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Ozet

Giderek artan bir sekilde tiiketiciler, markali igerigi, birbirine bagli ¢oklu sosyal medya
platformlarinda karmasik bir sosyal medya ekosistemi yaratarak es zamanli olarak
yaymlamaktadir. Bununla birlikte, belirli medya baglamlarinin aksine ekosistemde paylasimi
ve paylasimdan etkilenmeyi neyin motive ettigi konusunda ¢ok az sey bilinmektedir. Yapilan
bu arastirma, YouTube’da videolar izleyen tiiketicilerin, videolar sirasinda ¢ikan reklamlar ile
satin alma niyetini etkileyen faktorleri belirlemeyi hedeflemistir. Hipotezleri test etmek i¢in
YouTube’da video izleyen tiiketicilere anket uygulanmistir. Arastirma, 18-25 yas arasindaki
300 kisi ile gerceklestirilmis olup, SPSS programindan yararlanilarak anket sonuglart analiz
edilmis ve yorumlanarak sonu¢ kisminda belirtilmistir. Ayrica bu arastirmada Youtube
reklamlarinin geng tiiketicilerin satin alma davranislari tizerindeki etkisi incelenmistir. Ankete
katilanlarin bilgisayar ve internet kullanim oranlarinin oldukga yiiksek oldugu goriilmekle
beraber, miisteri olarak potansiyellerini her zaman potansiyel olarak arttiran sosyal medya
platformlarina erisiminin ¢ok yliksek oldugu agikca ortaya ¢ikmistir. Katilimeilar ayn1 zamanda
geleneksel reklam medyasindan giderek daha fazla uzaklagsmakta ve aktif olarak sosyal medya
platformlarin1 arastirmakta ve sosyal medya platformlarindan elde edilen bilgileri kullanarak
stk alimlar yapmaktadirlar. Ciinkii karar vermede yeterli, giivenilir, kullanish ve sonuglar1 daha
cabuk almasi i¢in yeterlidir. Elde edilen bulgular, pazarlama ve iletisim stratejilerini
gelistirirken genclik pazarini hedef alan pazarlamacilar tarafindan diisiiniilebilir niteliktedir.
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Abstract

Increasingly, consumers are publishing branded content simultaneously, creating a complex
social media ecosystem across multiple interconnected social media platforms. However, little
is known about what motivates sharing and influencing sharing in the ecosystem as opposed to
specific media contexts. This research aimed at identifying factors affecting consumers'
intention to purchase ads that appeared during videos. To test the hypotheses, a survey was
conducted on consumers who watched videos on YouTube. The research was carried out with
300 people between the ages of 18-25, using the SPSS program, the results of the survey were
analyzed and interpreted and stated in the conclusion. In addition, the effect of Youtube ads on
purchasing behaviors of young consumers was investigated in this study. Although it is seen
that the rate of computer and internet usage of the respondents is quite high, it is clear that they



have very high access to social media platforms that always increase their potential as
customers. Participants are also increasingly distancing from traditional advertising media and
actively researching social media platforms and making frequent purchases using information
from social media platforms. Because it is sufficient to make decisions, reliable, useful and
sufficient to get results faster. The findings can be considered by marketers targeting the youth
market while developing their marketing and communication strategies.
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