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OZET

SOSYAL MEDYA PAZARLAMASINDA UNLU VE FENOMEN TERCIHi: HIZLI
MODA SEKTORU ORNEGI

Teknolojinin gelisimi ve bunun sonucunda ortaya ¢ikan Web 2.0 kavrami, sosyal
medyanin gelisimine ve insanlarin hayatinda 6nemli bir yere sahip olmasina
olanak saglamigtir. Sosyal medya, insanlarin birbirleriyle olan iletisiminin
yaninda, markalarla olan iletisimlerini de glglendirmis; markalardan anlik geri
bildirim alabildikleri, dneri ve sikayetlerini iletebildikleri, marka hakkinda olumlu ya
da olumsuz goérigslerini yayinlayabildikleri, diger kullanicilara tavsiyeler

verebildikleri bir ortam haline gelmistir.

Geleneksel medyada reklam ve pazarlama, genel itibariyle Unlller Gzerinden
gerceklesmektedir. Sosyal medyada ise takipgi sayisi ylksek, genis bir kitleye
hitap eden Kkigiler; yani sosyal medya unluleri olan “fenomenler” olusmustur.
Fenomenler, Urlin pazarlamasinda sikga kullanilmaya baglanmigtir. Ancak

geleneksel Unlulerden de vazgecilmemistir.

Bu arastirmada, sosyal medya pazarlamasinda Unli ile fenomen pazarlamasi
¢esitli agilardan incelenmistir. Reklam ajansi, markalar, fenomenler ve tlketiciler
tarafindan bakis acilari irdelenmistir. Meslek profesyonelleri ile derinlemesine

mulakat; tlketicilerden olusan fokus grup gorismesi yapilimistir.



Bu veriler dogrultusunda, Unli ya da fenomen tercihinin satisa etkileri

incelenmistir.
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ABSTRACT

CELEBRITY OR INFLUENCER PREFERENCE IN SOCIAL MEDIA
MARKETING: FAST FASHION INDUSTRY EXAMPLE

Developments in technology and Web 2.0 concept that arose as a result, have
allowed improvement in social media and have started to play a vital role in
people’s lives. Social media has not only given a boost on people’s daily
interactions and strengthen communication with brands, but also has evolved into
a portal/area where stakeholder can receive an instant feedback on their products,
where customers and/or consumers can submit suggestions and/or complaints

and broadcast their experiences/opinions in relation to the brand.

Celebrities take the lead on promoting a brand or a cause in traditional media
when it comes to advertising and marketing. People who have a lot of followers
and appeal a large audience are called “Influencers” and product marketing
frequently relies on these people to advertise their products. However, traditional

celebrities have not been abandoned.

In this research, influencers and celebrities in social media marketing have been
widely explored and advertising agencies’, brands’, consumers’, influencers’
perspective were taken into account. In-depth interview with marketing
professionals, influencers, advertising agency owners; focus group interviews with

consumers were conducted.
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Based on this data, the effects of the celebrity or influencer preference on the

sales were examined.
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