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Ozet

Sosyal medyanin igletmeler tarafindan reklam araci olarak kullanilmasi, hem
isletmelere hem de tiiketicilere biiyiik kolayliklar saglamaktadir. Bu ¢aligmada da sosyal
medya reklamlarina yonelik tiiketici algilart ile e-sadakat arasindaki iliski 6l¢iilmiis, bu
iliskide markaya yonelik tutumun rolii incelenmistir. Bu amaca goére sosyal medyay1
kullanan ve Tekirdag ilinde yasayan tiiketicilerden toplam 876 anket yiiz yiize
goriigiilerek toplanmistir. Yapilan analizler ile elde edilen sonuglar su sekildedir: Sosyal
medya reklamlarina yonelik tiiketici algilarimin alt boyutlarindan eglence ve bilgi
degiskenlerinin markaya yonelik tutum iizerinde dogrudan etkilerinin oldugu
belirlenirken, giiven degiskeninin markaya yonelik tutum {iizerinde dogrudan bir
etkisinin olmadig1 gozlenmistir. Ayrica eglence, bilgi ve giiven degiskenlerinin e-
sadakat tiizerinde de dogrudan etkilerinin oldugu belirlenmistir. Markaya yonelik
tutumun da e-sadakat {izerinde dogrudan etkisinin oldugu tespit edilmistir. Dolayli
etkiler incelendiginde ise eglence ve bilgi degiskenlerinin, markaya yonelik tutum
iizerinden e-sadakat iizerinde dolayli etkilerinin oldugu ortaya ¢ikmistir. Fakat giiven
degiskeninin markaya yonelik tutum iizerinden e-sadakat iizerinde dolayli bir etkisinin
olmadig1 belirlenmistir.

Anahtar Kelimeler: Sosyal medya, sosyal medya reklamlari, markaya yonelik tutum,
e-sadakat.
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Abstract

The use of social media as an advertising tool by businesses provides great
convenience to both businesses and consumers. In this study, the relationship between
consumer perceptions towards social media ads and e-loyalty was measured, the role of
brand attitude has been examined this relationship. According to this aim, a total of 876
questionnaires were collected face-to-face by consumers who using social media and
living in the province of Tekirdag. As a result of the analyzes made, the following
conclusions are reached. It has been determined that entertainment and information
variables, which are the consumer perceptions towards social media ads, have a direct
effect on brand attitude; entertainment, knowledge and trust variables have a direct
effect on e-loyalty and brand attitude has a direct effect on e-loyalty. Moreover, it has
been revealed that entertainment and information variables have indirect effects on e-
loyalty through the brand attitude. It has been determined that the trust variable has no
direct effect on the brand attitude and there is no indirect effect on e-loyalty through on
the brand attitude.
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