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This research is based on the investigation of the effects of Facebook, Youtube 

and Instagram advertisements on consumers’ buying behaviours. For this purpose, a 

representative face to face survey has been conducted in the city of Istanbul on 317 active 

users of Facebook, Youtube and Instagram between 2 April-15 May 2019. SPSS program 

has been used for frequency, factor, reliability and correlation analyses. LISREL 

structural equation modelling has been used in order to test the significancy and reliability 

of our model. As a result of the analysis, goodness of fit values, t-values and standardized 

solution values have been analysed and it has been detected that the independent variables 

informativeness, hedonic motivation, trustworthiness and economic benefit have a 

significant effect on the dependent variable buying behaviour. We found that the variable 

most effective on consumers’ buying behaviour is informativeness and hedonic motivation, 

trustworthiness and economic benefit variables follow informativeness respectively. So, 

companies should value these variables, giving a priority to informativeness. 

FACEBOOK, YOUTUBE VE INSTAGRAM REKLAMLARININ TÜKETİCİLERİN 

SATIN ALMA DAVRANIŞLARINA ETKİSİ 

ÖZ 

Anahtar Kelimeler: 

Çevrimiçi 

Reklamcılık, Satın 

Alma Davranışı, 

Facebook Youtube 

Instagram 

Reklamcılığı  

JEL Kodları: M30, 

M31, M37 

Facebook, Youtube ve Instagram reklamlarının tüketicilerin satın alma 

davranışlarına etkisinin araştırılmasına yönelik İstanbul ilinde yaşayan ve Facebook, 

Youtube ve Instagram’ı aktif olarak kullanan 317 katılımcıya 2 Nisan-15 Mayıs 2019 

tarihleri arasında yüz yüze anket uygulanmıştır. Bu çerçevede, bu reklamların tüketicilerin 

satınalma davranışlarına etkisi güvenilirlik, bilgilendirme, hedonik motivasyon ve 

ekonomik fayda boyutlarıyla ölçülmeye çalışılmıştır. SPSS programı ile Frekans Analizi, 

Faktör Analizi, Güvenilirlik Analizi ve Korelasyon Analizi yapılmıştır. Modelin anlamlılık 

ve güvenilirliğini test etmek için ise LISREL yapısal eşitlik modeli kullanılmış, analiz 

sonucunda uyum iyiliği değerleri, t değerleri ve standardize edilmiş çözüm değerleri 

incelenmiş ve Bilgilendirme, Hedonik motivasyon, Güvenilirlik ve Ekonomik fayda bağımsız 

değişkenlerinin satın alma davranışı bağımlı değişkeni üzerinde anlamlı etkisi olduğu tespit 

edilmiştir. Satın alma davranışı bağımlı değişkenini en çok etkileyen bağımsız değişkenin 

Bilgilendirme olduğu, bunu sırasıyla Hedonik motivasyon, Güvenilirlik ve Ekonomik fayda 

değişkenlerinin takip ettiği görülmüştür. Buna göre işletmeler bilgilendirme başta olmak 

üzere diğer değişkenlere de gereken önemi vermelidir.  
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1. INTRODUCTION 

The developing and developed economies of the world have been facing the 

phenomenon of hypercompetition for a while now, which refers to a business environment 

that is becoming ever more competitive. In a saturated marketplace, where competition is 

rising so rapidly, digitalisation and globalization taking their pace and spreading so widely, 

customers have the chance to choose among so many product and service alternatives in the 

market. This obviously brings customer loyalty to much lower levels than has ever been in 

history. In such a tough environment, companies feel the need to develop new strategies in 

order to be able to build sustainable and profitable customer relationships. Advertising as a 

profession has appeared as an economic and societal phenomenon, which happens to make a 

concrete contribution to economic growth and value creation, for over a century now (Van 

Dyck, 2015: 13). 

Among a variety of different phenomena, which have triggered change in the 21st 

century marketing thought, are higher advertising saturation levels, more fragmented media 

(recall rates for advertisements are dropping due to advertisement intensity and they are in 

fact not able to fulfill their basic missions any longer) and insufficient consumer attention to 

commercial advertisements as a result of consumer selectivity (both for products and 

advertisements) (Gegez, 2009: 26).  

In this study, a research has been undertaken on 317 consumers based on Facebook, 

Instagram and Youtube advertisements. Facebook, Instagram and Youtube are important 

representatives of social media and the observation of consumer behaviour on these social 

media platforms is a relatively new sphere of investigation and has drawn the attention of 

many academic as well as practitioner marketers intensely.  

According to the 2018 digital media report of We Are Social and Hootsuite, there are 

51 million active social media users, and that makes up 63% of the whole population. The 

most active social media platform is Youtube. Facebook, Whatsapp, Instagram, Facebook 

Messenger and Twitter follow Youtube respectively. 

(http://www.connectedvivaki.com/turkiyede-sosyal-medya-kullanim-istatistikleri/). 

Most of the studies made in this area have been undertaken either in the USA or in 

other developed countries, which means there is a gap in the literature on online advertising in 

developing countries. “Not much information can be found on the situation of online 

advertising in developing countries” (Wang and Sun, 2010: 333). This study has been 

http://www.connectedvivaki.com/turkiyede-sosyal-medya-kullanim-istatistikleri/
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conducted in Turkey, accepted as a developing country, and it aims to contribute to the 

information gap in this area. 

2. LITERATURE REVIEW 

2.1. Trustworthiness 

Today we have infinitely many sources of data and information. The problem as to the 

credibility and trustworthiness of these sources has become ever more important. 

Trustworthiness is one of the most critical factors for an organization’s sustainable success. 

Providing information about products and brands is among the most basic functions of 

advertisements. Although it has been proven that advertisements are highly effective in 

providing information; their trustworthiness has always been questioned (Ishaverma, 2014: 

189). Advertising trustworthiness can be explained by means of various dimensions such as 

trust, transparency, listening, responding and affirmation (Blackshaw, 2008: 51). The 

‘trustworthiness’ construct has been tried to be measured by means of various dimensions. 

Among these dimensions are source trustworthiness, advertisement content 

trustworthiness/reliability, message reliability and media reliability (Ishaverma, 2014: 193). 

The trustworthiness of an advertisement is also affected by the trustworthiness of the 

organization itself (Goldsmith et al. 2000: 304). Advertising credibility is a key factor that 

affects the attitude and behavior of consumers (Ling, Piew and Chai, 2010 in Vestraten, 2015: 

16). Hence, advertising credibility has a positive influence on attitude towards advertising and 

this then affects purchase intentions of consumers (MacKenzie, Lutz and Belch, 1986 in 

Verstraten, 2015: 16). It has been shown in the literature that trustworthiness has an important 

role for relationships in terms of ambiguity/uncertainty, solidarity and concerns about 

opportunism (Gefen, 2000; Li et al., 2006; Pavlou & Gefen, 2004 in Kim et al., 2010: 1211).  

2.2.Informativeness  

Advertisement functions include providing information, persuading, reminding, value 

adding and helping (supporting) the company with its other efforts (Shimp, 2003: 231). In this 

sense informativeness is one of the most basic characteristics that makes advertisements 

regarded as being valuable. Providing correct information is the fulfillment of one of the basic 

consumer rights and it balances out/compensates the intense criticisms directed towards 

advertisements by the society. When broadcasted through traditional media, the informative 

quality of the information provided in advertisements are strongly related with attitudes 

towards the ad (Ducoffe 1995 in Chowdhury et al., 2006: 37). Ducoffe (1996), has mentioned 
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the concept of ‘perceived informativeness’. Perceived informativeness of TV advertisements 

can make the decision making process of a consumer easier because consumers cannot 

examine the products offered (Kim et al., 2010: 1210). In this way, it can be seen that the 

consumers can make better decisions and their attitudes towards web sites can improve (Elliot 

and Speck, 2005 in Kim et al., 2010: 1210).  

2.3. Hedonic Ad Attributes 

The recreational characteristics of advertisements are especially important in online 

shopping centres because they can directly affect attitudes and consumers’ online buying 

behaviours (Eighmey, 1997; Jarvenpaa and Todd, 1997 in Kim et al., 2010: 1210). Apart from 

that, according to Koufaris, Kambil and Barbera (2001), the delight that customers get from 

their online shopping experiences determines to a great extent whether they will turn back to 

that Internet website or not (Kim et al., 2010: 1211).  

2.4. Economic Benefit 

An advertisement can explain the value of a brand for its customers. The percentage of 

the budget devoted to advertisements affects the value of a brand in consumers’ eyes. 

However, it is highly difficult to say how much every little penny actually contributes to a 

brand’s value (Peltekoğlu, 2010: 123). Advertisements can contribute to the consumption of 

every possible type of product (Peltekoğlu, 2010: 126). 

2.5. Consumers’ Buying Behaviours  

Consumers make many buying decisions every day, and the buying decision is the 

focal point of the marketer’s effort. Most large companies research consumer buying 

decisions in great detail to answer questions about what consumers buy, where they buy, how 

and how much they buy, when they buy, and why they buy (Kotler and Armstrong, 2012: 

158). Many different models of consumer behaviour have been developed in the consumer 

behaviour literature. Some of the most prevalent consumer buying behaviour models have 

been proposed by Andreasen (1965), Nicosia (1976), Howard-Sheth (1969), Engel-Kollam-

Blackwell model (1995), Bettman (1979), Sheth-Newman-Gross (1991), Solomon (1996), 

Middleton (1994), Gilbert (1991) and Schultz and Kitchen (2000) (Mihaela, 2015). 
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 3. RESEARCH METHODOLOGY  

The purpose of the study is to investigate the effects of Facebook, Youtube and 

Instagram advertisements on consumers’ buying behaviours. Within this framework, the 

effect of these advertisements on consumers’ buying behaviours has been tried to be 

measured by means of the variables of trustworthiness, informativeness, hedonic motivation 

and economic benefit. 

Table 1. Research Model 

 

Source: Developed by researchers 

 

In this article, a new research model has been developed based on the inspiration the 

researchers got from the scales and variables in Shouf et al. (2016) and Mikalef et al. (2012)’s 

research. The hypotheses of our research are as follows: 

H1: The variable “trustworthiness” is statistically significant in explaining buying behaviour.  

H2: The variable “informativeness” is statistically significant in explaining buying behaviour. 

H3: The variable “hedonic motivation” is statistically significant in explaining buying 

behaviour. 

H4: The variable “economic benefit” is statistically significant in explaining buying 

behaviour. 

Our sample consisted of 317 active Facebook, Youtube and Instagram users, all of 

whom were Istanbul residents. They took part in our face to face survey throughout 02.04-

15.05.2019. Our research questionnaire consisted of 3 parts. The first part consisted of 

demographic questions. The 13 survey questions in the second part consisted of questions 

adapted from Shouf et al. (2016) and Mikalef et al. (2012)’s scales along with a couple of 

H1 

 

 

 
 

BUYING BEHAVIOURS  

 

H2 

 
H3 

 H4 

  

 

TRUSTWORTHINESS 

 
INFORMATIVENESS 

 HEDONIC MOTIVATION 

 
ECONOMIC BENEFIT 

 



Mustafa KARADENİZ & İlke KOCAMAZ  

 
THE EFFECT OF FACEBOOK, YOUTUBE AND INSTAGRAM ADVERTISEMENTS ON CONSUMERS’ BUYING…. 

 

 

303 

questions developed by the researchers themselves. All were Likert type (1=Strongly agree, 

5=Strongly disagree) survey questions, measuring buying behaviours towards Facebook, 

Youtube and Instagram advertisements. In the last part of the survey, there were 5 Likert type 

question statements aimed at measuring buying behaviours of the participants. Statistical 

methods such as frequency, factor, reliability and correlation analyses and LISREL structural 

equation modelling has been used in order to test the significancy and reliability of our model. 

The fact that the sample of this research included only Istanbul residents is the major 

limitation of this research.  

 3.1. Analyses 

The demographic characteristics of the Facebook, Youtube and Instagram users, who 

participated in our study, are as stated in Table 2 below. 

Table 2. Demographic Characteristics 

Gender Frequency Percentage 

Female 154 48,6 

Male  163 51,4 

Total 317 100.0 

Marital Status   

Married 137 43,2 

Single 180 56,8 

Total 317 100.0 

Age   

18-29 84 26,5 

30-39 139 43,8 

40-49 78 24,6 

50 and above 16 5,0 

Total 317 100.0 

Education   

Elementry/middle school 9 2,8 

High school 86 27,1 

Associate degree 53 16,7 

Bachelor degree 130 41,0 

Master’s degree/PhD 39 12,3 

Total 317 100.0 

Income   

TL1500 and below 15 4,7 

TL1501-TL3000  119 37,5 

TL3001-TL5500  104 32,8 

TL5501 and above 79 24,9 

Total 317 100,0 

 

The distribution of the “demografic characteristics” of the research sample, which 

consist of 317 participants, is as follows: 48,6% female and 51,4% male, 43,2% married and 

56,8% single, 26,5% between 18-29 age, 43,8% between 30-39 age, 24,6% between 40-49 

age and 5,0% 50 and above age, major percentage distribution in education status is bachelor 
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degree with 41,0%,  when the income distribution is examined, 4,7% TL1500 and below, 

37,5% between TL1501-TL3000, 32,8% between TL3001-TL5500, 24,9% between TL5501 

and above. 

We conducted analyses for determining whether the scales used were eligible for 

factor analyses. The KMO rate was 0,821, which showed that the data was perfectly eligible 

for factor analyses. Additionaly the p-value of the Bartlett test was significant (Durmuş et al., 

2011: 79-80) and so we claimed that the data set was eligible for factor analysis 

(KMO=0,821, χ²Barlett Test (78) = 6521,788, p=0,000). The Cronbach Alpha coefficient was 

used for testing the internal validity of the scales used for the study. Accordingly, it has been 

found out that the used scales were reliable. 

Table 3. Reliability Test 

Scale Number of  

Questions 

Cronbach’s 

Alpha 

Trustworthiness (TRU), Informativeness (INF), Hedonic Motivation 

(HEM), Economic Benefit (ECB) 

13 0,841 

Buying Behaviour (BUB) 5 0,999 

 

The reliability analyses conducted for each of the 4 factors found in the factor analysis results 

showed that these 4 factors are highly reliable as their Cronbach Alpha exceeded the 

acceptible level of 0,70, as shown in Table 4, along with factor loadings and factor scores.  
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Table 4. Factor Analyses Results 

Factors Question Statements 

Factor 

Loadin

gs 

Factor 

Scores 

(%) 

Cronbach’s 

Alfa 

T
r
u

st
w

o
r
th

in
e
ss

 Advertisements can be relied 

upon. 0,894 

20,371 0,932 Advertisements can be trusted. 0,924 

Advertisements can be believed. 0,918 

In
fo

r
m

a
ti

v
e
n

e
ss

 

Advertisements are a valuable 

source of information.   0,964 

22,722 0,992 

Advertisements inform me about 

which brands have the qualities 

that I aspire to.   
0,976 

Advertisements inform me about 

current products and services in 

the market. 
0,975 

H
ed

o
n

ic
 m

o
ti

v
a

ti
o

n
 

Advertisements can sometimes 

provide more entertaining content 

than content in other media. 
0,924 

27,380 0,959 

I sometimes enjoy thinking about 

things I hear or see on 

advertisements.  
0,945 

Advertisements involve too much 

excitement and surprise.  0,906 

Funny characters appear in 

advertisements many times and 

advertisements are entertaining.  
0,907 

E
co

n
o
m

ic
 

b
e
n

e
fi

t 

Advertisements usually support a 

country’s economy.  0,967 

22,704 0,993 
Advertisements help us raise our 

life standards.     0,968 

People wear branded products 

because of advertisements. 0,967 

 

Table 5. Trustworthiness, Informativeness, Hedonic motivation, Economic benefit and 

Buying behaviour Correlation Analyses Results 

 Mean St. 

Dev. 

AVE TRU INF HEM ECB BUB 

TRU 2,144 0,993 0,831 1 

(0,912) 

- - - - 

INF 2,298 0,848 0,944 -0,123* 1 

(0,971) 

- - - 

HEM 2,339 0,935 0,847 0,411** -0,35 1 

(0,920) 

- - 

ECB 1,616 0,814 0,935 0,088 0,366** 0,205** 1 

(0,967) 

- 

BUB 2,350 0,859 0,996 0,239** 0,290** 0,300** 0,311** 1 

(0,998) 

** Correlation is significant at the 0,01 level (2-tailed). 

* Correlation is significant at the 0,05 level (2-tailed). 

 

Table 5 depicts the Correlation Analysis results for trustworthiness, informativeness, 

hedonic motivation, economic benefit and buying behaviour variables. As can be seen in the 
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table above, the AVE values are higher that 0,5 and the factor loadings in Table 4 are also 

higher than 0,5. These results show that our variables have convergent validity (Hair et al., 

2010: 691). 

Apart from that, the fact that the square roots of the AVE values of each variable (the 

square root values are shown in brackets) are higher than the correlations among other 

variables shows that the variables also have discriminant validity (Fornell and Larcker, 1981: 

41). After the implementation of frequency, factor, reliability and correlation analyses, we 

have tested our model and hypotheses with Structural Equation Modelling using LISREL.  

3.2. Testing The Developed Model With Structural Equation Modelling   

As a result of the confirmatory factor analysis carried out with LISREL structural 

equation modelling program for testing our developed research model, the goodness of fit 

values were as follows; Chi square (χ²) value 210.20, p=0; Degrees of freedom=125; χ²/df= 

1,68; Root Mean Square Error of Approximation-RMSEA = 0.050; Goodness of Fit Index -

GFI = 0.93; Comparative Fit Index -CFI = 0.99; Normed Fit Index -NFI = 0.97; Root Mean 

Square Residual -RMR = 0.013 and Standardized Root Mean Square Residual-SRMR = 

0.015. Accordingly, our research model, results and acceptance criteria (Çokluk vd., 2012: 

271) can be seen in Figure 1, Table 6 and Table 7 below.  

 

Figure 1. T values of the Second-Order Confirmatory Factor Analysis 
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Table 6. Structural Equation Modelling Results and Acceptance Criteria  

Goodness of fit values Value Acceptance criteria 

Chi square (χ²)/ df 1,68 ≤ 2 perfect fit 

GFI 0,93 ≥ 0,90 good fit 

RMSEA 0,046 ≤ 0,05 perfect fit 

RMR 0,013 ≤ 0,05 perfect fit 

SRMR 0,015 ≤ 0,05 perfect fit 

CFI 0,99 ≥ 0,95 perfect fit 

NFI 0,98 ≥ 0,95 perfect fit 

 

Table 7. Structural Equation Analysis Results 

Dependent Variable Independent Variable Standardized Solutions Values t-values 

Buying Behaviour (BUB) Trustworthiness (TRU) 0,19 3,23 

 Informativeness (INF) 0,26 4,61 

 Hedonic Motivation (HEM) 0,19 3,27 

 Economic Benefit (ECB) 0,17 2,99 

 

The goodness of fit values and the path diagram found out as a result of the structural 

equation modelling were significant on the 0,01 significance level and so our research model 

proved to be significant, reliable and acceptable.  

4. DISCUSSION AND RESULTS  

Internet makes companies reach their consumers faster in an ever more globalising 

world and therefore they can promote their products and brands in a much easier way. In this 

study, the effects of Facebook, Youtube and Instagram advertisements on consumers’ buying 

behaviours have been investigated and these ad effects on consumers’ buying behaviours have 

been measured in terms of the sub effects of trustworthiness, informativeness, hedonic 

motivation and economic benefit of advertisements.  

The model in Table 1 has been developed based on the studies in the literature. The 

research model has been developed by the researchers based on the scale and variables in 

Shouf et al. (2016) and Mikalef et al. (2012)’s articles. The model consists of 4 independent 

and 1 dependent variable. Throughout the research, a face to face survey has been conducted 

on 317 active Facebook, Youtube and Instagram users, all of whom were Istanbul residents; 
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and SPSS program has been utilized for data analyses and interpretation. Frequency, factor, 

reliability and correlation analyses have been carried out using SPSS progam.  

The analysis made for testing whether the scales are suitable for factor analyses or not 

has shown that the data is in fact perfectly eligible for factor analyses. Reliability analyses 

have been carried out with the 4 factors resulting from the factor analyses and these 4 factors 

have proved to be highly reliable. Accordingly; the Cronbach Alpha values, which are all 

above 0,70, showed that the used scales are actually reliable. According to the correlation 

analysis results, the AVE values and factor loadings above 0,5 showed that the observed 

variables have convergent validity. Together with that, the square root of the AVE values of 

each of the variables came out to be higher than the correlations of other variables, which 

showed that the criteria for discriminant validity has also been met.      

LISREL structural equation modelling has been used for testing the significance and 

reliability of the model and the resulting goodness of fit values, t values and standardized 

solutions values have been checked as a result of the analysis. According to the results, the 

relationship between the dependent variable ‘buying behaviour’ and the independent variables 

‘trustworthiness’, ‘informativeness’, ‘hedonic motivation’ and ‘economic benefit’ came out to 

be significant on the 0.1 reliability level and therefore it can be said that the model is 

significant, reliable and perfectly acceptable. According to the t values, the independent 

variable that affects the dependent variable ‘buying behaviour’ the most is ‘informativeness’, 

which is followed by the independent variables ‘hedonic motivation’, ‘trustworthiness’ and 

‘economic benefit’, respectively. According to this result, Facebook, Youtube and Instagram 

users value the informativeness dimension the most when compared with the other tested 

dimensions. The relationship of other independent variables with buying behaviour is also 

significant. These results show that in order to be able to affect buying behaviour, companies 

should value all of the independent variables of this research, which are informativeness, 

hedonic motivation, trustworthiness and economic benefit. When extended to new areas of 

research, the model developed in this study can be inspiring for further studies.  

 

 

 

 

 



Mustafa KARADENİZ & İlke KOCAMAZ  

 
THE EFFECT OF FACEBOOK, YOUTUBE AND INSTAGRAM ADVERTISEMENTS ON CONSUMERS’ BUYING…. 

 

 

309 

REFERENCES 

Aaker, D. ve J.G. Myers (1987). Advertising Management, Prentice Hall.   

 

Almquist, E. and K. J. Roberts (2000). A “mindshare” manifesto. Mercer Management Journal.  

 

Alwitt, L. F. & Prabhaker, P. R. (1994). Identifying who dislikes television advertising: Not by demographics 

alone. Journal of Advertising Research, 34 (6), 17– 29.  

 

Belch, G. E., G.E. Belch ve M. A. Belch (2007). Advertising and Promotion: An Integrated Marketing 

Communications Perspective, McGraw-Hill Irwin. 

 

Blackshaw, P. (2008). https://archive.ama.org/archive/ResourceLibrary/Marketing 

Management/documents/MMMayJune08Blackshaw.pdf    New Media, May, June.   

 

Chaudhuri, A., M. Holbrook (2001). “The Chain of Effects From Brand Trust and Brand Affect to Brand 

Performance”, Journal of Marketing, Vol. 65, p. 81-93.  

 

Chowdhury, H.K., Parvin, N., Weitenberner, C. and Becker, M. (2006). "Consumer attitude toward mobile 

advertising in an emerging market: An empirical study", International Journal of Mobile Marketing, Vol. 1, No. 

2, pp. 33-42.  

 

Çokluk, Ö., G. Şekercioğlu, Ş. Büyüköztürk, (2012). “Sosyal Bilimler İçin Çok Değişkenli İstatistik SPSS ve 

LISREL Uygulamaları”, 2.Baskı, Ankara, Pegem Akademi. 

 

Durmuş, Beril, E. S. Yurtkoru, M. Çinko, (2011). “Sosyal Bilimlerde SPSS’le Veri Analizi”, 4.Baskı, İstanbul, 

Beta Yayıncılık. 

 

Fandos, C., F., Carlos (2006). Intrinsic and extrinsic quality attributes, loyalty and buying intention: an analysis 

for a PDO product, British Food Journal, 108(8), 646-662.  

 

Farquhar, H. P. (1995). Strategic Challenges For Branding. Marketing Management. 3(2), pp. 8-15.  

 

Fornell Claes ve D. F. Larcker, Evaluating Structural Equation Models with Unobservable Variables and 

Measurement Error, Journal of Marketing Research, Vol. XVIII (February 1981), 39-50. 

 

Goldsmith, R. E., B. A. Lafferty, S. J. Newell (2000). The Influence of Corporate Credibility on Consumer 

Attitudes and Purchase Intent, Corporate Reputation Review, Vol. 3, No. 4, s. 304-318. 

 

Hair, J. F., W.C., Black, B.J., Babin, ve R.E. Anderson, (2010). Multivariate Data Analysis: A Global 

Perspective, Pearson, New York, NY. 

 

Hampf, A. & K. L.-Repo (2011). Branding: The Past, Present, and Future: A Study of the Evolution and Future 

of Branding, Hanken school of economics working papers.  

 



tujom (2019) 4 (3): 298-311 

Turkish Journal of Marketing Vol.:4 Issue:3 Year: 2019 pp. 298-311 

 

 

310 

 

 

310 

Kevin Lane Keller (2008). Strategic Brand Management, 2e, PrenticeHall, p.3. 

 

Kim, B.H., Han, S., Yoon, S. (2010). Advertising creativity in Korea: scale development and validation. Journal 

of Advertising, 39 (2), 93-108.  

 

Kotler, P. ve G. Armstrong (2012). Principles of Marketing, Prentice Hall, c2012. 

 

Ling, K. C., Piew, T. H., Chai L. T. (2010). The Determinants of Consumers’ Attitude Towards Advertising, 

Canadian Social Science, 6(14), 114-126. 

 

Lutz, R. J. MacKenzie, S. B., & Belch, G. E. (1983). Attitude toward the ad as a mediator of advertising 

effectiveness: Determinants and consequences. Advances in consumer research, 10(1), 532-539.  

 

MacKenzie, S. B., & Lutz, R. J. (1989). An Empirical Examination of the Structural Antecedents of Attitude 

toward the Ad in an Advertising Pretesting Context. Journal of Marketing, 53(2), 48-65.  

 

Mehta, A. (2000). Advertising Attitudes and Advertising Effectiveness. Journal of Advertising Research, 40(3), 

67-72.  

 

Mihaela, O. O. E. (2015). The Influence of The Integrated Marketing Communication on the Consumer Buying 

Behaviour. Procedia Economics and Finance 23. pp: 1446 – 1450.  

 

Mikalef, P., M. Giannakos & A. Pateli (2012). Shopping and Word-of-Mouth Intentions on Social Media Journal 

of Theoretical and Applied Electronic Commerce Research, Vol. 8, Issue 1,  April 2013, 17-34.  

 

M. Najmi, Y. Atefi & S. A. Mirbagheri (2012). Attitude toward Brand: An Integrative Look at Mediators and 

Moderators, Academy of Marketing Studies Journal 16(1): 111-133, January. 

 

Mittal, Banwari (1994). Public assessment of TV advertising: Faint praise and harsch criticism. Journal of 

Advertising Research 34, 1, pp.35-53. 

 

Muehling, D. D. (1987). An Investigation of Factors Underlying Attitude-Toward- Advertising-In-General. 

Journal of Advertising, 16(1), 32-40.  

 

Severin W J and Tankard J W Jr (2001). Communication Theories, (5th Ed.), Longman, New York. 

 

Shaouf, A., K. Lü, X. Li (2016). The effect of web advertising visual design on online purchase intention: An 

examination across gender, Computers in Human Behaviour 60, 662-664.  

 

Shimp, T. A. (1981) Attitudes toward the ads as a mediator of consumer brand choice, Journal of Advertising, 

10(2), 9-15.  

 

Shimp, T. A. (2003). Advertising, Promotion & Supplemental Aspects of Integrated Marketing Communications, 

6th ed. 



Mustafa KARADENİZ & İlke KOCAMAZ  

 
THE EFFECT OF FACEBOOK, YOUTUBE AND INSTAGRAM ADVERTISEMENTS ON CONSUMERS’ BUYING…. 

 

 

311 

 

Spears, N., S.N. Singh (2004). Measuring Attitude Toward the Brand and Purchase Intentions, Journal of 

Current Issues and Research in Advertising, 53-66, September. 

 

Sheeraz, M., A. K. Khattak; S. Mahmood, N. Iqbal (2016). Mediation of Attitude toward Brand in the 

Relationship between Service Brand Credibility and Purchase Intentions, Pakistan Journal of Commerce and 

Social Sciences, Vol. 10 (1), 149-163, January. 

 

Tosun, N. (2014). Marka Değeri Yaratmada Reklam İle Halkla İlişkiler Arasındaki Etkileşim, Galatasaray 

Üniversitesi İletişim Dergisi, Cilt 6, Sayı 6. 

 

Verstraten, R. (2015). The effect of advertising credibility: could it change consumers’attitude and purchase 

intentions? A research about different advertising formats on the relationship between advertising credibility and 

consumers’ attitude and purchase intentions (Master’s Thesis) Retrieved from https://thesis.eur.nl › pub 

 

Wang & Sun, (2010). Assessing beliefs, attitudes, and behavioral responses toward online advertising in three 

countries, International Business Review 19, s. 333-344. 

https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&ved=2ahUKEwjhormg_6fkAhVBonEKHWZGCfoQFjACegQICxAE&url=https%3A%2F%2Fthesis.eur.nl%2Fpub%2F31376%2FVerstraten-R.M.-356757rv-.pdf&usg=AOvVaw1-fyOLFLTrciiBwYj0DNp-
https://www.google.com/url?sa=t&rct=j&q=&esrc=s&source=web&cd=3&ved=2ahUKEwjhormg_6fkAhVBonEKHWZGCfoQFjACegQICxAE&url=https%3A%2F%2Fthesis.eur.nl%2Fpub%2F31376%2FVerstraten-R.M.-356757rv-.pdf&usg=AOvVaw1-fyOLFLTrciiBwYj0DNp-

