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Teknolojinin hizla gelistigi diinyamizda isletmeler hedef Kkitlelerine ulasmak icin sosyal medya
platformlarin1 kullanmaya baglamigslardir. Son yillarda sosyal medya platformlarinin yaygin olarak
kullanilmasi, isletmelere herhangi bir zamanda ve herhangi bir yerde tiiketicilere ulasma imkani
tanmmistir. Bu calisma ile pazarlama alan yazinina katki sunulmasi, tiiketicilerin neden Instagram’i
tercih ettiklerinin, memnun olduklar1 ve olmadiklart unsurlar1 ve tiiketicileri Instagram tizerinden
aligveris yapmaya iten nedenlerin ortaya c¢ikarilmas: amaclanmistir. Arastirmada nitel arastirma
yontemi kullanilmistir ve arastirma sonucunda; katihmcilarin Instagram tizerinden alisveris yaparken
karar verme siireglerine etki eden temalar ortaya ¢cikmistir. Bu temalar dogrultusunda tiiketici beklenti,
istek ve bakis acillarmin ne oldugunu Instagram magazalarina anlatarak, bu magazalarin
potansiyellerini arttirmak i¢in neler yapmalar1 gerektigi hakkinda 6nerilerde bulunmustur.
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A Qualitative Study on the Effect of Instagram Marketing on Consumer Purchasing
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Abstract

In our world where technology is developing rapidly, businesses have started to use social media
platforms to reach their target audience. The widespread use of social media platforms in recent years
has given businesses the opportunity to reach consumers anytime and anywhere. With this thesis; It is
aimed to contribute to the marketing literature, to reveal the reasons why consumers prefer Instagram,
the factors that they are satisfied with and are not satisfied with, and the reasons that push consumers
to shop on Instagram. Qualitative research method was used in the research and as a result of the
research; themes that affect the decision-making processes of the participants while shopping on
Instagram have emerged. In line with these themes, Instagram stores were informed about the
consumer expectations, wishes and perspectives, and suggestions were made about what these stores
should do to increase their potential.
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