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Abstract: Developing and implementing a social media strategy has become essential for contemporary
businesses seeking sustainable success. Social media platforms offer numerous benefits, including direct customer
engagement, enhanced brand awareness, increased sales, and a strengthened digital presence. In this study, the
social media content shared by the five largest Turkish companies in terms of market capitalization (QNB
Finansbank, Ko¢ Holding, Turkish Airlines, Ford Otosan, and Tiirkiye Is Bankas1), based on data shared by
Companies MarketCap, is analysed to elucidate corporate social media management and strategies. The
companies’ official Instagram and Twitter accounts were examined between March 5, 2025, and April 5, 2025.
Content analysis was conducted and tabulated using numerical data. In this study, companies' social media content
was categorized into five groups: social responsibility, celebration-awards, product/service promotion, special
days, and career/education. In addition to contributing to the literature, this study also offers some solution
proposals for companies regarding corporate social media management and the strategies they should follow.
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Kurumsal Sosyal Medya Yonetimi: Onde Gelen Tiirk Sirketlerinde Stratejik Yaklasimlar

Oz: Sosyal medya stratejisi gelistirmek ve uygulamak, siirdiiriilebilir basar1 arayan ¢agdas isletmeler igin
vazgecilmez hale gelmistir. Sosyal medya platformlari, miisterilerle dogrudan etkilesim kurma, marka bilinirligini,
satiglart artirma ve dijital varliklarin gliglendirilmesi gibi sayisiz faydalar sunmaktadir. Bu ¢alismada Companies
MarketCap tarafindan paylasilan verilere gore piyasa degeri agisindan en biiylk 5 Tiirk sirketinin (QNB
Finansbank, Kog¢ Holding, Turkish Airlines, Ford Otosan ve Tiirkiye Is Bankasi) sosyal medyadaki igerik
paylasimlart verilerek kurumsal sosyal medya yonetimi ve stratejileri agiklanmaya ¢alisiimistir. Arastirmaya konu
olan bu sirketlerin resmi Twitter ve Instagram hesaplar1 05 Mart 2025 — 05 Nisan 2025 tarihleri arasinda gézden
gegirilerek igerik analizleri yapilmis ve nicel veriler araciligtyla tablolastirilmigtir. Calismada, isletmelerin sosyal
medya uygulamalari sosyal sorumluluk, kutlama-6diil toreni, iiriin-hizmet tanitimi, 6zel giinler ve kariyer-egitim
olmak tizere bes kategoriye ayrilmistir. Caligmanin literatiire katki sunmasinin yani sira sirketlere kurumsal sosyal
medya yonetimi ve bu konuda izlenmesi gereken stratejilere yonelik birtakim ¢dztim 6nerileri de sunulmustur.
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Introduction

Corporate social media management refers to the strategic process through which a company
presents its brand professionally on social media platforms and establishes effective communication
with its target audience. Social media accounts are the face of a brand in the digital world. Corporate
social media management is a strategic process that enables a brand to have a professional presence on
social media platforms and to communicate accurately with its target audience. This process is not just
about sharing content; it also includes effectively conveying the brand’s values, vision, and messages to
the target audience. Social media management can lead to significant changes and achievements in the
business strategies companies develop (Rodriguez & Neira, 2024). Social media management enables
companies to increase brand awareness, establish customers connections, maintain digital reputation,
and achieve marketing goals (Dwivedi et al., 2021).

Today, social media is a platform for promoting products and services and a space where
companies cultivating close customer relationships with customers. It has transformed how companies
communicate with their audiences (Jeswani, 2023). Millions now use social media tools. A company’s
reputation and market visibility are significantly shaped by its social media activity (Tuten, 2008). Social
networks eliminate geographical barriers, promote global interactions, and are more effective on
customers than traditional networks (Fan, 2023). With proper social media management, companies can
gain customer trust and stand out from competitors in the digital environment. While most studies on
social media management focus on how a company's marketing mix can be adapted to digital media,
this study concentrates on corporate social media management and offers strategic suggestions.

Literature Review
Corporate Use of Social Media

Social media, which shapes interpersonal communication and the interaction between
businesses/companies and their customers, has become more than just a promotion channel for
companies. Companies now carry out activities beyond simple promotions to reach customers more
quickly and effectively, expand their customer portfolios, and carry out marketing activities through
referral (also known as social commerce) (Elshaer, 2024). Companies use social media with significant
budgets to improve brand awareness and create a new brand image. The core motivation behind
businesses placing such importance on social media is to establish active and continuous communication
with customers, ensure constant visibility, and promote all activities in a way that makes them more
attractive (Hollebeek et al., 2023).

Although social media appears to be mainly relevant to marketing efforts, it also plays a
significant role in shaping a company’s image. Any positive activity carried out on social media and the
ability to respond appropriately to consumer expectations and questions contribute positively to a
company’s image. The resulting corporate social media reputation indicates that companies now also
hold reputational value on these platforms (Nagra, 2013).

The Importance of Corporate Social Media Management

Corporate social media management is a vital strategic instrument that enables brands to establish
a robust digital presence, engage effectively with their target audience, and accomplish organizational
objectives (Appel et al., 2020). Companies increasingly recognize the need to build customer
relationships through social media environments to establish trust, promote their brands, and raise
awareness of their products and services (Laroche et al., 2013). The importance of this process can be
highlighted in several key areas (Jeswani, 2023):
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e Increases Brand Awareness: Social media platforms enable brands to be recognized by a broader
audience. With regular and effective content sharing, it becomes easier to communicate with
target audiences (Gallaugher & Ransbotham, 2010).

e Strengthens Customer Interactions: Social media allows brands to communicate directly with
customers. It not only creates new interactions with customers but also includes non-customers
in these interactions, turning them into potential customers (Gallaugher and Ransbotham, 2010).
A well-managed social media account can quickly respond to customer queries, provide a
positive experience (Denga, Vaijhala & Rasshit, 2022), and foster a loyal customer base and
synergy (Chivandi et al., 2019).

¢ Builds Digital Reputation and Trust: A brand's social media presence reflects its reputation in
the digital world. Social media platforms offer companies a way to connect with their target
audience and build trust (Jeswani, 2023). Companies should share consistent and high-quality
content to create a reliable brand image and a positive perception among potential customers.

e Facilitates Customer Feedback: Social media is a valuable channel for companies to receive
costumer feedback. By monitoring customer comments and direct messages, companies can
gain insights into customer preferences, pain points, and expectations, which can inform product
development and service improvement (Jeswani, 2023).

e Helps Achieve Marketing Goals: Corporate social media management not only increases brand
recognition but also helps achieve marketing objectives such as increasing sales and profit
margins, running campaigns, and launching new products (Wardi & Belgiawan, 2023).

e Provides a Competitive Advantage: Social media is not just a sharing platform; it is a
competitive tool that enables brands to analyze competitors and gain an edge in the market
(Rugova & Prenaj, 2016).

o Effective in Crisis Management: Brands can quickly respond to issues, clarify misinformation,
and maintain control of the narrative during crises through social media (Jeswani, 2023).

The reasons why corporate social media management is so critical for brands are listed above.
However, managing this process effectively requires a strategic approach, which is explained under the
heading “strategies to follow in corporate social media management.”

Strategies to Follow in Corporate Social Media Management

Corporate social media management is a strategic process consisting of multiple stages such as
planning, execution, and analysis. For companies to reach their goals through social media, interact with
customers online, offer personalized promotions, share news and updates, announce products and
services, and promote events, they must develop strategies (Helmink, 2013) and view social media
management as a strategic asset (Laradi et al., 2024).

In this context, it is appropriate to cite the automobile manufacturer Ford, which has mastered
corporate social media management and implemented strategies in this area. Ford’s secret to success
lies in customizing posts according to strategy and having its social media team respond to follower
comments (Ratcliff, 2014). To clarify the concept, Table 1 provides social media marketing strategies
and content strategies.
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Table 1. Social Media Marketing Strategy vs. Social Media Content Strategy

Characteristic Social Media Social Media
Marketing Strategy Content Strategy

Focus Overall goals, objectives, Planning, creation, and distribution of
and tactics for social media content on social media

Scope It encompasses the entire social media Focuses specifically on content tactics
approach within marketing within social media

Objectives A lings social media efforts with Aims to attract, engage, and retain
broader business goals audience through content

Components Audience targeting, platform selection, Content types, posting frequency,

engagement strategies

tone, and style of content

Integration with Marketing

Part of the broader marketing strategy
contributes to the overall plan

A subset of marketing strategy
supports marketing objectives

Measurement

Performance metrics tied to business
outcomes

Content-specifics metrics such as
engagement, reach, and leads

Examples of Activities

Launching ad campaigns, influencer
partnerships, and community building

Blog post creation, video production,
social media calendar planning

Resource: https://zoviz.com/tr/blog/how-to-create-a-social-media-strategy

Businesses have started to develop new strategies on social media to promote their
products/services and brands and to reach target audiences (Berthon et al., 2012). As seen in Table 1,
companies can benefit from their social media portfolios by employing various strategies in their
functional activities such as content creation, actively viewing and responding to customer feedback,
and engaging in collaborative interactions with customers (Laradi et al., 2024). Such active interactions-
whether transactional or non-transactional-between a customer and a company, potential customers, and
other customers can be defined as “customer engagement” (Chauhan & Pillai, 2013).

Aim

In this study, the social media content shared by the five largest Turkish companies in terms of
market capitalization (QNB Finansbank, Ko¢ Holding, Turkish Airlines, Ford Otosan, and Tiirkiye Is
Bankasi), based on data shared by Companies MarketCap, is analysed to explain corporate social media
management and strategies. This research is significant in terms of its timeliness. In addition to
contributing to the literature, this study also offers some solution proposals for companies regarding
corporate social media management and the strategies they should follow.

Method

Social media platforms provide various benefits, such as the potential for direct interaction with
customers, increasing brand awareness, and boosting sales, helping companies strengthen their digital
presence. Social media marketing is conducted through platforms like Instagram, Facebook, and Twitter
by brands, sharing information that facilitates the activities of producers and consumers (Wardi &
Belgiawan, 2023; Fan, 2023). Instagram and Twitter are widely used social media platforms that have
become significant parts of individuals' lives today (Laradi et al., 2024). In this context, this study
examines and records how the five selected companies (QNB Finansbank, Ko¢ Holding, Turkish
Airlines, Ford Otosan, and Tiirkiye Is Bankas1) used Twitter and Instagram between March 5, 2025, and
April 5, 2025. This research can guide public and private companies operating in this new domain in
their future endeavors. All posts made by the mentioned companies from their official Twitter and
Instagram accounts between March 5, 2025, and April 5, 2025, were reviewed and analyzed. A total of
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111 content posts from these official accounts constitute the universe of the research. The method of the
study is content analysis, one of the most commonly used qualitative research methods, typically
employed in the analysis of written and visual data (Ozdemir, 2010). The reason for selecting this
method in this study is its frequent use in qualitative research and its preference in similar studies in the
literature (Saygili et al., 2020). Moreover, qualitative research methods focus on words and provide
insight into what individuals are saying, doing, and thinking, rather than focusing on large groups
(Berbe, 2017). In conducting the numerical analyses of this study, classifying, planning, and defining
the content were essential. Therefore, categories were created and defined in this study of Twitter and
Instagram, with content types being examined overall. The data were categorized into social
responsibility, celebration/award ceremonies, product/service promotions, special days, and
career/education. For each company, the number of posts in each category, and number of likes and
followers, was recorded. This study aims to detail how each company’s official Twitter and Instagram
accounts were used in line with its objectives.

Findings

In this section of this research, the official Twitter and Instagram accounts of QNB Finansbank,
Ko¢ Holding, Turkish Airlines, Ford Otosan, and Tiirkiye Is Bankasi are examined in detail and
presented in tables. The reason for selecting these companies was that, according to the
companiesmarketcap.com (Companies Market Cap) data, as of February 19, 2025, they are the five
highest market-cap Turkish companies among the top 42 companies in Turkey.

Table 2. Total Twitter and Instagram Account Details of 5 Companies

Twitter Followers Twitter Instagram Instagram Post
Number Post Count Followers Count
Number
QNB Finansbank 112.869 12.700 69,900 1.715
Ko¢ Holding 174.068 1250 244.000 1.028
Turkish Airlines 1.877.813 8.079 2.600.000 2.719
Ford Otosan 112.200 2.908 49.200 1.592
Tiirkiye is Bankasi 251.200 10.700 181.000 1718

The data were accessed on April 5, 2025. An examination of the companies’ Instagram and
Twitter accounts revealed that Turkish Airlines has 1,877,813 followers on Twitter and 2,600,000
followers on Instagram. Tiirkiye I3 Bankas1 has 251,200 followers on Twitter and 181,000 followers on
Instagram. Ko¢ Holding has 174,068 followers on Twitter and 244,000 followers on Instagram. QNB
Finansbank has 112,869 followers on Twitter and 69,900 followers on Instagram. Finally, Ford Otosan
has 112,200 followers on Twitter and 49,200 followers on Instagram.

The subsequent sections of this research provide a detailed classification and description of the
posts shared by these companies between March 5, 2025, and April 5, 2025.

Table 3. Twitter Content Categories of 5 Companies

QNB Finansbank  Koc¢ Holding Turkish Ford Otosan Tiirkiye Is
Airlines Bankasi
PS GS PS GS PS GS PS GS PS GS
Social Responsibility 3 5200 1 7600 1 23000 1 2400 0 0
Celebration & 2 5000 0 0 0 0 1 1700 0 0
Award Ceremony
Product & Service 4 6100 0 0 14 270000 2 50700 1 5600
Promotion

Special Days 4 5300 2 34000 1 11000 4 8400 3 80000
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Career & Education 1 1800 0 0 0 0 1 10000 3 28700
Total number of 14 3 14 9 7
Share=47

An analysis of the Twitter content categories reveals the following:

Social Responsibility: QNB Finansbank made 3 posts, receiving 5,200 likes/views; Turkish
Airlines made 1 post, receiving 23,000 likes/views; Ko¢ Holding made 1 post, receiving 7,600
views; Ford Otosan made 1 post, receiving 2,400 views; Tiirkiye Is Bankas1 made no posts in
this category.

Celebration/Award Ceremony: QNB Finansbank made 2 posts, receiving 5,000 likes/views;
Ford Otosan made 1 post, receiving 1,700 views; no posts were made by Turkish Airlines, Kog
Holding, or Tiirkiye Is Bankasi in this category.

Product/Service Promotion: QNB Finansbank made 4 posts, receiving 6,100 likes/views;
Turkish Airlines made 14 posts, receiving 270,000 likes/views; Ford Otosan made 2 posts,
receiving 50,700 likes/views; Tiirkiye Is Bankas1 made 1 post, receiving 5,600 likes/views; Kog
Holding made no posts in this category.

Special Days: QNB Finansbank made 4 posts, receiving 5,300 likes/views; Ko¢ Holding made
2 posts, receiving 34,000 views; Turkish Airlines made 1 post, receiving 11,000 likes/views;
Ford Otosan made 4 posts, receiving 8,400 views; Tiirkiye Is Bankas1 made 3 posts, receiving
80,000 views.

Career/Education: QNB Finansbank made 1 post, receiving 1,800 likes/views; Ford Otosan
made 1 post, receiving 10,000 views; Tiirkiye Is Bankas1 made 3 posts, receiving 28,700 views;
no posts were made by Ko¢ Holding or Turkish Airlines in this category.

Table 4. Instagram Content Categories of 5 Companies

QNB Finansbank  Ko¢ Holding Turkish Ford Otosan Tiirkiye Is
Airlines Bankasi
PS BS PS BS PS BS PS BS PS BS
Social Responsibility 3 665 1 6503 0 0 0 0 0 0
Celebration & 4 737 0 0 0 0 1 296 2 1678
Award Ceremony
Product & Service 5 345 1 731 22 68858 2 1338 1 1538
Promotion
Special Days 4 1344 3 13419 1 3066 4 4559 3 8214
Career & Education 0 0 3 2025 0 0 2 8146 2 2640
Total number of 16 8 23 9 8

Share=64

An examination of the companies’ Instagram posts between March 5, 2025, and April 5, 2025, reveals
the following:

Social Responsibility: QNB Finansbank made 3 posts, receiving 665 likes; Ko¢ Holding made
1 post, receiving 6,503 likes; Turkish Airlines, Ford Otosan, and Tiirkiye Is Bankasi made no
posts in this category.

Celebration/Award Ceremony: QNB Finansbank made 4 posts, receiving 737 likes; Ford
Otosan made 1 post, receiving 296 likes; no posts were made by Ko¢ Holding or Turkish
Airlines in this category.

Product/Service Promotion: QNB Finansbank made 5 posts, receiving 345 likes; Ko¢ Holding
made 1 post, receiving 731 likes; Turkish Airlines made 22 posts, receiving 68,858 likes; Ford
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Otosan made 2 posts, receiving 1,338 likes; Tiirkiye Is Bankas1 made 1 post, receiving 1,538
likes.

e Special Days: QNB Finansbank made 4 posts, receiving 1,344 likes; Ko¢ Holding made 3 posts,
receiving 13,419 likes; Turkish Airlines made 1 post, receiving 3,066 likes; Ford Otosan made
4 posts, receiving 4,559 likes; Tiirkiye is Bankas1 made 3 posts, receiving 8,214 likes.

e Career/Education: Ko¢ Holding made 3 posts, receiving 2,025 likes; Ford Otosan made 2
posts, receiving 8,146 likes; Tiirkiye Is Bankasi made 2 posts, receiving 2,640 likes; no posts
were made by QNB Finansbank or Turkish Airlines in this category.

Discussion

Social media has become a platform with advantages and opportunities where companies can
easily elevate their corporate reputation. Any positive promotional move and instant responses to
customers' needs can elevate a company’s corporate image unexpectedly, even if its reputation is poor.
Conversely, no matter how strong a corporate reputation is, a sudden negative perception can quickly
form. Therefore, social media reputation and social media management are critically important. This
study aims to reveal how the five largest Turkish companies by market capitalization in Turkey use
social media platforms (Instagram and Twitter) as a tool for institutionalization and corporate social
media management strategies.

Conclusion

The first key result derived from the research findings is that the companies studied made more
Instagram posts than Twitter posts. The most frequently shared category on Instagram by companies
was "product and service promotion," while the least shared category was "social responsibility." Other
studies in the literature (Lea et al., 2006; Davis et al., 2010) also confirm this result. Companies can
increase their website and service popularity by sharing information and prices related to their products
and services (Lea et al., 2006).

During the study period, 111 content posts were shared on the two platforms. As computer and
digital media usage changes have integrated into all areas of life, they are also widely and effectively
used in companies and businesses across various sectors. On average, each company shared about 2
pieces of content daily with their followers on Instagram and Twitter. This indicates that the companies
are as effective in digital media as in traditional media.

The literature review shows that social media is an effective tool for attracting new customers,
increasing brand awareness, creating brand loyalty, shaping branding strategies, and strengthening
purchase intent (Laroche et al., 2013; Plidtookpai and Yoopetch, 2021; Atito et al., 2023; Wardi &
Belgiawan, 2023; Fan, 2023). These results further support the importance significance of the this study
conducted.

Recommendations

Corporate social media management is an indispensable tool that allows brands to effectively
establish a presence in the digital world, connect with their target audience, and achieve business goals.
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Adopting a strategic approach, regularly analyzing performance, and producing effective content
specific to each platform are essential to succeed in this process. As social media platforms continuosly
evolve, companies must remain informed, monitor emerging trends, and consistently refine their
strategic approaches.In addition to these considerations the following strategic steps are recommended
for effective corporate social media management:

e A content calendar should be created. Companies should make social media management more
organized by planning on a weekly or monthly basis.

e The target audience should be thoroughly analyzed. Management should use analysis tools to
understand the needs and expectations of the target audience.

e Performance should be measured and optimized. Management should regularly review social
media metrics to improve their strategies.

e Social media should be strengthened for corporate success. Social media is a communication
tool and one of the strongest marketing and communication channels for brands. Therefore, with
proper social media management, the company’s brand should be positioned as credible,
influential, and trustworthy in the eyes of the target audience.

Disclosure Statements
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2. Conflict of interest: There is no conflict of interest.

3. Ethics Report: Since this study does not use any subjects and does not use methods such as
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TURKCE SURUM
Giris

Kurumsal sosyal medya yonetimi, bir sirketin sosyal medyada kendini dogru sekilde anlatmasi
ve misterileriyle etkili olacak sekilde iletisim kurmasidir. Sosyal medya hesaplar1 bir markanin dijital
diinyadaki ytiziidiir. Kurumsal sosyal medya yonetimi, bir markanin sosyal medya mecralarinda
profesyonel sekilde varlik gdstermesini ve hedef kitlesiyle dogru bir iletisim kurmasini saglayan
stratejik bir siiregtir. Bu siireg, yalnizca icerik paylagsmaktan ibaret degildir; ayn1 zamanda markanin
degerlerini, vizyonunu ve mesajlarin1 hedef kitleye etkili bir sekilde aktarabilmeyi igerir. Sosyal medya
yonetimi ile igletmelerin gelistirdigi is stratejilerinde 6nemli degisikliklere ve basarilara imza atilabilir
(Rodeiguez & Neira, 2024). Sosyal medya yonetimi, sirketlerin marka bilinirligini artirmasina,
miisterileriyle bag kurmasina, dijital itibarim1 korumasina ve pazarlama hedeflerine ulasmasina olanak
tanimaktadir (Dwivedi vd., 2021).

Giliniimiizde sosyal medya, yalnizca bir markanin iirlin ve hizmetlerini tanittig1 bir platform
degil, aym1 zamanda sirketlerin miisterileriyle yakin iligskiler kurdugu bir alandir. Sosyal medya,
sirketlerin miisterileriyle iletisim kurma bigimini degistirmistir (Jeswani, 2023). Sosyal medya araclari
su anda milyonlarca kisi tarafindan kullanilmaktadir. Sirketlerin itibar1 ve pazardaki varliklar1 sosyal
medya tarafindan yonlendirilmektedir (Tuten, 2008). Sosyal aglar, cografi engelleri ortadan kaldirarak
kiiresel etkilesimleri tesvik etmekte ve misteriler iizerinde geleneksel aglardan daha etkili olmaktadir
(Fan, 2023). Dogru bir sosyal medya yonetimi ile sirketler miisterilerinin giivenini kazanabilir ve dijital
ortamda rakiplerinden bir adim 6ne gecebilirler. Sosyal medya yonetimi konusunda yapilan ¢caligmalarin
cogu bir sirketin pazarlama karmasinin bu dijital ortama nasil uyarlanacagina odaklanmisken bu ¢alisma
sirketlerde kurumsal sosyal medya yonetimine odaklanmakta ve startejik oneriler sunmaktadir.

Literatiir Taramasi
Kurumsal Sosyal Medya Kullanimi

Sadece kisiler arasi iletisimi degil, ayn1 zamanda isletmeler/sirketler ile miisterileri arasindaki
etkilesimi de sekillendiren sosyal medya, sirketler i¢in yalnizca bir tanitim araci olmaktan Gteye
gecmistir. Sirketler artik miisterilerine daha hizli ve etkili bir sekilde ulagmak, miisteri portfoylerini
genisletmek ve yonlendirme yoluyla pazarlama faaliyetleri (sosyal ticaret olarak da bilinir) yliriitmek
icin basit tanitimlarin ¢ok Otesinde faaliyetler yiiriitmektedir (Elshaer, 2024). Sirketler, marka
bilinirligini artirmak ve yeni bir marka imaji olusturmak igin sosyal medyaya onemli biitceler
ayirmaktadir. Isletmelerin sosyal medyaya bu kadar onem vermesinin ardindaki temel motivasyon,
miisterilerle aktif ve siirekli iletisim kurmak, stirekli goriiniirliik saglamak ve tiim faaliyetleri daha gekici
hale getirecek sekilde tanitmaktir (Hollebeek vd., 2023).

Sosyal medya, esas olarak pazarlama cabalariyla ilgili goriinse de, bir sirketin imajim
sekillendirmede de dnemli bir rol oynar. Sosyal medyada gerceklestirilen her tiirlii olumlu faaliyet ve
tiikketici beklenti ve sorularina uygun sekilde yanit verebilme becerisi, bir sirketin imajina olumlu katkida
bulunur. Ortaya ¢ikan kurumsal sosyal medya itibari, sirketlerin artik bu platformlarda da itibar degerine
sahip oldugunu gostermektedir (Nagra, 2013).

Kurumsal Sosyal Medya Yonetiminin Onemi

Kurumsal sosyal medya ydnetimi, giiniimiiziin dijital diinyasinda markalarin hedef kitleleriyle
baglant1 kurmas1 ve rekabette 6ne ¢ikmasi igin vazgegilmez bir aractir (Appel vd., 2020). Sirketler,
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giiven olusturmak ve markalarin1 tanitmak veya {iriin ve hizmetleri i¢in taninirlik kazanmak amaciyla
sosyal medya ortamlarinda miisteri iliskileri gelistirme ihtiyacimi giderek daha fazla hissetmektedirler
(Laroche vd., 2013). Bu siirecin 6nemi birka¢ temel noktada 6ne ¢ikar (Jeswani, 2023):

e Marka Bilinirligini Artirir: Sosyal medya platformlari, markanin daha genis bir kitle
tarafindan taninmasini saglar. Diizenli ve etkili igerik paylasimlariyla, hedef kitleyle daha kolay
bir sekilde iletisim kurulabilir (Gallaugher ve Ransbotham, 2010).

e Miisteri Etkilesimlerini Gii¢lendirir: Sosyal medya, markalarin miisterileriyle birebir iletisim
kurabildigi bir platformdur. Sosyal medya yalnizca yeni miisteri igletme etkilesimi yaratmakla
kalmaz ayni zamanda bu etkilesime miisteri olmayan kisileri de katarak onlar1 potansiyel
miisteri haline getirir (Gallaugher ve Ransbotham, 2010). Dogru yo6netilen bir sosyal medya
hesab1, miisteri sorularma hizli yanit verebilir, bir miisteri deneyimi olusturabilir (Denga,
Vaijhala ve Rasshit, 2022) sadik bir miisteri kitlesi ve sinerji yaratabilir (Chivandi vd., 2019).

e Dijital itibar ve Giiven Olusturur: Markanin sosyal medya iizerindeki varhigi, dijital
diinyadaki itibarin bir yansimasidir. Sosyal medya platformlart sirketlere hedef kitleleriyle
baglant1 kurma ve giiven olusturma imkan1 sunar (Jeswani, 2023). Giivenilir bir marka algis1
olusturmak ve potansiyel miisterilerin goziinde olumlu bir imaj yaratabilmek i¢in tutarli ve
kaliteli igerikler paylasilmalidir.

e Miisterilerden Geri Bildirim Alinmasim Saglar: Sosyal medya, sirketlerin miisterilerden geri
bildirim almas igin paha bicilmez bir kanal sunar. Isletmeler miisteri yorumlarim ve dogrudan
mesajlar izleyerek markalar, miisteri tercihleri, sorun noktalar1 ve beklentileri hakkinda fikir
edinebilir. Bu bilgiler, sirketlere {iriin gelistirme ve hizmet iyilestirme konusunda bilgi
saglayabilir (Jeswani, 2023).

e Pazarlama Hedeflerine Ulasmay1 Kolaylastirir: Kurumsal sosyal medya yonetimi, yalnizca
marka bilinirligini artirmakla kalmaz, aym1 zamanda satislar1 ve kar marjlarimi artirmak,
kampanyalar diizenlemek ve yeni {irlinlerin tanitilmas1 gibi pazarlama hedeflerine ulagilmaya
da yardimei olur (Wardi ve Belgiawan, 2023).

e Rekabette One Cikmay Saglar: Sosyal medya, markalar igin yalnizca bir paylasim platformu
degil, aym1 zamanda rakiplerin analiz edildigi pazarda 6ne ge¢me firsati sunan bir rekabet
aracidir (Rugova ve Prenaj, 2016).

e Sosyal medya kriz yonetiminde etkilidir: Markalar sorunlara hizli bir sekilde yanit verebilir,
yanlig bilgileri agikliga kavusturabilir ve kriz zamanlarinda anlati {izerinde kontrolii stirdiirebilir
(Jeswani, 2023).

Kurumsal Sosyal Medya Yonetiminde izlenecek Stratejiler

Kurumsal sosyal medya yonetimi, planlama, uygulama ve analiz gibi bir¢ok asamadan olusan
stratejik bir siirectir. Sirketlerin sosyal medya araciligiyla hedeflerine ulagmalari, miisterilerle cevrimigi
etkilesim kurmalari, onlara kisisellestirilmis promosyonlar sunmalari, haber ve gilincellemeleri
paylasmalari, iiriin ve hizmetlerini duyurmalar1 ve etkinlikleri tanitmalar i¢in stratejiler gelistirmeleri
(Helmink, 2013) ve sosyal medya yonetimini stratejik bir varlik olarak gérmeleri gerekmektedir (Laradi
vd., 2024).

Bu noktada, kurumsal sosyal medya yonetiminde ustalagmis ve bu alanda stratejiler uygulayan
otomobil iireticisi Ford'dan bahsetmek yerinde olacaktir. Ford'un bagarisimin sirri, gonderilerini
stratejilerine gore Ozellestirmesi ve sosyal medya ekibinin takipgi yorumlarina yanit vermesidir
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(Ratcliff, 2014). Kavrami agikliga kavusturmak i¢in, Tablo 1'de sosyal medya pazarlama stratejileri ve

icerik stratejileri sunulmaktadir.

Tablo 1. Sosyal Medya Pazarlama Stratejisi ve Sosyal Medya Igerik Stratejisi

Ozellik Social Media Social Media
Marketing Strategy Content Strategy

Odak Sosyal medya icin genel hedefler, Sosyal medyada icerik planlama,
amaglar ve taktikler olusturma ve dagitma

Kapsam Pazarlamanin tiim sosyal medya Ozellikle sosyal medyadaki igerik
yaklagimini kapsar taktiklerine odaklanir

Objectives Daha genis is hedeflerine sahip sosyal Igerik araciligryla hedef kitleyi
medya ¢abalari ¢ekmeyi, etkilesim kurmayi ve elde

tutmay1 amaglar
Hedeflar Hedef kitle, platform secimi, etkilesim Igerik tiirleri, yaymlama siklig1, tonu

stratejileri

ve igerik stili

Pazarlama Entegrasyonu

Daha genis pazarlama stratejisinin bir
parcasi genel plana katkida bulunur

Pazarlama stratejisinin bir alt kiimesi
pazarlama hedeflerini destekler

Olgiim Is sonuglarma bagl performans Etkilesim, erisim ve potansiyel
Olciimleri miisteriler gibi icerikle ilgili metrikler
Etkinlik Ornekleri Reklam kampanyalar1 baglatma, Blog yazisi olusturma, video

etkileyici ortakliklar1 kurma, topluluk

prodiiksiyonu, sosyal medya takvimi

olusturma planlama

Kaynak: https://zoviz.com/tr/blog/how-to-create-a-social-media-strategy

Isletmeler iiriin/hizmet, markalarini pazarlamak ve hedef kitlelere ulastirmak igin sosyal medya
iizerinden yeni stratejiler gelistirmeye baslamiglardir (Berthon vd., 2012). Tablo 1°den de anlasildig1
iizere sirketler, igerik olusturma, miisteri geri bildirimlerini aktif olarak gérme ve yanitlama, miisterilerle
is birligine dayal1 etkilesim kurma gibi fonksiyonel faaliyetlerinde gesitli stratejiler izleyerek sosyal
medya portfoylerinden yararlanabilirler (Laradi vd., 2024). Bir miisterinin bir firmayla, potansiyel
miisterilerle ve diger miisterilerle olan bu tiir aktif etkilesimleri ister islemsel ister iglemsel olmayan
nitelikte olsun, "Miisteri katilimi" olarak tanimlanabilir (Chauhan ve Pillai, 2013).

Amag

Bu ¢aligmada Companies MarketCap tarafindan paylasilan verilere gore piyasa degeri agisindan
en biiyiik 5 Tiirk sirketinin (QNB Finansbank, Ko¢ Holding, Turkish Airlines, Ford Otosan ve Tiirkiye
Is Bankasi) sosyal medyadaki icerik paylasimlari verilerek kurumsal sosyal medya yonetimi ve
stratejileri agiklanmaya calisilmistir. Bu aragtirma giincel olmasi agisindan Onem tagimaktadir.
Caligmanin literatiire katki sunmasinin yani sira sirketlere kurumsal sosyal medya yonetimi ve bu
konuda izlenmesi gereken stratejilere yonelik birtakim ¢6ziim Snerileri de sunulmustur.

Yontem

Miisterilerle dogrudan etkilesim kurma, marka bilinirligini artirma ve satiglart artirma
potansiyeli gibi bir¢ok fayda saglayan sosyal medya platformlari, sirketlerin dijital varliklarini
giiclendirmelerine yardime1 olmaktadir. Sosyal medya pazarlamasi, markalar tarafindan sosyal medya
tabanl Instagram, Facebook, Twitter gibi web siteleri araciligiyla yapilmakta ve iiretici ve tiiketicilerin
faaliyetlerini kolaylastiran bilgileri paylasmak i¢in kullanilmaktadir (Wardi ve Belgiawan, 2023; Fan,
2023). Giiniimiizde bireylerin hayatlarinin dnemli bir parcasi haline gelen Instagram ve Twitter yaygin
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olarak kullanilan sosyal medya platformlaridir (Laradi vd., 2024). Bu anlamda secilen 5 sirketin (QNB
Finansbank, Ko¢ Holding, Turkish Airlines, Ford Otosan ve Tiirkiye Is Bankas1) 05 Mart 2025 — 05
Nisan 2025 tarihleri arasinda sosyal medya uygulamalarindan Twitter ve Instagram’1 nasil ve ne yonde
kullandiklari bu ¢aligma kapsaminda incelenerek kaydedilmistir. Bu yeni alanda yer alan kamu ve 6zel
sitketlerin bu bilgiler dogrultusunda bundan sonraki yapacaklar1 g¢aligmalara yol gdsterecegi
diisliniilmektedir. Bu arastirma kapsaminda adi1 gegen 5 sirketin 05 Mart 2025 — 05 Nisan 2025 tarihleri
arasinda resmi Instagram ve Twitter hesaplarinin tamami incelenmis ve analiz gergeklesmistir.
Hesaplardaki toplam 111 igerik paylasimi ¢alismanin evrenini temsil etmektedir. Arastirmanin
yonteminde igerik analizi teknigi kullanilmistir. Nitel arastirmalar arasinda en sik tercih edilen
yontemlerden bir tanesi olan igerik analizi, genellikle gorsel ve yazili verilerin ¢dzliimlenmesinde
aragtirmacilara aracilik etmektedir (Ozdemir, 2010). Caligmada bu yéntemin segilmesinin temel nedeni
ise nitel aragtirmalarda sik kullanilan bir yontem olmasi ve literatiirde benzer ¢alismalarda da bu
yontemin tercih edilmis olmasidir (Saygili, Yargi ve Erginer, 2020). Ayrica, nitel aragtirma yontemleri
sozlere odaklanmakta ve bizlere topluluklar yerine bireylerin ne yaptigini ve ne sdyledigini
anlatmaktadir (Berbe, 2017). Bu ¢aligmanin sayisal verileri analiz edilirken igeriklerin planlanmasi,
tanimlanmasi ve smiflandirilmasi biiyiik 6nem tagimaktadir. Bundan dolayir birer sosyal medya
uygulamast olan Instagram ve Twitter iizerinden yapilan paylasimlar kategorilere ayrilmis ve
tamimlanmustir. Instagram ve Twitter paylagimlar takibe alinarak igerik tiirleri incelenmistir. Bu
dogrultuda veriler, sosyal sorumluluk, kutlama-6diil téreni, liriin-hizmet tanitimi, 6zel giinler ve kariyer-
egitim kategorilerine ayrilmigtir. Tespit edilen bu kategorilerde sirketlerin begeni sayisi, gonderi sayisi
ve takipci sayisi belirlenerek kayit altina alinmastir.

Bulgular

Arastirmanin bu béliimiinde QNB Finansbank, Ko¢ Holding, Turkish Airlines, Ford Otosan ve
Tiirkiye Is Bankasi’nin resmi Instagram ve Twitter hesaplar1 incelenmis tablolar olusturulmustur. Bu
sirketlerin secilme nedeni ise her giin giincellenen companiesmarketcap.com (Companies Market Cap)
verilerine gore 19 Subat 2025 tarihinde Tiirkiye’deki en degerli 42 sirket arasinda piyasa degeri en
biiyiik 5 Tiirk sirketi olmalaridir.

Tablo 2. 5 Sirketin Toplam Twitter ve Instagram Hesap Detaylari

Twitter Takipci Twitter Instagram Instagram
Sayisi Paylasim Takipci Paylaism
Sayisi Sayisi Sayisi
QNB Finansbank 112.869 12.700 69,900 1.715
Koc¢ Holding 174.068 1250 244.000 1.028
Turkish Airlines 1.877.813 8.079 2.600.000 2.719
Ford Otosan 112.200 2.908 49.200 1.592
Tiirkiye is Bankasi 251.200 10.700 181.000 1718

Tablo 2’deki bu verilere 05.04.2025 tarihinde erigilmistir. Sirketlerin Instagram ve Twitter
hesaplar1 incelendiginde Turkish Airlines’mn Twitter’da 1.877.813 Instagram’da 2.600.000 takipgisi
oldugu goriilmiistiir. Tiirkiye Is Bankasi’nin Twitter’da 251.200 Instagram’da 181.000 takipgisi oldugu
goriilmiistiir. Ko¢ Holding’in Twitter’da 174.068 Instagram’da 244.000 takipgisi oldugu saptanmistir.
QNB Finansbank’in Twitter’da 112.869 Instagram’da 69.900 takip¢isi oldugu saptanmistir. Son olarak
da Ford Otosan’in Twitter’da 112.200 Instagram’da 49.200 takipgisi oldugu goriilmiistiir.

Aragtirma verilerinin bundan sonraki boliimleri, 05 Mart 2025- 05 Nisan 2025 tarihleri arasinda
paylasim yapan bu sirketlerin igeriklerinin siniflandirilmasi ve kapsamli agiklanmasi seklindedir.
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Tablo 3. 5 Sirketin Twitter Igerik Paylagim Kategorileri

QNB Finansbank  Koc¢ Holding Turkish Ford Otosan Tiirkiye Is
Airlines Bankasi
PS GS PS GS PS GS PS GS PS GS
Sosyal Sorumluluk 3 5200 1 7600 1 23000 1 2400 0 0
Kutlama & Odiil 2 5000 0 0 0 0 1 1700 0 0
Toreni
Uriin & Hizmet 4 6100 0 0 14 270000 2 50700 1 5600
Tanitim
Ozel Giinler 4 5300 2 34000 1 11000 4 8400 3 80000
Kariyer & Egitim 1 1800 0 0 0 0 1 10000 3 28700
Toplam Paylasim 14 3 14 9 7
Sayisi=47

Tablo 3 incelendiginde Twitter Igerik Paylasiminda Sosyal Sorumluluk Kategorisinde QNB
Finansbank’in 3 paylasimda bulundugu 5200 begeni/goriilme sayisi aldigi, Turkish Airlines’in 1
paylasimda bulundugu 23000 begeni/gdriilme sayis1 aldigi, Ko¢ Holding’in 1 paylasim yaptigi ve 7600
goriilme sayisina ulastigi, Tiirkiye Is Bankasi'min ise bu kategoride hi¢ paylasim yapmadig
goriilmiistlir. Ford Otosan ise bu kategoride 1 paylasim yapmis ve 2400 goriilme sayisina ulagmistir.
Twitter Igerik Paylasiminda Kutlama ve Odiil Toreni Kategorisinde QNB Finansbank’m 2 paylasimda
bulundugu 5000 begeni/gériilme sayis1 aldig1, Kog Holding, Turkish Airlines ve Tiirkiye Is Bankasi’nin
ise bu kategoride hi¢ paylasim yapmadigi goriilmiistiir. Ford Otosan ise bu kategoride 1 paylasim yapmis
ve 1700 goriilme sayisina ulasmustir. Twitter Icerik Paylasiminda Uriin ve Hizmet Tanitimi
Kategorisinde QNB Finansbank’in 4 paylasimda bulundugu 6100 begeni/goriilme sayis1 aldigi, Kog
Holding’in bu kategoride hi¢ paylasim yapmadig1 Turkish Airlines’mn 14 paylagimda bulundugu 270000
begeni/goriilme sayist aldigr goriilmistiir. Aymi kategoride Ford Otosan 2 paylasim yapmis, 50700
begeni/goriilme sayis1 almus, Tiirkiye Is Bankasi ise 1 paylasim yapmis ve 5600 begeni/gdriilme sayist
almistir. Ozel Giinler Kategorisinde QNB Finansbank’1n 4 paylasimda bulundugu 5300 begeni/goriilme
sayist aldig1, Kog Holding’in 2 paylasim yaptig1 ve 34000 goriilme sayisina ulastigi, Turkish Airlines’in
1 paylagimda bulundugu 11000 begeni/goriilme sayis1 aldig1 goriilmiistiir. Ford Otosan ise bu kategoride
4 paylasim yapmis ve 8400 goriilme sayisina ulasmistir. Tiirkiye Is Bankasi ise 3 paylasim yapmus ve
80000 goriilme sayisina ulasmistir. Kariyer- Egitim Kategorisinde QNB Finansbank’in 1 paylagimda
bulundugu 1800 begeni/goriilme sayist aldigi, Kog Holding ve Turkish Airlines’in ise bu kategoride hig
paylagim yapmadig1 goriilmiistiir. Ford Otosan ise bu kategoride 1 paylagim yapmis ve 10000 goriilme
sayisina ulagmstir. Son olarak Tiirkiye Is Bankasi ise 3 paylasim yapmis ve 28700 goriilme sayisina
ulagmisgtir.

Tablo 4. 5 Sirketin Instagram Igerik Paylasim Kategorileri

QNB Finansbank  Koc¢ Holding Turkish Ford Otosan Tiirkiye Is
Airlines Bankasi
PS BS PS BS PS BS PS BS PS BS
Sosyal Sorumluluk 3 665 1 6503 0 0 0 0 0 0
Kutlama & Odiil 4 737 0 0 0 0 1 296 2 1678
Toreni
Uriin & Hizmet 5 345 1 731 22 68858 2 1338 1 1538
Tanitimi
Ozel Giinler 4 1344 3 13419 1 3066 4 4559 3 8214
Kariyer & Egitim 0 0 3 2025 0 0 2 8146 2 2640
Toplam Paylasim 16 8 23 9 8
Sayisi=64

Sirketlerin 05 Mart 2025- 05 Nisan 2025 tarihleri arasindaki Instagram paylasimlari
incelendiginde Sosyal Sorumluluk Kategorisinde QNB Finansbank’in 3 paylasimda bulundugu 665
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begeni sayist aldigi, Ko¢ Holding’in 1 paylasim yaptig1 ve 6503 begenilme sayisina ulastigi, Turkish
Airlines, Ford Otosan ve Tiirkiye Is Bankasi’nin ise bu kategoride hi¢ paylasim yapmadiklari
goriilmiistiir. Instagram Igerik Paylasiminda Kutlama ve Odiil Téreni Kategorisinde QNB
Finansbank’in 4 paylasimda bulundugu 737 begeni sayis1 aldigi, Ko¢ Holding ve Turkish Airlines’in
ise bu kategoride hi¢ paylasim yapmadig1 goriilmiistiir. Ford Otosan ise bu kategoride 1 paylasim yapmis
ve 296 begeni sayisia ulasmustir. Tiirkiye Is Bankast ise bu kategoride hi¢ paylasim yapmamustir. Uriin
ve Hizmet Tamtimi Kategorisinde QNB Finansbank’1in 5 paylasimda bulundugu 345 begeni sayis1 aldigi,
Kog¢ Holding’in bu kategoride 1 paylasim yaptigi, 731 begeni sayis1 aldigi, Turkish Airlines’in 22
paylagimda bulundugu 68858 begeni sayisi aldig1 goriilmiistiir. Ayni kategoride Ford Otosan 2 paylagim
yapmus, 1338 begeni sayist almus, Tiirkiye Is Bankasi ise 1 paylasim yapmis ve 1538 begeni sayist
almistir. Ozel Giinler Kategorisinde QNB Finansbank’in 4 paylasimda bulundugu 1344 begeni sayisi
aldig1, Ko¢ Holding’in 3 paylasim yaptig1 ve 13419 begeni sayisina ulastigi, Turkish Airlines’in 1
paylagimda bulundugu 3066 begeni sayisi aldigi goriilmiistiir. Ford Otosan ise bu kategoride 4 paylagim
yapmis ve 4559 begeni sayisina ulasmustir. Tiirkiye Is Bankasi ise 3 paylasim yapmus ve 8214 begeni
sayisina ulasmustir. Kariyer- Egitim Kategorisinde QNB Finansbank’in ve Turkish Airlines’in ise bu
kategoride hi¢ paylasim yapmadig1 goriilmiistiir. Ko¢ Holding’in bu kategoride 3 paylasim yaptigi, 2025
begeni sayist aldigi, Ford Otosan ise bu kategoride 2 paylasim yapmis ve 8146 begeni sayisina
ulasmustir. Son olarak Tiirkiye Is Bankasi ise 2 paylasim yapmis ve 2640 begeni sayisina ulagmistir.

Tartisma

Sosyal medya, sirketlerin kurumsal itibarlarini kolayca {ist seviyelere ¢ikarabilecekleri, firsat ve
avantajlarla dolu bir platform haline gelmistir. Tamitim igin atilacak her adim, miisteri talep ve
ihtiyaglarina es zamanli olarak verilecek cevaplar, bir sirketin ¢ok kotii olan itibarimi diizelterek st
seviyeye cikarabilecektir. Tersi bir durumda ise kurumsal itibar1 ve prestiji ¢ok yiiksek olan bir sirketin
negatif yonli bir alg1 olugsmasi sebebiyle itibar1 diisebilecektir. Bu sebepten sosyal medya itibari ve
sosyal medya yonetimi kritik bir 6nem tagimaktadir. Buradan hareketle yapilan bu ¢alisma, Tiirkiye nin
piyasa degeri en biiyiikk 5 Tiirk sirketinin kurumsal sosyal medya yonetimi ve stratejilerini merkeze
alarak kurumsallagsma araci olarak sosyal medya uygulamalarini (Instagram ve Twitter) nasil ve ne
sekilde kullandiklarini ortaya koymak amacin tagimaktadir.

Sonug¢

Arastirma bulgularindan ¢ikan ilk sonu¢ c¢alismaya konu olan sirketlerin Instagram
paylasimlarinin Twitter paylagimlarindan daha fazla olmasidir. Sirketlerce Instagram’da en ¢ok
paylasim yapilan kategori “iiriin ve hizmet tanitim1” kategorisi iken en az paylasim yapilan kategori
“sosyal sorumluluk” kategorisidir. Literatiirdeki diger ¢aligmalar (Lea vd., 2006; Davis vd., 2010) da
bu sonucu dogrular niteliktedir. Isletmeler mal ve hizmetleriyle ilgili paylasimlar yaparak web sitelerinin
ve popiilaritelerini artirabilmektedir (Lea vd., 2006).

Aragtirma siiresince Instagram ve Twitter uygulamalarindan toplam 111 igerik paylagimi
gerceklestirilmistir. Bilgisayar ve dijital medya kullaniminda yasanan bu degisim ve gelismeler yagamin
her alanina eklemlendigi gibi farkli sektorlerdeki sirketlerde ve isletmelerde de yaygin ve etkin olarak
kullanilmaktadir. Incelenen her bir sirketin Instagram ve Twitter uygulamalarindan takipgilerine bir
giinde yaklasik 2 igerik paylasimi yapilmaktadir. Bu da sirketlerin geleneksel medyada faal olduklari
kadar dijital medyada da etkin olduklarinin bir gostergesidir.

Literatiir incelendiginde sosyal medyanin yeni miisteriler gekmede, marka bilinirligini artirmada,
marka sadakati yaratmada, markalasma stratejilerini sekillendirmede ve satin alma niyetini
giiclendirmede verimli bir ara¢ oldugunu ortaya koymaktadir (Laroche vd., 2013; Plidtookpai ve
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Yoopetch, 2021; Atito vd., 2023; Wardi ve Belgiawan, 2023; Fan, 2023). Bu sonuglar da yapilan
caligmanin 6nemini destekler niteliktedir.

Oneriler

Kurumsal sosyal medya yonetimi, markalarin dijital ortamda etkili ve verimli bir sekilde varlik
gostermesini, hedef kitlesiyle bag kurmasini ve is hedeflerine ulagmasini saglayan vazgecilmez bir
aragtir. Bu siirecte basarili olmak i¢in stratejik bir yaklagim benimsemek, diizenli analiz yapmak ve her
platforma 6zgii etkili icerikler liretmek biiylik onem tagir. Sosyal medya, siirekli bir gelisim i¢indedir bu
nedenle, sirketler her zaman giincel kalmali, yeni trendleri takip etmeli ve stratejilerini diizenli olarak
optimize etmelidir. Bu sayilanlarin disinda sosyal medya yonetiminde basarili olmak igin sirketlerin
atmasi gereken adimlar sunlardir:

e Bir igerik takvimi olusturulmahdir. Sirketler haftalik veya aylik planlarla sosyal medya
yOnetimini daha diizenli hale getirmelidir.

e Hedef kitle iyi analiz edilmelidir. Sirket yonetimi analiz araglarim1 kullanarak hedef kitlenin
ihtiyaglarini ve beklentilerini belirlemelidir.

e Performans olgiilmeli ve optimize edilmelidir. Sirket yonetimi sosyal medya metriklerini
diizenli olarak inceleyerek stratejilerini gelistirmelidir.

e Kurumsal basar i¢in sosyal medya gli¢lendirilmelidir. Sosyal medya, artik yalnizca bir iletisim
araci degil ayn1 zamanda markalar i¢in en gii¢lii pazarlama ve iletisim kanallarindan biridir. Bu
yiizden dogru bir sosyal medya yonetimi ile sirket markas1 hedef kitlenin gdziinde daha giicli,
giivenilir ve etkileyici bir konuma taginmalidir.

Beyan ve Aciklamalar
1. Arastirmacilarin katki oram beyani: Caligma tek yazarli, katki oran1 %100.
2. Cikar catismasi: Herhangi bir ¢ikar ¢atigsmasi bulunmamaktadir.

3. Etik Raporu: Bu c¢alismada bir denek kullanilmadigi ve herhangi bir kisi ve kurumla goriigme
yapilmadigi i¢in etk kurul onayina gerek bulunmamaktadir.

4. Arastirmanmin Modeli: Bu arastirma, nitel bir model kullanilarak yiiriitiilmiis olup, literatiir taramasi
ve icerik analizi yontemleri kullanilmistir.
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