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OZET

CEVRIMICi MARKA TOPLULUKLARININ MARKA SATIN ALMA NiYETI
UZERINE YANSIMASI

Dijitallesme ve teknolojik gelismeler, bireylerin iletisim bi¢imlerini doniistiirmiis ve
cevrim i¢i markay1 markalar i¢in stratejik bir iletisim araci haline getirmistir. Cevrim
ici marka platformlari, tiiketicilerin markalarla anlik ve ¢ift yonlii etkilesim
kurmasinmi miimkiin kilarak geleneksel medya anlayisini geride birakmistir. Bu
baglamda c¢evrim i¢i marka topluluklari, tiiketicilerin bir araya gelerek deneyim
paylastiklart ve markaya yonelik duygusal baglarini giiglendirdikleri dinamik yapilar

olarak 6ne ¢ikmaktadir.

Bu tezde, Mercedes-Benz 6rnegi {izerinden ¢evrim i¢i marka topluluklarinin tiikketici
tutumlar1 tizerindeki rolii incelenmektedir. Arastirma; giiven, satin alma niyeti ve
marka algis1 gibi unsurlar iizerinden bu topluluklardaki rolii analiz etmeyi
amaclamaktadir. Katilimi etkileyen faktorler arasinda tiirdeslik bilinci, ortak rittieller

ve ahlaki sorumluluklar yer almaktadir.
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Calisma yalnizca Mercedes-Benz markasina odaklanmakta ve aktif ¢evrim i¢i marka
toplulugu tyeleriyle simnirli kalmaktadir. Elde edilen bulgular, ¢evrim i¢i marka
topluluklarinin marka yonetimi ve pazarlama stratejileri agisindan kritik bir deger
tagidigini ortaya koymaktadir.

Anahtar Kelimeler: Cevrim i¢i marka, marka toplulugu, tiikketici tutumu,

satin alma, Mercedes-Benz
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ABSTRACT

THE IMPACT OF ONLINE BRAND COMMUNITIES ON BRAND
PURCHASE INTENTION

Digitalization and technological advancements have transformed the way individuals
communicate and have turned social media into a strategic communication tool for
brands. Social media platforms have surpassed traditional media by enabling real-
time and two-way interactions between consumers and brands. In this context, social
media brand communities stand out as dynamic structures where consumers come

together to share experiences and strengthen their emotional connection to the brand.

This thesis examines the impact of social media brand communities on consumer
attitudes through the case of Mercedes-Benz. The study aims to analyze the influence
of these communities on elements such as brand loyalty, trust, purchase intention,
and brand perception. Factors affecting participation include a sense of homogeneity,

shared rituals, and moral responsibilities.

The study aims to analyze the impact of these communities on factors such as

purchase intention and brand perception. The findings reveal that social media brand
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communities hold critical value in terms of brand management and marketing
strategies.
Keywords: Social media, brand community, consumer attitude, Purchase,

Mercedes-Benz.



