediction percentage 86.50%

=% 5 < 0,01

Green product characteristics is raised as a question to understand what the respondents
understand from green product. The results underline that 88,2% of the respondents described
green product as environment-friendly, 54,6% of respondents describe green product as energy
saving, whereas 47,1 % of respondents think green product as reusable. Majority of the
respondents do not consider the green product’s economic performance whereas only 15,2%
respondents describe green product as cost effective.

Organic food is the top product to be preferred to purchase as green product; EU male
respondents (83,8%) and non-EU country male respondents (80,00 %), while all female
respondents living in the EU and 80,6% living in the non-EU countries prefer to buy organic
food at the most as green product. Durability is the convincing elements for purchasing green
product for the respondents generally. Male respondents give priority to durability (EU
respondents: 68,42%, non-EU respondents: 58,06%), whereas female respondents prioritize
design element (EU respondents: 66,67%, non-EU respondents: 68,57%). Packaging is the least
convincing element for purchasing green products for all respondents (generally 35,21%).

Social media tends to create the most awareness of green products for both genders
respondents (86,8% of male,92,0% of female), however, not properly promotion, not easily
available in the shopping malls and not informative label of green products are the reasons of
seldom use of green products for the respondents who do not purchase or sometimes repeat
purchase the green products globally.

Increasing consumers’ awareness of green product is one of the green marketing factors,
which has a meaningful relationship with the gender, while companies’ attempt to address
society’s new concern and to enhance quality of life are the significant enabling factors of green
products marketing for all international respondents from different countries, who do not
purchase or sometimes repeat purchasing green products.

Product and price are the marketing mix elements, which strongly influence EU female
and male respondents and non-EU male respondents; whereas non-EU female respondents are
influenced by product and promotion marketing elements strongly, price has the least power on
Non-EU citizen female respondents. The half of the respondents (48,3 %) are neutral about the
green marketing effectiveness than regular marketing. Product packaging, which is a good
information resource to see the green contents of the product is one of the significant green
marketing strategies for all respondents. Furthermore, from the international perspective,
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advertisement, which contains and delivers health and safety message about green products
generates awareness of green products’ benefits for health and environment, is one of the
meaningful green marketing strategies influencing the respondents’ green product buying
behavior. All respondents find out green themes being used in advertisement of products
trustworthy and believed educating people through some public forums about green products
will be effective for creating green product consuming behavior.

Product packages which include the green contents, advertisement of health and safety
advantages, existence of green/sustainability certifications, environment-friendliness of the
product are the effecting marketing strategies influencing the respondents’ consuming green
product behavior, who do not purchase or sometimes repeat purchasing green products.

5. Conclusion

This study examined the relation of green self-identification of the international
consumers (EF) at the same educational level with their GPA and their green product purchasing
behaviors (GPI and PS). It has been found that there is a statistically approved correlation
between demographics (gender and country) and EF and GPI.

GPl is influenced by country (Wald= 5,478, p=0,019 <0,05) where non-EU respondents
give more priority to buy green product than EU respondents. Moreover, Gender (Wald= 3,764,
p=0,052 < 0,10) influences GPI, where female prioritizes to purchase green product than male
consumers.

The results indicated that gender, country, and PS have a meaningful impact on the
respondent’s green product purchase behavior. Moreover, self-identification as environmentally
friendly had a significant impact on GPA and GPI. Female non-EU respondents do not prioritize
the green product purchase due to the price increases. Female non-EU respondents prefer not
to use and/or seldomly use green products due to lack of confidence in performance (Wald=
3,7392, p=0,065< 0,1) and lack of awareness (Wald= 2,757, p=0,097 <0,1).

The results showed that green marketing has a significant impact on green consumerism.
country and gender demographics have significant impact on determination of green marketing
mix tools.

Non-EU respondents believe the information on the product (Wald= 6,467, p=0,011 <
0,05) and green theme advertisements (Wald= 3,483, p=0,062 < 0,1) should be trustworthy.

Social media tend to create the most awareness of green products for both genders
respondents, however, not properly promotion, not easily available in the shopping malls and
not informative label of green products are the reasons for seldom use of green products for the
respondents who do not purchase or sometimes repeat purchasing the green products globally.

Product and price are the marketing mix elements, which strongly influence EU female
and male gender and non-EU male respondents; whereas female non-EU respondents are
influenced by product and promotion marketing elements strongly whereas price has the least
power on non-EU female respondents.

Product packaging, which is a good information resource to see the green contents of
the product is one of the significant green marketing strategies for all respondents. Furthermore,
from the country perspective, advertisement, which contains and delivers health and safety
message about green products generates awareness of green products’ benefits for health and
environment, is one of the meaningful green marketing strategies influencing the consuming
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green product buying behavior.

All respondents find out green themes being used in advertisement of products
trustworthy and believed educating people through some public forums about green products
will be effective for creating green product consuming behavior.

Product packages which include the green contents, advertisement of health and safety
advantages, existence of green/sustainability certifications, environment-friendliness of the
product are the effecting marketing strategies influencing the respondents’ consuming green
product behavior, who do not purchase or sometimes repeat purchasing the green products.

This research contributes to the body of green marketing, green consumer segmentation
and green consumerism. In this research, the lack of green consumerism analyses based on the
same level educated people, who are living in different countries is stressed. The limitation of
this research is that findings of this current research cannot be generalized due to the small
sample size. Further researches are recommended to be carried out on international green
consumerism in different industries in different countries with a large sample size. This research
can be useful for professionals in the relevant field.
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Changes after the coronavirus pandemic did not only change the way individuals protect
their well-being, but also their lifestyles and consumption activities. The relationship between
consumption and lifestyle changed; the perspective towards sustainability changed to the
detriment of global production changed and the need for mediated communication changed the
way in which media is consumed. This, in turn, changed brand narratives too, for individuals
favored do-it-yourself activities such as baking, cooking and knitting among many more. In this
regard, studying consumer culture alongside varying lifestyles of consumers is important,
because it is the only way to fully understand the effects of the changing world and how
consumers attach meanings to it. From this perspective, consumer culture must be understood
well from the framework of consumer behavior. Despite the growing discussions concerning
social media consumption in consumer culture research, there are not many attempts to discover
the relationship between consumer culture and social media use. This study aims to identify the
role digital media plays in shaping the post-coronavirus consumer culture by reviewing
consumer practices, reflecting consumer culture, during the 2020 lockdown in Turkey. A
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Dijital Medyanin Tiiketim Kiiltiirii Uzerindeki Etkisi
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Oz

Korona viriis pandemisinin ardindan gelen degisiklikler yalnizca bireylerin sagliklarini
koruma bic¢imlerini degil, ayn1 zamanda yasam tarzlarmi ve tiiketim faaliyetlerini de
doniistiirmiistiir. Tiiketim ve yasam tarzi arasindaki iliski degismis, stirdiiriilebilirlige bakis

acist kiiresel iiretimin aleyhine donmiis ve aracilandirilmis iletisime olan ihtiyag medyanin
tiiketilme seklini degistirmistir.

Pek ¢ok farkli aktivitenin yami sira bireyler evde kapali kaldiklar1 siirede kendileri
yapabilecekleri yemek ve hamur isi yapma ya da orgii 6rme gibi faaliyetlere ilgi gosterdikleri
icin bu durum karsisinda markalarin kendilerini anlatma bi¢imleri de degisime ugramistir. Bu
anlamda, tiiketicilerin maruz kaldig: tiiketim kiiltiirii ile birlikte tiiketicilerin yasam tarzlarinin
nasil degistiginin incelenmesi 6nem tagimaktadir, zira degisen diinyanin etkilerini tam olarak
anlayabilmenin tek yolu tiiketicilerin bu diinyay nasil anlamlandirdiklarindan gegmektedir. Bu
nedenle tiiketici davraniglar1 cergevesinde tiiketim kiiltiirii anlasilmalidir. Sosyal medya
tilketimi tiikketim kiltiirtine iligkin calismalarda gittikce artan bir yere sahip olsa da tiiketim
kiiltiiri ve sosyal medya kullanimi1 arasindaki iliskiyi irdeleyen c¢alismalara pek
rastlanmamaktadir. Bu baglamda, bu ¢alisma da tiiketim kiiltiirtinii Tiirkiye’nin 2020 yilinda
deneyimledigi kapanma donemi siiresince yansitan tiiketici pratiklerini incelemek suretiyle
korona viriis sonras1 donemde tiiketim kiiltiiriintin sekillenmesinde dijital medyanin oynadig1
rolii belirleme niyetiyle hazirlanmigtir. Belirlenen zaman aralifinda en yliksek etkilesim
diizeyine sahip Instagram gonderilerinin etiketleri igerik analizi yontemi ile incelenmistir.
Ayrica viriis sonrasit donemdeki tiiketim kiiltiiriiniin bilesenlerini vurgulamak ig¢in elestirel
tiketim kultlirli kavrami merkezde tutulmustur. Caligmanin yeni tip bir tiiketim kiiltiirlintin
izlerini slirmek suretiyle mevcut literatiire katki saglamas1 umulmaktadir.
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1. Introduction

Theories in the field of communication and media studies that attempt to explain the
relationship between media and society in terms of how consumer culture spreads throughout
societies and eventually the globe. However, they often focus on the impact of capitalism,
taking their starting point as the Industrial Revolution. Therefore, they deem media as an
intermediary to disseminate messages of consumption to consumer societies. Discussions in
this field before Covid-19 were grounded on the constant hunt of individuals to find the objects
of their desires as they see them on various media to the extent of debating whether social
human beings live to consume or consume to live (Bauman, 2010:83). However, the current
media texts must be investigated in parallel with the prevailing concepts of consumer culture
with the ‘new normal’. This term is not used herein to refer only to the virtualization of everyday
life, but also to refer to the prediction of a new and more equitable form of capitalism, where
health is more important than possession, money is more carefully spent and in line with actual
needs, individual production surpasses consumption and relationships become more important
than objects, be it with the environment or other individuals within the society (Kotler, 2020).
From this perspective, mediatization theories to shed light on the links between consumer
culture and consumer practices must be investigated in light of the new normal. Furthermore,
much of the existing work in this field, rely on the examinations of traditional media. To that
end, the link between Covid-19, capitalism and consumer culture, must be investigated
(Sobande, 2020). Despite the growing discussions concerning social media consumption in
consumer culture research, there are not many attempts to neither discover the relationship
between such concepts nor focus on rhetoric versus reality or traditional versus digital consumer
culture (Kviat, 2021). Drawing off on this review, this study attempts to answer the following
research question: “What role does digital media play in shaping the post-covid-19 consumer
culture?”

2. Literature Review
2.1. Social Changes in Consumer Behavior After Covid-19

Much like various crises preceding it, Covid-19 drastically changed the way individuals
live, produce and consume. There have been outbreaks, political conflicts and economic
recessions across the world too, but Covid-19 pandemic is on its way to entirely transforming
individuals’ lifestyles in the 21st century. Across the world, lockdowns or stay-at-home
restrictions drove consumers to delve deeper into online channels for delivery of services and
communication (Briedis et al., 2020 as cited in Paik & Lee, 2021). Changes in consumption
habits in a number of areas were hence observed. One of the widespread effects of the pandemic
has been the provocation of emotions by a globally contagious disease, particularly influencing
consumer choices (Galoni, Sarpenter & Rao, 2020). During the time of the pandemic,
consumers forged new habits in various fields, including their use of technology and how they
consume news, the spread of which prompted perceived fear and risk (Naeem, 2021). These
new habits can be seen in various fields. For example, the attempt to avoid human contact has
resulted in the popularization of do-it-yourself endeavors. The do-it-yourself habits reflect
lifestyle changes, a different symbolization by consumers and a post-materialistic mentality,
pointing to a shift in culture in symbolic, individual and cultural terms (Ustiindagli Erten &
Giizeloglu, 2021). Payment methods also changed in this time; alternative methods that help
consumers avoid physical contact became more popular and the effects of this adoption of a
new technology persists as regular now (Flavian, Guinaliu & Yu, 2020). Similarly, the
pandemic encouraged the use of e-wallets in Indonesia and Malaysia, which is both an
economic conclusion and evidently a lifestyle change (Aji, Berakon & Maizaitulaidawati,
2020). Another reflection of this global crisis, with respect to lifestyles, was observed in
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religious consumption habits under the influence of public policies and society, revealing prayer
practices in relation with adaptive behavior (Rostiani, Toyib & Khoiriyah, 2021). Spiritual
engagement with brands in the market and such attachments are also observed, which are not
directly linked with economic rationalism (Karpen & Conduit, 2020).

From this perspective, the existing studies in the consumption transformation during this
time of global crisis point to one that is also related to cultures and societies. Social effects of
Covid-19 such as restrictions to stay home, social distancing and other measures to keep
individuals’ health in check on a public level, were also observed in market dynamics due to
the interrelation between them (Mehta, Saxena & Purohit, 2020). Thus, social change on a
greater level than that on merely individualistic consumption patterns is in question. The disease
itself can wind up infecting all human beings, whereas the social effects are not equally
distributed, affecting certain ethnic groups and social classes more than others (Fuchs, 2020).
Moreover, a recent study, conducted across Europe to examine the lives of low income
households during Covid-19 pandemic, focuses on the effect this disruption had on everyday
lives and specifically reflections on social justice (O’Connell & Brannen, 2021). The intention
to help others, who are perceived to be less fortunate than oneself, known as prosocial behavior
in social sciences, displayed changes during Covid-19 as well. A recent study concludes that
psychological ownership brings along greater chances to engage in such behavior, when
individuals are presented with a relevant opportunity (Jami, Kouchaki & Gino, 2021) and in the
case of the pandemic, the opportunities became abundant. Additionally, other concepts that
have gained more importance during the time of this global crisis, such as environmentalism
and sustainability, are foreseen to continue as such (Dermody et al., 2021). In this sense,
globalization itself is predicted to be affected by the pandemic due to the growing sentiments
against it and consumer movements away from global production chains (Saari et al., 2020:22).
These concepts can also be observed in the increasing interest towards minimalism, the sharing
economy, rental services and the overthrowing of ownership and materialism with such
concepts (Morewedge et al., 2019; Zervas, Proserpio & Byers, 2017 as cited in Wilson &
Bellezza, 2022). Thus, it is possible to claim that the sharing economy has now spread
throughout the consumer culture across the globe, but what happens to sharing and renting as
the risk of Covid-19 contraction is still very much alive, is a matter for research too (Lamberton
& Goldsmith, 2020).

On the other hand, the lack of consumer experience due to restrictions and lockdowns
not only affects consumers’ lives, but the value of product itself too. In a study conducted on
the experience of watching football, authors conclude that detachment, disenchantment and
protest prevail in the field, when there are no viewers in the stadium during footballs games due
to Covid-19 restrictions (Bull & Whittam, 2021). The sensation of disenchantment, generated
by the consumer culture and along with the lack of enchanting cathedrals of consumption such
as the stadiums (Ritzer, 2005), has changed with the new world order of the pandemic.

2.2. Consumer Culture and The Role of Media

In order to have a better understanding of how marketers produce experiences, carefully
craft symbolic meanings and engage with both the consumers and innovations in the market,
consumer culture must be examined (Rokka, 2021). Consumer culture carries the connotation
that consumption, as an activity, has a cultural aspect with meanings attributed by consumers.
Within the scope of critical media studies, meanings are relayed to individuals via various
media. At this point, ideological orientations of media channels also influence individuals’
lifestyles and practices of making sense of the world around them. Thus, the role of media
gained even more importance during the time of this global crisis, for individuals across the
world were limited to mediated communication.
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Social practices naturally changed along with the requirements to isolate or abide by
government mandated restrictions, putting emphasis on a lifestyle that carries out said practices
almost entirely in virtual ways, highlighting the mediatization of everyday life and rendering
digital media more visible than ever (KannengieBer & McCurdy, 2020). This was also visible
in the delivery of virus-related news, for such information shapes consumption activities as
well, even to the simple extent to which individuals choose online deliveries. False news about
the virus and their rapid spread, the collective fear of imminent death that followed due to such
news, largely affected everyday lives of consumers. This news had to do to with both the origin
of coronavirus and the manners of contracting the disease (Fuchs, 2020). From the perspective
of media studies, such news is disseminated by certain governments to spread and reinforce
nationalism and hatred via traditional and social media, highlighting the significance of
studying the role of media in the shaping of consumer culture.

Dating back to even before Covid-19, the virtualization of everyday life is manifested
in social media, the use of which during this global crisis, significantly expanded (Saari et al.,
2020:11; Yel & Unlii Dalayli, 2021). Consumers’ needs in not only purchasing and shopping
methods, but also those related with recreation and creativity, shifted towards do-it-yourself
and customized features, which mainly emerged consequent to the dissemination of such trends
on various social media, in addition to changes in incomes and readjusted expenses (Lang et
al., 2021).

Having mentioned that media shapes the way in which individuals make sense of the
world, consumers’ views on other countries were affected during this time as well. In a study,
examining the impact of country of origin, revealed that such cues influenced consumers’
willingness to purchase a product and evaluate prices in e-commerce settings from such a
framework (Moriuchi, 2021). Similarly, consumers’ perceptions regarding brand origins and
country of manufacturing, which ultimately affect their willingness to pay price premiums or
simply make preferences in various categories, were already under the influence of geopolitical
and economic conflicts, which became further strained with Covid-19 pandemic (Chen et al.,
2021). These perceptions are related to the narratives of brands, to which consumers were
exposed to on social media. From this perspective, focusing on the narrative navigations of
brands and how storytelling strategies shape consumers’ engagement with them can help shed
light on the role digital narratives on social media play (Feiereisen et al., 2020). On a larger
scale, prosumption on social media with concepts such as baking, cooking, virtual dinner parties
and displays of volunteering, highlight the social and gendered hierarchy in the global consumer
society media shapes (Swan, 2020; Karpen & Conduit, 2020).

After such drastic changes in social and everyday life settings, consumers today tend to
engage with brands in different ways than they used to and with varying expectations from
varying perspectives, shaping their frameworks of making sense and attributing meaning
(Charm et al., 2020 as cited in Karpen & Conduit, 2020). From a theoretical perspective,
understanding consumer culture can help shed light on both the consumers’ motives and
consumption patterns and the future practices of marketers regarding the shaping of products,
prices, communication and distribution strategies during times of economic challenges among
others (Ozdamar Ertekin, Oflac & Serbetcioglu, 2020). Studying consumer culture must be
conducted simultaneously with varying lifestyles of consumers, for it is the only way to fully
understand the effects of the changing world and how consumers attach meanings to it (Atik et
al., 2020). In order to examine the various transformative impacts of media with regards to
societies, cultures, economies and the environment, the socio-ecological effects of
mediatization must be recognized (Kannengieer & McCurdy, 2020). In this vein, media
practices and the accompanying sociocultural change are often examined with mediatization
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research and comparative methods are preferred to explore the cultural characteristics involved
in this process to (Salazar, 2020).

2.3. Critical Communication Theories On Consumer Culture

A multi-disciplinary approach can be observed in the early analyses of consumer
culture, focusing not only on quantitative methods of research, but also on process, content and
experience to have a better understanding of the qualitative nature of the phenomenon too
(Evans, 2020). In this sense, this study aims to bring consumer behavior and critical media
studies together to scrutinize the role media plays in consumption during such a globally
transforming period of time, as life as we know it switched from offline to online. To that end,
critical communication theories placing emphasis on consumer culture, must be mentioned.

Accordingly, in modern consumer cultures and consumer societies, images, rather than
products are consumed and the entirety of images came together in this sense comprise the
‘media spectacles’ (Debord, 1992). The spectacle is the social relation amongst people in a
society, rather than a mere gathering of images to be displayed. This way, the existing system,
i.e. the consumer society, is justified via the images. Although this concept was originally
introduced as early as the 1960s, it still successfully depicts the current circumstances of social
media. The media spectacle, consisting of images, becomes life itself. In this sense, what
individuals see is what they consume and technology is the main means of communication for
it. Almost in support of this argument, the latest report on global social media use states that
there are now 4.66 billion internet users across the world with 316 million users having joined
some time in the last 12 months, while 99% of total social media users are connected via mobile
means (Chaffey, 2021). Revealing mobility and connectivity together, this finding also
illustrates the indispensable position social media made for itself in everyday lives.

The spectacles of media and consumer culture shape and mediate consumer experiences
and everyday lives (Kellner, 2003:2). Furthermore, cultural associations and illusions are
conveyed to individuals or consumers via media messages, before being received by consumers
and meanings are attached (Featherstone, 2007:14). Baudrillard (2013) argues that consumption
shapes contemporary societies via media messages and becomes the main instrument in shaping
worldviews, while drawing attention to the symbolic dimension of consumption alongside the
symbolic motives of consumers, mentioning semiology as a method to investigate this field. In
this sense, the images or in other words, the elements of the ‘media spectacle’, then, are to be
scrutinized to understand the links between consumption and societies. Ritzer (2005), on the
other hand, states that consumption has penetrated the most private areas of individuals via
technological advances such as the internet, telephone and computers. While there was no
global crisis in mind at the time of this proposition, such penetration appears to have been a
blessing during the pandemic due to limited means of interaction. Jameson (1984), much like
many other postmodern theorists in media studies, suggests the mediation of popular culture to
have a better understanding on the mediatization of cultures. Accordingly, media and popular
culture are in a cyclic relationship, where mass media promotes products of popular culture and
products of popular culture are covered widely in mass media due to the interest of large masses.
Still, this view existed before the emergence of social media, even though it attempts to explain
the relationship between mediatization and social life. Finally, Bourdieu (1984) posits the
means of distribution of symbolic products such as media and advertisements, which he calls
new cultural intermediaries. Accordingly, consumer culture is disseminated and taught to
individuals in a society via television personalities and public figures individuals often see in
media.

3. Method
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This study examines the role digital media play in shaping the post-Covid-19 consumer
culture. To that end, a content analysis is conducted on Instagram to observe consumption
trends on social media during the mandatory lockdown in Turkey. Instagram posts with 5
different hashtags are subjected to a content analysis. The hashtags in question are
hayatevesigar (life fits home), evdehayatvar (there is life at home), koronagiinleri (corona
days), karantinagiinliikleri (Quarantine diaries) and evdekal (stay home). These hashtags were
selected for they are thought to be related to individuals’ time spent at home during the time of
lockdown in Turkey, which was enforced by the Turkish government by the Ministry of Health
of the Republic of Turkey on March 11", 2020. Hashtags are selected in the Turkish language,
for the study aims to examine consumption habits of Turkish Instagram users. Instagram is the
choice of platform, for it is not studied as frequently as Twitter with respect to content analyses
and it offers both visual and textual content.

3.1. Sample of The Study

The sample size for the study is determined to be 385. The population for the research
study was accepted to be 38 million, for the social media user numbers of Turkey in 2019
revealed 38 million Instagram users across the country at the time (Tiirkiye’nin sosyal medya
karnesi belli oldu, 2020). A sample size calculator was used (Raosoft, 2020) and sample size
was determined to be 385 with 5% margin of error and 95% confidence level. The hashtags
were investigated between May 25", 2020 and June 1%, 2020. For the sake of the analysis, post
captions were scrutinized. In the event of a lack of caption text, visual content of the posts was
examined. Accordingly, 5 hashtags were identified: hayatevesigar (life fits home),
evdehayatvar (there is life at home), koronagiinleri (corona days), karantinagiinliikleri
(quarantine diaries) and evdekal (stay home). Hashtags are selected in Turkish, for the study is
attempted to observe Turkish consumption circumstances during the lockdown. In order to
serve to the same purpose, posts that include direct sales, advertisements and corporation
accounts are excluded. Content from the same account is not included to ensure diversity.
Finally, only personal accounts that can be seen publicly are investigated to eliminate corporate
campaigns. Since Instagram does not offer a preference, where posts between particular dates
can be examined, the posts on the selected day of the research study are examined according to
their popularity, for the option in question shows the posts that reach highest engagements. This
also means that the investigated posts are seen by a larger number of people than others posted
on the same dates. The coding was conducted separately with two independent researchers for
cross-checking and reliability purposes.

3.2. Limitations of The Study

The study is limited to Turkish Instagram users. To that end, posts from only Turkish account
holders were examined. Posts with highest engagement numbers were selected for the
designated hashtags. This method ensures that posts with the highest engagement rates
according to Instagram’s algorithm were examined. At the same time, Instagram does not
provide the option to examine specific hashtags from prior dates. Another limitation of the study
relates to the privacy settings of the accounts; only public accounts were examined within the
scope of the study, since private accounts are not listed in hashtag search endeavors. Moreover,
investigated captions and posts are limited to times of the corona virus outbreak and the
accompanying lockdown.

3.3. Results

The investigation of hashtags, related to spending time at home, are investigated to trace
patterns of consumption under the lockdown conditions. Accordingly, the content analysis
revealed multiple categories in terms of themes, which were observed in 385 posts in each of
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the five hashtags. For the first hashtag, #evdekal, the most common themes are handcraft (42),
food (35) and nature (32); for #karantinagiinliikleri, family (55), nature (46), food (41) and
fashion (38); for #koronagiinleri, nature (75), parenting (55), traveling (45) and hand crafts (37);
for #evdehayatvar, hand crafts (100), nature (34), personal development (24) and fashion (23);
and finally for #hayatevesigar, the most commonly observed themes are hand crafts (61),
personal development (45), religion (27), baking (21) and fashion (21), the distribution of which
can be viewed in Figure 1.

Figure 1: Content Distribution of Examined Hashtags
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While there are multiple categories under different hashtags, the most common ones
accordingly are observed to be hand crafts, food, fashion, nature, parenting, traveling, personal
development, religion and baking. Hand crafts, as they were observed in various Instagram
posts, include accessories and items that are hand made by account holders, but are not practical.
Specifically, during the time of the corona virus outbreak, bakeries and take-out services in
restaurants remained open in Turkey, as was the case in many other countries with state-
sanctioned lockdown measures (Ministry of Internal Affairs, 2020). However, baking at home
and displaying one’s cooking and baking skills appear to be common; followed by displays
concerning fashion, clothing and nature. This may bring to mind Veblen’s indicators to
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distinguish conspicuous consumption; displaying the amount, type and levels of consumer
goods, religious acts without productivity, purchasing items based on their aesthetic values
instead of practicality, rustic details, love for nature, exercising without a viable need other than
to be fit or compete, social mobility, small dogs and similar pets that have no other purpose
than to appear pretty and virtually all novelties (Veblen, 1995:103 — 112). Food and baking are
also listed items in Veblen’s descriptions of the leisure class, for they are meant to be for
sustenance, but are consumed and displayed as luxury commaodities by the leisure class, which
are also observed in the analyses. Nature is yet another common denominator of the identified
categories as a result of the content analysis. Much like the basis of critical studies on consumer
culture, modern individuals in industrial societies become obsessed with nature so much that
they cut down trees in their original locations and bring them to city centers to build parks. Pets,
home décor and women’s efforts to look good at home, even when a quarantine is in question,
are also encountered in the analysis with respect to the deeply embedded roots of consumer
culture. Relatively more abstract themes in the analysis, on the other hand, were personal
development and religion, both of which indicate a changing roadmap for consumer culture.
Rather than consumer goods and services, which are often examined within the scope of
consumer behavior, appear to be replaced by intangible assets regarding the individual’s
investments to their selves. While this observation indicates a change in the course of modern
consumption habits, the fact that consumers display their purchases or consumption choices to
others, regardless of whether or not they personally know them, remains intact. Conducted to
predict consumer trends and insights after the pandemic, PwC’s The Future of Consumer World
Report (2021) lists digital stores, socially responsible brands, digital supply chains, healthy food
products and cyber-security as the top priorities for consumers after the pandemic. In parallel
with the report, findings of the study show that fashion and textile products continued to be sold
on digital platforms — on Instagram, in this case, while healthy food trends are observed in
individuals’ enthusiasm in homemade food products. Thus, the study concludes that Instagram
as a digital medium does not only play a prominent role in consumer culture, it also acts as a
mediator for the sake of the consumption spectacle, possibly to the extent of influencing
consumer decisions. Further studies must focus on other digital media to expand the scope of
this study’s findings. While studies that approach consumer culture during the early times of
the Covid-19 pandemic, as they were covered in the literature review, shed light on consumer
behavior from various perspectives such as the tendencies to select online services and
communication means (Briedis et al., 2020 as cited in Paik & Lee, 2021); the use of technology
(Galoni, Sarpenter & Rao, 2020; Naeem, 2021); do-it-yourself activities (Ustiindagl Erten &
Giizeloglu, 2021); payment methods (Flavian, Guinaliu & Yu, 2020) and lifestyle changes (Aji,
Berakon & Khoiriyah, 2021). This study is hoped to contribute to the literature by way of
addressing the intersection between media and consumer behavior, which is yet to be
investigated.

4. Conclusion

Throughout history, there have been a number of factors that have changed consumption
patterns and covid-19 pandemic was not an exception. The pandemic has been investigated
from different perspectives in different fields. In this framework, this study examines the role
Instagram played during the mandatory lockdown in Turkey in 2020 to have a better grasp on
the role social media play in shaping the post-coronavirus consumer culture. To that end, a
literature review was conducted to identify recent studies on consumer behavior and how the
pandemic changed consumer patterns.

Existing studies have been attempted to be understood from the framework of
communication studies, because consumer culture is a notion that has been covered in both
disciplines — consumer behavior and critical communication theories. A content analysis was

JATSS Volume 4 Special Issue 86




carried out to investigate the items consumers display during their time in the lockdown with
the assumption that the reflection of existing trends during the lockdown may persist after the
pandemic too. The study concludes that digital media use is still prominent, even when
consumers are excluded from their habitual consumption patterns due to the lockdown, which
reinforces the spectacle aspect of consumer activities, as they are mentioned in critical
communication studies. It is herein recommended that further studies investigate the link
between consumer displays on social media and digital word-of-mouth, since the spread of
consumer culture may just as well move onto an entirely digital platform, leaving behind the
traditional sense of the term.

JATSS Volume 4 Special Issue 87



References

Aji, H.M.; Berakon, I. & Maizaitulaidawati, H. (2020). COVID-19 and E-Wallet Usage
Intention: a Multigroup Analysis Between Indonesia and Malaysia. Cogent Business &
Management, 7(1), https://doi.org/10.1080/23311975.2020.1804181

Atik, D.; Firat, A.F.; Ozgun, A. & Uzunoglu, E. (2020). Disenchantment with Market Society:
Alternative Life Experiences. International Journal of Consumer Studies, 44(6), 574-585.

Baudrillard, J. (2013). Tiiketim Toplumu, Séylenceleri/Yapilari. Istanbul: Ayrintr.

Bauman, Z. (2010). Kiiresellesme: Toplumsal Sonuglari. Trans. A. Yilmaz. Istanbul: Ayrinti.

Briedis, H.; Kronschnabl, A.; Rodriguez, A. & Ungerman, K. (2020). Adapting to the Next
Normal in Retail: the Customer Experience Imperative. McKinsey&Company.

Bourdieu, P. (1984) Distinction: A Social Critique of the Judgment of Taste, trans. R. Nice. London: Routledge & Kegan
Paul.

Bull, M. & Whittam, G. (2021). Sustainable Value Creation? Entrepreneurial Orientations in
the Football Industry. International Journal of Entrepreneurial Behavior & Research, 27 (1),
27-44,

Chaffey, D. (2021). Global Social Media Research Summary 2021. Smart Insights.
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-
social-media-research/ (Accessed: 12/04/2022).

Charm, T., Grimmelt, A., Jain, A., Robinson, K., Mandel, J., Ortega, M., Yamakawa, N. & St
ack, Y. (2020). Consumer Sentiment is Evolving as Countries Around the World Begin to Open.
McKinsey&Company.

Chen, S., Wright, M.J., Gao, H., Liu, H. & Mather, D. (2021). The Effects of Brand Origin and
Country-of-Manufacture on Consumers' Institutional Perceptions and Purchase Decision-
Making. International Marketing Review, 38(2), 343-366.

Debord, G. (1992). Gésteri Toplumu. Trans. A. Ekmekgi & O. Tagkent. Istanbul: Ayrinti.

Dermody, J.; Zhao, A.L.; Koenig-Lewis, N. & Hanmer-Lloyd, S.(2021). Evaluating the
Challenge of China's Crossverging Young “Enviro-Materialists”. Journal of Consumer
Behavior, 20, 695 — 708.

Evans, D. M. (2020). New Consumption Geographies, New Geographies of
Consumption. Geographical Research, 58, 300— 303.

Featherstone, M. (2007). Consumer Culture and Postmodernism. London: SAGE.

Feiereisen, S.; Rasolofoarison, D.; Russell, C.A. & Schau, H.J. (2020). One Brand, Many
Trajectories: Narrative Navigation in Transmedia, Journal of Consumer Research, 48(4), 651-
681.

Flavian, C., Guinaliu, M. & Lu, Y. (2020). Mobile Payments Adoption — Introducing
Mindfulness to Better Understand Consumer Behavior. International Journal of Bank
Marketing, 38 (7), 1575-1599.

Fuchs, C.(2020). Everyday Life and Everyday Communication in Coronavirus
Capitalism. Triple C, 18(1), 375-399.

Galoni, C.; Carpenter, G.S. & Rao, H. (2020) Disgusted and Afraid: Consumer Choices Under
the Threat of Contagious Disease. Journal of Consumer Research, 47(3), 373 — 392.

JATSS Volume 4 Special Issue 88


https://doi.org/10.1080/23311975.2020.1804181
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/
https://www.smartinsights.com/social-media-marketing/social-media-strategy/new-global-social-media-research/

Jameson, F. (1984) Postmodernism: Or the Cultural Logic of Late Capitalism. New Left
Review, 146, 53-92.

Jami, A.; Kouchaki, M. & Gino, F. (2021). I Own, so | Help Out: How Psychological
Ownership Increases Prosocial Behavior. Journal of Consumer Research, 47(5), 698—715.

Kannengiefler, S. & McCurdy, P. (2020). Mediatization and the Absence of the
Environment. Communication Theory, 31(4), 911-931.

Karpen, 1.0. & Conduit, J. (2020). Engaging in Times of COVID-19 and Beyond: Theorizing
Customer Engagement Through Different Paradigmatic Lenses, Journal of Service
Management, 31(6), 1163-1174.

Kellner, D. (2003). Media Spectacle. London: Routledge.

Kotler, P. (2020). The Consumer in the Age Of Coronavirus. Sarasota Institute.
https://sarasotainstitute.global/the-consumer-in-the-age-of-coronavirus/ (Accessed:
12.04.2022).

Kviat, A. (2021). Post-Digital Prosumption and the Sharing Economy of Space: The Pay-Per-
Minute Cafe. Journal of Consumer Culture. https://doi.org/10.1177/14695405211022080.

Lamberton, C. & Goldsmith, K. (2020). A Perennial Prize or a Fading Goal? A Curation,
Framework and Agenda for Future Research. Journal of Consumer Research, 47(2), 301-3009.

Lang, B., Dolan, R., Kemper, J. and Northey, G.(2021), Prosumers in Times of Crisis:
Definition, Archetypes and Implications, Journal of Service Management, 32(2), 176-189.

Mehta, S.; Saxena, T.; Purohit, N. (2020). The New Consumer Behaviour Paradigm Amid
COVID-19: Permanent or Transient? Journal of Health Management. 22(2), 291-301.

Ministry of Internal Affairs. (2020). Announcements. https://www.icisleri.gov.tr/duyurular
(Accessed: 12/04/2022).

Morewedge, C.K.; Monga, A.; Palmatier, R.; Shu, S. & Small, D. (2019). The Future of
Ownership, Marketing Science, Rome, Italy.

Moriuchi, E. (2021). The Impact of Country of Origin on Consumers' Pricing Judgments in
Ecommerce Settings, International Marketing Review, 38(3), 514-538.

Naeem, M. (2021), Understanding the Customer Psychology of Impulse Buying During
COVID-19 Pandemic: Implications for Retailers. International Journal of Retail &
Distribution Management, 49 (3), 377-393.

O’Connell, R., & Brannen, J. (2021). Families and Food in Hard Times: European Comparative
Research. London: UCL Press.

Ozdamar Ertekin, Z.; Oflac, B.S. & Serbetcioglu, C. (2020). Fashion Consumption During
Economic Crisis: Emerging Practices and Feelings of Consumers. Journal of Global Fashion
Marketing, 11(3), 270 — 288.

Paik, H. & Lee, J.H. (2021). Analytical Framework, Typology and Retail Experience Design
Process for Integrated Relational Brand Experience. International Journal of Retail &
Distribution Management, 49(4), 466-490.

Raosoft (2020). Sample Size Calculator. http://www.raosoft.com/samplesize.html (Accessed:
12/04/2022).

JATSS Volume 4 Special Issue 89


https://sarasotainstitute.global/the-consumer-in-the-age-of-coronavirus/
https://doi.org/10.1177/14695405211022080
http://www.raosoft.com/samplesize.html

Ritzer, G. (2005). Enchanting a Disenchanted World: Revolutionizing the Means of
Consumption. USA: Pine Forge Press.

Rokka, J. (2021). Consumer Culture Theory’s Future in Marketing. Journal of Marketing
Theory and Practice, 29(1), 114-124.

Rostiani, R., Toyib, J.S. & Khoiriyah, S.(2021). Why Do Muslims Engage in Adaptive
Worship Behavior During the Pandemic? The Role of Protection Motives and
Religiosity, Journal of Islamic Marketing, 12(3), 518-542.

Saari, S.; Secrieru, S.; Kaczmarski, M.; Kluge, J.;_Racz, A.; Stanovaya, T. & Wilson, A. (2020).
Russian Futures 2030: The Shape of Things to Come. Russia: European Union Institute for Security
Studies.

Salazar, H.S. (2020). The Mediatization of Human Rights Memory in Chile. Communication
Theory, 30(4), 429-448.

Sobande, F. (2020). We’re All in This Together’: Commodified Notions of Connection, Care
and Community in Brand Responses to COVID-19. European Journal of Cultural Studies,
23(6), 1033-1037.

Swan, E. (2020). COVID-19 Foodwork, Race, Gender, Class and Food Justice: An
Intersectional Feminist Analysis, Gender in Management, 35(7/8), 693-703.

Tiirkiye’nin ~ Sosyal Medya Karnesi Belli Oldu (2020). Hiirriyet Newspaper.
https://www.hurriyet.com.tr/teknoloji/turkiyenin-sosyal-medya-karnesi-belli-oldu-41453806
(Accessed: 12/04/2022).

Ustiindagli Erten, E. & Giizeloglu, E.B. (2021). Transformation of Do-It-Yourself from
Altruistic to Utilitarian Tendency: DIY Entrepreneurs and Sustainable Practices in Shared
Economy Market Conditions, Management of Environmental Quality, 32(1), 127-143.

Veblen (1995). Aylak Siif. (I. User, Trans.). Marmara Universitesi. Istanbul.

Wilson, A. & Bellezza, S. (2022). Consumer Minimalism. Journal of Consumer Research,
48(5), 796-816.

Yel, A. & Unlii Dalayli, F. (2021). Influencer Effect during Coronavirus Period within the
Framework of the Consumption Society. Insan ve Insan, 8 (28), 91-102 .

Zervas, G.; Proserpio, D. & Byers, J.W. (2017). The Rise of the Sharing Economy: Estimating
the Impact of Airbnb on the Hotel Industry. Journal of Marketing Research, 54(5), 687—-705.

JATSS Volume 4 Special Issue 90


https://www.hurriyet.com.tr/teknoloji/turkiyenin-sosyal-medya-karnesi-belli-oldu-41453806

