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ARTICLE INFO ABSTRACT
Keywords: Purpose — The rapid development of technology and the widespread use of digital platforms have led
Instagram to an increase in online shopping. This study aims to investigate the factors affecting the pre-purchase

Consumer Behavior

consumer behavior of individuals who shop on Instagram.

Purchasing Design/methodology/approach - A questionnaire was distributed to individuals who shopped on
Social Media Instagram to test the determined hypotheses. The questionnaire was created through Google Forms and
Internet Shopping the survey link was delivered to the participants via different electronic communication channels. The

purpose of the study and by whom it was carried out was stated in the questionnaire. The questionnaire
started with demographic questions. And it included scales of pleasure, suitability for lifestyle,
informativeness, safety, and pre-purchase consumer behavior. The R program was used to reveal the
demographic information and conduct confirmatory factor analysis and structural equation model
analysis. SPSS 22 program was used to create the correlation matrix of the scales and to perform the
reliability analysis.
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Findings — The structural equation model analysis revealed the standard error, z-value, p-value,
Standardized {8 values. As a result of the analysis, all hypotheses were supported. In addition, the
coefficients and R? values among the variables were also examined and it was concluded that pre-
purchase consumer behavior was explained by pleasure, suitability for lifestyle, informativeness, and
safety by 85.5% (R?=0.855), and by other variables by 14.5%.

Discussion — It was observed that most of the data obtained as a result of the analyzes supported the
relevant literature. However, some findings specific to this study were also obtained. In line with the
results of the analysis made in the research, various suggestions have been developed.

Article Classification:
Research Article

1. INTRODUCTION

The rapid spread of technology and the increase in the use of digital platforms have led to an increase in
shopping activities on the internet. Consumers can perform all stages of shopping in the online environment.
Accessing information through digital platforms has become easy for both consumers and producers.
Changing lifestyles depending on the development of technology has made it necessary for consumers to use
time efficiently. Websites that save time and enable consumers to shop more easily became prominent.
Manufacturers develop different shopping methods to meet consumer demands and needs. Sites that employ
these methods with internet technologies became a popular trend that differentiates the shopping behaviors
of consumers. One of these new channels is Instagram. Instagram became a new shopping medium for many
consumers. The number of consumers shopping on Instagram is increasing day by day (Ozeltiirkay et al.,
2017). Today, the increasing use of social media has increased the use of social media businesses. People are
affected by communication in social networks and Social media puts the feature of sharing, which is its main
purpose, on the second plan (Celik, 2021).

Social media allows individuals to communicate with anyone they want by establishing interactive
communication. The posts of social media users who share their beautiful moments and experiences in their
lives can also affect other people's brand perceptions. Producers turn the active use of social media channels
into opportunities, engage in activities suitable for people's preferences, and shape consumer behavior. In
particular, Instagram's low-cost and very large user base makes it an important promotion and sales channel
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for small businesses. For this reason, small businesses or individual entrepreneurs choose to both promote
and sell their products by starting a page on Instagram. Instagram's place among online sales applications is
undeniable especially in terms of "consumer-to-consumer" sales. Not only small businesses or individual
entrepreneurs but also large businesses use Instagram as a promotional channel and even advertise there
(Ozeltiirkay et al., 2017).

According to We Are Social Digital in 2021 report, 4.2 billion social media users constitute 53% of the world's
population, and this rate has increased by 13.2% compared to last year. The number of social media users,
which was 2.31 billion in 2016, reached 4.2 billion with an increase of 82% by 2021. Among the most preferred
social media channels, Facebook takes the first place, followed by Youtube and Instagram. While the world
average is 44% in terms of the relationship between social media and e-commerce, one out of every two people
using social media in Turkey prefers social media to obtain information about a brand. According to the same
report, 1.22 billion users have accessed Instagram ads and the number of female users is higher than that of
men. 62% of the Instagram ad audience is between the ages of 18-34. The rate of users over the age of 35-44 is
30%. Instagram appeals to the young audience (dijilopedi.com).

Today, businesses that understand the importance of Instagram to reach every segment, every person, at any
time, take into account social media and its tools, which are very effective in reaching consumers directly, and
use it effectively in their marketing units.

The research is generally aimed at finding answers to the questions of what factors individuals pay attention
to before shopping, what are the reasons that push them to shop, and how effective Instagram is in this regard.
Thus, the study aims to determine the factors affecting the consumption behaviors of the participants before
purchasing. In this way, this study will contribute to the shaping of the marketing strategies of the companies
operating on Instagram. Today, where social media and Instagram are used so much, the high potential of
Instagram is worth investigating. In this context, it is a matter of curiosity what factors affect the intention of
individuals who have shopped on Instagram to continue shopping on Instagram. In this study, the effects of
social commerce factors, perceived usefulness, perceived ease of use and trust factors on e-satisfaction and e-
satisfaction on the intention to continue shopping on Instagram were investigated. Thus, the importance of
the research is that businesses make sense of consumer behavior and determine strategies by taking into
account the results to be obtained.

2. CONCEPTUAL FRAMEWORK
2.1. Social Media Marketing

The concept of “social media” is a synthesis of two words, “social” and “media”. In this context, social refers
to interactions between individuals who have a common interest or belong to a common group and
community. Media are channels or platforms that enable user creation and exchange of content (Icha, 2015).
Social media applications have had a huge impact on users for the last 15 years. With the increase in the use
of social media, the change in the social environment and individuals trying to adapt to it are joining a different
new social network every day. This participation can bring about learning, knowledge, and guidance (Zengin
and Cakmak, 2019). In addition, by bringing about many concepts such as identities and lifestyles connected
to the virtual environment, it causes the wishes and living conditions of users to change (Caliskan and Mencik,
2015).

Social media allows companies to connect with their customers, raise awareness of their brands, influence
consumers' attitudes, get feedback, improve existing products and services, and increase sales (Lal et al., 2020).
The exponential growth in the number of Internet users has led businesses to explore efficient ways to manage
their electronic presence. Businesses have adopted new business models that enable them to take advantage
of the opportunities offered by the internet (Wielki, 2010).

People are spending more and more time online to communicate with other consumers about their
experiences, interact with companies, and search for information about products and services. Organizations
have responded to this shift in consumer behavior by making digital and social media a core and integral
component of their business marketing plans (Stephen, 2016). It is not enough to consider the particular
businesses' social media presence or the number of their followers to gain an in-depth understanding of the
effectiveness of their actions on social media. How users interact with a business should also be considered. It
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is very important to evaluate the effectiveness of different post types at many stages, from campaign design
to theory testing (Coelho et al., 2016).

Social media marketing is a powerful way for businesses of all sizes to reach potential and existing customers.
The reasons for businesses to create an identity on their social media platforms are to increase customer
loyalty, generate high income, provide customer experience and provide thought leadership. According to
Hoffmann and Fodor (2010), among the purposes of the use of social media applications are the fact that
businesses' activities on social media applications provide a distinctive feature compared to other businesses
and create an advantage in marketing. Having an identity in social media and using these applications
effectively has become a necessity for businesses in the changing marketing system. Especially the younger
generation makes purchases after checking the information about products and businesses from the
applications (Zengin and Serdaroglu, 2020).

2.2. Pre-Purchase Consumer Behavior

Consumer behavior is the activities that are carried out in relation to obtaining, using, and consuming products
or services and that include a decision-making process before (Bozkurt and Soyleyici, 2017). Social media sites,
which closely affect human life, are effective in consumers' purchasing decisions. Sharing information, videos,
criticism, likes, comments, etc. on social media sites has become a driving factor that can affect consumers'
decisions (Sener and Ydicel, 2020).

Factors affecting consumer behavior can be classified as social factors, psychological factors, personal factors,
marketing efforts, and economic factors. Ultimately, consumers' purchasing decision process consists of
awareness of the problem, gathering information and identifying alternatives, evaluating alternatives and
purchasing decisions behavior (Ozcan and Akinci, 2017). Today, consumers make social media a part of their
daily lives, fill their spare time with social media, and are influenced by the content in these channels when
purchasing products. It is very meaningful for businesses that social media can affect consumers by being so
integrated into daily life. Businesses that aim to understand consumers, be customer-oriented and achieve
success in this way have to consider social media and its effects (Yanar and Yilmaz, 2017).

Purchasing behavior forms the basis of consumer behavior. The purchasing stage is a process of purchasing
behavior. The main features of consumer behavior are that it is motivated behavior, expresses a dynamic
process, deals with different roles, is affected by environmental factors, involves different behaviors for
different consumers, is complex, and shows differences in terms of timing. It has a flexible structure as
consumer purchasing behavior can change according to time and conditions. Psychological, demographic, and
socio-cultural factors greatly change consumer purchasing behavior (Hacialioglu and Saglam, 2021).

3. METHOD
3.1. Purpose and Importance of the Research

Effective communication and marketing methods have been moved to different platforms with the effect of
digitalization in the globalizing world. One of these platforms is Instagram. The widespread use of Instagram
has made the interaction and communication between consumers and businesses much faster and easier
(Sahin et al., 2017). According to the 2020 social media statistics report prepared by We Are Social and
Hootsuite, 64% of the population in Turkey uses social media. The time spent by internet users on social media
in Turkey is 3 hours. YouTube is the most used social media platform in Turkey with a 90% usage rate. It is
followed by Instagram with 83%. 38 million individuals use Instagram in Turkey (Digital 2020 Global
Overview Report, 2020). This situation shows the potential and importance of Instagram in product and
service marketing (Ozdemir et al., 2021).

This study aims to reveal the factors that affect the pre-purchase consumer behavior of individuals who shop
on Instagram. It proposes a research model for this. Figure 1 shows the proposed research model. Accordingly,
the variables affecting pre-purchase consumer behavior were determined as enjoyment, suitability for
lifestyle, informativeness, and trust.
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3.2. Data Collection Method and Tool

The data collection technique of the research is the survey technique. The questionnaire, which was prepared
by taking into account the previous studies on this subject and by reviewing the necessary literature, was
created via Google Forms and the questionnaire link was delivered to the participants through different
electronic communication channels. In the questionnaire, first of all, information about the purpose of the
study and by whom it was carried out was given. Then, questions about demographic information were asked.
Then, the questionnaire consisting of enjoyment, lifestyle, informativeness, safety, and pre-purchase consumer
behavior scales was presented to the participants. The obtained data were firstly tested for validity and
reliability. Afterward, the data were evaluated with correlation and structural equation modeling, and the
findings were interpreted.

In the present study, the questionnaire method was used to collect data. For this, first of all, a literature review
was conducted. As a result of the scanning, a new research model has been proposed. The scales of this model
have been determined. The original forms of the scales were translated from English to Turkish in two stages.
First of all, all the scales were translated into Turkish independently by two academicians and two translation
experts who are fluent in English. In the next step, the translations obtained were compared by a researcher
and a translation expert, and the translations thought to express the best were accepted. In this state, the scale
expressions were given their final form after being checked again by two academicians who are experts in
their fields. Based on these scales, a new questionnaire was created. The created questionnaire was first tested
with 30 people. As a result of the pre-test, the applicability of the questionnaire was accepted and the online
version of the questionnaire was created via Google Forms. The resulting link was delivered to the participants
through various social media accounts, forums and blogs. The population of the research is individuals who
have shopped on Instagram in Turkey. Snowball sampling method was preferred in sample selection. The
participants were asked to spread the questionnaires around them, thus creating a snowball effect. The sample
consists of the participants that can be accessed within the scope of the research. As a result, 409 participants
were reached.

The scales were prepared by adapting the appropriate scales after the previous studies related to the subject
were examined in detail. The answers were obtained on a 5-point Likert scale (1=Strongly Disagree, 5=Strongly
Agree). The lifestyle fit scale was adapted from Chen et al. (2002) and the confidence scale was adapted from
Zhou (2013). In order to measure consumer attitudes towards Instagram advertisements, the informative and
entertaining dimensions of the scale titled consumer attitudes towards social media advertisements used by
Sabuncuoglu and Giilay (2016) and belonging to Soh et al (2009) and Cheng et al (2009) were adapted to
Instagram. In order to measure pre-purchase consumer behavior, the 10-item pre-purchase consumer behavior
scales used by Islek (2012), Sahin et al. (2017) and Ozcan and Akinci (2017) were used.

R program was used to generate demographic information, confirmatory factor analysis, and structural
equation model analysis. The reason for using the R program is that R is an open-source, free and user-friendly
program (Celik et al., 2018). SPSS 22 program was used to analyze the correlation matrix and reliability of the
scales used.

3.3. Ethical Aspect of Research

Before starting the study, an application was made to the Gilimiishane University Ethics Committee by
submitting the necessary documents for the research. After the approval of the ethics committee, the
questionnaires were distributed.
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3.4. Research Model, Hypotheses, and Hypothesis Rationales

H1

Enjoyment

Suitability for H2

Lifestyle \’
Pre-Purchase
Consumer Behavior
/
Informativeness

H4

Trust

Figure 1. Proposed Research Model

The concept of enjoyment is the degree of happiness or rejoicing for that activity as well as the dedication
shown while doing any work (Kocak Alan et al., 2018). The factors affecting the tendency to shop in hedonic
consumption are the pleasure and entertainment that individuals feel because of the product they buy. Along
with utilitarian values, people also focus on the enjoyable aspects of shopping (Celik and Tas, 2021). The fact
that consumers feel that they enjoy while shopping will affect the increase in their unplanned buying behavior
(Akturan, 2010). The expectation to enjoy shopping is a factor that affects online shopping. This should not
only be seen as a matter of traditional shopping, but online shopping should also bring pleasure to consumers.
The fact that online shopping sites can offer this pleasure is very effective for consumers to turn to internet
shopping (Yagci et al., 2017). For these reasons, the first hypothesis of the study was determined as follows:

H1: Enjoyment affects pre-purchase consumer behavior significantly and positively.

Consumers who have used online shopping platforms before and are experienced in this field prefer mobile
shopping applications. The reason for this is that mobile shopping applications are suitable for the consumer's
lifestyle based on the previous internet shopping experiences (Sivanad et al., 2004). Mobile payment methods
are compatible with the on-the-go lifestyle, as they offer virtual payment in any situation. Compliance with
lifestyle and needs is a determinant of adopting mobile payment methods (Hanafizadeh et al., 2014). The
pleasure of shopping is not just about traditional shopping. Consumers also want to enjoy while shopping
online. The enjoyment factor has a positive effect on one's shopping. Commerce sites apply different marketing
methods to reveal the element of pleasure in online shopping and offer promotions to their customers. In this
way, different and fun shopping sites emerge. This makes online shopping enjoyable (Isik and Oz, 2021). In
the light of these explanations, the second hypothesis of the research was determined as follows:

H2: Suitability to lifestyle affects pre-purchase consumer behavior significantly and positively.

Production and marketing strategies cannot be successful without considering lifestyles and changes in
lifestyles. Consumer behavior can change according to many different parameters. For this reason, it is
insufficient to separate consumers only according to demographic and socio-economic characteristics. It is also
necessary to pay attention to the general lifestyles of consumers. For example, internal and external factors
such as people's past experiences, social and cultural values, emotions and personalities, and the social classes
they belong to, cause different consumption behaviors to occur even among individuals of the same age and
profession or individuals who grew up in the same culture (Cakmak and Cubukgu, 2020). According to
previous studies, the main reason that leads consumers to internet shopping is the ease of access to information
about products. Companies that trade on the Internet should have a carefully created digital platform for the
ease of access and use of the website (Yagc et al., 2017). As a result of the development in communication
technologies, the ease of accessing information has led to preferring internet shopping over traditional
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shopping. Thanks to this feature, the change and development of e-commerce have accelerated. For such
reasons, the third hypothesis of the research was determined as follows:

H3: Informativeness affects pre-purchase consumer behavior significantly and positively.

Trust plays a major role in the overall quality of the website and in arousing customers' impulse to buy (Celik,
2021). In online shopping, consumers generally have to share their personal information. In this case, the
privacy and security rules that ensure trust in preferred websites affect consumer tendencies (Wu et al., 2012).
One of the most important reasons that prevent consumers from shopping online or make them hesitate is the
lack of trust in the payment system. Account details shared during internet shopping may pose risks to the
privacy of individuals' personal information. For this reason, the details of individuals' accounts may fall into
the hands of malicious parties (Nazir et al., 2012). Trust plays a central role in managing transactions when
shopping online. Lack of trust in online companies is the main reason why many consumers do not shop
online (Akgact and Kurt, 2020). Accordingly, the fourth hypothesis of the research was determined as follows:

H4: Trust affects pre-purchase consumer behavior significantly and positively.
4. FINDINGS
The study included 1632 participants (N=1632). This section presents the findings of the study.

Table 1. Demographic Distribution of Participants

Variables Frequency Percentage
Gender Male 574 35.2
Female 1058 64.8
Age Between 17-24 1216 74.5
Between 25-32 327 20
33 or over 89 55
Education High School 235 144
Associate Degree 117 7.2
Bachelor’s Degree 1208 74
Postgraduate 72 4.4
Monthly Income 0b 70 4.3
1-1000b 798 47.5
1001-3000% 444 27.2
3001-5000% 216 13.3
5001% or more 110 6.7
Average Instagram usage time per day Less than 1 hour 262 16
Between 1-3 hour 698 42.8
Between 3-5 hours 423 25.9
Between 5-7 hours 144 8.8
7 hour or over 105 6.5
Usually the preferred communication tool | Mobile Phone 1581 96.8
when using Instagram Other 51 3.2
Total 1632 100

Table 1 shows the frequency-percentage distributions of the demographic data of the participants. 35.2%
(n=574) of the participants were male and 64.8% (n=1058) were female. 74.5% (n=1216) of the participants were
between the ages of 17-24, 20% (n=327) between the ages of 25-32, and 5.5% (n=89) 33 and over. 14.4% (n=235)
of the participants were high school graduates, 7.2% (n=117) associate degree graduates, 74% (n=1208)
undergraduates, and 4.4% (n=72) postgraduates. 4.3% (n=70) of the participants haven’t income, 47.5% (n=798)
of the participants have monthly income between 1-1000 TL, 27.2% (n=444) between 1001-3000 TL, 13.3%
(n=216) between 3001-5000 TL, 6.7% (n=110) 5001TL or more. 16% (n=262) of the participants spend less than
1 hour a day on Instagram, 42.8% (n=698) 1-3 hours, 25.9% (n=423) 5-7 hours, and 6.5% (n=105) 7 hours or
more.

Table 2. Products purchased by participants on Instagram
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Yes No
Clothes 706 (%56.7) 926 (%43.3)
Shoes 526 (%32.2) 1106(%67.8)
Bag 257 (%15.7) 1375(%84.3)
Gift of jewelry 262 (%16) 1370(%84)
Cosmetic 240 (%14.7) 1392(%85.3)
Electronic 198(%12) 1434(%88)

Table 2 shows the products purchased by the participants on Instagram. Accordingly, the participants mostly
buy clothes, followed by shoes, jewelry, bags, and cosmetic products. It was determined that electronic
products were purchased at least.

Table 3. Goodness of fit values

Fit index Value Good fit values | Acceptable fit Result
values

CFI 0.948 >0.95 >0.90 Acceptable
RMSEA 0.065 <0.050 <0.080 Acceptable
TLI 0.941 >0.95 >0.90 Acceptable
NNFI 0.941 >0.95 >0.90 Acceptable
NFI 0.940 >0.95 >0.90 Acceptable
RNI 0.948 >0.95 >0.90 Acceptable
IFI 0.948 >0.95 >0.90 Acceptable

The indices of the goodness of fit are Comparative Fit Index (CFI-Comparative Fit Index), Root Mean Square
Error of Approximation (RMSEA), TLI Tucker-Lewis Index, Non-normed Fit Index (NNFI), Normed Fit Index
(NFI-Normed Fit Index), Relative Noncentrality Index (RNI) and Incremental Fit Index (IFI). Table 3 shows
the goodness of fit values of the study. All goodness of fit values shows acceptable fit. This finding indicates
that the data is compatible with the proposed model.

Table 4. Cronbach Alpha, AVE, CR, Mean values and correlation matrix

a AVE CR 1 2 3 4 5
1-EN 0.892 0.728 0.889 (0.853)
2-SL 0.890 0.729 0.890 0.822** (0.853)

3-TR 0.930 0.769 0.930 0.757** 0.754** (0.876)
4-INF 0.937 0.712 0.937 0.647** 0.668** 0.669** (0.843)
5-PPC 0.937 0.600 0.937 0.732** 0.746** 0.731** 0.821** (0.774)

a: Cronbach Alpha Coefficient; AVE: Average Variance Extracted; CR: Construct Reliability; Values in
parentheses are the square root of AVE values; EN: Enjoyment; SL: Suitability for Lifestyle; TR:Trust; INF:
Informativeness; PPC: Pre-Purchase Consumer Behavior; **p<0.01

Table 4 shows the Cronbach Alpha Reliability Coefficient, AVE-Average Variance Extracted, Construct
Reliability (CR), and correlation matrix of all scales. Accordingly, the Cronbach Alpha coefficient of all scales
took values between 0.890 and 0.937. The reliability coefficient is acceptable at the level of 70%, and at a good
level when it exceeds 80% (Sekeran, 2003) Thus, the reliability of the scales is quite high.

For convergent validity, AVE is expected to be greater than 0.5 and CR greater than AVE (Hair et al., 2010;
Fornell and Larcker, 1981). Table 4 shows that the AVE values are greater than 0.5. This shows that the validity
of the constructs is ensured. In addition, all structures have CR values greater than AVE values. This result
shows that the scales are valid. In addition, the discriminant validity of the constructs of the scales was
examined. In order to ensure discriminant validity, the square root of the AVE values should be higher than
the correlation value of the relevant variable with other variables. Only the correlation value between pre-
purchase consumer behavior and informativeness is greater than the square root of the AVE value of the
relevant scale. Table 3 shows that the square root of the AVE values for each construct is greater than the
correlation between the constructs. This result shows that discriminant validity is provided (Hair et al., 2010).
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Correlation analysis was performed to show the relationships between variables. According to the analysis,
there is a significant (p<0.01) and positive relationship between all variables. The strongest relationship
between the constructs was between enjoyment and suitability for lifestyle (r=0.822, p<0.01), while the weakest

relationship was between enjoyment and informativeness (r=0.647, p<0.01).

Table 5. Standard error, z value, p value and standard factor loads

Std.Error z ‘ P(>lzl) | Std. Fac. Loads
Enjoyment
EN1 0.028 42.743 0.000 0.861
EN2 0.029 40.913 0.000 0.837
EN3 0.028 42.802 0.000 0.862
Trust
TR1 0.025 43.504 0.000 0.866
TR2 0.024 47.339 0.000 0.911
TR3 0.025 43.654 0.000 0.868
TR4 0.025 43.095 0.000 0.861
Suitability for Lifestyle
SL1 0.028 42.725 0.000 0.860
SL.2 0.028 42.865 0.000 0.862
SL3 0.028 41.050 0.000 0.839
Informativeness
INF1 0.028 40.005 0.000 0.820
INF2 0.027 41.313 0.000 0.837
INF3 0.027 42.290 0.000 0.850
INF4 0.026 43.448 0.000 0.864
INF5 0.026 43.792 0.000 0.868
INF6 0.027 40.086 0.000 0.821
Pre-Purchase Consumer Behavior
PPC1 0.030 35.279 0.000 0.752
PPC2 0.026 39.466 0.000 0.812
PPC3 0.027 39.128 0.000 0.807
PPC4 0.026 37.747 0.000 0.788
PPC5 0.028 33.486 0.000 0.724
PPC6 0.028 37.408 0.000 0.783
PPC7 0.028 38.530 0.000 0.799
PPC8 0.028 36.738 0.000 0.774
PPC9 0.027 38.655 0.000 0.801
PPC10 0.030 31.883 0.000 0.699

Table 5 shows the standard error, z value, p value and standard factor loads of the items of the scales.
Accordingly, TR2 item had the highest factor load with 0.911, and PPC10 item had the lowest factor load with

0.699.
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Table 6. Structural Equation Model Analysis

Hypothesis Standartd z P Standardized | Support/Rejection
Error value | value B

H1: Enjoyment affects pre-purchase 0.146 2.286 | 0.022 0.127 Supported

consumer behavior in a meaningful

and positive way.

H2: Suitability to lifestyle affects 0.151 3.498 | 0.000 0.201 Supported

pre-purchase consumer behavior in

a meaningful and positive way.

H3: Informativeness affects pre- 0.076 19.798 | 0.000 0.577 Supported

purchase consumer behavior in a

meaningful and positive way.

H4: Trust affects pre-purchase 0.074 3.573 | 0.000 0.100 Supported

consumer behavior in a meaningful

and positive way.

Table 6 shows the standard error, z-value, p-value, Standardized 3, and support and rejection status of the
hypotheses obtained as a result of the structural equation model analysis. Accordingly, all hypotheses were
supported.

R=0.127**

Enjoyment

Suitability for B=0.201%***

Lifestyle \ R?=0.855
Pre-Purchase
Consumer Behavior
B=0.577%**
Informativeness

Trust B=0.100%**

Figure 2. Standardized 3 coefficients and R? value between constructs, **p<0.05; ***; p<0.001

Figure 2 shows the {3 coefficients and R? values between the variables. Accordingly, pre-purchase consumer
behavior is explained by 85.5% (R?=0.855) by enjoyment, suitability for lifestyle, informativeness, and security,
and 14.5% by different variables.

5. CONCLUSION AND DISCUSSION

Social media has been used by many people lately. There are different social media platforms used today. One
of the social media platforms is Instagram (ince and Bozyigit, 2018). Instagram is a social media tool where
photos and videos are shared. Thanks to Instagram, users can connect with other users, have the opportunity
to express themselves by sharing posts, and thus create a different communication environment. While users

have the opportunity to create their own content to express themselves in this environment, businesses can
3829
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also carry out promotion, customer relationship management, marketing, and communication activities for
their current and potential target audiences (Sahin et al., 2017).

Due to the uncertainty in consumer behavior, companies have difficulty in performing marketing activities in
accordance with the wishes and needs of consumers (Saritas and Karagoz, 2017). Instagram partially
eliminates this difficulty and allows businesses to closely monitor the behavior and interests of users (Aprilia
and Setiadi, 2017). In this context, Instagram enables researchers to investigate consumer behavior in detail
before purchasing.

This study examines the factors affecting pre-purchase consumer behavior. According to the analyses,
informativeness is the most effective factor on pre-purchase consumer behavior. This is followed by suitability
for lifestyle, enjoyment, and trust factors, respectively.

Informativeness significantly affects pre-purchase consumer behavior. This finding is similar to the findings
of the other studies in the literature. Levin and Cross (2004) stated that individuals prefer to refer to people
around them rather than documents when they want to get information. Smith et al. (2005) and De Bruyn and
Lillien (2008) concluded that information from people they know has a greater impact on consumers'
purchasing decisions than information from people they do not know. Yildiz et al (2013) concluded that the
comments, criticisms, and likes made by individuals are effective in consumers' pre-purchase decisions. The
study conducted by Sar1 et al (2015) determined that social media users do research on social media about that
product/service before purchasing, and they only give importance to the recommendations of people they
know before in social media. Aprilia and Setiadi (2017) found that consumers also use Instagram to obtain
information before purchasing a product. Ozcan and Akinci (2017) stated that consumers mostly research the
product they want to buy on social media before purchasing and they considered the recommendations about
the relevant product. Ince and Bozyigit (2018) stated that before purchasing a product, consumers do research
on social media and carefully examine the user comments and features of that product.

Instagram is a unique platform for consumers to express their evaluations of the products they buy, thus
facilitating communication. In this way, a person can communicate with many people about the products and
the companies that produce these products. In addition to using Instagram as a social media tool, users also
see it as the promotional face of businesses. For this reason, businesses that make good use of Instagram
achieve remarkable success in the competitive environment. The fact that Instagram offers consumers the
opportunity to express their satisfaction, dissatisfaction, or demands about products, to be in direct contact
with the business, to get information about a product or service faster and easier shows that Instagram can
establish a strong marketing communication network. Thanks to the feedback and comments from Instagram
about their goods or services, businesses have the opportunity to innovate or improve their goods or services,
gain new customers, retain existing customers, and reflect a positive corporate image. Businesses should
actively use Instagram to inform consumers about their products. In addition, they should share the price of
the product, detailed product information, and photos with the consumers. Product photos should reflect
reality and should be capable of showing all the features of the product. Businesses should create content that
will attract the attention of consumers and that they will like, so they should try to increase the rate of
appreciation. They should show the satisfaction of existing consumers to other consumers by sharing the
customer messages to the business account to report their satisfaction with the product or the photos they take
while using the product.

The second most important factor affecting pre-purchase consumer behavior is suitability for lifestyle.
Individuals who shop on Instagram closely follow the activities of businesses that fall into their interests. They
can visit the Instagram page of the product they will buy, view the images, follow, comment, contact the seller
via direct message and review the existing comments. Thanks to these features of Instagram, businesses can
manage the pre-purchase behavior of their potential and existing customers with the strategies they will
develop.

After businesses sell products to a consumer, if that consumer is satisfied with their shopping, he/she can
continue to buy products on Instagram. For this reason, it is necessary to pay attention to the quality of the
products, to keep the promises made, and to make the cargo shipments on time in order to satisfy the customer.
Ince and Bozyigit (2018) stated that individuals recommend products they buy or like to each other. They also
stated that these positive or negative recommendations are more effective than the activities that businesses
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carry out by paying money. Considering this situation, it is important to ensure that the customer makes a
positive comment after purchasing the product, to reduce the factors that can cause negative comments, to
consider customers' recommendations, and to help them by contacting them quickly in case of any negative
situation. In this way, their satisfaction level should be increased. In addition, customers should be encouraged
to make positive comments and to recommend the product to the people they know. In this way, businesses
will be able to increase the number of customers and their profitability.

The third factor that affects pre-purchase consumer behavior is enjoyment. In this context, users enjoy
shopping on Instagram and find it fun and exciting. In addition, considering that users share the content they
enjoy with other users and ensure that the content is spread to the masses, businesses should not neglect the
entertainment dimension in their promotions and content of their products. Users who see entertaining
content can share this content with their environment and promote the product. Thus, it can increase the
number of sales.

The fourth factor affecting pre-purchase consumer behavior is trust. This result is similar to many previous
studies. Che et al. (2017) stated that the approval of other users or famous people on Instagram is one of the
important factors affecting consumers' trust in Instagram, and the trust factor also affects consumer purchase
intention. Aprilia and Setiadi (2017) concluded that consumers determine what to trust and what not to trust
on Instagram by paying attention to other consumers' recommendations, the number of followers of the
business, and the content design of the profile. Sahin et al (2017) concluded that the trust dimension has the
most impact on consumer purchasing behavior. In this context, it is important that Instagram pages keep their
promises, establish a quality customer relationship, offer quick and timely solutions in case of problems,
protect the rights of their customers and provide support. In addition, it is possible to say that the companies'
sales and promotions without confusing the consumers and deceiving them will ensure the trust of the users.

According to the data, the most purchased items on Instagram are clothing, followed by shoes, jewelry, bags,
and cosmetics. This finding is similar to the results of the study of Ozeltiirkay et al. (2017) and Ince and Bozyigit
(2018). The least purchased items are electronic products. The majority of the participants are women (64.8%)
and 74.5% are between the ages of 17-24. Especially young and female users frequently buy clothes on
Instagram. In this context, it would be a right move for companies operating in the field of textiles to focus on
selling activities on Instagram, taking this situation into account. In addition, shoes are the second most sold
product (32.2%). Companies operating in this sector should actively use Instagram. Marketing their products
to their customers with both sponsored advertisements and product promotion advertisements has strategic
importance.
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