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KADINLARIN INSTAGRAM GiYIM MARKA SAYFALARINA KATILIMINA YONELIK
MARKA FARKINDALIGI VE GUVENININ AGIZDAN AGIZA iLETiSIME ETKIiSi: Y VE Z
KUSAGI UZERINE BiR ARASTIRMA

Ebru SONMEZ KARAPINAR?, Siikran KARACA?
OZET

Giyim pazarlarinda en biiylik paya sahip olan kadin giyim pazari, kadin ve kiz ¢cocuklarina yonelik
kiyafetleri kapsamaktadir. Istatistikler, sosyal medya kullanicilarin ¢ogunun yas araliklar itibariyle Y
ve Z kusaklarinda olduklarin1 gostermektedir. Bu c¢alismada popiiler sosyal ag platformlarindan biri
olan Instagramda yer alan giyim markalarinda, marka sayfalarina katilima yonelik marka farkindalig
ve giiveninin agizdan agiza iletisime etkisi incelenmek istenmistir. Olusturulan anket formunda
kullanilan 6l¢eklerde, marka sayfalarma katilim, marka farkindaligi, marka giiveni ve agizdan agiza
iletisim igin toplam 19 ifade yer almaktadir. Anket formunda yer alan olgekler i¢in Langaro vd.
(2019) calismasindan faydalanilmis ve besli Likert 6l¢egi kullanilmistir. Calismanin 6rneklemi, kadin
giyim markalarim bilen ve Instagram iizerinden en az bir kez bu markalardan birinin sayfasini ziyaret
eden Y ve Z kusaginda bulunan kadinlar olusturmaktadir. Calismada, ¢evrim i¢i anket teknigi ile 325
veri elde edilmistir.

Calismada normallik testi, agiklayici faktor analizi, giivenirlik analizi ve korelasyon analizleri
yapilmistir. Sonrasinda marka sayfalarina katilim, marka giiveni ve farkindaliginin agizdan agiza
iletisim tizerindeki etkisini tespit etmek icin ¢oklu dogrusal regresyon analizi yapilmistir. Coklu
dogrusal regresyon analizi varsayimlarindan biri ¢oklu baginti problemi ve otokorelasyon sorunu
olmamasidir. Bu dogrultuda yapilan analizler sonucu bu problemlerin olmadig1 goriilmistiir. Coklu
dogrusal regresyon analizi sonucunda da Z kusaginda yer alan Instagram giyim marka sayfasi
kullanicis1 kadinlarin  marka farkindaliginin, Y kusagindaki kadinlarin ise marka sayfalarina
kattliminin, marka farkindaliinin ve marka giiveninin agizdan agiza iletisim iizerinde pozitif ve
anlaml1 etkisinin oldugu sonucuna ulasilmstir.
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REGARDING THE PARTICIPATION OF WOMEN IN INSTAGRAM CLOTHING BRAND
PAGES BRAND AWARENESS AND TRUST IMPACT ON WORD-OF-MOUTH
COMMUNICATION: ASTUDY ON GENERATIONS Y AND Z

Ebru SONMEZ KARAPINAR', Siikran KARACA?
ABSTRACT

The women's clothing market, which has the largest share in clothing markets, includes clothing for
women and girls. Statistics show that most of the social media users are in the Y and Z generations by
age range. In this study, it was aimed to examine the effect of brand awareness and trust on word of
mouth communication for participation in brand pages in clothing brands on Instagram, one of the
popular social networking platforms. In the scales of the questionnaire, there are a total of 19
expressions for participation in brand pages, brand awareness, brand trust and word of mouth. For the
scales, Langaro et al. (2019) study was used and a five-point Likert scale was used. The sample of the
study consists of women in the Y and Z generation who know women's clothing brands and visit the
page of one of these brands at least once on Instagram. In the study, 325 data were obtained with the
online survey technique.

Normality test, explanatory factor analysis, reliability analysis and correlation analyzes were
performed in the study. Then, multiple linear regression analysis was conducted to determine the
effect of brand page participation, brand trust and awareness on word of mouth. One of the
assumptions of multiple linear regression analysis is that there is no multicollinearity problem and no
autocorrelation problem. Therefore, as a result of the analyzes made, it was seen that these problems
did not exist. According to the results obtained as a result of the multiple linear regression analysis, it
was concluded that among the women who are users of the Instagram clothing brand page, the brand
awareness of the Z generation, the participation of the Y generation in the brand pages, brand
awareness and brand trust have a positive and significant effect on word of mouth communication.
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