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OZET

Bu tez calismasi, Pera Miizesi ve Istanbul Modern’in Instagram’daki
gonderilerine gelen kullanict yorumlarinin marka tutumuna nasil yansidigini
incelemektedir. Pera Miizesi ve Istanbul Modern’in Ocak 2022 — Ocak 2025 tarihleri
arasinda Instagram lizerinden yaptig1 paylasimlar temel alinarak yiiriitiilen aragtirma,
yalnizca marka tutumu kavrami tizerine odaklanilmis ve bu tutumun bilissel, duygusal
ve davranigsal bilesenleri cercevesinde degerlendirilmistir. Calismada, miizelerin
Instagram platformundaki gonderilerine yapilan kullanic1 yorumlar: igerik analizine
tabi tutulmus; yorumlar tutum boyutlarina ve olumlu-olumsuz yonelimlerine gore

siniflandirilarak frekans ve ylizde degerleriyle desteklenmistir.

Aragtirmanin kuramsal ¢ercevesi, markanin tanimi, tiirleri ve marka tutumu
tizerine yapilan literatiir taramasina dayanmaktadir. Marka tutumu, tiiketicilerin bir
markaya yonelik duygu, diisiince ve davranis egilimlerini igeren ¢ok boyutlu bir yap1
olarak ele alinmigtir. Bu kapsamda, bilissel boyut kullanicilarin bilgi ve
degerlendirmelerini, duygusal boyut olumlu ya da olumsuz hislerini, davranissal boyut
ise markaya yonelik eyleme doniik ifadelerini temsil etmektedir. Arastirmanin ikinci
boliimiinde, sosyal medya kavrami dijitallesme siireci iginde degerlendirilmis;
internetin gelisimi ve Web teknolojilerinin evrimi aktarilmistir. Sosyal medya
araclarinin doniisiimii ve kullanim aligkanliklar1 tizerine yapilan agiklamalarda,
Instagram platformunun 6ne ¢ikan 6zellikleri ve markalar ile arasindaki baglam ele

alimustir.
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ABSTRACT

This thesis examines how user comments on posts by Pera Museum and
Istanbul Modern on Instagram reflect brand attitude. The research, which was
conducted based on the posts made by Pera Museum and Istanbul Modern on
Instagram between January 2022 and January 2025, focused solely on the concept of
brand attitude and evaluated this attitude within the framework of its cognitive,
emotional, and behavioral components. In the study, user comments on the museums'
Instagram posts were subjected to content analysis; the comments were classified
according to attitude dimensions and positive-negative orientations and supported by

frequency and percentage values.

The theoretical framework of the study is based on a literature review on the
definition, types, and brand attitude of the brand. Brand attitude was considered as a
multidimensional structure that includes consumers' feelings, thoughts, and behavioral
tendencies toward a brand. In this context, the cognitive dimension represents users'
knowledge and evaluations, the emotional dimension represents their positive or
negative feelings, and the behavioral dimension represents their action-oriented
statements toward the brand. In the second part of the study, the concept of social
media is evaluated within the digitalization process, and the development of the
internet and the evolution of web technologies are discussed. In the explanations about
the transformation of social media tools and usage habits, the prominent features of

the Instagram platform and its context among brands are discussed.
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