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Oz

Sosyal medya; katiimcilarina profil olusturma, belge, video, fotograf paylasma, yorum yapma
gibi etkilesimli olanaklar sunan bir platformdur. Sosyal medya ortamlari sayesinde tiiketiciler ve
isletmeler kolaylikla bir araya gelmekte, isletmeler, yeni miisterilere ulasabilmekte ve mevcut
miigterilerin sadakatini arttirabilmektedir. Tam zamanli, yar1 zamanli ¢alisan ya da ev hanimi
olan kadinlar da sosyal medyay1 etkin bir sekilde kullanarak mal ve hizmetlerin satisinda bu
platformlardan faydalanmaktadir. Arastirmanin amaci, kadin girisimcilerin pazarlama aract
olarak sosyal medya kullaniminda karsilastiklar1 sorunlari ortaya ¢ikararak, bu sorunlara ¢oziim
Onerileri gelistirmektir. Bu arastirmada nitel arastirma yontemi kullanilmistir. Elde edilen veriler
igerik analizi teknigi ile kategorilere ayrilarak yorumlanmustir. Arastirma sonuglarina gore kadin
girisimcilerin pazarlama araci olarak sosyal medya kullaniminda karsilastiklar1 temel sorun
‘giiven’ faktoriidiir. Calismanin en 6nemli sinurliligl, zaman kisit1 sebebiyle yalnizca Instagram
ve Facebook’ta mal ve hizmet satis1 yapan kadin girisimciler ile goriisme yapilmis olmasidir. Bu
smirliiga ragmen calismanin, gelecekte yapilacak olan ¢alismalarin kavramsal yapisinin
olusturulmasinda ve sosyal medyay1 pazarlama araci olarak kullanan veya kullanmay1 planlayan
kisi ve isletmelere 6nemli katkilar saglayacag: diistiniilmektedir.
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Abstract

Social media; is a platform that offers its participants interactive possibilities such as creating
profiles, sharing documents, videos, photos, and commenting. Thanks to social media
environments, consumers and businesses come together easily, businesses can reach new
customers and increase the loyalty of existing customers. Women who work full-time, part-time
or housewives in their working life also benefit from these platforms for the sale of goods and
services by using social media effectively. The aim of the research is to reveal the problems faced
by women entrepreneurs in using social media as a marketing tool and to develop solutions to
these problems. Qualitative research method was used in the research. The data obtained were
categorized by content analysis technique and interpreted. According to the research results, the
main problem faced by women entrepreneurs in using social media as a marketing tool is the
mutual 'trust’ factor. The most important limitation of the study is that, due to the time constraint,
only interviews with women entrepreneurs selling goods and services on Instagram and
Facebook. Despite this limitation, it is thought that the study will contribute significantly to the
conceptual structure of future studies and to people and businesses that use or plan to use social
media as a marketing tool.
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