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ABSTRACT 

 

 

EXPLORING CONSUMER VALUE TYPES IN THE CONTEXT OF 

TURKISH INSTAGRAM FASHION INFLUENCERS 

 

 

ÇAVDAR, Deniz 

M.B.A., The Department of Business Administration 

Supervisor: Assoc. Prof. Dr. Eminegül KARABABA 

 

 

July 2021, 84 pages 

 

 

This study aims to define the types of values attained through Instagram and 

attained through the interactions of Turkish young adult women with the Turkish 

fashion influencers whom they are following on Instagram. An exploratory 

research design that includes qualitative data collection and analysis techniques 

is used. These include secondary data collection and primary data collection 

methods, including in-depth interviews, projective techniques, and visual 

elicitation. This thesis study adapts consumer side perspective with their own 

comments. After the analyses are conducted, the types of consumer values 

attained through Instagram and influencers, the factors that shape consumer 

values attained through Instagram, and the follower-influencer congruency 

behind the attained consumer values through influencers are elaborated and 

determined. 

 

 

Keywords: Consumer Values, Influencer Marketing, Instagram, Followers, 

Congruency 
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ÖZ 

 

 

TÜRK INSTAGRAM MODA ETKĠLEYĠCĠLERĠ 

BAĞLAMINDA TÜKETĠCĠ DEĞERĠ TÜRLERĠNĠ KEġFETMEK 

 

 

ÇAVDAR, Deniz 

Yüksek Lisans, ĠĢletme Bölümü 

Tez Yöneticisi: Assoc. Prof. Dr. Eminegül KARABABA 

 

 

July 2021, 84 sayfa 

 

 

Bu çalıĢma, Instagram üzerinden kazanılan ve Türk genç yetiĢkin kadınlarının 

Instagram üzerinde takip ettikleri Türk moda etkileyicileri ile etkileĢimleri 

yoluyla elde edilen değer türlerini tanımlamayı amaçlamaktadır. Nitel veri 

toplama ve analiz tekniklerini içeren keĢif araĢtırması tasarımı kullanılmaktadır. 

Bunlar, derinlemesine mülakat tekniği, projektif teknik ve görsel çıkarım dahil 

olmak üzere ikincil ve birincil veri toplama yöntemlerini içerir. Bu tez çalıĢması, 

tüketici odaklı bakıĢ açısını tüketicilerin kendi yorumlarıyla uyarlamaktadır. 

Analizler yapıldıktan sonra, Instagram ve etkileyiciler aracılığıyla elde edilen 

tüketici değerleri türlerine ek olarak, Instagram üzerinden kazanılan tüketici 

değerlerini Ģekillendiren faktörler ve etkileyiciler aracılığıyla elde edilen tüketici 

değerlerinin arkasındaki takipçi-etkileyici uyumu detaylandırılıp belirlenmiĢtir. 

 

Anahtar Kelimeler: Tüketici Değerleri, Etkileyici Pazarlaması, Instagram, 

Takipçiler, Uyum 
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   CHAPTER 1 

 

 

1. INTRODUCTION 

 

 

Social media is everywhere. As of 2021, nearly 80% of the world‘s population 

uses smartphones (O‘Dea, 2021). Regardless of owning a social media account, 

every eight people out of 10 interact with social media content through their 

electronic devices. This fact by itself reflects the power of social media over our 

lives. Along with social media, people met with the concept of influencing, 

which we are already familiar with. The current name became influencer; 

however, it was only reshaped. 

 

Among the content-sharing social networking services, Instagram is currently in 

the third-place worldwide, right after Facebook and YouTube (Statista Research 

Department, 2021). With the increasing wide usage of Instagram, influencing 

became a hot topic. Therefore, marketing activities gained a new channel. This 

topic is elaborated as influencer marketing which is a young research area. 130 

million users tap on shopping posts every month (Hootsuite, 2021), so it can be 

said that choosing Instagram as a marketing tool is a rational option for a 

marketer. From this perspective, influencers are the significant intermediaries for 

marketers. As an intermediary, fashion influencers are efficacious for marketing 

activities. Especially with the pandemic, people started to stay at their homes 

more than before the pandemic. Most of them did not want to go to work for a 

while. Thus, the effectiveness of influencer marketing was raised. 

 

 1.1. Aim and Scope of the Study 

 

This thesis study aims to define what type of values are attained through 

Instagram and attained through the interactions of Turkish young adult women 

with the Turkish fashion influencers they are following on Instagram. 
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As the study progressed, two emerging themes were found. The first theme is 

about the factors that shape consumer values attained through Instagram. The 

second one is the follower-influencer congruency behind the attained consumer 

values through influencers.  

 

If all stakeholders understand the consumer value concept more profoundly, they 

can create more value. Thus, this is a crucial topic for brands, consumers, and 

influencers. 

 

Various researchers from different perspectives studied the consumer value 

concept. Consumer researchers‘ typology of values forms the essence of this 

study. These types are exchange value, perceived values, social values and value 

system, experiential value, identity, and linking value. Since these seem like 

different categories, consumer value is an elusive concept, so all these values 

overlap. They have just little nuances to contrast them from one another. 

 

Although many researchers studied the consumer value concept from different 

perspectives, there is no detailed study about combining Instagram, fashion 

influencers, and consumer value. 

 

In the methodology of this thesis study, first, a roster of 13 Turkish fashion 

influencers was formed; later, the number was reduced to seven based on 

specific criteria, which will be mentioned in detail in section 4.1.1. Further, the 

young adult women interviewees were determined. Each one of them is 

following at least one of the seven selected influencers. Then, the in-depth 

interviews were conducted by the voluntary participation of informants. The 

questions include fashion, Instagram, the relationship of fashion and Instagram, 

influencer, the relationship of value and influencer. 

 

The first finding of this thesis study is consumer values attained through 

Instagram. The second one is the factors shaping consumer values attained 



 3 

through Instagram. The final one is consumer values attained through influencers 

and congruence between the followers and the influencers. 

 

Our study contributes that value on social media is a very complex process 

which includes multiple types of value attained/gained through different sources 

including the influencer, Instagram, the brand, and the characteristics of the 

consumer. In the context of social media, consumer value needs to be studied 

because there are very complex relationships. The values that the consumer or 

follower attains are not only related to the product, but also the values attained 

through the influencer and the brand are blended, and even these values affect 

each other. 

 

Suggestions regarding marketers, influencers and brand owners are given based 

on the analyses and findings in the discussion section. Further research 

opportunities are also provided. 
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CHAPTER 2 

 

 

2. LITERATURE REVIEW 

 

 

2.1. Instagram and Influencers 

 

Several studies were carried out on social media marketing, Instagram, 

influencer marketing, electronic word of mouth (eWoM), fashion on Instagram, 

social media influencer effects on behavioral intentions.  

 

A collaborative study was executed by researchers from Spain, Indonesia, and 

Italy. The aim was to explore the apparent openness of style purchasers to 

various kinds of design brands‘ social media marketing (SMM) activities and its 

connection with the expectation to participate in eWoM practices. A survey 

study was conducted in Indonesia. The study found that the intention to engage 

in ―pass-on‖ and ―endorsement‖ eWoM is driven by different factors and serves 

different purposes. The data imply that consumer endorsement engagement is 

influenced by their perception of marketing action stimuli, whereas pass-on 

engagement is influenced by cognitive-inducing behaviors (Ananda, Hernández-

García, Acquila-Natale and Lamberti, 2019). 

 

Another study about the influence of eWoM and narrative advertisement on the 

buying behavior of the members of Generation Z was done by researchers from 

Pakistan and Korea. The desire to engage in ―pass-on‖ and ―endorsement‖ 

eWoM is motivated by various factors while serving various aims. According to 

the data, consumer endorsement engagement is affected by the perceived 

marketing action stimuli, while pass-on interaction is impacted by cognitive-

inducing behaviors (Tabassum, Khwaja and Zaman, 2020). 
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One study investigated the effect of influencer and brand credibility with 

sponsorship disclosure on promotional posts on Instagram. The study addressed 

the managerial and theoretical indications. According to the findings, reputable 

brands spotlighted in Instagram posts have a beneficial effect on critical 

information, mindset towards the ad, intention to buy, and eWoM purpose. 

Theoretical and managerial implications are addressed (Lee & Kim, 2020). 

 

One other study explored how social media influencers impact the purposes of 

suggested brands within the context of sentimental commitment and the value of 

information. The study results improve the understanding of the effects and 

consequences of social media influencers‘ persuasiveness (Sánchez-Fernández & 

Jiménez-Castillo, 2021). 

 

A study focused on a Romanian case to explore the qualifications of someone as 

an Instagram fashion blogger. The analysis indicates a greater degree of 

cooperation and the formation of fashion partnerships through a constant cycle 

of tagging each other and emphasizing making genuine, ―authentic‖ material that 

promotes emotional connection with ones‘ followers (Lungeanu & Parisi, 2018). 

 

A Spanish study examined the Instagram influencers within the context of 

predecessor and results of the term opinion leadership. Results showed that if a 

user wants to be perceived as an opinion leader on Instagram, they must be 

original and unique. Furthermore, opinion leadership affects customer behavior 

towards influencers (to interact and recommend) and the fashion industry (to 

follow fashion advice). Finally, the apparent fit of the account with the 

consumer‘s needs is considered (Casaló, Flavián and Ibáñez-Sánchez, 2020).  

 

A relatively early study was conducted back in 2016 by researchers from Indiana 

University. The study sought to comprehend the factors that contribute to the 

fashion models in the Instagram Period. The study discovered that perhaps 

having a solid social media existence is more crucial than being in agreement 
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with a leading agency or meeting the industry‘s aesthetic standards (Park, 

Ciampaglia and Ferrara, 2016). 

 

Another study elaborated the consumer‘s interaction with brands from multiple 

industries within the context of eWoM. The study investigated whether industrial 

variations are one of the many factors behind the rate of consumer interactions of 

posts on Instagram. A comparison was made between one hundred posts on 

Instagram and reached significant differences in terms of the reactions received 

among different posts by different industries (Erkan, 2015). 

 

An article was published regarding an oriental workforce of influencers on social 

media in South Africa. The ethnic workforce of social media influencers who 

advertise luxury brands on their Instagram profiles is examined in the article. 

According to the results, three types of value creation are noticeable in the 

illustrations generated by the influencers: efforts at celebritization, informing the 

tale of the brand and serving as positive examples of idealistic customer 

citizenship (Iqani, 2019). 

 

2.2. Value Concept in Marketing Research 

 

The research about social media, Instagram, and influencer marketing was 

reviewed. However, the consumer value associated with the marketing activities 

of the combination of the mentioned areas has not been studied. In this section, 

literature on consumer value and its typology are reviewed. 

 

Consumer value is an interactive relativistic preference experience which means 

the customer-product connection functions are at the core of the consuming 

experience relativistic to specify predilections. In this way, consumer value 

impacts the design of marketing strategy both normatively and illustratively 

(Holbrook, 1999). 
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According to Holbrook, interactive means there is an interaction between a 

consumer and a product. The product has some properties, but these do not mean 

anything if there is no consumer. For example, a hamburger has a taste; however, 

if no one buys and eats it, the good or bad taste does not affect anyone. 

 

Relativistic stands for comparative, personal, and situational. Value is 

comparative because the same person evaluates a product by comparing it to 

another one (Holbrook, 1999). For instance, a person buys a mobile phone by 

comparing the brands such as Apple and Samsung. Value is also personal since it 

differs among various individuals (Lewis, 1946; Hilliard, 1950; Von Wright, 

1963). While one thinks that using an Apple smartphone is cool, the other feels 

the same for Samsung. Consumer value changes according to the circumstances 

under which the evaluative decision is made (Lewis, 1946; Hilliard, 1950; 

Morris, 1964; Von Wright, 1963). To exemplify, an individual chooses to buy a 

swimsuit in summer, coat in winter. 

 

The nature of consumer value incorporates a preference judgment, which is even 

more important than the previous points we can make about it (Lamont, 1955; 

Morris, 1956, 1964; Rokeach, 1973). According to some axiologists (Moore, 

1957; Parker, 1957; Hall, 1961; Frankena, 1967), the preference concept 

includes affect (pleasing vs. displeasing), attitude (like vs. dislike), evaluation 

(good vs. bad), predisposition (favorable vs. unfavorable), opinion (pro vs. con), 

response tendency (approach vs. avoid), or valence (positive vs. negative) but 

these are not all of them. For instance, two young adult women prefer different 

colors of the same dress. One of them likes pink and the other likes black. This 

preference is about their attitude. 

 

Consumer value is formed from consumption experiences, not from the goods 

purchased, not from the brand chosen, and not from the object owned (Holbrook 

& Hirschman, 1982; Woodruff & Gardial, 1996). To illustrate, when an 

individual buys a t-shirt and is pleased with it by the quality and its size, this 

shows the experience aspect of consumer value.  
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Many researchers studied value types and creation in different contexts. These 

are brand value, service context, and product context.  

 

2.2.1. Brand Value 

 

It displays a brand‘s ability to execute commercial activities in a way that allows 

managers to meet the company‘s objectives (Srivastava, Shervani and Fahey, 

1998). On the other hand, brand competitiveness refers to a company‘s capacity 

to outperform competitors in a particular market (Muniz & Guinn, 2001; Winzar, 

Baumann and Chu, 2018; Tong & Wang, 2011). In order to differentiate the 

value they offer to business customers from that of their competitors in a 

marketplace dominated by business customers; brand managers must make 

effective use of their brand (Leone, Rao, Keller, Luo, McAlister and Srivastava, 

2006; Webster, 2000). Business customer firms look for rational benefits from 

brand value, which allows a brand to compete in the consumer market (Webster, 

1992). Delivering value in a format that business clients want allows them to 

achieve their own business goals (Amit & Zott, 2001; Cannon & Perreault, 

1999). 

 

2.2.2. Service Context 

 

According to Vargo and Lusch (2008), the value should be phenomenologically 

determined, and they imply this orientation by ―service.‖ The terms like 

―consumer‘s perceptions,‖ ―meeting higher-level needs,‖ ―customer 

determination,‖ ―co-creation,‖ etc., reflect it (Vargo & Lusch, 2004). However, 

―experience‖ is a phrase that is both specific and descriptive in today‘s context. 

Rather than the intricacies of how value is uniquely and contextually perceived, 

the focus was on the relationship between a market supplier and a market 

beneficiary (value co-creator)—that is, on the service providing process (Vargo 

& Lusch, 2004). 
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2.2.3. Product Context 

 

According to Neap and Çelik (1999), the desire to keep or obtain a thing is 

reflected in its value, contributing subjective dimensions to the worth of a 

commodity. Cost is included in the value and a marginal value determined by the 

value system of the sellers or buyers. This marginal value represents the desire to 

acquire or maintain the thing and how much the producers or consumers are 

willing to pay for status, appearance, aesthetic, judicial, religious, or moral 

reasons, or any combination of these factors. As a result, the subjective element 

of a product‘s value might fluctuate based on the value system of the owners or 

buyers. If the subjective element of a product‘s value can be judged in currency 

units, the product‘s value can be expressed in currency units. 

 

Consumer value in marketing has a broad scope. The four categories are neither 

mutually exclusive nor independent. Instead, they form an interconnected system 

of interrelated characteristics overlapping and mixing to form the emergent 

phenomena known as consumer value (Holbrook, 1999). Thanks to the literature, 

many value typologies can be gathered, and many types can be explained 

differently from various aspects. 

 

2.3. Value Types 

 

2.3.1. Exchange Value 

 

According to Dodds (2015), product/service benefits and price are the two 

marketing variables concentrated on the notion of value in the exchange process. 

He also explains that a marketer‘s and a consumer‘s goals differ from each other. 

Whereas the former tries to achieve marketing objectives such as profit, market 

share, image, industry leadership, or simply survival, the latter‘s purpose is to 

satisfy utilitarian and/or symbolic requirements. For example, if a marketer 

wants the consumer with hair loss problems to buy shampoo, the marketer 
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should market it with an anti-hair loss utility. If this consumer buys the shampoo 

just because of anti-hair loss promises, an exchange value occurs. 

 

2.3.2. Perceived Value 

 

Then, the utility is evaluated by the consumer. Considering the concept of 

perceived value, Zeithaml (1988) claimed that the consumer evaluates the utility 

of a product depended on obtained and supplied perceptions. There are five 

categories: functional, conditional, social, emotional, and epistemic value, and 

they all have a part in the consumer‘s decisions (Sheth, Newman and Gross, 

1991).  

 

The possession of important functional, utilitarian, or physical features confers 

functional value (Sheth et al., 1991). For example, the photographer consumer 

buys a particular mobile phone with a camera like a Nikon or Canon. This 

provides the buyer all the professional camera properties in his/her mobile 

phone. 

 

Social value is constructed by the aid of a product‘s identification with one or 

more specific social groupings. Through affiliation with favorably or negatively 

stereotyped demographic, socioeconomic, and cultural-ethnic groups also have a 

role in constructing social value (Sheth et al., 1991). There are also other 

perspectives for this value. Social value can be formed by shared ostensible 

goods and services (Sheth et al., 1991), social class (Warner & Lunt, 1941), 

items that have a higher symbolic or visible consumption value than their 

functional value (Veblen, 1899), and communication with other people and 

spreading the information (Rogers, 1962; Robertson, 1967). Using an iPhone can 

be an example of Veblen‘s perspective since the brand creates a social group 

among iPhone users. 

 

Conditional value is constructed by the exact situation or collection of 

circumstances that the decision-maker is confronted with. This value is also 
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formed in the presence of prior physical or social conditions that improve its 

functional or social value; an option gains conditional value (Sheth et al., 1991). 

To exemplify, a birthday card has a conditional value only on the birthday of the 

person who received this card. 

 

Emotional value is formed by eliciting emotions or affective states. When a 

product relates to specific sentiments or causes or perpetuates those feelings, it 

gains emotional value (Sheth et al., 1991). This value can be about love, safety, 

security, joy, trust, hatred, pleasure, or anything related to feelings. For instance, 

after the evaluation process, if the consumer feels trust about the brand‘s 

promises, this is called an emotional value. 

 

Epistemic value is constructed by questioning curiosity, novelty, and knowledge 

(Sheth et al., 1991). While Kinder Surprise exemplifies curiosity, autonomous 

cars illustrate novelty. For the knowledge aspect, in the advertisement of Pınar 

Beyaz, which is a cheese brand, they also give a recipe.  

 

At the national level, the concept of perceived value encompasses attempts to set 

side by side and interpret various forms of values (Karababa & Kjeldgaard, 

2014).  

 

2.3.3. Identity Value 

 

Many marketing agents use commercial mythmaking, which helps to place their 

goods and services in culturally vibrant tales. Consumers find solutions to 

apparent discrepancies in their lives (Holt, 2004) and set up their willing 

identities with these stories (Thompson, 2004). Commercial mythmaking may 

also serve as an ideological process that combines entertainment, education, and 

indoctrination in a specific interpretative representation of the past and its socio-

cultural significance (Brown & Patterson, 2001; Pen˜aloza, 2000), in addition to 

producing identity value (Holt, 2004). Holt (2004) explained that brand 

contributes to self-expression, exposing this perspective of a brand‘s value called 
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the identity value. To illustrate, Coca-Cola uses an enjoyment story in its 

advertisements, so if one wants to construct his/her identity with being an 

enjoyable person, s/he consumes Coca-Cola with this concern. 

 

2.3.4. Social Values and Value Systems 

 

There are fundamental beliefs of what is desirable within every individual and 

community, and Rokeach (1979) expounded them as social values and value 

systems. The theory of Rokeach (1979) transfers societal values to the level of 

individual consumer decisions. These values are globally valid from the aspect 

of this approach, and at the level of social value, ranking variations are detected 

culturally. In addition to this, these values are tied to products, translated into 

meanings with feelings, and then turned into exchange value through marketing 

communication methods (Karababa & Kjeldgaard, 2014). It can also be clarified 

with the same shampoo example. The consumer wants to buy cruelty-free and 

sustainable shampoo. The anti-hair loss shampoo is a solid shampoo-like soap, 

and the packaging is recyclable. Moreover, it is a natural product that is 

handmade, and the brand does not test the products on animals. Hence, the 

consumer is willing to purchase it which fits his/her social values and value 

systems. 

 

2.3.5. Experiential Value 

 

After the purchase, the experience from using the product gains importance. Due 

to the concept of experiential value, the relevance of experiencing dimensions of 

consumption, such as imaginations, emotions, and enjoyment experienced via 

consumption, was highlighted by Holbrook and Hirschman (1982). If the 

consumer feels happy and satisfied after using the shampoo, this shows the 

experiential value. 
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After scrutinizing the literature about these values, one can conclude that there 

are minimal nuances between them. Consumer value is a vague concept since 

they overlap each other. 

 

2.4. Research Gap 

 

In the previous section, the consumer value concept and the typology from the 

perspective of consumer researchers were reviewed. Although social media 

usage as a marketing tool has reached extraordinary levels today, consumer 

values have not been studied in this field. In social media, Instagram, and 

influencer marketing, the literature was given in section 2.1. Although these are 

young research areas, the combination of these topics and consumer value types 

has not been studied. Thus, the type of values attained by through Instagram and 

the interactions of Turkish young adult women with the Turkish fashion 

influencers whom they are following on Instagram is examined in this study.  
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    CHAPTER 3 

 

 

3. CONTEXT 

 

 

This study focuses mainly on young adult Turkish women who use Instagram 

and follow fashion influencers. In this section, the history of Instagram and its 

usage in Turkey, the history of fashion influencing, and the concept of Instagram 

influencing in Turkey are elaborated and associated within this thesis study. 

  

3.1. The History of Instagram and Its Usage in Turkey 

 

Instagram, initially launched as an IOS application back in October 2010 and 

quickly gathered 25,000 users in one day. By December 2010, Instagram reached 

1,000,000 users. After hitting 27,000,000 users in March 2012, Instagram 

launched its Android version one month after; it was when Facebook acquired 

the tech company for 1,000,000,000 USD in cash and stocks (Blystone, 2021). 

Apple iPhone users in Turkey were able to download Instagram back when it 

was launched; however, the majority of the smartphone users preferred non-IOS 

devices, and it affected the usage rate of Instagram in Turkey. After its release 

for Android smartphones, Instagram gradually became popular in the Turkish 

market. The market share of smartphone vendors between October 2010 and 

April 2012 in Turkey is given in the Figure 1 while Figure 2 reflects the same 

statistics for the May 2020 and May 2021 periods (StatCounter GlobalStats). As 

of May 2021, approximately 56% of the entire population of Turkey are using 

Instagram. 
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Figure 1. Market Share of the Mobile Vendors in Turkey between October 2010 

and April 2012 (StatCounter GlobalStats) 

 

 

Figure 2. Market Share of the Mobile Vendors in Turkey between May 2020 

and May 2021 (StatCounter GlobalStats) 

 

Figure 3 reflects the distribution of the social media platforms based on usage in 

Turkey between May 2020 and May 2021 (StatCounter GlobalStats). Instagram 

became the leader for the first time with approximately 33% usage, defeating the 

longtime leader Facebook who fell to second place again for the first time.   
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Figure 3. The Distribution of the Social Media Platforms Based On Percentage 

of Usage Between May 2020 and May 2021 (StatCounter GlobalStats) 

 

According to the penetration of leading social networks in Turkey as of the third 

quarter of 2019 by platform, Instagram‘s rate is 83% (Statista Research 

Department, 2021). As shown in Figure 4, most of the Instagram users in Turkey 

are between 25 and 34 years old. Young adult women (18-34 age range) rank the 

second most populated demographic group of Instagram users with more than 

7,000,000 active users after young male adults (NapoleonCat Stats.). 

 

 

Figure 4. Age and Gender Distribution of the Instagram Users in Turkey as of 

May 2021 (NapoleonCat Stats.) 
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There are many Turkish fashion influencers on Instagram who belong to the 

category of young adult women. As stated above, the majority of the women 

Instagram users are young adults, while many of them tend to follow the 

influencers who have the same demographic features. Thus, this significant 

sample group will be focused on defining which values are created by 

influencers and how they shape them. 

 

3.2. The History and Concept of Fashion Influencing  

 

According to Veblen (1899) and Simmel (1904), The Trickle Down Theory 

infers that each following lower class imitates fashions which are formerly 

embraced by the high society while have now ―trickled down‖ to the lower class. 

This various leveled model recommends fashion is a lethargic, ‗trickle‘ process 

with those who can afford the designer fashion of the day defining the trends for 

the masses ‗underneath‘ (Sproles, 1981; McMahon, 2013). Fashion journalist 

Vienna Vernose exemplifies all these processes.  

 

In a recent article crfashionbook.com, she aims to demonstrate the practices of 

the influencers by going back to the history of fashion. There was not a character 

called an influencer in history, but different actors took upon themselves the 

roles of today‘s influencers in a time dimension. Thus, the way Vienna Vernose 

explained the historical background of the people called influencers impressed 

the researcher. 

 

The role of the influencer begins in a time of new world order that brought 

several advancements in art and technology–the Renaissance or rebirth. The 

Medici Family held the power of Florence. The Machiavellian queen of France 

was Catherine de‘Medici, who introduced fashion innovations to the French 

court. She enforced power by using the fashion innovations such as new, more 

comfortable high heel shoes.  
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In the 16
th

 century, Queen Elizabeth I established the character for fashion in 

England during her reign. She introduced exaggerated standards for makeup. 

These standards influence women in this century. When the queen got old, 

women continued to mimic her by painting their teeth black since the queen‘s 

teeth started to decay.  

 

The last queen of France, Marie Antoinette, sustained her influence in fashion 

with her iconic style choices after she went to the guillotine. She had a style 

advisor, Marie Jeanne Bertin, whose work of the sky-high pouf hairstyle and 

wedding cake gowns became the future of haute couturiers. Charles Frederick, 

the father of haute couture, was also followed her steps.  

 

At the turn of the 20
th

 century, fashion influencing shifted from royalty to the 

film industry. Hollywood celebrities started to influence fashion since people 

tried to mimic their appearances, such as Marilyn Monroe‘s platinum-yellow 

hair and Audrey Hepburn‘s little black dress. When fashion, art, and music 

spread worldwide, pop culture became popular around the 1960s. There was a 

milestone in these years for fashion that helps models to become enormously 

influential such as Twiggy.  

 

With the widespread usage of television worldwide, people started to be 

influenced more by the world around them. For instance, Jackie Kennedy, 

former First Lady of the United States, had a significant influence with her tiny 

pillbox hat, wasp-y look of scarfs, boxy suits, and oversized shades. In the 

1980s, music videos started to be influential. For example, Madonna, the Queen 

of Pop, was mimicked by young women with her taste in fashion. This showed 

her powerful stardom. In these years, the royal family continued to influence 

people all around the world by Princess Diana, who was the most photographed 

woman in the world. Princess Diana‘s and Madonna‘s contributions to fashion 

also made famous fashion designers such as Christian Dior and John Paul 

Gaultier.  
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In the 1990s, models started to influence trends. This was initiated by the group 

of models referred to as the Big Six; Naomi Campbell, Kate Moss, Claudia 

Schiffer, Christy Turlington, Cindy Crawford, and Linda Evangelista. The Big 

Six formed the ―supermodel‖ phenomenon, and they referenced the 1990s It-girl 

look.  

 

In the 2000s, with the tabloid culture, paparazzi produced the party girl with the 

obsession of photographing celebrities such as Paris Hilton, Lindsay Lohan, and 

Britney Spears, who have iconic trends. Back in the day, fashion influencing was 

something not everyone can reach. It could be built through organic appraisal 

from people in a significant amount of time (Vernose, 2021).  

 

In the transition process from the organic appraisal to the social media 

influencing, there was a website called Polyvore. It is more than simply a fashion 

website; it connects the worlds of social networking and online purchasing, 

allowing users to create a social identity online. Polyvore allows users to 

comment, share, shop online, and conduct various social network services 

(Aurora, 2014). It also satisfies users‘ wishes to act as fashion stylists. The value 

of an individual‘s profile and renown on Polyvore is determined by the number 

of likes, comments, and shares on a set. Many individuals might use this online 

fashion network to meet their identification and consumption needs (Stefanic, 

2010). Jess Lee, who is Polyvore‘s Vice-President of product management, 

claims that their goal is to democratize fashion by encouraging people on the 

street to consider their personal style and share it with the world (Aurora, 2014). 

The democratization which occurred through the effect of Polyvore empowered 

consumers to perform the role of influencers. 

 

With the launch of Instagram in 2009, the way influencers influencing people 

changed. Celebrities started to show themselves with complete control. Further, 

it enabled average Jane to endorse and place herself as a fashion icon and easily 

influence thousands of followers. Eventually, fashion influencing is no longer 

about taste-making but became a self-branding mechanism (Vernose, 2021). 
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The power of social media cannot be overlooked with regards to fashion, 

influencing, and marketing. In the global context, celebrities still seem to hold 

the throne. Fashion models, singers, actresses, athletes, politicians, etc. are 

dominating comparing to local/domestic influencers. The study has reached this 

result through Instagram. Although there are a large number of Instagram 

influencers with a non-celebrity background, compared to the celebrities, they 

are instead remaining local/domestic. These influencers have impacts on their 

followers with the recommendation of products in their own country. 

 

In their report ―The State of Influencer Marketing in Fashion, Luxury, and 

Cosmetics,‖ Launchmetrics (a company that provides software and data analytics 

for fashion brand marketing) identified four ―tiers‖ of influencers, which are 

categorized according to their total number of followers: celebrity influencers 

have 1,500,000 or more followers; mega influencers have between 501,000 and 

1,500,000 followers; macro-influencers between 101,000 and 500,000 followers; 

and micro-influencers, of incipient interest to fashion brands, have between 

10,000 and 100,000 followers (Launchmetrics, 2020).  

 

In Turkey, the influencing business also became highly popular in line with the 

dramatic increase in the usage of Instagram, especially by young adult women. 

As Figure 5 reflects, fashion is the second most popular area of interest of 

influencer followers in Instagram (Ġçözü, 2021). There are more than 60,000 

Instagram Influencer accounts with at least 1,000 followers and a 0.5% 

interaction rate in Turkey as of 2020 (Ġçözü, 2021). The age distribution of the 

Instagram Influencer followers is given in Figure 6, while the distribution of the 

area of interest of the Instagram Influencer followers is given in Figure 5 below 

(Ġçözü, 2021). 
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Figure 5. Area of Interests of the Followers of the Influencers in Turkey for the 

Year 2020 (Ġçözü, 2021) 

 

 

Figure 6. The Age Distribution of the Instagram Influencer Followers as of Year 

2020 (Ġçözü, 2021) 

 

The majority of the Instagram influencers‘ followers are women, with a 55% rate 

(Ġçözü, 2021). As shown in Figure 7 below, the overwhelming majority of the 

brands prefer to utilize Instagram for their marketing purposes compared to other 

social media platforms such as YouTube and Facebook. 
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Figure 7. The Percentage Distribution of the Social Media Platform Preference 

of the Brands for Marketing Purposes in Turkey as of the Year 2020 (Ġçözü, 

2021) 

 

In Turkey, while comedy became the most popular area of interest with a slight 

1% difference from fashion, the top 10 most tagged brands by the Instagram 

influencers are all fashion brands; the list is shown in Figure 8 below (Ġçözü, 

2021). 

 

 

Figure 8. List of the Top 10 Most Tagged Brands in Instagram Turkey as of the 

Year 2020 (Ġçözü, 2021) 
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According to Figure 9, the nano-influencers interaction rate is higher than the 

other influencer types. The interaction rate decreases while the number of 

followers increases. However, there is an outlier pattern for the celebrity 

influencers with more than 1,000,000 followers. Celebrity influencers have more 

interaction rate than mega influencers. 

 

 

Figure 9. Interaction Rate Based on the Number of Followers in Instagram 

Turkey as of the Year 2020 (Ġçözü, 2021) 
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    CHAPTER 4 

 

 

4. METHODOLOGY 

 

 

This thesis study elaborates the consumer value types in the context of Turkish 

fashion influencers on Instagram. In this context, the aim is examined through 

the consumer side and their own comments. 

 

Instead of looking from all perspectives, the object of this study is limited to the 

consumer side. Since influencer marketing is based on followers who are also 

consumers, they are the most significant sign of this marketing strategy. They are 

influenced and buy the recommended products. Most of the studies beforehand 

included consumption attitudes and examined this sector from the influencer or 

marketer side.  

 

To understand the values which are shaped through Instagram and fashion 

influencers, this study utilizes qualitative methods. Since we live in a modern 

world and marketing is socially constructed, this type of research is fruitful to 

build theories, to obtain daily information, and most important of all, to figure 

out and elucidate complex facts and conditions (Calder & Tybout, 1987; Cooper, 

2008; Golafshani, 2003; Gummesson, 2005; Hirschman, 1986; Skågeby, 2015; 

Petrescu & Lauer, 2017). Qualitative research has even higher significance with 

increasing consumer networking on a web basis by sharing on social media and 

evaluating products online. In these fields, qualitative analysis is more 

advantageous for researchers (Petrescu & Lauer, 2017). For instance, according 

to a study from International Data Corporation (IDC; Schubmehl & Vesset, 

2014), disorderly content explains ninety percent of all information on the web 

when one studies online data. Since this information is usually word-based, 

quantitative methods are not efficient in analyzing them (Noyes, 2015; Skågeby, 

2015). 
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The trustworthiness of this study is ensured by using both secondary data 

collection and primary data collection methods, including in-depth interviews, 

projective techniques, and visual elicitation. 

 

4.1. Data Collection Methods 

 

An exploratory research design is used, which includes qualitative data 

collection and analysis techniques.  The secondary data sources are used for the 

sample of seven influencers. In-depth interviews, projective techniques, and 

visual elicitation techniques are utilized for the other sample of nine followers. 

This multi-methodological technique will increase the trustworthiness and gives 

a detailed comprehension of this study. 

 

The secondary data collection method is aimed to increase the understanding of 

the context. This method will give insight into the influencers. One can 

understand who they are, their education level, how they post on Instagram, and 

what their content is about.  

 

The primary data collection methods are used to give insights about the 

consumers, i.e., followers. In these methods, while the in-depth interviews are 

focused on how the followers feel about the fashion influencers, projective 

techniques reveal the subconscious state of the followers about the topics, and 

the visual elicitation technique shows how consumers perceive the imagery posts 

of these influencers. 

 

4.1.1. Secondary Data Collection Method 

 

Vast numbers of data which is effortlessly attainable for research have been 

gathered, organized, and recorded with the help of technological developments. 

These are the secondary data sources, so they are collected by other than the 

researcher for a further key objective. When the researcher has restricted time 

and resources, the usage of these data is a valid alternative (Johnston, 2017). 
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In this study, the secondary data sources are the influencers‘ Instagram accounts. 

The aim of using these accounts for a secondary data source is to understand the 

context of the Turkish Instagram fashion influencers‘ contents and the profiles 

they are trying to create in the followers‘ minds. Initially, 13 Turkish Instagram 

fashion influencers‘ data was collected. These are all young adult women fashion 

influencers. As depicted in the Table 1, influencers are categorized by the 

number of followers. The first criterion of selection was equal distribution 

between these categories. The second criterion was to be left little nuances 

among their content/rhetoric. Further, the contrast between their fashion genre 

and the way of presenting their content were other criteria. For instance, one 

influencer was selected due to her differentiation from others by recommending 

sustainable fashion. 

 

Table 1. Turkish Fashion Influencers 

 

Influencers Education

Follower Traffic 

(07/20/2021) Content/Rhetoric

Product and 

Brand Selection Genre

Follower 

Profile

Social Media (SM) 

Channel Used

Danla Bilic 

@danlabilic

Beykent University - 

Psychology 5.8M

The messages are mostly 

funny, and she usually shares 

her outfits which are 

generally designed and luxury 

fashion. She sometimes shares 

ads which she collaborates for 

widely recognized brands. 

She posts links for the 

products she recommends 

sometimes with monetary 

benefits sometimes for the 

ones she used and liked.

She wears and 

uses luxury 

products but 

recommends 

popular ones 

mostly.

High fashion: 

Mostly from 

designers 

(haute couture)

Wide follower 

profile

Twitter, YouTube, 

Instagram

Duygu Özaslan 

@duyguozaslan

dropout of Istanbul 

University faculty of 

Spanish Language and 

Literature 2M

She shares posts about her 

outfits and daily messages. 

She shares lots of 

advertisements and links of 

product recommendations 

usually with monetary 

benefits.

The products she 

uses are mostly 

luxury, but she 

recommends 

popular ones, too.

Generally high 

fashion

Young adult 

women who 

are interested 

in fashion YouTube, Instagram

Sebile Ölmez 

@sebibebi

Graduated from Anadolu 

University, Faculty of 

Economics and 

Administrative Sciences 624K

Messages are sometimes 

funny and sometimes 

motivational.  She shares lots 

of links of product 

recommendations, her outfits 

and sometimes her life. Popular

Sporty and 

casual but 

sometimes 

classic

Young adult 

women who 

are interested 

in fashion YouTube, Instagram

Gülnihal Eren 

@cocobolinho

Graduted from Faculty of 

Dentistry at Ege 

University. She 

completed her PhD in 

Periodontology. She is an 

associate professor at the 

same university. 602K

She shares her life, outfits, 

recommendation of products 

and how to videos. Popular

Sporty and 

casual

Young adult 

women who 

are interested 

in fashion YouTube, Instagram

Simla Canpolat 

@simlacanpolatt

Graduated from 

Sociology department at 

Sakarya University 537K

She shares both 

recommendations and 

different digital content which 

include both outfits, hair, 

style, and food. Popular

Casual and 

sporty, 

sometimes fast 

fashion and 

sometimes from 

boutiques

Young adult 

women who 

are interested 

in fashion YouTube, Instagram

Gizem Üzel 

@gizemuzel_

Graduated from the 

department of Law at 

Medipol University 414K

She shares posts about make-

up, hints, outfits, product 

recommendations. Popular Casual

Young adult 

women who 

are interested 

in fashion YouTube, Instagram

Yasemin Şefkatli 

@yaseminsefkatli

Graduated from 

Department of Interior 

Architecture at Yeditepe 

University 313K

She shares posts about outfits, 

life, advertisements, 

recommendations as links.

She wears luxury 

ones but 

recommends 

mostly popular 

ones.

Sometimes 

casual, 

sometimes high 

fashion-elite

Young adult 

women who 

are interested 

in fashion Instagram
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Table 2. Turkish Fashion Influencers (Continued) 

 

 

The number of influencers was reduced to seven. The number of mega 

influencers, macro-influencers, and micro-influencers was equal to or more than 

three. Therefore, the final roster was created by analyzing their profiles based on 

their contents, interactions, and follower profiles. After the selection process, 

these influencers were detailly analyzed through their Instagram accounts. In 

Table 2, selected influencers‘ communication methods, advertising techniques, 

consumer values that they are trying to create, interaction methods with firms 

and followers are shown. 

 

Influencers Education

Follower Traffic 

(07/20/2021) Content/Rhetoric

Product and 

Brand Selection Genre Follower Profile

Social Media (SM) 

Channel Used

Mina Ceran 

@minaceran

Graduated from Media 

and Communication at 

Anadolu University 

and Department of 

Business 

Administration at 

Antalya Bilim 

University 291K

Messages are sincere and 

mostly daily motivational 

quotes. Her content 

includes outfits, lifestyle, 

and product 

recommendations. Both

Casual, 

mostly 

fast 

fashion 

sometimes 

haute 

couture

Young adult 

women who are 

interested in 

fashion Instagram

Burçin Akgün Ünaldı 

@styleboom

Graduated from 

Department of 

Statistics at METU. 

Her master’s degree is 

from the same 

department and 

university. She 

completed her PhD at 

the Department of 

Economics at METU. 114K

Messages are mostly 

daily quotes. She follows 

the agenda and fashion. 

Her contents include 

fashion information, 

lifestyle, outfits, and 

product 

recommendations. Luxury

Sometimes 

 casual 

sometimes 

smart

Young adult 

women who are 

interested in 

fashion YouTube, Instagram

Cemre Sıla Atılgan 

@cemresilatilgan

Graduated from the 

Departments of 

Environmental 

Engineering and 

Mechanical 

Engineering at İstanbul 

Technical University 45.9K

Messages include quotes 

about sustainability and 

fashion. She shares her 

outfits, about 

sustainability, product 

recommendations. Popular

Casual 

and 

sustainable 

 fashion

Young adult 

women who are 

interested in 

fashion YouTube, Instagram

Elif Cansu Kaplan 

@styledbyelf

Graduated from the 

Department of Fashion 

and Textile Design at 

Çukurova University 41.9K

She always shares her 

outfits and product 

recommendation links, so 

her messages are all 

about her outfits or 

asking followers which 

one they liked the most. Popular

Fast 

fashion

Young adult 

women who are 

interested in 

fashion Instagram

Özge Akgün 

@ozgeninsecimleri

Graduated from the 

Department of 

International Relations 

at Koç University 31.2K

Messages are sincere and 

they reflect daily routines 

of her. She shares her 

outfits, daily life, product 

recommendations. Popular Casual

Young adult 

women who are 

interested in 

fashion YouTube, Instagram

Büşra Ardıçlı 

@busraardicli

Graduated from the 

Department of Interior 

Architecture and 

Environmental Design 

at Hacettepe University 20.5K

Her messages are sincere 

and sometimes about the 

agenda. She shares her 

outfits, daily life, make-

up and product 

recommendations. Popular

Casual 

and fast 

fashion

Young adult 

women who are 

interested in 

fashion Instagram
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Table 3. Selected Turkish Fashion Influencers 

 

 

4.1.2. Interviews 

 

According to McCracken (1998), the technique of the in-depth interview is 

explained in this section. In addition, how the researcher conducts the in-depth 

interviews is explained. Then, she determines the projective technique according 

to Haire (1950) and Gambaro (2018) and describes how she integrates this 

method in the interviews. In the following section, the photo-elicitation 

technique, according to Belk (2013) and Rohani, L., Aung, and Rohani, K. 

(2014), is defined, and how she applies this technique is elucidated. 

 

4.1.2.1. In-Depth Interviews with Followers 

 

According to McCracken‘s four-step method (1998), the researcher constructed 

the in-depth interview used in this study. After a meticulous literature review, 

Influencers Communication Methods Advertising Techniques Consumer Values Interaction (Firms) Interaction (Followers)

Danla Bilic - 

@danlabilic

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Promotion, Composition, 

Body Language, 

Bandwagon Pressuring, 

Storytelling, Social Proof, 

Unfinished Ads(Weasel 

Words), Emotional Appeal

Perceived Value, Experiential 

Value, Visual Appeal, Social 

Value(@danlabilicbilgileri)

sometimes work together, 

sometimes have promotion 

codes, sometimes she is the 

digital face, mostly she shares 

recommendations by linking them

Friendly, like one of us, she has 

some fan accounts in Instagram.

Duygu Özaslan - 

@duyguozaslan

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Promotion, Composition, 

Body Language, 

Bandwagon Pressuring, 

Storytelling, Social Proof, 

Unfinished Ads(Weasel 

Words), Emotional Appeal

Perceived Value, Aesthetics 

Value, Visual Appeal

In the past, she worked with 

some brands and collaborate 

with them (Bobbi Brown X 

Duygu Özaslan), now she mostly 

wear the clothes or uses 

cosmetics, accessories and 

recommends them via links or 

tags.

She mostly shares post like an 

upper class person, she behaves 

like a celebrity, some followers 

find her friendly and openned 

some fan accounts.

Gülnihal Eren - 

@cocobolinho

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Composition, Body 

Language, Bandwagon 

Pressuring, Storytelling, 

Social Proof, Unfinished 

Ads(Weasel Words), 

Emotional Appeal

Perceived Value, Experiential 

Value, Aesthetics Value, 

Visual Appeal, Reliability

She just uses the products and 

recommends them. She tags the 

café and hotel names on her 

posts.

Always smiling and behave like 

one of us

Gizem Üzel - 

@gizemuzel_

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Composition, Body 

Language, Bandwagon 

Pressuring, Storytelling, 

Social Proof, Unfinished 

Ads(Weasel Words), 

Emotional Appeal

Perceived Value, Experiential 

Value, Aesthetics Value

She just uses the products and 

recommends them. She tags the 

café and hotel names on her 

posts.

Always smiling and behave like 

one of us

Burçin Akgün Ünaldı -

 @styleboom

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Composition, Body 

Language, Bandwagon 

Pressuring, Storytelling, 

Social Proof, Unfinished 

Ads(Weasel Words), 

Emotional Appeal

Aesthetics Value, Social 

Value (@digidolap)

She uses the products and 

recommends them by sharing 

links and tagging the brand to her 

posts. Sometimes collaborates by 

accepting gifts.

Her Instagram page's design is 

like a magazine. She shares to 

inform people. There is no 

specific interaction just posting 

and sharing. She behaves like its 

her job(professional).

Cemre Sıla Atılgan - 

@cemresilatilgan

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Composition, Body 

Language, Bandwagon 

Pressuring, Storytelling, 

Social Proof, Unfinished 

Ads(Weasel Words), 

Emotional Appeal

Social Values, Aesthetics 

Value, Reliability

She just uses the products and 

recommends them. She tags the 

cafe and hotel names on her 

posts.

She is friendly and call herself 

ecoblogger. People who follows 

her try to live a sustainable life.

Büşra Ardıçlı - 

@busraardicli

Integrated Marketing 

Communications, non-

verbal, written and visual 

communication,storytelling

, electronic WoM

Composition, Body 

Language, Bandwagon 

Pressuring, Storytelling, 

Social Proof, Unfinished 

Ads(Weasel Words), 

Emotional Appeal

Perceived Value, Experiential 

Value, Aesthetics Value, 

Reliability

She uses the products and 

recommends them by sharing 

links and tagging the brand to her 

posts. Sometimes collaborates by 

accepting gifts. She also works in 

Missha so she always share ads 

for them.

She is friendly and in general her 

recommendations are compatible 

with her claimed results.
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she reviewed cultural categories, which was a much easier step for her since she 

is familiar with the culture. Although she is considerably familiar with the 

culture, she also defamiliarized herself to complete the second step. Then, the 

interview questions are constructed from a general to specific manner. At the 

beginning and end of the interview, there are also biographical questions. When 

the interviews are being conducted, the respondents did not answer strategically 

since they are distant enough from the specific areas of interest of the researcher. 

 

During the interviews, when there occurred a constant iteration, the researcher 

stopped continuing interviews. This strategy chooses the number of respondents. 

The researcher also got permission from interviewees for recording during the 

interview and informed them that their real names will not be used in the study. 

These interviews were conducted remotely, so the researcher reached more 

respondents by leaving out the area limitation in the Covid-19 pandemic 

environment. 

 

4.1.2.2. Projective Techniques 

 

In addition to the in-depth interview technique, the researcher also applied the 

projective technique. This technique is adaptable and practical to grasp 

consumers‘ requirements, opinions, emotions, and stimuli (Gambaro, 2018). 

Gambaro (2018) also explains the significance of this technique by claiming that 

it provides consumers to enunciate themselves further and get into the hidden 

perspectives and feelings, eliciting unaware or evasively admitted incentives of 

their purchasing behavior. 

 

For example, consumers may see products as connected to a thing or a person or 

a value in their own lives, but they may not be in a position to answer a frank 

inquiry to elucidate these points of the items (Haire, 1950). 

 

Hence, the researcher asked questions to use the projective technique. She tried 

to reveal the underlying values that people use Instagram, follow specific fashion 
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influencers, and are interested in their posts. These questions are placed to 

provide the unconscious values of the interviewers. 

 

4.1.2.3. Photo-Elicitation Technique 

 

Furthermore, the researcher used a visual method, alias projective stimuli, as a 

contributory tool (Rohani et al., 2014). The projective stimuli may contain 

visuals together with word association or sentence completion (Belk, 2013); 

however, the researcher explains the photo-elicitation technique in this section. 

She chose thoroughly the images she used to reach effectiveness (Rohani et al., 

2014). She first showed the images and asked the questions through the 

explanation of Rohani et al. (2014). Since harmony between this study‘s object 

and the meticulous selection of the photographs is the key success factor, she 

established an interactive discussion (Suchar, 1997) in the interviews. This 

technique decelerated the interview‘s speed, allowing respondents to think more 

profoundly about the influencer‘s post (Liebenberg, 2009) and consider the 

hidden issues they may not contemplate before (Binn & Harrist,1991). Because 

the photographs stimulate minds and specify the underlying meaning, cognitive 

processing is required; this tool is efficient in the research (Zaltman, 2003). The 

interviews with this technique are rich, deep (Samuels, 2004), and productive, 

effective utilization of time (Ziller, 1990). Thus, this technique helped the 

researcher to explore the hidden meanings and deeper considerations for the 

respondents. 

 

4.2. Research Sample 

 

For the secondary data sources, seven Turkish women fashion influencers in 

Instagram were used as a sample. In this sample, there are two celebrity 

influencers (>1.5 M followers) who are Danla Bilic and Duygu Özaslan, one 

mega influencer (∼501k-1 M followers) who is Gülnihal Eren, two macro-

influencers (∼101k-500k followers) who are Gizem Üzel and Burçin Akgün 

Ünaldı, and two micro-influencers (∼10k-100k followers) who are Cemre Sıla 
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Atılgan and BüĢra Ardıçlı (see Launchmetrics 2018). How these influencers 

were selected was given in detail in the secondary data sources section. 

 

For the primary data collection methods, there are nine Turkish women 

Instagram users who follow at least one of these seven influencers on Instagram. 

After acquiring enough insights about the influencers, the interviews started with 

the people from the researcher's social environment. Since the researcher is 

familiar with the influencers and has been using Instagram for approximately 10 

years, it is easier for her to determine the participants‘ profiles and as well as the 

influencers‘. After the first part of the interviewees was determined, the 

snowballing technique is used to find enough participants to reach the theoretical 

saturation, and the interviewees participated voluntarily. To get rid of the insider 

perspective, the researcher used critical self-examination and continual vigilance 

(Schouten & McAlexander, 1995). In addition, the participants did not answer 

strategically since they do not know precisely the researcher's areas of interest 

(Maison, 2019). 

 

4.3. Data Analysis 

 

The interviews were analyzed through consumer values. The informants‘ 

answers were matched with the related type of values which were explained in 

section 2.2.1. For each of the values, similarities and differences between the 

answers of the informants were derived. Thus, the reasons behind these were 

revealed, which are detailed in the Findings section below. 

 

4.4. Ethical Considerations and Trustworthiness 

 

First, the subject of this research and the interview questions are not threatening. 

The researcher informed interviewees that she would use pseudonyms instead of 

their real names. She also enlightened them about the synopsis and purpose of 

this research. In addition, she frankly stated that the results will be shared if they 

want to reach them. They could stop the interview anytime or step in to answer 
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any question that would lead them to divulge sensitive information that may not 

be intended initially subjectively. According to Diener and Crandall (1978), she 

ensured the sensitivity of the information criteria, which is a requirement for 

ethics in qualitative studies at last. She also got consent from all the interviewees 

for recording. Then, she started conducting the interviews. 

 

The researcher mentioned her familiarity with the culture of Instagram and 

influencers. She uses Instagram for approximately 10 years. She is also 

following most of the influencers who are studied in this research minimum of 

two years. She also worked voluntarily for a social media management company 

in 2013. She has read books and has researched about social media and 

influencers marketing field since 2013. In her social environment, she has 

influencer friends and friends who follow fashion influencers for more than three 

years. Moreover, the researcher analyzes the fashion influencers‘ posts in her 

daily life besides following them and buying their recommendations to see if 

they recommend with pleasure. Therefore, all these make her a great insider for 

this study.  

 

The researcher had to overcome the excessive involvement and create a learned 

distance between the interviewees and her to generate introspection in these 

circumstances. With the help of Schouten and McAlexander‘s (1995) ideas, 

critical self-examination, and continuous vigilance, she acquired this result. 

Additionally, the multiple method process through in-depth interviews, 

projective techniques, photo-elicitation technique, and secondary data collection 

adds to this study‘s reliability.  
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    CHAPTER 5 

 

 

5. FINDINGS 

 

 

5.1. Consumer Values Attained Through Instagram 

 

In this section, consumer values attained through Instagram are explained by the 

analyses of the in-depth interviews. The demographics, followed fashion 

influencers, fashion involvement, and attained consumer values of the 

informants are shown in Table 3. This table shows that attained consumer values 

are exchange value, functional value, emotional value, epistemic value, 

experiential value, and identity value. 

 

Table 4. Informant Characteristics 

 

 

Informants 

(Pseudonyms) Age

Education 

Level Occupation

Followed Fashion 

Influencers

Fashion 

Involvement Attained Consumer Values

İnci Çiçek 27 Bachelor's

Interior 

Architect and 

Freelance @cemresilaatilgan High

Exchange, Functional, Emotional, Epistemic, 

Social Values and Value Systems, Experiential, 

Identity Values

Leyla Selvi 27 Master's PhD Student @cemresilaatilgan Moderate

Exchange, Functional, Emotional, Epistemic, 

Social Values and Value Systems, Experiential, 

Identity Values

Canan Mutlu 26 Bachelor's

Project 

Coordinator @styleboom High

Exchange, Functional, Emotional, Epistemic,  

Social Values and Value Systems, Experiential, 

Identity Values

Arya Yıldız 22 High School

University 

Student

@busraardicli, 

@duyguozaslan, 

@danlabilic High

Exchange, Functional, Emotional, Epistemic, 

Experiential, Identity Values

Su Kaplan 27 Bachelor's

Customer 

Representative

@busraardicli, 

@gizemuzel_, 

@danlabilic High

Exchange, Functional, Emotional, Epistemic,  

Social Values and Value Systems, Experiential, 

Identity Values

Nazlıgül Öztürk 27 Master's

Government 

Official @styleboom

Low-

Moderate

Exchange, Functional, Emotional, Epistemic, 

Experiential, Identity Values

Duygu Çalışkan 27 Master's Engineer @cocobolinho High

Exchange, Functional, Emotional, Epistemic,  

Social Values and Value Systems, Experiential, 

Identity Values

Yonca Güzel 25 Bachelor's Specialist

@cocobolinho, 

@gizemuzel_ High

Exchange, Functional, Emotional, Epistemic, 

Experiential, Identity Values

Sevgi Ceylan 23 Bachelor's Interior Architect

@duyguozaslan, 

@cocobolinho, 

@gizemuzel_, 

@cemresilaatilgan High

Exchange, Functional, Emotional, Epistemic, 

Social Values and Value Systems, Experiential, 

Identity Values
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For the Instagram part of this research, questions about the meaning of social 

media, Instagram usage, the meaning of Instagram, and fashion content in 

Instagram were asked to the informants. According to the answers, consumer 

values attained are explained with examples. 

 

5.1.1. Exchange Value 

 

When asked about the Instagram profiles that they spend most of their time on, 

Arya Yıldız (22, University student) said, “usually shopping themed and 

influencers who continuously share product links.” This answer shows that 

Instagram is a shopping intermediary for her and spending time on Instagram 

creates an exchange value because she uses it as an online shopping website. 

 

For the important content about fashion in Instagram, Su Kaplan (27, Customer 

Representative) said, “finding low price/performance ratio products.” This 

quotation is about seeking low prices, and she finds these contents on Instagram, 

so this is another example of exchange value. Sevgi Ceylan (23, Interior 

Architect) answered the same question by saying, “posts informing about 

products which are affordable and at an average price.” This also shows the 

attained exchange value. 

 

5.1.2. Functional Value 

 

The answer to the Instagram‘s meaning question by Ġnci Çiçek (27, Interior 

Architect & Freelancer Fashion Designer) is “I find a new job.” She also 

added, “I use Instagram as an online portfolio and a tool to follow my 

improvement.” Instagram also provides her ease of access to different people and 

original content and ease of network creation. Sevgi Ceylan (23, Interior 

Architect) answered the same question by saying, “I sell my products and earn 

money.” These show the functional value of Instagram for them.  
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Leyla Selvi (27, PhD student) replied to the same question by stating, “a 

communication tool for following the activities of people, agenda, and 

trends.” “Instagram is a new type of communication tool.” according to Duygu 

ÇalıĢkan (27, Engineer). Su Kaplan (27, Customer Representative) also 

mentioned, “I am informed by the agenda and news.” Sevgi Ceylan (23, Interior 

Architect) claimed, “I follow the news, agenda, and trends.” In addition, Leyla 

claimed, “I utilized profiles about migration for my thesis and academic 

research.” Moreover, for the ease of content, she added, “Before the pandemic, I 

was going stores, but now I consider product reviews or sales. They appear on 

my Instagram feed or explore page rather than going to a store.” These are 

functional and utilitarian aspects of Instagram, so the functional value is attained. 

 

When it is asked about the significant content application, Canan Mutlu (26, 

Project Coordinator) answered, “I do not need to consider about such contents. 

If I try to access specific content by myself, it will take me approximately two 

months. However, by Instagram, I access them whenever I need.” This means 

Instagram provides ease of access, and it can be interpreted by functional value. 

Arya Yıldız (22, University student) also drew attention to ease of access by 

mentioning, “Instagram is a platform that everybody has access to.” Su Kaplan 

(27, Customer Representative) also remarked ease of access of Instagram by the 

quotation of “Without any physical effort, everything is accessible with a 

click.” Nazlıgül Öztürk (27, Government Official) added the ease of access 

function of Instagram by claiming, “In Instagram, one can reach any content 

effortlessly.” Yonca Güzel (25, Specialist) pointed out the same topic by 

saying, “It is nice to have it with just a click.” 

 

Duygu ÇalıĢkan (27, Engineer) specified the ease of shopping property of 

Instagram by saying, “Product recommendations save people from going to the 

store or return of a product. They are beneficial in that way.” Sevgi Ceylan (23, 

Interior Architect) pointed out the product recommendations and finding these 

contents on Instagram by mentioning, “For example, I find a summer dress 

immediately. This provides ease of access to products.” 
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From the quotations of informants, the functional value of Instagram has been 

revealed. 

 

5.1.3. Emotional Value 

 

The findings of emotional values include especially aesthetic (easy on the eyes), 

trust (reliable brand, believe the promises), validation (The promise of a product 

overlaps your beliefs.), satisfaction (fulfillment, pleasure), motivation (reason of 

act in a specific way), jealousy (negative value) and security (negative value). 

The quotations of interviewees exemplify these. 

 

5.1.3.1. Aesthetics 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer) said, “For 

example, a brand cooperates with a person. Even if that person does not appeal 

to me, that outfit can attract my attention. This situation occurs when that outfit 

looks good to me.” Nazlıgül Öztürk (27, Government Official) also added, “The 

fashion influencers on Instagram share eye-catching outfits.” These all reveal 

aesthetics. 

 

5.1.3.2. Validation 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer) mentioned that 

she discovered a new cosmetics product from Instagram. She said, “I feel better 

because discovering this product provides me validation.” 

 

5.1.3.3. Satisfaction 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer) 

claimed, “When I reviewed all posts on my Instagram feed, I feel fulfillment. 

Following posts on Instagram provides me this feeling.” 
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5.1.3.4. Trust 

 

Trust was pointed out by Ġnci Çiçek (27, Interior Architect & Freelancer Fashion 

Designer) and Sevgi Ceylan (23, Interior Architect). Ġnci mentioned, “When 

people share the production process, I believe that they are not fake and produce 

by themselves. I feel trust. They become honest and worthy to follow.” Sevgi 

claimed, “When most people introduce the same products, the sincerity is lost. 

For instance, they do not use the recommended product, so I hesitate to buy that 

product.” 

 

5.1.3.5. Security (Negative Value) 

 

Leyla Selvi (27, PhD student) feels a violation of privacy. She said, “I feel under 

surveillance and unnecessarily involved in the private life of people.” She also 

mentioned, “Instagram is not auditable, so there can be lots of fraud 

issues.” Yonca Güzel (25, Specialist) claimed, “When I share what I like, one 

can copy and share it.” 

 

5.1.3.6. Jealousy (Negative Value) 

 

Canan Mutlu (26, Project Coordinator) and Arya Yıldız (22, University student) 

felt jealousy by saying, “Their luxury and happy life makes me feel bad.” 

 

5.1.3.7. Motivation 

 

Nazlıgül Öztürk mentioned, “Let us face it, people mostly post motivating, 

positive and pleasant posts.” 
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5.1.4. Epistemic Value 

 

This value is about gathering new, practical information, innovation, and 

creating curiosity.  

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer): “When I think 

of Instagram, informative content comes to mind.” 

 

Leyla Selvi (27, PhD student): “Significant fashion content on Instagram allows 

me to learn things that I do not know, and this also affects consumption 

preferences.” 

 

Canan Mutlu (26, Project Coordinator):  

 Instagram is a platform for gathering information. You can get capsule 

information on significant content about fashion. These contents are 

effective in both gaining knowledge and inspiration. I am learning about 

creating outfits. 

 

Arya Yıldız (22, University student):  

 I think Instagram is a new source of information. I learned much new 

information from skincare accounts on Instagram. For example, after 

learning a new lipstick application method, I used it a lot. Furthermore, 

sometimes I learn different ways to use everyday products from Reels 

videos. I adapted different shirt-tying methods into my life. 

 

Su Kaplan (27, Customer Representative): “From the contents in Instagram, I 

am learning interior designs, so I decorate my room in a more minimalist style.” 

 

Yonca Güzel (25, Specialist):  

 I learn about places I have not visited. I can use movie suggestions for 

information purposes. I am learning tricks to pay attention to when 

taking photos. I most benefit from photography tips, practical 

information, and information about products. 
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Sevgi Ceylan (23, Interior Architect): “I learned that there is a product called a 

grating machine, and I will buy it. I can find products that I am curious about 

and do not know about on Instagram.” 

 

5.1.5. Identity Value: 

 

This value is about revealing a willing identity with buying products. However, 

in this part, instead of products, Instagram is evaluated. 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer):  

 Having an Instagram account is like showing that you are a social 

person. In addition, someone who does not know much about me can get 

to know me through my posts on my Instagram account and learn about 

my interests. 

 

She tries to create her willing identity by using Instagram. 

 

Leyla Selvi (27, PhD student): “People present themselves on Instagram as they 

want to show off. It is like they are hiding behind a store window.” 

 

Yonca Güzel (25, Specialist): “Thanks to Instagram shares, you can be more 

original by making small touches to your style.” 

 

Sevgi Ceylan (23, Interior Architect): “Posts on Instagram should be original 

and unique. People should be different with their styles by inspiring these posts.” 

 

Both Yonca and Sevgi are willing to present their identity as original and unique. 

 

 5.2. Factors Shaping Consumer Values Attained Through Instagram 

 

Consumer values attained through Instagram were examined and analyzed. For 

each of the values, differences and similarities between the informants‘ answers 

were analyzed. According to these analyses, the interviewees‘ lifestyle, 
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involvement level, and personality traits shape these values. The informants who 

have similar lifestyles, involvement levels, and/or personality traits attain similar 

values through Instagram. These similarities and differences are exemplified 

with the answers of participants. 

 

5.2.1. Lifestyle 

 

Arya Yıldız (22, University student), Su Kaplan (27, Customer Representative), 

and Sevgi Ceylan (23, Interior Architect) have a similar lifestyle. Arya is a 

university student, Su and Sevgi were graduated from university. They all live in 

urban areas. Their psychographics is also similar. They all believe that Instagram 

is a tool for getting information about products and their prices via influencers. 

They are all using Instagram to find products to buy. They also seek to buy 

affordable products. The quotations from their answers were given in the 

previous sections. Therefore, they all attain exchange value through Instagram. 

 

Sevgi Ceylan (23, Interior Architect) and Ġnci Çiçek (27, Interior Architect & 

Freelancer Fashion Designer) have a similar educational background. They were 

all graduated from the department of interior architecture. They explained that 

Instagram allows them to earn money since they can create a network through 

Instagram and quickly sell their designs or products. Therefore, they attain the 

same type of functional value through Instagram. They also give importance to 

the trust of the Instagram posts, so Instagram created the same type of emotional 

value for them. This was shown in section 5.1 emotional value part by their 

quotations.  

 

Leyla Selvi (27, PhD student), Duygu ÇalıĢkan (27, Engineer), Su Kaplan (27, 

Customer Representative), and Sevgi Ceylan (23, Interior Architect) are all 

university graduates. They all live in urban areas. They are working in white-

collar or similar jobs. They grew up with a familiarity with social media and 

influencers since they are all young adult women. As mentioned in the previous 
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section functional value part, they all follow the agenda and trends from 

Instagram. 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer) and Nazlıgül 

Öztürk (27, Government Official) were graduated from Bilkent University and 

started master‘s studies in Middle East Technical University right after their 

graduation. They are also the same age. Their families‘ education levels are also 

similar. Their quotations in section 5.1 emotional value part show that they all 

attain aesthetic value from the posts on Instagram. 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer), Leyla Selvi 

(27, PhD student), Canan Mutlu (26, Project Coordinator), Arya Yıldız (22, 

University student), Su Kaplan (27, Customer Representative), Yonca Güzel (25, 

Specialist) and Sevgi Ceylan (23, Interior Architect) attain the same type of 

epistemic value. Their similar lifestyles can explain this. They all have an 

educational background in prominent universities. Since their education levels 

are high, they seek to gather information from Instagram. 

 

5.2.2. Involvement Level 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer) and Sevgi 

Ceylan (23, Interior Architect) have high involvement levels in fashion, and 

Instagram since their educational backgrounds are similar all designers and use 

Instagram for occupational purposes. These similarities and their quotations in 

section 5.1 show that they attain the same functional and emotional (aesthetics) 

value. 

 

Leyla Selvi (27, PhD student) and Yonca Güzel (25, Specialist) have low 

involvement levels for Instagram and influencers by saying, “I do not follow 

many influencers and spend much time in Instagram.” Therefore, they feel 

insecure about Instagram. According to their quotations in section 5.1, Instagram 

creates the same emotional value (security) on them. 
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Canan Mutlu (26, Project Coordinator) and Arya Yıldız (22, University student) 

are highly involved in Instagram. They all spend at least three hours a day on 

Instagram and follow many influencers. Hence, they attain the same type of 

emotional value (jealousy-negative value) through Instagram by 

claiming, “People who share posts showing their luxury and happy life on 

Instagram make me feel bad.” 

 

5.2.3. Personality Traits 

 

Informants differ from each other by their personalities. After analyzing the in-

depth interviews, findings pointed out that similar personality traits reveal 

similar consumer values. The big five personality factors (emotional stability, 

extraversion, openness to experience, agreeableness, and conscientiousness) are 

used to show the type of personality traits (Jamal, Foxall and Evans, 2009). 

 

Leyla Selvi (27, PhD student), Canan Mutlu (26, Project Coordinator), Arya 

Yıldız (22, University student), Su Kaplan (27, Customer Representative), 

Yonca Güzel (25, Specialist) and Sevgi Ceylan (23, Interior Architect), Nazlıgül 

Öztürk (27, Government Official) and Duygu ÇalıĢkan (27, Engineer) are fun-

loving people. Since they all claimed that Instagram is an entertaining 

application for them, they enter it and spend time on Instagram feed, explore and 

stories. They believe that Instagram clears their heads when they feel stress and 

boredom. In section 5.1, it is shown that they all attain epistemic value through 

Instagram. In addition, Nazlıgül and Duygu said, “I use Instagram to get new 

ideas.” Hence, it explains that similar personality traits shape similar values. 

 

Since Ġnci Çiçek‘s (27, Interior Architect & Freelancer Fashion Designer) and 

Sevgi Ceylan‘s (23, Interior Architect) educational background include 

designing jobs, their work line requires imaginative skills. They are also 

suspicious people since they seek to trust in Instagram posts. Thus, they attain 

the same type of emotional values (trust, aesthetics) and functional values. 
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Sevgi Ceylan (23, Interior Architect), Su Kaplan (27, Customer Representative), 

and Arya Yıldız (22, University student) mentioned that they are seeking low 

price/performance ratio products for the same type of products. Rather than 

being loyal to specific brands, they look for affordable substitutes or equivalent 

products. They are variety-seekers, so they attain the same type of exchange 

value through Instagram. 

 

5.3. Consumer Values Attained Through Influencers and Congruence 

Between the Followers and the Influencers 

 

In this section, consumer values attained through influencers are explained. 

During the in-depth interviews, categories of questions included influencers and 

the relationship between influencers and consumer values. According to the 

analyses after the interviews, the consumer values were revealed. Hence, these 

show the congruence between followers and influencers. These congruences are 

lifestyle, identity, educational, social position, personality, and style. All these 

findings are examined through exemplifying quotations from informants‘ 

answers. 

 

5.3.1. Exchange Value 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer), Leyla Selvi 

(27, PhD student), and Sevgi Ceylan (23, Interior Architect) give importance to 

sustainability and cruelty-free products. For the bamboo toothbrush 

recommendation of Cemre Sıla Atılgan (@cemresilatilgan), Ġnci said, “I want to 

buy it.” Leyla claimed, “Especially Cemre gives importance to cruelty-free 

products, I want to buy it.” Sevgi mentioned,  

 Cemre shared sustainability-conscious product recommendation again. 

Since I use a different type of sustainable toothbrush, I will not change it. 

However, if I were not using a sustainable one, I would have bought the 

bamboo toothbrush.  
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Thus, these answers show that Cemre created exchange value on followers who 

are congruent with their lifestyle. 

 

Another example is that Canan Mutlu (26, Project Coordinator) is a cool person, 

and she thinks Burçin Akgül Ünaldı (@styleboom) looks cool in a trench coat on 

her one of the Instagram posts. Canan said, “I want to buy this trenchcoat since 

when I wear it, I feel cool.” Thus, the congruence between Canan and Burçin 

created exchange value. 

 

Moreover, Sevgi Ceylan (23, Interior Architect) and Duygu ÇalıĢkan (27, 

Engineer) give importance to educational level and trust. For Gülnihal Eren 

(@cocobolinho), they all pointed out, “She has a job other than being an 

influencer. She has intellectuality.” Thus, for the product recommendation of 

Gülnihal, they wanted to buy the product by saying, “She informed the followers 

about the size and tried the product on herself, so I wanted to buy it, she made 

my purchase easier.” Since Sevgi and Duygu are congruent with Gülnihal 

through their beliefs, opinions, and lifestyles, they attained exchange value 

through the same influencer.  

 

5.3.2. Functional Value 

 

For Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer), Canan 

Mutlu (26, Project Coordinator), Arya Yıldız (22, University student), Su Kaplan 

(27, Customer Representative), Sevgi Ceylan (23, Interior Architect) and Duygu 

ÇalıĢkan (27, Engineer), ease of access in shopping is crucial. They believe that 

influencers help people to shop easily. While Canan said, “Rather than seeking 

by myself, I can find it immediately with the help of influencers.”, Arya 

claimed, “I can find the product that I search for without going to 5 or 6 

different stores.” In addition, Arya exemplified this situation by the product 

recommendation of Danla Bilic (@danlabilic). She mentioned, “Danla helped 

my shopping process with the ease of access to a product. If I search for it, 

maybe I will never find it. Thanks to Danla, I can find the product.” Ġnci added 
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to this subject by saying, “Product recommendation of Cemre Sıla Atılgan 

(@cemresilatilgan) introduced a product that it is hard for me to find.” Sevgi 

drew attention to a different aspect by mentioning, “Gülnihal Eren 

(@cocobolinho) shares how to use the product.” Therefore, findings show that 

the congruence between followers and influencers shapes functional value. 

 

5.3.3. Emotional Value 

 

Canan Mutlu (26, Project Coordinator) and Nazlıgül Öztürk (27, Government 

Official) are both use Instagram for entertainment purposes and like eye-

catching, positive, and happy posts. For Burçin Akgün Ünaldı (@styleboom), 

they feel she has an upbeat communication style, sympathetic and sincere to her 

followers. For her Instagram post wearing a trench coat, Canan said, “It is a 

really cool photograph, and she is eye-catching.” Nazlıgül mentioned, “Her 

style is beautiful, her style of tying her belt, her hairstyle and earrings are 

matching and cool.” Hence, they all attain emotional (aesthetics) value through 

the same influencer congruent with Nazlıgül‘s and Canan‘s opinions, beliefs, and 

attitudes. 

 

Sincerity is essential for Leyla Selvi (27, PhD student) and Sevgi Ceylan (23, 

Interior Architect). Leyla said for Cemre Sıla Atılgan (@cemresilatilgan) “She 

uses the products, search for the production process of the product and then she 

recommends it to followers.” Sevgi claimed, “I bought the shampoo she 

recommended without questioning.” One can see that they both attain emotional 

(trust) value through Cemre Sıla Atılgan. 

 

Arya Yıldız (22, University student) and Su Kaplan (27, Customer 

Representative) are sincerity-conscious people. They research the products to 

buy. For BüĢra Ardıçlı (@busraardicli), Arya said: “She is younger and do not 

collaborate with many firms, so I find her sincere.” Su claimed, “I learned about 

a new brand with high quality, so I prefer the products she 
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recommends.” Hence, they attain the same type of emotional (trust) value 

through the congruence between them and BüĢra Ardıçlı. 

 

Arya Yıldız (22, University student) and Sevgi Ceylan (23, Interior Architect) 

are variety-seekers, as mentioned in section 5.1.1.3. Arya said, “Duygu Özaslan 

(@duyguozaslan) appeals to my aesthetic perception visually; I like her poses. I 

like seventy-five percent of what she likes. She is eye-catching.” Sevgi claimed 

for one of Duygu‘s posts, “I like it, it is beautiful, she worked a lot for this pose, 

and the angle of the sun is in harmony with what she wears, so the photo she 

shares is more artistic and more attentive than other influencers.” As a result, 

they both attain the same emotional (aesthetics) value through Duygu Özaslan. 

 

5.3.4. Epistemic Value 

 

Canan Mutlu (26, Project Coordinator), Nazlıgül Öztürk (27, Government 

Official) and Duygu ÇalıĢkan (27, Engineer) are educational level-conscious 

people. The influencers Burçin Akgün Ünaldı (@styleboom) and Gülnihal Eren 

(@cocobolinho) completed their PhDs so it can be said that Canan, Nazlıgül and 

Duygu follows influencers who are congruent with them. They both attain 

epistemic value through these influencers. Canan said, “Burçin provides me to 

gather new information about fashion.” Nazlıgül claimed, “Burçin helps me to 

gain knowledge; I can learn new recipes and food presentation styles that I have 

not tried before.” Duygu specified that the photograph tricks of Gülnihal provide 

me new information. 

 

Su Kaplan (27, Customer Representative), Yonca Güzel (25, Specialist), and 

Sevgi Ceylan (23, Interior Architect) consider sincerity and naturality since they 

are all suspicious for shopping purposes. They all follow Gizem Üzel 

(@gizemuzel_). They all said, “I learn new things from Gizem about how to 

wear the same clothes with different ways of wearing such as a shirt or belt 

fastening methods.” Thus, they all attain epistemic value through their 

congruence with the same influencer. 
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5.3.5. Social Values and Value Systems 

 

Ġnci Çiçek (27, Interior Architect & Freelancer Fashion Designer), Leyla Selvi 

(27, PhD student) and Sevgi Ceylan (23, Interior Architect) follow Cemre Sıla 

Atılgan (@cemresilatilgan). They are all sustainability and cruelty-free 

conscious people. Their lifestyles, according to these social issues, are similar. 

They attain the same type of social values through Cemre Sıla Atılgan. The 

quotations are given below. 

 

Ġnci: “I also need to be conscious about sustainability. Resources are dwindling. 

I also need to make designs related to recycling.” 

 

Leyla:  

 I follow Cemre because it suits my lifestyle. She teaches that a product 

does not easily mix with nature as a waste. She motivates me more in 

these matters. If there is something I do without realizing the 

environmental damage, she creates awareness of it. 

 

Sevgi:  

 Thanks to Cemre, I am trying to adapt to a sustainable life. She provides 

me with learning how to make it easier for me to adapt to this life. I 

started to use less plastic, glass bottle products or products that are not 

tested on animals. 

 

Su Kaplan (27, Customer Representative) is a health-conscious person. She 

needs to be motivated to eat healthy and clean. For Danla Bilic, she said, “While 

Danla was very overweight, she now has an ideal body, and she influences me. It 

somehow helps me to be healthier.” Hence, from the congruence between Danla 

Bilic, Su attained social values about healthy life. 

 

5.3.6. Experiential Value 

 

Arya Yıldız (22, University student) thinks that her style and BüĢra Ardıçlı‘s 

(@busraardicli) style are congruent, so when she bought jeans that BüĢra 
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recommended, she satisfied with the product. This creates experiential value for 

her, and she continued to buy products that BüĢra recommends. 

 

Su Kaplan (27, Customer Representative) bought a product that BüĢra Ardıçlı 

recommends. It was a make-up product. Su bought it since her skin color, and 

BüĢra‘s are similar to each other. Therefore, she loved the product. This shows 

that Su attained experiential value through the congruency between BüĢra and 

her. 

 

Yonca Güzel (25, Specialist) cares about sincerity and believes in buying 

suitable products to her style. She follows Gizem Üzel (@gizemuzel_) since she 

is sincere, so Yonca bought a skincare product Gizem recommended. She is 

satisfied with the product; her skin problems were solved with this product. 

Thus, with the congruency, Yonca attained experiential value through Gizem 

Üzel. 

 

As a result of all these examples, it is concluded that influencers shape consumer 

values through congruency with followers. 
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    CHAPTER 6 

 

 

6. DISCUSSION 

 

 

This thesis study focuses on Instagram and Turkish fashion influencers. The 

consumer values attained through them are elaborated. However, before 

Instagram, Turkish young adult women were also influenced by some people. 

According to Üstüner and Holt (2010), while Turkish women who have high 

cultural capital were tracking and mimicking Western lifestyles and trying to live 

like them, Turkish women who have low cultural capital were tracking Istanbul 

high society and/or elite people and trying to mimic their lives. Their medium of 

tracking was television and magazines. Since the era has changed, as mentioned 

by Vienna Vernose in section 3.2, further research may focus on a cultural 

capital-based study to find how different the roles of different influencers are 

according to their followers‘ cultural capital.  

 

Another suggestion of research is a chronological change of the consumer values 

attained through mimicking and tracking other people. How the online fashion 

arena traveled to the popular social media platforms explained by Dolbec and 

Fisher (2015). The traveling started with websites such as Vogue.com and 

continued with fashion forums, fashion blogs, social media websites such as 

FlickR (Dolbec & Fisher, 2015). Nowadays, outfits are shared by influencers on 

popular social networking websites such as Instagram. In section 3.2, the change 

in the role of influencing is explained according to Vienna Vernose (2021). She 

explained the change since the Renaissance. First, people had a mimetic desire 

for the queens and wanted to have power like them. It showed the identity value 

since they wanted to show that their status level is high. Then, people tracked 

and mimicked celebrities, models, and singers sequentially. For instance, they 

attained emotional value (aesthetics) and identity value from models through 

mimicking their appearances and trying to be like them. This trickle-down 



 50 

process has reached Instagram influencers. They are also consumers. Now, 

people track influencers who are in their segment. This set of circumstances also 

has a connection with the findings in this thesis study. The target group in this 

study attains consumer values through influencers by means of congruence. 

Marketers should be aware of this situation and do consumer research based on 

the congruence between influencers and followers. 

 

Although the consumer values in the context of Instagram and influencers are a 

popular and important topic for both influencers, brand owners, marketers, and 

consumers, no studies have been done in this context. According to Iqani (2019), 

there is a complex tension between self-empowering action and probable 

exploitation by economic power structures for those who utilize digital media 

platforms to create material that may promote a corporate brand and their own 

personae. This statement shows the connection between brand value. In this 

thesis study, it is also found that the selected fashion influencers function as a 

brand. Moreover, influencers improve the brand equity of the brands. Iqani 

(2019) further expanded on branding by presenting brand ambassadorship as a 

type of value-creating labor, rather than simply a tool of the brand manager, as 

the business school literature suggests. It also demonstrated how South African 

brand ambassadors‘ social media activity fits into global brand marketing 

operations and is probably only marginally different from the communications 

campaigns run by the same brands in the west. Iqani (2019) explained several 

perspectives about value creation and brand value in the context of social media 

influencers. In this thesis study, consumer values are scrutinized in the context of 

Instagram and Turkish fashion influencers. Exchange value, functional value, 

emotional value, epistemic value, experiential value, and identity value shaped 

through Instagram are introduced from the analyses of interviewees‘ answers. 

The differences and similarities of these answers reveal that through Instagram, 

informants with similar lifestyles, levels of involvement, and/or personality 

attributes achieve similar values. In the remaining parts of findings, through 

influencers, exchange value, functional value, emotional value, epistemic value, 

experiential value, social values, and value systems are attained through the 



 51 

congruence between the followers and the influencers. Thus, this study shows a 

multiple complex set of consumer values in these contexts. 

 

This study is limited to consumer value types only, though further research can 

focus on creating value. What is seen in this study is that the influencer is 

effective in this value creation process as a brand or personal brand. On the other 

hand, how this consumer value is co-created from the relationships between the 

brand, the consumer, the influencer brand, and the sponsoring company can be 

studied. 

 

The findings of this study show that influencers can make a differentiation 

strategy. They can implement this along with the multiple segmentation 

methods. Several segmentation criteria can be used together. This study shows 

that lifestyle, involvement level, and personality traits are essential. 

 

The research sample in this study has a specific demographic structure who are 

Turkish young adult women. Different demographic characteristics may show 

different results. Therefore, influencers should be aware that they are sending 

messages to multiple targets. In addition, further research can focus on different 

demographics such as men influencers who are followed by young adult women 

or men influencers and men followers. There are not many men fashion 

influencers in Turkey for the same demographics, so this type of research can be 

studied in the context of men fashion influencers globally. 

 

If these influencers create a community, they create more consumer value. Social 

value and linking value did not emerge from the examples in this study. 

Therefore, these influencers did not focus on communal interactions; however, 

they are essential to creating more value and loyalty for their Instagram pages.  

 

Influencers share adaptable posts based on special occasions, such as Valentine‘s 

Day. However, it is derived that such sharing did not take place in the minds of 
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the informants. If influencers give importance and share custom posts effectively 

on special occasions, they can also create conditional value for their followers. 

 

Moreover, according to the results of the interviews, it is concluded that 

influencers are not creating identity value. Since identity value contributes to 

people‘s willing identities, influencers should get to know their followers better 

by analyzing them, providing them with an advantage to create more value. 

 

For the experiential value, it is revealed that influencers should give more care to 

their followers. Such action will enable influencers to recommend products 

based on more real-life experiences rather than only sharing with promotional 

motivations. Thus, the followers‘ trust level will increase, which will lead to 

more organic and sentimental relationships, likely ending with followers buying 

more recommended products and the influencers creating more experiential 

value. 

 

According to the interviews, almost all of the followers are aware of the money 

concerned product recommendations, and their belief is decreasing rapidly 

towards the influencers‘ advertisement-based recommendations. Suggestions to 

influencers include that they should try to create more trust value on followers. 

 

The focus of this study is mainly based on the perspectives of the followers and 

consumers. However, this research shows that consumer value in this context 

includes multiple complex relationships. The values attained by the followers are 

not only about the products but also about blended values through influencers, 

brands, and Instagram. These values also affect each other. Thus, they interact in 

complex ways, so this topic can be expanded in further studies by a multifaceted 

perspective with adding other agents such as influencers, firms, and marketers. 

For example, selected followers in this study do not believe most of the 

recommendations of celebrity influencers since they recommend with monetary 

concerns. Therefore, while followers usually attain emotional value (aesthetics) 

through celebrity influencers, the other types of values gained through this type 
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of influencers are insufficient. If the celebrity influencers take this into account, 

they can create more value. 

 

In this thesis study, consumer values attained through Instagram and fashion 

influencers within the context of Turkey are explained through the analyses of 

in-depth interviews with Turkish young adult women followers. The study 

concluded that three factors (lifestyle, involvement level, personality traits) 

shaping consumer values through Instagram, and follower-influencer congruency 

shapes consumer values attained through influencers. 
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B. TURKISH INTERVIEW GUIDE / TÜRKÇE GÖRÜŞME REHBERİ 

 

 

Giriş Sorusu: 

 Sizin için modanın anlamı nedir? 

Kategori 1 (Moda): 

 Modayı hangi yönlerinden takip edersiniz? Bana günlük hayatınızdan 

örnek verir misiniz? 

 Modayı takip ettiğiniz zaman giyim, makyaj ve saç stilinizde nasıl 

değiĢiklikler oluyor? 

o Bu değiĢikliklerin sizin için anlamı nedir? Size nasıl hissettiriyor?  

o Bu değiĢiklikler olduğunda çevrenizden aldığınız tepkiler ne 

yönde değiĢiyor? Bu tepkiler size nasıl hissettiriyor? 

 Sizce genel kabul gören moda anlayıĢı sizin tarzınızı ne kadar yansıtıyor? 

o Yansıttığı durumlarda tarzınıza ne sıklıkta ve nasıl 

uyguluyorsunuz? Örnek verebilir misiniz? 

Kategori 2 (Instagram): 

 Sosyal medya deyince aklınıza ne geliyor? 

 Instagram hesabınız var mı? 

 Instagram‘da ne kadar zaman geçiriyorsunuz? 

 Instagram‘ın hangi özelliklerini kullandığınızı ve bu özelliklerin kullanım 

sıklığını açıklar mısınız? 

 Instagram‘da gezinmek size nasıl hissettiriyor? 

 Instagram hangi ihtiyaçlarınıza cevap veriyor? 

 Instagram denince aklınıza gelen üç kelime nedir? 

 Ne tür profillerde daha çok zaman harcıyorsunuz? 

 Kimleri takip ediyorsunuz?  
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Kategori 3 (Moda ve Instagram İlişkisi): 

 Instagram‘da modaya dair kaydadeğer içerikler var mı? Kaydadeğer 

içerik sizin için ne demektir? Açıklar mısınız?  Örnek verir misiniz?  

 Hangi sıklıkta bu tür içeriğe rastlıyorsunuz? 

 Bu Ģekilde içeriklere ulaĢmak için Instagram‘ı ne sıklıkla 

kullanıyorsunuz? 

 Bulduğunuz bu içerikleri kendi hayatınıza uygular mısınız? Uygulama 

Ģeklinizi açıklar mısınız? Örnek verebilir misiniz? Mesela en son ne 

zaman böyle bir uygulama yaptınız? 

 Bu tarz içerikler sizin yaĢamınızda nasıl kolaylıklar yaratıyor? 

 Bu içeriklerin Instagram‘da bulunabilmesi size ne hissettiriyor? 

 

Kategori 4 (Influencer): 

 Influencer kelimesi sizin için ne anlama gelir? 

 Influencer deyince aklınıza gelen üç kelime nedir? 

 Hangi influencer hesaplarını takip ediyorsunuz? 

 Sizce Danla Bilic / Duygu Özaslan / Cocobolinho / Gizem Üzel / 

Styleboom / Özge Akgün / Cemre Sıla Atılgan / BüĢra Ardıçlı nasıl 

birisi? Bu kiĢi hakkındaki görüĢleriniz nelerdir?  

 Bu influencer hesabının önerdiği hangi ürünleri satın aldınız ve satın 

aldıktan sonra neler hissettiniz? 

 Bu influencer hesabından görüp de saç modelinizi değiĢtirdiyseniz hangi 

yönde tepkiler aldınız? Bu tepkiler size nasıl hissettirdi? 

 Bu influencer hesabının önerdiği bir makyaj veya cilt bakım ürününü 

satın aldıysanız, kullandıktan sonra nasıl hissettiniz? 

o Bu makyaj veya cilt bakım ürününü kullanmaya baĢladıktan sonra 

ne yönde tepkiler aldınız? 

 Bu influencer hesabının etkisiyle stilinizi veya tarzınızı nasıl 

değiĢtirdiniz? Bu değiĢim hayatınıza ne yönde kolaylıklar yarattı?  

 Bu influencer hesabının etkisiyle yaĢam biçiminizi ne yönde 

değiĢtirdiniz? (sürdürülebilir yaĢam, veganlık gibi) 
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o Bu değiĢim size nasıl hissettirdi? 

 Bu influencer hesabının yaptığı çekiliĢlere ne sıklıkla katılıyorsunuz?  

o Katıldığınız çekiliĢlerin sonuçları size neler hissettirdi? 

o ÇekiliĢ sonuçlandıktan sonra bu hesabı ne yönlerinden takip 

etmeye devam ettiniz? 

 Danla Bilic / Duygu Özaslan / Cocobolinho / Gizem Üzel / Styleboom / 

Özge Akgün / Cemre Sıla Atılgan / BüĢra Ardıçlı deyince aklınıza gelen 

üç kelime nedir? 

 Bu influencer hesaplardan birinin paylaĢtığı bir ürün önerisi paylaĢımı 

gösterilir. 

o Bu paylaĢımı ilk gördüğünüzde ne hissettiniz? 

o Sizin hayatınıza ne anlamda kolaylık sağlayacağını açıklar 

mısınız? 

o Önerilen ürün/ürünleri satın almak hakkındaki düĢüncelerinizi 

açıklar mısınız? 

 

Kategori 4.1. (Influencer ve Değer ĠliĢkisi) (Danla Bilic / Duygu Özaslan / 

Cocobolinho / Gizem Üzel / Styleboom / Özge Akgün / Cemre Sıla Atılgan / 

BüĢra Ardıçlı) 

 Bu influencer hesabını takip etmeniz size genel olarak neler katıyor? Ġyi 

ki var dediğiniz Ģeyler neler? 

o Mesela bilgi edinme/seçim yapma/kullanma yöntemleri/elden 

çıkarma gibi konularda size faydası oluyor mu? Açar mısınız? 

Örnek verebilir misiniz? 

 Bu influencer hesabının önerisiyle satın aldığınız bir ürün sosyal 

hayatınızda değiĢiklikler yarattı mı? Bunu örneklerle açıklar mısınız? 

 Bu influencer hesabının önerisiyle satın aldığınız bir ürünü 

kullandığınızda nasıl hissettiniz? Bunu örneklerle açıklar mısınız? 

 Bu influencer hesabını takip ederken yeni bir çevreye girdiğinizi 

düĢünüyor musunuz? Aynı hesabın takipçileriyle görüĢ paylaĢıyor 

musunuz? Bunu örneklerle açıklar mısınız? 
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 Bu influencer hesabının paylaĢtığı promosyon kodlarını kullanmanız 

ve/veya indirimli ürünleri almanız tüketiminizde nasıl bir etki yarattı? 

Bunu örneklerle açıklar mısınız? 

 Bu influencer hesabının iletiĢim Ģeklini veya paylaĢımlarını kendinize 

hangi yönlerden yakın bulursunuz? Bunu örneklerle açıklar mısınız? 

 Bu influencer hesabının bir paylaĢımı gösterilir. 

o Bu paylaĢımda dikkatinizi çeken ilk üç Ģey nedir? 

o Bu fotoğraf için ne düĢünüyorsunuz? Anlatır mısınız? 

o Bu paylaĢımı ilk gördüğünüzde ne hissettiniz? 

o Bu paylaĢımda kullanılan / giyilen ürünleri satın almak ister 

misiniz? Bu ürünler sizin için ne ifade ediyor? Aldığınızda size ne 

katar, ne hissettirir? 

 Bu influencer hesabının önerdiği ürünleri sorgulamadan satın aldığınız 

bir olayı açıklar mısınız? 

o Bu influencer hesabının önerdiği bir ürünü satın alıp 

kullandığınızda size nasıl bir yarar sağladı? Örnek ile açıklar 

mısınız? 

o Bu olaydan sonra influencer hesabının önerdiği baĢka ürünler 

satın aldıysanız aldıktan sonra neler hissettiğinizi açıklar mısınız? 

 Bu influencer hesabını takip etmenizle birlikte yaĢam biçiminize veya 

düĢüncelerinize adapte ettiklerinizi anlatır mısınız? Bunlar size nasıl 

hissettirdi? Örnek ile açıklar mısınız? 

o Bu yeni yaĢam biçiminize çevrenizden nasıl tepkiler aldınız? 

Aldığınız tepkiler size neler hissettirdi? 

o Yeni yaĢam biçiminiz ile birlikte bu influencer hesabını takip 

ederken neler hissediyorsunuz? 
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KATILIMCI BİLGİ FORMU 

 

Tarih: 

Yer: 

Zaman: 

GörüĢme yapılan kiĢinin adı- soyadı /Rumuzu: 

Cinsiyet: 

YaĢı: 

 

Ebeveynler: 

Annenin mesleği: ____________  üvey anne ____________   

Babanın mesleği: ____________  üvey baba ____________   

Annenin eğitimi: ____________  üvey anne ____________   

Babanın eğitimi: ____________  üvey baba ____________   

 

Görüşme yapılan kişinin eğitimi: 

En yüksek derece: ____________   

Mesleği: 

 

KapanıĢ  

Zaman ayırdığınız için çok teĢekkür ederim. Eğer eklemek istediğiniz herhangi 

bir bilgi varsa dinlemek isterim. 
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C. TURKISH SUMMARY / TÜRKÇE ÖZET 

 

 

Sosyal medya her yerde. 2021 itibariyle dünya nüfusunun yaklaĢık %80'i akıllı 

telefon kullanıyor (O'Dea, 2021). Sosyal medya hesabı sahibi olup olmadığına 

bakılmaksızın, her 10 kiĢiden sekizi elektronik cihazları aracılığıyla sosyal 

medya içeriğiyle etkileĢime giriyor. Bu gerçek baĢlı baĢına sosyal medyanın 

hayatımız üzerindeki gücünü yansıtıyor. Sosyal medya ile birlikte insanlar zaten 

aĢina olduğumuz etkileme kavramıyla tanıĢtılar. Verilen mevcut ismi ―etkileyici‖ 

oldu; ancak, sadece yeniden Ģekillendirildi. 

 

Moda etkileyicileri pazarlama faaliyetleri için etkilidir. Özellikle pandemi ile 

birlikte insanlar pandemi öncesine göre daha fazla evlerinde kalmaya baĢladı. 

Çoğu bir süre iĢe gitmek istemedi. Böylece etkileyici pazarlamanın etkinliği 

artırıldı. 

 

Bu tez çalıĢması, Instagram üzerinden hangi tür tüketici değerlerinin 

kazanıldığını ve Türk genç yetiĢkin kadınlarının Instagram'da takip ettikleri Türk 

moda etkileyicileriyle etkileĢimleri yoluyla kazanıldığını belirlemeyi 

amaçlamaktadır. 

 

ÇalıĢma ilerledikçe, iki konu baĢlığı daha ortaya çıktı. Ġlki, Instagram aracılığıyla 

elde edilen tüketici değerlerini Ģekillendiren faktörlerle ilgilidir. Ġkincisi, 

etkileyiciler aracılığıyla elde edilen tüketici değerlerinin arkasındaki takipçi-

etkileyici uyumudur. 

 

Tüketici araĢtırmacılarının değer türleri bu çalıĢmanın özünü oluĢturmaktadır. 

Bu türler; değiĢim değeri, algılanan değerler, sosyal değerler ve değer sistemi, 

deneyimsel değer, kimlik değeri ve bağlayıcı değerdir. Bunlar farklı kategoriler 

gibi göründüğünden, tüketici değeri anlaĢılması zor bir kavramdır, dolayısıyla 

tüm bu değerler örtüĢmektedir. Onları birbirinden ayırt etmek için sadece küçük 

nüansları vardır. 
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Birçok araĢtırmacı tüketici değeri kavramını farklı açılardan incelemiĢ olsa da 

Instagram, moda etkileyicileri ve tüketici değeri konusunda onları bir araya 

getiren detaylı bir çalıĢma bulunmamaktadır. 

 

Sosyal medya pazarlaması, Instagram, etkileyici pazarlama, elektronik ağızdan 

ağıza iletiĢim, Instagram'da moda, sosyal medyanın davranıĢsal niyetler 

üzerindeki etkileri üzerine çeĢitli çalıĢmalar yapılmıĢtır. 

 

Bir çalıĢma, Instagram'daki tanıtım gönderilerinde sponsorluk ifĢası ile etkileyici 

ve marka güvenilirliğinin etkisini araĢtırdı. ÇalıĢma, yönetsel ve teorik 

göstergeleri ele aldı. Bulgulara göre, Instagram gönderilerinde öne çıkan saygın 

markaların kritik bilgiler, reklama yönelik zihniyet, satın alma niyeti ve 

elektronik ağızdan ağıza iletiĢim amacı üzerinde olumlu bir etkisi var. Teorik ve 

yönetsel çıkarımlar ele alınmaktadır (Lee & Kim, 2020). 

 

Bir Ġspanyol araĢtırması, Instagram etkileyicilerini öncül ve fikir liderliği 

teriminin sonuçları bağlamında inceledi. Sonuçlar, bir kullanıcı Instagram'da 

fikir lideri olarak algılanmak istiyorsa, bu kullanıcının orijinal ve benzersiz 

olması gerektiğini gösterdi. Ayrıca, fikir liderliği, etkileyicilere (etkileĢime 

geçme ve tavsiye etme) ve moda endüstrisine (moda tavsiyelerini takip etme) 

yönelik müĢteri davranıĢını etkiler. Son olarak, hesabın tüketicinin ihtiyaçlarıyla 

bariz uyumu dikkate alınır (Casaló, Flavián ve Ibáñez-Sánchez, 2020). 

 

Güney Afrika'da sosyal medyadaki etkileyicilerin doğulu iĢgücü hakkında bir 

makale yayınlandı. Makalede, lüks markaların Instagram profillerinde reklamını 

yapan sosyal medya etkileyicilerinin etnik iĢgücü inceleniyor. Sonuçlara göre, 

etkileyiciler tarafından oluĢturulan illüstrasyonlarda üç tür değer yaratma göze 

çarpıyor: ünlüleĢtirme çabaları, markanın hikayesini bilgilendirme ve idealist 

müĢteri vatandaĢlığının olumlu örnekleri olarak hizmet etme (Iqani, 2019). 
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Sosyal medya, Instagram ve etkileyici pazarlama ile ilgili araĢtırmalar gözden 

geçirildi. Ancak, bahsedilen alanların kombinasyonunun pazarlama 

faaliyetleriyle iliĢkilendirilen tüketici değeri araĢtırılmamıĢtır. 

 

Tüketici değeri, etkileĢimli göreli bir tercih deneyimidir; bu, müĢteri-ürün 

bağlantısı iĢlevlerinin, tercihleri belirlemek için göreceli tüketim deneyiminin 

merkezinde yer aldığı anlamına gelir. Bu Ģekilde, tüketici değeri hem normatif 

hem de açıklayıcı olarak pazarlama stratejisinin tasarımını etkiler (Holbrook, 

1999). 

 

Birçok araĢtırmacı, farklı bağlamlarda değer türlerini ve yaratımını inceledi. 

Bunlar marka değeri, hizmet bağlamı ve ürün bağlamıdır. 

 

Marka değeri: Bir markanın, yöneticilerin Ģirketin hedeflerine ulaĢmasını 

sağlayacak Ģekilde ticari faaliyetleri yürütme yeteneğini gösterir (Srivastava, 

Shervani ve Fahey, 1998). 

 

Hizmet bağlamı: Vargo ve Lusch'a (2008) göre, değer fenomenolojik olarak 

belirlenmelidir ve bu yönelim ―hizmet‖ diye ifade edilir. ―Tüketicinin algıları‖, 

―üst düzey ihtiyaçları karĢılama‖, ―müĢteri belirleme‖, ―birlikte yaratma‖ vb. 

terimler bunu yansıtmaktadır (Vargo & Lusch, 2004). 

 

Ürün bağlamı: Neap ve Çelik'e (1999) göre, bir Ģeyi elde tutma veya elde etme 

arzusu, değerine yansır ve bir metanın değerine öznel boyutlar katar. 

 

Pazarlamada tüketici değeri geniĢ bir kapsama sahiptir. Dört kategori, tüketici 

değeri olarak bilinerek ortaya çıkan fenomeni oluĢturmak için birbiriyle iliĢkili 

örtüĢen ve karıĢan özelliklerden oluĢan birbirine bağlı bir sistem oluĢturur 

(Holbrook, 1999). 

 

 

 



 73 

DeğiĢim Değeri: 

Dodds'a (2015) göre, ürün/hizmet faydaları ve fiyat, değiĢim sürecinde değer 

kavramına odaklanan iki pazarlama değiĢkenidir. 

 

Algılanan değer: 

Ardından, fayda tüketici tarafından değerlendirilir. Zeithaml (1988), algılanan 

değer kavramını göz önünde bulundurarak, tüketicinin bir ürünün faydasını elde 

edilen ve sağlanan algılara bağlı olarak değerlendirdiğini iddia etmiĢtir. 

 

ĠĢlevsel, koĢullu, sosyal, duygusal ve epistemik değer olarak beĢ kategorisi 

vardır ve bunların hepsinin tüketicinin kararlarında bir rolü vardır (Sheth ve 

diğerleri, 1991). 

 

Kimlik Değeri: 

Birçok pazarlama temsilcisi, mallarını ve hizmetlerini kültürel açıdan canlı 

hikayelere yerleĢtirmeye yardımcı olan ticari efsane yapımını kullanır. 

 

Kimlik değeri oluĢturmaya ek olarak (Holt, 2004), ticari efsane yapımı aynı 

zamanda eğlence, eğitim ve beyin yıkamayı geçmiĢin ve sosyo-kültürel 

öneminin belirli bir yorumlayıcı temsilinde birleĢtiren ideolojik bir süreç olarak 

da hizmet edebilir (Brown ve Patterson, 2001; Pen˜aloza, 2000). 

 

Sosyal Değerler ve Değer Sistemleri: 

Her birey ve toplulukta neyin arzu edilir olduğuna dair temel inançlar vardır ve 

Rokeach (1979) bunları sosyal değerler ve değer sistemleri olarak açıklamıĢtır. 

 

Deneyimsel Değer: 

Satın alma iĢleminden sonra ürünü kullanma deneyimi önem kazanır. 

Deneyimsel değer kavramı nedeniyle, Holbrook ve Hirschman (1982) tarafından, 

hayal gücü, duygular ve tüketim yoluyla deneyimlenen zevk gibi tüketimin 

deneyimlenme boyutlarının önemi vurgulanmıĢtır. 
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Bu değerlerle ilgili literatürü inceledikten sonra, aralarında minimal nüanslar 

olduğu sonucuna varılabilir. Tüketici değeri, birbiriyle örtüĢtüğü için belirsiz bir 

kavramdır. 

 

Pazarlama aracı olarak sosyal medya kullanımı günümüzde olağanüstü 

seviyelere ulaĢmıĢ olsa da tüketici değerleri bu alanda çalıĢılmamıĢtır. Bu 

nedenle bu çalıĢmada Instagram kullanımıyla elde edilen değerlerin türü ve Türk 

genç yetiĢkin kadınlarının Instagram'da takip ettikleri Türk moda etkileyicileriyle 

olan etkileĢimleri incelenmiĢtir. 

 

Türkiye'deki Apple iPhone kullanıcıları, Ekim 2010'da piyasaya sürüldüğü 

zaman Instagram'ı indirebiliyordu; ancak akıllı telefon kullanıcılarının büyük 

çoğunluğunun iOS olmayan cihazları tercih etmesi Türkiye'de Instagram 

kullanım oranını etkiledi. Android akıllı telefonlar için piyasaya sürülmesinden 

sonra Instagram, Türkiye pazarında giderek popüler hale geldi. 

 

2019 yılının 3. çeyreği itibarıyla Türkiye'nin önde gelen sosyal ağlarının 

platform bazında penetrasyonuna göre Instagram'ın oranı yüzde %83 idi (Statista 

Research Department, 2021). Genç yetiĢkin kadınlar (18-34 yaĢ aralığı), genç 

erkek yetiĢkinlerden sonra 7.000.000‘dan fazla aktif kullanıcıyla Instagram 

kullanıcılarının en kalabalık ikinci demografik grubunu oluĢturuyor 

(NapoleonCat Stats.). 

 

Kadın Instagram kullanıcılarının çoğunluğu genç yetiĢkinler iken, birçoğu aynı 

demografik özelliklere sahip etkileyicileri takip etme eğilimindedir. Böylece bu 

önemli örneklem grubu, etkileyicilerin hangi değerleri oluĢturduğunu ve onları 

nasıl Ģekillendirdiğini tanımlamaya odaklanacaktır. 

 

Veblen (1899) ve Simmel'e (1904) göre, Damlama Teorisi, aĢağıdaki her bir alt 

sınıfın, daha önce yüksek toplum tarafından benimsenen ve Ģimdi alt sınıfa 

―damlayan‖ modaları taklit ettiği sonucunu çıkarır. Bu çeĢitli seviyeli model, 

modanın ―alttaki‖ kitleler için trendleri tanımlayan günün tasarımcı modasını 
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karĢılayabilenlerle uyuĢuk, ―damla‖ bir süreç olduğunu önerir (Sproles, 1981; 

McMahon, 2013). Moda gazetecisi Vienna Vernose tüm bu süreçleri 

örneklendiriyor. 

 

Moda, etkileme ve pazarlama açısından sosyal medyanın gücü göz ardı 

edilemez. Küresel bağlamda, ünlüler hala tahtı elinde tutuyor gibi görünüyor. 

Ünlü olmayan bir geçmiĢe sahip çok sayıda Instagram etkileyicisi olmasına 

rağmen, ünlülere kıyasla yerel/yerli kalıyorlar. Ama yine de bu etkileyiciler 

kendi ülkelerindeki ürünlerin tavsiyesi ile takipçileri üzerinde etki bırakmaktadır. 

 

Dört ―aĢama‖ etkileyici vardır. 1.500.000 veya daha fazla takipçisi olan ünlü 

etkileyicilerdir; 501.000 ile 1.500.000 arasında takipçisi olan mega 

etkileyicilerdir; 101.000 ile 500.000 arasında takipçisi olan makro-

etkileyicilerdir; ve 10.000 ile 100.000 arasında takipçisi olan moda markalarının 

yeni ilgi gösterdiği mikro etkileyicilerdir (Launchmetrics, 2020). 

 

Instagram'ın özellikle genç yetiĢkin kadınlar tarafından kullanımındaki çarpıcı 

artıĢa paralel olarak, etkileme iĢi de Türkiye'de oldukça popüler hale geldi. 

Moda, etkileyici takipçilerinin Instagram'daki en popüler ikinci ilgi alanıdır 

(Ġçözü, 2021). 

 

Markaların ezici çoğunluğu, YouTube ve Facebook gibi diğer sosyal medya 

platformlarına kıyasla pazarlama amaçları için Instagram kullanmayı tercih 

ediyor (Ġçözü, 2021). 

 

Türkiye‘de komedi, modadan yüzde bir farkla Instagram‘daki en popüler ilgi 

alanı olurken, Instagram etkileyicilerinin en çok etiketlenen ilk 10 markasının 

tamamı moda markasıdır (Ġçözü, 2021). 

 

Bu tez çalıĢması, Instagram'daki Türk moda etkileyicileri bağlamında tüketici 

değeri türlerini detaylandırmaktadır. Bu bağlamda amaç tüketici tarafı ve onların 

kendi yorumları üzerinden incelenmiĢtir. Tüm açılardan bakmak yerine bu 
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çalıĢmanın amacı tüketici tarafı ile sınırlandırılmıĢtır. Instagram ve moda 

etkileyicileri aracılığıyla Ģekillenen değerleri anlamak için bu çalıĢmada nitel 

yöntemler kullanılmaktadır. Nitel araĢtırma, sosyal medyada paylaĢarak ve 

ürünleri çevrimiçi olarak değerlendirerek internet bazında tüketici ağlarının 

artmasıyla daha da büyük bir öneme sahiptir. Bu çalıĢmanın güvenilirliği, 

derinlemesine görüĢme, projektif teknikler ve görsel çıkarım dahil olmak üzere 

hem ikincil veri toplama hem de birincil veri toplama yöntemleri kullanılarak 

sağlanmaktadır. 

 

Nitel veri toplama ve analiz tekniklerini içeren keĢfedici bir araĢtırma tasarımı 

kullanılır. Ġkincil veri kaynakları, yedi etkileyiciden oluĢan örneklem için 

kullanılır. Dokuz takipçiden oluĢan diğer örneklem için derinlemesine 

görüĢmeler, projektif teknikler ve görsel çıkarım teknikleri kullanılmıĢtır. Bu 

çoklu metodolojik teknik, güvenilirliği artıracak ve bu çalıĢmanın ayrıntılı bir 

Ģekilde anlaĢılmasını sağlayacaktır. 

 

Ġkincil veri toplama yöntemi, bağlamın anlaĢılmasını arttırmayı amaçlamaktadır. 

Bu yöntem, etkileyiciler hakkında fikir verecektir. Kim oldukları, eğitim 

düzeyleri, Instagram'da nasıl paylaĢım yaptıkları ve içeriklerinin ne olduğu 

anlaĢılabilir. 

 

Birincil veri toplama yöntemleri, tüketiciler, yani takipçiler hakkında fikir 

vermek için kullanılır. Bu yöntemlerde derinlemesine mülakatlar takipçilerin 

moda etkileyicileri hakkında nasıl hissettiklerine odaklanırken, projektif 

teknikler takipçilerin konularla ilgili bilinçaltı durumlarını ortaya çıkarmakta ve 

görsel açığa çıkarma tekniği tüketicilerin bu etkileyicilerin görsel paylaĢımlarını 

nasıl algıladıklarını göstermektedir. 

 

Bu araĢtırmanın Instagram kısmı için katılımcılara sosyal medyanın anlamı, 

Instagram kullanımı, Instagram'ın anlamı ve Instagram'daki moda içeriği ile ilgili 

sorular sorulmuĢtur. Cevaplara göre ulaĢılan tüketici değerleri örneklerle 

açıklanmıĢtır. 
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DeğiĢim Değeri: 

Arya Yıldız (22, Üniversite öğrencisi), zamanlarının çoğunu hangi Instagram 

profillerinde geçirdikleri sorulduğunda, ―Genellikle alışveriş temalı ve sürekli 

ürün linkleri paylaşan etkileyiciler‖ dedi. Bu cevap, Instagram'ın onun için bir 

alıĢveriĢ aracısı olduğunu ve Instagram'da vakit geçirmenin, Instagram'ı bir 

çevrimiçi alıĢveriĢ sitesi olarak kullandığı için bir değiĢim değeri yarattığını 

gösteriyor. 

 

ĠĢlevsel Değer: 

Ġnci Çiçek'in (27, Ġç Mimar & Serbest Moda Tasarımcısı) Instagram'ın anlam 

sorusuna verdiği yanıt ―Yeni bir iş buluyorum.‖ Ayrıca, ―Instagram'ı çevrimiçi 

bir portföy ve gelişimimi takip etmek için bir araç olarak kullanıyorum.‖ diye 

ekledi. Instagram aynı zamanda farklı kiĢilere ve özgün içeriklere eriĢim 

kolaylığı ve ağ oluĢturma kolaylığı da sağlıyor. Sevgi Ceylan (23, Ġç Mimar) 

aynı soruyu ―Ürünlerimi satıyorum ve para kazanıyorum.‖ diyerek yanıtladı. 

Bunlar, Instagram'ın onlar için iĢlevsel değerini gösterir. 

 

Duygusal Değer: 

Duygusal değerlerin bulguları arasında özellikle estetik (göze güzel görünen), 

güven (güvenilir marka, vaatlere inanmak), doğrulama (bir ürünün vaadi 

inançlarınızla örtüĢüyor), memnuniyet (yerine getirme, zevk), motivasyon 

(belirli bir Ģekilde hareket etme nedeni), kıskançlık (olumsuz değer) ve güvenlik 

(olumsuz değer) yer almaktadır. GörüĢülen kiĢilerin alıntıları bunlara örnek 

teĢkil etmektedir. 

 

Estetik: 

Ġnci Çiçek (27, Ġç Mimar & Serbest Moda Tasarımcısı) ―Örneğin bir marka bir 

insanla iş birliği yapar. O kişi bana hitap etmese bile o kıyafet dikkatimi 

çekebilir. Bu durum, o kıyafet bana iyi göründüğünde ortaya çıkıyor.‖ Nazlıgül 

Öztürk (27, Devlet Memuru) ayrıca "Instagram'daki moda fenomenleri göz alıcı 

kıyafetler paylaşıyor." dedi. Bunların hepsi estetiği ortaya çıkarıyor. 
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Epistemik Değer: 

Bu değer, yeni, pratik bilgi toplama, yenilik ve merak yaratma ile ilgilidir. 

 

Canan Mutlu (26, Proje Koordinatörü): ―Instagram bilgi toplama platformudur. 

Moda ile ilgili önemli içerikler hakkında kapsül bilgi alabilirsiniz. Bu içerikler 

hem bilgi edinmede hem de ilham vermede etkilidir. Kıyafetler yaratmayı 

öğreniyorum.‖ 

 

Kimlik Değeri: 

Bu değer, ürünleri satın alarak istekli bir kimliği ortaya çıkarmakla ilgilidir. 

Ancak bu kısımda ürünler yerine Instagram değerlendiriliyor. 

 

Sevgi Ceylan (23, Ġç Mimar), ―Instagram'daki gönderiler özgün ve benzersiz 

olmalıdır. İnsanlar bu gönderilere ilham vererek tarzlarıyla farklı olmalı.‖ 

diyerek kimliğini özgün ve benzersiz olarak sunmaya isteklidir. 

 

Instagram üzerinden ulaĢılan tüketici değerleri incelenmiĢ ve analiz edilmiĢtir. 

Değerlerin her biri için bilgi verenlerin cevapları arasındaki farklılıklar ve 

benzerlikler analiz edilmiĢtir. Bu analizlere göre, görüĢülen kiĢilerin yaĢam tarzı, 

ilgi düzeyi ve kiĢilik özellikleri bu değerleri Ģekillendirmektedir. Benzer yaĢam 

tarzlarına, ilgi düzeylerine ve/veya kiĢilik özelliklerine sahip katılımcılar, 

Instagram aracılığıyla benzer değerlere ulaĢmaktadır. 

 

Örneğin Ġnci Çiçek (27, Ġç Mimar & Serbest Moda Tasarımcısı), Leyla Selvi (27, 

Doktora öğrencisi), Canan Mutlu (26, Proje Koordinatörü), Arya Yıldız (22, 

Üniversite öğrencisi), Su Kaplan (27, MüĢteri Temsilcisi), Yonca Güzel (25, 

Uzman) ve Sevgi Ceylan (23, Ġç Mimar) aynı epistemik değere ulaĢıyor. Benzer 

yaĢam tarzları bunu açıklayabilir. Hepsinin önde gelen üniversitelerde eğitim 

geçmiĢi var. Eğitim seviyeleri yüksek olduğu için Instagram'dan bilgi toplamaya 

çalıĢıyorlar. 
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Leyla Selvi (27, Doktora öğrencisi) ve Yonca Güzel (25, Uzman) ―Pek çok 

etkileyiciyi takip etmiyorum ve Instagram’da çok vakit geçirmiyorum.‖ diyerek 

Instagram ve etkileyicilere yönelik katılım düzeylerinin düĢük olduğunu 

gösteriyorlar. Bu nedenle Instagram konusunda kendilerini güvensiz 

hissediyorlar ve Instagram üzerinden aynı duygusal değeri (güvenlik) 

kazanıyorlar. 

 

Leyla Selvi (27, Doktora öğrencisi), Canan Mutlu (26, Proje Koordinatörü), 

Arya Yıldız (22, Üniversite öğrencisi), Su Kaplan (27, MüĢteri Temsilcisi), 

Yonca Güzel (25, Uzman), Sevgi Ceylan ( 23, Ġç Mimar), Nazlıgül Öztürk (27, 

Devlet Memuru) ve Duygu ÇalıĢkan (27, Mühendis) eğlenceyi seven insanlar. 

Hepsi Instagram'ın kendileri için eğlenceli bir uygulama olduğunu iddia ettikleri 

için Instagram‘a giriyorlar ve Instagram ana sayfasında, keĢfetinde ve 

hikayelerinde vakit geçiriyorlar. Stres ve can sıkıntısı hissettiklerinde 

Instagram'ın kafalarını boĢalttığına inanıyorlar. Böylece hepsi Instagram 

üzerinden epistemik değere ulaĢıyor. Ayrıca Nazlıgül ve Duygu, "Instagram'ı 

yeni fikirler edinmek için kullanıyorum." dedi. Dolayısıyla benzer kiĢilik 

özelliklerinin benzer değerleri Ģekillendirdiği görülüyor. 

 

Derinlemesine görüĢmeler sırasında, soru kategorileri etkileyicileri ve 

etkileyiciler ile tüketici değerleri arasındaki iliĢkiyi içeriyordu. GörüĢmelerin 

ardından yapılan analizlere göre tüketici değerleri ortaya çıktı. Bunlar takipçiler 

ve etkileyiciler arasındaki uyumu ortaya çıkardı. Bu uyumlar yaĢam tarzı, 

kimlik, eğitim, sosyal konum, kiĢilik ve stildir. Tüm bu bulgular, bilgi verenlerin 

cevaplarından örnek alıntılar yapılarak incelenmiĢtir. 

 

DeğiĢim Değeri: 

Canan Mutlu (26, Proje Koordinatörü) havalı biri ve Burçin Akgül Ünaldı'nın 

(@styleboom) Instagram gönderilerinden birinde trençkot içinde havalı 

göründüğünü düĢünüyor. Canan, ―Bu trençkotu giyersem kendimi havalı 

hissedeceğim için satın almak istiyorum.‖ dedi. Böylece Canan ve Burçin 

arasındaki uyum, değiĢim değeri yarattı. 



 80 

ĠĢlevsel Değer: 

Ġnci Çiçek (27, Ġç Mimar & Serbest Moda Tasarımcısı), Canan Mutlu (26, Proje 

Koordinatörü), Arya Yıldız (22, Üniversite öğrencisi), Su Kaplan (27, MüĢteri 

Temsilcisi), Sevgi Ceylan (23, Ġç Mimar) ve Duygu ÇalıĢkan (27, Mühendis) 

için alıĢveriĢte ulaĢım kolaylığı çok önemli. Etkileyicilerin insanların kolayca 

alıĢveriĢ yapmasına yardımcı olduğuna inanıyorlar. Canan, ―Tek başıma aramak 

yerine etkileyiciler sayesinde hemen bulabiliyorum.‖ derken Arya, ―Aradığım 

ürünü 5-6 farklı mağazaya gitmeden bulabiliyorum.‖ iddiasında bulundu. 

 

Dolayısıyla bulgular, takipçiler ve etkileyiciler arasındaki uyumun iĢlevsel 

değeri Ģekillendirdiğini göstermektedir. 

 

Duygusal Değer: 

Arya Yıldız (22, Üniversite Öğrencisi) ve Su Kaplan (27, MüĢteri Temsilcisi) 

samimiyete önem veren kiĢilerdir. Satın alacakları ürünleri araĢtırıyorlar. BüĢra 

Ardıçlı (@busraardicli) için Arya, ―Daha genç ve pek çok firmayla işbirliği 

yapmıyor, bu yüzden kendisini samimi buluyorum.‖ dedi. Su, ―Yüksek kaliteli 

yeni bir marka öğrendim, bu yüzden önerdiği ürünleri tercih ediyorum.‖ dedi. 

Dolayısıyla BüĢra Ardıçlı ile aralarındaki uyum sayesinde aynı tür duygusal 

(güven) değere ulaĢırlar. 

 

Epistemik Değer: 

Su Kaplan (27, MüĢteri Temsilcisi), Yonca Güzel (25, Uzman) ve Sevgi Ceylan 

(23, Ġç Mimar) alıĢveriĢte Ģüpheli oldukları için samimiyet ve doğallığa önem 

veriyorlar. Hepsi Gizem Üzel'i (@gizemuzel_) takip ediyor. Hepsi ―Gizem'den 

gömlek, kemer sıkma gibi farklı kullanım biçimleriyle aynı kıyafetlerin nasıl 

giyileceği konusunda yeni şeyler öğreniyorum.‖ dediler. Böylece hepsi aynı 

etkileyici ile uyumlarıyla epistemik değere ulaĢırlar. 

 

Sosyal Değerler ve Değer Sistemleri: 

Su Kaplan (27, MüĢteri Temsilcisi) sağlık bilincine sahip bir kiĢidir. Sağlıklı ve 

temiz beslenmesi için motive edilmesi gerekiyor. Danla Bilic için, ―Danla çok 
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kiloluyken şimdi ideal bir vücuda sahip ve beni etkiliyor. Bir şekilde daha 

sağlıklı olmama yardımcı oluyor.‖ Ģeklinde bir ifade kullandı. Böylece Danla 

Bilic'in uyumundan Su, sağlıklı yaĢamla ilgili toplumsal değerlere kavuĢmuĢtur. 

 

Deneyimsel Değer: 

Yonca Güzel (25, Uzman) samimiyete önem verir ve tarzına uygun ürünleri 

almaya inanır. Gizem Üzel'i (@gizemuzel_) samimi olduğu için takip ediyor, bu 

yüzden Yonca, Gizem'in önerdiği bir cilt bakım ürünü aldı. Üründen memnun; 

cilt sorunları bu ürünle çözüldü. Böylece uyum ile Yonca, Gizem Üzel 

aracılığıyla deneyimsel bir değere kavuĢmuĢtur. 

 

Tüm bu örneklerin sonucunda, etkileyicilerin takipçilerle uyum yoluyla tüketici 

değerlerini Ģekillendirdiği sonucuna varılmıĢtır. 

 

Instagram ve etkileyiciler bağlamında tüketici değerleri hem etkileyiciler hem de 

marka sahipleri, pazarlamacılar ve tüketiciler için popüler ve önemli bir konu 

olmasına rağmen bu bağlamda herhangi bir çalıĢma yapılmamıĢtır. Bu tez 

çalıĢmasında, Instagram ve Türk moda etkileyicileri bağlamında tüketici 

değerleri irdelenmiĢtir. Instagram üzerinden Ģekillenen değiĢim değeri, iĢlevsel 

değer, duygusal değer, epistemik değer, deneyimsel değer ve kimlik değeri, 

görüĢmecilerin cevaplarının analizinden ortaya çıkarılmıĢtır. Bu cevapların 

farklılıkları ve benzerlikleri, Instagram aracılığıyla benzer yaĢam tarzlarına, ilgi 

düzeylerine ve/veya kiĢilik özelliklerine sahip katılımcıların benzer değerlere 

ulaĢtığını ortaya koymaktadır. Bulguların kalan kısımlarında, etkileyiciler 

aracılığıyla, değiĢim değeri, iĢlevsel değer, duygusal değer, epistemik değer, 

deneyimsel değer, sosyal değerler ve değer sistemleri, takipçiler ve etkileyiciler 

arasındaki uyum yoluyla elde edilir. Bu nedenle, bu çalıĢma, bu bağlamlarda çok 

sayıda karmaĢık tüketici değerleri kümesini göstermektedir. 

 

Bu tez çalıĢması Instagram ve Türk moda etkileyicilerine odaklanmaktadır. 

Bunlar aracılığıyla elde edilen tüketici değerleri detaylandırılır. Ancak 

Instagram'dan önce de Türk genç yetiĢkin kadınları bazı kiĢilerden etkilenmiĢti. 
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Üstüner ve Holt'a (2010) göre, kültürel sermayesi yüksek Türk kadınları Batılı 

yaĢam tarzlarını takip edip taklit ederek onlar gibi yaĢamaya çalıĢırken, kültürel 

sermayesi düĢük Türk kadınları Ġstanbul'un yüksek sosyetesini ve/veya elit 

kesimini takip etmekte ve onların Batılı yaĢam tarzlarını yaĢamaya 

çalıĢmaktadır. Eskiden takip araçları televizyon ve dergilerdi. Vienna Vernose 

(2021) tarafından da daha önce belirtildiği gibi çağ değiĢtiği için, ileriki 

araĢtırmalar, farklı etkileyicilerin rollerinin takipçilerinin kültürel sermayelerine 

göre ne kadar farklı olduğunu bulmak için kültürel sermaye temelli bir çalıĢmaya 

odaklanabilir. 

 

AraĢtırmanın bir diğer önerisi, diğer insanları taklit ederek ve takip ederek elde 

edilen tüketici değerlerinin kronolojik olarak değiĢiminin incelenmesidir. Dolbec 

ve Fisher (2015) tarafından açıklanan çevrimiçi moda arenasının popüler sosyal 

medya platformlarına nasıl gittiği Vogue.com gibi web siteleri ile baĢlayıp 

seyahat, moda forumları, moda blogları, FlickR gibi sosyal medya siteleri ile 

devam etti (Dolbec ve Fisher, 2015). Günümüzde moda, Instagram gibi popüler 

sosyal ağ sitelerinde etkileyiciler tarafından paylaĢılıyor. Etkileme rolündeki 

değiĢim, Vienna Vernose (2021) tarafından Rönesans'tan bu yana olacak Ģekilde 

anlatılmıĢtır. Ġlk olarak, insanlar kraliçeler için mimetik bir arzu duydular ve 

onlar gibi güce sahip olmak istediler. Statü seviyelerinin yüksek olduğunu 

göstermek istemeleri kimlik değerini ortaya çıkardı. Ardından insanlar sırayla 

ünlüleri, modelleri ve Ģarkıcıları takip edip taklit ettiler. Örneğin, görünüĢlerini 

taklit ederek ve onlar gibi olmaya çalıĢarak modellerden duygusal değer (estetik) 

ve kimlik değeri elde ettiler. Bu damlama süreci Instagram etkileyicilerine ulaĢtı. 

Aslında onlar da tüketiciler. Artık insanlar kendi segmentlerinde yer alan 

etkileyicileri takip ediyor. Bu durumun bu tez çalıĢmasındaki bulgularla da 

bağlantısı vardır. Bu çalıĢmada hedef kitle, tüketici değerlerine etkileyiciler 

aracılığıyla uyum yoluyla ulaĢmaktadır. Pazarlamacılar bu durumun farkında 

olmalı ve etkileyici-takipçi uyumundan yola çıkarak tüketici araĢtırması 

yapmalıdır. 
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Bu çalıĢmanın odak noktası temel olarak takipçiler ve tüketicilerin bakıĢ 

açılarına dayanmaktadır. Ancak bu araĢtırma, bu bağlamda tüketici değerinin 

çoklu karmaĢık iliĢkileri içerdiğini göstermektedir. Takipçilerin elde ettiği 

değerler sadece ürünlerle ilgili değil, aynı zamanda etkileyiciler, markalar ve 

Instagram aracılığıyla harmanlanmıĢ değerlerle de ilgilidir. Bu değerler de 

birbirini etkiler. Bu nedenle, karmaĢık Ģekillerde etkileĢime girerler, bu nedenle 

bu konu, etkileyiciler, firmalar ve pazarlamacılar gibi diğer temsilcilerin 

eklenmesiyle çok yönlü bir bakıĢ açısıyla daha sonraki çalıĢmalarda 

geniĢletilebilir. Örneğin, bu çalıĢmada seçilen takipçiler, ünlü etkileyicilerin 

tavsiyelerinin çoğuna parasal kaygılarla tavsiye ettikleri için inanmamaktadır. Bu 

nedenle takipçiler genellikle ünlü etkileyiciler aracılığıyla duygusal değeri 

(estetik) elde ederken, bu tür etkileyiciler aracılığıyla kazanılan diğer değer 

türleri yetersiz kalmaktadır. Ünlü etkileyiciler bunu dikkate alırsa daha fazla 

değer yaratabilirler. 

 

Bu tez çalıĢmasında, Türkiye bağlamında Instagram ve moda etkileyicileri 

aracılığıyla ulaĢılan tüketici değeri türleri, Türk genç yetiĢkin kadın takipçilerle 

yapılan derinlemesine görüĢmelerin analizleri aracılığıyla anlatılmaktadır. 

ÇalıĢma, Instagram aracılığıyla tüketici değerlerini Ģekillendiren üç faktörün 

(yaĢam tarzı, ilgi düzeyi, kiĢilik özellikleri) ve takipçi-etkileyici uyumunun 

etkileyiciler aracılığıyla elde edilen tüketici değerlerini Ģekillendirdiği sonucuna 

varmıĢtır. 
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