KISA OZET

Dijital cagda, sosyal medya markalara tuketicilerle etkilesim kurma seklini
devrimlendirerek pazarlama alaninda guglu bir arag olarak ortaya ¢ikmistir. Sosyal
medya pazarlamasi, 6zellikle sosyal medya reklamcilidi, rekabetci piyasalarda marka
gorunarldgiand artirma, tiketici etkilesimini gelistirme ve satin alma davranigini
yonlendirme konularinda kritik bir rol oynar. Bu fenomen 6zellikle hizl tuketim Grunleri
(FMCG) sektoriinde 6nemlidir, ¢linku tiketicinin kararlari siklikla marka varligi ve

etkinligi tarafindan sosyal medya platformlarinda etkilenir.

Bu calisma, Tirkiye'nin rekabetci hizli tiketim Grinleri (FMCG) pazarindaki
marka olusturma Uzerinde sosyal medya pazarlamasinin, 6zellikle sosyal medya
reklamciliginin, etkisini arastirmaktadir. Kapsamli bir nicel analiz yoluyla, arastirma,
sosyal medya reklamciliginin marka bilinirligi, marka sadakati, satin alma niyetleri ve
elektronik agizdan agiza (eWOM) faaliyetleri gibi kritik marka olusturma élcutleri

Uzerindeki etkisini incelemektedir.

Veriler, istanbul'daki sosyal medya platformlarinda hizl tiketim driinleri (FMCG)
markalariyla etkilesimde bulunan tuketicilerin bir drneklemini iceren anketler araciligiyla
toplandi. Sonugclar, sosyal medya reklamciligi ile tiiketici davranisi metrikleri arasinda
anlamli ve pozitif iligkiler oldugunu dogrulamaktadir. Bulgular, sosyal medya
reklamcihginin Turkiye'deki hizli tiketim drtnleri (FMCG) tlketicileri arasinda marka
bilinirligini artirma, marka sadakatini gelistirme, satin alma niyetlerini etkileme ve eWOM

faaliyetlerini tegvik etmede hayati bir rol oynadigini gostermektedir.

Bu tezin literatlr taramasi, bulgulari, ézellikle hizl tiketim Grtnleri (FMCG)
sektoriinde, tiketici algilarini ve davraniglarini sekillendirmede sosyal medya
platformlarinin kritik rolind vurgulayan énceki calismalarin daha genis kapsami icinde

yer almaktadir.

Sonug olarak, bu galisma, Turkiye'deki hizl tiketim Grtnleri (FMCG) markalari

icin sosyal medya reklamciliyinin stratejik bir ara¢ olarak 6nemini vurgulamaktadir.
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Bulgular, tlketici etkilesimini ydnlendirme, marka algisini sekillendirme ve satin alma
davranigini etkileme konusunda sosyal medya reklamciliginin rolii hakkinda degerli
icgoruler sunmaktadir. Bu bulgular, Tlrkiye'nin hizli tiketim trinleri (FMCG)
sektoriinde pazarlama uzmanlarina ve igletmelere, pazar varligini giglendirme ve

rekabet avantajini artirma konusunda pratik éneriler sunmaktadir.
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ABSTRACT

In the digital age, social media has emerged as a powerful tool in the marketing
landscape, revolutionizing how brands interact with consumers. Social media
marketing, particularly social media advertising, plays a critical role in competitive
markets by enhancing brand visibility, fostering consumer engagement, and driving
purchasing behavior. This phenomenon is especially relevant in the fast-moving
consumer goods (FMCG) sector, where consumer decisions are often influenced by

brand presence and activity on social media platforms.

This study investigates the influence of social media marketing, specifically social
media advertising, on brand building within Turkiye's competitive fast-moving consumer
goods (FMCG) market. Through a comprehensive quantitative analysis, the research
explores the impact of social media advertising on critical brand-building metrics such
as brand awareness, brand loyalty, purchase intentions, and electronic word-of-mouth
(eWOM) activities.

Data were collected via surveys from a sample of consumers actively engaging
with fast-moving consumer goods (FMCG) brands on social media platforms in Istanbul.
The results confirm significant and positive correlations between social media
advertising and consumer behavior metrics. The findings demonstrate that social media
advertising plays a pivotal role in enhancing brand awareness, fostering brand loyalty,
influencing purchase intentions, and encouraging electronic word-of-mouth (eWOM)

activities among fast-moving consumer goods (FMCG) consumers in Turkiye.

The literature review in this thesis contextualizes these findings within the
broader scope of existing research on social media marketing and consumer behavior.
It examines previous studies that highlight the crucial role of social media platforms in
shaping consumer perceptions and behaviors, particularly in the fast-moving consumer
goods (FMCG) sector.



In conclusion, this study underscores the importance of social media advertising
as a strategic tool for fast-moving consumer goods (FMCG) brands in Tarkiye. It
provides valuable insights into the role of social media advertising in driving consumer
engagement, shaping brand perception, and influencing purchase behavior. These
findings offer practical implications for marketers and businesses aiming to strengthen
their market presence and enhance their competitive edge in Turkiye's fast-moving

consumer goods (FMCG) sector.
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